Diana 00:00:00 We have amazing associates, and the thing that | love is as | read letters,
people actually pick Sam's Club because of our associates and our human interaction. And so
how do we really lean into that, you know, human-led, tech-powered experience? It has been
really important. So excited to see there's little moments that matter that our associates can
bring, and then there's also big moments that matter to just make it effortless and easy
through technology. And so we've been really focused on both.

Matt 00:00:28 To thrive in a rapidly evolving landscape, brands must move at an
ever-increasing pace. I'm Matt Britton, founder and CEO of Suzy. Join me and key industry
leaders as we dive deep into the shifting consumer trends within their industry, why it matters
now, and how you can keep up. Welcome to the Speed of Culture. Up today on the Speed of
Culture podcast, we are live in Las Vegas at CES and thrilled to welcome Diana Marshall, the
EVP and Chief Experience Officer at Sam's Club. Diana is a seasoned retail and operations
leader with more than two decades of experience at Walmart, known for building seamless
human-centered experiences at massive scale. In her role today at Sam's Club, she oversees
membership, personalization, product and design, data, and retail media—all in service of
creating meaningful moments for members and associates. Diana, so great to see you today.

Diana 00:01:16 Yes. Thanks for having me. Happy to be here.

Matt 00:01:18 Absolutely. You know, | was reading your background as | was preparing for this
interview, and | saw that you've been at Sam's Club and Walmart for over twenty years, and you
started off as a replenishment trainee in consumables. Tell me about that experience. Tell me
about why starting in the proverbial mailroom is really a good start for somebody on their path
to becoming an executive.

Diana 00:01:40 Well, I'd like to tell you it was all planned out. But in full transparency, it was
actually twenty-one years ago this week that | started with the company as a trainee. And | sort
of joke and say—

Matt 00:01:49 —still being your 21st birthday in Vegas, right?

Diana 00:01:51 | am. Here we are. Here we are every year. But | had some options, decided,
"Hey, Walmart seems like a good resume builder coming straight out of college. Maybe | should
do this for a couple of years". And | think, like many of our associates, | would say a good job
has turned into a great career. And one of the benefits of starting in the training programs that
we offer is | got to learn the full enterprise. | remember back then, they even let me work in the
warehouse distribution center for a couple of weeks. | went and set modulars in the stores, and
so spent my first six months to a year really learning all of the different facets and then got to
take on a pretty decent-sized role for being six months a year out of college early on.

I remember being a little bit nervous the first year when | celebrated my first anniversary, of,
like, "I made it through. I'm not sure exactly what | was doing, but—"



Matt 00:01:49 Right.

Diana 00:01:51 "—here we go. | now will be much better about this." So things | have learned
throughout the years that certainly started early—being curious, asking lots of
questions—have certainly served me well. And the good news is I've been able to do lots of
different things with the company since then. So | love the replenishment. | do think starting in
learning inventory and all of the detailed work that happens to make inventory arrive on your
front door or on the shelves in the store certainly has helped me get to have opportunities to
do things across. So | was a merchant. | think being a merchant is one of the best jobs in retail
to work in lots of different areas throughout the Walmart US business.

And my kids still joke and call themselves the "Walmart baby test babies" because | ran the
baby department for over four years. They tried everything, and they think it's very cool. Good
news—they survived. They're doing well. So the test babies are okay, but they're now grown
up. Anyhow, | then have had the chance to be at Sam's Club after eighteen years at Walmart
US for almost three years. And really learning a different side of the business with marketing
and membership. But | think that background in how everything runs, all of the details, being
able to be a good partner through the years has certainly helped set me up for it.

Matt 00:03:48 And as you look back across the twenty-plus years you've been at the
company, what are some of the biggest changes in the business of retail that you've
experienced?

Diana 00:03:57 Yes. | would have to say, | think the thing that is constant in retail is change.
And | can't imagine a year that I've gone into where there wasn't something big that
transformed. But I've gone through the era of "stores are going away." Everybody thought we
were all gonna go online, right? That was a moment in time. That was certainly a big one. There
have been lots of different—the pandemic, certainly, everybody went through, but that was a
different moment. | was in the general merchandise business, and there was a moment where
nobody knew what to do. We didn't sell anything. All of a sudden, it's like, "Did | fail? Did | buy
the wrong thing?"

