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This is an edited version of IRI’s Growth Insights C-Suite Conversations with new President and CEO Kirk Perry. 
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. Available as a videocast, a podcast and a full-length transcript, here 
we feature an edited version of IRI’s conversation between Perry and John McIndoe, IRI’s chief marketing officer. 

John McIndoe: Why IRI? 

Kirk Perry: IRI is really the intersection of my two career 
experiences. Also, growing up as a marketer and then 
working in the digital industry, measurement is the 
Holy Grail of marketing. It’s an old adage that 50% of a 
marketer’s dollars are wasted; youjust don’t know which 
50%. And since I started, 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?” I think IRI is 
uniquely poised to help make that happen. And, because 
IRI was my first data provider when I was at P&G, I have an 
understanding of how IRI has evolved. The IRI Liquid Data 
platform is a game changer, and I was very intrigued by 
this unique platform that has incredible legs and longevity. 

JMc: Post-pandemic Media Opportunities

KP: Ultimately, the dollars that you spend should reflect where 
the consumers’ eyeballs are. If consumers spend 30% of 
their time on their mobile device, 20% of their time in front 
of a computer and 15% of their time in front of a TV, your 
share of spend should reflect that. 

Then, if you think about the pandemic over the last year, 
what I say regularly is that nothing new really happened. 
Things accelerated. E-commerce is critically important, but 
in the last year it’s been essential to stay alive. Also, 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?” How 
do you use that to understand the reason for consumers’ 
purchases, where they purchased and what they did after 
those purchases? 

As we come through this in the next year, it is going to 
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. 

JMc: Data and Speed 

KP: The beauty of the pandemic was that people tested a lot. 
You experimented because you had to. 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.

What I saw across the board was big advertisers that 
got much more aggressive on a learning plan, but it was 
fueled by data. 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. 
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. 

JMc: Approaching Global Markets  

KP: Working abroad for P&G was such an eye-opening 
experience. I learned about listening really deeply. I’m 
paraphrasing, but a colleague who was a U.S.-educated 
MBA and Korean national once 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.” As marketers, it’s 
important to understand that it’s just different.
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Often, companies consider scaling everything the same 
from market to market, but the reality is that there are 
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. For me, as I look at the globe, I 
ask how 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.  

JMc: CEO Perspective 

KP: 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. 
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: First Goals

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. I want to build on what we’ve done really well, 
but then figure out what’s going to take us into the future. 
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. Our job is to help others deliver 
what they do best, and we’re an enabler and we’re a 
partner in that. 

JMc: Leadership Style

KP: My fundamental leadership principle is that I’m here 
to serve the organization, not to be served by the 
organization. I think our job as leaders is three things: 
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. If you can 
do those three things well for the organization, you enable 
things to happen. 

I want to set clear expectations and help people get there. 
I also think leadership is about being humble, authentic 
and vulnerable, being who you are all the time. Because if 
you’re not, people see disingenuousness from a mile away. 
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.

As I think back on my career, I remember the people. 
I remember the personal moments, the professional 
moments when  people achieved things they didn’t think 
they could achieve. Over time, what I started to think about 
was that my purpose as a leader is to help people achieve 
their dreams, professionally or personally. I had somebody 
tell me once to live a eulogy-led life, not a resume-led life. 
I think that’s 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: Diversity, Equity, Inclusion 

KP: 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. 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. 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, 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. 

JMc: Yesterday, Today, Tomorrow 

KP: The pace of change dramatically accelerated. You had 
to test, learn, test and learn more. The companies that 
came through this the best hunkered down and focused 
on the fundamentals. Now it is really thinking about the 
innovative things we need to continue to stay ahead. If 
you just rest on your laurels, focus with your head down 
on the fundamentals, you’re not going to get those 
breakthroughs. How do you find that sweet spot, going 
forward, of fundamentals and innovation?  
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