Kenneth 00:00:0

And where we kind of aligned on was this idea that Levi's as a brand has, if you look at it across
history, has always been and continues to be kind of this uniform, this unofficial uniform for
people that are driving progress and are game changers, that are move makers, people that are
driving their world forward. And you've seen that from generations before, and you see that in
present time.

Matt 00:00:29

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're
thrilled to be joined by Kenny Mitchell, the Global Chief Marketing Officer at Levi Strauss and
Company. Under his leadership, Levi's has launched bold collaborations with cultural icons like
Beyoncé, Shaboozy, and Nike, redefining what it means to be both a heritage brand and a
cultural trailblazer. Kenny, so great to see you.

Kenneth 00:01:09
Matt, I'm so excited to be here. Thanks for having me.

Matt 00:01:13

Absolutely. Really looking forward to this. One question that came up constantly as | was
prepping for today's chat is Levi's is such an iconic brand in American history, and you are in
the position where, obviously, you need to hold on to that heritage and trust and brand equity
pillar, but at the same time, move the brand forward for tomorrow's generation of customers.
Talk to me about balancing that as a CMO and stewarding this brand forward.

Kenneth 00:01:41

Amazing. So it's a great place to start, Matt. I'll say that it's a real privilege to have the
opportunity to work on such an iconic brand that has an incredibly rich heritage, but also is
relevant now, both from a pop culture and a subculture perspective. So one of the things that's
been really energizing for me as I've come on board here at Levi's is we started the early
journey of kind of establishing the brand's point of view and perspective as we're thinking
about the next chapter. And where we kind of aligned on was this idea that Levi's as a brand
has, if you look at it across history, has always been and continues to be kind of this uniform,
this unofficial uniform for people that are driving progress and are game changers, that are
move makers, people that are driving their world forward. And you've seen that from
generations before, and you see that in present time. So we've kind of landed on that point of
view or perspective as a bit of a sharp point. And what it allows us is it actually allows us to pay
homage to our past and our history, and it's very, very unique to our brand while look towards
the future and showcase and highlight the ways that the brand is incredibly relevant right now
for consumers around the world. So it's a big-time privilege. And one of the things, Matt, that is



particularly unique about the brand is that it is remarkably elastic. It's a highly, highly
democratic brand. So if you were at Fashion Week this year and you would see Levi's with Sakai
going down the runway, you could also, you know? So, here we are in partnership with one of
the leading brands from a fashion perspective. You also see us connected to deep subcultures.
And working with our partners with Nike was the launch of our Air Max 95.

Matt 00:03:38
Yeah. It also could be looked at as a blue-collar brand, too.

Kenneth 00:03:40
Absolutely. You can look at us from a workwear perspective, from a Western perspective. It's a
brand that's incredibly elastic, and it's a fun thing from a marketer's perspective.

Matt 00:03:51

Yeah. For sure. | know recently, and I've mentioned at the outset, Levi's a partner with some
major celebrities. And in the world where people are questioning, like, what makes a celebrity in
the world of the creator economy, and you have people who are unrecognized to most people
that have a 100 million subscribers on YouTube. So we're in this sort of weird gray area, but yet
there's some celebrities like Beyoncé that kind of stand the test of time and is actually still a
real Hollywood A-list celebrity even in this day and age. Talk to me about your strategy with
working with celebrities, why it's still important for a brand like Levi's, and where the creator
economy fits in.