Matt 00:04:27 Right.

Diana 00:04:29 And then everybody bought everything. So | would say each year has certainly
brought a different challenge, but | think good team, getting the right people around you,
having a clear strategy, and then being able to really learn how to be flexible and agile and sort
of take everything with a comms mind and approach it with these. | think certainly, you have to
learn how to sort of weigh it out in retail and be very thoughtful about what's your long-term
strategy.

Matt 00:04:52 Yeah. Of course. So today, you are the Chief Experience Officer at Sam's Club,
which a lot of people don't know is part of Walmart. They just don't think of it. What does



experience look like? Like, how do you define it across price, convenience, emotion in the way
that the consumer experiences the brand in an omnichannel way?

Diana 00:05:11 Yes. Well, we've actually only been focused and really put this organization
together a year ago, after CES, funny enough. So we are, you know, on an ambition to be the
world's best club retailer. And as we think about that, we know price, assortment, and
trust—making sure we have clear value, that we've got the right assortment, and that we are
always building trust with our members—is critical. And | think everybody in retail certainly
should be focused on those three things. But we decided last year, as we put out these
ambitions, that actually we can differentiate and win with experience.

We have the opportunity really to bring a new vision to life. And so we've sort of stood up the
experience org in the last year, and we've built this vision on how do we create effortless,
personal experiences that bring joy and foster community. | can tell you, I've spent a lot of time
with the team on every single word, really making sure that we're clear on what does
experience mean at Sam's Club and how do we lean into it. So we know it means making sure
we're taking advantage of our fulfillment channels. We have pickup. We have delivery. We have
express delivery for our members. We're really excited.

Matt 00:06:12 Multiple ways people can buy.

Diana 00:06:14 Yes. But also, we have amazing associates. And the thing that | love is as | read
letters, people actually pick Sam's Club because of our associates and our human interaction.
And so how do we really lean into that, you know, human-led, tech-powered experience? It has
been really important. So excited to see there's little moments that matter that our associates
can bring, and then there's also big moments that matter to just make it effortless and easy
through technology. And so we've been really focused on both.

Matt 00:06:41 And how do you know—so, obviously, it's a big organization. How many retail
locations does Sam's Club have?

Diana 00:06:46 600.
Matt 00:06:47 600. So that's—it's a lot.
Diana 00:06:47 601, actually.

Matt 00:06:48 There you go. So that's major scale. And, obviously, a huge part of experience is
the people side and the associates, how they interact. How do you know where to start in
terms of really moving the needle? And | would imagine you're judging and gauging this
through an NPS or some other measure to see, are you moving the needle on experience?
Where do you start, and where do you get the inputs to give you conviction starting in that
place?



Diana 00:07:12 Right. Well, | can tell you as we stood up this organization, we've never actually
had an experience organization in the Walmart enterprise.

Matt 00:07:05 Many companies don't have it.

Diana 00:07:12 You know, it's kind of new to retail. It's definitely trending, but somewhat new.
So really went out and learned. And | think the first thing that struck me was you actually can't
build a great member experience without a great associate experience. And so we've been
really thoughtful about how do we make sure that we're setting up our associates, not just with
the right tools, but also with the right leaders, the right conversations, the right onboarding.
How do you make day one great to ensure that actually the member experience can improve?
So that's been certainly, | would say, number one takeaway as we thought about this
organization.

| think, secondly, we have studied NPS for many years at Sam's Club. | think we've prided
ourselves on. We started every week with it. We monitor it very closely. But we've actually,
because we've gotten so much data and there's so much social chatter and just a plethora of
things you can look at now, we've actually built what we call an "Experience Score". It takes
NPS. It takes feedback. Yes. It takes feedback from multiple different channels. And we can
look at it now and say, like, "Hey, dear Club 8201, here's some things you need to focus on to
improve with your members". And it's feedback both from associates as well as members. And
we're gonna continue to evolve that to really improve the business, but really excited on how
do we move from just one metric of NPS to really taking a plethora of data and using it to really
improve that member experience, but also look for where can we continue to make the
associate experience better at the same time.

