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Introduction

Why a book on Infusionsoft® tags? Two reasons:
1. In my experience working with clients using Infusion-

soft®, knowing what to tag, when to apply and re-
move tags and how to keep your ever growing tag list 
organized is a skill that separates the highly successful 
Infusionsoft® marketer, from the rest.

2. Creating a tagging system is the most asked question 
when I talk to Infusionsoft® users.

In this short book, you’ll learn...
• The 4 key areas you should be tracking with tags...the 

insights you’ll gain from these tags will make you more 
money.

• When to apply tags (automatically)...some 
obvious...some not so obvious, but still important 
“trigger” events you should be using.

• How to organize your tag list to maintain your sanity.

• How to prune your tag list like a Bonsai 
artist...maintaining meaning, while removing clutter.

Your tags reflect your marketing strategy (or lack 
thereof).
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The Clients on Autopilot™ 
Philosophy
Clients not Customers
Customers are transactional...clients seek your wisdom and 
happily pay for it.

The Fortune is in The Follow-up
The biggest opportunity you have is capturing all the money 
from all the clients you’ve already attracted.

Money is Attracted to Speed
The marketing piece you launch today, however imperfect, is 
infinitely more valuable than the marketing piece that’s still in 
your head.

Consistency Over Creativity
Creativity is “neat”...consistency builds trust. Money does not 
change hands without trust.

Focus on The Very Next Step
Acquiring a client is a process not an event. Ask yourself, 
what’s the next logical step that moves that person closer to 
becoming a client.

Branding is a By-Product
Nobody cares about your “brand.” Make ‘em an offer to solve 
a problem TODAY...rinse and repeat. Succeed at that and 
they’ll remember your brand.

Automation will set you FREE
Systems and automation are the only way to achieve the free-
dom you want in your business. Automation is not about 
software...it is a way of thinking about your business.
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How to create and maintain a tag 
structure that helps you make 
more sales.

The single biggest opportunity AND the single biggest 
road block to success with Infusionsoft® is your list of 
tags.

Why? Tags are the tool you'll use to divide your list into 
meaningful segments…segments you'll use to zero-in 
your marketing message. The more precisely you match 
your message to each segment of your market, the more 
profitable your marketing will become.

Tags hold the key to the power of Infusionsoft®. If 
setup thoughtfully, they can tell you: 

• Where your contact came from.
• What's important to them.
• How they've interacted with you and your business.
• What they've purchased.

You can and should be using this insight to figure out 
what to do next with each contact (prospect or cus-
tomer).
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The problem is that most Infusionsoft® users don't 
have their tags setup to give them actionable (automate-
able) information.

In fact, most users fall into one of two categories:

1. They've got just a handful of tags that sort contacts 
into generic categories like: prospects, customers, re-
ferral partners and past customers. 

2. They've got dozens (even hundreds of tags) that have 
been added and evolved after using Infusionsoft® for 
a few years. Most are uncategorized and there are du-
plicate tags in the list (tags with different names, but 
the same meaning).

In this book I'm going to show you a system for struc-
turing your tags so that they help you make more sales.

By the time you finish reading this you'll learn:

• How to organize your tags into meaningful categories.
• What you should tag…and what you should not tag.
• How to maintain your tag list so it continues to serve 

you, without being overwhelming.
• A simple, common sense approach for naming tags.
• How to document your tags so your team stays consis-

tent.
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What to Tag

Tags are simply a way for you to track common attrib-
utes about your prospects and customers. The challenge 
is figuring out what attributes are worth tracking and 
which ones create clutter.

When I'm working with a client to design their market-
ing system, we look at six perspectives to determine 
what tags are needed.

1. Who are they?
2. Where did they come from?
3. What are they interested in?
4. What have they done?
5. Where are they in the sales process?
6. What common information will we collect during 

the life of the contact?

Who are they?

Are they a current customer, past customer, prospect, 
referral partner, vendor or investor. These are high level 
tags and are a good place to start.

