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CEOCFO: Mr. Parker, what is the concept behind Levelwing?
Mr. Parker: Ultimately, to bring clarity and control to the marketing channel. When we first started the company in 2002 
the initial concept was strictly to be a data mining company for marketing channel services. Essentially, we would provide 
analysis and measure effectiveness of media for brands (and agencies whom would outsource that work to us). Over the 
years we have built a larger data mining and analytics practice as well as substantial media, content and creative practice. 
We have a philosophy in terms of controlled data that permeates our company culture. With controlled data, what we 
really believe in is taking the marketing assets that we have available to us and building smart processes and procedures 
and business rules around them, so that we are not just activating programs in the market, but we are doing it with 
intention. We have found that most brands today continue to do a lot of activities without a lot of intention behind them. It 
is just accumulating more things without clear purpose. The focus for us today is around controlled process and procedure 
in the marketing channel, because there are so many activities that you are capable of doing, you need to build some 
control to be effective. 

CEOCFO: Would you give us an example of an engagement and how the philosophy comes in to play?
Mr. Parker: Well, we will inevitably get into a conversation involving activities a brand is participating (tv, mobile, search, 
social), and how they are measuring those things effectively. For example, what sort of process and procedures or 
governance and controls they have in place to manage well; either internally and/or with partners and how effective they 
are. Inevitably, the vast majority of the conversations that we have, I would say nine out of ten at least, they will have very 
few controls or process. Take social media as a channel for instance. Most brands activate paid ads and content 
development on facebook and they are posting a lot and engaging with consumers, but they do not have any sort of 
formal process for the posts that they make in terms of tracking. Certainly not anything beyond surface level activities; 
surface level being clicks, shares, comments and things of that nature. If they have a link that clicks to the website in 
many instances they do not have a proper piece of code imbedded in the link that allows them to track at that point what 
sort of action the consumer is doing on their website once they get there, or once they leave facebook. Also, they very 
rarely have any sort of theme or message classification systems in place behind managing the content they are 
developing for the channel. They are just developing stuff, so they cannot really tell you what things in content work really 
well. That would be one example. Another would be brands that tend to run a lot of display or video advertising today. 
Very few of them have proper analytics implemented on their website for tracking and measuring the effectiveness of that 
channel in more tactical implementation. They are spending a lot of money and they can tell you when they run banner 
ads on news sites it works really well, or in terms of people converting to the website, but they cannot tell you what 
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particular sorts of content within the news channel performs really well. Therefore, we spend a lot of time organizing the 
back end plumbing, if you will, in terms of architecture of the analytics to be able to perform on the activation side of the 
media plan, whether we are activating the media plan or not. 

CEOCFO: Is some of that because people are overwhelmed with the amount of analytics that seems to be 
available? Do you find that sometimes people do not want to measure the success of what they are actually 
doing, as then they are more accountable? Is there a particular reason why it seems to have escaped your 
industry, both from brands and also from your end?
Mr. Parker: I would say it is both. I have seen both. But mostly I’d say it is being overwhelmed. In fact, I got out of a 
meeting twenty minutes ago with a potential new client and they are just very overwhelmed. What has happened is that 
over the last few years’ different heads of marketing and different marketing managers have come in and out of the 
business. They have many things implemented that I would say are busy activities, some of which are good. However, 
they cannot really define why they are doing any of them. They cannot define customer profiles very well. The analytics 
implemented is at best, probably at a C+ level. This is a five-billion dollar company by the way! This is not a small 
enterprise, but they are just overwhelmed with the number of activities and the number of moving parts. The analytics is 
poor. They are doing paid search poorly. They are wasting a lot of money on terms that are not appropriate for business in 
geographies that they do not serve. They do not manage it well. They have not managed their agency partners well, 
frankly, which is not really an excuse for the agency, but nevertheless it is true. They have many different display 
activations that are live and they are participating, arguably from my point of view, in too many different social platforms at 
one time to be able to do any of them well. So yes, they are overwhelmed. Now, they are very capable people. They are 
smart people. They just need some organization and control around many of those assets so that they know what they 
are doing, when they are doing it and why they are doing it and what is effective. That is our job, to bring clarity and focus 
to the marketing channel and we are really damn good at it. To answer your second question, I have had very few 
instances where I have had people frankly tell me, “I do not want all the analysis because I do not want to be held to that 
level of accountability/responsibility.” But I have had a few over the years. In some regards, I understand where they are 
coming from, but I actually believe that in those few instances these individuals are just also overwhelmed with 
information and truly unsure what to do. Therefore, they approach it negatively and shut it down versus opening an new 
opportunity.

