
Brian Basilico: Hey, everybody. I'm super-excited to have a great guest today. His name is Andy 
Crestodina and he works at Orbit Media in Chicago, and he's an author, and just full of a ton of 
knowledge. Hey, Andy, how are you doing today? 

Andy Crestodina: I'm great, Brian. Thanks for having me. 

Brian: Oh, man, thanks for coming on. 

So I wanted to get your back story. Tell me a little bit about how you got to be where you're at. You've 
always been an expert media marketer, or did you go through some other stuff? 

Andy: No. That generation of marketers is kind of self-taught because in college at the time, this is like 
the early to mid-90's. There weren't really classes on this stuff like the internet was new. So I don't have 
an MBA, don't have a marketing degree, but it was just really passion about interactive and so when we 
started building websites in January of 2000, learned right away, then it wasn't enough to just build a 
website. I remember the day like it just happened. I woke up in the morning and realized, “Wow, I have 
to understand how search engines work, I have to understand how to measure results.” 

So just basically as a practitioner for the last 15 years have just done lots and lots, spent lots of hours in 
the trenches doing work with search optimization, email marketing for the last eight years. So lots of 
blogging in social media, content marketing, but plenty of analytics in that time. Lots and lots of 
analytics time. 

Brian: Oh yes. It's one of the things that I consider the cornerstones of online marketing. I call the 
Threeheadedmonster a great website that's customer-focused, analytics and measurement and then 
having great content to drive people back to it. 

So today's topic we're talking about analytics. So, give the audience just a broad brush overview of 
what Google Analytics is. 

Andy: Analytics is the tool through which you measure the success or failures of all of your activity as 
well as everything that your audience is doing on your website. If your website was a car, this should 
be the dashboard. It's the data that helps us make better decisions. 

Brian: The question I get a lot from people is, “Okay, there's Google Analytics. Why do I use that 
instead of just the stats that come off my website?” 

Andy: That's just a perfectly reasonable question. It shouldn't be just the foregone conclusion that 
Google wins every battle that they fight. They're dominant and it's the majority of websites that use the 
Analytics. The main reason is that it's just very powerful and very free. It doesn't cost anything so 
almost everyone has it set up, but there are other tools for Analytics. I am not that familiar with them. 
Omniture is the big one that is kind of the complete package and then there are lots of little tools that 
we can use to augment the reports we get in the Analytics – things like heat map tools, like Crazy Egg 
or Hotjar. Screen recording tools that will show you specifically what a sample of your visitors did and 
where they move their mouse like [inaudible] or Lucky Orange. There's lots of other tools that are 



niche players in Analytics, but not even close to the level of detail that you get at no cost, so it's not a 
surprise that it's really one and it's just hard to imagine doing any marketing without it. 

Brian: So who should be using it and why? 

Andy: Really, it's for everybody. I meet people all the time who have it delegated out, or there's a 
different department that has it, or they have to wait for that report who could email them once a month 
from Atlanta. It's very strange that not everyone can use it themselves. It's important for anyone who 
has either taken an action in marketing who wants to see if it's successful or not, or they have an idea 
they think they might take an action and they want to bet to see if it's a good one. So, it's for anybody 
who is doing anything in content or on advertising. It's just something that we can all be hands on with. 
It's not a mystery, it's fine for even people who hate math, it shouldn't be as scary as it seems and I 
think I haven't finally concluded the reason why people don't like that or tend to shy away from it. 

If you just use it as a reporting tool and you just jump in and look at the reports and don't feel like you 
got any smarter, then eventually you sort of feel like, “Oh, I don't really know how to use Analytics.” 
But it's the people who use it in a practical way to support decisions, people who actually go in there to 
ask a question and find an answer that gradually build up their skills, build their confidence and 
Analytics. Those are the ones that get the best results in the long run. 

Brian: So let's say we got Analytics set up, what are some of the key things that people should be 
looking at inside of their Analytics? What kind of things are giving this the best indicators of what's 
happening? 

