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Emily: Gen Z in particular has a whole different set of requirements and expectations of brands and
marketers. Andmaybe to your point, those generations that came before are a little bit about
message out, whereas I think that what definesmillennials in Gen Z is this notion of far more
porous brands. They want to be heard, they want to be seen, they want to be part of the brand and
not certainly somebody who you're speaking at, right? That's a surefire way to not succeed with Gen
Z. No question about it.

Matt: To thrive in a rapidly evolving landscape. Brandsmust move in 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. Today we're going to be speaking with Emily Ketchen, who's the
Global VP and CMO of Intelligent Devices Group and International Markets at Lenovo. Emily is listed
in Brand Innovators Top 100Women in Marketing. She's a Forbes Communication Council Member
and DEI Advocate. Emily, so great to see you. Thanks somuch for joining today.

Emily: Thank you somuch for having me. It is great to be here.

Matt: Absolutely. So, I was looking over your background and all the various places you've been
leading up to your current role at Lenovo. And it looks like you spent a good deal of time in the
agency world prior to working on the brand side. What were some of the takeaways that you had
fromworking at large agencies like Gray and Pulsus and McCann Erickson fromwhat you can
remember?

Emily: Definitely. So, I actually had the good fortune of working for somebody on the brand side
early in my career and shemade themove from the brand side back to the agency side and said to
me, I really want you to think about a career in marketing and that career in her mind could not be
fulfilled without proper agency experience and she said, I'm now at this agency way back in the day
Poppy Tyson the client was Toshiba. So, it was my first foray into technology and she convincedme
that the right thing to do would be to take a tour in the agency world and it's one of the best
decisions I've ever ever made. I think it's really hard to Understand what happens inside an agency
unless you get to experience it. So, we have a strong bias for that it was fascinating from a strategic
perspective to an account management perspective to a creative perspective. And the fact that
when you're on the account side, which I was at all three of those agencies that you referenced and
in technology, the opportunity is to usemultiple sides of your brain, right? The business side is like
the clients and the account. You're actually responsible for revenue and you're driving business. I
had a P&L in those organizations, but at the same time, you're using all of your creative skills to be
able to craft andmine for those insights and come together with an incredible strategy that lends
itself to great work. And you are the holder of the flame of the brand and of the creative expression
of that brand. And it's such a hugely valuable experience to be able to spend time on the agency
side and to knowwhat clients are looking for from that seat as you then pivot into the client side.
And I've been on the agency side, publisher side, client side. And I think it just helps you to be a little
bit better rounded, more empathetic, maybemore thoughtful about inputs to agencies. Sometimes
you'll encounter people who are like, well, call the agency. They can help us to solve it. And I
remember getting those calls.



Matt: Yes. Presumably, you would never ghost an agency when they submit a proposal because you
knowwhat it's like to be on the other side.

Emily: Exactly right. Yeah.

Matt: And the other great thing about agencies is you get to work on various different types of
businesses as well. And even if you're in the same category, you're going from one technology
company to the other, they have different cultures and you get to see the inner workings, the
different phraseologies, the metrics those companies use. And I imagine that also makes youmore
well-rounded and prepares you.

Emily: You're 100% right and you're never bored. Like you're stimulated all the time because the
other responsibility that a lot of account directors have in agencies is to be able to lend a hand on
new business. And so, your brain gets fired up because you're working on a new category or
something you haven't done, like, I led the technology practice. But I got to work on a pitch for a
financial company that was dealing with ETFs. I didn't even knowwhat they were really as a
financial instrument. We also worked on an airline. So fun different things that you get to
experience and you're right. The cultures of all of those companies are different, but here's the crux
of what's great about the agency side. And that is that there's a very common sense of purpose in
account teams, creative teams and strategy teams. You're all pulling for the client, which is so
rewarding. And it really, it helps develop that culture of what are we going to do for this client? So, I
find that to be super, super fun and super rewarding. It was a lot of fun. I spent a lot of time in
agencies.

Matt: So, and being someone who's been on both sides of the table now, youmentioned pitches.
What do you think makes a great pitch in an agency role?What sticks out to you as the things that
are just common when you walk away and say, we really know that, or they, meaning the agency
really knows that?

