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IRI’s Growth Insights’ C-Suite Conversations 

feature insights and best practices from 

CPG and retail industry leaders. In this 

exclusive interview, we introduce you to 

IRI’s new President and CEO Kirk Perry, who 

is tasked with keeping IRI on its growth 

trajectory as it navigates changing CPG and 

retail environments with its clients and their 

consumers. Kirk shares the experiences he 

brings to IRI after a long tenure at Procter 

& Gamble and most recently as Google’s 

president of global client and agency 

solutions. He explains his leadership style, 

what he’s setting out to accomplish, as well as 

his top podcast and pizza preferences when 

he’s not traveling the globe or head-down 

learning new things.  

Available as a videocast and as a podcast, 

here we feature an edited version of IRI’s 

conversation between Perry and John 

McIndoe, IRI’s chief marketing officer. 

www.iriworldwide.com/en-us/insights/publications/csuite
https://www.iriworldwide.com/en-us/insights/publications/csuite
https://www.iriworldwide.com/en-us/insights/podcasts/
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John McIndoe: Welcome, Kirk. This is going to be a lot of fun. 
And we’re just delighted to have you here. So thanks 
for taking the time to do this. I know this is just your 
fourth official day, so you’re drinking from the fire hose. 
Let’s just jump right into it and talk a little bit about your 
background. You have a unique combination of experience 
at the intersection of digital tech and CPG that really fits 
perfectly with what we’re trying to do here at IRI. And I’m 
curious, and I know a lot of our clients and employees 
are curious: What was it about IRI that you felt was so 
compelling and made you decide to join us?

Kirk Perry: I get asked this question quite often since the 
announcement was made, but I think you hit on the 
first point, which is this intersection of my experience 
of 23-and-a-half years at Procter & Gamble, and seven-
and-a-half years at Google. I grew up as a marketer, as 
general manager of an operating unit, and president. I 
spent six years abroad in the tech industry, working with 
the largest advertisers and advertising agencies in the 
world. This place, IRI, is really the intersection of those two 
career experiences. The second thing for me is, growing 
up as a marketer and then working in the digital industry 
for the last seven years, measurement is the Holy Grail 

THE MOVE TO IRI 
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of marketing. You know, it’s the old adage that 50% of a 
marketer’s dollars are wasted. You just don’t know which 
50%. And since I started, a long time ago, this has been the 
perpetual Holy Grail to figure out: “How do we make sure 
that every dollar spent drives a dollar or more in sales?” 
And that’s what I’m particularly interested in. I think IRI is 
uniquely poised to help make that happen. 

The third thing is, as I got to know the company better 
— because IRI was my first data provider when I was at 
P&G as a brand assistant on the Crest brand — I got an 
understanding of what IRI has evolved into. It is this 
incredible tech company in a lot of ways, with the Liquid 
Data platform and its ability to really take customer data 
and put in the client’s data, the first-party data, in whatever 
form they want with incredible flexibility. The Liquid Data 
platform is a game changer, and I was very intrigued by 
this unique platform that I think has incredible legs and 
longevity. That was another reason among so many more. 
And then the opportunity to meet the leadership team 
and to know what kind of organization we have; that 
was also exciting because I think you do nothing without 
the organization, without the team that has already had 
incredible results over the last five-plus years. I was just 
excited to be a part of that.

JMc: You’ve been joking with me about being a recovering 
marketer, but I couldn’t be more thrilled to have a kindred 
spirit sitting here with me. Before joining IRI, you were 
president of Google’s global and advertising agency 
solutions business since 2013, responsible for driving its 
global revenue, so that’s not a small job. In that role, you 
were instrumental in urging major global brands to shift 
their marketing dollars online. Part of a major conversation 
that you were having was in a time of truly unprecedented 
change, given what’s occurring in media sectors. Given 
the role IRI plays in targeting these audiences, what 
opportunities do you see for us in that area?

KP: I’m a pretty simple guy, and I think a lot of times, we in the 
marketing CPG digital world tend to make things more 
complicated than they need to be. Ultimately, the dollars 
that you spend should reflect where the consumers’ 
eyeballs are, right? If consumers spend 30% of their time 
on their mobile device and 20% of their time in front of a 
computer, and 15% of their time in front of a TV, your share 
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of spend should reflect where your consumers’ eyeballs 
are. In my flashback to my P&G days, I wanted my share of 
shelf to be equivalent to my share of the market, because 
that’s the consumers who are buying, so my share of spend 
should be equivalent to the share of eyeballs.

