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Order Bump
Maximize Revenue Per Transaction

A
Target

AOV B
Report

Orders N
Timeframe

15 min

V Directions U Ingredients

An order bump is a single checkbox on your checkout page that lets 

customers add a product to their cart with a click. No additional sales 

page or payment info needed. This is a powerful way to increase your 

Average Order Value (AOV) while delivering extra value to customers 

willing to pay moreº

Order bumps work when you have complementary products, 

upgrades or related o¶ers that enhance the main purchase. The best 

order bumps feel like an automatic, “no brainer” add-onº

To optimize order bumps, focus on reducing friction. The relevance 

and value must be obvious. The presentation should be clear and 

concise. Most order bumps are placed just above the final payment 

button to grab the prospect’s attention right before they buy.
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Products

Prerequisites

50+ Order�

1+ Bump Products

Variations

Multi-Bump Form�

Conditional Bump�

Downsell Bumps

°
Metric Target

+1.3-1.8x

| 245

z $3,234

{ AOV Revenue ÷ Orders $13.20

Performance Calculation

Determine Your Average Order Value

Orders

Track completed purchases with payment processed

y Course Name - Pro Tier

Revenue

Total revenue from all orders on this form

y Course Name - Pro Tier + Upsell
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Breakdown Your Average Order Value
4 segments that reveal which bumps work and which kill momentum

Order Bump
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Compare AOV across diserent product pairings. 

Some bumps naturally complement certain 

products better than others. High bump take-

rate with low AOV signals underpricing. Low 

take-rate means poor product fit or weak 

positioning.

Mobile typically converts bumps 30-50% lower 

than desktop. Smaller screens reduce visibility. 

The checkbox gets missed entirely. If mobile 

bleeds bump conversions, your design fails on 

small screens.

Make bumps impossible to miss �

Test product relevance first

If bump take-rate is under 15%, swap the 

bump product before optimizing copy. Wrong 

product won't convert. Match bumps to 

buyer intent, not just related topics.

� Use larger callout boxes. Place bump above 

payment fields. Add strong visual contrast. 

Test your checkout on your phone to see 

what buyers actually experience.

Û

New customers buy bumps at lower rates; 

they're already taking a risk on your main 

product. Repeat customers trust you more and 

buy bumps at 2-3x the rate if relevant to 

previous purchases.

)

Compare bump performance across di2erent 

customer segments. Beginners buy 

implementation help. Advanced buyers want 

shortcuts. Problem-aware customers need 

solutions. Solution-aware customers want 

better versions of what they already tried.

Segment bumps by customer History � Match bump to segment awareness �
Show first-timers complementary products 

that enhance their purchase. Show repeat 

buyers advanced upgrades or next-level 

products. Never show bumps they already 

own.

If beginners underperform, oser 

foundational support. If advanced buyers 

skip the bump, test time-saving tools instead 

of education. Align bump type to where they 

are, not where you think they should be.
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Focus Segment

Bump Product
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segment optimization Example

Product Combo Optimization

Product Combination
Ú Main Product | Bump Product

New vs Repeat Customers
Ú Contact Created Date | Purchase History

Orders

9�

2�

7�

52

Device Type
Ú Device | Browser

Customer Profile
Ú Survey Data | Quiz Results | Self-Identified Need

Revenue

$1,20¦

$1,25¦

$1,24¦

$4,760

AOV

$13.2¦

$56.0¦

$17.0¦

$91.00

https://fontawesome.com/v6/icons/id-card?f=classic&s=solid
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Optimize Your Order Bump
Every element either increases AOV or gets ignored

Order Bump

Email

Card Number CVC R

P
An Order Bump is a impulse buy 

that lets customers add another 

product to their purchase by 

simply checking a box.

¸

Complete my purchase!

1 2
Only ask for information you absolutely need 

for the main purchase. The bump should never 

add extra form fields. One checkbox is all it 

takes. If your bump requires size selection or 

customization, it's too complicated for an order 

bump. Make it a separate upsell page instead.

Use a visually distinct box with border, 

background color, or shadow. Add a clear 

headline: "Add [Product] to Your Order." Include 

2-3 bullet points explaining the value. Show the 

price clearly with any discount. Make the 

checkbox large and easy to tap on mobile. This 

box is your micro sales pitch.

3 4
Display the main product image, name, and 

price prominently. Show the bump product 

separately with its own image and price. Use the 

order summary to show total with bump 

included versus without. Buyers should see 

exactly what checking that box adds to their 

purchase and their total.

Display security badges near payment fields. 

Show your money-back guarantee prominently. 

Include "Your information is secure" near card 

fields. Counter any perceived risk with trust 

signals positioned strategically around both the 

main oÄer and the bump.

Billing Information

Full Name 1

Minimize Form Fields
� Keep checkout simple despite the bump

Show What They're Buying
� Eliminate confusion at checkout

Order Bump!
2

Get Your Amazing Product
With this amazing deal at just $997

3

What’s IncludedL

Awesome thing ,

Awesome thing *

Awesome thing )

90-Day 100% Guarante4

And much more!

Q

Q
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This paragraph reinforces the benefits of the 

product, as well as sets up any guarantees and 

support questions.

4

Strong Bump Callout Box
� Make the offer impossible to miss

Security & Trust Signals
� Make anxiety disappear

¸ Image
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How to Optimize Order Bumps�
for your Business
Tailor your bump strategy to how your customers prefer to buy

Order Bump

� £

Your main product is transformation. Your 

bump should make that transformation easier 

or faster. O½er workbooks, templates, group 

Q&A access, or implementation checklists. Price 

bumps at 15-30% of main o½er. Frame as "make 

this work faster" not "buy more stu½."

Your audience buys for connection and 

personality. Bundle behind-the-scenes content, 

bonus interviews, private Discord access, or 

future product updates. Make the bump feel like 

VIP access, not an upsell. Price at 20-40% of 

main product to keep it impulse-friendly.

� ¢

O½er products that enhance the main purchase: 

accessories, refills, related items. Show bundle 

savings clearly: "Add for $19 (normally $29)." 

Use urgency: "One-time checkout o½er." Test 

bumps at 30-50% of cart value. Free shipping 

threshold bumps work well for low-ticket items.

Bump the main course with implementation 

tools, bonus modules, or templates. Frame as 

shortcuts: "Get results faster with done-for-you 

templates." Price bumps at 20-35% of course 

price. Avoid bumping with "bonus training" 

unless it's genuinely advanced — buyers want 

action, not more videos.

  ¡

Bump with onboarding support: calls, training 

sessions, or priority support. Add user seats if 

selling team plans. Show ROI: "Get live 

onboarding and launch 2 weeks faster." Price at 

15-25% of annual plan or 30-40% of monthly 

plan.

Bump with rush delivery, additional revisions, 

strategy calls, or expanded deliverables. Frame 

as upgrading the experience: "Get your report in 

5 days instead of 14." Price bumps at 20-40% of 

base service. Make it feel like premium 

treatment, not nickel-and-diming.

Coaches
¤ Sell implementation support as the bump

E-Commerce
¤ Bundle complementary products at a discount

B2B & SaaS
¤ Offer onboarding, training, or additional seats

Creators
¤ Offer exclusive access or bonus content

Course Creators
¤ templates, worksheets, or Advanced modules

Professional Services
¤ Add expedited delivery or enhanced scope