You will also want to think about the industries, niches 
or sub-niches your clients belong to. Let's say you mar-
ket to professionals…you might have the following tags:
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• Attorney
• Accountant
• Architect
• Realtor
• Financial Advisor
• Doctor
• Other professional
• Not a professional

Tagging your contacts in this way will help you commu-
nicate with each group you serve using their language. 

In some cases you'll want to time your communication 
based on who they are, and the natural rhythm of their 
business cycle. For example, contacting accountants be-
tween January 1st and April 15th is generally a waste of 
time. That's “tax season” (in the U.S.)…their busiest time 
of the year.

In the last business I owned we sold to government 
agencies. They made budget decisions for the following 
fiscal year in the spring. They also had to spend any 
money remaining in their budget before the end of the 
fiscal year (June 30th). Each year there was a flurry of 
contracts issued in May and June.
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We knew who in our Infusionsoft® database was a gov-
ernment procurement officer and we timed our market-
ing communication to their natural buying cycle.

Having high-level tags like these will help you see every-
one who fits a particular category.

Where did they come from?

Next we look at where each contact came from. It's im-
portant to know the source so you can communicate 
with them based on how they first interacted with your 
business.

So ask yourself…where do my prospects come from?

• Online search (organic search)
• PPC Advertising
• Banner ads
• Direct mail
• Telemarketing
• Conferences & trade shows
• Networking events (local chamber, BNI, civic groups)
• Radio ads
• TV ads
• Print ads
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When you're creating tags to identify where a contact 
came from, be as specific as possible. Identify the exact 
ad they responded to…here's how:

Let's say you're hosting a webinar to generate new leads 
for your business. To get people to attend the webinar 
you send a series of three postcards…each with a differ-
ent headline.

You would want to create a tag for each postcard, like 
this:

• 201208 - Seminar Topic - Postcard 1
• 201208 - Seminar Topic - Postcard 2
• 201208 - Seminar Topic - Postcard 3

This this tells you which campaign they came from (the 
August 2012 seminar on "topic") and which postcard 
they responded to. If you were testing headlines you 
would want to add the headline to the end of each tag.

NOTE: Don't try to use tags for true ad tracking and ROI 
measurement. That's not what they are designed for. The rea-
son to tag based on the source of each lead is to allow you to 
quickly pull out the segment of your list that responded to a 
particular ad. True ROI tracking should be done using the 
lead sources feature in Infusionsoft®. (If you’re not track-
ing ROI with Infusionsoft® we should talk. Apply for 
one of the “Marketing Intensive” Strategy Sessions I do 
each month at stevegordonmarketing.com/tgsession).
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If you generate leads at trade shows you might use tags 
like this:

• 201208 - trade show name - visited booth
• 201208 - trade show name - attended presentation on 

topic (if you taught a breakout session)

The further out you get from the source event the less 
important the exact ad becomes. In our examples above, 
I might come back 6-12 months later and consolidate 
the three direct mail tags into one for the campaign: 
201208 - Seminar Topic.

This will help keep your tag list manageable.

What are they interested in?

"When you know your customers, some of their special interests 
or characteristics, you always have a basis for contacting and 
talking to them."   --Harvey Mackay

Now we're getting to the real intelligence about your 
prospects and customers…

When you understand their interests…the things that 
are important to them…you are uniquely positioned to 
offer them those things.
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Or as Dan Kennedy puts it…when you know your cus-
tomers specific interests, you'll be a welcome guest, in-
stead of an annoying pest.

There are two types of interests you should be tracking 
in Infusionsoft®:

1. Each contacts topical and product/service interests. 
(Basic Strategy)

2. Each contact’s personal and career interests. Want a 
world class list of information to capture? Download 
Harvey Mackay’s Mackay 66 profile. 
(Advanced Strategy)

Topical and Product/Service Interests

Tracking the things your prospects and customers have 
expressed interest in will put you light years ahead of 
your competition.

Lucky for you…Infusionsoft® makes this easy.

Let's say you regularly email articles on a variety of top-
ics to your list. Simply put a short introduction to the 
article in the email, with a link to the full text on your 
website. 
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When the reader clicks the link you can have Infusion-
soft® assign a tag to signify the reader's interest in the 
topic.