Kenneth 00:04:31

Absolutely. So I'd say at a high level, Matt, one of our core strategies is to ensure that Levi's
stays at the center of culture. And we look to do that in a myriad of ways because the brand is
so elastic and so democratic. So on one hand, we show up very often adjacent to, connected
with, and outfitting some of the biggest icons in the world. So Beyoncé is a great example of
that. The work that we've done with Shaboozy is actually a really good example of that. And
then at the same time, we show up very meaningfully in subcultures, as I've mentioned before.
And subcultures can come in the form of working with creators and influencers that have deep
followings with their particular vein, or showing up in areas that are relevant for our brand, but
actually have a deep kind of cultural connection. So when we show up with our intent to be in
the center of culture, we typically do it through the prism of fashion. We do it through the
prism of music. We'll do it through the prism of sports, and we'll do it broadly through the prism
of, I'd say, like, arts and cultures. Levi's is often considered this canvas for self-expression. So in
those veins, Matt, those are areas where we focus on going deep into subculture. So it's just as
likely you'll find us partnering with Colors, a music platform for discovering up-and-coming
artists, or the Boiler Room, which is, it's a bit of a, if you know, you know platform for people
that are into DJs and house parties and music. And that's an example of some of the elasticity
of the brand, where we could show up with a Beyoncé and also be in the Boiler Room, and it
actually makes sense because we're a brand that has that type of elasticity.



Matt 00:06:18

Obviously, Beyoncé is a huge investment both for the brand and the capital that, you know, is
required to deploy such a celebrity partnership. Like, how do you gain conviction that this is
right for our brand? | know it's gonna work. I'm willing to make a big bet.

Kenneth 00:06:31

Yeah. So I'd say when we think about conviction behind, like, big ideas and big bets, | think
there's two pieces that we think really deeply about. One is we want to make sure that it is kind
of connected to our business strategy. And the second is we want to make sure that there's
this authenticity and this relevance connected to the program, to the partnership, and the way
that we go to market. So if | were to use the REIMAGINE campaign as an example, our business
strategy, they're pretty clear. One is around being in the center of culture, so this definitely
checks that box. Another is around being a D2C-first brand, so thinking about our
direct-to-consumer business, our stores, and our e-com channel. So, so much of what we did
was really coordinate pretty meaningful and impactful commercial moments connected to the
partnership to help drive traffic, to help drive the increased rate of sale around items that were
important. Connected to that strategy is winning with women, and this obviously squarely falls
in that direction. And a third component of it is around, like, literally amplifying our global brand
and global IP, and there are very few partners that have such amazing global relevance than
what we did with Beyoncé. So from a business strategy perspective, check, check, check. And
then, when you think about an authenticity and relevance perspective, Levi's and Beyoncé have
had been connected in some way for decades. She was a part of a campaign with Destiny's
Child back in 2000 and 2001 with the brand, with our "Super Loose" product at the time, and
had a bit of a relationship through some of our entertainment marketing team with some folks
on her side from a styling perspective. So it was not a surprise that she'd actually selected
Levi's shorts to wear during her Homecoming film and her performance at Coachella. So there's
been a bit of an authentic connection and brand fandom that were there. So you get those two
ingredients, and that gives you some good confidence that there could be a successful
marriage.

Matt 00:08:43

Yeah. It's fascinating. So let's talk a little bit about the consumer. Obviously, the consumer and
their tastes and behaviors are changing, it seems like, faster than ever before. What are the
biggest shifts with the consumers and some emerging trends that you have your eye on
heading into 2026 that you think are relevant to Levi's brand's business?

Kenneth 00:09:03
That's a great question. I'd say that one of the things that's been really interesting for our
category is the speed by which trends from a style perspective are happening.

Matt 00:09:14
What's driving that, Kenny, in your opinion?



Kenneth 00:09:16

| think part of it is there are just so many platforms and ways that people are inspired and get
and seek inspiration that your connection to style, to trends, to what may be happening in
culture that may be interesting to you, you just have more access to it and more frequent
access to it. And culture moves more quickly now than it ever has. So you bring those things
together, and you'll have what we talk often, particularly when we're looking at some of our
innovation. You got the baggy trend that's happening in major ways, but you also have the
skinny trend that's beginning to come back.

Matt 00:09:55
So | don't know which one's more in right now, baggy or skinny. I've seen both of them. And bell
bottoms, | know, at one point, out of flak.