Matt 00:08:40 Right. And it's not lost on me that you're saying "member experience" versus
"shopper experience" because your customers are members.

Diana 00:08:45 Yes.

Matt 00:08:46 They pay an annual fee in order to be able to access your platform. How does
that change the dynamic and level of expectations with the people who walk into the store?
Because they are paying, and | would imagine that changes what they think they should be
getting just even through walking through the doors.

Diana 00:09:03 | think about it as, you know, membership is our business.
Matt 00:08:46 Yeah.

Diana 00:09:03 And so my goal is really, how do you make sure every member gets the full
benefit of what Sam's Club offers? In my mind, | think about it, and | describe with the team as
they give us money upfront, they're expecting an ROI from us. So how do we make sure each
of them really get it? And how do we make sure that they understand all of the different things



beyond just getting access to shop in the clubs or access to the assortment, which the
merchants do an amazing job really bringing the best of the best and curating it to take the
work out of the member's task list.

But it's making sure that we give them visibility to—you know, we have, | think, ten years
running the best pharmacists that have been rated. Like, how do we make sure people know
that? We have really great care. You can have a great experience. How do we make sure that
they know that you can get delivery? If you don't have time to get to the club, you can get
something to your front door in three hours or less. So we're really thoughtful about—yes,
they're giving us money. How do we make sure we do just the basics on assortment and value?
But then how do we surprise and delight them through other benefits, partnerships, and the
technology—really making it effortless?

So we've done a lot of work around in the past on launching Scan & Go, being able to shop very
easily. The team's done a great job where the majority of our members just walk out without
having to stand in line on a receipt check, and that's all based on member feedback. But we're
really thinking about—like it used to be we thought about removing friction. Now we're
thinking about how do you just make it easy and effortless? How do you not put the work on
the member or associate? Let us do the hard work and use tech or use our associate tasks to
eliminate it and improve the experience.

Matt 00:10:39 Fantastic. And, obviously, as part of your membership platform, you have a lot
of data. So that's one thing that you have that many other retailers don't have at the scale you
have because, obviously, in order for you to become a member, you have to submit your
information. You're learning more about these members. How has that changed your role
overall, and how are you taking that data and using it to drive your strategy?

Diana 00:11:02 Yes. | sort of joke and say one of the things I'm most proud of in the last couple
of years is actually the work we've done around data. And sometimes people take data for
granted a little bit. It's actually really hard to get it all in one place, get all of the attributes, and
the team has done an amazing job getting all of our member data set up so that we can truly
start to personalize back to that—how do we build this personal experience for each member?
And | couldn't be more proud of the work. | never thought | would be cheering and smiling over
people telling me, "Hey, I've got all of this in one place".

Now we're able to build these next-best-action engines. We're able to learn and test in new
ways that we've never been able to do. And because we are a membership model, we've got
full closed-loop attribution. So we can measure differently. We can understand what's going
on.

Matt 00:10:39 Marketers dream, really.

Diana 00:11:02 It is pretty incredible, | do have to say. So excited as we move into the year
ahead on we've started some great work in the past year around personalization, but | think



you'll see Sam's Club really take a step up in how do we make sure the experience truly is
unique to you.

Matt 00:12:02 | think hyper-personalization is one of the huge unlocks of the Al era. It's been a
jargon that's been thrown around for so long in our industry, but it's been traditionally pretty
hard to execute. But in the age of Al, if you have structured, clean data, you can take that, put it
into a model, and really start to put it to work in order to deliver the right message to the right
consumer at the right time. | personally don't believe brands should be having one-to-many
emails at all anymore. | think every email campaign, every messaging campaign, should be
one-to-one in the scale. And, increasingly, | think that's the dynamic that consumers are gonna
expect.