The same approach can be applied to direct mail offers, 
white papers, free reports/videos/webinars/
teleseminars…you name it.

Over time you'll begin to segment your list based on in-
terests and build products and services specifically tai-
lored to the specific interests of your prospects and cli-
ents.

Personal and Career Interests

Personal and career interests focus on the prospect or 
client as an individual human being (as opposed to focus-
ing on his or her buying interests).

This advanced level of intelligence is especially useful if 
you're selling a high priced or highly customized item. 

List segmentation is one of the most powerful 
strategies you can use to increase the value of your 
list of prospects. This is a key leverage point that I help 
my clients build. To find out how, apply for a FREE 
“Marketing Intensive” strategy session at 
stevegordonmarketing.com/tgsession.
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It's invaluable for building trust and relationship with 
the people you do business with…and will help you build 
a wall around your prospects and clients to keep out the 
competition.

What have they done?

We've tracked interests, now let's track actual behav-
iors…actions…by asking "What have they done?"

Have they clicked a particular link?

Have they registered for a free download or webinar?

Have the purchased a particular product or service?

Did they buy the upsell?

Did they visit a webpage, but never opted-in?

Have the filled out a form?

Have they called on the phone?

You get the idea…make a list of every action a client 
might take as he interacts with your business.
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Once you start collecting this data, you can start looking 
for trends such as:

• Topic A is more popular than Topic B

• Contact so-and-so has clicked 7 links, filled out a web 
form, attended a tele-seminar…all in the last week. 
(Maybe one of our sales people should call her and see 
if we can help)

• Who registered for the webinar and bought what you 
sold?

• Who registered for the webinar and didn't buy…why?

Using a combination of tags and conditional statements 
you can setup all kinds of rules to alert you when certain 
key conditions exist. And you can trigger automatic 
follow-up actions based on the same conditions. 

(Conditional actions are one of the most powerful and 
under used features in Infusionsoft®.)

Where they are in the sales process?

Most businesses have a sales process that includes the 
following 8 steps:

1. A new lead is generated
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2. A sales appointment is booked
3. The sales appointment is kept
4. A meaningful sales conversation occurs
5. The sale happens!!
6. There's an up-sell/down-sell/cross-sell
7. You get referred
8. The client comes back for more

Your process may differ slightly in one or two places, but 
chances are this is pretty close. 

You can track every contact through each stage of the 
sales process. You'll certainly want to setup opportunity 
stages to trigger actions as prospects move along (or stall 
out) the process. But it's nice to have everyone at each 
stage assigned a tag to identify which stage of the proc-
ess they're in.

It makes it VERY easy to pull a list for a particular stage 
so you can direct a marketing effort specifically for those 
contacts.

Here's how I name the tags:

Sales Stage 1 - New Lead (leads may hang out here a 
while, until they're ready to buy)
Sales Stage 2 - Appointment Booked
Sales Stage 3 - Appointment Kept
Sales Stage 3 - Appointment Missed
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Sales Stage 4 - Meaningful Sales Conversation Com-
pleted
Sales Stage 4 - No MSC - Not the decision maker
Sales Stage 4 - No MSC - Inability to pay
Sales Stage 4 - No MSC - Not a fit for our product/
service
Sales Stage 4 - No MSC - Disqualified for other reason
Sales Stage 5 - Sale Made
Sales Stage 5 - Sale not made - Price
Sales Stage 5 - Sale not made - Lack of trust
Sales Stage 5 - Sale not made - Missing key feature/
benefit
Sales Stage 5 - Sale not made - Other reason
Sales Stage 6 - Up-sell Made
sales Stage 6 - Up-sell Declined
Sales Stage 7 - Referral Received
Sales Stage 8 - Repeat Sale Made

Stages 1-5 are "front end" stages and will typically occur 
in order. Stages 6-8 are "back end" stages and may not 
happen in order.

Notice how we're using tags to group contacts based on 
the reasons Stage 4 and 5 were not successful. You may 
have additional reasons specific to your business…if so, 
include them. This will help track areas that may need 
improvement and trigger appropriate next actions (like 
routing to a sales person or assigning a task to call the 
contact).
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Common information

Next, think about the common information you collect 
from your contacts. Prospect and client surveys are great 
ways to collect data. Any information that's standardized 
(typically picked from a list, radio button or check box 
on a form) is a prime target for a tag.