And in my previous job at Google, the goal and focus were 
making sure we were where the consumers’ eyeballs were 
and where their interest was.  

So the industry talked a lot about e-commerce. E-commerce 
is critically important, but in the last year it’s been essential 
to stay alive. If you think about everything from restaurants 
to retailers, those businesses had to figure out how to do 
e-commerce. Even auto players. When you don’t have a 
showroom open, how do you get a consumer to understand 
what it’s like to test drive a car? So it’s pretty important.

We had to address a significant acceleration of trends. We 
couldn’t wait five years to get things perfected; we had to 
figure it out right away. So if you take where the consumers’ 
eyeballs are, the fact that changes were accelerated, and 
where we sit with IRI, it’s taking that data that shows what 
consumers have done and then saying, “So what?” What do 
you do with that? How do you use that to understand the 
reason for consumers’ purchases, where they purchased, 
and what they did after those purchases. Because of last 
year, we as marketers shouldn’t think that the paths to 
purchase have necessarily changed forever, but some things 
will have changed. And I think as we come through this in 
the next year, it is going to really be about having the best 
intelligence to understand those changes that are here to 
stay and those that were just because of the pandemic.

Those MARKETERS THAT ARE GOING TO GET AHEAD ARE 
GOING TO UTILIZE THAT DATA MOST EFFECTIVELY to reach 
consumers where they are, in a way that motivates them and 
inspires them to purchase their brands. 

You THINK ABOUT THE PANDEMIC over the last year, and 
what I say regularly is that NOTHING NEW REALLY HAPPENED. 
THINGS ACCELERATED. 
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JMc: I really couldn’t agree more. You’ve likely heard this, 
as it’s been a central theme of a lot of these C-Suite 
Conversations, and our viewers and listeners have heard 
this. So many of these massive companies are reshaping 
decision-making and really acting with far more agility and 
speed, and getting comfortable with how that process 
has been radically disrupted. This uniquely plays to how 
we’re enabling them to power their growth. My hope is 
that some of that speed and agility in the way they act to 
meet consumers’ evolving needs in rapid fashion, based on 
COVID-19, really sticks, because we’ve seen tremendous 
breakthroughs in thinking and innovation as a result of that. 

KP: John, I want to put a pin on that data and speed. One 
of the things that I’ve been talking about since I got to 
Google, and it was a bit of a modified adage that I learned 
at P&G, was that the beauty of the pandemic was people 
tested a lot. You experimented because you had to. 
Typically, it’s “Yeah, maybe I’ll do it, maybe I won’t,” because 
there was no burning platform. I like to say that if the house 
is on fire, you don’t want to be mowing the lawn. Well, the 
house was on fire. How are we going to get out there and 
do things that are going to matter to the business? You test 
a lot; you learn a lot; you fail fast; you fail cheap. And then 
you get back up and you do it again.

And it was this beautiful dual loop of sometimes you swing 
big and connect, sometimes you don’t, but then you get 
back up and you keep iterating this. That’s one of the 
things that I’ve been most encouraged by: this rapid-cycle 
learning that I think IRI can help power because data is at 
the core of that. And the more information you have, and 
the more it is utilized effectively, the better you can go off 
and do these things that will enable your business to grow.

And what I saw across the board was BIG ADVERTISERS WHO 
GOT MUCH MORE AGGRESSIVE on a learning plan, but it was 
fueled by data. 
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JMc: Brand managers across the globe had loyal shoppers, 
loyal brand followers for 25 years who all of a sudden 
were unable to get a particular product. There are new 
opportunities to try different brands. There was this 
tremendous opportunity to capture new customers that 
had been locked into other brands. It was kind of a race to 
see who could capture that basket and that share, and then, 
of course, quickly catch up with supply chains. 

Now let’s switch to your days at P&G, which is pre-Google. 
You spent more than two decades there in leadership and 
marketing roles, most recently as president of P&G’s Global 
Family Care. You were overseeing operations and brands 
across the globe, including South Korea and Northeast 
Asia. Talk about that international experience; tell us a little 
bit about your approach to global markets.

