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Rick: All right.  Hey Chad, welcome to The Inside Social Media Podcast.  Thanks for 
coming on today. 
 
Chad Mitchell:  Thanks for having me Rick, really appreciate it. 
 
Rick:  Absolutely.  So, Chad let's jump right into it here.  This show is all about 
simplifying the fundamental social media strategies that are working for the biggest 
brands in the world.  It's about hearing what big brands are doing well in social media 
and then how we as small business owners can model and apply those principles to our 
businesses within our often minimal social media marketing budgets.  Now, can you take 
us inside Walmart social media strategy?  How do you and your team leverage social 
media for the biggest retailer in the world? 
 
Chad Mitchell:  Sure, happy to take you through that.  So, I think the first thing that I 
ought to do is just make a brief distinction between what we do over here and what my 
colleagues do.  We're on the marketing team just so there isn't any confusion. 
 
Rick:  Sure. 
 
Chad Mitchell:  There are lots of different social media platforms out there and I know 
that millions if not hundreds of millions of people interact with our brand online everyday 
and so they're probably used to seeing the @market at Walmart handle, the Walmart 
Facebook page and those are marketing efforts that are really designed to interact with 
our customers on a kind of commerce basis whether bringing them into stores or driving 
them to our global e-commerce site online where they can purchase products. 
 
So over on the corporate affairs side of things, corporate communications, we're really all 
about protecting, defending and enhancing the reputation of the world’s largest retailer 
which is a challenge a lot of days.  There are good things and there are bad things and 
everybody has an opinion and they're entitled to have an opinion, but we don’t want to let 
a lot of that go unanswered and there's a lot of great things that we do at Walmart that the 
most you know, the majority of folks probably are not aware of and so we're looking for 
any opportunity out there to tell our story. 
 
So, what we're trying to do with social media and with our digital communications 
everyday is look for where those conversations are happening and go meet those folks 
digitally online and interact with them and tell them some of the things that we're doing, 



clear up any misconceptions that people may have and we're really active and engaged on 
a day to day basis trying to see where those things are happening and how we can interact 
with those folks because when you think about Walmart, you know we serve about 140 
million customers in our stores each week and we've got a system that’s put– 
 
Rick:  Each week? 
 
Chad Mitchell:  Each week, each week.  There are about 140 million customers that 
come through our stores and so when those folks are in the store they can walk up to a 
manager.  They can walk up to any associate.  There's lots of different ways where they 
can give us feedback and we're always looking to get better and a lot of those suggestions 
are then implemented in the stores and we take that back and we think about ways to 
improve the shopping experience in ways that we can continue to always deliver on our 
promise to help people save money so that they can live better. 
 
And we're trying to do the same thing online, so you know folks that are having 
conversations about us, folks that are talking about being in Walmart and then a lot of the 
folks who were mentioning us online just don’t shop with us.  They might be in parts of 
the country where they can't get to a Walmart or they're just not familiar with our brand 
and so if they're out there having a conversation about Walmart and it's relevant to what 
we do and some of the big initiatives that we support then we think it's incumbent upon 
us to go out there, meet them, introduce our brand and tell our story and so that’s what 
we're trying to do everyday with social media for Walmart. 
 
Rick:  So, how do you find those conversations that are going because one of the biggest 
challenge that I hear from readers and listeners is they're overwhelmed with all the social 
options out there and it's essentially paralyzing.  They think they need to be on every 
platform and what they end up doing is essentially kind of wasting their social media 
efforts, so as a small business owner the fact that there can be so many touch points is 
really overwhelming.  So, how do you guys decide which platforms to be on and how do 
you guys find those conversations that are going on and choosing to engage in those 
conversations. 
 
Chad Mitchell:  That’s a great question and you know as challenging as it is for us I 
can't imagine what it would be like you know as a small business owner.  I can try to put 
myself in their shoes and think about just the daunting task of all of the conversation 
that’s out there and try to get your arms around it I, you know, when we first really began 
our efforts to not get on social media because a lot of my predecessors had created 
handles and had created processes for Walmart to be out there and engaged in 
conversations. 
 
But my team came on board and we really wanted to put a strategy behind why we are on 
social and what we're doing out there and I was just overwhelmed at the sheer number of 
mentions of Walmart everyday and then how do you sort through what matters and what 
doesn’t matter because you’ve got people just check in and saying hey, I'm at Walmart or 



I'm taking my grandmother to Walmart and those things aren't relevant for us when it 
comes to protecting, defending and perhaps enhancing the company’s reputation. 
 
We're looking for where somebody is either spreading inaccuracies or just haven’t had a 
good experience and we can go address that or if they're saying good things about the 
company, we want to amplify that.  So, you know, how you evaluate those channels I 
think it continues to be a work in progress.  You know I think that one of the more 
frustrating aspects of our jobs is as the managers of digital communications at social is to 
your point kind of the proliferation of channels and platforms everyday. 
 
So, how do you stay focused and how do you avoid kind of shiny objects syndrome.  You 
know, let's not go chase the latest, greatest thing and we really made a conscious decision 
about a year and a half ago to focus on kind of what was right in front of us and so that’s 
the Walmart Facebook page which I didn’t check it this morning, but last time I looked 
was somewhere around 30 million fans. 
 