CEOCFO: How do you stay ahead of the technology to measure what you are doing and the trends? What goes 
into putting everything together?
Mr. Parker: I would love to think that I am able to do that, but I think the reality is that I do not believe any one person is 
really capable of staying fully on top of everything at any given time. In fact, I had an interview with someone earlier today 
and they asked me for feedback on their resume and I said, “You call yourself an expert in six different things, but I just do 
not think that is possible. I think you are reaching.” Any organization can do many different things, but you have to have 
really good people, and you have to be able to give them a decent amount of rope to be able to learn, and give them 
plenty of room to screw up. You have to be able to retain people, specifically in the mid to upper levels in the organization, 
for a long time so you can have a good operating business of people that understand where the potholes are and where 
opportunity is sitting. Also, I do not think you need to do everything well. Certainly, there are one size fits all agencies and 
technology companies, but I tend to always find, and I think we all find out that there tend to be three or four things any 
business can do very well and other things that might be just okay. Therefore, I think staying in a lane and being very 
critical of yourself and doing those three or four things well are critical to the success of an organization. It is also 
important to know when to cut the cord on something. For example, with social media there are a great number, perhaps 
too many, of platforms that brands participate in. I am not saying you should not test things in small doses when they are 
new, but you should certainly determine quickly whether or not you are capable of operating within that channel effectively 
- economically or via human capital. 

CEOCFO: Your site indicates, “Delightfully offbeat, digitally on point.” You have talked about the digitally on 
point. What is the delightfully offbeat side? 
Mr. Parker: We have a solid group of diverse people that beat to a bit of a different drum. First, consider that most people 
would not move a successful agency from New York City, the default center of the Universe for our industry, to 
Charleston, SC, without being a bit offbeat. I did that. It’s a bit offbeat. But that has been very much part of our success. 
We have a group of people from varying career backgrounds. This is not so intentional, but we tend to not hire many 
people that come from the marketing or agency world. I would say that at least eighty percent of us have backgrounds in 
something other than that. We are just a great group of people that want to work on really cool things and have a nice 
environment to do it in. Charleston was just named as the #1 city to visit in the world I think for the third or forth 
consecutive year. We have flexibility in terms of start time of the day. Many folks, especially in the Southeast, will say 
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look, “People have to be to work by eight am. We are pretty flexible on start time each day and no one is going to question 
you for it. Get all of your stuff done. Do it well. If you need to go get your car fixed you can get if fixed. You do not have to 
ask permission. If you have to feed the baby, feed the baby - those things come as priority. We do talent shows and goofy 
things and kind of embarrass ourselves, so yeah, we feel like we are a fun offbeat group that is probably atypical to this 
industry in some regards. Especially in the Southeast. We tend to joke internally that in this world where agencies are very 
fear based organizations and always concerned with who is taking what from them, we just adopted the “Let’s just kill 
people with kindness” approach. If people are trying to be defensive with us as a partner in a situation or have an overly-
aggressive approach we just say, “sure, we would be happy to help.” We do not fight for nonsense that won’t matter. 
Therefore, I think that makes us a little more delightful to work with and better communicators than our peers. That’s 
offbeat.

CEOCFO: There are many recognizable clients on your site. How do you reach out? When might someone turn to 
you? How would they find you?
Mr. Parker: Historically, we have done much of the outreach ourselves. When we went to work with Bridgestone, for 
example it was literally a cold call that I made on a Wednesday night at nine pm, sixteen years ago. I have personally 
worked with the company ever since. They have been a client of the agency since fourteen years ago when we started 
Levelwing. Our relationship with Lenovo took four-years to develop and started in of all places in Nairobi, Kenya. I think 
you have to not be afraid to reach out to people and just take an opportunity to ask them about their needs and build a 
relationship. However, I believe also, when you are going to do those types of outreach, especially at the senior level, you 
have to have some level of understanding in their business. You cannot just say, “Hey work with us because we are 
great.” Hell, everyone thinks they are great. It does not mean that you are great for that person, though. As we have 
grown the business over fourteen years I continue to do that type of outreach. Periodically, I will reach out randomly to 
people that are extremely well known senior people, CEOs of the organizations of big VC firms that are investors in these 
business that we work. Sometimes you will get a good piece of feedback from someone and do work for them. Many 
times you get told no. No is fine. Who’s next? Over the last three of four years, more companies have reached out to us 
directly. First, because I think we have been around for 14 years and gotten better known for great work, second, we have 
done nine consecutive Super Bowl campaigns and that helps too. It is marketing’s largest stage; people take notice of 
that. We are currently involved in a large execution for the Rio Olympics that will actually continue for every Olympics till 
through 2024. Those are big things that are a little more noticeable than what we do on a normal daily basis. Some people 
find us through some of that work. However, most of it is still referral based. 