KP: When I joined Procter & Gamble out of college, I had never 
been west of Chicago or east of New York. So if someone 
would have told me 30 or so years ago that I would spend 
six years of my life abroad, I would have laughed. But it was 
such an eye-opening experience for me because when I 
went, I didn’t have a command of the language in South 
Korea. I had to rely on other people to translate what focus 

CPG MEETS TECH
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groups were saying, what was happening in a focus group. 
Or when I’d get a storyboard presented in Korean, I’d 
have somebody translate that back into English. And you 
lose a little bit on that. When you have customer meetings 
and you’re talking about selling something, it’s through a 
translator. So I learned about listening really deeply, which 
was a first for me in a lot of ways because when I went in, I 
thought, “Oh, I know what I’m doing. I can figure this out.” 

I’ll tell a story because to me it illustrates my approach to 
international markets and why I believe you have to be there, 
but you have to have an ear for the local culture. I’d been 
there probably 30 days. And I started the same day as a guy 
named Ik Sup Shin and Ik Sup was a U.S.-educated MBA and 
Korean national, and he literally started the first day I did. I’m 
a marketing director and he’s an assistant brand manager. 
And one Thursday night, it was late, about 10:30 p.m., and 
he comes into my office and he shuts the door. He says, “You 
are killing us out there.” I said, “What are you talking about? 
What do you mean I’m killing you?” And in my mind, I’m 
wondering, did I say something? Did I do something? What’s 
going on? And he said, “It is 10:30 at night and the whole 
marketing organization is here.” I get up and I look and, sure 
enough, they’re all there. And he asks me, “What do you 
think they’re doing?” I don’t know, working? And he says, “In 
Korea, the culture is you don’t leave until your boss leaves.” 
So I go into ugly American mode, thinking this is immature 
behavior, and they should leave.

He didn’t say this verbatim, but I’ve kind of translated it to 
this over the years. He said, “You can’t expect us to leave 
5,000 years of genetically encrypted code at the front door 
every day. Don’t expect us to be American. We won’t expect 
you to be Korean, but let’s meet in the middle and take the 
best of both.” That was such a transformational thought for 
me, because a lot of times, I went in and I thought I’ll just 
transport what was successful in America to Korea, because 
“we know better.” People ask me, “What was better, Korea or 
Japan?” Or “How was it better than here?” It’s not better and 
it’s not worse. It’s just different. And I think as marketers, it’s 
important to understand that it’s just different.

I had a boss at P&G, Deb Henretta, and she used to say, “As 
common as possible, as different as necessary.” And what 
that meant was that a lot of times companies think about 
scaling everything the same, and the reality is there are 
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nuanced differences across geographies, and you have to 
determine what should be immutable and incontrovertible 
that your brand stands for, what your product stands for —  
and whatever else is critically important. And then what’s 
unique to the local market that you need to be unique about.  

It can’t be just exporting something and expecting it to sell. 
It’s got to be tailored appropriately to that culture, at least 
understanding the culture so you can build something that 
meets needs. 

JMc: That makes perfect sense. After four days being live and 
in person with you, I’ve heard you say probably 10 times, 
“I’ve got two ears and one mouth.” We’ve seen that as 
we’ve looked at different areas and operations here and 
truly understood what’s working, what makes them unique, 
what makes them excel and then trying to tailor strategies 
for that. That certainly is going to apply to what we’re 
doing for our valued clients as well. So talking a bit more 
broadly, how do you think your previous roles and varied 
experiences across the globe are going to inform your 
perspective as CEO here at IRI?

KP: It’s the intersection. You know, we serve a diverse and 
significant CPG base. And in my CPG roles, the interactions 
with the retail partners were pretty critical because a very 
small percentage of CPG products are sold directly to 
consumers. You work with your retail partners to distribute 
and sell those products, so it was a very, very close 
partnership. Obviously I have had that experience for quite 
a while. The silver hair proves it. And then in the tech world 
I learned a significant amount. You know, I was an old dog 
learning new tricks when I moved to Google in mid-career. 
And it was such an incredible, eye-opening experience, just 
how the digital and tech world works. 

