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Professional Experience - Summary 

 

Organisation Position Function Period 

Nielsen, Asia Pacific Regional Area Client Director, 
Asia Pacific 

Head of Nielsen's business 
development and servicing of 
premier clients in Asia Pacific 

 4/07: 6/09 

Nielsen, Singapore Managing Director Country Head. In charge of local/ 
regional business out of Singapore 

 12/04 : 4/07 

Executive Director SBU Head/acting Country Head 12/02 :11/04 

SBU Head  6/99 : 11/02 

Associate Director Head Marketing & Servicing 12/95 : 6/99 

Manager Marketing & Servicing 8/94 : 11/95 

Hindustan Lever, 
India (Unilever) 

Senior Business Research 
Manager 

Business insights, proposing 
marketing / brand strategies 

4/92 : 8/94 

Business Research Manager 6/90 : 4/92 

Wipro, India Manager Business 
Development 

Corporate Planning, Exploring JV 
relationships 

4/89 : 6/90 

Product Manager Product Management 4/88 : 4/89 

Manager Corporate Planning Corporate Planning 6/87 : 4/88 

Sr. Planning Executive Corporate Planning 7/86 : 6/87 

Vickers Sperry, India Sales/Market Development Market Development (New 
products) 

6/81 : 6/84 

 

 



Nielsen 1994 – 2009  

Regional Area Client Director, Asia Pacific (April 2007 – June 2009): Led client servicing/business 
development for Nielsen, Asia Pacific.  

Managing Director, Singapore (Dec 2004 – April 2007):  Country Head. Developed and deployed 
business strategies, plans and financial programs. Led strategic business groups and support functions.  

Accomplishments: 
1. Transformed Nielsen Singapore from a small, less significant market, to a regional hub. 
2. Re-aligned Nielsen’s client servicing along regional/global lines to gain competitive advantage over 

local players. 
3. Led the Retail Measurement Services SBU to double-digit revenue and operating income growth, 

over 10 consecutive years (1994-2004). (10+% growth even downturns/SARS). 
4. Acknowledged as knowledgeable and sincere spokesperson for Nielsen, in our region. Featured in 

Marketing Magazines, Advertising journals, newspapers and television.  
5. Established a reputation of quality servicing with clients. Every year, Singapore led rest of Asia 

Pacific in Nielsen’s regional Client Satisfaction Survey since the inception of the survey in 2003. 
6. Launched new services/operations – MarketTrack in 2001, 1st in Asia. Homescan in 2002, 2nd in 

Asia. Retail Factory in 2003, 1st worldwide within Nielsen. ScanTrack | Personal Care and ScanTrack 
| Health Care in 2006, services unique to Singapore. 

7. Developed strong, talented and highly committed, loyal teams. 
8. Double promoted twice. Presented the two most prestigious awards at Nielsen. 
 
Awards 
1. Awarded (global) President’s Award for Excellence in 2002 – a top global honour in Nielsen. 
2. Awarded (regional) Executive of the year in 2003 
 

Hindustan Lever (Unilever, India): Business Research (1990 – 1994) 
Role: Analysed markets, monitored the health of the company’s power brands and prescribed 
brand/business strategies. Brand health checks presented to Board of Directors.  
Accomplishments: Developed expertise in marketing analytics and market research. Developed 
analysis techniques and analytics platforms for consumer panels. (The Destiny market simulator that 
I use for teaching purposes, is an offshoot of analytics platforms developed at Unilever). 
 

Wipro: Corporate Planning & Business Development (1986 – 1990) 
(Wipro is a leading producer of IT products, software services and Medical Systems in India) 

This job entailed direct operating relationship with the top management and I was working closely 
with the Chairman.  

Role:  
• Identify, evaluate and negotiate strategic alliances (technology transfer, joint venture). 
• Identify and evaluate new business opportunities.  
• Develop comprehensive business strategies.  Prepare short and mid-term Corporation Plan.  
 



Accomplishments:  
• Member of the Wipro team that sealed the financial joint venture with General Electric, in medical 

systems and software. Prepared the groundwork for this JV including the presentations that were 
delivered by our chairman, Asim Premji, to GE’s Jack Welch and team. It marked GE first business 
venture in India. 

• Developed Wipro's business strategy in Information Systems. 
• Developed Wipro's business strategy in food processing. Explored JV possibilities in Foods. 
 