Kenneth 00:10:01

Exactly. You got your boot-cut fit. You got your baggies. You got your bell-bottoms. You got
crop shirts and tops happening, but you also have things that are, like, very loose and flowing.
So | think it actually, on one hand, creates a tremendous opportunity because there's just kind
of so many fertile options and opportunities from a fan perspective. At the same time, it
challenges your ability to kind of, like, focus behind big bets that you think are gonna be
successful in the marketplace.

Matt 00:10:31

Does Levi's—or | know this precede your time at Levi's. You were at Snap during the pandemic,
which we could talk about separately. But does Levi's business get hurt during a pandemic
when everyone's home and everyone's buying athleisure? Because there was that huge boom
of athleisure brands, which | think has kind of cooled off a little bit. Is your business susceptible
to things like that?

Kenneth 00:10:53

Well, I'd say, first and foremost, it's a brand that's been around for 170 years. So it has seen
many, many cycles and is a business that has been able to sustain itself and stick around and be
successful. But to your point, before | arrived here, the experience with the pandemic, my
understanding of it, looking at the data is that like many apparel businesses and retail
businesses, as folks came out of the pandemic, you have, like, a pretty big spike in consumption
and activity that Levi's, like many other brands and businesses, experienced. And I'd say the
larger point from a Levi's perspective is that when consumers are feeling times of uncertainty
or times of challenge, they tend to gravitate to brands that they trust and brands that deliver
quality and brands that kind of represent them in their identity. And Levi's has been uniquely
positioned to be able to get through those cycles, to get through challenging environments
because of the power of the brand.



Matt 00:11:57

Yeah. | think another broader shift, at least that I'm seeing, is at least in the workplace. And, of
course, some businesses are still hybrid, but as people fully return to office, it just seems to be
much more of a casual wardrobe approach where | think suits and ties seem to be going away,
at least from this focus group of one. And | would imagine as people feel more comfortable
wearing jeans in to work, then there's more occasions for people to purchase your products.

Kenneth 00:12:25

| think you're absolutely right. | think there's a casualization of the workplace that's happening
globally, frankly, and that just offers more options for our consumers to figure out how they
express themselves and how they show up. And it's been a great opportunity for the Levi's
team to help to be a part of that.

Matt 00:12:43

So, of course, your business has been around for 170 years, and one thing has definitely
changed is the way in which you garner eyeballs and attention. And right now, that is done over
the mobile device and in social media and in places like TikTok, as you well know. And that
comes down to stories and telling stories. So as a CMO, what is your approach to storytelling
from taking the assets that it is the brand and your products and some of these partnerships
and bring them to life through digestible stories to be shared where your consumer is?

Kenneth 00:13:14

That's a wonderful question. And | think one of the things that is sometimes a bit of a misnomer
is the importance and the power of storytelling. Regardless of how folks are consuming or
getting exposed to storytelling, it is still remains incredibly powerful as a vehicle to build brand
love, to get attention for your products and your services, to drive that commerce for your
business. And when | think about our approach to storytelling, | think of it kind of through two
veins. Like, one is if you had a four-quadrant box of things with the axes being relevant and
irrelevant and things being expected and unexpected, you want to be in the quadrant of
unexpected and highly relevant. That ends up being a part of. You think about some of the best
storytelling that you've seen, some of the brands that have been really sticky.

Matt 00:14:08
Like, Martha Stewart and Snoop comes to mind as, like, a partnership that no one would expect,
and that's relevant but super unexpected.

Kenneth 00:14:15

That's right. So you want to be in that quadrant. So that to me is, like, one of the first things
that you need to think about is, is it really aligned with our brands? Is it really aligned with our
consumer? And, also, is it, like, unexpected? Is it something that's able to catch and garner
attention? The other thing | think about is | personally use a bit of a framework, call it C AS.E,,
so C.A.S.E. | need to trademark it at some point, but it's a little bit of a framework that | use