One of the things that I took away was that P&G has been 
around 180-plus years. Kimberly-Clark’s been around a 
long time. Unilever has been around a long time. Clorox 

For me, as I look at the globe, I ask how do you make sure that 
you scale where you can and tailor where you need to, to make 
sure you TRULY LISTEN AND UNDERSTAND THE LOCAL 
CULTURE, and build and deliver things that are going to win.



10

has been around. All of these companies have been 
around a long time. Tech companies come and go. I mean, 
how many of us owned BlackBerrys? I love asking in groups 
and practically every hand goes up. And who owns one 
now? There’s always one person there who says they like 
something about the BlackBerry, such as the keyboard. 
AltaVista, the first search engine. How many people used 
that? Everybody used it, but now it’s not around. Everybody 
used Netscape Navigator. It was the first and biggest 
browser, and it’s not around anymore.  

And so I think it’s a marriage of how industries work in 
the CPG and retail world with the productive paranoia 
of the tech world, bringing those two things together. 
That’s going to help me analyze the opportunities and the 
challenges that we have here to hopefully put together 
something — along with the team, which has been 
phenomenal — that we can use to take the growth that’s 
already been here and add to it. 

JMc: What do you hope to tackle first and with what goal in mind?

KP: I have said to anybody who will listen to me that for the 
first 30 days, I’m going to listen and learn. I’m going to 
absorb, hopefully in a structured way. But I’m starting 
with really understanding the history of the company, 
because if you don’t know where you’ve been, you’re 
doomed to miss great opportunities or doomed to repeat 
your failures. You’ve got to understand the history, so I’m 
going to learn about where we’ve been. I want to learn 
about our strategies, our structure, our systems, and our 
culture. I’m then going to take the next 70 days to pull my 
plans together for strategy and structure, and systems and 
culture, to build on what we’ve done really well, but then 
figure out what’s going to take us into the future.

And so IF YOU DON’T INNOVATE, IF YOU DON’T STAY AHEAD, 
if you are not productively paranoid and making sure that you are 
innovating ahead of your competition by innovating for the needs 
of your partners, YOU’RE NOT GOING TO BE AROUND. 
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Important to that mix is really connecting with our partners 
and clients to make sure that we are hearing and listening 
to what their needs are, because ultimately we’re here to 
serve, not to be served.  

If we ever miss that, then we’re missing our mark. That’s 
what I want to do in the first 30 days, and it’s nothing 
more complicated than that. But I can tell you that in 
the first four days, I haven’t slept much. I have been fire 
hosing information all day, and then at night I think I’m 
processing everything that I’ve learned that day. It’s 
interesting and challenging.

When I was at P&G, I’d always envisioned I’d be there my 
entire career. And now that I’ve had two career changes 
over the last eight years, it’s interesting how reinvigorating 
career changes are and how they focus you in ways. I’ve 
run a few marathons. When you’re in a marathon, you’re 
very focused in the beginning and at the end, and then in 
between you drift: your mind, your body and everything 
else. But I think it’s a little bit like that, when you start 
something and you’re very focused and then you’ve got to 
figure out a way to bring yourself back. And so I love this 
phase of really immersing in learning and understanding 
the opportunities ahead. 

Our job is to HELP OTHERS DELIVER WHAT THEY DO BEST, 
and we’re an enabler and we’re a partner in that. 
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JMc: I know you’re an avid traveler, and it’s like going to a 
new city or moving to a new town. Everything is new and 
exciting, and there’s so much opportunity for exploration. 
You’re obviously going to be interacting with clients over 
the days and months to come, and certainly with our 
employees as well. I think one question that’s probably on 
a lot of their minds is about your leadership style.

KP: So, again, I’m not a very complicated guy. I try to simplify 
things, and for me, my fundamental leadership principle 
is that I’m here to serve the organization, not to be served 
by the organization. I think one of the challenges as you 
rise in organizations is that it’s so easy to get fueled by the 
hierarchy. People want to take care of you. I tell this story 
about how, when I was traveling, one of my direct reports 
got bumped up, upgraded on a flight. She was sitting as I 
was boarding after her, and she saw me walk by and she 
looked at me. I go back and sit in my coach seat and a few 
minutes later, I see her walk back with her briefcase. She 
says, “Hey, I want you to take my seat.” I’m like, “What?”  
She says, “You can take my seat.” Why would I take your 
seat? You earned that. I didn’t earn it, so go sit down.  