For example…I offer a 49-point marketing audit. It's a 
49-question survey that digs deep into how a business is 
marketing itself and looks for hidden opportunities for 
growth.

One of the first questions asked in the audit is "Would 
you classify your business as: Growing, but can do bet-
ter; Declining; or Stagnant? Each answer has a corre-
sponding tag.

As a result, it's easy to market directly to the prospects 
who say their business is declining…they have a different 
set of problems then the growing group.

When you're naming tags for common information, be 
as verbose as possible. Each tag name should convey it's 
meaning, without further explanation.
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When to Tag

One of the biggest advantages to using Infusionsoft is 
the flexibility you have to apply (and remove) tags at 
every point of interaction with a client.

The most common place to tag a contact is when they 
click a link in an email (broadcast or follow-up message).

But that only scratches the surface of what you can (and 
should) be doing to capture knowledge about your cli-
ents and prospects with tags.

You’ll also want to apply and remove tags when...

1. A contact fills out a web form (online or when staff 
fills out an internal webform).

2. You complete a task and choose a task completion 
scenario (you’re using task completion scenarios to 
automate your work right?).

3. You add a note template to a contact record (the note 
template can run an action set, including assigning 
tags).

4.You move a contact from one stage to another in a 
sales pipeline.
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5. A contact begins a follow-up sequence (I like to have a 
a step that triggers a series of actions at the beginning 
of a sequence...I usually call it “Sequence Initiation 
Action” oddly enough ;-)

6. A contact completes a follow-up sequence.

7. A purchase is made.

8. A customer service issue is reported.

9. A refund is given.

What I want you to take from this list is that you have 
many opportunities to tag your contacts. Look beyond 
the obvious and find the key points of interaction that 
allow you to add to your knowledge of a client.

Mapping out your marketing strategy and identify-
ing all of the “trigger” points can be very confusing. 
I simplify the whole process for my 
clients...discover how at 
stevegordonmarketing.com/tgsession.
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Organizing your Tag List
A BIG mistake I see in Infusionsoft® accounts is the 
absence of tag categories. Without them, your tag list 
will quickly become unmanageable.

Before you dive in to create your tags I recommend you 
setup your category structure. If you've already got a 
healthy list of tags you can go ahead and create these 
categories and assign existing individual tags to them.

Here's how I suggest breaking down your categories.

What They've Done

• Click
• Purchase
• Event
• Bait
• Form
• Client

Who they are
• Sequence
• Network (which of your networks they are in)
• Source (a.k.a Where they came from)
• Type
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What they're interested in
• Interest (topics/products/services)

Where they are in the process
• Review (useful for assigning each contact to a monthly 

or quarterly review by an account rep)
• Stage (the sales stage the contact is in)
• Sequence (Which sequence are they in? Is it running 

or finished?)

The Life of a Tag

How long should a tag stay around?

The best answer…as long as the information is useful. 

Most of the time this is a lot less time than you think. 
One of my clients puts on monthly seminars and we 
track who attended each seminar by assigning a tag like 
this:

& Category: Event
& Tag: 20120817 - Seminar Topic - ATTENDED

This is very relevant immediately following the seminar 
and for several months. But eventually, it becomes less 
important to know which seminar they attended so after 
12 months we combine seminar tags and create one tag 
for all of the seminars for the year like this:
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& Category: Event
& Tag: 2012 Seminar Attendee

Combining tags like this (when possible) helps keep your 
tag list relevant and manageable. I recommend you re-
view your tags 1-2 times a year and consolidate them 
when possible.
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The New Campaign Builder and 
Tags

With the Spring 2012 release, Infusionsoft® has intro-
duced a new Campaign Builder that allows you to visu-
ally design your marketing sequences.

This is a huge advancement and will, eventually, make 
life much simpler for Infusionsoft® marketers.

As of this writing, the Campaign Builder does not have 
the full range of functions available in Legacy Follow-up 
Sequences...especially, the ability to run action sets.