Andy: Well, the two bottom line numbers that matter to all of us and that really determine together 
combine to determine the success rate of any marketing efforts are the total visits and the conversion 
rates. So the number of people who come to your website, that's your total visits and there are some 
different sources and they're of different quality, they have different characteristics and we can see all 
of the details there. The conversion rates is the percentage of those people who take an action. Two of 
the most important actions are either going to be leads for lead generation sites and sales for 
ecommerce sites. 

The secondary action to measure the rate of people who do these other things are things like 
newsletters, subscribers, event registrants, job candidates and many, many other types of conversions. 
But it's that first number times the second number that equals success though. If you break it down and 
just take a look at it that simply and start with a big high level view, then you can very quickly see if 
you've got a problem with traffic or a problem with conversions. That's very seldom and puts it. If the 
website is the mouse trap, the content is the cheese, it's the marketer that drives the traffic, it's the web 
designer that maximizes the conversion rate. 

Brian: So when we're looking at conversions, what are we trying to set up there? Are we looking at a 
single page and that people have gotten to that page and stayed on the page? What does the conversion 
look like? 

Andy: Analytics is sort of a hack, the way it works. It's really impressive, but it has some blind spots 



because really all it is, is Javascript on pages. Analytics really only knows without special 
programming and set up when people go from one page to another. So a conversion is when someone 
takes the successful action which is becoming a lead or becoming a newsletter subscriber and their 
filling out a form is the most part and those actions take the visitor to a thank you page when they click 
“submit,” or click “buy,” or click, “subscribe.” What the goals are, classically, the goals and analytics 
are destinations which are thank you pages. 

Few things about that. One is the usability, and the labeling of navigation, the use of evidence, and 
testimonials and everything should be designed to guide people toward that ultimate thank you page 
which is where the website owner is getting ROI; but secondly you should be careful about the project 
itself. You shouldn't build a website where there's a thank you message instead of a thank you page. It's 
all based on URLs. So if the address bar doesn't change, really they aren't going to get the analytics, or 
their outcome, or their results. You won't be able to measure the conversion rates, the percentage of 
people who took that action. 

There are special ways to program around it using something fancy called “event tracking,” but put 
simply, a conversion is someone who made it to the thank you page, which means they met their own 
goals and met the goals of the business. 

Brian: Awesome. Great explanation. That helped a lot. 

So what are some of the opportunities that people are missing? Let's say they have set up – obviously 
conversions are one, but they have set it up – where are people not looking inside of Analytics that they 
could be getting better data? Because a lot of times people just look at the overview and say, “Okay, I 
had this many visitors, this many unique visitors, this is my bounce rate, this is my linked on page and 
number of pages seen.” And they see that and say, “Okay, it has been better than last month. Let's move 
on.” 

Andy: Right, or, “The tours from last month and I'm sad.” 

Brian: Right. 

Andy: This is my theme for the year and I rant about this. That's not really analysis. People look at it. 
What you just subscribed is the most common way to use analytics, but it doesn't actually change 
marketing outcome because that's just reporting and reporting doesn't affect your marketing – only 
actions do. So what a lot of people do is they just look at charts, they smile, and frown, and then they 
go out and answer more emails, or whatever they do starting the day. So really the difference between 
good an great is people who actually ask in a lot of the question, and find an answer, and then make a 
decision. Here is an example of a classic missed opportunity for a lot of people. 

There's a report in Analytics under the Audience section called “User flow.” It's a report that matches 
up a lot of traffic data and conversion data because it shows you where people move through your 
website. Every page is like a green box and the drop offs in that page are red-lined. If you click on a 
new page there, maybe you're one of the second or third interaction pages in this flow and you click on 
“highlight traffic” through that, do it for one of the bigger boxes, in other words one of the more 



popular pages, you can quickly see what the most popular path is through your website. Every website 
is a top path, but not every website owner knows what the most popular path is for their site. 

Now when you know what the top path is, you can begin to think of your website as like a town, or a 
city and it has highways flowing through it. It has little side streets, then it has tiny back alleys. If you 
know that the most common path is from page A, to B, to C, you know that's where to put your most 
compelling content, that's where to put that video testimonial for that powerful call to action where the 
legitimacy – if you're going to work on one page today, why not work on one of the pages that is in that 
top path because that's the page that's going to get much more traction for you, you're going to get 
much more visibility for whatever tiny improvement you made? So there's too many people putting 
billboards on the back road. The best content isn't their best foot forward. They may have amazing 
video testimonials on some deep, deep interior page that no one visits. 

