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It’s Saturday morning and many 
consumers will go for a run, play 
18 holes or maybe pay the bills.  
As a reward to themselves, some 
will journey to the local 
convenience store for a soda, 
candy bar or snack.  Many will 
simply fill up their gas tanks  
and check off one of their many 
“to do’s” for the weekend.   

Undoubtedly, upon reaching  
the gas pump, a vast majority  
of consumers will mumble under 
their breath about how much  
it costs to fill the tank and how 
frustrating it is that gas prices 
simply refuse to settle into  
a “normal routine.”  At the time 
of publication, gas prices are 
volatile and still on the high side, 
and volatility is showing no signs 
of slowing.  After all, gas prices 
are impacted today by events 
ranging from increased demand 
during the summer driving 
season to evolving world events.  
Though short-term price dips will 
almost certainly occur, history 
clearly illustrates that gas prices, 
on average, will only rise over 
the long term.    

Volatile gas prices cause 
shoppers to rethink fueling  
and other rituals related  
to convenience stores.  Some 
forego the tank fill-up and, 
instead, just buy enough gas  
to get through the day/week/trip. 
Others will skip or reduce the  
in-store portion of the visit.  
Either way, convenience store 
operators get pinched each time 
a shopper chooses to leave their 
property without making  
an in-store purchase. 
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Unfortunately for convenience 
store marketers, control over gas 
price fluctuations is out of their 
hands.  However, they do have 
the power to use innovative 
marketing strategies to not only 
reduce the negative impact of 
gas prices, but also entice even 
more shoppers to walk through 
their doors and put additional 
items in their baskets.   

Since more than 80 percent of 
convenience stores sell gas, and 
changing gas prices affect trips 
and baskets, convenience store 
decision makers must develop 
approaches for rapidly adapting 
their offerings and promotional 
strategies when gas prices 
change, either up or down.  
Doing so requires a solid and 
granular understanding of how  
to draw more shoppers into the 
store, even in the face of high 

 

gas prices, and which categories 
are most impacted by fluctuating 
gas prices.  Connecting these 
dots will boost industry earnings 
by billions of dollars annually. 

 

Gas Prices Are a Rollercoaster 
Ride that Convenience Store 
Marketers Cannot Control 

The U.S. Energy Information 
Administration reported on Sept. 
23 that gas prices had fallen  
5 cents from the previous  
week across the United States.   
As is the norm, some areas, such 
as the East and Gulf Coasts saw 
more sizeable gas price declines 
of 7 cents, while other areas, 
such as the Rocky Mountain 
region, saw smaller declines of 3 
cents.  This most recent 
fluctuation is the continuation of 
a volatile five-year period. 

 

 

Gas prices remain on a rollercoaster, but an overall upward trend has been 
playing out during the past several years.  
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Average Weekly Retail Gasoline Prices 
2009-2013 

Source:  Energy Information Administration 
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IRI’s MarketPulse survey provides 
insights regarding the impacts  
of fluctuating gas prices on 
consumer packaged goods (CPG) 
related behavior.  For example, 
Q2 2013 results demonstrated 
that 44 percent of consumers  
are likely to cut spending  
on groceries if gas prices rise  
50 cents.  More than half  
(57 percent) of consumers will 
reduce trips, and a similar-sized 
group (52 percent) will switch 
spending to stores that are closer 
to home, which may or may not 
include convenience stores.  

Not surprisingly, gas prices 
impact various consumer groups 
quite differently.  For instance,  
a 50-cent gas price increase will 
impact millennials, the largest 
single convenience store shopper 
group, more heavily than older, 
more established cohorts, simply 
because millennial shoppers are 
generally on particularly strict 
budgets.   

• 49 percent of millennials will 
make fewer, larger trips to 
reduce gas consumption 

• 49 percent will become more 
heavily focused on price 

• 40 percent will reduce the 
number of stores visited 

On the plus side for convenience 
store marketers, 11 percent of 
consumers shop the convenience 
store channel more frequently 
during times of high gas prices 
due to their proximity.  Once 
again, millennial shoppers show  
a disproportionate propensity to 
change their behavior.  One-in- 
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five millennial shoppers visit 
convenience stores more 
frequently during times of high 
gas prices, because the channel 
allows them to save on gas 
consumption.  Having solid 
programs at the ready for gas 
price fluctuations will leave 
convenience store marketers  
well positioned to capitalize  
on the influx of shoppers when 
gas prices spike. 

Of course, many factors will 
influence the actual impact of 
fluctuating gas prices on shopper 
behavior, including store location 
and banner, shopper mindset, 
and simple needs and resources.  
In general, though, historical 
trends provide a general sense  
of purchase elasticity at the 
department level. 

Specifically, departments most 
impacted by gas price increases 

tend to be healthcare and 
general merchandise categories.  
These departments have 
traditionally been “secondary” 
areas for convenience stores,  
so they tend to be the first to  
get eliminated or re-directed to 
an alternate or even lower-priced 
channel by consumers looking to 
trim back spending to compensate 
for higher prices at the pump.  
In contrast, beverages, which 
tend to be a key driver of trips 
for convenience stores, tend not 
to see a sharp fall-off in sales 
when gas prices climb.  

Given projections for an ongoing 
upward trend in gas prices across 
the country, and the fact that  
83 percent of convenience stores 
sell gasoline, convenience store 
marketers must view all fill-up 
and in-store trips as opportunities 
to grow sales, share of wallet and 

 

Purchase elasticity from gas price fluctuations varies greatly across 
departments. 