We had a number of Twitter handles so that was a fairly obvious platform for us and then 
LinkedIn as well is where we had a pretty good base established and so when you think 
about the audiences that we're trying to reach, those three channels make a lot of sense in 
terms of the way that they break down in terms of audiences where our customers might 
be, where influencers what might be, where opinion at least might be. 
 
Those are all the different kinds of audiences that we're trying to reach and so those 
channels do a pretty good job for us.  Now, along the way you’ve seen a number of others 
that, you know, Pinterest comes to mind, Instagram comes to mind.  What's the business 
cases is a kind of the lens we look through, so why would need an Instagram account for 
instance. 
 
For example, when you're talking about reputation you're talking about big initiatives like 
women’s empowerment and our commitment to hiring veterans, well the answer is you 
don’t.  You know it just doesn’t make a lot of sense for us to be investing resources there 
and I think that as we go through this interview, I hope what your listeners will come 
away with is that we're not that much different, belief it or not, from a small business. 
 
We have a very very small team and a very very small budget for a company our size and 
so if we were to chase every channel out there, we would just end up really diluting our 
message.  We wouldn’t have enough resources to support a handle and so when we look 
at different platforms and different channels that we want to get involved with, it's really 
a resource question. 
 
Do we have enough content to support and an identity on those handles?  Can we truly 
engage with customers there?  Then if the answer is no then you know, we'll just put it on 
the back burner.  We'll keep an eye on it and I think the one that we're continuing to play 
around with from a corporate affairs’ standpoint, what we do is really Pinterest because 
we do a lot of stuff in the healthy food space. 
 



We've got a commitment to you know lower sodium and repackaging and all of those 
kinds of things because we don’t think that our customer should have to choose between 
what's healthy and what they can afford.  Those should be the same thing and so we've 
launched this great for you initiative.  We've gone out and commissioned a whole lot of 
recipes that are healthy and affordable and it tastes great and those obviously lend 
themselves to like a Pinterest where you’ve got pictures of the food and we've got a lot of 
ready-made content there. 
 
But it really comes down to our staff resources, our budget and where our audience is, so 
if our audience isn't on a channel then it doesn’t make a lot of sense for us to go spend a 
lot of time over there.  And then can we support it because I think one of the, I think the 
risk for Walmart when you look at any of those channels is starting and then failing 
because of our size. 
 
You know there's kind of an expectation that you're supposed to have a certain number of 
followers and a certain number of likes and I guess the double edge sword with social 
media is it's all right there in front of you.  You can't really make up website analytics, 
you know, like I could for our corporate site if I wanted to.  It's all right there.  You got 
your likes.  You got your fans.  You know how many people have re-tweeted, engaged, 
pinned whatever the channel you're on and there's kind of this expectation that oh, you're 
Walmart, you're supposed to have this big following. 
 
That’s not really in alignment with what our strategy is but it's still something that I think 
about and you know the last thing that you want to do is make a big splash, create a 
handles and then realize a couple of weeks into it that yeah, you made a bad decision and 
then pull out and that’s what I'm trying to avoid. 
 
Rick:  Sure, sure.  So a couple of points that you made there Chad that I want to kind of 
jump back on, so I think – first of all, I think what we can take out of what you just said is 
that you know find out who your – make sure you know who your customer is and then 
what's your goal and then align those two things with the platform.  So, you have to 
understand what the platform is about and what the primary thing that platform is doing 
and then align it with your goal and with who your audience is and then focus on one to 
two, maybe three of those platforms and really go deep on those platforms rather than 
saying, as you mentioned before, spreading yourself too thin and chasing that latest shiny 
object. 
 
So, I think that’s a real lesson there and it sounds like that’s what you guys are doing.  
Now, you mentioned the Twitter handles, can you talk about – so there's multiple Twitter 
handles that you guys are managing it sounds like.  Can you talk a little bit about what 
those are and why you have multiple handles? 
 
Chad Mitchell:  Yeah, absolutely.  So let me just put a kind of fine point on what you 
just said. 
 
Rick:  Sure. 



 
Chad Mitchell:  I couldn’t agree with you more.  I think you summed it up perfectly and 
that’s really what it came down to for us and when I get up in the morning and if 
somebody were to ask me what it is that my team does or what we think about, it's really 
three things and you covered them all.  It's content, audience, and channels. 
 
So without great content, you're dead in the water and I mean it's a cliché but content is 
king and you’ve got to tap with content but then it's our audience.  It's where is our 
audience, how do we build our audience, do we need a big audience and really 
understanding what their needs are and it really – this I think, you know, it transitions 
nicely into your last question because it was really when we laid out the Twitter strategy 
and some of our other social media strategies, it was really about the audience and letting 
the audience determine our kind of editorial counter and our publishing schedule and I 
think like most big brands and most big businesses, Walmart has been accustomed to 
talking about what it wants to talk about when it wants to talk about it and where it wants 
to talk about it and we do work in the corporate affairs department. 
 
We do support corporate communications and media relations which is you know 
entirely, almost entirely driven by press releases and organizations from political 
candidates to big brands and anywhere in between, they release a press release when they 
want to, you know, when they have news and we really kind of said, look guys, we can 
tell you when our audience is online.  We can tell you what our audience is talking about.  
We can tell you what our audience wants to talk about. 
 
So let’s let that drive our decision making and so I think you summed up the previous 
point exactly right and I do think that is kind of a learning here for any business of any 
sizes.  You’ve got to know who your audience is and you’ve got to know the channels 
that they're on and you got to know what kind of content they want to consume. 
 
