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Focused on the Long Term 
C-store retailers are investing in established technology to secure customer loyalty 
By Angela Hanson 

TECHNOLOGY

INVESTING IN RETAIL TECHNOLOGY is no longer 
about developing the most future-forward 
convenience store. For today’s retailers,  
choosing the right digital offerings, 
software solutions and equipment is about 
something far more fundamental to the 
convenience channel: giving customers a 
positive shopping experience that compels 
them to return. 

Operators are prioritizing tech that lets 
them improve their long-term prospects 
by putting shoppers first, according to the 
findings of the 2025 Convenience Store 
News Technology Study. 

“They are the driving force of any busi-
ness. Happy customers come back,” said 
one study participant when explaining 
their focus on the customer experience. 
“They aren’t always looking for the cheap-
est prices, but they will look for friendly 
employees and efficiency.”

When asked about customer-facing 
technology, nearly six in 10 of the c-store 
operators surveyed view securing customer 
loyalty as the top business opportunity, 

followed closely by providing a better customer experience 
(cited by 57%). Compelling customers from the forecourt 
into the store is also seen as a major opportunity, cited by 
slightly less than half of operators.

The most widely implemented customer-facing technol-
ogies continue to be those that shoppers are most likely 
to encounter, with social media (offered by 71%) leading 
the way, followed by digital loyalty programs (69%) and 
mobile apps (62%). Not surprisingly, the industry’s large 
operators are more likely than small operators to offer 
all forms of customer-facing tech, with the biggest gaps 
seen in consumer-facing websites and push notifications. 

Looking toward the future, electric vehicle charging sta-
tions for the first time are the leading investment priority 
for c-store operators (cited by 35%), indicating a willing-
ness to adapt to the evolving state of fuel retailing. Interest 
in GPS/geolocation alerts (32%), adding a retail media 
network (30%) and push notifications (26%) is also high.

The most widely implemented at-pump technologies 
currently are ads/coupons at the pump (offered by 57%) 
and digital monitors at the pump (56%). Just 7% of the 
retailers surveyed offer merchandise/foodservice order-
ing at the pump, down from 9% a year ago.

However, merchandise/foodservice ordering is the 
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Nearly six in 10 study 
participants said securing 

customer loyalty will 
drive their investment 

in customer-facing 
technologies in the  

coming year.

leading investment priority at the pump (cited by 26%), 
reflecting a desire to add convenience to every level  
of the operation.

Ordering & Delivery 
The growing importance of the foodservice category 
continues to push convenience retailers to add tech-
nology that supports their prepared food and fresh 
beverage programs — with their investment plans 
taking on an increasingly mobile focus. 

Top Business Opportunities in 
Customer-Facing Technology

Securing customer loyalty

Providing a better customer experience

Compel customers from pump into the store

Mobile app tech

Personalized marketing

Providing better product/service info

Replacing aging POS technology

Optimizing signage & menuboards

Improving customer ordering options

Improving brand awareness & trial

Self-checkout technology

Increasing customer payment options

Electric vehicle charging

Implementing Wi-Fi in all stores

59%

57%

45%

34%

30%

27%

26%

20%

48%

38%

30%

23%

19%

7%

Customer-Facing Technology: Currently Offer

Social media

Digital loyalty program

Mobile app

Digital monitors with ads in-store

Consumer-facing website

Customer Wi-Fi*

Email marketing

Push notifications*

Text messaging to customers

Retail media network

GPS/geolocation alerts

Touchscreen monitors for ordering in-store

EV charging stations*

"Just walk out" stores*

78%
78%

64%

54%

60%

46%

61%
56%

71%

69%

62%

53%

64%
52%

62%

53%

54%

46%

45%

41%

40%

37%
42%

34%

36%

37%

31%

23%

18%

12%

24%
29%

26%

6%

26%
30%

44%

2025    2024    2023

*New response option added in 2024
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Just shy of half the retailers surveyed 
offer website ordering or plan to add it. 
Meanwhile, 62% of operators have app 
ordering or plan to add it. Chain size has 
a notable effect in this area as large oper-
ators are significantly more likely than 
small operators to already have either 
ordering method, although they are more 
focused on app ordering. 

