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in all areas of the business world—and at all levels of technical sophistication—
look to our books for the actionable ideas and tools they need to solve problems,
update and enhance their professional skills, make their work lives easier, and
capitalize on opportunity.
Whatever the topic on the business spectrum—entrepreneurship, finance,
sales, marketing, management, regulation, information technology, among
others—Apress has been praised for providing the objective information and
unbiased advice you need to excel in your daily work life. Our authors have no
axes to grind; they understand they have one job only—to deliver up-to-date,
accurate information simply, concisely, and with deep insight that addresses
the real needs of our readers.
It is increasingly hard to find information—whether in the news media, on the
Internet, and now all too often in books—that is even-handed and has your
best interests at heart.We therefore hope that you enjoy this book, which has
been carefully crafted to meet our standards of quality and unbiased coverage.
We are always interested in your feedback or ideas for new titles. Perhaps
you’d even like to write a book yourself. Whatever the case, reach out to us
at editorial@apress.com and an editor will respond swiftly. Incidentally, at
the back of this book, you will find a list of useful related titles. Please visit
us at www.apress.com to sign up for newsletters and discounts on future
purchases.
The Apress Business Team
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Introduction
As the founder and CEO of Content Analytics, the “Control Center for
eCommerce,” I’ve been privileged to work firsthand with the world’s largest
brands and retailers as they navigate the shift from bricks to clicks. Our clients
span a diverse set of verticals, from P&G, Clorox, and PepsiCo in consumer
packaged goods (CPG) to Levi’s in apparel, Samsung and Energizer in electronics, Mattel in toys, Walmart in retail, and many more.
In the process, we’ve developed an innovative new approach that helps our
clients succeed online. Instead of dozens of different point solutions or a
mishmash of homegrown spreadsheets and folders that are hard to manage,
we bring a comprehensive, end-to-end solution for analytics (business intelligence), content management, and reporting to e-commerce.
Some of our clients start out using just one alert or report, such as an out-ofstock alert or a competitive price report. Others make a few content updates
to improve their online product presence. As their e-commerce businesses
expand, our platform future-proofs them, enabling them to scale their insights
and operations at the same time.
Every day we learn from our clients about their challenges and opportunities.
We update our software, training, and best practices to reflect their input and
our own knowledge about how best to succeed in the fast-paced and highly
competitive world of e-commerce.
In this book, I share my key learnings about what makes companies successful
in navigating the shift from in-store to online—from bricks to clicks. It’s a transition that’s been years in the making, but it’s one that has taken on renewed
urgency now that e-commerce represents more than 10 percent of U.S. retail
purchasing and is the fastest-growing business segment for most suppliers and
retailers.
You will learn about the following:
•

How the most successful brands and retailers are transforming their organizations to address the challenges of
e-commerce—and how they’re leveraging e-commerce
to drive organizational transformation
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•

How to bring new, high-potential technology platforms
into your company with low risk

•

How computerized algorithms are disrupting traditional
channel management and how you can regain some of
the control those algorithms have taken away

•

Key e-commerce metrics and how to go about measuring them

•

How to manage your brand online and ensure brand
integrity for your products across many different retail
customers

•

How the most successful companies are navigating the
transition from in-store to online—companies I call the
bricks-to-clicks companies

This book is not a guide on how to set up your own e-commerce store or
how to make money in your spare time selling items online. This book is the
story of how industry leaders are transforming their organizations—and the
associated processes and technologies these organizations depend on—to be
leaders in e-commerce.Think of it as good to great for e-commerce. I hope you
enjoy reading it as much as I enjoyed writing it.