Rick:  Sure. 
 
Chad Mitchell:  So you know that as the backdrop.  That was kind of what we were 
thinking with the Walmart Twitter handles and there were a couple of different ones like 
I said when I got here and when my team got in place.  There's our marketing colleagues 
and then there's us over here and there's different functionalities and I think on any given 
day the interesting thing about Walmart is there's pretty much not a day that goes by, in 
fact I can't think of a day in my three years here where something unusual, unexpected, 
out of the norm doesn’t happen at a Walmart and that could be a marriage proposal.  It 
could be a wedding in the parking lot. 
 
I mean they're from the absurd to the really joyous celebrations and then those things 
kind of pop up on social and then there are initiatives that we undertake and there are 
contributions that we make in communities where we are and we've got – I don’t want to 
get my numbers wrong, so I'll just say more than 4,000 stores in the U.S. but it's even 
more than that when you count all of our different operating units. 
 



So there's, you know, we're in every state and we're in every community so that there's 
not a place in America that we don’t touch and so all of this stuff comes in everyday and 
there's just too much.  There's too many conversations about us.  There's too many 
conversations that we're engaging in for one handle to support that and it would just lead 
to huge audience fatigue. 
 
I think if any normal person yourself and myself included were to follow a handle that 
talked that much through the course of a day, you’d un-follow them or unlike them or 
whatever the platform is.  So, we had to make a conscious decision that what really 
matter here was quality over quantity and so as I alluded to earlier, I think the double 
edged sword of social is that it gives you the ability to almost eavesdrop on a 
conversation, but really listen to conversations and understand what people are saying 
about you. 
 
The downside is that everybody is out there talking and there's this numbers game and so 
you want to be the brand with the most followers and so I think most people have been 
conditioned to want to build the biggest following possible and what we had to explain to 
people was it's really not a quantity thing.  It's a quality thing and what we want to do is 
we want to create a handle for you that is specific to your issue that folks will follow and 
understand what it is that you're going to talk about everyday and then have a disciplined 
editorial calendar and a disciplined listening and monitoring strategy so that we could use 
those handles to talk about the relevant issues. 
 
And that was a bit frightening for folks because we took a big kind of Walmart Twitter 
handle that had, I don’t know, 150,000 or 200,000 followers and we said we're going to 
create, you know, five or six new handles from scratch and so that’s kind of scary to 
people who are communications professionals who are tasked with getting our message 
out to the broadest audience possible that you take them from, you know, the belief that 
they're talking to 200,000 people and going to zero overnight. 
 
So, we had to kind of sell the idea that really what we wanted to do was create these very 
specific handles to talk about very specific issues so that the audiences that were 
following them could have an expectation as to what we're going to talk about and that it 
wouldn’t suddenly be a press release about hiring veterans and then all of a sudden an 
announcement about a contribution we made in the market to then responding to a crisis 
at a local store. 
 
So some of our biggest issues are in the environmental and sustainability space, so we 
created a handle Walmart Green which is the handle designed to support those issues.  
So, they talk about solar panels in our stores and they talk about our commitment to 
renewable energy. 
 
Then we've got Walmart Giving which supports the Walmart Foundation, which is the 
philanthropic arm of Walmart which last year for the first time of any retail brand gave 
over a billion dollars in giving last year and so the Walmart Foundation is a huge 
philanthropic organization that is designed to support all of the communities where we 



operate and obviously based on what I said earlier, you know, we're everywhere so we're 
trying to support all of these communities where we are. 
 
So Walmart Giving talks about that and how we support great causes like Dress for 
Success and The Boys and Girls Club and the YWCA, all those organizations.  We have 
a handle for some of our public policy issues where we will communicate with elected 
officials and their followers, and that’s Walmart Action and that’s really about when 
we've got kind of a store sighting issue in a market or we're doing something in that 
space, we use that handle. 
 
We've got Walmart Newsroom which is really kind of our press handle where a lot of our 
press releases and stuff will fall.  And then we've got Walmart Healthy which is I alluded 
to earlier.  It talks about great for you and all of our commitments to healthier food.  And 
when we went through this exercise, there were a lot of other suggestions on the table and 
it really came down to the conversation you and I had earlier about knowing our audience 
and then having enough content to support that channel, so back when we developed the 
strategy, veterans is the best example of one that I could think of back then that was 
important enough and it's a topic that Walmart is so supportive of and hiring our veterans 
when they come home, having a job for them, but we just didn’t have enough content at 
the time to support it. 
 
So, we're still trying to figure out exactly where news about our commitment to hire 
veterans goes and for the most part it goes through Newsroom and then you know what I 
think is the really cool wrinkle there is that we use a platform that helps us monitor and 
analyze the performance of every piece of content so we know what performed and what 
didn’t perform and then at some point during the day when we've seen that our audience 
is online in the biggest – when most of our audience is online, there will be re-tweets 
from those kind of children handles into the parent handle which is at Walmart hub. 
 
So there's kind of an aggregation and then a re-tweeting thing going on so that the smaller 
niche audiences so the people that care about sustainability see their tweet, but then if 
there's a particular one that the audience really engages with and interacts with, it will 
kind of bubble up and then be re-tweeted later in the day through our big handle, our 
bigger handle which is at Walmart hub. 
 