 

Academic Experience 

National University of Singapore – Business School 

Practice Associate Professor (since 2009) 
Courses currently taught:  

• BME5022 Business Strategy Simulation (Executive MBA) 
• Marketing Analytics at the Advance Management Programme for Executive Education 
• Marketing Analytics at the Strategic Marketing Programme for Executive Education 
• Digital Marketing – executive education courses 
• BMA5524 Marketing Analytics (MBA) 
• MKT4420 Marketing Analytics (BBA Honours) 

Courses taught in previous years: 
• BMA5528 Business To Business Marketing 
• MKT3416 Business To Business Marketing 
• BMK5000 Strategic Issues in Marketing 
• BMK5002 Marketing Analytics (CEMS/MSBA) 
• London School of Economics MG445 Marketing Strategy - Executive Global Masters in 

Management – sessions based in Singapore only. 

Adjunct Associate Professor (2006-09): Course: BMA5524 Applied Marketing Research 

Accomplishments: 
• Developed highly successful marketing analytics modules based on industry practices and 

real-life experiences. The modules cut across programmes – EMBA, executive education, MBA, 
BBA (honours), MSBA (MSc Business Analytics). They are amongst the most sought after 
electives, and student evaluation ratings hover around 4.5 on a 5 point scale. 

• Transformed my book, Marketing Analytics, A Practitioner’s Guide to Marketing Analytics and 
Research Methods, into an eLearning platform that has amassed a substantial base of 
registered corporate and individual subscribers. 

• Created Destiny, an FMCG market simulator. Destiny is also an analytics-centric experiential 
learning platform that supports a dazzling array of consumer analytics techniques, permitting 
participants to mine, filter and drill into continuous, shopper level transactions. 

• Host own server, maintain my websites. Developed analytics platforms for marketers. 
• Awarded teaching excellence award (2018). 

 



Nanyang Business School (2003-06) 

Part-Time Instructor: Course: B6942 Marketing Research: Design & Analysis.  

Course ratings ranging from 4.44 to 4.76 

 
Teaching Portfolio 
 
Course Description – Key Modules 

Business Strategy Simulation – EMBA 

In today's intensely competitive environment, the development and execution of market 
strategy is of crucial importance. This course provides a framework for creativity and strategic 
thinking in a competitive setting that enhances participant’s management and leadership 
abilities. Through experiential learning, participants refine their functional skills in critical 
areas of marketing and business strategy, corporate planning, trade negotiations, finance, 
and leadership. 

This programme combines theory with practice, linking the classroom with the consumer 
marketing workplace. It employs Destiny©, a business simulator that mirrors the buying 
behaviour of consumers, to give participants the unique experience of running a virtual 
organization.  

Participants strive to successfully manage and grow their organization. As they compete, they 
engage in a broad array of business processes ranging from product development, marketing, 
retailing, category management, trade marketing and negotiations, financial planning and 
business strategy. They build relationships with trade partners, manage their portfolios, and 
acquire an understanding of the underlying forces that drive the fast moving consumer good 
(FMCG) market. 

Taught in an application-oriented fashion, the simulation is interspersed with lectures, class 
discussions and case studies. It trains participants to make better use of market knowledge 
and financial data for day-to-day business decisions. Furthermore, in the context of supplier-
retailer relationships, Destiny helps participants refine their negotiation skills, and highlights 
the importance of forming strategic partnerships with trading partners. 



Marketing Analytics MBA/MSBA/BBA (Honours)  

Based on established analytic techniques and research methodologies, i.e. techniques that 
leading consumer marketing companies like P&G, Unilever and Coca-Cola regularly use, the 
module is designed to train marketing professionals in the use of market intelligence, and 
analytic techniques and research practices, for taking day-to-day marketing decisions, and 
developing and executing marketing strategies. 

The course combines theory with practice, linking the classroom with the consumer 
marketing workplace. It employs Destiny©, a business simulator that mirrors the buying 
behaviour of consumers, to give participants the unique experience of running a virtual 
organization. 

To help practitioners become more effective marketing decision makers, the course imparts 
a holistic learning experience in business management. Pitched against one another, 
participants learn to implement effective marketing and business strategies, and develop an 
understanding of what drives store choice and brand choice. They become proficient in the 
use of market knowledge and financial data for day-to-day business decisions pertaining to 
product development, marketing, retailing, category management, trade marketing, financial 
and business strategy. They learn to effectively use market intelligence and analytics in the 
real world context where corporations need to manage business portfolios, compete with 
other companies and build relationships with trade partners.  

