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Chapter 1

OVERVIEW

Advancing technology, new competition, and consumer behaviors are continuously 
transforming the C-Store industry. These transformations require the operators to understand 
how to stay competitive by understanding the key drivers of these changes.

The world looks very different since the first C-Store opened its doors in Dallas, Texas, in 1927. 
The concept was born out of the need to have a convenient place for locals to pick up food and 
household goods. These locations quickly caught on and sprung up all over the nation. Over the 
decades, C-Stores made minor adjustments to their services to meet market demands, such as 
providing automotive fuels and accepting credit card payments.

Until recently, C-Stores had little 
competition in the space, and stores had the 
same look and felt as they did nearly 100 
years ago. However, new technologies have 
begun to emerge in the last decade that is 
anticipated to change the C-Store business 
model entirely. While technology adoption 
began slowly, the COVID-19 pandemic 
accelerated this change as many companies 
were forced to rethink how they leverage 
technology in the face of government 
shutdowns and strict health regulations.

It has become critical for C-Store businesses 
to understand what factors are driving these 
changes and how their businesses will need 
to adapt in the future to remain competitive. 
C-Store operators that fail to rise to the 
challenge could quickly lose market share to 
a competitor or become obsolete.

New Technology and 
Consumer Demands Will 
Change the C-Store’s 
Industry Forever

3



8 Key Areas Expected to Impact the C-Store Business

Business practices that have worked for C-Stores for decades will no longer be effective. The 
entire C-Store model is expected to change. Fortunately, there are clear indicators of which 
areas will be impacted the most. C-Store’s operators who want to stay ahead of these emerging 
trends need to better understand the forces and technology driving these changes.

Customers in the future will expect more options 
to order products, make payments, and checkout, 
including contactless interfaces, mobile applications, 
and acceptance of new types of currency.

1. Ordering & Checkout Systems

Convenience is no longer the primary competitive 
edge for C-Stores. Operators need to evaluate how to 
best deliver products to customers who are used to a 
world with same-day shipping, curbside pick-up, and 
at-home delivery service.

2. Delivery Systems

C-Stores operations and maintenance programs will 
need to become more efficient to help control costs 
and enhance customer experience

3. Operations & Maintenance

Traditional store layouts are becoming ineffective at capturing the attention of younger 
crowds that no longer want to enter retail spaces. Store layouts in the future could 
incorporate more drive-up options, virtual environments, and augmented reality.

4. Store Layouts

4



Anticipating the Future of C-Stores

Understanding what the future holds is the key to creating strategic plans to unveil new 
technology and push the boundaries of the latest product offerings and customer experiences. 
In the following chapters, we will take a deep dive into each area mentioned above. Our goal 
is to cover how each of these elements looks today, what factors are driving their change, the 
existing challenges, and what to expect in the future. With this new information and knowledge, 
you will be better equipped to prepare your C-Store business for the exciting road ahead.

In an age of social media, more consumers expect constant engagement from the brands they 
love. In addition, they want to be rewarded for their loyalty through incentives, discounts, and 
customized shopping experiences.

5. Brand Awareness & Loyalty

C-Stores are known for offering quick and often unhealthy food options such as fountain drinks 
and snacks. Many brands are bending to market demands to offer better quality food items, 
including gourmet coffee, fresh produce, and plant-based options.

6. Foodservice

The majority of C-Stores attract customers by offering fuel for automobiles. As electric vehicles 
take over the roads, C-Store operators need to adjust their business models to attract a new 
breed of drivers by offering charging stations and other amenities.

Technology such as artificial intelligence (AI), virtual reality (VR), and big data will disrupt many 
traditional C-Store operations by delivering new insights and customer experiences. The rapid 
pace of development could be a challenge for some businesses that are slow to adopt the new 
tools and technology.

7. The Impacts of Electric Vehicles

8. C-Store Technology
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Chapter 2

ORDERING & 
CHECKOUT SYSTEMS

Advancing technology, new competition, and consumer behaviors are continuously 
transforming the C-Store industry. These transformations require the operators to 
understand how to stay competitive by understanding the key drivers of these changes.

The world looks very different since the first C-Store opened its doors in Dallas, Texas, in 
1927. The concept was born out of the need to have a convenient place for locals to pick up 
food and household goods. These locations quickly caught on and sprung up all over the 
nation. Over the decades, C-Stores made minor adjustments to their services to meet market 
demands, such as providing automotive fuels and accepting credit card payments.

This left C-Stores fighting with regular retailers for market share.

The one thing that C-Stores had to their advantage -convenience- no longer sets them apart. 
C-Stores are now more vulnerable than ever. This is forcing companies to rethink how they 
draw customers to their C-Stores. One area of focus has been embracing technology related 
to order delivery and checkout.

Advancing Technology and 
Increasing Convenience
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While the effects of the pandemic accelerated the change in how 
C-Stores interact with consumers, this trend has been coming for 
a long time. Two main factors are driving how C-Stores approach 
order delivery and checkout  customer convenience and advances 
in technology.

Consumers have busy lives and look to purchase products from 
brands that can save them the most time. In a survey by the 
National Association of C-Stores (NACS), 75 percent of consumers 
indicated that they enjoy the time savings from self-service and 
mobile ordering.

From a technology standpoint, 63 percent of customers are more 
likely to shop at a C-Store if they have embraced digital offerings 
such as mobile apps, self-service kiosks, and BOPIS (buy online, 
pick up in-store). Just about the same number of consumers (59 
percent) will actively avoid a store that fails to provide automated 
technology. When looking at the generational trends, Millennials 
and Gen Z consumers are most likely to embrace this sentiment.

Drivers of C-Store Ordering 
System Advancement

7

https://csnews.com/digitization-automation-macrotrends-spark-cstore-evolution
https://csnews.com/digitization-automation-macrotrends-spark-cstore-evolution
https://csnews.com/digitization-automation-macrotrends-spark-cstore-evolution


At-Home Delivery

Delivery applications have become 
extremely popular and allow consumers 
to order from a mobile app and have 
products show up on their doorstep. 
Currently, there are four main providers: 
DoorDash, Postmates, Uber Eats, and 
Grubhub. These companies make up 
about 75 percent of the current market 
share for delivery applications.

Frictionless Checkout

A survey from C-Stores News indicates 
that nearly 32 percent of retail businesses 
have added self-service kiosks for their 
customers. In addition to the convenience 
for consumers, self-checkout brings 
the benefit of basket size increases of 
approximately 30 percent, which helps 
justify the initial cost of these kiosks.

Finding new ways to use frictionless technology is the biggest thing 
our industry has coming in the next year.