Emily: Yeah, I think a lot of it starts with an agency who really listens. Sometimes agencies lean into
their own bias and their own thought process. Andmy own experience tells me if you listen very
carefully to the assignment, that is really helpful, and come in with a fresh perspective on how a
client is looking to solve that problem, right? Clients generally go to pitch when they either have
something big that they want to do. They want to create a new campaign to launch a new product,
or, frankly speaking, they're looking to solve maybe an age old problem and they're looking for a
fresh perspective. So, the first thing I would say is great listening. The second thing I would say is,
don't underestimate the value of chemistry. You're going to spend a lot of time together, right?
You're going to meet, you're going to spend time, and then you actually step into a relationship with
an agency that in mymind is 100 percent a partnership. It's never going to work if it isn't that. And
so, you have to respect each other. You have to be able to have a great relationship. I think the
chemistry piece is borne out by two supporting pieces. One is communication. It's the basis for any
great relationship. I have to be able to tell you what's working, what's not. Honestly, this is a brand
problemwe have. Honestly, how would you help us to solve that? Or here's a brand opportunity that
we have. And how can wemake themost of that? And the second piece is collaboration. Rolling up
your sleeves and being super honest about what needs to get done and in howmuch time. Because
oftentimes you want very good, you want very fast, and you want not to be so expensive. And we
always talked in the agency.

Matt: I want all three.



Emily: Pick two.

Matt: Yeah, but the client would say I want all three.

Emily: So, I think having that level of honesty is really important. And I think at Lenovo in particular,
we really value the commitment to honesty and to partnership with our agencies and take that very
seriously.

Matt: Yeah, a big part of the partnership too, because I ran an agency for 15 years. And where we
had the best success with clients is when the strategist and the people on the agency side felt like
they had a license to push back and ask hard questions and not just be a yes man or a yes woman.
And basically, we use this phrase at Suzy all the time, the hippo, the highest paid person's opinion.
And a lot of companies operate that way, where everyone's at the table and they're looking at the
most senior decision maker in the room and they let them decide. And that's not where great ideas
or innovations come from. You talk about listening. Listening has to come not just from agencies, it
has to come from brands, right? They need to listen to their partners and they ultimately need to
listen to the consumer.

Emily: Yeah, I would say perfectly. And I'd be willing to bet that your agency was very successful
because you don't want to come in. That's exactly what I said. You don't want to come in with that
bias. And hippo is a great way to frame it, right? It's the most important person in the room. And,
you know, often they're wrong. They're not right, especially as you look at the influence of different
audiences and who companies are talking to. So, I think you're spot on and you have to be able to
push back. I think the other thing is, it is a great relationship. And I always felt this in my own
experience was when we were considered an extension of our clients team and vice versa, I look at
our agency partners as an extension of our team. So, we're in it together. And that makes a huge
difference. It's not, oh, we're the agency or we're the client and we expect you to solve the problem.
It all comes from that fundamental partnership and that desire to get to the best outcome for both.

Matt: Yeah. And I think a big divide that's happened, at least for the past decade, is you hadmostly
Gen Xers, in some cases, boomers who are in the C-suite. And those people did not grow up with
the Internet in the household. And then they're targeting a consumer base, much as Lenovo of
millennials and Gen Z consumers who grew up, you know, millennials grew up with the Internet in
the household. Gen Z grew up with the iPhone or themobile device as an appendage to their body,
right? It's a completely different consumer. And a lot of times themyopic thinking of people whose
brains, frankly, are wired differently is where a lot of the disconnect happens with their
communication strategy, the marketing strategy, etc.

Emily: Yeah, I could not agree with youmore. I mean, Gen Z in particular have a whole different set
of requirements and expectations of brands andmarketers. Andmaybe to your point, those
generations that came before are a little bit about message out, whereas, I think that what defines
millennials in Gen Z is this notion of far more porous brands. They want to be heard. They want to be
seen. They want to be part of the brand and not certainly somebody who you're speaking at. That's a
surefire way to not succeed with Gen Z. No question about it. So, I think you're absolutely right. And
you would hope that folks could take the time to be curious and use insights to learn about
audiences. So, if not, that's a problem. But I totally agree with you. You have to know this Gen Z in
particular is the very first generation ever to grow up as that digital native. They're cybrids. They
don't knowwhat it means to be without technology. Which I think actually for us at Lenovo is a huge



opportunity because we are a technology company and it's very natural for us to put technology at
the center of that conversation. So, I think you're spot on.