Diana 00:12:37 Right. And now with Al, to your point, what was impossible is now possible.
And it's so exciting to see the speed at which you can start to test, learn, and really implement
it. So, actually, | was laughing. We launched in our last quarter some, what we call our
next-best-action engine on our homepage. And | was joking with the team, my proposals—I
lead the experience team —but as | went through them, | was like, "Oh, | had forgotten about
these benefits | could get" and reminders of partnerships that we had as | went through it. So |
think it'll be really exciting as we continue to scale that across the full end-to-end experience,
whether it's our physical assets in the clubs or even whether it's communications like you
mentioned, and certainly ecommerce. Pulling it all together, there's a lot ahead.

Matt 00:13:17 We'll be right back with the Speed of Culture after a few words from our
sponsors. When you look at the category, | guess it's your big-box membership. Is this—you
know, there's one other major competitor, but then, obviously, you have the big-box Walmart
category, which is more on the value side of the equation. And if you zoom out and look at the
macroeconomic landscape, especially in the US, we're seeing this kind of barbell economy
emerge where the middle class has a lot of pressure, and then you have this rising
ultra-high-net-worth category, and then you have an increasing percentage of Americans who
really value price and convenience and other attributes. Where do you see the business
heading over time, and how does your brand, | guess, drive a roadmap in a way that's congruent
with the Walmart brand? And how much coordination do you do with Walmart itself?

Diana 00:14:09 So | think for the club channel specifically, COVID was certainly a benefit.
Matt 00:13:17 Yeah. Of course.

Diana 00:14:09 People became more aware of it and more interested and were—

Matt 00:14:17 —hoarding stuff for a while. Okay.

Diana 00:14:09 It was definitely a thing. Right? | still remember the toilet paper closets where
people were, you know, everything they could—



Matt 00:14:24 —paper towels.

Diana 00:14:09 Yes. Yeah. Yes. So that certainly helped, | think, from an awareness standpoint.
And since then, we've really seen both younger generations certainly continuing to be
interested as well as everybody always thinks about bulk savings and value. But, actually,
people are figuring out, "Oh, | can save money". And so we are seeing growth in what | would
say is all income levels, certainly. And we think from a Sam's Club standpoint, our total
addressable market is probably much larger than we used to think about it.

Matt 00:14:50 Yeah. | think so.

Diana 00:14:51 As a result of just awareness of what we have.
Matt 00:14:51 It's also fun going there.

Diana 00:14:52 It's fun.

Matt 00:14:55 It really is fun. Yes.

Diana 00:14:57 Yes. Yes. You can get all of your basics. You can save money as a result, but also
we like the surprise and delight.

Matt 00:15:01 Yeah. Find random things that you never thought would be there.

Diana 00:15:05 That's right. And that's part of what you get when you come into the physical
clubs, but also we're working on how do you bring that to life through ecommerce and our app,
etcetera. And we're really proud because we have over half of our members digitally engaged.
It's a great opportunity for us to communicate with them and really give them this experience
that many others in the club channel can't, which I think is unique. When you ask about how do
we work with Walmart, the good news is we can actually leverage all of the amazing work that
the enterprise has done.

And so we are focused on making sure we take advantage of that, which is helping us move
faster from launching capabilities, really improving the experience, but then also we can focus
on building Sam's Club-unique experiences that matter. So actually last year, we launched a
new front-end of our app, and we partnered with the Walmart enterprise on actually bringing
that to life. And we've seen great response from our members, and we're continuing to really
improve that experience.

Honestly, there's launches almost every week, every two weeks that are happening to add new
capabilities, which is all because we're leveraging the full enterprise. But then we're also able to
spend time and resources on improving our membership—whether it's improving our associate
experience and how we train and give them tools that are unique to Sam's Club specifically, or
whether it's doing some things that are specific to membership because all of our business is



based on membership, which is different than Walmart itself. So we're definitely seeing value
from that, and it's definitely helped speed us up as we've started to think through that.