Chris Hartman
Director of Fuels, Forecourt, and Advertising, Rutter’s 
Convenience Stores
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Improved Data Quality

Reliability of Delivery Services

With consumers shifting to digital or online ordering solutions, more and more data is available. 
This data provides C-Store operators with new insights to help them make strategic decisions to 
improve sales and the customer experience.

The food delivery market is still hot, and new competitors arrive every day. While the “Big Four” 
currently holds the lead, a new, more popular service could emerge, drawing away customers. 
For example, 7-Eleven has partnered with Door Dash to provide home delivery of its products. 
However, if consumers move away from Door Dash, it could result in a loss of sales for 7-Eleven.

The other issue is that 82 percent of consumers blame the store when there is a problem 
with the order, even if it was a delivery issue. C-Store operators should evaluate their options 
thoroughly to ensure they are picking the right platform.

More contactless ordering solutions are available now than ever with the rise of in-app 
payments, tap-to-pay, and smartphone apps. With consumer perceptions changing, C-Store 
operators need to understand what technology is currently available and what their 
competitors are doing.

Current Situation with C-Store Ordering and Checkout

Improved Data Quality Consumer Perceptions

With more options than ever, businesses 
need to figure out ways to build brand 
loyalty to encourage consumers to pick 
them over their competition. One way 
to do this is by providing a loyalty or 
rewards program that can be used with 
3rd party delivery applications. This 
strategy will allow you to also customize 
offerings and views based on the 
consumers’ order history or preferences.

While consumers are demanding improved 
technology, they are keenly aware of the 
potential negative impacts, especially when 
eliminating jobs with automation and 
self-service kiosks. C-Stores should take 
advantage of the freed-up labor to focus 
on better servicing the customers, stocking 
shelves, and keeping the store clean.
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Current Situation with C-Store Ordering & Checkout

It’s extremely difficult to predict the future, especially in terms of technology. New 
applications or technology could shift customer engagement and interaction in ways 
we never imagined. However, most experts believe there are some trends that will 
come to fruition. The demand for order delivery is expected to continue to increase. 
In 2018, the industry was valued at $10.2 billion. The pandemic has rapidly 
accelerated this service and shows no signs of slowing down any time soon.

Self-checkout and self-service kiosks are just the beginning. Amazon is currently 
testing its Just Walk Out program that allows customers to simply grab what they 
need and exit the store without needing to check out or interact with a cashier.

It’s also highly likely that AI (artificial intelligence) will shape future C-Stores. In 
the future, businesses could utilize AI systems that will be able to fulfill orders 
seamlessly based on the customers’ shopping list. The customer might need to 
simply pull up to the C-Store to retrieve their order.

C-Stores that sell fuel will probably need to make the biggest adjustment as the 
demand for gasoline is expected to decline as cars are replaced with electric 
models. Each business will have its challenges. Ultimately, the ability to adapt will 
be the biggest factor in whether C-Store businesses can successfully navigate the 
emerging technology trends in order fulfillment and checkout.
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Chapter 3

DELIVERY SYSTEMS

Technology is causing major disruptions in the C-Stores industry. Changes in technology and 
pressure from the COVID-19 have shifted the way C-store’s view and implement delivery 
services for their customers.

While the traditional business model relied upon customers coming into the store to purchase 
food and household items, consumers now expect the same level of service and product 
quality delivered straight to their door. Despite seeing a 1.6 percent decline in the number of 
C-Stores nationwide, the demand for home delivery is at an all-time high.

Unfortunately, many companies are struggling to catch up with the trend of expanding retail 
home delivery. C-Store operators need to understand what factors play into this shift and the 
future of C-Store delivery systems.

Drivers Increasing the 
Demand for Delivery Services
As technology has advanced, many businesses 
have looked for ways to stay competitive. One of 
the earliest to adopt delivery services was 7-Eleven 
when they signed a deal with DoorDash to provide 
at-home delivery in select cities in 2017. Of course, 
no one could anticipate or prepare for the COVID-9 
pandemic lurking in the near future.

When the pandemic struck in early 2020, many 
businesses shut down or sent their employees 
home to work remotely. This caused a major shift 
in people’s everyday habits. With fewer people 
commuting to work, this significantly reduced the 
foot traffic that C-Stores had enjoyed for years. 
People were also more likely to make food at home 
instead of picking up a snack or a quick meal at a 
fast-food restaurant or C-store’s.

Accelerated Delivery 
Technology on the Horizon
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When 7-Eleven began 
offering delivery in 2017, we 
certainly didn’t foresee a 
pandemic accelerating on-
demand ordering platforms 
from convenientto essential.

Chris Tanco
Chief Operating Officer

Pre-pandemic projections showed delivery services as a potential new frontier for C-Stores. 
However, the pandemic has forced C-Stores to embrace this faster than anticipated. In the last 
quarter of 2020 alone, C-Store’s home deliveries more than doubled, and this trend shows no 
signs of slowing.

Current Situation with C-Store Delivery Services
What was once viewed as a service to give customers options, retail delivery systems are now a 
requirement to be successful. A lot has changed in the last few years, contributing to creating a 
new environment that many operators no longer recognize.

Market Consolidation of Delivery Services

In 2020, the food delivery industry experienced a major consolidation of C-Stores leveraging a 
handful of delivery service apps. Since this was new to many businesses, they selected just one 
partner to get started. This has resulted in four main delivery providers controlling 75 percent 
of the current market share - DoorDash, Postmates, Uber Eats, and Grubhub. DoorDash holds 
60 percent of the home delivery market of the four.
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Market Expansion of Delivery Services

Now that many companies are more familiar with 
delivery services, they have begun expanding to 
other platforms. 7-Eleven has fully embraced this 
strategy, allowing them to offer delivery services 
for 90 percent of its locations. This trend is likely 
to continue leaving the door open for new or 
smaller delivery services to capture market share 
from the “Big Four.”

Alternative Delivery Methods

Specialization

With less foot traffic entering C-Stores, some 
companies like FlavTrip in Kansas City, Missouri, 
have been testing out alternative methods of 
product delivery such as drive-thru windows at 
their stores. This is a great option, especially for 
older consumers who are less tech-savvy.

Some companies have chosen to embrace home 
delivery differently by specializing in the delivery 
of only certain products. For example, Speedy’s 
Convenience has decided to focus more on 
alcohol products in partnership with Drizly, an 
e-commerce platform that facilitates the delivery 
of adult beverages.

