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Serving as an Essential Provider 



In This Together 

perfect but we adapted and changed quickly along the way. We are 
sharing insights into our response as a way to help others make the world 
safer for their particular communities.  Whether you are an essential provider, 
mom or dad, small business owner, or concerned community member, we 
are all in this together.  
As an essential provider, delivering care amid the chaos is nothing new for 
us. From blizzards to blackouts; from hurricanes to heat waves, we have 
always seen our role as a familiar and welcoming place you can trust and 
count on to be open and able to restore your strength and fulfill your needs. 
Today we are safer and cleaner, but behind all the new policies and 
protocols are countless moments of humanity and resilience that will never 
change.   
And that is what fills me with tremendous hope for our brighter future. 
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With a long tradition of community care, Wawa 
put forth an unprecedented response to the 
Covid-19 Pandemic spanning almost 900 stores 
and led by the extraordinary compassion and 
commitment of our 36,000 heroic associates.   
Driven by our core purpose of fulfilling lives, we 
have learned so many valuable lessons about 
safety and service in the last months during one 
of the most challenging times we have 
experienced in our history.  We were far from 

Chris Gheysens 
President & CEO 



There is no single leadership model or playbook to guide the difficult decisions 
that need to be made in responding to a pandemic of this scope and scale. 
And, there is often not enough time to properly analyze and vet all the 
possible outcomes.  We are fortunate to have a long-standing, solid moral 
compass found in our core purpose – fulfilling lives, every day.   

This purpose is supported by our enduring six values that track to the founding 
of our first store.  Each value represents the community-focused principle 
behaviors that guide the decisions, actions and interactions of our 36,000 
compassionate and committed associates. 

In the simplest terms, we put people first in our decision making. Nothing 
comes before the long-term well-being of our customers, our associates, and 
our communities. 
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Staying True To Our Purpose & Values 



We have always taken a long-term point of 
view. That was more important than ever as 
we faced this crisis. 

This moral compass, along with our purpose 
and values, allows us to make the tough calls 
and long-term investments to support our 
response efforts across the entire company. 

 

Helping Guide Long-Term Decision Making 
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Our CEO’s Guiding Principles from the Start 
• Make the decision that best supports long-term  

success, and always do the right thing. 

• Our brand stands for taking care of the community, 
no matter the circumstances. 

• Our responsibility is keeping our communities safe  
and providing vital resources – not prioritizing profit and 
in-store traffic. 

• Invest in and take care of our associates, regardless of 
the cost. 

• How we work:  
o Be direct – don’t be afraid to challenge each other.  

Hierarchy no longer exists in times of crisis. Togetherness is key. 

o Balance speedy decision making and communication with  
real collaboration. Trust in each other. 

o Keep your team updated, often.  

o Everyone is anxious, so remember to be empathetic and 
understanding. Now and always. 

Our decision making was 
further empowered and 
informed by our deeply-held 
belief of private and shared 
ownership, anchored by our 
philosophy of servant 
leadership.  



Our response efforts stem from our purpose, focus on three key groups, and include nine action areas: 

Full-Spectrum Approach 

Store-level 
Protections 

Cleaning & 
 Sanitizing 

Fuel Court Safety 

Safe Behaviors 

Communication 
& Partnerships 

Dedicated 
 Teams 

Technology 
Advancements 

Delivery / Catering 

A S S O C I A T E  
S U P P O R T  

C O M M U N I T Y  
S U P P O R T  

Associate Care  
and  Resources 

C U S T O M E R  
S U P P O R T  
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Enhanced In-Store Precautions 

Social Distance Guidelines 
• We reinforced regulations asking customers and 

associates to comply with social distancing measures 
through in-store signage, announcements and videos. 

• Visual floor markers were added inside and outside 
our stores to facilitate maintaining a healthy distance. 

• Clear, plastic shields have been installed at check-out 
counters and at the coffee and foodservice counters. 

• Associates nametag extenders feature reminders to 
maintain a safe distance. 

Face Covering Guidelines: 
• Associates: Face masks were supplied and required. 

• Customers:  Signs posted requiring customers to wear 
masks, per state and local regulations.  