Through this experiential learning programme, students acquire critical analysis and decision-
making abilities to prepare them to tackle the marketing and business issues they are likely 
to confront in a career in marketing. 

The MSBA (MSc Business Analytics) module differs in that it focusses more on training 
students in the concepts and methods that transform raw data into business intelligence 
using analytic support systems. 

  



Learning Platforms, Books and Case Studies 

Destiny – Market Simulator 

Extensive combat training and experience is needed to develop the skills to succeed in the 
battleground of consumer markets. While this is the kind of learning that is essential for 
marketers, it takes many years to acquire. Even at leading FMCG manufacturing and retailing 
firms, only a handful of battle-hardened veterans get to take the strategic decisions that 
shape the future of their brands and stores. 

From a learning and development standpoint, this begs the question, how can we speed up 
the process of training future marketing leaders? Is it possible to train them the way we train 
fighter pilots, employing combat simulators that authentically reflect the market realities? 

Destiny© was developed in response to these questions. By replicating consumer behaviours, 
this advanced FMCG business simulator offers a holistic learning experience for marketers. 
Pitched against one another, participants learn to implement effective marketing and 
business strategies, and develop an understanding of what drives store choice and brand 
choice. They become proficient in the use of market knowledge and financial data for day-to-
day business decisions, acquire improved understanding of supplier-retailer relationships, 
and refine their negotiation skills. 

Destiny runs on a virtual consumer panel of a few thousand households. Where these 
households shop and what brands they purchase over a period of three years is simulated 
based on marketing models that predict consumers’ response to the elements of the 
marketing mix.  

The market models are based on well-established analytics and research concepts that are 
widely deployed in marketing. They provide us with an understanding of what drives store 
choice and brand choice, what triggers brand/store switching, how advertising channels 
brands/banners into consumer repertoires and how consumers respond to different types of 
promotions and incentives. 

Destiny is an authentic FMCG market simulator. Not only does it accurately imitate the way 
consumers shop, it also replicates the reports and information that marketers use at leading 
FMCG firms.  

In addition to a suite of dashboards comprising over 100 metrics, Destiny supports consumer 
analytics and data mining modules. 



Marketing Analytics – A Practitioners Guide to Marketing 
Analytic and Research Methods 

Originally published by World Scientific Publishing in 2014, with a fresh edition in 2015, 
Marketing Analytics has been transformed into a multimedia eLearning platform. 

As advances in technology transform the very nature of marketing, there has never been 
greater need for marketers to learn marketing. 

Essentially a practitioner’s guide to marketing management in the 21st century, the 
Marketing Analytics web learning platform blends the art and the science of marketing to 
reflect how the discipline has matured in the age of analytics. 

Application oriented, it fuses marketing concepts with the analytical tools that practitioners 
use, to impart an understanding of how to interpret and apply research information and big 
data. 

The focus is primarily on the practical application of well-established tools, techniques and 
processes, as the platform sifts through all elements of the marketing mix. 

The eLearning platform is updated regularly, keeping it evergreen, abreast of the latest 
developments in the rapidly evolving fields of analytics and digital marketing. Over 100 new 
sections and 4 new chapter have been added over the two years since the site was set-up.  

It is interactive with the facilities such as (shareable) notes/comments at any of the 
approximately 500 sections in the guide. The question papers/exercises allow subscribers to 
view answers and explanations. The site also supports business analytic platforms so that 
students can practise as they learn.  

Digital Marketing – A Practitioner’s Guide to Digital Marketing 
and Advertising Analytics 

(Self-published in 2017 as an eLearning platform). 

Marketers are often building cyber assets — websites, Facebook pages, YouTube brand 
channels and so on — because everyone seems to be doing so. Not much thought goes into 
the strategy or the execution. The outcome is a collection of disconnected properties that 
diffuse and disorient their brand, and confuse customers. 

 



It is crucially important that before they execute, that marketers have a cohesive strategy that 
integrates all offline and online brand assets, such that all the elements play well coordinated, 
yet distinct roles. That their brand’s communication and imagery remains intact as customers 
move across the media platforms, yet each channel contributes incrementally to its equity. 