LEADERSHIP
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But I just thought it was an interesting example of how a 
lot of people think they have to take care of the leader. 
I’m not trying to oversimplify things, but I think our job is 
three things:  

If you can do those three things well for the organization, 
you enable things to happen. So you enable them to 
deliver what they need to deliver, and you’re not a 
micromanager.

When I lead, I want to set clear expectations and help 
people get there. I always assume that things will be done 
if I don’t hear from people. So I don’t want to get to the 
end point and hear, “Oh, I’m not done.” In my mind, that’s a 
missed expectation. I also think leadership is about being 
humble, authentic and vulnerable, as if you really are being 
who you are all the time. Because if you’re not, people 
see disingenuousness from a mile away. If you say one 
thing, if you do another, if you talk behind people’s backs, 
if you say this is what you believe, but then your actions 
indicate something else, people don’t feel as motivated 
or as trusting of you. I think a lot of the time people want 
to trust that their leaders are making the right decisions. 
Not everyone’s going to like you. This isn’t about liking, 
because there will always be a percentage of people in 
the organization, no matter what you do, who will say they 
don’t really like a style, or don’t really like this or that. It’s 
just human nature. 

I tell people all the time that if you’re looking for a perfect 
guy, I’m not your man. But what I want is people to  
respect me, and respect is earned  from saying what you 
mean and meaning what you say, delivering what you 
promise. It means that when you say you’re going to do 
something, you do it. And I think that’s where respect is 
generated. So while some people may not like me, I want 
people to respect me. And it’s because it’s who you are 

One is STRATEGIC CHOICES, what we will and will not do.  
Two is RESOURCE ALLOCATION, where we put our time, talent 
or treasure. And the third one is BARRIER BUSTING. 
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and what you do, and the way you do it. As my wife always 
tells me, it’s not what I say; it’s how I say it. So I’ve got to 
be very careful. 

JMc: We’ve talked about servant leadership and that extends not 
only to our clients, but also to our employees, and so I think 
that approach around humility, honesty and integrity is 
not just the best policy, it is the only policy. Further, you’ve 
talked about purposeful work. Please tell me more about 
how you approach your purpose and how that’s evolved 
and changed throughout your career. 

KP: When I first started my career, obviously I kept my head 
down. I had someone tell me after just three or four months 
there to work hard now, and work smart later. And you 
know, I worked with my head down, as hard as I could for 
six days a week. I was an undergrad from a state school in 
this incredible group of educated MBAs so I had to work 
harder. And so it was very individualistic, but as I started to 
get promoted and led people, I realized it was obviously 
about more than myself, and I had to figure out how to 
help others achieve what they wanted to achieve. Because 
as I think back on my career, it’s 31 years now, I honestly 
don’t remember the number. Maybe I shouldn’t be saying 
this, but for a lot of the years I don’t remember if I blew the 
number away. I always delivered, but I don’t remember the 
numbers. I remember the people. I remember the personal 
moments, the professional moments in which people 
achieved things they didn’t think they could achieve. And 
so I think, over time, what I started to think about was that  

I have people who have worked for me for whom I’ve written 
recommendations to get an MBA or become a teacher or 
whatever their dream in life happened to be. Other people 
had a dream and aspiration to do something within the 
company I was working for, and I’d get them promoted 
because we put them in a crucial role, coached them and 
built them up. Other people wanted to leave the company 
and start their own thing, and I’d help them do that. 

MY PURPOSE AS A LEADER IS TO HELP PEOPLE achieve their 
dreams, professionally or personally. 
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So it’s really about helping bring out the best in people. 
That, to me, has been the best part of my leadership 
journey in my career. I had somebody tell me once to live a 
eulogy-led life, not a resume-led life. It took me a while to 
understand what that meant. But, to me, it really means that 
conventional wisdom says to build your resume. But really 
when you think about it, what do you want your eulogy to 
say? And what do you want people to say about you? This 
isn’t going to be about what you delivered well, or that you 
signed that deal, or that you nailed that test. It’s going to be 
about your relationships. It’s going to be how you helped 
others. Did you make an impact beyond yourself? I think 
that was great wisdom, and while I haven’t heeded it as well 
as I should have all the time,  that’s how I’ve tried to live out 
my career as a leader. 

