
Loyal customers of Wawa, one of America’s most beloved convenience stores, will tell you their local Wawa is more 

than a quick daily stop for gas, coffee, or a hoagie. Wawa’s retail stores are a place where community flourishes, 

and the daily needs of customers are met with a smile. 

With more than 800 retail stores and over 35,000 associates, the secret to the booming success and growth of Wawa is its 

people. Wawa’s people strive to live by a cultural code of conduct known as the Wawa Way, which stems from their six Core 

Values: Value People; Delight Customers; Embrace Change; Do the Right Thing; Do Things Right; and Passion for Winning.

“Value People” and “Do the Right Thing” are two values that stand out to Wawa’s People and Benefits team, whose goal is 

to help develop and maintain a healthy, high performing group of associates.

Wawa’s strategy to accomplish this goal includes care navigation, transparency and an incentive model. Despite efforts to 

engage their associates and improve health outcomes, the Wellness and Disease Management (DM) vendors Wawa utilized 

provided declining engagement over time and few tangible results.

Sensitive to the need to show ROI as it related to their wellness investment, with the lack of good reporting and dwindling 

engagement, it became evident a change was needed. Wawa’s team turned to Kelly Benefits Strategies to facilitate a 

Wellness and DM vendor selection process.

When asked to define the ideal future state for associates, Wawa consistently mentioned the same qualities: a high-touch 

mobile platform, increased associate ownership of health outcomes, assistance in navigating the complex healthcare system, 

and improved healthcare outcomes. The traditional DM outreach strategy of calling members’ home phones simply was not 

yielding results. With an increasingly busy and transient population who rely heavily on their mobile phones, a paradigm 

change was needed to effectively engage associates in their wellness program and benefits offering.
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The solution came through a vendor providing Care 

Management (CM). With this model, all inquiries are directed 

to a central Care Coordination hub. The number for the Care 

Coordinator is on the back of all member ID cards, posted 

throughout Wawa’s associate website, and advertised as 

the one source for assistance with any healthcare questions 

or concerns. Any time a Wawa associate needs a new ID 

card, has a question about coverage, or needs assistance 

of any kind, they contact one source that will direct them 

to the right resource. More importantly, this CM vendor 

engages associates by probing to find further opportunities 

for enhanced care, intervention, and education. Instead of 

receiving calls from unknown numbers at an inconvenient 

time, the process has been reinvented. Now members and 

their physicians contact Care Coordinators at the time 

of need. This results in a higher likelihood of accepting 

help, asking for advice, and engaging with healthcare and 

benefits specialists who can help improve a patient’s care 

and health outcomes. After seeing a presentation of one CM 

vendor’s approach to simplifying the healthcare journey for 

consumers, Wawa’s Benefits Director commented;

“This is the right thing to do for our people. For now, 

I don’t want to know the cost—we will find a way to 

make it work.”

To Wawa’s surprise, not only was this change the right thing 

to do for their associates —it also positively impacted 

the bottom line. The CM vendor has significantly improved 

utilization by driving cost-effective care and reducing 

inefficiency and wasteful spending, all while increasing 

engagement and improving health outcomes. A 10% overall 

reduction in projected PEPM Medical/Pharmacy Costs 

translates to $9.2M in claims savings and cost avoidance 

in the first year after implementing the solution.

What started as a Wellness vendor search has led to a 

fundamental change in Wawa’s overall health and wellness 

strategy, aligning directly with Wawa’s Mission and desire 

to “Do the Right Thing” for their associates.

Corporate Values

This success story allowed Wawa’s team to 

embrace their corporate values and empower 

associates to live out the Wawa Way. 

Throughout the entire process, the Kelly Benefits 

team of consultants followed closely to their own 

cultural code of conduct, similarly entitled the 

Kelly Way. This list of value statements includes 

“We Pursue Excellence in Everything We Do” and 

“We Put Our Customers/Clients First”. The Kelly 

Benefits team’s belief that things can always be 

Better helped them serve Wawa with excellence 

and improve their overall Benefit Strategy.