This guide helps marketers achieve these outcomes. It gives them a clear understanding of 
the building blocks that constitute digital marketing, and equips them with the tools, the 
techniques and the knowledge to develop cohesive market strategies, and prepare and 
execute effective digital marketing campaigns. 

It combines well with executive education workshops in digital marketing. 

Case Studies 

Stemming from real business issues, these cases are crafted from reports/presentations to 
business leaders over the years. 

• Shopper Trends – Case on food and grocery shopping in Singapore. 
• Bank National – Banking the Affluent. 
• Fab – Detergents.  
• Inulas – Space Management of Breakfast Cereals. 
• Vizag – Launch of a Concentrate Detergent Powder. 
• Little People – Case relating to the distribution of ice cream. 
• Yakult $9.99 – Case on Pricing Research. 
• Hectomalt – Case pertaining to a product with great heritage that’s experiencing 

decline. 
• Hecto Grow – Case study on New Product Launch. 

 
Teaching Philosophy and Principles 

Contribute to the success of my students by delivering an understanding of marketing 
analytics and research, via content that is of direct relevance to their careers in marketing. 

Approach/beliefs: 
• Practise what I teach. The marketing analytics modules are based primarily on my 

experiences as a practitioner. Similarly, for digital marketing, I make it a point practise 
the subject, by marketing my online learning platforms. 

• Application orientation. Relate concepts and analytics processes to the day-to-day 
work life of a marketing practitioner. 



• Experiential learning. Believe that experience is vital to learning, and adopt tools such 
as the Destiny simulator that impart the experience of marketing.  

• Develop state-of-the-art learning platforms and analytics systems so that students can 
practise as they learn. 

• Continually re-invent and improve to keep pace with the transformations in the 
discipline of marketing.  

• Keep engaged with practitioners as this is vital for self-renewal. In addition to 
consultancy, specialize in training/coaching experienced marketing and consumer 
insights professionals.  

Goal is to inculcate in my students a sense of passion for the art and science of marketing, 
and to leave them with a combination of skills, knowledge, values and emotions that they 
retain for a lifetime. 

 

Speaking Engagements and Media Appearances 
2018 Brand Finance Asia Pacific Forum 2018 – Brand Risk in the 21st Century. Speaker and panel 
discussion member. 
2017 Digital Marketing Forum – Dollars, Digits, Data. NUS event. Lead speaker and panel discussion 
member.  
2015 Key note speaker at Facebook's industry conference (December 14, 2015). Topic - 'new media 
and digital marketing'. 
2015 Speaker at the IASC-ARS 2015 Conference (December 18, 2015). Topic - 'Interpreting the 
Consumer: From Communication to Customization'2014 Panellist – Nielsen Leadership Meet – Doing 
Business in Asia. 
2013 Singapore Prestige Brand Award (SPBA) – Speaker 
2011 Jan: CitiBank: Innovation Workshop – Demonstrated product concept for an innovative Liquidity 
Management decision support system 
2010 Mar: Chaired a Session and Panel discussion at the Singapore Brand Conference 
http://www.singaporebrand.org/speakers/2010/ashok-charan/ 
2010 Mar: Cerebos Regional Group Finance Conference: Enabling more effective pricing and 
promotion decisions 
2010 Aug: ECR CEO forum – Speech on Emerging Trends and Practices in mining Loyalty Card Data 
http://www.gs1.org.sg/ECR_SG_CEO_FORUM_2010.asp 
2010: Singapore Brand Conference: Chaired a Session and Panel discussion at the Singapore Brand 
Conference on Rethinking Innovation. http://www.singaporebrand.org/speakers/2010/ashok-
charan/ 
2010: Marketing Magazine: Y The Future Is Exciting 
2010: Today: Long Live TV and Print  
2009: Strait Times: Asia relying on domestic demand 
2009 Aug: Cerebos Regional CRM Workshop: Emerging Trends and Practices in using Analytics Driven 
Marketing for Customer Acquisition and Retention 



