Cart Abandonment

Recover Lost Revenue From leosHSutjers
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A cart abandonment sequence is a series of emails sent to people Tags

who started checkout but didn't complete their purchase. These are Page Views
your hottest leads — they picked a product, entered their info, and Products
stopped short of paying.

Most businesses lose 60-80% of carts. A well-built recovery sequence PREREQUISITES
brings 5-15% of those buyers back. That's revenue you've already 50+ Abandoned
paid to acquire — now you're just collecting it. Carts

10+ Recovered
Speed is your biggest lever. The first email should fire within 1 hour
of abandonment. Every hour you wait, recovery rates drop. After 24 VARIATIONS

hours, most of that revenue is gone.
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PERFORMANCE CALCULATION

METRIC TARGET
Calculate Your Revenue Recovery $8~$15
) (Cart) Abandoned - Course Bundle 1,240
! Track everyone who starts checkout but doesn't complete purchase within your abandonment
window.
o Course Bundle - Pro Tier $14820

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

Revenue + Abandoned Carts $12.00



SALES FUNNEL CART ABANDONMENT

Breakdown Your Cart Recovery

Segment your abandoned carts to find where you're leaving money on the table.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Not all traffic abandons equally. Paid cold traffic
abandons more often and recovers at lower
rates. Email and retargeting traffic recovers
fastest — they already trust you.

MATCH RECOVERY TO SOURCE
Send aggressive discounts to cold traffic

abandoners. Use simple reminders for warm
traffic — they don't need a coupon to come
back.

EMAIL ENGAGEMENT

n OPEN RATE | CLICK RATE | EMAIL NUMBER
Track which email in your sequence drives the
most recoveries. If email 3 outperforms email 1,

your timing or offer escalation is working. Lean
into what converts.

DOUBLE DOWN ON WINNERS
If most recoveries happen on email 2, test

sending it earlier. Kill emails with zero
recoveries — they just add noise, not
revenue.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Tacebook Ads
Google Ads
Email List

orﬁanic

o] CART VALUE

[ ORDER VALUE | PRODUCT | CART SIZE

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 effort to match the opportunity.

SCALE EFFORT TO VALUE
Offer bigger incentives for higher cart values.

A 10% discount on $500 converts better than
10% on $19. Scale effort to opportunity.

CUSTOMER TYPE

n NEW VS RETURNING | PREVIOUS PURCHASES | LIFETIME
VALUE

Repeat customers abandon for different
reasons than first-timers. They know your
product — price or timing stopped them, not
trust. Personalize based on purchase history.

PERSONALIZE BY HISTORY
Returning customers need urgency, not

education. First-time buyers need trust
signals and social proof to complete their
purchase.

FOCUS SEGMENT
Channel
520 $u,160 $2.00
320 $6,0%0 $46.00
210 $4,200 $20.00
130 $520 $u.00



SALES FUNNEL CART ABANDONMENT

Optimize Your Cart Recovery Page

Remind them what they wanted, remove the friction that stopped them, and make buying effortless.

You r ca rt is Wa iting n ltems reserved for 14:32

Complete your order before items sell out

Product Name $79
IMG
Qty: 1
Product Name $49
IMG
Qty: 1
Subtotal $128
Total $128

Secure Checkout 30-Day Money-Back Guarantee

RECOVERY HEADLINE
A\ REMIND THEM WHAT THEY'RE MISSING

Don't use generic "You forgot something."
Name the specific product they left behind. Add
urgency — "Your cart expires in 24 hours" or
"Only 3 left in stock." Make the cost of inaction
concrete and personal. Specificity drives clicks
back to checkout.

B RECOVERY INCENTIVE

A GIVE THEM A REASON TO ACT NOW

Start with no discount in email 1 — many

people just got distracted. Escalate across the
sequence: free shipping in email 2, then 10% off
in email 3. Never lead with your best offer or
you'll train buyers to abandon on purpose for
the coupon code.

COMEBACKI0 — 10% Off a

Complete Your Order

Full Name
Email

Card Number

D
Complete My Order!

or pay with

Apple Pay PayPal G Pay

CART CONTENTS
A\ SHOW EXACTLY WHAT THEY LEFT BEHIND

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.

n SIMPLIFIED CHECKOUT

A REMOVE EVERY BARRIER TO PURCHASE

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.



SALES FUNNEL CART ABANDONMENT

How to Optimize Cart Abandonment
Recovery for your Business

Tailor your recovery sequence to your business model and buyer psychology.

i.g COACHES
9 RECOVERY IS A COACHING MOMENT

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.

E-COMMERCE
@ SPEED AND PRODUCT IMAGES DRIVE RECOVERY

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.

I:j B2B & SAAS
@ ADDRESS THE BUYING COMMITTEE

B2B cart abandonment often means someone
needs internal approval. Send a "share with
your team" email with an ROl 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.

CREATORS
@ USE YOUR RELATIONSHIP ADVANTAGE

Your audience already knows and trusts you.
Recovery emails should feel like a personal
note, not a corporate reminder. Reference their
engagement — "l 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.

COURSE CREATORS

u OVERCOME THE "I'LL DO IT LATER" OBJECTION
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.

Q FOLLOW UP WITH AUTHORITY AND PROOF

4 PROFESSIONAL SERVICES
4

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. Offer a brief
discovery call rather than discounting your rate
— discounts erode authority.



