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About Quant5 
Quant5 is a leader in transforming exponentially growing mountains of unstructured and 
heterogeneous data into actionable business optimizations. Quant5 is in the very fast-
growing predictive analytics market. The company is dedicated to improving the revenue 
and cost performance of customer-facing operations. Quant5 users typically work in the 
marketing, sales, finance and operations areas of companies. 
 

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 
 

CEOCFO: Mr. Levin, your website indicates smarter analytics for smarter 
marketing. How so? What is Quant5? 
Mr. Levin: The core of our business is developing predictive analytics algorithms which 
solve complex customer analytics challenges encountered typically by marketing and 
sales departments. Today’s businesses are in a state of transformation. They are 
becoming data centric and in the process of facing incredible growth in the variety and 
amount data in use and being stored. What is driving this is a need to understand 
customer behavior. Quant5 provides business analytics, marketing and sales analytics 
and other types of analytics that are predictive in nature. These analytics offer 
actionable insights, such as who is the next customer, what is the next product to be 
purchased, or which marketing activities are effective in making sales, and how do you 
segment customers to yield more sales as well as other challenging analytics. 

 
CEOCFO: When typically might a company come to you for one, two or maybe all of the modules that you have? 
Is there a particular point in time when a company might reach out? 
Mr. Levin: Our typical customer has accumulated a significant amount of data and is looking for advanced technology to 
extract insights that can influence decision making. Secondly, companies come to us when they are shifting some of their 
dedicated IT resources from systems to solving problems in, for example, the marketing department. These companies 
are seeking specific predictive analytic solutions that are easy to use and do not require data scientists to run. 
 
CEOCFO: How would you explain the difference between what you offer and a more traditional approach to 
analytics? 
Mr. Levin: Traditional companies are usually much larger companies that have been around for many years. They try to 
sell large amounts of infrastructure, large numbers of people to implement costly solutions and data scientists to initiate 
and maintain the system. Typically, these implementations cost millions of dollars. Quant5 is a disruptive alternative to this 
traditional approach. We have built very powerful analytic solutions which can scale in the amount and types of data used 
and supersede the need for purchasing large amounts of infrastructure and employ teams of data scientists. We are also 
a cloud-based solution, so Quant5 does not go behind the firewall as a purely server-based technology. Instead, we are 
used by marketing and sales organizations, operations and finance departments who are interested in analytics to help 
them in their decision-making processes.  
 
CEOCFO: When you are talking with a prospective customer, are they skeptical? Do they believe you can do it 
better, faster, cheaper and easier? How do you convince them if you even need to? 
Mr. Levin: First and foremost, customers have questions up-front about the process. Secondly, they ask us how we are 
different. We are different because the data determines the analytics. Quant5 analyzes the data and then the analytics are 
done based on the data that is available. This is very different from other approaches where business rules determine the 
analytics or specific analytics are bound to the solution no matter what data is available. Ours is quite different, also, 
because we have machine learning underneath the surface that learns from data that is added over time as well as the 
outcomes of optimizations and recommendations and makes adjustments in the recommendations. While our analytics 
are very advanced, Quant5 solutions are easy to use. 
 
CEOCFO: What is required for a company to implement your product? 
Mr. Levin: First, a project requires a significant amount of data and the need for extracting insights leading to a next step. 
Specifically, businesses want to know the next product to be purchased by a customer or the effectiveness of marketing 

Doug Levin - CEO 



 
 
 

2 
 

campaigns or how to rank in-coming customer prospects. Almost always they have a specific interest in mind that lead 
them into these projects, and then they have an overall desire to increase revenues and make marketing more efficient. 
 
CEOCFO: What do they have to put into the system? How do you pull the data from what they have? What is the 
process for the data to be usable for you? 
Mr. Levin: Quant 5 can use structured or unstructured data but for the data to be really usable for predictive analytics, we 
have developed a module called Data Assessment for Predictive Analytics that looks through a customer’s files and 
evaluates the data field-by-field, value-by-value, and determines the quality of the data. Both numeric and character fields 
are assessed. Once this phase is completed – which can take a couple hours to a day – we can produce optimizations or 
recommendations based on the predictive modules which are the best fit given a customer’s objectives. This may mean 
doing a customer segmentation, determining a long-term customer’s value or calculating the risk of churn among 
customers – it depends on the objectives, the amount and quality of the data and other considerations.  
 
CEOCFO: What might be one or two data items that you typically incorporate that might surprise people as to 
having relevance? 
Mr. Levin: We typically use customer transactions, but you can get surprising, new insights when we, for example, add 
sales data with product and demographic information, and unstructured social media data.  
 
For example, we have worked with a very large automobile manufacturer who was interested in knowing when a telesales 
person should make a sales call, email sent or a web ad launched about a particular SUV based on social media data. 