JMc: My greatest joy as a leader is giving people opportunities, 
mentoring them and seeing them succeed. Seeing that joy 
when they thought they couldn’t achieve what they wanted 
to achieve and they did it through hard work, diligence and 
focus. Seeing them realize their dreams.

KP: My 16-year-old son is going through this growth phase 
right now. He’s a football player, and his older brother plays 
college football. And so he was out bench pressing the 
other night, and he put 225 lbs. on for the first time and 
he’s pushing it up. I’ve got two fingers on it, and I’m saying, 
“Push it, man, push it. Come on, come on.” And I’m barely 
helping him. And he got it up. He says, “Oh, you gave me a 
lot of help.” I barely touched the bar. 

In a lot of ways in leadership, that’s what you’re doing. 
You’re barely touching the bar. You’re just giving someone 
a little comfort that you’re there. And they’ve just got to 
keep pushing and get it up on their own. I didn’t grab it 
and pull it up. A lot of times as leaders, we want to grab 
the bar and pull it up. You’ve just got to give a little help, a 
little guidance, and they’ll get it on their own. I think that’s 
the fine art of leadership as you’re figuring out how much 
pressure to put on that bar.
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JMc: And that certainly applies to what we’re doing for clients 
today. We’re helping them push disruptive thinking and 
helping them challenge their conventional wisdom. That 
certainly applies to the role we play in our industry in 
raising the bar and also helping clients every day to tackle 
what they think are insurmountable problems, piece by 
piece. You talk about making the really complex simple, so I 
think that makes a whole heck of a lot of sense. 

You’ve talked about how no company really succeeds in 
the long term without every person feeling that he or she 
belongs and makes an impact. In the past year here at IRI, 
we’ve worked hard to develop ERGs (employee resource 
groups) and really elevate our focus on diversity, equity and 
inclusion. Can you tell me about your philosophy and how 
that supports these efforts? 

KP:  

And I mean each person, not some people some of the 
time, others some of the time, but all the people, all the 
time. It starts with the question of whether we reflect the 
society we live in. Are we reflective of our customer base 
or reflective of our consumer base? And how do you make 
that happen? You bring people in and you keep people 
there. Some of the best leadership teams I’ve ever had 
have been the most diverse. When I was in Japan as a 
general manager, I had nine different nationalities out of 
11 people on my direct-report leadership team. And it was 
pretty evenly split between male and female. 

The diversity of thinking that came from that type of 
organization delivered incredible results and incredible 
turnaround. And that was proof positive to me that the more 
people bring to the table from different vantage points, the 
better they are at solving problems. And it’s hard work. It’s 
hard work to get the right people in the door because our 
inherent biases, our unconscious biases are to bring people 
in who look like us, who think like us, who act like us. And 
you’ve got to bring people in who are going to make you 

Our job as leaders in any company is to CREATE AN 
ENVIRONMENT WHERE ALL PEOPLE CAN BRING THE VERY 
BEST version of themselves to work every day. 
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better. What if I wanted to surround myself with people who 
just told me how great I was or what great decisions I was 
making. You want people to tell you that’s really a bad idea. 
Or “What about this? Have you thought about it this way?” or 
“In my experience in the previous company I worked at, this 
is what I saw.” All of that helps make us better. 

Google recognized the opportunity that we had in the 
tech industry for diversity, both gender diversity and racial 
diversity, in particular. We had systems that we were trying 
to put in place. One of the things I did with my team is I 
asked my leaders to show me the slates of the people that 
they’re going to be interviewing. I asked, “Is it a diverse 
slate? What kind of experience base do they have? Where 
are they from? How do they think?” And then really making 
sure we stopped before we hired. Then once we got 
people in, we asked, “How do we develop them and coach 
them in a way that’s appropriate?”

When I was at Procter & Gamble, we had something called 
PAIRS training, in which, if you had an underrepresented 
group as a direct report, you went off-site for three days, and 
it was incredible. You opened up and understood things. 
Unless you really understand people, it’s hard to lead them. 
Unless you really understand where they’ve come from or 
how they operate, it’s really hard to lead them. And that’s not 
just underrepresented groups; that’s anybody. So the more 
we can peel the onion back on individuals and understand 
who they are, then the better we’re going to be able to lead 
them. It is fundamental to how we’re going to work here, 
and you guys have already made tremendous progress, but 
we’re going to continue to build on that, because we have 
a lot of opportunity to continue to build a really diverse 
organization that’s reflective of the society at large, but also 
our customers and our consumers. 