Current Challenges Impacting C-Store’s Delivery
There are a lot of benefits that come with offering delivery services. However, 
C-Store operators should be aware of some challenges affecting their business. By 
understanding these challenges, businesses can work to mitigate or eliminate any 
possible negative impacts.
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Increased Competition

C-Stores have been successful at 
maintaining their competitive edge through 
convenience. The increased popularity of 
delivery services blurs the lines between 
C-Stores, restaurants, and traditional 
grocery stores. Now, consumers can expect 
the same convenience from each business 
type through home delivery.

Order Accuracy
Communication

Consumer Options

About 40 percent of customers who use 
a home delivery service report having 
issues with the accuracy of their order. 
This could be problematic since those 
consumers are more likely to blame the 
store for mistakes even if the 3rd party 
delivery service was at fault.

Customers expect to be informed of the 
status of their order, especially when 
it comes to estimated delivery time. 
Most delivery services have a robust 
tracking and communication process. 
Unfortunately, there are often delays due 
to drivers picking up and coordinating 
multiple orders at a time.

Many foods and grocery businesses utilize 
the same delivery service. This gives 
consumers the option to easily view and 
select goods from a competitor.

Regional Preferences

Some delivery services are more 
preferred over others in certain 
markets. For example, Uber Eats 
might be more popular in the Atlanta 
area, while Grubhub could be more 
popular in New York City. Nationwide 
brands could struggle in certain 
areas because they chose to work 
with only one delivery partner.
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Even as the pandemic subsides, many companies will likely 
begin returning their workers to their old routines. However, 
C-Store operators should be cautious about assuming that 
things will simply go back to normal. The pandemic has 
endured long enough to form significant permanent changes 
in buying habits for consumers. Delivery systems and services 
are here to stay, but they might look a little different in the 
future.

Some delivery services have decided to start offering their 
C-Store’s delivery models. For example, DoorDash recently 
launched its DashMart, which gives retailers the ability to 
sell C-Store’s items direct to consumers. For major partners 
like 7-Eleven, this could be concerning and seen as a direct 
competitor. As a result, 7-Eleven has launched its platform 
called 7Now. Likely, other brands will eventually need to invest 
in and develop their delivery platforms.

C-Store chains will also likely explore new markets and product 
offerings in the QSR (Quick Service Restaurant) space. One 
example is 7-Eleven’s expansion into Mexican cuisine with the 
Laredo Taco Company.

Finally, home delivery services could allow companies to 
expand into new markets without building a brick-and-mortar 
location. Orders could be delivered directly from a warehouse 
or centralized distribution center.

There is no doubt that delivery system changes are 
transforming the C-Store industry. The question is whether 
C-Store operators are ready to embrace this new world.

Current Challenges Impacting
C-Store’s Delivery
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Chapter 4

OPERATIONS AND 
MAINTENANCE

Customer expectations and market conditions are changing how C-Ctore operators leverage 
technology to tackle day-to-day operations and facilities maintenance. They have their hands full 
when it comes to running their businesses. They spend countless hours on operational activities 
such as store design, display placement, customer service, money and credit handling, loss 
prevention, staffing, and inventory management.

As technology advances and C-Stores offer new amenities, the pressure to keep up with 
maintaining the equipment and facility also increases. Businesses that cannot keep their stores in 
good working order will fail to attract customers and capture market share in their community.

With the rise of e-commerce and delivery 
technology, C-Store operators are forced to 
reevaluate their business models. Convenience is no 
longer the most prominent factor in differentiating 
C-Stores from other retail-based businesses. Today, 
customer experience is key to maintaining a healthy 
customer base.

Customers expect to shop in a clean, fully stocked 
environment that is free from maintenance issues.

Drivers of C-Store Operations
& Maintenance Advancement

C-Store Operations and 
Maintenance Approaches will 
Continue to Evolve
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Many consumers have shifted their buying habits or have moved to e-commerce brands. While 
many of these changes were already coming, the COVID-19 pandemic accelerated this trend. With 
the convenience of home delivery, foot traffic to C-Stores has decreased.

This makes it even more critical to give customers a great shopping experience. A dirty restroom, 
broken soda fountain, or other maintenance issues could significantly impact the customers’ 
perception of your brand and the chance of them returning.

Many C-Stores are starting to offer new technology and amenities to enhance customer experience, 
including coffee stations, quick-serve restaurants, self-serve kiosks, and cashier-less checkout. 
This technology is great, but it can cause a lot of frustration if it isn’t working. With more complex 
technology and equipment comes the increased need for regular maintenance and service.

If you just have a physical store and not an online 
presence, you can distinguish yourself by having 
amazing customer service.

Actual human interaction can never be replaced, 
and that is the advantage that a store owner has.

Jason Parks
Co-Founder DermWarehouse

Current Situation with C-Store 
Operations & Maintenance
C-Stores require a lot of attention from a maintenance standpoint. An average C-Store can 
generate dozens of maintenance requests each month, totaling $38,000 each year on repairs and 
upkeep for a single store. The most common maintenance requests include fuel systems, building 
and property, in-store alarms, preventative maintenance, car wash, and refrigeration compliance 
and maintenance. These issues alone account for about 80% of all maintenance costs.

Responsibility for tracking and monitoring this operational work depends on the type of business 
or support from a parent company. More than 60% of all C-stores are owned and operated by 
an individual with just one store, most of which are franchisees of larger brands like 7-Eleven or 
Circle K. This means that the oversight of this work typically falls on the store manager or owner-
operator. For larger brands, a larger team could manage operations and maintenance based out 
of a regional or corporate headquarters.
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Customers expect to see stores that run like well-oiled 
machines. Unfortunately, changes in the industry and 
customer expectations bring new challenges that C-Store 
operators must address.

Current Challenges Impacting
C-Store’s Operations & Maintenance

Loss of Sales

With an average of 1,100 customers per day, C-Stores can’t afford to have equipment that is 
down. Slow responses to maintenance requests can result in a loss of sales. For example, most 
health departments require a C-Store to stop selling prepared food items if the hot water is out. 
This could be costly if the outage occurs during a busy lunch rush.

Work Order Tracking

C-Stores that don’t have a robust work order system will struggle to prioritize and track work 
order requests. It will also be difficult to evaluate trends in maintenance data if records are 
kept manually.

18



Compliance

Health departments and other regulatory agencies 
require C-Stores and gas stations to complete 
regular inspections and testing on critical systems. 
Failing to keep up with these requirements could 
result in fines or other business disruptions.

Rising Maintenance Costs

Worker Burnout

Maintenance costs are increasing due to labor 
shortages in skilled labor (electricians, plumbers, 
etc.), increased fuel costs, and C-Store equipment 
that requires a specialist.

With many retail operations being short-staffed, 
this has forced workers to take on additional roles 
and expanded responsibilities. This could lead to 
worker burnout and an increased turnover rate.