that's actually specific to storytelling. And it stands for four things. So it stands for creative,
authentic, strategic, and emotional. So as you're looking at storytelling, your first thing is, like, it
has to be interesting. It has to be creative. You have to take a bit of a novel way in, and maybe
it's driven by insight. Maybe it's driven by what's happening culturally. Maybe it's driven by your
specific point of view, but you gotta find a creative way in to be interesting. Second is you
want to be authentic. Authentic to the brand, so something that is actually really true for you,
but also authentic to your fans or your consumer base. So, something that really connects well
with them. The third is strategic. And | like to say that creativity without a strategy is art, and
not in the business of making art. It's actually needs to be answering the brief. It needs to be
highly strategic on what it is that you're trying to accomplish. And then the last is emotion. It
has to make you feel something. So that something that you feel that could be inspiration. It
could be aspiration. It could be joy, but it has to make you feel something. So if you have
storytelling that is coming from a unique point of view or a creative perspective that is
authentic to your brand and to your consumer, that is on strategy in terms of what you're
intending to deliver, and it makes you feel something, that is a good set of ingredients for
strong storytelling. And, Matt, to me, that is regardless of the platform. So whether you're
talking about digital and native storytelling, whether you're talking about out-of-home or
television, those components remain very true. And the brands that are doing that well are
winning.

Matt 00:16:17

We'll be right back with The Speed of Culture after a few words from our sponsors. You had
mentioned earlier that your D2C business allows you to harness a ton of consumer data and
along with it consumer insights. How are you leveraging data as part of your overall role as
CMO? And where does Al play into both how you leverage data and how you bring these
stories to life here in 2025, or it's a buzzword you obviously can't escape?

Kenneth 00:16:44

Absolutely. You and | should put .ai after our names. We probably could go out and raise some
money. So we're in a pretty privileged position to have a decent amount of data and
understanding of our consumers and of our fans, whether it be through transactions that
happen across the business, whether it be through our loyalty program, and how we leverage
those insights for our CRM. And | think at the highest level, our data allows us to be more
efficient and more effective with our marketing efforts and our spend at the highest level. And
when you think of things like Al, we've been leveraging Al as a tool to help us with things like
personalization, help us with things like targeting, help us with things like content development
and personalization, kind of connected to that, helping with things like analysis and how we
think about leveraging our insights to help drive action, to help us, frankly, automate some
things that highly repeatable and maybe of high volume, but don't necessarily always need a
human hand to guide. So we think about automation and enhancement of work streams, and
also helping to drive some of the efficiency and effectiveness of our efforts and our spend, as
how we're using data and Al specifically in some of our working efforts. One example | often



like to talk about, which is one of my favorites, is we're basically within our CRM. We are being
able to do, I'd say, like, personalization at scale with a lot of our messaging outreach, and it's all
powered by Al. So whether it be the messaging, the copy, the imagery, the targeting, like, so
much of that is being leveraged through Al, and we're seeing such improvements in impact
across the business.

Matt 00:18:33

Yeah. I'm doing a lot of work on hyper-personalization as well, and it's interesting because it's
something that we've been talking about in the marketing and advertising industry for so long,
but | believe it wasn't until now where we can truly pay it off, where if you have a database of
customer records and you know information about that customer, you can use large language
models to hyper-personalize messaging and deliver it to an individual based upon if they have a
family, where they live, the types of styles that they usually gravitate towards, and really speak
to them. And | think | often get asked, like, what is the difference between, say, Gen Z and Gen
Alpha? Like, this new generation? | think this new generation is gonna expect that brands talk
to them as an audience of one. And if you look at sort of the trajectory of demographics, wasn't
too long ago, we're talking about, like, the 18-t0-49 demographic. And now it's the
demographic of Kenny Mitchell or Matt Britton, and | think that's fascinating to think about as a
marketer.

Kenneth 00:19:28

| think you're absolutely right. | think that the tools are available for us to be more and more
personal. | think the expectation is that things will be more and more personalized. If you are a
social media user, you don't even realize the level of personalization that's happening behind
the algorithm connected to the content that you're receiving. And | think that whether that is
on social media, whether that is on the streaming programming that you are exposed to, and
whether that's connected to messages you might see from a marketing perspective or you
know, e-com experiences. | think that, to your point, will become kind of the commonplace
expectation.