Small operators are significantly more likely 
than large operators to indicate no plans 

2025    2024    2023

Customer-Facing Technology: Plan to Add

EV charging stations*

GPS/geolocation alerts

Retail media network*

Push notifications*

Touchscreen monitors for ordering in-store

Text messaging to customers

Email marketing

Digital loyalty program

Digital monitors with ads in-store

Consumer-facing website

Mobile app

Social media

Customer Wi-Fi*

"Just walk out" stores*

35%
27%

29%

32%

27%

28%

18%

20%

15%

14%

22%

11%

17%

17%

26%

30%

24%

30%

24%

24%

14%

6%

20%

6%

25%

30%

32%

23%

21%

20%

18%

18%

17%

15%

14%

14%

8%
*New response option added in 2024

Customer Ordering via Website 

Customer Ordering via App

Offer website 
ordering

22%
Plan to offer

25%

No plans 
 to offer

53%

Offer app 
ordering

33%

Plan to offer
29%

No plans 
 to offer

38%

For the first time, 
study participants 

cited electric vehicle 
charging stations 
as their leading 

investment priority 
for the future. 
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for either website ordering (65% vs. 36%, 
respectively) or app ordering (53% vs. 17%).

When it comes to order pickup, in-store 
pickup remains the dominant option, with 
61% offering in-store pickup only vs. 31% 
offering in-store pickup plus other options. 
The alternatives include curbside pickup, 
which is the most common among all 
operators, followed by drive-thru pickup, 
which is more common among large oper-
ators, and pumpside pickup.

Similar to website and app ordering, 
chain size is a significant differentiator in 
whether retailers offer delivery. While 47% 
of large operators currently offer delivery, 
only 10% of small operators do. Plus, 69% 
of small operators say they have no plans 
to add delivery. 

For those c-stores that do deliver, third-
party is the primary channel with retailers 
turning to partnerships with DoorDash, 
Uber Eats, Grubhub and other vendors.

Payment Technology
To give customers more flexibility in how 
they make their purchases and ensure a 
positive shopping experience, conven- 
ience retailers are exploring alternative 
payment options. 

While credit/debit and third-party mobile 
payment are the most widely imple-
mented payment technologies currently 
both in-store and on the forecourt, large 
operators are embracing electronic 
benefits transfer, self-checkout kiosks and 
self-checkout apps in-store, outpacing 
small operators’ implementation of these 
payment methods by a significant margin.

In terms of investment plans, retailers 
are interested in adding a variety of 
self-checkout options. The top in-store 
choices are self-checkout using kiosk 
(26%), self-checkout using app (26%)  
and self-checkout using AI/sensors (24%). 
Biometric payment (24%) is also high  
on the list.  

Customer Delivery 

Offer delivery
25%

Plan to offer
21%

No plans 
 to offer

54%

Credit/debit

Third-party mobile payment

Electronic benefits transfer (EBT)

Prepaid card

Proprietary mobile payment in app

Self-checkout using kiosk

RFID

Electronic check verification

Self-checkout using app

Self-checkout using AI/sensors

Biometric payment technology

Self-checkout using kiosk

Self-checkout using app

Self-checkout using AI/sensors

Biometric payment technology

Proprietary mobile payment in app

RFID

Third-party mobile payment

Prepaid card

Electronic check verification

Electronic benefits transfer (EBT)

Credit/debit

In-Store Payment Technology: Plan to Add

89%

76%

64%

55%

37%

29%

28%

23%

15%

8%

7%

In-Store Payment Technology: 
Currently Implemented

26%

26%

24%

24%

22%

21%

13%

13%

13%

12%

2%

Only 10% of small 
operators currently 

offer delivery, 
compared to 47% of 

large operators.
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At the pump, proprietary in-app mobile 
payment is the top planned payment 
technology, with 21% of retailers reporting 
intent to add it. Interestingly, in-store, pro-
prietary in-app mobile payment is down 
significantly from 38% that planned to add 
it a year ago. 

Loyalty Programs, Apps 
& Social Media 
The availability of loyalty programs in the 
convenience channel continues to rise, 
with just under eight in 10 retailers now 
offering some type of program — up from 
68% two years ago. 

“Loyalty is driving our business, so we 
want to make sure we invest in it so that 
we can continue to drive traffic,” said one 
study participant. Another noted that 
there are “lots of options out there. We 

Loyalty Program Features

BothMobile 
app

Physical 
card

52% 4%44%

Mobile app: 
96%

“Loyalty is driving our business, so we want to make sure 
we invest in it so that we can continue to drive traffic.”

— Study participant

App Features

Loyalty program tie-in

Limited-time specials

Proprietary product coupons

Vendor coupons

Personalized/targeted offers

Customer feedback

Fuel prices

Mobile payment

Digital punch cards/stamps

Fuel pump activation

Mobile ordering for pickup

Games

Mobile ordering for delivery

Community service tie-in

Subscription packages

2025    2024 

69%

51%

48%

48%

46%

44%

43%

36%

34%

30%

25%

23%

21%

13%

13%

87%

76%

64%

73%

69%

69%

69%

53%

56%

27%

56%

33%

44%

22%

22%



ADVERTISEMENT

If you accepted or processed Discover 
credit cards between 2007–2023, you 

could be eligible to get a payment  
from a class action settlement.