One of the conclusions from this is that you should not have a testimonials page at all. People don't go 
to those pages. You should take the testimonials out of that page and put them on every page or best of 
all put them on the pages that are part of that top path. This is a way to get a much higher conversion 
rate by making sure that your strongest content is in that main flow, that highway of traffic flowing 
through your website. 

Brian: Great advice, man. That's fabulous. 

All right, Andy, what are some of your other favorite tools inside of Analytics? Like intelligence 
events, real-time demographics, behavior, geography – all those kind of things. What things do you like 
to look at? 

Andy: Well, real-time analytics is fancy and it's an impressive feat of engineering at Google that they 
made it work. There's almost no way to really make a good decision based on that. To me it's always 
been kind of eye candy, except yesterday I was talking to a client in the phone and we actually did use 
it to see something. It was, is their analytics set up properly? Is it tracking the right account? We're 
clicking around at their website while looking at real-time and we could see that the clicks were us, it 
was showing the pages we were on, therefore analytics was tracking it properly. Other than that, real-
time is not a very practical tool, but it's certainly impressive that it works. 

The reports that I like to look at on a regular basis to make decisions from is very high level, to see 
which of my content is best supporting traffic goals and which of my content is best supporting 
conversion goals. Every website has a small number of pages that get the massive disproportionate 
number of visitors. Either are definitely pages that are on that highway that we talked about, but they're 
also frequently the types of pages that rank high because most websites rank for hundreds or thousands 
of phrases whether people know it or not. Beta is actually in your Analytics and to the queries report 
and you could see the phrases that rank high and it helps you do better search optimization. 

You could also filter that report, the queries report, to see the phrases that you almost rank high for. You 
can sort that to see phrases for which you rank 11 or greater, in other words, high on page two. To do 
this, you need to have Google Analytics connected to Search Console, formerly known as Google 
Webmaster Tools and then you have to create an advanced filter on that to show just the queries for 



which the average position is greater than 10 – a little bit fancy, but it's really valuable data because 
now you can see these are pages that have the greatest opportunity to rank higher. Because of the 
couple simple changes with that page, I can very easily move it from page two to page one. Now 
you've got Traffic Champions. 

The other report that I care about most just to find my conversion champions, for which are the pages 
that are best supporting my lead gen goals or my newsletter subscriber goals, this is in the conversion 
section. Now it's called Reverse Goal Path where you set the goal to be for example newsletter 
subscribers and you set the previous steps on a goal path to be maybe a blog post. I can see the blog 
posts that people were reading right before they subscribed. These are my conversion champions. Now 
once you know what your traffic champions are, then once you know what your conversion champions 
are, all you have to do is to create links between those pages, drive people from the traffic champions 
to the conversion champions and you'll get better results with very little effort because this is your best 
cheese combined with your best mouse traps. Most people don't know what either of those are, but 
once you do know what they are, really then you can decide, produce more content on those topics, you 
can decide the conversion champions, put those post at the heavier social location, link to them from 
other places, maybe put them on your homepage, put them in your email signature – most content 
marketers have blogs that have hundreds of articles. Some of those will convert visitors into subscribers 
at 10, or 20, or 50 times the rate of others – knowing what those are, but you do much better marketing 
because you can make those more prominent, surface them in your website, or simply just share the 
more often when you're scheduling post in social streams. 

Brian: Great stuff again. This is really incredible information. 

What are some of the technical challenges that people face? Sometimes it's tough to integrate Search 
Console, AdWords, all the different properties inside of Google. What are the things that you see that 
are challenges for most people? 

Andy: The most common mistake is that people just haven't finished setting it up. Like I keep saying, 
half the battle is conversions, but a lot of people haven't set up their goals yet. So the two main set up 
things are just simply tell Analytics what your goals are, what should be destination goals that are the 
URL, so the called previous steps, the funnel, to be the contact page, or what it is. Most people haven't 
yet filtered out themselves on their Analytics. They're polluting their own stats by not filtering out their 
own traffic from their own IP address. So most people should be creating filters. If they haven't yet, it 
doesn't do this by default. This is going to make all of your audience' data more accurate. 