Matt: 100%. I mean, I just movedmy daughter into college, which was a crazy moment. But one
thing that struck me is none of the dorm rooms had a TV in them. None. They all have laptops, two
laptops in every dorm roomwith one for each student. That's a big shift. And that's where a
company like Lenovo, you talk about Gen Z consumers, these are the future operators of
businesses and they're not even thinking about bringing a TV into a dorm room.

Emily: I couldn't agreemore. You and I share that in common. What a moment of kismet. I was
moving my daughter back into college last weekend and so, we shared that. And you're absolutely
right. They can consume everything off of their devices, which is all the more responsibility and
opportunity for those of us who are in technology to create devices that fully surround you with
everything that it is that you need. Whether in the case of Gen Z, is it that they're gaming? Is it that
they're studying? Is it that they're consuming their programs and listening to music? It's all of the
above. So, I think you're absolutely right. It was very funny. We went downstairs in this house that
my daughter has moved into and there was a TV room and she just looked at me like, hmm, that
should be interesting. And there was no TV, to your point, in the TV room. It must've been an old
sign but I agree with you. And they are the future. And so, we need to make sure that everything
that we do, the way that we speak to them, the way that we create devices for them, the way that
we think about how they consume technology needs to be super thoughtful.

Matt: 100%. So before joining Lenovo in 2021 or 2020, you had spent nine years at Hewlett Packard,
which is a company that's obviously iconic. One of the, I guess, innovators in Silicon Valley and
obviously has had its challenges as of late, just based upon how quickly the technological space is
moving. Talk to us about your experience at HP, what you were able to take away from your time
there that prepared you for where you are today.

Emily: Yeah, I mean, I think reaching back into my own background, I've been in technology since
96. And so, I've been in it and around it for a very long time. And I think each of the different
companies I've had the opportunity to work with have brought something different to my own set of
experiences. And so, I think specific to that story, tons of different opportunities to work on the
consumer side, the business side. I had worldwide roles and CEO roles. Our family moved to
Singapore for two years and I ran the Asia Pacific region, which I think was really a fantastic
opportunity.

Matt: Is that a hard decision by the way, taking your family to Singapore?

Emily: It was not a hard decision. Here's how that went. I am actually a child of what I call the third
culture. So, I grew up the child of an expat and I had lived in seven countries by the time that I was
13.

Matt:Wow.

Emily: So, I really wanted to share this experience with my family andmy husband is a stay-at-home
dad. And so, my kids were going to be in school. I was going to have this amazing opportunity and
my husband and the dog were going to like being home in Singapore, right? So, he was the first stop
in terms of, is this something that you think would work for our family? And I spent a lot of time
talking to him about that opportunity and just wanted him to really be sure that it would work for us



and for our family. Our children were five and 10, which is like the perfect age to move kids around
the world. And he said, yes. And I said, well, I'm going to go for it, like, it's the only job I want. And so,
I threwmyself into that and got the job. Now it's fair to say from San Francisco to Singapore, you
really can't go anywhere further in the world. It's a very long way. And we did it. And I think the
incredible benefit was actually not something we thought about before we left, which was how
close that brought our family together. Because here we were four Americans living in Singapore
and living the third culture. You're neither Singaporean nor are you an American in America. And on
top of that, my kids were in a French school. And on top of that, I was in a brand-new role. So, if you
manage all of those dynamics together, I think we expect to have a good experience. We didn't
expect to become somuch closer as a family because of all the things that we experienced
together, so, it was great. And it was an easy decision to make. And then I had the opportunity to
come back and do the same thing for the Americas. And so, I think it's been a great setup for the
role that I have today at Lenovo, where I get to actually now lead themarketing for the entire
division of intelligent devices, which actually happens to also include Motorola. So, it's been super,
super fun.