Matt 00:20:04

Absolutely. So | want to shift gears a little bit and talk about you and your career journey. |
mean, just looking at your LinkedIn and the places that you've served, it's like a dream career
road map, spending a lot of time and Gatorade and obvious and NASCAR, and doing a lot on
the sports side and then going deep into culture of places like McDonald's and being at Snap
and leading its brand during the heyday of Snap and is obviously still a great company and
serving on multiple boards. When you look back at your career, | just have a couple of questions
for you. First and foremost, being like, what makes a great teammate? Like, what has stood the
test of time as things have changed, that you look at somebody and you're like, that is a great
teammate, somebody that | would want to work for me or I'd want to work for them, and things
that you really find valuable, allowing you to kind of reach your ultimate potential as a
professional?



Kenneth 00:20:52

Oh, man. That's a heck of a question. | really like it. And it really resonates with me because | am
a former team-sport athlete, and it's a big part of my identity, a big part of how | see the world,
and a big part of how | show up. So I'm a former point guard, and point guards are often, you
know, like the coach on the floor. Point guard is, part of your job is to make sure you, based on
the talent on the team, put people in their best positions.

Matt 00:21:21
Yeah. Make everyone around them better.

Kenneth 00:21:22
Yeah. Make everyone around you better.

Matt 00:21:24
Who's your favorite point guard of all time, Kenny?

Kenneth 00:21:26
Isaiah Thomas.

Matt 00:21:27
Yeah. | love Isaiah.

Kenneth 00:21:28
That was my favorite point guard. It aged myself a little bit.

Matt 00:21:31
| loved Isaiah growing up, too. You're not aging me at all.

Kenneth 00:21:33

Yeah. When | played in high school and college, | wore number 11. Like, he was my idol. But one
of the things about being a, participating in team sports is there's so many, like, valuable
lessons that come with it. The notion of this preparation and practice and hard work, and
training, and how you see outcomes on the court or on the field connected to that. Sometimes
you are the leader. Sometimes you are a follower or a team member, making sure that you know
and understand and digest, like, the game plan and the strategy, and can actually go out and
execute it, and also learning to deal with success, learning to deal with failure, and learning to
deal with people that are not like you and working towards a common goal. So there's a bit of
me, to answer your question directly, that looks for attributes that I'm familiar with in terms of
people that are good teammates. Good teammates, they put in the effort first and foremost.
They are so willing to roll up their sleeves and kind of apply their skill in whatever way possible.
They're often selfless, so focused on the core goal, but also have, like, a bit of selfishness when



it comes to leveraging their talent and their skill set and get it to the best of their ability. You
want to feel that fulfillment. You want to feel like you are really contributing, but you also have
this mindset connected to this common good in trying to get through it. | place personally a
tremendous amount of value on, I'd say, like, authenticity, honesty, people that are, like,
forthright; people that you build passionate relationships so that you actually can go through
hard times together. And | put a lot of value behind that. | want someone that is constantly
curious and trying to learn, because whether it be in sport and you're trying to perfect a skill or
in business and how quickly the world evolves, the industry evolves, the marketplace evolves,
you just gotta have that natural curiosity and, hopefully, a desire to be great as a part of it, but
that curiosity, which is critically important. So I'd say, Matt, broadly speaking, | tend to think
about the principles connected to sports, to being a good team member, to some of the
attributes that lead to successful, like, athletic careers are very, very applicable.

Matt 00:23:49

100%. | make those analogies all the time between things that happen on the court or on the
field and what happens in the boardroom. | mean, there's so many correlations, and it is
ultimately about trust and teamwork and leadership and all those things that make you win.
And, obviously, that and learning from the losses and all those things. So speaking about
learning from just those who have achieved a lot, when | look at your career, and when | look at
everything you've achieved, obviously, you wouldn't have been able to do this and accomplish
what you have without making some smart decisions along the way. So my final question for
you before we wrap is, as you look back on your career journey, what are some of the things
that you think you've done right? Whether it's decisions you've made or areas that you've
leaned into that have put you in a position where you are today?