Operational Support & Procedures

Smaller chains don’t have the manpower to run 
a full cross-functional operations team. Many of 
these responsibilities fall on one person, like the 
store manager or owner-operator. Many C-Stores 
don’t have documented checklists for closing, 
opening, cleaning, or inventory to ensure that 
important tasks are kept on a routine.
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Current Challenges Impacting
C-Store’s Operations & Maintenance

To remain competitive, C-Stores will need to evaluate how work 
is tracked and managed. This includes both operational activities 
such as cleaning schedules and inventory checks and maintenance 
activities to make repairs to light fixtures, plumbing, and other 
equipment.

C-Store operators should expect to see new technologies emerging 
to help streamline the operations process. Many will likely leverage 
automation and AI (artificial intelligence) to reduce the time needed 
to track and assign work to employees and vendors.

These systems will also need to be integrated into equipment 
throughout the store to alert C-Store operators of potential 
equipment failure or upcoming preventative maintenance.

Maintenance and repair requests could also be shifted to third-
party maintenance companies specializing in performing this work. 
This would give small operators the ability to leverage the resources 
and technology of a larger company without having to incur 
infrastructure costs.

As work is streamlined and requires less manual oversight, 
operators will be able to leverage technology to get more out of 
their workforce. Things like self-checkout will free up workers’ time 
to focus on more operational duties. If executed properly, this 
additional effort can significantly improve customer interactions 
and the stores’ overall performance.
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Chapter 5

STORE LAYOUTS

C-Stores are transforming their design standards as customers demand access to specialty 
products and upscale experiences. New consumer trends and demands are emerging, forcing 
C-store’s operators to rethink the design and layout of their stores. In the past, C-Stores were 
relatively simple with a traditional grid layout. Most stores aimed to squeeze as many products 
into their small store footprint as possible. The goal was to simply get customers in and out.

More and more consumers are now demanding a higher-end shopping experience. They 
expect to see upscale stores that are visually appealing and stock high-quality,

specialty products such as healthy food options, artisan 
coffee, and even craft beers. C-Stores that once had a 
basic design are being equipped with top-of-the-line 
equipment and welcoming layouts to maximize traffic and 
sales. C-Store operators need to understand and adapt 
to these new pressures to avoid losing market share to 
another trendy brand.

New C-Store 
Design Trends are 
Yielding Upmarket 
C-Stores
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Drivers of Upmarket C-Store Design & Layout

Customer experience is the single biggest factor driving trends in consumer behavior and 
demands. In an increasingly digital world, consumers have easy and convenient access to 
most C-Store’s products. With so many options, the way consumers feel when interacting 
with a brand will be what sets one company apart from another.

Health-Conscious Consumers

C-Stores have a traditionally bad 
reputation for offering unhealthy foods. 
Many brands have begun offering more 
fresh food options. Alltown Fresh is 
leading this space by making this a 
focus for their 300 C-Stores. They have 
been able to generate an incredible 
75% of their revenue from fresh foods, 
compared to 10% for average C-Stores.

Specialty Products

Consumers expect to see specialty 
products on C-Store shelves, including 
plant-based, gluten-free, and locally-
sourced options. They also want to find 
products that you would normally see in 
a traditional grocery store, like meat and 
cheese, without the hassle of navigating 
a 70,000 square foot space.
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Community Feeling

In the age of e-commerce mega-brands 
like Amazon, consumers want to shop 
in an environment that supports and 
reflects their local community.

Changing Demographics

The demographics of people visiting 
C-Stores are shifting. Millennials, for 
example, spend an average of $10-
$15 each week in a C-Store. Younger 
generations like Millennials and Gen 
Z expect to see high-quality products 
and have a shopping experience that 
embraces technology.

Current Situation with 
C-store Design & Layout

The average C-Stores has a sales floor of only 2,425 
square feet. This means that C-Store operators 
must be thoughtful about utilizing their space. 
The ultimate goal is to create a space that gets 
consumers to spend the most time in their store.

New Shelving Layouts

Many C-Stores explore shelving layouts 
that deviate from the traditional grid 
pattern. Diagonally placed shelves, for 
example, provide a better flow through 
the space and maximize the amount 
of product space available in the store. 
Open spaces at the entrance can help 
the store feel bigger.
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High-End Finishes

Some C-Stores are upscaling the feel of 
their stores by incorporating high-end 
finishes such as wood and stainless steel.

Special Amenities

Brands are beginning to offer special 
amenities to their customers. For example, 
7-Eleven installed 500 electric vehicle charging
stations at its stores to attract affluent
customers. Other brands have created artisan
coffee bars to steal customers who visit a
local coffee shop daily.

Behavior-Based Design

Some companies are designing their space 
based on consumer behavior. For example, 
90% of customers turn right immediately 
after entering a retail space. By leveraging 
information like this, C-Store operators can 
position products to subliminally control how 
customers move through the space. Another 
way to do this is by placing high-demand 
products toward the back or middle of the 
sales floor to maximize a customer’s exposure 
to other products.

Technology Focused

Embracing technology through digital 
advertising screens, cashier-less 
checkout kiosks, and mobile applications 
are becoming more common and 
drawing in younger consumers.
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Expanding Beyond the Physical Space

While layouts and designs are important for the interior space, many consumers expect 
products to be available without setting foot in the store. Some C-Stores are looking to expand 
the in-store experience beyond their four walls by offering services such as drive-thrus.

It’s a little too early to say how sites will look, 
but for foodservice, prior to COVID-19, there 
was already a seismic move toward customers 
using the drive-thru.

Iyas Munshi
Group Commercial Director, EG Group
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Rapidly emerging design trends and limitations 
are presenting challenges for C-Store operators. 
Businesses will need to keep track of these changes 
and optimize their design standards and store 
layouts to stay updated.

Current Challenges Impacting
C-Store Design & Layout

New Competition

Limited Resources

Balance Convenience with Security

Large grocery store chains are quickly realizing 
that many consumers prefer a smaller, boutique-
style shopping experience instead of a massive 
traditional store. Major grocery brands like 
Albertsons are experimenting with mini-market 
versions of their stores. This could create 
increased competition for C-Store’s.

Individually operated C-Stores and small chains may 
lack the capital to implement changes such as store 
remodels, high-tech gadgets, updated technology, 
or extra parking for increased curbside pick-up.

C-Stores have experienced a recent increase
in shoplifting. C-Store’s in the Los Angeles area 
reported a 23% increase in 2021 over the prior 
year. C-Store operators need to balance providing a 
layout that provides unrestricted access to products 
without making “grab and layout that provides 
unrestricted access to products without making
“grab and run” shoplifting easy.
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Data-Driven Decisions

C-Stores that don’t have a good source of sales and 
customer behavior data will struggle to make decisions 
when it comes to optimizing their C-Store layouts.