CEOCFO: Given a choice, what types of projects do you prefer?
Mr. Parker: I think that our core choice would be to come in and help a business better organize all their measurement, 
tracking and analytics solutions. That is just because so few marketers do it well. Like I said, we are great plumbers. Many 
brands are doing a lot of activity, and doing some things well, but they are really not being as critical as they should be in 
the measurement and control of business rules they put around those activities. Therefore, I would say that building the 
measurement criteria and the analytics structure, including reporting and analysis is something I would choose to do first. 
That is because I have a pure belief that if you do not do what I just mentioned really well, you have no clear 
understanding what is really working for you effectively. It is an absolute base requirement of success in this field now and 
going forward.

CEOCFO: Would you tell us about recognition in CIO Review for your technology; about being recognized not 
just for marketing and branding, but the big data side? It is almost a dual track that you are on! 
Mr. Parker: I think it is nice to be recognized for data analysis; analytics, big data, whatever you want to call it. I was very 
clear with them in the interview process. We internally do not dare utter the words big data in our company. We do not 
believe in the use of the general term, it holds no value. A lot of data exists in the world, it’s like saying “we have air”. So 
what, everyone has air! Question is, is it clean or dirty?  The local dry cleaner has a lot of information on the people that 
bring cleaning to them. Now, do they use it? Maybe; maybe not. Auto manufacturers like Audi have a lot of information on 
their customers. Do they use it effectively? Maybe or maybe not. That said, we prefer to use the term “Controlled Data”, 
because there is so much of it that you have to determine what pieces of it are valuable for you and how you are going to 
activate with it. Otherwise it is just a lot of noise and you have to really be smart about filtering through all the noise. So 
recognition is nice, because that is something we started doing back in 2002 when we founded the company. We have 
been extremely effective in that role for every brand that we work with and the agency partners we support. 

CEOCFO: Do you see adapting that technology for other industries?
Mr. Parker: With regard to outside of the marketing channels, no so much. We have had opportunities to apply what we 
are doing in the marketing channel to human resources services, for example. We have had the opportunity to apply it to 
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warehouse distribution and a few other one off uses. However, in all honesty, even though those were interesting tests for 
us and mentally stimulating, it was not something that we wanted to build a practice around given it was not marketing 
channel specific. If we spread ourselves too thin I think we would sort of loose our way in this channel that we have 
proven we are extremely effective in creating solutions. 

CEOCFO: What is next for Levelwing?
Mr. Parker: We talk about that a lot. We have one or two companies that we have looked at potentially acquired in the 
next few months to a year. We would consider potentially acquiring one or two businesses that are either comparable in 
terms of what they provide, and have diversification of their client base or offer a service that goes deep and does one 
thing really well. We are considering those opportunities. Nonetheless, we are growing well organically in the meantime. 
The last two years we built a significant software solution we call IRIS. It has allowed our team to effectively do their 
reporting and analysis in twenty to thirty percent less time and with more clarity of quality assurance. That is a product that 
we have discussed potentially turning into a true product that we would provide to the industry at large, whereby other 
agencies or brands can use it for themselves in their own analysis or reporting. We will determine in 2017 whether or not 
we take that path. Therefore, those are two things that are probably next on the horizon for us in reality, within reach. 
Otherwise, the industry continues to change a lot. We are doing a lot of Programmatic Television media buying now. We 
are finding that buying television media using computers just like we place display advertising or online video or search is 
really effective and has created dramatic impact in terms of cost savings for the brands that we provide this solution. We 
were one of the very first agencies to be involved in that form of media from the programmatic standpoint. As the industry 
changes we like to be in the front pack. 