Matt: And let's dive into that. So, you joined Lenovo still in the heart of the pandemic, September
2020. I know there's lots of supply chain issues and lots of considerations at that time. Howwas it
diving into a company like Lenovo in such a prominent role in the midst of the pandemic? And I
guess what have you been working on since that point?

Emily: Yeah, it's a great question. And it's a little daunting to step into an organization that you're
not super familiar with in a role where the expectations are very high in a place that you can't leave,
which is my o�ce andmy home. Now, the beautiful part of the story is technology actually was at
the center of my onboarding. And I was able to, with all the technology that we have, be at my desk,
be on camera, and get to know people really deeply, actually, over the nine months. I mean, I joined
in September of 2020, and we were locked in until like the summer of 21, right? It took a long time
for people to break out. One thing that I did was I was super conscious about taking every single
meeting that I possibly could on camera just to get to know people, see the facial expression,
relate. And it's actually in-

Matt: That can be exhausting, though, can it?

Emily: Super, super tiring. And I had to find ways to regenerate. In fact, I wrote a little bit about that
when I started the role. I had this kind of golden hour in the afternoons because the company being
based on the East Coast, it would be an early start in the morning. And then things would taper off
around three or four on theWest Coast and then kick back in again when Asia woke up in the
evening. And so, in those hours in between, I would walk the dog, get out in the sun, get out in the
fresh air and regenerate. But what was so great about it was the ability to truly connect with people
one-on-one. The one piece that I underestimated, and this is super, super interesting, is when
you're on whatever your company uses, Teams, Zooms, whatever it may be, you can't read the
dynamic in the room. And how important is that when you're in a seminal leadership role? Like who's
paying attention?Who's looking at their device?

Matt: 100%. Couldn't agreemore.

Emily:Who’s winking at the other person across the room, and you can't read those dynamics. So,
what I will tell you is the second that we opened up the ability to travel, first thing I did was go to
Raleigh. And I literally said to my husband, I'm gonna go for two weeks. And over the weekend, I'm



gonnameet people. I'm gonna dig in. We're gonna eat. We're gonna break bread. We're gonna spend
time. And I did that for six months. I think I went to Raleigh maybe eight or nine times in six months.
I went to every opportunity that I could get to spend time and build relationships. And then slowly
but surely over time, things began to loosen up and I could get overseas. And again, my first
summer post pandemic, I think it was the summer of 22, I was in Europe for five weeks. I happened
to have family there. My husband andmy kids went on vacation. But what I did was I spent time with
the Lenovo team in Italy and in Milan, which is a big center for us in the United Kingdom, in France,
really digging into the agenda that we had, which I think was also part of your question. We can
certainly talk about that, but it was all about creation of a reputation. It's wonderful when you start
with a new company because you get to start over in some ways. Obviously, you have your
reputation built. I've been doing this for 30, 35 years. Folks knowme a little bit, but what a great
opportunity to go in and define what I wanted to do both for the brand and for the marketing
organization. And so, it's been fantastic. And what a great company to join in a time like that when
technology is at the center. And then just how I was. Welcomed and treated and conducted this
major transformation of the organization, never leaving my home. It's kind of a fascinating story.

Matt:We'll be right back with the speed of culture after a few words from our sponsors. So, let's talk
about the Lenovo brand, because obviously you're in a high competitive space. You have companies
like Apple and Microsoft and HP, where you're from Latin, andmany others playing in that space.
How does Lenovo differentiate itself? What are some of the things on the brand side and the key
brand pillars you're leaning into as you continue to build the brand here in the United States, which
is I look at Lenovo still as somewhat as an emerging brand in the US compared to some of the
companies I mentioned. So, what are some of the key things you're focused on?