Limited Flexibility with Existing Stores

Existing stores may be limited in the design changes 
that can be made, like incorporating a drive-thru or 
adding a new row of coolers for fresh produce. This 
will likely be less of an issue for new stores that can be 
designed with these elements in mind.

C-Store design and layout are expected to continue evolving, especially as technology improves. 
Soon, C-Stores could look entirely different. Many of these changes will depend on new 
technological development and unique generational preferences that come into play.

Some companies are exploring “The Blok” concept, which blends the drive-thru and in-store 
experience. With this model, customers could remain in their vehicles and pass through the 
store as they select products they want to purchase.

Technology will definitely impact store design and layout. These advancements could range 
from digital displays that personalize advertisements for individual customers based on 
their past purchases to artificial intelligence (AI) that could be leveraged to analyze product 
placement and C-Store layout to maximize sales.

It’s an exciting time to be a part of the C-Store industry. Companies that remain nimble and 
quickly adapt the look and feel of their stores to meet customer demand and new technology 
will have the best chance of capturing and retaining a loyal following. 

What the Future Holds for C-Store Design and Layout
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Chapter 6

BRAND AWARENESS 
AND LOYALTY

C-Stores are adapting to new customer demands by creating innovative and personalized 
approaches to customer loyalty programs. Developing a loyal following from your customers is 
critical in building a successful brand in the C-Store industry. One of the best ways to capture 
the consumers’ awareness of the brand is through a customer loyalty program. These programs, 
which are fairly inexpensive to implement, can boost growth and help build strong relationships 
with customers.

Loyalty programs are not a new concept. For some brands, this strategy has been in play for 
decades. Currently, US consumers have 3.8 billion memberships in customer loyalty programs. 
That’s an average of 14 per adult! 

What’s different is that the consumer demand has shifted from simply earning points in exchange 
for rewards to loyalty programs that are customized to their individual needs and preferences.

Loyalty programs are 
important because 80% 
of revenue comes from 
just 20% of customers.

Zach Goldstein
CEO, Thanx

Loyalty Programs Are Big 
Business and They Will 
Continue to Get Bigger
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Drivers Affecting C-Store Loyalty Programs

In recent years, the lines between C-Stores, grocery chains, and quick service 
restaurants have become blurred. This is especially true due to the COVID-19 
pandemic, which leveled the convenience playing field with most of these 
businesses offering similar home delivery and curbside pick-up services.

While convenience is a major factor in deciding to go with a certain brand, people 
care more about being rewarded for their loyalty and product choices. This trend 
has been confirmed by the increasing number of customers who participate in 
customer loyalty programs. In 2018, only 6 percent of consumers participated 
in loyalty programs. By the following year, this jumped to over 42 percent. Most 
industry experts expect this trend to continue.

According to one study, 43 percent of customers visit a C-Store because they 
are a member of a loyalty program. Another 53 percent admitted to visiting 
a retailer more often because they participate in the loyalty program. This new 
mindset is forcing C-Store operators to rethink the way they approach brand 
awareness and loyalty.
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People want to be treated special when they shop at a retailer. Increases in technology have 
allowed many companies to tailor their loyalty program and shopping experience to the 
individual’s needs and preferences. This approach is now expected of C-Stores.

Drivers Affecting C-Store Loyalty Programs

Improved Technology

Loyalty vs. Frequency Special Offerings

Data-Driven Personalization

Gone are the days of simple punch 
cards that granted free or discounted 
products after so many purchases. Today, 
technology-based platforms such as mobile 
apps, digital mailing lists, and social media 
following have taken over. Of the various 
platforms, mobile applications are currently 
the most popular option.

Some brands confuse the difference 
between loyalty programs and frequent 
buyer programs. Frequent buyer programs 
focus more on rewarding the number 
of purchases or visits. Loyalty programs, 
on the other hand, focus on bringing 
customers additional value for their 
business. Customers respond better to 
value-add programs, so this is a great 
opportunity for the C-Store to stand out 
from the competition.

In addition to the traditional reward 
program elements, C-Store chains are 
beginning to think outside the box when 
it comes to helping their brand stand out 
from the crowd. Some retailers are offering 
unique experiences such as community 
seating areas, electric car charging, and 
gaming terminals (where legal).

Many brands are using consumer data 
to deliver customized and personalized 
rewards programs. The vast majority 
of consumers (87 percent) were ok 
with companies tracking their data if it 
meant that the loyalty program could be 
customized to their buying habits.

Fuel Savings

The highest demand is for loyalty programs that 
provide savings on fuel. In fact, 70 percent of 
consumers desired this type of reward. This can be an 
advantage for C-Stores that also sell gasoline or diesel.
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There are a lot of benefits that can come with creating a loyalty program, including brand 
awareness, increased sales, and repeat visits. While setting up a loyalty program seems easy, 
there are some challenges that C-Store operations should keep in mind.

Challenges with C-Store Loyalty Programs

Overwhelming Options

Program Costs

One challenge with loyalty programs is the number of options available. Each brand seems to 
have its own program that utilizes different platforms or technologies. Customers don’t want to 
have to juggle multiple mobile apps, rewards cards, or members-only email lists. Once a customer 
has chosen one brand’s loyalty program, it may be difficult to persuade them to join another. For 
this reason, C-Store operators should make participation and sign-up as easy as possible.

Loyalty programs are relatively inexpensive to operate. However, this could be difficult, 
especially for small retailers who only have a limited number of locations. It’s important 
for C-Store operators to confirm that the benefits will outweigh the cost to implement and 
administer the program.
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Data Security

Complacency

Omnichannel 
Communication

Running a successful loyalty program 
requires companies to collect a lot of 
data on their customers. This could 
leave companies vulnerable to data 
security breaches if their systems 
are not secured properly. Major data 
breaches can result in lawsuits or 
negative PR.

Customers can become bored with 
the same old offerings over time. To 
keep customers engaged, brands 
need to constantly think of new, 
different, and exciting promotions 
and rewards. This is critical since it 
is significantly more expensive to 
attract new customers than it is to 
keep existing ones.

Older loyalty programs typically 
communicate with the customer 
through one channel, such as a 
mailing list. With a wide range 
of options available, customers 
now expect brands to engage 
them through multiple platforms 
simultaneously, including email, text, 
and social media. This can make the 
administration of the program more 
difficult across multiple platforms.
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Loyalty programs will continue to evolve in the 
future. It’s highly likely that C-Store brands will offer 
more specialized services for loyal customers, such 
as in-store pick-up or exclusive items.

