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4 Critical Metrics Hiding in Your Infusionsoft
Account (and How To Uncover Them)

Over 40,000 users have signed up for Infusionsoft, and it’s un-

derstandable why. Infusionsoft provides businesses with a stellar

way to automate their marketing.

Unfortunately, trying to extract data from Infusionsoft can be

challenging. And trying to extract the exact data you actually

need to grow your business? Nearly impossible.

If you’re one of the many business owners struggling to find ac-

tionable data, worry no more. If you’ve given up and moved on…

come back! SegMetrics provides the metrics you need to get the

good stuff from Infusionsoft’s marketing automation. And not

just _get _the data, but actually understand it, know what drives

value and transform your business.
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Here are just a fewof themetrics Infusionsoft is keeping fromyou

and how your can uncover them.

1. Lead Value

The value of a lead. What could be more—we’ll say it—valuable?

If it’s so valuable, let’s be clear about what this metric is. Lead

Value is the average amount of revenue generated by a group of

leads.

So, if in thehistoryof your Infusionsoft business you’vegenerated

120,000 leads and $3,000,000 in revenue, your total Lead Value is

$25 ($3,000,000 / 120,000 leads).

That’s a nice number to know. But it’s not actionable until you

knowwhich of your leads aremost valuable,why they’re valuable,

and when they became valuable. Once you have that level of data

you can generate insights to improve your marketing.
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Find When Your Most Valuable Leads Joined Your List

With SegMetrics you can see your Lead Values based on when

people first signed up for your Infusionsoft account.

Here we see the Lead Values of people who opted joined your In-

fusionsoft account—by signing up for a Lead Magnet, webinar,

newsletter, etc.—during December 2014:

Figure 0.1

Now compare that to people who opted in during December 2015:

The leads from December 2014 are now worth $63.24 each (awe-

some!). The leads from December 2015 are worth $5.65 – roughly

11 times less than the December 2014 leads.

Knowing the monetization of the December 2014 leads can help
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Figure 0.2

you predict the December 2015 cohort growing to a ~$60 Lead

Value by December 2016.

If those 4,074NewLeadsmature to a $63.24 LeadValue—as theDe-

cember 2014 leads did—that translates to an additional $234,637

over the next 12 months!

With SegMetrics you can track these “time-based cohorts” to see

how their values change over time and gain insights to your rev-

enue flow.

Find the Value of Your Tags

Nothing ismore important toyour Infusionsoft data than theTags

you apply to your leads. Infusionsoft tags tell you what people
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are interested in and what actions they take. Based on how you

apply Tags, you can see which Lead Magnets people sign up for,

which webinars they attend, how they answer survey questions

or whether they purchased during your evergreen sequences.

Nowwith SegMetrics, you can see the _value _of every Tag. When

you sign up for SegMetrics, we import your pre-existing Tags data

so you can instantly see their value.

Figure 0.3

Now you can see the average value and revenue for every tag.
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Is this giving you ideas for how to use Tag Value reporting to

generate actionable insights to make smarter decisions in your

business? (and look like the genius)?

You can use Tag value reporting to…

• Pick the winner of split tests

• Find the highest converting Lead Magnets

• Identify the worth of your webinar

• And report on whatever you use Infusionsoft Tags for!

One of our customers used our Tag reporting to compare two Lead

Magnet Tags. They found that one had a 31% higher Lead Value!

Figure 0.4

With this insight, this SegMetrics user can work to getmore leads

to sign up for the first Lead Magnet (e.g., make it more prominent
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on the website, send emails about it to leads who haven’t signed

up for it, tell affiliates to promote it).

The Value of Your Lead Sources and Ads

Infusionsoft Lead Source reporting can be a headache. (Hello

spotty data integrity and tons of custom coding to populate

custom fields.)

With SegMetrics, Lead Source reporting is much easier. Slap our

Javascript snippet on your website (or integrate the custom fields

you’re already using in Infusionsoft) and we’ll collect your UTM

tracking and website referral data.

Now you can track the Lead Value of your socialmedia links, Face-

book Ads and ReferringURLs, and answer that all important ques-

tion…

How valuable are the sources that send me leads?

Check out this report: Lead Values for all ad channels!

What can you do with this data?
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Figure 0.5

• Set your Cost Per Acquisition. If you know that Google ads

generate $1.84 per lead, you now know to buy them for less.

• Distribute your ad spend based on effectiveness. Find an

ad channel that has a 3X Lead Value as compared to another

channel? If you pay roughly the same to acquire these leads

you should allocate much more of your spend to the more

profitable channel.