Kenneth 00:24:35

That's a great question, as well. So I'd probably say two kind of core principles connected to
some of the things that | feel like I've done right. The first principle is | feel like in many cases in
my career, | zigged while others zagged. I'd say the second is | got some really good advice
early in my career about, like, really kicking ass at the current job that I'm in and how that
actually can help drive success in the future.

Matt 00:25:04
| mean, versus, like, always looking around the corner to what's next.

Kenneth 00:25:07

That's right. So the whole zig while other zag point that I'll give is one of the better examples of
it when | was kind of mid-career on the Gatorade business. And | had a new CMO who had
come on board, Sarah Robb O'Hagan, who | love and is a friend and mentor of mine. And she
had come from Nike, and she had a bit of a vision for the Gatorade brand that had this idea
around, like, democratizing sports and kind of broadening Gatorade's kind of its surface area
for stick-and-ball sports. It was like if you probably brought in a little bit from the Nike, "If you



have a body, you're an athlete," and kind of meant somebody. So she had kind of challenged
the business, so, like, to think a little bit more broadly, and where's the next kind of frontier
Gatorade should be thinking about. | mean, | had an opportunity to kind of tackle that project
and ended up focusing on action sports, interestingly enough. So skateboarding, BMX,
snowboarding, etcetera, as kind of a really interesting frontier for Gatorade to play. It made a
lot of sense because physiologically, kids are athletes, definitely are active a ton. They're
competitive in many ways, but it's also a bit of a lifestyle and culture as well, which we want to
be careful about how you bring a brand new into that space. So so many of my colleagues and
peers kind of came to Gatorade because of the connection to the footballs of the world, the
basketballs of the world, the baseballs of the world, etcetera. And I'm like, actually, this new
space is really interesting. And there was a bit of a zig while others zag kind of, like, moving into
a different kind of unknown frontier, frankly, for a brand that's kind of known very well in the
stick-and-ball space and moving into a space that | personally was not familiar with. I'm a
former, like | said, uh, college basketball player. So | wasn't a skateboarder or a snowboarder
myself, but really kind of ingrained myself in in partnership with others into the mindset, into
the sport, the space, the the whole deal. And it ended up being a very successful program
launch, many year kind of campaign and initiative that | think literally colleagues of mine saw it
differently. Like, oh, that felt like a little risky or a little bit off the agenda, and | was like, no. This
actually is really interesting. So there have been other pivots I've made in my career. You
mentioned | worked at NASCAR for a bit with some really fine folks there. Those are things that
almost in some ways, represented a zig or a different approach.

Matt 00:27:33
Right. Going outside your comfort zone.

Kenneth 00:27:34

Exactly. Where others were zagged, and that has actually paid off incredibly well for me. | can
look back at some of these decisions and experience I've had that paid off in the long run.
When | go to Snap and realize that some of the things | was asked to do and some of the
experience | had there were actually relevant to some of the work | did when | was at NASCAR,
just as an example. And when | come to Levi's, which was an amazing iconic brand, I'm able to
marry some of the great work | did on the Gatorade business with some of the learning and
insights | had from working deeply in tech and social media from a platform perspective to help
take an iconic brand and also make sure we're bringing it forward in a modern way as a
marketer. So, look, that kind of zig, why you zag kind of choices and decisions, of | didn't even
have the foresight to know that they would, but they've kind of paid off.

Matt 00:28:25

Yeah. You never know it at the time. Right? And it all connects, you know, everything you were
talking about in terms of being a great teammate and also kicking ass in your job, you're in, and
just having your head down. And over time, it kind of all comes together. | do think that a lot of
people right now see everyone else "killing it" on Instagram and not having patience to go



through the journey that you or | have gone through. And there's really no way around it,
despite what you might think are quick shortcuts to success. It takes a lot of time and a lot of
learning and ups and downs to get there.