So, it really has worked quite well so that you know what it has done is really helped 
change the mindset about releasing content and pushing out content and engaging in 
conversations when we want to and really being much more responsive to our audiences 
and it's getting better about the kind of content that we create quite frankly because it's 
right there on the numbers. 
 
If a piece of content doesn’t perform then we need to change our game plan and we need 
to do something different the next time and really be responsive to our customers and the 
people talking about us, so that’s what we did when we kind of re-thought our presence 
on Twitter. 
 



Rick:  Got you.  And I think that’s been a big shift over the past little while because 
when social media really start to kick in with Facebook and Twitter and so forth it was all 
about numbers.  It was all about quantity and you know you were really judged on like 
you mentioned before on those numbers whereas now it's more about like you said 
quality. 
 
So, you’ve mentioned several times now about content and creating content there's a lot 
of talk about that here in the podcast and how social media is really about creating 
content and it adds value to your consumers, but the problem for small businesses though 
is it tends to be time and resource intensive, but you know with that said and you guys are 
creating a lot of content with all those Twitter handles and I noticed on your Facebook 
page that the content that guys post tends to not be overly produced yet you get a ton of 
engagement among your 30 million plus fans. 
 
Can you kind of give us – you know, give myself and my listeners here maybe a few tips 
for sort of simplifying content creation for small businesses so it's not so overwhelming 
and intensive? 
 
Chad Mitchell:  Yeah.  And I think that the acknowledgement needs to be made that 
your listeners and small businesses for the most part don’t have the luxury to create great 
content like we might be able to.  We've got some folks here in-house that can produce.  
We've got outside agency support that can help us produce and that’s not always the case 
for small businesses and so I think the recommendation that I would make or what they 
can learn from us is that if I was a small business owner or if I was counseling one, I'd 
tell them to focus on one thing and whatever that one thing is I think it might be 
providing value to their audience. 
 
I think it's probably building loyalty and trust and building brand ambassadors and so 
whatever that value proposition is I think each business owner would have to decide if 
you're a restaurant or a dry cleaner or a printing company.  You’d have to figure out what 
the value proposition is for your folks and then focus on it.  And then the other one is you 
know it doesn’t have to be – I think we started to make the distinction last year between 
kind of high fidelity and low fidelity in terms of the types of content and I always, you 
know, when talked about video, there was kind of the run and done and then I would say 
the Blair Witch version of the shaky hand, you know, handheld camera and then there's 
let's bring in a camera crew with a lighting kit and a sound kit and it's really about, at the 
end of the day it's really about the storytelling and I don’t know that it's necessarily about 
how polished it is. 
 
Obviously if you are trying to kind of pull off a multichannel approach that might include 
broadcast or some big thing like that and now I'm talking more specifically to brands that 
can afford that kind of ad campaign or that kind of marketing campaign.  You can't have 
kind of a low fidelity grainy video that you think you're going to run on TV so then those 
factors when it comes to the types of content that are produced, but you know as it relates 
to Facebook and I think this is probably true of a lot of the channels, you got to find what 



works, so that’s obviously the first thing that we think about when we produce content 
and we spend a lot of time last year producing videos. 
 
We did 25 of them last year that were – we saw them as to live better series and these 
were stories designed to kind of tell one person, one man or woman’s story about fighting 
hunger in America or hiring veterans and putting them to work or empowering women 
around the United States and around the world and what we found on Facebook was that 
the video didn’t work so well on that channel, but it worked really well on other channels 
and so it's constantly a learning for us. 
 
Like I said, we look at each piece of content.  We evaluate what we want to do and 
whether it's been a kind of a full blown storytelling infographic to something that’s much 
more snackable and it's just kind of a quick hitting piece of content, that’s what we think 
about when we produce content for a channel like Facebook and you know the truth and I 
guess I'm sure all your listeners know this and most of the people that are online on kind 
of social media programs for companies understand some of the challenges that come 
with Facebook. 
 
So, you build up a big audience and you only ever reach a sliver of them through any one 
post and so you’ve got to play around with your content to make sure that you’ve got the 
algorithm right so that the next time you put out a piece of really important content, 
you’ve done all you can leading up to it to make sure you get the most impressions and 
the biggest reach and so that’s kind of the thinking behind some of those kind of lower, 
low frills, user-generated type content post that you'll see on Facebook that go anywhere 
from a cute picture of a dog or cat to something that’s more core to our business like 
selling a product or some of the initiatives that I spoke about earlier, but at the end of the 
day producing that content can be challenging and I think when we first began the 
process it was very daunting to us. 
 
We thought that there needed to be lots of layers of approval and we're Walmart and so 
everything needs to be in adherence with brand and we have to be very careful about 
what we say and we realize when we got into it is that no surprise I'm sure to your 
listeners but authentic, authenticity counts, conversational counts and so overproducing a 
piece of content isn't always necessary and so we ask our fans all the time on Facebook to 
submit their pictures of their favorite family moment or what Christmas meant to them 
and you'll see those posts come up all the time and of course they perform because what 
people want to see is something that is it's like them. 
 