**YOU MAY BE ENTITLED TO A SETTLEMENT PAYMENT**

To receive a payment, file a claim by May 18, 2026.

WHAT IS THIS ABOUT?

A proposed class action settlement has been reached in 
three related lawsuits. The lawsuits allege that, beginning 
in 2007, Discover misclassified certain Discover-issued 
consumer credit cards as commercial credit cards, which 
in turn caused merchants and others to incur excessive 
interchange fees. The misclassification did not impact 
cardholders. Discover denies the claims in the lawsuits, 
and the Court has not decided who is right or wrong. 
Instead, the proposed settlement, if approved, will 
resolve the lawsuits and provide benefits to Settlement 
Class Members.

WHO IS INCLUDED?

The Settlement Class includes all End Merchants, 
Merchant Acquirers, and Payment Intermediaries 
involved in processing or accepting a Misclassified Card 
Transaction during the period from January 1, 2007 
through December 31, 2023. To view the full Settlement 
Class definition, including defined terms and excluded 
entities, go to www.DiscoverMerchantSettlement.com.

WHAT CAN I GET?

To receive a settlement payment, with very limited 
exceptions, you will need to file a claim by May 18, 2026 

and/or provide additional information to the Settlement 
Administrator. Under the proposed settlement, Discover 
will make payments to eligible Settlement Class Members 
who submit valid claims. Discover has agreed to pay 
between $540 million and $1.225 billion plus interest 
in connection with this settlement. Your settlement 
payment amount will be calculated based on a variety 
of factors.

YOUR OTHER OPTIONS.

You can file a claim for a payment by May 18, 2026 

and/or provide additional information. Alternatively, you 
can exclude yourself from the settlement by opting out, 
in which case you will receive no payment under this 
settlement and retain any right you may have to sue 
Discover about the claims in these lawsuits or related to 
the Misclassified Card Transactions. If you do not exclude 
yourself, and the Court approves the settlement, you will 
be bound by the Court’s orders and judgments and will 
release any claims against Discover in these lawsuits or 
related to the Misclassified Card Transactions. If you do 
not exclude yourself, you can object to or comment on 
any part of the settlement. The deadline to either exclude 
yourself or object to the settlement is March 25, 2026. 

Visit the website for information on how to exercise  
these options.

Submit your  

claim online:

Do you have questions or  
need additional information?

Email:
info@DiscoverMerchantSettlement.com

Visit Online:
www.DiscoverMerchantSettlement.com

Call:
888-655-3176

Scan the QR code to 
file a claim online 

via your phone, 
computer, tablet, or 
other smart device.

want to reward those who choose us."

Proprietary loyalty programs are the most 
common, accounting for 55% of existing 
programs, down from 79% a year ago. 
Meanwhile, loyalty programs that are tied 
to a major oil program are on the rise, now 
accounting for 35%, up 18 points year over 
year. A quarter of loyalty programs are 
third-party offerings from vendors such as 
Upside or GasBuddy.

For the most part, convenience retailers 
are catering to mobile-focused customers 
while still meeting the needs of those who 
prefer to use a physical card. Most loyalty 
programs have a mobile option, but only 
about half (52%) are solely accessible via 
a mobile app, up 8 points from a year ago, 
while 44% include both a mobile app and 
physical card. 

Nearly all c-store loyalty programs are 
point/reward based, though 65% only 
offer points or rewards, while 32% offer a 
credit card/payment option in addition to 
points/rewards. 

Whether or not they incorporate a loyalty 
program, the availability of c-store mobile 
apps is growing with 70% of surveyed 
retailers now offering one — a 17-point 
jump from last year’s study. The industry’s 
large operators are driving this increase. 
However, a majority of both large opera-
tors (83%) and small operators (61%) now 
have a mobile app.

Retailers are simplifying the app user exper-
ience. The average number of app features 
has dropped from 9.1 to 6.2, with loyalty 
integration and limited-time offers now 
being prioritized. Loyalty program tie-ins 
are the most common mobile app feature 
(offered by 69% of those with an app), 
followed by limited-time specials (51%), and 
proprietary product coupons and vendor 
coupons (both at 48% availability).

As part of retailers’ digital marketing 
strategy, usage of social media remains 
high, with nearly three-quarters of oper-
ators leveraging it. Among those retailers, 
Facebook is the top app (cited by 91%), 
followed by Instagram (61%) and TikTok 
(31%). Usage of both Instagram and X 
(formerly Twitter) has fallen significantly 
compared to last year.

Retailers report that the most common 
social media content they put forth is 
focused on promotions (84%), events 
(69%), contests (66%) and new vendor 
products (63%). CSN


