
¾ Sales Funnel

Cart Abandonment
Recover Lost Revenue From Almost-Buyers

�
Target

Rev. Per Cart �
Report

Orders ª
Timeframe

45 min

² Directions ± Ingredients

A cart abandonment sequence is a series of emails sent to people 

who started checkout but didn't complete their purchase. These are 

your hottest leads — they picked a product, entered their info, and 

stopped short of paying


Most businesses lose 60-80% of carts. A well-built recovery sequence 

brings 5-15% of those buyers back. That's revenue you've already 

paid to acquire — now you're just collecting it


Speed is your biggest lever. The first email should fire within 1 hour 

of abandonment. Every hour you wait, recovery rates drop. A�er 24 

hours, most of that revenue is gone.
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Page View[

Products

Prerequisites

50+ Abandoned 

Cart[

10+ Recovered 

Orders

Variations

Browse 

Abandonmend

Checkout 

Abandonmend

Winback Sequence

Ý
Metric Target

$8~$15

¯ 1,240

­ $14,880

® Rev. / Cart Revenue ÷ Abandoned Carts $12.00

Performance Calculation

Calculate Your Revenue Recovery

Abandoned

Track everyone who starts checkout but doesn't complete purchase within your abandonment 

window.

¬ [Cart] Abandoned - Course Bundle

Recovered Rev.

Track completed purchases from contacts who received your cart abandonment sequence.

« Course Bundle - Pro Tier
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Breakdown Your Cart Recovery
Segment your abandoned carts to find where you're leaving money on the table.

Cart Abandonment

�

Not all traÅic abandons equally. Paid cold traÅic 

abandons more o�en and recovers at lower 

rates. Email and retargeting traÅic recovers 

fastest — they already trust you.

Match recovery to source ð

Send aggressive discounts to cold traÅic 

abandoners. Use simple reminders for warm 

traÅic — they don't need a coupon to come 

back.

Ã

Track which email in your sequence drives the 

most recoveries. If email 3 outperforms email 1, 

your timing or oÅer escalation is working. Lean 

into what converts.

Double down on winners ð

If most recoveries happen on email 2, test 

sending it earlier. Kill emails with zero 

recoveries — they just add noise, not 

revenue.

¤

High-value carts are worth fighting harder for. A 

$500 abandoned cart justifies a phone call. A 

$19 cart just needs a reminder email. Tier your 

recovery eÅort to match the opportunity.

Scale effort to value ð

OÅer bigger incentives for higher cart values. 

A 10% discount on $500 converts better than 

10% on $19. Scale eÅort to opportunity.

A

Repeat customers abandon for diÅerent 

reasons than first-timers. They know your 

product — price or timing stopped them, not 

trust. Personalize based on purchase history.

Personalize by history ð

Returning customers need urgency, not 

education. First-time buyers need trust 

signals and social proof to complete their 

purchase.

Traffic Source
Â Channel | UTM Source | Referrer

Email Engagement
Â Open Rate | Click Rate | Email Number

Cart Value
Â Order Value | Product | Cart Size

Customer Type
Â

New vs Returning | Previous Purchases | Lifetime 

Value
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Traffic Source Optimization ­
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Abandoned

52�

38�

21�

130

Focus Segment

Channel
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Recovered

$4,16�

$6,08�

$4,20�

$520

Revenue

$8.0�

$16.0�

$20.0�

$4.00



Sales Funnel

Optimize Your Cart Recovery Page
Remind them what they wanted, remove the friction that stopped them, and make buying e�ortless.

Cart Abandonment

1
Don't use generic "You forgot something." 

Name the specific product they les behind. Add 

urgency — "Your cart expires in 24 hours" or 

"Only 3 les in stock." Make the cost of inaction 

concrete and personal. Specificity drives clicks 

back to checkout.

3
Start with no discount in email 1 — many 

people just got distracted. Escalate across the 

sequence: free shipping in email 2, then 10% o� 

in email 3. Never lead with your best o�er or 

you'll train buyers to abandon on purpose for 

the coupon code.

2
Display the product image, name, and price 

from their original cart. Include the quantity 

they selected. If they had multiple items, show 

all of them. Remove any out-of-stock items — 

nothing kills a recovery attempt faster than a 

broken cart page.

4
Pre-fill their information from the original 

checkout attempt. Show security badges near 

payment fields. Display your guarantee 

prominently. Add Apple Pay and PayPal options. 

The fewer clicks between landing and buying, 

the higher your recovery rate.

Recovery Headline
� Remind them what they're missing

Recovery Incentive
� Give them a reason to act now

Cart Contents
� Show exactly what they left behind

Simplified Checkout
� Remove every barrier to purchase
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How to Optimize Cart Abandonment 
Recovery for your Business
Tailor your recovery sequence to your business model and buyer psychology.

Cart Abandonment

� �

Your abandoned cart is someone who almost 

committed to transformation. Email 1: remind 

them of the specific outcome they wanted. 

Email 2: share a quick win or testimonial from 

someone like them. Email 3: address the 

objection directly — usually price or timing. 

Frame the cost of waiting in terms of results 

they're delaying.

Your audience already knows and trusts you. 

Recovery emails should feel like a personal 

note, not a corporate reminder. Reference their 

engagement — "I saw you were checking out 

[product]." Include a short video or voice note. 

Creators who add personal touches see 2-3x 

higher recovery rates than templated sends.

� �

Fire the first email within 30 minutes — speed 

matters more than copy. Include exact product 

images from their cart. Visual triggers 

outperform text-only reminders by 2x. Test free 

shipping as your recovery incentive before 

jumping to discounts. Add "customers also 

bought" recommendations to increase 

recovered order value.

Course abandoners aren't price-shopping — 

they're procrastinating. Email 1: remind them 

why they started looking. Email 2: share a 

lesson preview or student result. Email 3: add 

urgency with enrollment deadlines or cohort 

start dates. Payment plans recover more 

abandoned carts than discounts for high-ticket 

courses.

� �

B2B cart abandonment o:en means someone 

needs internal approval. Send a "share with 

your team" email with an ROI summary they 

can forward to decision-makers. Include case 

studies from similar companies. For SaaS trials 

that didn't convert, the expired trial is your 

abandoned cart — send data showing what they 

lose without the tool.

When someone abandons a consultation 

booking or retainer purchase, trust is the 

blocker. Send case studies with specific 

outcomes — "43% reduction in tax liability" 

beats "we help with taxes." Include credentials, 

media mentions, or client logos. OJer a brief 

discovery call rather than discounting your rate 

— discounts erode authority.

Coaches
� Recovery is a coaching moment

E-Commerce
� Speed and product images drive recovery

B2B & SaaS
� Address the buying committee

Creators
� Use your relationship advantage

Course Creators
� Overcome the "I'll do it later" objection

Professional Services
� Follow up with authority and proof