Emily: Yeah, that's fair to say. And I think that is exactly our opportunity. So, I think that's exactly
right. What attractedme themost about the company was the vision, which is really about smarter
technology for all, and this notion that at the heart of who we are and what we stand for in our
vision, it's all-around providing technology for everyone, which is very different than some of the
competition, if you think about it. So, democratization of technology and this extraordinary ability
to build products and services and solutions that are at a tremendously high quality, if you think
about some of the brands that we have inside of our portfolio, ThinkPad is legendary and known
worldwide for a lot of the equity that it brings. Yoga, this extraordinary form factor and category
creation that we put together and put into themarket. Motorola. So, a lot of those things really
attractedme, and the whole idea and the whole role was really anchored to how do we elevate the
brand in and of itself and compete against all of those very worthy competitors that you talked
about, and at the same time, really focus on amarketing transformation inside the organization.
And I led that by starting with setting up several centers of excellence, one all about insights,
because as you know, that's so, so important to great marketing. I put together a media COE
because I felt that it was very important for us to have a hybrid strategy, what's in-house and
out-of-house, and so a transformation there. A lot of work around ROI. There was a huge
opportunity to be able to share a little bit about how I think about ROI and connect it back to
insights in the context of what it is that you wanna do with the brand. And so, when you think about
our gaming brand, for example, Legion, mining deeply into insights, there we were able to uncover
that women feel very underrepresented and underserved in the world of gaming, and this was some
work that we recently did, because I think the insights told us that they don't feel like they're treated
fairly. A lot, 49% is the statistic that comes to mind of women who are in gaming have been
approached, or, oh, you're cute, cute outfit.

Matt:Marginalized in some way.



Emily: yeah. Exactly, that's a great word for it, marginalized. And just in an underrepresented
space. And so, we actually put together a campaign that elevated women, featured only women,
and featured them being able to go sort of from the boardroom into the game because the other
insight that we found was actually gaming hones your skills andmakes you better at what you do.
So, when you combine that fact with the fact that women are underserved andmarginalized, a lot
of women won't use a name that is female even if they use a neutral name because they want to be
able to compete fair and square. So, being able to take on that story and tell it in a unique and
compelling way that again is very authentic to Gen Z, is very authentic to millennials, I think was a
huge opportunity for us and it served us super well. It's been a campaign that has continued to
propel Legion to great places. So that's a great example of how you take those insights, youmine
them, you tell a creative story for the brand and you continue to advance the agenda. So that's a lot
of the work that I'm thinking about. The other thing is maybe how do you consider the value of these
different brands together? And I don't think that's been contemplated before. So, are there ways in
which ThinkPad can extend itself? And one of the things that we've done there, is crossing over
with our Motorola brand, we've recently launched a ThinkPhone. How amazing, right? A phone that
is designed just for business, that carries a number of the features that you need.

Matt: Enterprise-grade security, I'm sure.

Emily: Exactly, right. So, it carries the Thinks Hield brand, which is our security brand. And so that's
been really a wonderful journey in helping as a marketer to be able to tell and evaluate the promise
of those two brands together in the brand extension.

Matt: And how is the retail landscape changing in your category? Obviously, you have some
companies in your space that just go direct or have their own store. And I'm sure you partner with a
lot of various retailers and have a strong e-commerce strategy. Where's that all kind of shaking out?

Emily: Yeah, I think everything that we've learned from deep studying around the customer journey
is that there isn't one or the other methodology that is right. What we find is that when people are
making a really considered purchase, like a laptop or a phone that is expensive. They will want to
spend time touching and feeling and interacting with that particular technology. Think about the
story you told me about moving into college. Tell me that that particular device is not at the center
of your daughter's life. She wanted to touch it, she wanted to feel it, she's got it under her arm going
into class. It's a part of who she is. So, for us, it's about having that right balance of, I can find it
online, all searches start online. It's really important to have the right set of reviews so that people
understand what people are saying about your products, how the technology is stacking up. And
then, in my experience, they want to go touch it and feel it. How heavy is it, really? What does that
cover feel like? How do those keyboards feel? We have legendary keyboard status, and a lot of that
is just based on work that we've done. But it feels great. They're going to test, they're going to feel,
they're going to want to knowwhat that is like. And we find that to be a really important part of the
customer journey, again, based on insights. So, I think it's about balancing that go-to-market
strategy and having availability online and being able to do that with your partners in retail or in your
own e-commerce vein, and then being present where people shop.