It's something that they can achieve or aspire to or reminds them of something personal to 
them and so those pieces of content perform very well and they work in our favor so that 
when we then come along with something that might be a little bit more hard hitting or 
more important to the core business, we do get good engagement rates and I watch them 
climb and climb and climb over the 18 months or so that my team has been engaged in 
that process and I think that at least in some of the conversations I've had with other 
brands I think we are doing a really really good job of getting some of these corporate 
social responsibility content on a customer facing brand site to perform way beyond all 



the best practice numbers that I've ever seen floated around for how your content should 
perform. 
 
So, I think we're quite proud of that, but you know to sum it all up I think that you can 
spend a lot – too much time and too much energy trying to produce the perfect piece of 
content and I think that one of the things I took away when my team went to New York 
last year to meet with Pepsi was it was right about the time that they had put up the Kyrie 
Irving video of him playing basketball dressed up as an old guy in school and all the 
youngsters, you know and they said it takes like 500 videos to find the one and it's kind 
of like the throwing of spaghetti against the wall to see what sticks. 
 
But you do have to play around with the content types and I think you're going to have 
some misses and I don’t think that you should be afraid of it and I say that not truly 
knowing if small businesses have the luxury of getting it wrong a couple of times like we 
do because of the number of posts that we have each week and each day.  You know if 
there's a bad one, it might get overlooked quickly and then we're on to the next one and 
when we have a really good one, it sticks and it stays high on people’s feeds so it gets a 
lot of attention.  But you know, if we're not overthinking it then I don’t think your 
listeners or small businesses should overthink it either. 
 
Rick:  Yeah.  And I think the key there is what you said before is use the resources that 
you do have and for many small businesses and the small business owners what they do 
have is maybe a smartphone or digital camera or the smartphone has a camera and a 
video camera on it and you know there are free apps out there.  Obviously, you can just 
take regular pictures with it, but you know there's – you can do Vine videos or you can do 
– I mean literally as we're recording this a couple of hours ago, Facebook came out and 
said that they introduced Instagram, the video function now.  There's a video function 
now in Instagram where you could take 15-second videos. 
 
So there's free tools out there and just really based on as you mentioned before what 
resources that you have and then sort of testing out which types of things are going to 
resonate most with your audience.  Now– 
 
Chad Mitchell:  Yeah Rick, I – I think sorry, really quick.  I think that’s really smart 
advice for folks and especially these you hit on with Vine.  I know when it first came out 
and you know one of the things that I rely on my team for and some of the support that 
we get is just kind of weighing in on some things and helping me develop a point of view 
and I had some thoughts of my own when I first started to get familiar with Vine, but I 
did ask for some additional thoughts and what people thought of it. 
 
And you know something that we really struggled with when it first came out in terms of 
understanding what in the world can you do because we view ourselves as storytellers 
and it's all about bringing some of these things to life so that when you're a company of 
our size and your foundation gives a billion dollars, these are all big, huge numbers for 
people who comprehend and so it's really about how do we tell that one story of the one 
woman here in Northwest Arkansas that was in an abusive relationship when we helped 



her through a program called Dressed for Success, get back on her feet and get into the 
workforce and how do you tell that in six seconds for instance on Vine. 
 
And we kind of just sat on the sideline trying to figure it out and I've seen Coke and some 
other big brands now start to do it and Red Bull and some others really really do it in a 
quite clever way and I've also been fascinated to see some of like the food, not the food 
network itself, but some of the food programming folks throw together like recipe Vines 
and so like in six seconds you're trying to learn how to cook a dish and so I think there's 
an awful lot of applications there and people shouldn’t just hear six seconds and think 
well, I can't do a video in six seconds and as you mentioned now having 15 seconds, you 
just bought yourself nine seconds. 
 
But you know one of the things that we learned with all of our content, our videos last 
year is your audience is not going to stay with you for even a 60-second video unless it's 
really something – you know, they're looking for kind of that smash hit viral thing, so six 
seconds, 15 seconds I don’t think people should be afraid by some of the limitations that 
are on these things and if you can't do it in 140 characters or in 15 seconds then that 
might be kind of a warning that maybe it's not worth doing so. 
 
Rick:  Sure, sure. 
 
Chad Mitchell:  Yeah. 
 
Rick:  How does Walmart measure all of your social media efforts, so that tends to be the 
million dollar question here on the show and not just for you guys but for everybody who 
comes up and I love hearing everybody’s different answers.  So, how does Walmart 
measure your efforts? 
 
Chad Mitchell:  Yeah, a couple of different ways and a couple of different ways we're 
still trying to figure it out.  So there's obviously the metrics that are right there in front of 
your face for likes and shares and comments and we don’t use – we haven’t come up with 
our own algorithm yet to weight one thing more than the other so, but it does go into 
consideration, so when we look at a report each week of the content that we've shared 
with marketing for Facebook and they send us back a report, you know, we look at the 
sentiment of the conversation.  Was it negative?  Was it positive?  What were the likes?  
What were the shares?  What were comments? 
 
And while you know I think you just kind of go on gut that a share or a comment is 
probably more valuable than a like because of the level of engagement that somebody has 
shown.  They're willing to invest the time to do more than just click on the like button, 
but we haven’t come up with a formula yet like my friend Ashley Brown, he’s down at 
Coke.  He’s got an amazing algorithm where they weighted all this and they come out 
with a score for each piece of content. 
 
