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Turn Every Sale Into More Revenue
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A post-purchase upsell is an oÞer that appears immediately aÏer a 

customer completes their purchase. They’ve already navigated the 

checkout process and submitted their credit card information. Now 

you have an opportunity to secure a second order without the 

friction of a second full checkout processÜ

Post-order upsells are pure profit. Use them to increase your Average 

Order Value (AOV) without hurting your initial conversion rate.é

The biggest lever for boosting AOV with post-order upsells is oÞer 

relevance. Your upsell shouldn’t feel like a random product. It should 

feel like the logical next step in their journey, an upgrade, or 

complementary tool to help them use what they just purchasedÛ
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Tag�

Page Views

Prerequisites

50+ Initial 

Purchases

Variations

Immediate Upsel�

Email Follow-Up$

Downsell

À
Metric Target

+20~35%

� 245

� $3,234

� AOV Revenue ÷ Orders $13.20

Performance Calculation

Determine Your Average Order Value

Orders

Track completed purchases of your core product

� Product Name - Main O5er

Revenue

Track all revenue including upsell acceptances

� Main + Upsell Revenue
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Breakdown Your AOV
4 ways to segment your upsells to find what prints money and what kills momentum.

Post-PURCHASE Upsell
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l Course - Foundation ($97�

Course - Advanced ($297�

Template Bundle ($47�

Coaching Session ($197)
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Compare AOV liå across diLerent upsell oLers. 

Low-ticket upsells might have higher 

conversions but lower AOV. High-ticket upsells 

might have lower conversions but higher AOV. 

Your most popular product might not be your 

best upsell oLer.

Test diLerent upsells and price points against 

the same initial product. A $47 upsell might 

have 30% acceptance while a $97 version only 

hits 12%. But that 12% might generate more 

revenue per buyer.

Test price anchoring strategically �

Focus on high-opportunity products

Create product-specific upsells that match 

buyer intent from the initial purchase.

� Start with upsells priced at 30-50% of initial 

purchase value. If acceptance is too low, test 

lower prices or bundle more value. If too 

high, you're leaving money on the table.

Ô G

New customers are oåen cautious with upsells. 

They don't know you well. Repeat customers 

oåen accept more readily because they know 

and trust you. Loyal customers will buy almost 

anything you put in front of themé

Someone who bought a $27 product treats 

money diLerently than someone who bought 

$297. High-ticket buyers oåen have higher 

acceptance rates because they've already 

committed to investing. Low-ticket buyers 

might see any upsell as doubling their spend.

Tailor offers to trust level � Match upsell to initial commitment �

First-time buyers need lower-risk upsells with 

guarantees. Repeat customers respond to 

"exclusive" framing. Loyal customers want 

VIP access or premium versions.

For purchases under $50, keep upsells under 

$30. For $100+ purchases, test upsells up to 

50% of cart value. Track revenue per buyer, 

not just acceptance rate.
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segment optimization Example

Product Optimization

Initial Product
Ó SKU | Product Name | Price Tier

Customer Segment
Ó First-Time Buyer | Prev. Customer | Loyal Customer

Orders

9�

2�

7�

52

Upsell Product / Price Point
Ó Upsell SKU | Upsell Price | Discount %

Initial Purchase Value
Ó Cart Size | Product Tier | Discount Applied

Revenue

$1,20¯

$1,25¬

$1,24¨

$4,765

AOV

$13.2º

$56.0º

$17.0º

$91.00
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Optimize Your Upsell
Four elements that turn a completed purchase into a bigger order

Post-PURCHASE Upsell

1
Do not close this page...

WAIT! SpecialR
ONE TIME ONLY OFFER

1 video 2

3 YES! Add to My Order Now...

Add to Order - Just $XX

No Thanks, I don’t need this now. 4

1
Frame the upsell as exclusive to this moment: 

"This oKer disappears once you leave this page" 

or "Only available to new customers right now." 

Time-based scarcity works, but exclusivity o}en 

converts better. Avoid fake timers — they 

destroy trust.

3
The entire value of post-purchase upsells is the 

one-click purchase. No forms. No re-entering 

payment info. Just "Yes, add this to my order" 

or "No thanks." Any additional steps kill 

conversion. Make saying yes eKortless.

2
Your upsell must complement what they just 

bought. If they purchased a course, oKer 

templates, coaching, or advanced training. If 

they bought a product, oKer accessories, 

upgrades, or bundles. The oKer should feel like 

"oh, I need that too" not "wait, what?"

4
Price your upsell relative to what they just 

spent. Someone who bought a $100 course will 

accept a $40 template pack more readily than a 

$200 coaching oÅer. Test the ratio — too cheap 

signals low value, too expensive triggers buyer's 

remorse.

Urgency Framing
` One-time only creates immediate action

Friction Reduction
` One click or they won't buy

Offer Relevance
` Make it feel like the obvious next step

Price Positioning
` Sweet spot is 30-50% of initial purchase
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How to Optimize Post-Order Upsell 
Pages for your Business
Tailor your upsell strategy to your business model and buyer psychology.

Post-PURCHASE Upsell

r

AÉer someone buys your program, o¶er a one-

on-one kicko¶ call, group coaching access, or 

done-with-you implementation. Frame it as 

"most clients who add this get results 3x faster." 

Price it at 40-60% of program cost. Your buyers 

want transformation, not just information.

s

Show exactly what they're getting and how 

much they're saving versus buying separately. 

"Add the Complete Bundle: Usually $87, Today 

Only $47." Use product images and itemized 

breakdowns. Include free shipping if they don't 

already have it.

w

O¶er access to a private community, bonus 

content library, or monthly Q&A calls. Frame it 

as joining an exclusive group. Creator audiences 

buy for connection, so emphasize the 

relationship upgrade. Consider recurring 

upsells at lower monthly rates.

v

O¶er templates, worksheets, or bonus modules 

that help them apply what they're learning. 

Frame as "most students who get the 

implementation pack finish 2x faster." Show 

completion stats if you have them. Price at 

30-40% of course cost.

Coaches
x Offer implementation support & accountability

E-Commerce
x Bundle complementary products with savings

Creators
x Bundle community access or exclusive content

Course Creators
x Add implementation tools or advanced modules

t

O¶er annual plans with 20% savings or 

premium features for a monthly add-on. Frame 

as ROI: "Add advanced analytics: $49/mo saves 

10 hours per week." For services, o¶er 

additional user seats or priority support 

packages immediately aÉer signup.

u

O¶er expedited timelines, additional 

deliverables, or ongoing retainer packages. 

"Upgrade to priority delivery: get results in 2 

weeks instead of 4 for just $X more." Frame as 

exclusive availability. Limit upsells to those who 

just booked premium packages.

B2B & SaaS
x Upgrade to annual or add premium features

Professional Services
x Add premium delivery or expanded scope


