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Driving Success Through Business Analytics
Wawa’s PRESIDENT Speaks to Students

W

hat’s in a name? For
Wawa, a company with almost

600 stores and more than 18,000
associates, its name is much more than
a corporate logo or moniker—it’s a
symbol of its history and unique culture.
Wawa is the Native American name for
a Canada goose, and through the years,
the goose has become a literal symbol in
the company’s logo and a metaphorical
symbol of its unique culture. Wawa often
describes its culture as one of teamwork
and flying in a “V” formation—reminiscent of the way geese travel to gain
strength from one another. The Wawa
team takes great pride in its culture of
teamwork, a culture that has translated
into strong growth throughout the past
48 years and the ability to serve 1.5
million customers every day.
And, what’s in a number? According
to Chris Gheysens ’93 VSB, plenty. He
places great stock in looking at things
by the numbers, as well as through the
lens of the company’s values. It’s all
based on “doing things right,” one of
Wawa’s core values. And that has served
him well, as just four years after leaving
his alma mater, Chris began working for
Wawa, holding positions in the Finance
Department, including CFO, and he now
serves as President.

Chris Gheysens ’93 VSB, CFO and President of Wawa, discusses his company’s use of
business analytics to expand its profitability.
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That, he said, is when Wawa turned to
analytics. The key to success, he added,

a one-foot view. “Before, I knew there
was $75,000 of merchandise inventory
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about last October.

VSB’s Executive MBA students attend the Business Analytics Lecture Series with Chris Gheysens ’93 VSB and
Interim Dean Kevin D. Clark, PhD (center).
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