While you're in that screen, in review settings, in the admin section, view settings, under that view, you 
can also check the box to exclude traffics from known bots and spiders excluding bot traffic, makes 
your Analytics a bit more accurate. There are a lot of reasons why Analytics is not accurate, but doing 
these things makes it much more meaningful. That doesn't have to be totally accurate. I give 
presentation some times and explain that every number in your analytics is wrong, so it doesn't really 
matter. All we need is data that helps us make a good decision. It doesn't have to be totally accurate. I 
don't need any benchmarks except what I did yesterday. It doesn't matter what other people are doing. I 
just want to improve just some past performance. 



But yes, a lot of people, they don't have it set up properly, or once they do set up, they're just using it 
for reporting, or even if they are looking at things that might support decisions, they might be reading it 
wrong. I think that there's a lot of people who put their trust in metrics that aren't necessarily what they 
seem. For example, bounce rate, a lot of people, “Oh, it's 50% bounce rate. This is terrible. How do I 
fix it?” When in fact all of the best marketers have very high bounce rates. The better you are at social 
media and email marketing, the higher your bounce rate will be. A lot of visitors, you just have to 
accept, visitors will come to us just for one purpose. When they answer that main question or solved 
that problem they had, they're going to leave. Of course, they came there because of that tweet or that 
email. 

There's a lot of misunderstandings about what the data means. If you put your favorite website into 
Alexa.com. It will show you an estimate for bounce rates which are often like 70% or 80%. All the 
good websites have very high bounce rates. What I care about is time on page. Sure, they might have 
bounced, but they spend six minutes on the page. Well, I'm doing a good job. That matters to me much 
more. 

Brian: Again, great points. 

Tell me a little bit about how you've used Analytics to help companies and customers become more 
successful? Can you give a couple of positive stories? 

Andy: Sure. Well, examples might be a client wants to add something to their navigation and people 
always want to add stuff to their websites. Not everyone has the discipline to also remove something 
from their site when they add something to it. This is why websites get old and rusty, it's so people 
could cram in more stuff and then without really taking anything away – use a web design trick, or 
usability trick for everybody. If you want to make something more prominent, take something else 
away. It makes everything that's less more prominent, the way to keep your site clean. But if you want 
to add something to your navigation, you can actually go look to see if the performance of the other 
things in your navigation and see what's working and what's not. There's a section called “Behavior.” In 
“Behavior,” there's a report called “All Pages” or “Site Content All Pages.” Click on your home page 
which is probably one of the top pages and it probably indicated this by a “/”, but these are organized 
by their URLs and the URL of the home page is just the domain. So click on that and then there's a link 
above the data that says, “Navigation Summary.” 

The navigation summary will show you where people went from the home page and it can be very 
surprising. Similar to the user flow report, you might find that the most popular click from your home 
page is not one of the most prominent items in the navigation. So you can begin to balance out the 
relative visual prominence of every clickable item in there. You might find that nobody is going to a 
certain section. Remove it. Testimonials is a frequent example. And then you can balance it out that you 
don't have any extra visual clutter. Your navigation aligns with your visitors' interest, you can maybe 
take something away before you add something new. That navigation summary, you can see it from any 
page. It's very interesting because you can begin to read the minds of your audience, “What do they 
care about when they're on this page? What's important and what's not important to them?” That's 
ultimately the trick and the goal for Analytics. It is to give us insights into our audience, it's about 
empathy, but not just gut feel and opinion, it's data-driven empathy. That's really what Analytics is. It's 



a decision-support tool that's valuable because it gives us data-driven empathy. 

Brian: Very cool. Very, very cool. 

So with Google Analytics, what's one of the ways that you measure success? Obviously the conversion 
rate is huge, but what are some of the ideas that you would say, “I see success when I see these things.” 

Andy: Yes, the business objective is to help people grow their businesses by building great websites for 
them. The goal of the marketing is drive leads that we convert into customers and projects. So the 
ultimate conversion rate, the lead gen form is the ultimate ROI metric. The KPIs that help lead me to 
that are many. It's a total traffic in a conversion rate, but the total traffic, I'm paying very close attention 
to the things that lead to search engine rankings. In fact most people don't watch this report, but link 
popularity and authority have a huge impact in how you rank, of course. Right? 