I'll admit we're still trying to figure that out and we haven’t quite figured out what counts 
more than anything else.  So, we're using a lot of just very obvious analytics and metrics 



that anybody has access to through the normal platforms, but you know what it does do 
for us – and then when you get into Twitter, we do evaluate kind of the performance each 
tweet that we put out and was there a call to action and was there a link, was there a 
picture, what was in there, so all of that is going into kind of a broader effort that we have 
right now, a broader measurement thing that we're going through to kind of come out for 
us in a place where Coke has come out for them. 
 
So what we're going to do is slightly different because there are a couple of different 
things that we're looking for.  We're looking for awareness of some of our signature 
issues so as we go out and then what you're trying to do is you're trying to use traditional 
polling to kind of see the penetration of social media and so having come from a political 
world like I did I'm not sure that that works yet. 
 
So, if you're going to do traditional polling which for the most part folks know is 
constricted to or relies on landline phones which are becoming fewer and far between 
everyday, the crossover between measuring social impact through kind of traditional 
landline phone-based polling is a little bit not altogether perfect.  And then when folks 
recall where they saw a piece of information at least in our experience is what we're 
finding is that they’ll then cite the local news. 
 
Even though that we know that they saw it on Facebook or Twitter that somebody, you 
know, Rick hosts the local news story, well they're not saying that they saw it from Rick 
on Twitter.  They're saying that they saw it in the local news and so we're trying to figure 
out kind of where those things are, but for what we do with reputation, it's really about 
what are our numbers in terms of what do people think about us.  Where is our 
reputation?  Are they aware of our issue?  Where have they seen it?  So what's the 
penetration and try to figure all out. 
 
Hopefully where we're headed is really being able to quantify and qualify the ROI or the 
impact of our social efforts and unfortunately I haven’t figured it out.  If you or any of 
your listeners have, I would probably pay for it.  We're spending a lot of time trying to 
figure it out and you know just here a couple of weeks ago, we had our big annual 
shareholders meeting which at Walmart is it's part business meeting, it's part rock 
concert, it's probably unlike anything that anybody has ever seen and this year we had 
Hugh Jackman as the host and Tom Cruise popped in and Kelly Clarkson was there and 
so we did big huge social integration this year. 
 
We brought tweets into the arena where we have our big meeting and we trended that day 
and we all got very excited and it was a big deal for those of us who do this everyday and 
then I knew what was coming.  I knew what the very next question was from my 
readership.  So, what impact did it have?  And the answer was I don’t know, you know, 
because we can't go measure one moment in time to see well, did Walmart’s reputation 
go up three points at that exact moment where were trending. 
 
We haven’t gotten kind of the polling I guess matched up in a one to one basis, so a lot of 
this is hard to figure out and one of the things that I think is a joy in working here is that 



we're all very honest with ourselves and you can't go back and say oh well, it was our 
Twitter party on the release of Twilight that sold all those DVDs.  Well, there was a 
whole lot of other stuff going on in terms of promotion and multi-channel because one of 
the things that we don’t do around here is that we don’t – and maybe we do in other parts 
of the business, so let me just qualify that answer. 
 
In my part of the business, we don’t ever say we're going to just do this one thing on 
Twitter or on Facebook and it's something that I think we're eventually going to have to 
do in order to prove out whether the channel is worthwhile so that if we sell or we sold all 
these steaks, was it because of the steak over commercials during Master Chef, was it 
because of in store promotion?  Was it because of Facebook? 
 
They're a little bit more sophisticated around the marketing side in being able to track 
back sales.  Over here, we're having a little more challenging time tracking it back to, was 
it the press release?  Was it an in store event?  Was it something that we did on Twitter or 
Facebook?  So, I think that’s kind of a run on answer to your question which is we 
figured out some of it, but I don’t think we figured it out at a level of sophistication that I 
feel like I'm telling your audience something they don’t know. 
 
I hope that just being honest saying we're still figuring it out will give people hope who 
are also still trying to figure it out because I think it's tough.  I think it's tougher than 
pretty much anything I've ever done where there are some traditional measurement that’s 
there and you can pretty quickly determine whether your efforts matter or not and so I 
think the only way to prove it maybe is to go dark and see what happens, but I don’t want 
to do that. 
 
You know I don’t want to – I don’t necessarily want to prove that we don’t have value, so 
I like to keep thinking that we do have a lot of value to the organization, but at times it's 
hard to tie it back to one particular thing. 
 
Rick:  Yeah, I think the good lesson there is just that you're right.  I mean, first of all, feel 
better in the fact that you're not the only brand who has not figured it out and that type of 
answer has been pretty consistent on a sea among you know that these biggest brands in 
the world that have been on the show here, so you're certainly not the only ones there and 
I think that, you know, we as small business owners can really take comfort in the fact 
that even the biggest brands in the world haven’t figured it out yet either. 
 
You know you guys are – I mean we're all figuring it out as we go along here, but no one 
has really sort of figured out that exact formula for making that measurement piece work 
yet, so thank you for– 
 
Chad Mitchell:  Yeah, and – sure, and it feels a little bit to me like one, somebody 
figures it out, they’ll probably try to put it in a box and then sell it to everybody, so once 
one agency figures it out, I think they’ll try to sell it to every client and what I think we 
figured out is when we look at brands that we think do a good job at some of this stuff 
like a McDonald’s or a Coke, what they had figured out is entirely unique to their 



business and the way that they're kind of evaluating story placement or the way that 
they're measuring some of their social efforts and so while we've learned a good bit from 
some of those companies, when we get into it, there are some things that we then do that 
are really unique to our business and so we're not going to count or wait as heavily as 
some of the things that other companies – well, that’s entirely fine. 
 