Technology will also have a huge part to play. 
C-Stores may use tools like artificial intelligence (AI) 
to help anticipate customer needs. This will allow 
the brand to appeal to the customer’s emotional 
side by offering the right products at just the right 
time. There may also be new technologies that 
are just emerging, such as a metaverse-based 
store that allows loyalty program customers to 
browse a virtual environment and have products 
automatically delivered to their front door.

Another factor will probably be sustainability. 
More consumers are becoming eco-conscious, so 
C-Stores will need to find ways to provide zero-
waste and anti-plastic options. These feel-good 
brands stand to gain a loyal cult following.

No matter what options C-Store operators choose 
in the future, it’s clear that the companies with the 
highest levels of brand loyalty will come out on top.

What the Future Holds for
C-Store Loyalty Programs
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Chapter 7

FOOD SERVICE

C-Store’s operators are discovering new ways to provide foodservice to shifting 
demographics of consumers that demand higher quality products and fresher options. In 
past decades, C-Stores didn’t have a great reputation for providing high-quality foodservice. 
Most foods were considered unhealthy, junk food. This is changing rapidly as consumers 
have begun setting new expectations for the types of food that they can get from C-Store 
brands. 

Prior to the COVID-19 pandemic, many C-Store operators agreed that foodservice was on 
track to be a major industry focus. At the time, about 85 percent of C-Store’s brands had 
identified foodservice as a key strategic priority for their company.

The pandemic forced many retailers to change the way they offered fresh and hot food 
items. It’s critical for C-Store operators to understand how to adapt to these major changes 
to remain competitive and capture new segments of the market.

Where Will 
C-Store 
Foodservice Go 
from Here?
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While many brands were already embracing new approaches to foodservice, 
the pandemic brought this to a screeching halt. By July of 2020, more than half 
of US states had introduced emergency measures that forced businesses to 
shut down or greatly alter their food-related services. This greatly affected 
traditional, full-service restaurants, which saw a decrease in sales by 74 percent 
as dine-in seating was eliminated in many markets.

This also impacted the products and services that C-Stores provided, including 
self-serve food, roller grills, bakery cases, and soda fountain dispensers. 
However, there were some benefits that C-Stores saw during this time. First, with 
restaurants closed, consumers needed to find alternatives to their food needs. 
Second, many workers transitioned to working from home, which means they 
spent more time in their local communities. During the last two years, a third of 
consumers said that they used C-Stores more often.

This also impacted the products and services that C-Stores provided, including 
self-serve food, roller grills, bakery cases, and soda fountain dispensers. 
However, there were some benefits that C-Stores saw during this time. First, with 
restaurants closed, consumers needed to find alternatives to their food needs. 
Second, many workers transitioned to working from home, which means they 
spent more time in their local communities. During the last two years, a third of 
consumers said that they used C-Stores more often.

In addition to disrupted routines and consumer bases, new customers were 
bringing new demands. With home delivery being an option for many food-
related businesses, C-Stores needed to step up the quality and types of foods 
being offered to remain competitive. Products like fresh fruits and vegetables, 
plant-based options, locally sourced produce, and specialty products have 
become the expectation.

Drivers Affecting C-Store Foodservice
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For many businesses, the C-Store foodservice space looks completely 
different compared to a decade ago. There are some very clear trends that 
are emerging as the world begins to put the global pandemic behind them.

Current Situation with C-Store Foodservice

Consumer Confidence

Delivery Methods

Health and safety concerns have impacted consumer confidence, especially 
as it relates to self-serve foodservice. Nearly 75 percent of consumers have 
indicated that they plan to resume the use of self-service beverages and hot 
foods once restrictions are lifted. 

C-Stores have traditionally relied upon foot traffic to drive food sales. Today, 
technology has taken center stage in the way food is delivered to customers. 
The use of delivery services for C-Store food and products jumped nearly 50 
percent during the pandemic. Some C-Stores are beginning to add features 
like drive-thrus and curbside pick-up for added convenience.
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Expanding Customer Base

Locally Sourced and Specialty Products

Enhanced Customer Satisfaction

Dayparts

Shifted buying habits and routines have 
brought in new customers. This changing 
demographic has reset the typical 
expectations for types of products and the 
way foodservice is provided.

Consumers are expecting to see the higher quality and specialty products to fit their needs and 
lifestyles, including healthy and plant-based options, fresh produce, and grocery staples like 
meat and cheese. Some C-Stores are beginning to think outside the box by offering things like 
hand-scooped ice cream, coffee clubs, and juice bars. One of the top requests is for grab-and-go 
meal kits.

C-Stores overall adapted well to the additional pressures of the pandemic, with 62 percent 
saying they were satisfied or extremely satisfied with C-Store foodservice, which is an increase 
of 12 percent from 2019.

Many foodservice businesses are ditching 
menus that are segmented for specific 
times of the day. For example, more 
businesses are offering breakfast items 
outside of the typical breakfast timeframe.
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While changes to foodservice offerings are bringing opportunities for revenue growth and 
exposure to new markets and demographics, there are some hurdles that C-Store operators 
must be aware of and understand how to address.

Challenges with Foodservice in C-Stores

Customer Service

Inconsistent Reopening

Increased Cleaning

With better quality options, C-Stores now have 
a wider range of competition. This means they 
must focus on other areas to make them stand 
out. About 56 percent stated that customer 
service is extremely important; second only 
to location convenience. Brands that miss the 
mark on customer service will find it difficult to 
keep customers happy.

As pandemic restrictions subside, brands that have stores across multiple territories may find 
it difficult to adapt to the influx of customers as markets reopen. Also, each area may have 
different regulations regarding masks, foodservice guidelines, and social distancing, which could 
lead to confusion as companies try to comply with various sets of rules.

Customers are expecting higher 
food safety standards and enhanced 
cleaning schedules. This requires 
additional labor to keep up with more 
frequent cleaning schedules.

Elevated safety and sanitation measures really are 
crucial to generating trust and making consumers feel 
comfortable in patronizing C-Stores for foodservice.

Donna Hood Crecca
Principal, Technomic
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Increased Competition

Changes to foodservice options for 
C-Stores put them in direct competition
with many quick-service restaurants and
small grocery chains.

Some foodservice items are more 
popular in certain markets. For 
example, consumers in Texas may 
have a higher demand for Mexican 
food, while consumers in the Pacific 
Northwest may care more about 
vegan or vegetarian options. Brands 
will need to carefully evaluate and 
tailor their offerings to the specific 
tastes and preferences of the local 
community.

Some C-Stores may need to make 
additional investments in changing store 
layouts or adding new equipment such 
as end-cap cooler units to showcase and 
store fresh food options.

