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Module 7: Creating a Social Strategy for Wawa: Wawa Rewards 
 

Company Overview  
Courtesy of Wawa’s Facebook page 

Wawa, Inc., a privately held company, began in 1803 as an iron foundry in New 

Jersey. Toward the end of the 19th Century, owner George Wood began a small 

processing plant in Wawa, Pa, in 1902. As home delivery of milk declined in the early 

1960s, Grahame Wood, George’s grandson, opened the first Wawa Food Market in 

1964 as an outlet for dairy products. 

Today, Wawa is your all day, every day stop for fresh, built-to-order foods, 

beverages, coffee, fuel services, and surcharge-free ATMs. A chain of more than 700 

convenience retail stores (over half offering gasoline), Wawa stores are located in 

Pennsylvania, New Jersey, Delaware, Maryland, Virginia and Central Florida. The 

stores offer a large fresh food service selection, including Wawa brands such as built-to-

order hoagies, freshly brewed coffee (over 195 million cups sold each year), hot 

breakfast sandwiches, built-to-order specialty beverages, and an assortment of soups, 

sides and snacks. Each store also offers quality dairy products and Wawa-brand juices 

and teas. All Wawa stores feature a wide selection of ready-to-go salads, and fresh 

fruits. 

Online, Wawa maintains a home webpage at www.Wawa.com. The brand is also 

active on many social media channels: Facebook, Twitter, Instagram, Tumblr, and 

YouTube.  Although the overall content varies across platforms , the majority of posts 

relate to Wawa staples: coffee, breakfast items, and hoagies. 



Objective 

Utilizing Facebook and Twitter, and the reputation for quality and service Wawa 

has established with its customers, we would like to use social media to help increase 

membership in the Wawa Rewards program by 10-20% by February 14, 2017.   

Audience Persona 



Wawa appeals to a wide audience base, given the diversity of its offerings at 

different locations.  The needs of city-dwellers and commuters differs from those of 

suburbanites, but one constant is apparent at all locations: all customers want quality 

products purchased in a quick, convenient time-frame.   



 

Social Media Audit: Current Social Media Usage 

Facebook: 

• 1.3 million page Likes 

• Posts large, quality photos of featured products 

• Leads with “hooks”: comments & questions sure to garner likes, shares and 
comments 

• Averages 1 post a day 

• Replies to compliments & complaints within 24 hours, sometimes longer. 
 

Twitter: 

• 198K followers; 20.7k likes 

• Original posts: large, quality photos of featured  products, different from 
Facebook photos 

• Leads with “hooks” – creative puns or universal truths. 

• One post announcing a partnership with PA Conference for Women: hashtag in 
the middle of post, clear link 

• Replies to compliments & complaints are quick & understanding (although signed 
by a person instead of by “company”) 

 
Social Media Initiatives 

We suggest one post related to Wawa Rewards twice a week on Facebook, 

allowing time off between posts so as not to overload followers. At least three posts a 

week on Twitter related to Wawa Rewards, with additional posts on Twitter each day 

touting other items and building overall brand. 

As Facebook users are in an older demographic (like our Working Mom), and 

Facebook itself lends to more “storytelling” in its posts, the rollout of this initiative on that 

platform will be video based, and targeting that demographic. The content of these 

videos will focus on how to earn and redeem rewards, what type of rewards are 



available, and the ease of paying via the app. 

Twitter appeals to a younger demographic than Facebook (like our Young 

Professional), and Twitter users tend to react to shorter, more targeting posts. On this 

platform we will use a topic-specific hashtag, #WawaRewards, as well as large 

photographs showing the perks of Rewards members. The contest of these posts will 

focus on the ease and speed of paying with the app, followed by the type of rewards 

one can earn with the app. 

On both platforms we will use contests to increase traffic and brand awareness, 

including but not limited to “My Ultimate Wawa Reward” comments and Twitter contests 

for photos of #WawaRewards earned. 

 

Social Media Team 

 Our #WawaRewards initiative will be overseen by our Social Media Marketing 

Director, in conjunction with our Wawa Marketing and Wawa Promotions departments. 

For the social media side specifically, the Director will coordinate with Marketing and 

Promotions to develop slogans that will work across all media.  Once media ideas are 

discussed, debated, and confirmed, a Social Media Production crew will plan and film 

short videos to provide the “stories” on Facebook, as well as plan the photographs to 

accompany the Tweets for the duration of this objective.  Our Social Media Copy team 

will work to produce the video lead ins on Facebook to generate interest and hopefully 

garner Likes and Shares of the video content. The Copy team will also create the lead-

ins for the Tweets.  All social media work will coordinate with in-store signage that 

shows the #WawaRewards hashtage and has QR codes that will take customers to the 



designated social media platforms for more information. 