Matt: That's the definition of omnichannel. Ultimately, buzzwords are thrown around. Another
buzzword is obviously being thrown around, especially here at the BrandWeek conference in Miami,
where this interview is taking place, is AI, especially here in 2023. How are you looking at AI as an
important ingredient to your overall marketing mix to use across various different applications?



Emily: Yeah, absolutely. We, like everybody, are super excited about AI. We're thinking deeply about
what it means for us, how it will actually improvemarketing. I'm very optimistic about that. And it's
super interesting that you raised AI because there have been a number of hype cycles, right? I
rewind back to things that we talked about two or three years ago, and we're all convinced

Matt: 3D printing, I mean, we've been going forever.

Emily:We are convinced that these things were here to stay forever. And I think that AI definitely is,
and I actually think that.

Matt: AI is what?

Emily: It's here to stay. Yeah, agreed. It's not part of the hype cycle. It's here to stay. And I think it will
actually really, really help us. It will help marketers come up with new ideas, I think. If you think
about generative AI and the queries that you canmake, for example, today into chat GPT, it's
fascinating the ideas that you get back and the concepts that you get back. And so, I see it as
additive, not as a replacement and not as something that will not matter. It's right there in the
middle. It takes me back to 20, 25 years ago when people said the internet is going to replace

Matt: I was there, I was there too. I remember.

Emily:No, the internet did not replace your life. So yes, has it changed things? Definitely. Are there
good and bad? Yes, there are for sure. I think what's important is it's incumbent upon us as
marketers, so often the definers of the future in terms of communications, to really be thoughtful
about howwe use and howwe think about AI. That's the only watch out that I would give us. And you
might say, well, what do youmean, Emily? What I mean there is, first of all, you've got to know how
to use the tools. And that means you have to experiment.

Matt: Yeah, hands on keyboard.

Emily: And that means you have to do it safely. Exactly right. So, you want to make sure you're doing
it in the right way, because there's a lot of security concerns in terms of people not really realizing
what they're putting into a chat GPT algorithm. It's an algorithm, it's just that. AI fundamentally is
pattern recognition. And so, it can't tell you whether it's right or wrong. It can just tell you that it's
there. So, I think that's something we have to be thoughtful about in the context of making sure that
we understand as companies what our policies are. We communicate those policies. People feel
included. And then I think we experiment, right? And we see what it does for us. You can imagine in
the world of translation, it could have a profound impact. There's all kinds of conversations about
visuals and how it will impact those. So, I think it's a bit of an experiment and wait and see. But like
all technology, my own thought process is to lean into it and to embrace it. So that's where we are.
I'll just share onemore little anecdote with you. When I arrived here in Miami, I was onmy way in and
I was in a taxi and a super nice taxi driver chit chatted and he said, I mean, I think that AI is going to
replace AI in all of our jobs. Said, no, no, I don't think that it is, you know, it just happened to be a
topic of conversation all the time. And I wanted to try to be. Uplifting about AI, I think it's going to
help us and not replace all of our jobs.

Matt: Absolutely. So, let's shift gears here as we wrap up and talk about some of the things that
you're passionate about, one of which I know is about women and diversity in the workplace,



especially in the technology field. Why is that something that is so, of the fact that you are a
woman, is so important to you and something that you really kind of plant your flag on as a leader?

Emily: I think it has a lot to do with the fact that I'm a woman, right? I mean, I think it very much is to
that.

Matt: But not every woman speaks as passionately about it as you do.