For that reason, I and many of my clients are still build-
ing sequences using the Legacy Follow-up Sequences (for 
now).

But the future looks promising…

The new Campaign Builder has one killer feature...a tag 
“listener.”

With this feature you can now automatically trigger 
follow-up sequences by simply applying the appropriate 
tag.

This opens up a number of interesting possibilities down 
the road…Stay tuned.
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Appendix - Tag Naming Conven-
tions

I get asked all the time...how do you name your tags? 

Trust me, tag naming, more importantly, tag naming 
consistently is important, but tag names are useless 
without a solid understanding of who is your ideal client 
and who is not...and without a strategy to attract, con-
vert and clone them. 

For help with understanding and attracting your 
ideal clients you should apply for one of the 
“Marketing Intensive” Strategy Sessions I hold 
each month - 
stevegordonmarketing.com/tgsession.

Here is my tag naming convention cheat sheet:

Note: YYYY is the year, MM is the 2-digit month and DD is 
the 2-digit day of the month.

Remember! Each heading should be a tag category in your Infu-
sionso&® app.

Clicks
Broadcast Emails: YYYYMMDD - Broadcast Email 
Name - To List - Link Name
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Sequence/Campaign Emails: Sequence Name - Step # - 
Link Name

Events
YYYYMMDD - Event Name - Partner Name (if any) - 
REGISTERED

YYYYMMDD - Event Name - Partner Name (if any) - 
ATTENDED (No Purchase)

YYYYMMDD - Event Name - Partner Name (if any) - 
ATTENDED (Purchased Product X)

YYYYMMDD - Event Name - Partner Name (if any) - 
NO SHOW

YYYYMMDD - Event Name - Partner Name (if any) - 
RSVP NO

YYYYMMDD - Event Name - Partner Name (if any) - 
ATTENDED (Multiple)  [This is useful to track repeat 
attendees...they may warrant special treatment]

Sales Stages
Sales Stage 1 - New Lead (leads may hang out here a 
while, until they're ready to buy)
Sales Stage 2 - Appointment Booked
Sales Stage 3 - Appointment Kept
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Sales Stage 3 - Appointment Missed
Sales Stage 4 - Meaningful Sales Conversation Com-
pleted
Sales Stage 4 - No MSC - Not the decision maker
Sales Stage 4 - No MSC - Inability to pay
Sales Stage 4 - No MSC - Not a fit for our product/
service
Sales Stage 4 - No MSC - Disqualified for other reason
Sales Stage 5 - Sale Made
Sales Stage 5 - Sale not made - Price
Sales Stage 5 - Sale not made - Lack of trust
Sales Stage 5 - Sale not made - Missing key feature/
benefit
Sales Stage 5 - Sale not made - Other reason
Sales Stage 6 - Up-sell Made
Sales Stage 6 - Up-sell Declined
Sales Stage 7 - Referral Received
Sales Stage 8 - Repeat Sale Made

Interests
Interested in Product A
Interested in Service B
Interested in topic [be descriptive]

Clients (purchases)
Client of Product A
Client of Service B
Client - Active
Client - Inactive
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Client - Repeat Business

Who Are They?
[Examples]
Realtor
Attorney
Financial Advisor
...and so on. Pick the types and names that fit your mar-
ket best.

Where did they come from?

Online search (organic search)

PPC Advertising: Site [Google Adwords, Facebook, etc.] - Ad 
Headline - v.# [add version number if you’re testing ads]

Banner ads: Site - Ad name - v.#

Direct Mail: Campaign Name - Step # - Headline/
Message

Telemarketing

Trade Show: YYYYMM - Trade Show Name

Conference: YYYYMM - Conference Name
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About The Author

Steve Gordon is a marketer and 2-
time entrepreneur, author of the 
popular e-book 7 Deadly Marketing 
Sins That Wi! Ki! Your Business and 
creator of the Referral Avalanche 
Workshop series. 

Steve is passionate about small business in America.

The son of a small business owner, and the CEO of a 
small company himself from the age of 28, Steve 
uniquely understands the challenges of entrepreneur-
ship.

