
c Sales Funnel

Downsell Offer
Recover Revenue From Declined Upsells

B
Target

AOV C
Report

Orders O
Timeframe

30 min

W Directions V Ingredients

A downsell is an oÏer that appears aÇer someone declines your 

upsell or one-time oÏer. Because you’re selling to someone who just 

said “no”, focus on oÏering something at a significantly lower price 

point. This is a final attempt to increase Average Order Value (AOV) 

before your buyer completes their checkoutË

There are two popular downsell strategies. OÏer a “lite” version of 

the original upsell that reduces scope, features or duration but keeps 

the core promise. Or oÏer a payment plan for the original upsell to 

make it more aÏordable. In all cases, your downsell should be 

relevant to the upsellË

To optimize your downsell, focus on positioning. It should be an 

alternate solution — not a consolation prizeÊ
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Page View�

Product�

Tags

Prerequisites

OTO/Upsell Pag8

20+ Declines

Variations

Product Downsel�

Lower Tie!

Payment Plan

¶
Metric Target

+1.2x

� 245

� $3,234

� AOV Revenue ÷ Orders $13.20

Performance Calculation

Determine Your Average Order Value

Orders

Track people who declined your OTO and see the downsell oter

� Course Name - Pro Tier

Revenue

Track completed downsell purchases before thank you page

� Course Name - Pro Tier + Downsell
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Breakdown Your Downsell AOV
4 ways to segment downsell performance and find what's blocking recovery

Downsell Offer
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l $27 Tripwir�

$97 Core Produc�

$297 Premiu}

$997+ High-Ticket

C °

Which upsell did they decline before seeing the 

downsell? People declining $2k oëers behave 

diëerently than those declining $297 oëers. 

High-ticket declines might accept lower 

alternatives. Quick low-ticket declines signal 

price isn't the issue.

Your customer's initial purchase signals their 

buying capacity. Someone who bought a $997 

product has diëerent price sensitivity than 

someone who bought a $27 tripwire. Downsell 

pricing should scale with their initial 

investment.

Match downsell to decline reason � Scale downsell price to initial Order �

If high-ticket declines accept downsells well, 

your OTO might be overpriced. If low-ticket 

declines reject downsells too, they're not 

interested in the category. Try something 

diëerent.

If high-value buyers reject your downsell, 

price it higher. If low-value buyers reject it, 

you may be asking too much too soon. Test 

20-40% of declined upsell price.

Õ K

Fast decliners didn't read the oëer. Slow 

decliners considered it carefully. Time spent 

signals interest level. Someone who declined 

aÚer 60 seconds is more persuadable than 

someone who declined in 5 seconds.

Does your downsell match what they initially 

bought? Selling a lower-tier version of the same 

product converts better than an unrelated 

alternative. A lite version of your course beats a 

random bonus product.

 messaging for different decliners � Keep downsells tightly related �

Fast decliners need education on the 

downsell. Slow decliners need reassurance 

and price justification. If fast decliners 

dominate, fix your upsell page first.

If unrelated downsells underperform, switch 

to lite versions or payment plans of the 

declined oëer. If same-category downsells 

underperform, they truly don't want more of 

that solution.
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Focus Segment

Order Value

 

 

 

�

�

�

�

�

segment optimization Example

Initial Order Optimization

Declined Upsell Type
Ô High-Ticket OTO | Mid-Ticket OTO | Service Upgrade

Time on Upsell Page
Ô Under 10 Sec | 10-30 Sec | 30-60 Sec | 60+ Sec

�

�

�

�

Orders

9�

2�

7�

52

 Initial Purchase Value
Ô Under $50 | $50-$200 | $200-$500 | $500+

Product Category Match
Ô  Same Category | Complementary | Unrelated

REvenue

$1,20¥

$1,25¥

$1,24¥

$4,760

AOV

$13.2¥

$56.0¥

$17.0¥

$91.00



Sales Funnel

Optimize Your Downsell Page
Four elements that turn "no" into "yes" without feeling desperate

Downsell Offer

Do not close this page...

1

WAIT! SpecialZ
ONE TIME ONLY OFFER

9 video 2

3 YES! Add to My Order Now...

Add to Order - Just $XX

No Thanks, I don’t need this now. 4

1
Never say "since you didn't want that..." Instead 

use "many customers prefer this option." Frame 

your downsell as a diierent path to the same 

outcome, not a lesser version. Use phrases like 

"streamlined option" or "fast implementation" 

instead of "cheaper" or "basic."

3
Explain what they're NOT getting compared to 

the upsell, but emphasize they still reach the 

core outcome. "Get the same results with fewer 

modules" or "Reach your goal with streamlined 

implementation." Reduce scope, not 

eiectiveness.

2
Display both the declined upsell price (crossed 

out) and the downsell price. Show savings: "You 

just saved $X by choosing this option." Make the 

price reduction obvious but don't apologize for 

it. Lower price should feel like smart shopping, 

not desperation.

4
Use countdown timers and explicit language: 

"This oier disappears in 5 minutes" or "Only 

available right now, never again." Add an exit 

intent popup if they try to leave. Make the skip 

button visible but small. Don't trap them, but 

make saying no feel like a loss.

Frame as An Alternative
- Position it as smart choice

Limited Scope, Same Outcome
- Less work, same destination

Clear Price Contrast
- Show the value drop visually

True One-Time-Only Urgency
- Make it unrepeatable
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How to Optimize Downsell 
Offers for your Business
Tailor your downsell strategy to your business model

Downsell Offer

A F

Your downsell should be fewer sessions or 

group instead of private, not a weaker outcome. 

If they declined 12 weeks of private coaching at 

$5k, o�er 6 weeks of group coaching at $1,997. 

Frame it as "faster implementation with peer 

support" not "cheaper option." Include 

payment plans prominently.

If they declined your premium tier with 1-on-1 

access, downsell to community-only access at a 

lower price. Frame as "learn with others" rather 

than "less access to me." Consider o�ering a 

payment plan for the original upsell as the 

downsell rather than a di�erent product. Your 

audience wants you - make it a�ordable.

B E

If they declined your premium bundle, o�er a 

core bundle with fewer items. Show exactly 

what they're saving and what they're getting. 

Use "start with essentials" framing. 

Alternatively, o�er a payment plan for the 

original bundle - spreading $297 into 3 

payments oÑen works better than a $147 

downsell.

Oåer a streamlined version with core modules 

only if they declined the complete course. Or 

oåer the same course with a payment plan 

instead of a diåerent product. Frame lite 

versions as "fast-track to results" with fewer 

time commitments. Show completion rates for 

both versions to reduce decision anxiety.

C D

If they declined your professional plan, oåer 

starter plan with upgrade path. Or extend their 

trial period with premium features as the 

downsell. For service businesses, oåer monthly 

retainer instead of project-based pricing, or 

smaller scope deliverables. Focus on "start 

small, scale later" messaging.

O�er audit-only instead of full implementation. 

Or consulting-only instead of done-for-you. 

Frame as "strategic guidance" vs "full 

execution." Many professional buyers prefer to 

implement themselves if price is the barrier. 

Payment plans work exceptionally well for 

services over $2k - test 3-month plans before 

o�ering cheaper alternatives.

Coaches
G Reduce scope, not transformation

E-Commerce
G Bundle reduction or payment plans

B2B & SaaS
G Lower tier or extended trial

Creators
G Offer community instead of access

Course Creators
G Lite version or payment plans

Professional Services
G Reduced scope or payment plans