Matt 00:16:32 Yep. And looking ahead towards the future here at CES—and it's an exciting
time of year always. Everyone gathers together with a fresh start and looking towards the year,
and it's all about innovation and these new technological advancements. And one area of
discussion here in Vegas this year has been around the changing ways that people will buy.
ChatGPT made a lot of inroads in 2025, partnering with companies like Etsy, allowing people to
shop over Al chatbots. I'm just curious from your perspective—not necessarily something
that's involved with Sam's Club's strategy moving forward. Maybe it will, maybe it won't. But
how do you see the consumer continuing to change the way that they buy in an Al-powered
era?

Diana 00:17:13 | think we're learning quite a bit. We've done quite a few tests, whether it's in
search and trying to understand, "Are they going to use generative Al in search in the historical
way?" Because we partner with Walmart, they've done a lot of great work like launching Sparky
and some of the continued innovations there, and you should expect us to continue to learn
with them. But we've also—we partnered with OpenAl and also giving access to Sam's Club as
members were shopping or non-members. We actually think it's a great acquisition channel for
us as well.

Matt 00:16:32 Oh, wait. | was unaware of that.
Diana 00:17:13 Yes. | guess that was Black Friday Um, | think—
Matt 00:16:32 . Gotcha. Okay.

Diana 00:17:13 —that actually went live. So we are continuing to expand partnerships, really
make sure—I think it's important to be on the front end. And the good news is you can test and
learn so quickly now on what's working. And so we're tracking it very closely. | look at the
trends on how search is changing, where members are going—

Matt 00:16:32 Sure.

Diana 00:17:13 —and how can we continue to update our app or our internal experience based
on what we're seeing externally to make sure we're serving. So more to come, certainly. It's
definitely top of mind as we think about priorities for Sam's Club in 2026. And you should
expect some continued news on how we'll continue to evolve and learn through that.

Matt 00:18:20 Very cool. Another area | know that you do a lot of work is in the retail media
realm, and that has obviously been a white-hot topic in the advertising industry. A lot of CPG
companies have gravitated towards retail media just because, obviously, you get that sort of
closed-loop attribution. It's full-funnel, all those things. Would love to hear about Sam's Club's
retail media approach, why you think it's something that you're focusing on moving forward.



Diana 00:18:44 Yes. So we have our member access platform. It's called MAP, which is our
advertising business. And we actually renamed it—I think we're the first Retail Experience
Network. So as we've really leaned into experience as a differentiator, we believe that our ads
business is not just search and display like everyone else, but really an opportunity for us to
improve the member experience. And back to that—we have full closed-loop attribution. It's
actually—we can do really great measurements for advertisers and how that comes to life and
what does it do for their brands, both short-term and long-term.

So we're really thinking about that business in three different ways. One: How do we drive the
experience? And last year, we did some tests and learning, and we had an IndyCar partnership.
And so what did that look like? We actually helped sign up new members, which is a new
muscle for us that we're excited about—not just improving our current members' experience,
but also leveraging our ads team to really help us acquire new members and drive awareness
and partnership. So we had some great learnings in that IndyCar partnership.

| would say, secondly, really proud of some of the measurement progress last year and,
honestly, some new exciting measurement ahead as we think about the ongoing debates in the
retail media network of what's the right measure and does it matter and who does it right and
who doesn't. | think we're gonna continue to lead there because of that full membership data
and our ability to truly personalize in that space.

Then lastly, | would say we are automating and focused on Al in that business, certainly. | think
there's not really anywhere, probably in the business, that you shouldn't be focused on that, but
we have definitely made some good progress just improving the process of partnering with us
and actually giving our team better tools to do their roles more effectively as well.

Matt 00:20:24 So when you're here—obviously, that's a lot of initiatives you're overseeing,
and the world is moving so fast. So when you come somewhere like CES, what are you trying to
accomplish here? And what are some things maybe that you've already seen here that are
interesting to you in terms of new innovations moving forward?

Diana 00:20:41 Yes. It's fun year after year to see how it evolves. And | was joking with
somebody this morning. I'm like, "Okay. It seems like robots."