You know that’s what matters to them.  There are some things that matter to us a little bit 
different and I wish it was that easy.  It's just like I'll take one of those measurement 
things off the shelf and apply it to my business, so I think everybody should find some 
hope that it's one of those things that folks are still trying to figure out. 
 
Rick:  Sure, sure.  So Chad I have two more questions for you. 
 
Chad Mitchell:  Sure. 
 
Rick:  Two more questions here, we're kind of coming up on time here.  I could 
definitely talk to you for hours here.  So, let's bullet this out here, so let's say you're a 
small business owner with very little budget for online marketing, but you still want to 
leverage social media to market your business, let's bullet it out here, what are three 
things that you would do to start out? 
 
Chad Mitchell:  You know I think if I had a small business, I think I'd be very concerned 
about my word of mouth reputation obviously rather than try to gloss over any problems 
online.  I'd probably try to fix them then offline and in my place establishment, but you 
know I think reputation.com does great things on a small scale and on a big scale, but you 
can scale it out so that it would matter. 
 
So if I were a small business and I was suffering from some online challenges or even if I 
was enjoying a good online reputation and just wanted to enhance it, you know, it's a 
thing that I think is a place that I might start and then I think a lot of the just kind of small 
business chatter lives and breathes on Yelp and on Google with reviews and with 
customer comments and so I think there's, you know, to your point to bullet this thing 
out, I think those are some places that I would start and then I would, you know, to the 
conversation we were having earlier I would gather as much information as I could 
before I ran off to create content. 
 
So like you and I talked about earlier, I would – there's an awful lot of public available 
information out there about your customers.  You obviously – if you're a small business 
owner, you know who your customers are.  They come in whether, like we said earlier, 
you're a dry cleaner, you know who they are.  If you're a restaurant, you know who they 
are and so then you can go look at public studies and available psychographics and 
demographics to understand your audiences and so I think there's kind of a couple of 
channels that I would invest in would probably be a bullet. 
 
There's gathering up as much information about my customers online and offline as I 
could and then go from there to develop content that matters to them and if you're a small 



– if you're a restaurant, then you know maybe it's – you're releasing the specials and 
you’ve got a coupon offer at your restaurant or you're doing a happy hour.  You’ve added 
something new to the menu and getting out there talking about that kind of stuff. 
 
If you're a dry cleaner, there's all kinds of appropriate examples, but if you're going 
online to kind of address some problems that you have then you know I think there are 
some things that you would do and if you're starting off in a good place and you're just 
getting online to go meet your customers and maybe build your business, I think there's 
areas where you can go there and really hone in on your particular area because the – I 
guess the beauty there is that you don’t have to try to boil the ocean. 
 
You can really use information that’s available to everybody to go after your audience.  If 
I was back where I grew in Vienna, Virginia, there's no reason to start marketing to 
people in the Carolinas therefore.  If I'm truly a small business, you're just going to pull 
from a certain amount of radius and so I think that helps with your resources and your 
budget and the time that you would need to spend. 
 
Rick:  Yeah, I think – just to kind of add to that, I think a point that’s often lost for small 
businesses is that it's a simple notion of asking, asking your customers.  Like, you know 
where do they hang out online?  How do they like to be engaged with?  And you don’t 
necessarily have to have a physical business in order to do that.  If you have an online 
business, you have an email list, you can just email them.  You know just the simple 
notion of asking them what platform, where they hang out in social media, where they 
hang out online, how do they like to be engaged with and then you be there, too.  So– 
 
Chad Mitchell:  I think that’s a great point because one of the things that I think that my 
team is here for is to provide some consultation advice to other parts of the business that 
develop communications, plan to do outreach and they come over and they want to ask 
about the latest and greatest and I don’t think we're being obstructionist but we will often 
advise people like you don’t need to create a Twitter handle when you're trying to get a 
message out to 40 people.  Do you have all those contacts in your email list? 
 
And then they say yes and you go well then why don’t we just do an email and so I think 
some of the simplest solutions to your point really works for that when we think about the 
crucial role that small businesses play.  It's really in developing those relationships with 
your customers.  I think you and I would both say the reason you go back and you 
patronize a small business moving forward is that you’ve really gotten good service that 
they provide a value add to you and so if I was at dinner at some of my favorite 
restaurants here in Northwest Arkansas and they came up and ask me to fill out a 
comment card or give them my contact information then you gladly do that.  So you're 
able to really build a list in a way that is much easier than you think and it all goes back 
to what you said which is to ask.  You know it's really simple, just maybe ask. 
 
Rick:  Sure, sure.  Chad, last question for you here, what are the trends in social media 
that you're seeing over the next year or so and how do you see those trends affecting 
small business? 



 
Chad Mitchell:  That’s a great question and it's one that we wrestle with and you know, I 
think that one of the values that I bring to this organization is that I've been in kind of the 
broader communications field for what feels like forever now and so I've got – I've tried 
to build out a great team that I think probably knows the ins and outs of social a lot better 
and it's better at kind of looking into the crystal ball to figure out where the trends for us 
are moving forward, but you know what – and this is based on kind of a user group of 
one which is myself. 
 