  

 

1 | Store-level Protections 
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Look locally for fast  

TIP: Ask managers in the store to discuss face 
mask issues with customers as this is a personal 
and sensitive topic that needs more experienced 
leaders to understand and navigate.  

TIP: 
solutions: a resourceful local 
company was able to retool 
and provide us with plastic 
shields quickly and cost-
effectively. 



• Enhanced cleaning and sanitation protocols were 
activated including more frequent sanitation of 
high customer touch points. 

• Store closes for additional cleaning overnight 
performed between 2:00 – 3:30 AM. 

• Hand sanitizer is available in common areas for 
customer use. 

 

• In response to any confirmed COVID-19 
impact, immediately closed for a professional, 
deep cleaning and disinfectant before re-
opening to the public.  Follow CDC and local 
health officials guidelines related to quarantine 
and contact tracing. 

2 | Cleaning & Sanitizing 
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TIP: Observe your customers’ journey in your retail 
location to learn all the non-obvious touchpoints that  
require very frequent sanitizing. 



• At our NJ full-service fuel stores, we request 
customers pay for their fuel through their passenger 
window by lowering it 3 inches to pass their 
payment of choice to the fuel associate. 

• At all Wawa stores offering fuel, we conduct 
frequent sanitation of our pump handles and other 
areas throughout the fuel court. 

 

3 | Fuel Court Safety 
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Our priority has been to support our associates, who 
have stepped up in incredible ways to serve our 
communities.  Steps taken to support our team include: 

• Appreciation pay of $3 per hour extra through May 31 for all 
associates working in our stores. 

• PTO Relief Plan implemented to provide additional paid time 
off for all associates and ensure they were able to make the 
right decisions for themselves and their families. 

• Attendance Policy: Absences related to COVID-19 are 
temporarily excluded from Wawa’s Attendance Policy. 

• Benefits: Teladoc services, assistance with Care Providers, 
expanded associate menu and protection of benefit 
eligibility. 

 

Internal Care Department 
Addresses life events of 
Associates 

Associates In Need Fund 
Provides financial support 
during challenging times 

4 | Associate Care & Resources 

Existing Cultural Programs Providing Support: 
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• Reinforced our policies prohibiting 
associates from working when they are  
sick or showing symptoms of an illness 

• Instituted travel policies per CDC Guidelines. 

• Issued frequent reminders around hand-
washing and hygiene. 

• Started health checks at the start of all shifts 
including temperature checks. 

• Supplied masks to our associates to be  
worn at all times in store. 

• Maintained strong protocols around 
quarantine periods and contact tracing. 

• Working to assist our associates with how 
to access COVID-19 testing and exploring 
ways to partner with organizations once 
testing methods are approved by regulators 

Expanding on our Strong Associate Health Policies 
5 | Safe Behaviors 
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 TIP: 
privately and instructions on 
use of thermometer must be 
precise. 

Temps should be done  



More than 250,000 Red Cross tip sheets were distributed in Wawa Stores 

 
• Our partnership with the Red Cross early on provided 

customers with health and safety tips anyone can do 
to limit the spread of any virus or infection.  

• Tip sheets available in all stores alert customers to 
basic steps they can take, along with some extra 
precautions Wawa is taking. 

• Additional reminders provided on digital signage and 
audio messages in store and on fuel pump videos 
supporting  safety and social distancing. 

• As the public guidance on masks began to recognize 
the potential benefits, masks were quickly sourced 
and  provided  to associates. Associates can also 
wear their own personal masks.  

• Wawa confirmed with its hospital partners that the 
masks being purchased did not impact the needs of 
the hospital partners or their inventory at this time.  

Customer Education Focused on Preventing Spread of Germs 
5 | Safe Behaviors 
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Many local businesses innovated  during the crisis. Wawa found two who 
pivoted operations to make face coverings, and ordered 100,000 custom 
masks for our associates. We are all in this together.  



• Door-to-Door Delivery was expanded rapidly to 
be available in approximately 95% of our service 
areas through third-party providers. 

• We quickly enhanced our list of delivery items to 
include more grocery staples. 

• Today, a Wawa Delivery is made every six 
seconds. 