2009 April: Abbott Nutrition, Think Tank Leadership Meet. Topic: Coping with Economic Crisis 
2009 Mar: Kraft Leadership Meet. Topic: Coming Home to Kraft 
2009 Feb: Consumers Insights Conference – Asia Pacific. Topic: Winning in Difficult Times 
2008 Apr: McKinsey & McKinsey, Global Leadership Meet. Topic: Retail and Shopper Trends in Asia 
Pacific 
2008 Mar: Abbott Nutrition, Think Tank Leadership Meet. Topic: Global Nutrition Trends 
2007: 10th Annual ECR Asia Pacific Conference & Exhibition. Topic: Retail and Shopper Trends in Asia 
Pacific 
2006 Jul: AdAsia’s Market Research Conference: Topic: From Cradle to Grey. Along Life’s Consumer 
Highway 
2006: Giant Partners’ Appreciation Night: Topic: Highlights of Shopper and Market trends at Giant and 
rest of Singapore.  
2006 May: Strait Times, Channels News Asia, Channel I, Asia One, Business Times, Berita. Topic: 
Designer Labels 
2006 Feb: Strait Times, Channels News Asia, Channel I, Asia One, Business Times, Berita. Topic: Market 
Trends 
2005 Oct: Marketing Magazine. Marketing Feature – Market Research. Topic: Trawling the Data 
2005 Aug: Channels News Asia.  Topic: Innovation in Singapore’s FMCG Industry 
2005 May: Strait Times and other language papers.  Topic: Mobile Phone Usage Habits 
2005: CEO Forum, Organized by ECR Singapore: Topic: Innovation in Singapore’s FMCG Industry. 
(Keynote Speaker) 
2004 Oct: Strait Times and other language papers, Channels News Asia and other channels. Topic: 
Consumer Confidence and Unemployment 
2004 Jun: Strait Times, Channels News Asia, Channel I, Asia One, Business Times, Berita. Topic: 
Shopper Trends 
2004 Apr: Channels News Asia.  Topic: Convenience Shopping 
2004: CEO Forum, Organized by ECR Singapore: Topic: Beyond 2004, FMCG Trends in Singapore. 
(Keynote Speaker) 
2004: Wyeth – Regional Leadership Conference: Topic: What’s Hot in Asia Pacific 
2003: CEO Forum, Organized by ECR Singapore: Topic: Impact of SARS on FMCG industry. (Keynote 
Speaker) 
2003: Shell Singapore Suppliers Meet: Topic: Convenience Shopping in Singapore 
2003: StarHub Cable TV Conference: Topic: Innovate or Die 
2002: CEO Forum, Organized by ECR Singapore: Topic: Changing Retail Landscape & Shopping Habits 
in Asia. (Keynote Speaker) 
2002 May: FairPrice Board of Directors Meeting: Topic: Shopper Trends in Singapore and other BIG 
urban centres in Asia 
2002 May: DFI Fresh Foods Forum: Topic: Shopper Trends in large URBAN centres of Asia 
2002: Shell Singapore Suppliers Meet: Topic: BOOM time for Convenience Stores 
2002 Nov: ACNielsen Homescan Launch Conference: Topic: Innovate of Die 
2001 Apr: ACNielsen Conference on Understanding the Singapore FMCG Market: Topic: Shopping 
Behaviour and market trends of Singapore 
2001: FairPrice Board of Directors Meeting: Topic: Market Trends & Shopping Behaviour 

  



Education 

 
 
University/School Specialisation Course Performance 

1984-86 Indian Institute of 
Management (IIM), Calcutta 

Marketing MBA 
(PGDM) 

1st Class 

1976-81 Indian Institute of 
Technology (IIT), Delhi 

Mechanical 
Engineering 

Engineering 
B Tech 

1st Class with 
distinction. 

1975-76 South London School, 
London 

Mathematics & 
Physics. 

A'  Level     
(3 courses) 

3 A grades. 

1971-75 St. Marylebone Grammar 
School, London 

 O' Level      
(10 courses)

8A, 2 B grades. 

(The IIM/IITs are the leading Business Management/Engineering schools in India.) 
 
Nielsen: Participated/trained/coached in leadership and mentoring programs over the years. 
 
 
Awards and Accomplishments: 
• Merit scholarship at IIT Delhi for securing 1st position, in the initial year.  
• Teaching Assistant at IIM.  
• Completed ‘A’ Levels, a 2 years’ course, in a year's time, with top grades (As).  
• British Government (EVD) award for top academic achievement at school. 
 
 
Other Interests 
• School/University: Active in sports over the years – athletics/cricket team, gymnastic 

captain at University.  
• Now: Jog, hike. Travel. Read/watch movies.  
 
 