Brian: Yes. 

Andy: So the “track backs report,” which is under “Acquisition Social,” track backs report will 
actually show you when new sites link to you and you can see if there's any new visitors. If you're 
glancing around and just reporting on things yourself, that's one of the ones to check, help yourself 
know if you're generally going to be healthy months from now or a year from now. That's a good 
indication that you're doing good outreach, that you've got a good network, that you're doing a good job 
with the digital PR activities, or collaborating with influencers and your content, or whether you should 
be more active, either producing high-value content and networking. 

Newsletter subscribers is another one. That's a huge leading indicator of future traffic. I don't know a 
single series marketer that's not obsessed with list growth. I'm paying very close attention to newsletter 
sign ups. The [fusions] there might be we should be publishing those high-value topics more often 
where people are more like with the act like they did earlier with the reversible path, or [with 
conversion optimize are a site of form] about making sure that it's visually prominent, that it promises 
people something such as the topic. It [inaudible] web marketing advice and the frequency biweekly in 
my case and then finally a good email sign up form offer social proof. So when you add number of 
subscribers, or a core subscriber who loves it, that's going to maximize your conversion rate than the 
subscriber, so those three P is Prominence, Promise and Proof. Those are the best practices for a good 
email sign up form. That's a big, big KPI. 

All kinds of different things that I'm looking at day-to-day, subscribers and track-backs are big ones. 
Ranking for specific phrases are another one. I can see every email that goes out, the campaign report 
shows me if that worked or not so I can get smarter next time about offering subject lines, or maybe 
tweaking the timing of my email send – so many things. Basically any action that you want to take, you 
can turn into a question, find an answer and decide whether or not it's likely to work. Any action you 
actually do take, you can log in and just check to see if it worked and what the results were both in 
terms of the traffic and the conversions. 

Brian: Great advice, man. This is all wonderful, wonderful stuff. I really appreciate you coming on. 



So now you have a book that you just finished. Can you tell us a little bit about that? 

Andy: Sure. This is actually a case study on repurposing content. There's so much stuff that we've all 
shared over the years with our listeners, and our audience, and how do you make that stuff visible. And 
I know from analytics, these are the most valuable things that I've ever published. About half the book 
is just my top advice, many of the things we've talked about today. It's In Content Chemistry, that's the 
name of the book, which borrows its title from a post I did about the periodic table of content, which 
was very successful and people loved it. But the book, it's the Illustrated Handbook to Content 
Marketing. It's filled with pictures, it's full-color, it's got charts and graphs and tips on every page. 
Probably maybe 120 pages, but almost better for bathroom reading. You can scan through it or as a 
guide you can keep next to your computer. It's on Amazon, but I worry that people are finding the older 
edition. There's a new edition. The best way to find it, you and I just made a Bit.ly link. I think it's 
Bit.ly/com/contentchem. All my best advice is there. 

Brian: Awesome. Well, I hope people check that out and you had some great advice on Analytics just 
in this podcast. 

If people wanted to get a hold of you, Andy, what's the best way for them to do that? 

Andy: Orbitmedia.com/blog, is where like I said, I publish there once every two weeks. You could find 
me in the comments there, you can find me on LinkedIn, of course I'm very active there, you can find 
me on Twitter. My Twitter handle is my last name @Crestodina, like it sounds, 773-353-8301. You can 
call me up. I'm very easy to reach. Call me, write to me, Andy@Orbitmedia.com is my email, I'm 
online all day everyday and my goal in life is to help people get better results from web. So, questions, 
or offers to collaborate, anything at all, I'm happy to help. 

Brian: Well, you've shown that by coming on the show, man, and I greatly appreciate it and I know my 
audience is going to get a lot out of this because believe me, I worked with a lot of people that just look 
and say, “Oh, I got more traffic.” Or, “Oh, I got less traffic.” There are so much more to it. Man, this 
has been fabulous. I really appreciate you coming on the show. 

Andy: My pleasure, Brian. Thanks for having me. This is great.


