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Initial situation
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Brico challenges and goals



R=123

G=124

B=122

R=151

G=147

B=146

R=255

G=220

B=0

R=226

G=0

B=25

3

Before and after
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Key strategic decisions
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Starting point
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One central source of truth, product management
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One central source of truth, customer-centric taxonomy
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One central source of truth, content centralization
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One central source of truth, customer data (ongoing)
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The structural unlock
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Internal vs external Search Engine logic
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One opportunity to sync them all

One taxonomy = less manual work everywhere. 

One CMS = faster roll-outs across brands. 

Search + SEO fed by the same logic. 

Marketplace growth without UX/SEO debt. 

Net effect: 

 scalable content

 scalable assortment

 scalable traffic

 scalable conversion
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Scale for AI to scale for humans
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Next steps
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