JMc: In addition to your vast CPG experience at P&G, you also 
serve on two boards, one in the cosmetics space and one 
for a major food manufacturer. Talk to me about what you 
think is mission critical for IRI, CPG, and retail clients in 
today’s environment. Things have been so upended, and 
we’ve seen tremendous resiliency, innovation, and really 
breakthrough thinking. What do you think they should be 
thinking about now?

KP: I talked about this in the beginning, but the pace of change 
dramatically accelerated. You had to test, learn, test and 
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learn more, but it’s a little bit like sports. The companies that 
came through this the best hunkered down and focused on 
the fundamentals. You got the fundamentals. You made sure 
safety was the top priority. You made sure you could produce 
the SKUs that were the most critical to your consumers. You 
made sure that the distribution was set up. You made sure 
that your procurement was set up so you could get hard-
to-get supplies because you knew things were going to be 
short. Look at what’s happening in the auto industry right now. 
There are no chips. They’re making cars and parking them 
because they don’t have the microchips that power most of 
the systems on a car. A few manufacturers saw this coming 
and they preordered boatloads, literally, of microchips and 
they’re producing cars. But some that weren’t as focused on 
the fundamentals are struggling a little bit more right now. So 
it’s that focus on the fundamentals. 

The second thing is really thinking about what the 
innovative things are that we need to continue to do to stay 
ahead. Because if you just rest on your laurels, focus with 
your head down on the fundamentals, you’re not going to 
get those breakthroughs that are going to be the things 
that will continue to follow the S-curve. So you want to 
continue to be on the S-curve. And I think, again, you step 
back and look at companies like Apple. Apple continues to 
focus on the fundamentals, but innovates in its marketing 
and product mix. I think that’s an example. 

Plenty of our partners in the CPG industry and the retail 
industry can do that. Think about what some of the bigger 
players have done in e-commerce in the last year, as far as 
assortment and what they have done in general to make 
the shopping experience safer and easier to keep their 
employees safe. All of those things were about innovations 
on the fly, and that’s going to have to continue to happen.

So how do you FIND THAT SWEET SPOT going forward of 
fundamentals and innovation?
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JMc: I don’t think that there’s been a more exciting time to be in 
CPG and retail. There’s so much opportunity for disruption, 
change and innovative thinking, in parallel with what 
consumers are doing, because they’re certainly driving 
the bus. But it’s an opportunity to really reshape these 
traditional models, and it is really exciting. We can serve a 
unique purpose from that perspective. 

JMc: San Francisco Giants or Cincinnati Reds? 

KP: Cincinnati Reds.

JMc: Cincinnati — home of the corn hole game, known as bags 
in other Midwest cities. Do you consider yourself a corn 
hole star? 

KP: No, no. I’m terrible at it. 

JMc: So we should not be hosting IRI team-building corn hole 
events. 

KP: No, because that would be terrible. Thank you for asking.

JMc: On the minds of our Chicago-based employees: deep dish 
or thin crust? 

KP: Thin crust.

JMc: Favorite podcast and/or TED Talk? 

KP: Brené Brown Authenticity TED Talk. And my favorite podcast 
right now, there are two of them. One is by a buddy of mine, 
The Aggressive Life by Brian Tome, and the second one is 
Huberman Lab. Andrew Huberman is a neuroscientist and 
an ophthalmologist from the Stanford School of Medicine. 
It’s very fascinating — kind of nerdy, but super fascinating.

JMc: Favorite place you’ve ever visited?

KP: That’s a hard one. For historical reasons, I loved going 
to China. I love London. Bali is one of the most beautiful 
places I’ve ever been in the world. But my favorite place on 
the face of the earth is Hawaii. I just love Hawaii.

JMc: Thank you, Kirk, for your candor, your wisdom and 
your perspective. This was terrific. I really enjoyed the 
conversation and know our listeners and viewers will as 
well. Certainly it’s an exciting road ahead for IRI and its 
customers with you at the helm.   

Now let’s close things off with a quick LIGHTNING ROUND. 
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