 

Content Strategy: Facebook 

In order to “tell the story” of Wawa Rewards on Facebook, generating interest in the 

product and an increase in the use of the app, our team will focus on issues important to 

the general demographic of Facebook users: convenience, time, quality of products, 

and saving money.   

Convenience: “You know what you want. We have what you need.”   

The story for this will focus on “What you need”: milk, eggs, bread; dinner; late 

night snacks; coffee for early soccer game…; and “What you want”: to save 

money and/or receive items you want for free via rewards 

 

Time: “In a rush? Use Wawa Rewards.” 

This story will show busy mom at the checkout with her two children, while she 

pays via her phone app. Other customers have held up the line searching for 

wallets in purses or paying via credit/debit card and having to punch in all those 

numbers. 

 

Quality of products: “Reward yourself. Wawa Rewards” 

Because the only thing better than delicious Wawa products is FREE delicious 

Wawa prodcuts. 

 

Saving money: “Those that say ‘There’s no such thing as a free lunch’ have 



never used Wawa Rewards.” 

Stacking rewards at checkout for a free entrée and drink (salad and coffee, wrap 

and fountain drink with bonus chips, smoothie). 

 

Inviting interaction: “What’s your ultimate Wawa Reward? Comment or share a photo.”  

Also can offer reward credits for weekly winners for duration of strategy for best 

comment, photo, etc. 

 

Content Strategy: Twitter 

In order to appeal to our Twitter followers, generating interest in the product and an 

increase in the use of the app, our team will focus on issues important (in content and 

platform interaction) to the general demographic of Twitter users: convenience, time, 

and free Wawa stuff. 

 

Convenience & Time: “In a rush? #WawaRewards”  

The accompanying visual will be a close-up of coffee in one hand and the phone 

app being scanned by the cashier in the other, thus demonstrating that you can 

get your coffee and get out the door (also not a bad “convenience” idea). 

 

Free Wawa Stuff: “GottahavaWawa?? Gotta have #WawaRewards.” “Free 

lunch on-the-go. Stack your #WawaRewards.” 

With both of these items we’re showcasing that our rewards earn you the things 

you really want from Wawa: Wawa food and drink. The accompanying visuals will 



show customers using their rewards on the app to earn their free Wawa hoagies, 

coffee, salads, craft beverages…the possibilities are endless. 

 

Inviting interaction: “Show us your #WawaRewards” asking users to share photos of 

their rewards. “What is your ultimate #WawaRewards” for retweets and responses. 

WeeklyTwitter contests for photo and caption with #WawaRewards hashtag for 

Rewards credits for duration of this strategy period. 

 

Content Strategy: Facebook & Twitter 

New Year’s Resolution: Try Wawa Rewards 

(Similar to Free for All Promotion Wawa is currently running): One new free 

reward per week for six weeks 

 

February 14, 2017 = Wawa Loves You day.  

Rather than choose one of three rewards, users get to choose one Wawa-

branded reward of their choice as Wawa shows it loves its customers as much as 

they love Wawa. 

 

Measures of Success 

Success will be measured on both social media and through growth of Wawa Rewards 

growth.  On Facebook and Twitter, we will look at the number of Likes and Shares of 

Wawa Rewards-related posts, as well as the participation in Wawa Rewards-related 

contests. Moreover, on Twitter, we will track the use of the #WawaRewards hashtag to 



monitor customer recognition of and interaction with this label. Finally, we will look at the 

base number of Wawa Rewards users at the start of the campaign, and at the end of 

the campaign, hoping to see at least a 10-20% growth in new users by February 14, 

2017. 

 

Adjust, Engage, Refine, Repeat 

Engagement will vary on each platform. While there will be the standard 

engagement on posts related to general complaints (“my hoagie had no meat on 

it…look”) or general compliments (“I love Wawa!”), we hope to track #WawaRewards 

feedback separately to gauge how customers are utilizing the program.  Our social 

media monitors will specifically look at what’s important to the customers posting about 

the Rewards program, and use their feedback to tweak/improve the overall program. 

 Our real area of adjustment may be in the hashtag itself. #Wawa is universally 

known among customers. Hopefully our rollout will help brand the #WawaRewards 

hashtag into something the users can utilize. Inviting users to post their rewards will 

also hopefully show non-users what they are missing and prompt them to want to sign 

up.  If this hashtag does not catch on, or if our initial videos on Facebook do not garner 

the Likes, Shares, and comments we anticipate, we may have to rethink our target 

audience strategies. 