“We a! get into business to find more #eedom...financial #ee-
dom, #eedom to make our own schedule, #eedom #om bosses 
and bureaucracy...then we realize: #eedom is elusive when 
you’re building a business. We’re changing that.” 
) --Steve Gordon

He created his latest company, Steve Gordon Marketing 
Systems to help small business owners work less and live 
more. He does this by building autopilot marketing sys-
tems that attract new customers and drive repeat busi-
ness for his clients...even while they’re at the beach.

To learn more, visit stevegordonmarketing.com.
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Special FREE Offer From 
Steve Gordon

Ready to Generate More Leads, Convert 
More Clients, Fatten Your Bank Account 

AND...leave the office early?

That’s the promise of Infusionsoft®…

Have you achieved it yet?

As great as Infusionsoft® is, most businesses that 
buy it never use it for more than a fancy autore-
sponder and rolodex.

That’s like driving a Ferrari 37 miles an hour down the 
Autobahn...what’s the point?

If you’re ready to get more clients...on autopilot 
you should apply for one of the handful of free 
“Marketing Intensive” Strategy Sessions I do each 
month.

In your session we’ll explore your current marketing 
strategy and look for opportunities that you’re not 
capturing...I guarantee it will be eye-opening.

At the end of the session, if we decide it makes 
sense to work together, we’ll talk about options to 
help you reach your goals.

Apply online at:
stevegordonmarketing.com/tgsession
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Don’t Use Infusionsoft Yet? 
Get a Free Demo…

If you’re thinking about using Infusionsoft®...or got 
this book and now want to learn more about Infu-
sionsoft® before you do ANYTHING else…

...schedule a free demo of Infusionsoft® to see what 
it can do for you and your business.

I’ve partnered with the folks at Infusionsoft® to bring 
you a live demo of the software that you can attend 
from the comfort of your home or office.

To get your free demo simply go to:

stevegordonmarketing.com/tagguidedemo

Material Relationship Disclosure: You should know that,  if you 
schedule a demo of Infusionsoft® using the link above and then you 
decide to buy Infusionsoft® they’re going to send me a check. If 
that makes you uncomfortable, by all means, go directly to Infu-
sionsoft®’s site and schedule a demo (I promise it won’t hurt my 
feelings). On the other hand, if you’ve found this guide valuable, use 
the link above. I not only recommend Infusionsoft®, I use it to run 
multiple businesses. Now go get some clients...on autopilot!
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What Others Are Saying About 
Clients On Autopilot

“My Sales are up 40% and I’m Playing Golf Again”
“For 30 years I had a goal of se!ing 100 life-insurance policies a year. In case 
you don’t know...that’s a lot! In fact it put me in the top tier of my industry 
year a&er year. But I don’t want to work that hard anymore...so I’ve been 
working with Steve Gordon to build an autopilot marketing system. 

The system we’ve built is driving good, qualified leads each month. Business 
is up 40% this year and I’m playing golf again!”

--John Curry, Author of Preparing for a Secure Retirement and creator of 
The Secure Retirement Method   (johnhcurry.com)

“Thanks to Steve, Our Productivity has increased and our 
sales are higher!”
“Before working with Steve, we were #ustrated with our business, our cli-
ents, and each other. A&er each consultation we le& with ideas we could im-
plement immediately. When we took the advice and changed our business 
habits, we experienced positive results…instantly.”

“Thanks to Steve, our productivity has increased and our sales are higher 
because we’re not competing on price, we’re charging for value we deliver to 
our clients.”

--Renee & Tony Mi!er, Grapevine Marketing, 
Ta!ahassee, Florida

“Thanks Steve!”
“A&er Sitting with Steve at a restaurant and describing what I was trying to 
accomplish, Steve pu!ed out a napkin and mapped out what I am now suc-
cessfu!y using as my plan for my new product launch!! Thanks Steve!”

--Greta Schulz, Founder of Schulz Business Se!utions, Author of the book 
“To Se! is Not To Se!” and Creator of the B2B Sales Playbook 
b2bsalesplaybook.com

clients on autopilot
stevegordonmarketing.com