• Know the value of your paid leads. A lot of paid traffic

consultants onlymeasure the cost to acquire a lead. It’s crit-

ical tomeasure the value they generate—over a day, month,

year and beyond—so you can truly know the ROI of your ad

campaigns.

You can also use our Referring URL report to see the Lead Values
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for every website that sends you leads. This includes Organic,

Social and Referral traffic.

Here’s a SegMetrics user with a bunch of leads from Organic

Search and Social channels.

Figure 0.6

Using this reports, they can measure the value of their Search

Engine Optimization and their social media marketing. You can
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too, using SegMetrics’s reporting – just keep your eye on that Lead

Value metric!

2. Conversion Rate

Conversion rate measures the percentage of people you convert

from Leads to Buyers. If you’re like almost every company on

the planet—and possibly on other planets—youwant a higher per-

centage of your leads to be buyers. That means a higher conver-

sion rate.

While Lead Value is our favoritemetric at SegMetrics, Conversion

Rate is also extremely powerful formeasuring the success of your

marketing efforts.

Why? Because it simplifies everything.

While your LeadValues can always go higher, the Conversion Rate

gives you binary answers to the ever-important question, “Did we

convert those Leads to Buyers?”

That simple.

Let’s look at a classic split-tested sales funnel. In the following

4CRITICALMETRICSHIDING INYOUR INFUSIONSOFTACCOUNT (ANDHOW … 11 of 17



Infusionsoft sequence, leads are equally split into two different

warming sequences with separate downsells.

Figure 0.7

Our business question here is simple: How do people from Path A

and people from Path B convert to that “Purchase” step?

Backing out the math in the Infusionsoft interface is usually a

mess.

With SegMetrics you can use Tag Reporting to see which path

converts more people to the finish line.

We’ve got a winner!
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Figure 0.8

3. Buyer Value

Buyer value is the amount of revenue per buyer. You know exist-

ing customers are valuable—theymake up over 70% of purchases

for most businesses—but howmuch are they spending?

According to Bain & Company, a 5% increase in customer reten-

tion can mean a 30% increase in company profitability. Getting

your existing customers to buy multiple times—through cross-

sells, upsells, downsells and new product launches—is one of the

best ways for your company to move the needle.

You can’t track it in Infusionsoft, but you can in SegMetrics.

Here’s an example of how you’d use Buyer Value to measure the

success of your upsells, cross-sells and down sells.
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Figure 0.9

Let’s say that in May you had 20 people buy your flagship product

for $500 (hooray!). That’s $10,000 total and a Buyer Value of $500.

Imagine that by December, five of those people bought an addi-

tional $200 worth of your products from a cross-sell funnel and

five people bought an additional $50 in products from an upsell

funnel. That’s an increase of $1,250 in revenue, pushing your

Buyer Value to $563.

Now you know two things:

1. Buyersmaybeworth$500atfirstbut theyhave thepotential

to grow to $563 over time (that’s 12.6% growth), and

2. Those cross-sell and upsell funnels are worth it. Let’s do

more of THAT!
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It’s easier to sell to pre-existing customers. They know who you

are. You can cater yourmarketing to them and build funnels only

for people with customer tags.

Focus on generating more repeat buyers, grow your Buyer Value,

andmeasure it with SegMetrics.

4. Product Sales

Revenue per product is tracking howmuch revenue each product

makes for your business. Seems important, doesn’t it?

So why does an Infusionsoft product sales report looks like this:

Figure 0.10
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Can you tell what’s going on? Can you tell WHEN these sales

occurred? Which products are trending? Which are taking a

nosedive?

If you want to get a better sense of how each product is perform-

ing, you have to export all your sales to a CSV then use pivot tables

(yuck) to create reports. This is easy… if you have 10 extra hours a

week. (If you do, please tell us how you do it.)

The other problem with manual reports: human error. Every

time you take 10 hours to cobble together reports in Excel, you

risk of messing up a pivot table, writing a bad Excel function or

mistyping in a cell.

If it’s your job to create these reports, you’re nodding your head

furiously. And such mistakes can lead to making important busi-

ness decisions about your products using bad data, which can

derail your company from reaching its goals.

That’s why SegMetrics takes those hours ofmanual reporting and

gives it to you in under 10 seconds, with clear product reports like

this:

Sort by product name, price point, units sold, and total revenue or
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Figure 0.11

change the time selector to see how products perform day-to-day

andmonth-to-month.

Don’t have 10 seconds to check your KPIs? Get them sent to you

with email reports.

Ready to get started with these 4 critical metrics and more to

supercharge your Infusionsoft business? Sign up for your 14-

day Free Trial of SegMetrics.
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