Matt 00:20:24 Yeah. Robots are everywhere.
Diana 00:20:41 Automated cars, certainly. It's here.
Matt 00:20:24 Al. Al is everywhere, obviously.

Diana 00:20:41 Al everywhere and health. Like, those seem to be the trends that—they were
here last year, but definitely some of them have made more progress. I'm still waiting on the
robot to help fold laundry. I'm hoping somebody gets that figured out soon. Uh, | haven't seen



that yet. But | really come to see what's happening from an innovation standpoint. It's a great
place to connect, certainly, with all of our partners.

But then also, | spend time on just doing sort of what | call "speed dating" to learn, both from
startups that are pretty brand new. A lot of them | met with yesterday, just on Al to learn. And
then also our established partners as well. It's a great place to just get a—actually a good start
to the year. We all, | think, joke on it's a fast start. Everybody just went through holiday break
straight into CES.

But | think it is a good way to just reset, assess where everything is, and really take advantage
of: okay, as we're setting priorities for the year ahead, is there something we're missing? Are
there new partners we should be having conversations with? What does it look like? So it's
definitely a busy couple of days, but | do think it's worth it.

Matt 00:21:51 Yeah. Absolutely. | love coming here. So shifting gears as we wrap up here, I'd
love to hear a little bit more about you and your approach to leadership. So, obviously, Walmart
is famed for the way that they develop people—their approach on leadership: "Greatness is in
the agency of others". Love to hear how you lead. And, also, what do you look for in somebody
who you wanna bring on board that you think can be a leader tomorrow?

Diana 00:22:15 Yes. | would say at Walmart, we pride ourselves on being human-led,
tech-powered. And so that has been definitely ingrained in me. But as | think about the last
twenty-one years, probably the thing that | have learned the most is make sure that you're
hiring people and also that you're leading people as humans first. And | always think it's always
the little things. It's never one big thing.

You know, when | was early in my career, | actually kept a list of things | would do and | wouldn't
do based on leaders | worked for. And because I've worked around the company, I've had a lot
of leaders.

Matt 00:21:51 Right.

Diana 00:22:15 And often, actually, | go back, like, "Okay, how am | doing? Am | holding myself
accountable to what | said years ago mattered the most?" But | do think it goes back to—I
always start conversations and interviews and discussions as | bring people in as humans first. |
don't wanna know your resume. | don't wanna know how smart you are. That's great. That's
actually required, and | assume that we're gonna make sure we hire the best of the best.

But | wanna make sure that I'm hiring people that are gonna take care of people. | think as |
worked in operations, as an example of leading a couple hundred thousand associates, the
thing | learned is your communication and priority from a leadership standpoint is the most
important. But actually just taking care of people and listening to them matters even more than
that. And, you know, with empathy—empathy is critical. And my team sometimes rolls their
eyes at me, but | like to start meetings with, like, "Hey".



We had a meeting Monday morning. I'm like, "Tell me about the best moment you had over the
holiday break," versus just jumping straight into the numbers. And that might seem silly, but to
me, it's important on one, understanding what's bringing people joy in their personal lives, and
then, two, making sure that they're happy so they can deliver great results for the business.
And | think it's important to understand people as a whole, versus just one-sided.

And we like to, you know, get very focused, and | love results, and | have very high
expectations. But | actually think leading with empathy, being human-first, and making sure |
take care of people helps people go the extra mile. That's definitely shown throughout different
roles.

Matt 00:24:15 It drives loyalty and makes them truly care, and | think that shines ultimately on
the experience that you're imparting on your customer.

Diana 00:24:22 That's right.

Matt 00:24:23 So, obviously, we talked at the jump about where you got started—your
humble beginnings, so to speak—and your ascent to where you are today. As you look back on
your career journey at Walmart, now Sam's Club, what are some of the things that you lean into
that you think, looking in the rearview mirror, were the right things to focus on to make sure
that you're developing as a professional and a leader?