 
CEOCFO: What has changed over time as your products have been available? 
Mr. Levin: The company was founded on September 2nd, 2011. We started late at night with a group of five quants 
(hence the company name “Quant5”) in a room with many white boards. This was across the street from the Sloan 
Business School at MIT – an important association for all members of the group. We mapped out an extensive technology 
plan that would take the company through several years. We wanted to start-off with a very powerful analytics platform 
that used algorithms from a variety of different tools and a data store composed of unstructured and structured data. 
Using the latest mathematical algorithms and software development frameworks we built the platform in seven months. 
When we finished we discovered that businesses did not want to buy a platform. As my wife said at the time, buyers will 
only purchase a house when they see furniture in it. Using this logic, we built “furniture for our house” by coding-up six 
modules on top of our platform. That was when we started getting tangible customer interest. Subsequently, we built in a 
dashboard for each module and last month we have added the Data Assessment for Predictive Analytics module. The 
overall technology plan, to answer your question specifically, has not changed much. Along the way, we learned a ton 
about how large customers purchase cloud-based analytics software, and we also learned about their challenges with 
respect to data and rolling out analytics. Many of the small, tactical changes as well as the additions to the technology 
plan were largely in response to customer needs, input and advice. 
 
CEOCFO: How do you reach prospective customers and how do they find you? 
Mr. Levin: We have repeat customers and customers’ referrals. We attend certain industry events and do conventional, 
in-bound and social marketing. We do not believe in blasting out tons of emails and tweets that just go unopened or 
unread. The social media world is very noisy, and many of our potential customers are very busy. So we do very targeted 
communications and events. We get very good results from our marketing. 
 
CEOCFO: Once a company has implemented your system, is there much customer service?  
Mr. Levin: Quant5 does not require a whole lot of customer service. Sometimes we are called upon when there is either a 
change of personnel or additional personnel who want to use it. We do web conferences to give new customers an 
orientation or train them on a particular module. We sell by the subscription and support and training is a part of the 
service. If a customer wants consulting, they can retain us, or additional training or technical support. A customer, over 
time, may need a customization of their algorithm. In one case a company acquired another company, or in another case 
the company changed from one CRM to another. In both cases we were happy to provide help. 
 
CEOCFO: Would you tell us a little bit about the corporate culture? 
Mr. Levin: We are not a pure software company. We are a cloud-based software developer plus we have very 
experienced software engineers with very heavy math and statistics backgrounds. Our customers, in many cases, are 
implementing predictive analytics for the first time. As a result, we have people who are very forthcoming with information, 
and we work extra special hard to simplify complex solutions and communicate very openly with our clients.  
 

“Quant5 is a company that combines next generation technology with people who have 
significant big data and predictive analytics knowhow.” - Doug Levin 
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With respect to corporate culture, we do some things that are very special. First of all, once a quarter we have a night over 
at my house where we do a barbeque with lots of exotic liquor. The other thing we do is something special related to a 
new customer. One of our new customers sells wine over the Internet, for example, so we purchased some exotic wine 
from them. It’s just a way of saying “thank you” to our customer and data scientists plus think about our customer and his 
challenges. It serves many different purposes to be really creative in our corporate culture and we certainly do the normal 
things, like playing paintball. Once, we went to a Formula One racetrack. We have done all those kinds of things, but we 
also do special things periodically because we have special people and we want to keep them happy. 
 
CEOCFO: What are one or two things that you have learned from previous ventures, both what to do and what 
not to do? 
Mr. Levin: I did my first startup in 1998, experiencing the Internet bubble and then subsequently the thermonuclear 
freeze. Then I went through corporate expansion and another thermonuclear freeze in the aftermath of the financial crisis 
of late 2008. Recently, I’ve done a startup through an economic expansion. Number one, as an economist, I know that 
there are cycles. There is boom and bust, and there are also speculative investment bubbles – especially in the tech 
industry. When you are the CEO, CFO, CRO or CMO, you just have to be really cognizant of bubbles because you can 
surf on them or get clobbered by them.  
 
The second thing is that startups exist because of the talent pool that you bring into the company. Bringing in really smart 
people who can solve customer problems and develop great, new technology is really important. The people who you hire 
are the most critical part of making a startup successful.  
 
The third thing is “think big”. This is not about building a one-dimensional, sexy technology that is acquired by another 
company within 18 months. This is about building a company that has long-term value for customers, investors, 
employees, and has a trajectory and a vision to it that contributes something to society. 
 
CEOCFO: Put it all together for our readers. Why pay attention to Quant5? 
Mr. Levin: Quant5 is a company that combines next generation technology with people who have significant big data and 
predictive analytics knowhow. We have created some excellent partnerships, and we have very happy customers. We pay 
attention to how and why Quant5 technology is used and by whom. We see our company as part of a great wave of 
innovation and business solutions that is transforming the way business works and make decisions. 
 

 
BIO: Doug Levin is the CEO of Quant5, Inc. – a predictive analytics SaaS solutions company based in Cambridge, 
Massachusetts. Levin founded Black Duck Software in 2002, served as its CEO from December 2002 to September 2008 
and on its Board of Directors. He helped found LucidWorks and served on its Board of Directors. Levin is an active 
advisor to early stage startups in the Boston-area including Bedrock Data, Hubspot, Visible Measures and others. 
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Quant5 
1 Broadway, 5th floor 
Cambridge MA, 02142 

617-682-0170 
www.quant5.com 


