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Recover Lost Revenue From Premium Declines
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A high-ticket downsell targets prospects who decline your premium Tags

offer on a sales call. They showed up, heard the pitch, and said no. Products
That's not a dead lead — it's unresolved intent. A downsell captures Custom Fields
that intent with a smaller commitment before they disappear.

Without a downsell, every declined call is zero revenue. With one, PREREQUISITES

you recover 10-20% of lost deals. These prospects already invested 50+ Call Declines

30-60 minutes on a call — they're the warmest traffic in your funnel. 1+ Downsell
Products

The biggest conversion lever is speed. Present the downsell within

minutes of the decline — on the call itself, on a redirect page, or via VARIATIONS
an immediate follow-up email. The longer you wait, the colder they
get.

Payment Plan
Self-Paced Tier
Strategy Session

PERFORMANCE CALCULATION

. @ METRIC TARGET
Determine Your Downsell Rate

10~20%

) Ccal Masfertj ’Program - Decline Wo

Tag everyone who completes a sales call and declines the main offer.

(o) Starter Dvogvam - Downsell 62

E Track completed purchases of your downsell product only.

Purchases + Declines 12.9%



SALES CALL FUNNEL HIGH-TICKET DOWNSELL

Breakdown Your Downsell Conversion Rate

Find which declined prospects are most likely to convert on a smaller offer.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Different sources create different decline
reasons. A webinar-booked call declined for
different reasons than a cold ad click. Segment
to find which sources produce the most
recoverable declines.

DOUBLE DOWN ON WARM SOURCES
If webinar leads convert 3x higher on

downsells than cold ad leads, invest more in
pre-call nurture. Warm audiences need less
convincing to accept a step-down.

TIME TO CALL
[ DAYS SINCE OPTIN | NURTURE STAGE | TAG

Prospects who booked a call within 48 hours of
opting in behave differently than those
nurtured for weeks. Fast movers who decline
are often impulse-driven — a quick downsell
works. Slow movers need more follow-up.

ADJUST URGENCY TO LEAD SPEED
Fast leads: present downsell on the call or

within 10 minutes. Slow leads: use a 3-email
sequence over 5 days that re-sells the
transformation.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Webinar
Facebook
Email

oraanic

DECLINE REASON

[ CUSTOM FIELD | TAG | CALL NOTES

Price objections convert differently than timing
or fit objections. Have your closers tag the
primary decline reason. Prospects who said 'too
expensive' respond to payment plans. 'Not
ready' responds to self-paced options.

MATCH THE DOWNSELL TO THE OBJECTION
Route price objections to payment plans.

Route timing objections to self-paced
programs. One generic downsell leaves
money on the table.

SALES REP
[ CLOSER | CALL TEAM | CUSTOM FIELD

Not all reps present the downsell equally.
Compare downsell conversion rates across your
sales team. A rep converting at 25% versus one
at 5% reveals a scripting or confidence problem
— not a product problem.

TRAIN TO THE TOP PERFORMER'S SCRIPT
Record your highest-converting rep's
downsell pitch. Transcribe it. Train the team
on it. Small script changes create 2-3x
differences in recovery.

FOCUS SEGMENT
Channel
e 3Y 18.9%
160 14 3.3%
9% 18 20.0%
5o 2 U.0%



SALES CALL FUNNEL HIGH-TICKET DOWNSELL

Optimize Your Downsell Page

Reframe the decline as a smarter starting point — not a consolation prize.

Thanks for chatting with us!

Not Ready for the Full Program? B
Start With the Essentials.

Get the same transformation at your own pace.

B YES! Give Me the Starter Program

3666 Just $497
No thanks, 'm not interested right now. n

HEADLINE
A\ REFRAME THE NO — DON'T REPEAT THE PITCH

Acknowledge the call, then reposition: 'Not
ready for the full program? Start with the
essentials.' Don't rehash the sales pitch — it
already failed. Address the real objection: price,
time, or commitment level. The downsell
should feel like a deliberate choice, not
leftovers.

CTA & PRICE ANCHOR
A\ ONE BUTTON, ONE PRICE, ZERO CONFUSION

One button. One price. No confusion. Show the
original price crossed out beside the downsell
price. Use direct copy: 'Yes — Give Me the
Starter Program for $497.' Add a payment plan
option to reduce friction further. Every extra
decision point after a declined call kills
momentum.

E VIDEO / SALES COPY

A SHOW THE RESULT AT A LOWER PRICE POINT

Use a short video or punchy copy that reframes
value. Don't list features — show the result
they'll get from the downsell alone. Anchor
against the call price: '$497 instead of $3,000'
makes it feel like a steal. Keep video under 3
minutes, copy under 300 words. Speed matters
here.

EXIT OPTION
A\ RESPECT THE NO TO PROTECT YOUR BRAND

Include a clear 'No thanks' link below the CTA.
Don't hide it or use guilt-trip copy like 'No, |
don't want success.' These people just spoke
with your team — they know you. Respectful
exits protect your brand and keep the door
open for future sales.



SALES CALL FUNNEL HIGH-TICKET DOWNSELL

How to Optimize High-Ticket
Downsells for your business

Every industry has a natural step-down from a premium call offer that feels smart — not cheap.

i.g COACHES
9 OFFER GROUP ACCESS INSTEAD OF 1-ON-1

When someone declines your $5,000 coaching
package on a call, offer a $497 group program.
Same curriculum, different delivery. Position it
as 'learn alongside peers' rather than 'cheaper
coaching.' Include one monthly hot-seat call so
they still feel access. Coaches who add a group
downsell recover 15-20% of premium declines.

E-COMMERCE
@ DROP THE CUSTOM PACKAGE, SELL THE STARTER KIT

When someone declines a $500 custom package
on a consult, offer a $97 starter kit with your
best-selling items. Remove the commitment of
a full build-out. Include a coupon for the
remaining items valid for 30 days — this brings
10-15% back for a second purchase within the
month.

m B2B & SAAS
@ DOWNGRADE THE PLAN, NOT THE RELATIONSHIP

When a prospect declines your enterprise tier
after a demo call, offer a starter plan with core
features and a clear upgrade path. Don't pitch it
as less — pitch it as 'start proving ROl before
scaling.' Include a 90-day check-in to review
usage. This converts 15-25% of enterprise
declines into paying accounts.

'j CREATORS
Pl @ SELL THE DIGITAL VERSION OF YOUR LIVE OFFER

Declined your $2,000 live intensive on the call?
Offer the recorded version for $297. Remove the
time commitment objection. Bundle it with
templates and workbooks that add tangible
value. Creators who downsell recordings
recover revenue while building an evergreen
library they can sell indefinitely.

m COURSE CREATORS

u OFFER THE SELF-PACED TIER

Declined your $2,997 cohort course on the call?
Offer a $497 self-paced version without live calls
or community access. The content stays the
same — only the support changes. This removes
both the time and price objections at once. Add
an upgrade path so students can join the next
cohort at a discount.

4 PROFESSIONAL SERVICES
4

? OFFER A DIAGNOSTIC INSTEAD OF FULL ENGAGEMENT

When a prospect declines your $10K retainer on
a consult, offer a $1,500 audit or strategy
session. Deliver a roadmap they can implement
alone — or hire you to execute. This builds trust
through demonstrated expertise and converts
20-30% of audit clients into full retainer
engagements within 6 months.