Diana 00:24:44 | think one of the things that always becomes top of mind to me—and | try to
give examples of—is here's what I'm learning, here's what I've messed up on. | think it's
important to share your mistakes as a leader, and then just back to being human first, that has
certainly helped. But one thing that | always say is, like, we're all perfectly imperfect, and | think
that applies to us as people, as humans, but also as—hey, you don't get everything right. And,
actually, you don't want to. Because if you do, it means you aren't taking big enough risks.

So | think those are lessons I've learned. | think back often to early on in my career. | asked
questions. | sort of pushed the moment, and | was, like, a replenishment manager sitting in a
room proposing a new supply chain flow. And all of a sudden, all these senior vice presidents
came in, and |—I was kinda young. | didn't realize the impact of it. But as | look back, | think
about challenging, being willing to say, "Hey. We might make some mistakes, but | think this will
make us better".

And | think just having that experience through the years and giving examples of where it does
work or where it doesn't work very publicly definitely has helped build sort of the opportunities
I've had as well as the teams and the talent that have wanted to work on my team, and also
done some amazing experiences to really improve the business.

Matt 00:25:57 Sure. Awesome. So to wrap up here, we always ask our guests if there's a saying
or mantra that helps encapsulate their professional journey. So what comes to mind for you?



Diana 00:26:06 So it's funny. | have two boys. | mentioned earlier, the Walmart test babies
when | was running that department. And they're not anymore. Yeah. Now they're nine and 12.
So they're waiting on what's the cool thing Mom can teach them now. Many times, they're
teaching me things now. Uh, funny how that changes.

But | would say the thing that comes to mind is the thing | tell them every night when | put
them to bed. | think it matters both personally and professionally, and it's: "Be kind, be curious,
be inclusive, and tell the truth always". And | think if you take those just general thoughts to
your day, | end my day with my boys all the time with that, and it's important to me. And | also
try to remind my teams, like, "Let's take care of each other". Let's make sure that we're looking
at the data the right way. We're looking at the hardest metric. We're pushing ourselves. That's
really how | try to approach both my personal and professional life.

Matt 00:26:51 It's clear that you focus on a values-based system. That trickles down from the
people who you work with, the way that you look at the brand, the way that imparts the
experience on the physical retail locations, and ultimately, how it touches the member.

Diana 00:26:06 That's right.

Matt 00:26:51 And if you're saying "truth" is a through line, | think, then you can know that
everything is gonna be in a framework that's gonna deliver the experience that you envision.

Diana 00:26:06 That's right.
Matt 00:26:51 Yeah.

Diana 00:26:06 And it can be the little things. It's bringing a little bit of joy with the teams
laugh. We added confetti when you signed up to be a member at Sam's Club. Like, hey—it's a
little thing. Right? It makes it fun. It's something that's a surprise and delight. So | think that just
kind and joyful approach definitely makes a difference.

Matt 00:27:28 Awesome. Well, | think that this talk's gonna make a big difference today with
our audience. | think that you have a very unique leadership and strategic approach to building
experience, and I'm looking forward to seeing you continually succeed with Sam's Club and
your membership community in the new year.

Diana 00:27:43 Thank you. Thanks for having me.

Matt 00:27:44 Absolutely. Thanks for joining. On behalf of Suzy and Adweek team, thanks
again to Diana Marshall, the EVP and Chief Experience Officer at Sam's Club, for joining us
today live at CES. Be sure to subscribe, rate, and review the Speed of Culture podcast on your
favorite podcast platform. Till next time, see you soon, everyone. Take care.

The Speed of Culture is brought to you by Suzy as part of the Adweek podcast network and
Acast creator network. You can listen and subscribe to all Adweek's podcasts by visiting


https://www.google.com/search?q=https://adweek.com/podcast

adweek.com/podcast. To find out more about Suzy, head to suzy.com. And make sure to
search for the Speed of Culture in Apple Podcasts, Spotify, or anywhere else podcasts are
found. Click follow so you don't miss out on any future episodes. On behalf of the team here at
Suzy, thanks for listening.



https://www.google.com/search?q=https://adweek.com/podcast
http://suzy.com