Individual 
Market Demands

Store Layouts 
and Equipment

What the Future Holds for C-Store Foodservice

The future of foodservice in the C-Store industry is expected to continue evolving. 
C-Stores in the future will likely look more like a hybrid between quick-service 
restaurants and traditional C-store’s. More C-Stores could take on the “ghost 
kitchen” model where high-quality, fresh food options are prepared and sent 
directly to consumers by a third party. This would enable the C-Store to provide 
home delivery of the products consumers demand without having to make major 
changes to their physical store locations.

Consumers no longer view C-Stores as simply a place to pick up a bag of chips and 
a soda. More and more people are leveraging C-Stores to provide food options 
for lunch breaks during the week or easy dinner options for the whole family. To 
remain competitive, C-Store operators will need to remain focused on what types of 
foodservice products consumers are asking for and be willing to adapt quickly.

39

https://csnews.com/future-c-stores-working-ghosts
https://csnews.com/future-c-stores-working-ghosts


Chapter 8

ELECTRIC CARS

C-Stores and gas stations across
the country are bracing for a
wave of electric cars, which will
change the way drivers refuel their
vehicles. According to the National
Association of Convenience Stores,
more than 80 percent of the 150,000
C-Stores nationwide sell automotive
fuel. This is a huge business that
generates billions of dollars in sales
each year. Between 2019 and 2020,
fuel sales fell about 26 percent
due to the impacts of COVID-19
pandemic as fewer motorists
commuted daily.

Even as people return to the office, a 
new threat is emerging – the electric 
car. This could have a huge impact 
on C-Stores that rely on traffic from 
consumers looking to refuel their 
vehicles.

On average, consumers visit gas 
stations once or twice each week 
to refuel. These visits account for 
two-thirds of the average C-Store 
profits. C-Store operators need to 
understand how electric vehicles will 
impact their business and what they 
can do to adapt.

Future Challenges of 
Provisioning Electric 
Automobiles
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Drivers Impacting Electric 
Vehicle Charging at C-Stores

A lot has changed since the Toyota Prius became the first mass-produced hybrid-electric 
vehicle in 1997. Today, dozens of manufacturers offer hybrid and fully electric vehicles. In fact, 
the global automobile industry is expected to have nearly 100 different EV models to 
choose from by 2024. Many manufacturers have set goals to stop the production of gasoline-
powered cars altogether in the next decade or so. There are many factors that continue to 
drive this change.

First, most people acknowledge that oil reserves and other fossil fuels are in limited 
supply. It’s critical for companies to start thinking about alternative ways to power vehicles. 
Consumers are also becoming aware of the harmful effects of fossil fuels on the environment.

Technology is improving, making electric vehicles more affordable. Plus, more charging 
stations are enhancing the range that these vehicles can operate. According to the US 
Department of Energy, there are currently over 40,000 electric charging stations 
available to the public.

Despite their popularity, electric cars account for less than 2 percent of vehicles on the road in 
the US. This is expected to slowly shift in the future. The US Energy Information Association 
predicts that electric vehicles will make up about 10 percent of all new vehicle sales by 
2040.
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With the slow adoption of electric vehicles, C-Store operators will, fortunately, have plenty of 
time to prepare. It’s important that they understand the current state of the market to help 
them decide the timing for making the switch from fossil fuels to electricity.

Drivers Impacting Electric Vehicle 
Charging at C-Stores

Electric Vehicle Costs

Incentives

Leading Companies

Electric vehicles are still relatively 
expensive. Even the cheapest models 
start at $30,000 to $40,000. This is out 
of reach for many consumers, especially 
those that are most likely to visit C-Store’s.

Some states and government agencies 
are providing incentives to build electric 
charging stations through grants and tax 
deductions.

Back in 2019, RS Automotive became 
the first US gas station to fully convert 
to EV charging. More and more major 
brands are embracing this change. 
7Eleven is one of the innovators in the 
space and has committed to installing 
500 rapid charging stations at 250 of 
its locations by the end of 2022.
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Variable Charging Times

Installation Costs

Low Demand

Strategic Partnerships

Changes to foodservice options 
for C-Stores put them in direct 
competition with many quick-service 
restaurants and small grocery chains.

Installing charging stations can be expensive and cost up to $100,000 for each station. This 
is especially true if the installation requires major construction to access the electric utility. This 
cost could beprohibitive for smaller C-Store operators.

While electric vehicles are becoming more popular, they are nowhere near the 
usage levels that would provide sufficient return on investment in most areas.

Some C-Store brands are forming partnerships 
with charging companies. ChargePoint, a company 
that has installed over 110,000 charging stations 
across North America and Europe, is partnering 
with 7Eleven and IGA C-Stores.

There are still some major hurdles 
that C-Store operators will need to 
overcome if they want to provide 
electric vehicle charging stations at 
stores. While technology is improving 
each year, there is still a long way to go.

Challenges for 
C-Stores Providing 
Electric Vehicle 
Charging
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Increased Competition

Boredom

Historically, going to a C-Store or gas station for vehicle fueling was the only 
option. With electric charging, it is much easier for other business types to provide 
this service. Businesses like car dealerships, banks, malls, parking garages, and 
healthcare facilities are starting to provide EV charging at their locations.

Most C-Stores don’t feature spaces where 
customers want to hang out for hours waiting for 
their vehicle to charge. This could drive customers 
to seek out locations with more activities, 
entertainment, and amenities like a shopping mall.

For convenience retailers, 
right now they have 
a monopoly in selling 
transportation energy… 
If you want to move your 
vehicle, you have to go to 
a gas station. That’s going 
to change.

John Eichberger
Executive Director, 

Fuels Institute

At-Home Charging

More and more people will likely 
add charging ports to their homes 
which could eliminate the need to 
stop at fueling stations unless the 
driver is on a long trip.
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Profitability

Limited Space

Adding charging stations doesn’t necessarily mean more money for C-Stors. Depending on the 
agreement, charging fees could be paid directly to a 3rd party that owns the charging station. 
Also, electricity typically has peak hours where prices spike to discourage usage and reduce 
stress on the grid. These spikes could be difficult for a C-Store to predict and could result in 
them selling electricity for a loss.

C-Stores have limited property 
for charging stations. They have 
to decide just the right time to 
remove regular fuel pumps in 
exchange for EV charging. If they 
do this too early, they could miss 
out on valuable fuel sales.