Kenneth 00:28:53

Yeah. You've gotta get those battle scars, but you kind of have to walk that walk in order to kind
of confidently go into those next things and do it on the foundation of experience and of
strength and have a little bit of that conviction that you mentioned earlier behind certain
programs. And some of that is just built on those critical experiences and some of those
choices.

Matt 00:29:13

So, to wrap it here, we always ask our guests as a final question if there's a saying or a mantra. |
have a feeling that you have many, being a former athlete and, obviously, someone who is a
student of culture. But what comes to mind for you as a saying or mantra that you think helps
best encapsulate your career journey so far?

Kenneth 00:29:30

So the saying or mantra that may help encapsulate my career journey the most is this quote
from Mike Tomlin, who's a football coach for the Pittsburgh Steelers. And he had this quote:
"The standard is the standard." And the story behind it, and at least where it got on my radar,
was in the 2009, 2010 season with the Pittsburgh Steelers. They end up winning the Super
Bowl that year, and they're having a pretty successful season as they're going along, despite
the fact that they're experiencing injuries to key players. So, like, their defensive captain, Troy
Polamalu, he was injured and out for a bit. Their tight end, Heath Miller, he was injured and out
for a bit. Even their quarterback, Ben Roethlisberger, was injured and out for some time. Where
despite that, the team kept on experiencing success, particularly during the regular season. So
they're at a Monday night football game. They interview coach Tomlin, and he's like, what's
been the key to your success? And his answer was that with the Pittsburgh Steelers, they have
a standard. Standard of excellence in terms of how they prepare, how they train, how they have
the attention to execution, and how they kind of rely on each other to go out and perform. And
regardless of the individual, obviously, very talented individuals, but there's a standard of
excellence and expectation for the Pittsburgh Steelers for that specific position, whether it's
defense, quarterback, running back, etcetera. And regardless of circumstances, like the
standard is the standard. And for me, the way that I've kind of translated that into the work that
I've had the privilege to do is I've had the privilege to work on really iconic brands and
businesses, and many of which have an incredible standard in terms of their brand, their brand
heritage, their brand history, the storytelling connected to it. And myself and my team, we have
to live up to that standard. We have to live up to that legacy, so we can't let good enough be
the answer.

Matt 00:31:36



Or lean to excuses, which | think is so easy to do.

Kenneth 00:31:39

Yeah. We have a standard to live up to. | mean, when | was in graduate school, | studied case
studies on Levi's and some of its iconic storytelling from the eighties and from the nineties.
And so that's the history and foundation that we are kind of responsible for moving forward.

Matt 00:31:55
And stewarding. Yeah.

Kenneth 00:31:56

Yeah. Exactly. So if that's the case, like, the standard is the standard, and we should be at all
times aspiring to do the best work of our careers, particularly on the iconic brands that I've had
the privilege to work on. And I've definitely held that as a mantra and a truism. And anyone
who's worked on my team, if you were to ask them kind of one of the lessons from Kenny or
one of the principles that he's had all of us aspire to, that's gonna be the one.

Matt 00:32:21

I love that. Well, it's clear you set a high standard for yourself, your brand, your career. You've
also set a high standard for podcast episodes. | think this was a fantastic one, and | can't wait
for our audience to hear it. So thank you so much, Kenny, for joining today. It's been a fantastic
chat, and look forward to seeing your continued success with the Levi's brand.

Kenneth 00:32:39
Well, thank you. Really enjoyed the conversation, Matt. Thanks so much.

Matt 00:32:43

Likewise. On behalf of Suzy and Adweek team, thanks again to the great Kenny Mitchell, the
Global Chief Marketing Officer of Levi Strauss & Co., for joining us today. Be sure to subscribe
right when we view The Speed of Culture podcast on your favorite podcast platform. Till next
time. See you soon, everyone. Bye-bye. 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 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.
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