Emily: That's true. That's fair. I think for me, there are somany examples of women put into
situations that they shouldn't be in. And the key is, how do you advocate your way out of that? And
so, I'm all about trying to share anecdotes and stories and ways in which women can actually
advance themselves. And so, I talk a lot about the difference betweenmentoring, between
coaching and between sponsoring. I had a fascinating conversation with a woman last week who
wanted to share with me that she felt like there were times when she wasn't taken seriously in a
global role based on where she lived. And it was causing her a lot of issues in meetings. And I just
gently suggested that never in public, but after the meeting is over, that she call the person who
was challenging her and just ask, why were you challenging me? You know, I'm in the role. I find
oftentimes women have to bemore skilled to get the roles, especially at the senior level. And so
how do you create a safe space for them to have that conversation, actually? Call somebody on
something that they're doing that isn't right for them to do in a constructive andmeaningful and
good way, but just to check that a little bit because I think it's really important. And I think the other
thing is, women have a real responsibility to lift women, I'm all about that. I think that there's so
many opportunities to not do that. Andmy favorite quote fromMadeleine Albright is that there is a
special place in hell for women who don't support women. And she said that and shemeant it in her
own special way. The third pillar is all about pipelining female talent. And so as much as I can
challenge women and try to make them better at their jobs and create a safe space for them and
elevate them, I will on every single level. The last thing I'll say is I'm often the only woman in the
room and I might be the only senior leader who's a female on the staff. It's all the more important to
represent women in the right way, to tell the stories, to show up, to be prepared, to deliver. So that's
just pressure I put onmyself. And the last anecdote to all of it is, I'm amom to two girls and I want
them to see that it's possible for them to do anything that they want to do.

Matt: Yeah, that's amazing. Well, thanks for sharing that. And finally, here you've had an amazing
career and you're clearly somebody who has their finger on the pulse of business and culture and
society and your consumer and very worldly, given your experience. As you look back on your
career, what are some of the things that you think you did right? That the decisions that youmade
along the way, forks in the road that you're like, I'm glad I made that, which put you in the position
that you are today.

Emily: I took a lot of risks. I put myself, and I was having this conversation with somebody last night.
I put myself in jobs that I really wasn't necessarily qualified for, and I figured it out. And that's not so
risky when you're 20, 22, 25, and you work for somebody. I worked for a woman who was incredibly
strong. I worked for her three different times. I referenced it earlier in the context of the agency
experience, and she believed in me. Now, that translated to a ton of pressure, but I just figured it
out. I owned when I didn't know something, I asked questions, I wasn't afraid to ask questions, and I
dug in, and I did the heavy lifting, and I'm really glad that I did that. I could have gone a safer route. I
could have just made incremental steps in my career, but I was willing to makemajor changes. I
went from a very quarterly profit-driven home-building company in Southern California to a
nonprofit for the country of Spain. That's a big change. And on what basis did you have those skills



two years out of college? I didn't, I went for it. And then I went to work for an airline. Well,
interestingly, that really played in when you heard me talk about us in the agency world working for
an airline. I had some insights there that, just based onmy experience, I was able to lend. So, I
would say, at my age today, it's easy to look over my shoulder and see how the threads all come
together in the tapestry of what is my career. But in the moment, it was scary as I'll get out, and it
wasme and a cat, and so off we went. Yeah, I think that's what I'mmost proud of in hindsight, was
the willingness to try new things. That's awesome.

Matt: So, to wrap up, is there a quote or a mantra that you live by that embodies your career, even
your personal life, that you find yourself saying a lot?

Emily: Yeah, I think one of the ones that is closest to me is really the importance of making choices.
And so choice and not chance is what defines our future. I believe it anchors back to something
Aristotle said, which sounds very lofty and erudite. I don't mean it to, but I'm a huge believer in the
empowerment anchor to making choices. Then guess what? You live with those outcomes, but
that's okay because youmade the choice. And I find that a lot of times people believe things happen
to them. And that's true. I don't underestimate that. And everyone's circumstances are different,
but I'm a huge believer in the power of making a choice.

Matt: I love that. We're gonna wrap it up there. Thank you somuch for joining us. This is an
awesome interview. I cannot wait for our audience to hear it. So, on behalf of Suzy and our team,
thanks somuch to Emily Ketchen of Lenovo for joining us today. Be sure to subscribe, rate, and
review The Speed of Culture on your favorite podcast platform. Until next time, see you soon,
everyone. Take care.

Matt: The Speed of Culture is brought to you by Suzy as part of the Adweek Podcast Network and
A-Guest Creator Network. You can listen and subscribe to all Adweek's podcasts by visiting
adweek.com slash podcasts. To find out more about Suzy, head to suzy.com. Andmake sure to
search for the Speed of Culture at Apple Podcasts, Spotify, and Google Podcasts 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.