You know I think it's about good service and it's about conversation and it's about being 
authentic, so if I want to engage with a brand online, small business or big business, 
you're looking for a response.  I think you know what gets frustrating is when there's not 
a response at some of these channels that allows you to reach out and ask questions and 
get satisfied as a customer I think, maybe that’s not a trend but maybe that’s kind of the 
bread and butter and that’s what's core to why folks are on the channel. 
 
But I think for us I guess and I don’t necessarily know that it's a trend, but we're certainly 
focused a whole lot more on mobile and being compatible on those channels than we've 
ever been and when you start off on one of these efforts and you're developing content, 
you don’t often think about what is your infographic or video look like on a one inch by 
one inch screen and so I think, you know, that might be a trend, that might be a trend 
from the perspective of the brand that’s serving up content, but you know I think it's also 
a trend from the consumer standpoint so we see it with the shoppers who are in our store 
and you’ve seen this a lot. 
 
I think it's called showrooming where folks are in a store and they're looking at products 
and then buying it online and there's different points of view from retailers on whether 
they like that or not but folks just become more mobile connected everyday and more and 
more folks, you’d think at some point that participation in social networks would kind of 
hit critical mass but you look at the numbers everyday and whether it's growth amongst 
senior citizens or whether it's a growth amongst kind of teens in college, the audiences 
grow everyday and I think we're going to continue to see a proliferation of channels and 
if I could figure out what the next you know Facebook was then I'd probably start 
investing heavily. 
 
So, I'm not exactly sure I can make a prediction, but I think that you know the trend for 
us are where we're going to focus is just continuing to know where our customers are and 
the kinds of content that they want and then meeting them where they are.  So, I think 
that if anyone is still clinging to the notion that they can create a destination site and that 
if you build it they will come. 
 
I think those of us who build websites in addition to social gave up on that 10 or 15 years 
ago, so you’ve got to go meet your customer where they are and be willing to serve up 
the content where they're already at and where they're already having the conversation, so 
it just seems to me that people and consumers are going to continue to get smarter.  
They're going to have access to more information right at their fingertips and just being 



honest and authentic at all times is what you’ve got to do.  It's a lot easier to call 
somebody on it now because you got everything that you need right there at your fingers. 
 
Rick:  Sure, sure.  Okay Chad, I lied.  One final question for you and this is – I'm going 
to put you on the spot here.  If there was a movie made about you, what actor would play 
you and why? 
 
Chad Mitchell:  That’s a good one.  So, I hope that you and your audience will give me 
a little bit of artistic license here and let's put all of the kind of TMZ things aside because 
I'm not necessarily sure that I could name an actor off the top of my head who hasn’t at 
some point in their life had a little bit of controversy, so as I think about the movies that I 
like and the ways that the characters or the actors had portrayed the characters that I like 
then I think of Kevin Costner, I think of Mel Gibson who are both way better looking 
than me, so I would like either of them to play me because I think I would come off much 
better in the movie than I do in real life but it would probably be one of those two guys. 
 
You know one of the things that I tell my co-workers around here is that if it's not 
animated, I probably haven’t seen it.  I've got two kids and so I'm heavily into the 
animated Pixar, you know, Dreamworks kinds of movies and so I probably don’t have as 
much familiarity with younger, hipper actors that could probably play somebody who 
works for a brand and does digital but aside from working at Walmart, my biggest 
passion in life is golf and Kevin Costner pulled it off pretty well in Tin Cup, so you know 
one of those two guys probably. 
 
Now, again, please put aside all the lunacy that either one of those guys has gone 
through, so I'm not ascribing myself to any of their personal beliefs but in terms of 
movies that I like and guys that I think are pretty cool, it's one of those two guys. 
 
Rick:  Cool, cool.  Thanks for being a good sport about that. 
 
Chad Mitchell:  Yeah, absolutely. 
 
Rick:  So, Chad before I let you go, how can people connect with you?  How can people 
connect with the Walmart brand in social media? 
 
Chad Mitchell:  Yeah, absolutely.  So let me put a shameless plug in for our corporate 
website which is a little bit boring these days but it is our bread and butter and it's where 
people can always go get the latest information and facts on the company if they're 
interested which is corporate.walmart.com, not a lot of fancy stuff there.  I am trying to 
steal some ideas from Ashley and the Coke team because I think they do their corporate 
website in an amazing way, but for me it's @cmmitchell4 so C-M-M-I-T-C-H-E-L-L the 
number 4 on Twitter. 
 
Still a relative newbie, I sat on the sidelines for a long long time because I just wasn’t 
sure that I would be a very interesting follow, but I think that I offer some observations 
on social and on Walmart and on golf and the CAPS and Penn State and everything else 



that’s interesting to me but then to follow the brands, you know, you can go to 
@walmarthub and then you can look at any of those subhandles that you and I talked 
about earlier to figure out which one means the most to you and I will tell you that if you 
follow @walmarthub, then you're going to get a lot of Walmart information, so if you're 
really passionate about one of those other things that we kind of segment out then that’s 
probably the best handle for your listeners. 
 
Rick:  Great.  And I'll be sure to link up all those links up in the show notes. 
 
Chad Mitchell:  That would be awesome. 
 
Rick:  So Chad thank you so much for being on the show today.  I really appreciate it.  
So much great information and thank you again. 
 
Chad Mitchell:  Thanks Rick, appreciate it. 
 