Electric vehicles are still in the early stages of development. Challenges such as affordability and 
convenience of charging times will lead to new innovations and products. Increased competition 
between auto manufacturers is expected to decrease the cost of new electric vehicles. New 
cars are being developed to charge at higher kW (kilowatt) ratings which will decrease charging 
times. Also, charging stations will likely get cheaper as more companies enter the market and 
the technology gets cheaper to produce.

While this should help C-Store businesses feel more comfortable with providing electric 
charging, C-Stores will need to provide more amenities to avoid losing their customers to other 
locations, including lounges, Wi-Fi, secure and well-lit locations, and restrooms.

Some EV charging companies are exploring wireless charging that uses a pad or base which 
allows drivers to charge without getting out of their vehicle. This could force more C-Stores 
to embrace curbside delivery. Brands can take advantage of their existing customer loyalty 
programs or apps to help deliver this service.

It’s clear that the reduction of fossil fuels is set to change the way C-Stores look forever. C-Store 
operators who adapt well to this change could help revolutionize the industry.

Drivers Impacting Electric Vehicle 
Charging at C-Stores

45



Chapter 9

TECHNOLOGY

Market pressures and changes in consumer behavior are forcing C-Stores to develop new, 
state-of-the-art technology and digital solutions to engage customers like never before. 
C-Stores have seen relatively few technology advancements over the last 100 years. In most 
cases, they’ve embraced technology only when necessary.

For example, many C-Stores lagged behind other retail outlets when it came to accepting 
digital credit card processing. However, this is rapidly changing as the C-Store industry faces 
an intense wave of technological innovation.

Some changes are a result of natural advancements in technology or shifts in consumer 
behavior over time.

However, the global pandemic has accelerated the technology adoption rate and created 
a necessity to keep up with other competitors. C-Stores that fail to implement cutting-edge 
technology could fall behind.

Can C-Stores 
Reinvent 
Themselves for 
Success

in the Digital 
World?
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The COVID-19 pandemic has been a major driver in the recent changes to C-Store technology. 
As people changed their commuting habits and looked for safe shopping experiences, many 
C-Stores were forced to adapt and bring new solutions. C-Stores weren’t the only ones who 
had to make this shift. Other business types, such as grocery stores and other retailers, began 
offering similar services. This brought C-Stores into direct competition with these business types 
for the first time.

Current Situation and Drivers 
Impacting C-Store Technology

Customer Expectations

On-Demand Products

Personalization

Touchless Technology

Communication and 
Engagement

Today’s consumer is very used to 
interacting with brands that use 
technology to enhance their shopping 
experience. About 63 percent of 
consumers prefer to shop with retailers 
who embrace digital solutions.

C-Stores need to offer products exactly when consumers need or want them. Younger 
generations are especially accustomed to services such as Amazon’s same-day delivery. This 
is forcing many C-Store operators to explore technology solutions for product delivery that 
include easy order interfaces and the ability to track deliveries right to their doors.

Customers expect to have a shopping 
experience that is personalized to their 
needs. Features such as digital customer 
loyalty programs, tailored advertising, 
and customized promotions are 
expected. The best way to accomplish 
this is through technology

Fewer customers want to get out of 
their cars to shop. In many cases, they 
want to be able to get products quickly 
without having to interact with another 
human being. For this reason, mobile 
app ordering and touchless kiosks are in 
high demand.

The average person anticipates regular 
engagement from the brands they 
love. Instead of relying on foot traffic 
to C-Stores, more operators are using 
technology to proactively engage their 
customers through mobile apps and 
social media.
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Technology adoption will be a huge hurdle 
for many C-Store operators to overcome. 
By understanding the challenges and 
risks, C-Store businesses have a better 
opportunity to avoid costly mistakes.

Challenges with 
C-Store Technology

Capital Investment

Increased Competition

Rolling out new technology comes with 
a cost. The initial investment in new 
technology could be limiting for small 
C-Store chains that don’t have the 
resources to implement mobile apps, 
artificial intelligence (AI), and other 
digital applications.

C-Stores no longer have the advantage 
of convenience. With new technology, 
grocery stores and quick-service 
restaurants can provide many of the 
same services. This will continue to 
put pressure on C-Store operators to 
innovate in order to remain competitive.
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Data Security

Quick Execution and Adaptability

Big data will likely play a critical role in the future of C-Stores. The ability to gather and 
leverage large amounts of data will allow stores to optimize their product offerings and better 
engage their customers. However, there are also risks that come with the storage of data. 
Large volumes of data will make businesses a target for cybercriminals looking for valuable 
information such as credit card numbers and other personal information.

Technology is advancing more and more rapidly each year. As soon as one technology becomes 
popular, it is replaced by another. Companies that can’t move quickly enough may end up 
burning through resources or rolling out technology just as it’s losing its appeal to consumers.

Expertise

Most C-Store businesses don’t have 
the talent on staff to build, program, 
and maintain new digital solutions. 
C-Store operators will need to hire 
people to fill these technical roles.
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Over the next 5 years or so, you can expect to see smaller 
C-Store businesses catching up with the technology that 
has been rolled out by larger brands such as 7Eleven. 
The lines will continue to be blurred between the in-store 
experiences with the new digital world.

The Future of C-Store 
Technology - The Near Future

Data-Driven Decision Making

Internet of Things (IoT)

Targeted Advertising

Expansion Beyond the Physical Space

More C-Stores will embrace data to optimize store layouts, 
analyze customer behavior, and fine-tune product offerings. This 
data focus will likely lead to more and more AI data solutions.

C-Store equipment such as coolers and food processing 
equipment will become more interconnected through 
IoT technology. This will also influence non-customer-
facing equipment such as HVAC systems to help C-Stores 
proactively reduce maintenance costs and avoid disruptions 
to the customer experience.

Instead of mass-produced offers, technology will provide 
more opportunities to target customers with specific 
deals that are designed just for them.

Mobile applications and other web platforms have 
begun allowing C-Store customers to interact with the 
brand outside of the traditional retail space. This trend 
will likely continue as companies find new ways to 
interact with customers no matter where they are.
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The Future of C-Store Technology –
10+ Year Look Ahead

As technology continues to advance, it’s difficult to predict exactly how 
the C-Store of the future will look. One thing is for sure; the C-Store is on a 
path to be unrecognizable by our grandparents over the next 10-15 years.

Many C-Stores will be fully automated by AI systems that track inventory, 
create promotional ads to target specific customers and order new 
products based on recent purchases or customer demands. There will be 
less thinking done by humans. Companies like Quorso are proposing 
“agile stores” that provide optimized tasks and instructions to human 
workers based on a complex algorithm.

Agile operations are foundational for delivering 
an omnichannel future. And retail stores need to 
learn from the agile practices already benefiting 
eCommerce.

RETHINK Retail Report;
The Future of Stores
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