 

Source: IRI AllScan  

Most Impacted  
by Gas Price Rise 

 General Merchandise  
and Health 

In the Middle  Food and Tobacco 

Least Impacted  
by Gas Price Rise 

 Non-Alcoholic and 
Alcoholic Beverages 

Category Purchase Elasticity Resulting  
From Gas Price Fluctuations 

2011-2013 
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customer loyalty.*  They must 
view the gas pump as a critical 
arrow within the marketing 
quiver and deliver that arrow 
with a finesse that demonstrates 
their knowledge and understanding 
of core and target shoppers. 

 

Converting Customers  
from Fuel to Inside 

Convenience stores with gas 
pumps average 277 fill-up trips 
per day.  Fifty-seven percent  
of these transactions are 
completed at the pump, while  
the remainder are paid inside the 
store.*  Regardless of where 
money is exchanged, each  
of these visits represents  
an opportunity to sell goods 
inside the store.  Still, according 
to the National Association of 
Convenience Stores, fuel shopper 
conversion is quite low, at only 
27 percent.  Even at this low 
conversion rate, fill-up motivated 
trips contribute more than  
$19 billion dollars to convenience 
store revenues each year.   

A one point increase in the 
conversion rate will bring 
more than $700 million  
to the convenience store 
industry’s bottom line  
each year. 

Convenience store marketers 
that can boost the fuel 
conversion rate stand to reap 
substantial financial benefit.   
IRI estimates that a one 

  

Pump Topper  
or Marquee Window Sign 

Chocolate Candy 5% 6% 
Non-Chocolate Candy 3% 3% 
Carbonated Soft Drinks 17% 22% 
Meat Snacks 2% 1% 
Energy Drinks 15% 23% 
Sports Drinks 9% 11% 
Bottled Water 10% 14% 
Salty Snacks 4% 4% 
Gum 1% 1% 
Beer 6% 19% 
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point increase in the conversion 
rate would bring more than $700 
million to the industry’s bottom 
line in a single year.  Therefore, 
achieving a conversion rate of  
30 percent would boost annual 
revenue by more than $2 billion.  

 

Outdoor Advertising Gets 
Consumers to Walk through 
the Door 

Outdoor advertising, which 
includes pump toppers, window 
displays, stacks/displays outside 
the store (e.g. soda pallet), and 
ad or video displays on top of 
pumps, has proven effective at 
driving fuel buyers into the retail 
store.  In fact, across a variety of 
key convenience store categories, 
analysis demonstrates that 
product growth rate is twice  
as high when outdoor causal  

 

advertising is used compared  
to when it is absent.  

Despite the power of this 
medium, outdoor advertising  
is, generally speaking, 
underleveraged by convenience 
store marketers.  Even in the 
warmer months—peak time for 
outdoor advertising—less than  
5 percent of convenience stores’ 
all commodity volume (ACV)  
is supported with outside 
displays.  And, that support 
skews heavily to beverage 
categories.  

 

Meeting the Constant 
Consumer on the Path  
to Purchase 

But, the power of outdoor 
advertising is only as strong  
as the message being conveyed.  
Why is that? 

 

Utilization of pump and window signage is low and currently dominated  
by beverage categories.  

 

Source: IRI AllScan Convenience, 52 weeks ended Q2 2013.  

Percent of Convenience Channel ACV Sold with Support 
of Pump Topper/Marquee and Window Sign 

*Source: National Association of Convenience Stores 
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Today’s shopper is smarter than 
ever before, for he/she has more 
opportunities to learn about 
products and retailers before 
making a purchase.  This  
is actually great news for 
convenience store marketers, 
since they have many more 
touch points to connect with  
their most valuable consumers 
and shoppers. 

But, it is absolutely critical that 
marketers understand and 
address the fact that no two 
shoppers are alike.  Indeed,  
a single shopper often follows 
different paths when making 
different types of purchases. 

It is also essential to understand 
that the complexity of effectively 
marketing to and activating these 
shoppers increases as the 
number of influences on shopper 
decisions rises.  Influencers, 
indeed, are becoming more 
numerous.  Influences that  
used to be limited to television, 
radio, outdoor and newspaper 
advertising and in-store circulars, 
for example, now also include 
mobile advertising as well  
as blogs, Twitter, Facebook, 
YouTube and other social media.  
This is true for virtually all 
shopper groups, but especially 
true for the younger consumers 

who make up more than 50 
percent of convenience store 
shoppers.  

Marketers must wire their 
marketing strategies to account 
for this new, more complex and 
near real-time world.  Doing  
so means focusing efforts on 
managing the relationship with 
shoppers, as opposed to the 
traditional approach of managing 
products.  The following key 
issues about messaging and 
media should be considered:  

• Which messages are most 
likely to achieve activation  
for a given target shopper? 

• What offers are most 
attractive and how does that 
change across different media 
and different shopper groups? 

• What is the optimal call  
to action, both within a 
medium and across media? 

• Which media are most likely  
to maximize penetration 
within a target group?  

• How is one medium assisting 
with driving activation through 
other media (e.g., the offline 
impact of digital marketing)? 
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Making Lemons into 
Lemonade 

Convenience store marketers  
will continue to be challenged  
by an unsteady and, at times, 
unforgiving gas market. To 
succeed in this environment, 
they must empower their 
decision making with research.   

Through analytics, we know 
which shoppers and products are 
most impacted when gas prices 
rise.  We also know the message 
and the media that will influence 
the ideal audience for combating 
this challenge.   

When gas prices rise again, 
which they inevitably will, this 
knowledge must be proactively 
acted upon in order to make the 
best of a difficult operating 
environment.  

 

 

 

 


	Gas Price Fluctuations Fuel a Convenience Channel Opportunity 
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5