• We will continue to enhance our out-of-store 
services such as catering and delivery and take 
them to a new level, including expanding 
curbside pick-up. 

6 | Delivery and Catering Enhancements 
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TIP: While there are additional operating expenses for 
a delivery program, the access and option it gives 
customers is worth the investment. 



• The Wawa App - Mobile Ordering was quickly 
expanded to include grocery staples. Our customers 
are utilizing the app’s new features, such as time of 
day pick-up and ApplePay to order ahead, pre-pay 
and skip the line when they arrive at our stores. 

• Our Focus on the Future includes prioritizing new 
initiatives for “boundless” access for testing 
including drive thru, curbside and self-checkout, 
while continuing to enhance Wawa mobile app 
ordering.  These are necessary tests to adjust for 
the new normal and long-term changes in 
consumer behavior. 

7 | Technology & Advancements 
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• Incident Response Team: Focused on making changes 
and adding precautions since the beginning of this crisis 
with guidance from: 

○ Internal associates from across the company 

○ External experts in food science, health and wellness  

○ Directives from the CDC and state and local officials 

○ Trade Organizations 

• Sprint Teams: Focused on addressing immediate issues 
as well as long-term challenges ranging from changes 
to in-store operations to understanding how consumer 
behaviors are changing. 

• “Wawa Clean Force”: A movement to deploy leading- 
edge cleaning and sanitation standards to keep our 
stores clean and safe. Customers will demand this and it 
requires a level of commitment from all businesses. 

8 | Dedicated Response Teams 
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TIP: Build relationships with other like-kind 
organizations so you can frequently 
communicate on new issues you are all having.  
The Wawa and Sheetz CEO’s texted multiple 
times a week since this crisis began! 



Throughout the crisis, we provided one source of 
information and updates on wawa.com including:   

• Video messages from CEO 

• Frequent updates on store process 
changes and community initiatives 

• Daily updates on closed/limited hours 

• Temporary closures related to COVID-19 impact  
and deep cleaning 

• Delivery call-outs/icons 

• Frequently Asked Questions 

• Internally: We increased our communications 
exponentially to ensure new information was  
shared quickly 

9 | Communication & Community Partnerships 
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TIP: Frequent, transparent communication is a wonderful  
builder of trust.  Trust is more important now than ever before. 



• The Wawa Foundation established an Emergency 
Food Distribution Fund of more than $420,000 

• Daily, stores provide support to local hospitals 

• 25,000 Wawa boxed lunches to those in need 

• Wawa & Sheetz partnership feeds seniors and 
inspires “togetherness” 

$1 Million in Financial & In-Kind Support 
• Wawa provides free coffee to first responders and 

healthcare professionals through May 31. 

• Hoagies for Healthcare Workers –During Nurses Week, 
Wawa gave customers a way to show support; every 
purchase of a Hoagie through mobile ordering 
resulted in Wawa donating one hoagie up to 50,000. 

Honoring Everyday Heroes 

Supporting Our Communities 
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TIP: Even a free cup of coffee can have a 
tremendous impact to our healthcare heroes. 



Stick to Your Purpose & Values – Ground yourself in your 
core beliefs 

Communicate Clearly & Often – Balance swift decision 
making with collaboration and quick communication 
with all stakeholders 

Listen to the front line – We made swift changes to our 
protocols based on feedback from associates on the 
front lines closest to customers/officials 

Clear the plate – Pause any non-critical rollouts, 
programs or tests and focus solely on the crisis  

Do Things Right – Install new measures or equipment 
both quickly and sustainably 

Be Empathetic – Be mindful of others’ thoughts and 
feelings when making any decision   

Responsiveness – Things are changing rapidly so we 
must be agile and review processes frequently 

Empower within Framework – Delegation of decision 
making is key to surviving in such a chaotic time. Do so 
with clear expectations. 

Sharing Lessons Learned 
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Serving as an Essential Provider 

If you’d like to discuss any point in more detail, or have 
an idea that you’d like to share, please reach out to us at 

SafetyandReadiness@wawa.com 

©2020 Wawa Inc. All rights reserved. This publication should 
not be distributed without Wawa’s prior written permission.  
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