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Praise for 

Building a Digital Analytics Organization

“The allure of Big Data is immense. There is SO MUCH DATA! Yet, data 

collection does nothing by itself. It actually does financial harm left in the wrong 

hands. Fix that, and you win. Let Judah show you how to build an organization 

where Big Data’s primary imperative is to drive Big Action.”

—Avinash Kaushik, author of Web Analytics 2.0 and Web Analytics: 

An Hour a Day

“Without a digital analytics organization, you aren’t optimizing your business, your 

site, or your app. Reading this book can help you.  I just hope you adapt before one 

of your competitors does.”

—Bryan Eisenberg, author of Call to Action, Waiting for Your Cat to Bark, 

and Always Be Testing, Keynote Speaker, Cofounder of the Digital Analytics 

Association, and Publisher of UseTheData.

“Since founding Gomez 15 years ago, I’ve had the privilege of working with many 

pioneers in the field of web site and e-commerce excellence. I am impressed with 

the managerial principles and analytical techniques Judah has developed and 

presented in this book. A must read for the 21st century analyst and executive who 

wants to learn how to create value and deliver excellence with digital analytics.”

—Julio Gomez, Founder of Gomez, Inc., General Manager at Attivio

“Before ‘Big Data’ and ‘Data Science’ became buzz words, Judah was extracting 

actionable insights from immense data sets and revolutionizing the field of business 

analytics. Unfortunately, the digital version of his nerdy brain is still too big for 

a do wnload, so reading and internalizing this book is the second best option for 

anyone interested in improving their business via an intelligent approach to data 

and analytics.”

—Yaakov Kimelfeld, Ph.D., Chief Research Officer of Compete

“Among the most valuable things you’ll find in Judah’s book is his experience. 

Building a Digital Analytics Organization is packed with real-life guidance and 

wisdom from his years of work as a practitioner and manager in the analytics field. 

From defining measurement needs, to analyzing data, to comparing analytics tools, 

Judah has done just about everything. We can all put his experience to use as a 

guide as we build out our own analytics organizations.”

—Justin Cutroni, author of Google Analytics, Analytics Evangelist at Google.
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