
The Strategic Upsell Framework​
Stop leaving money on the table and start 
serving at the next level. 

 

A New Mindset 

The cousin of my wife just married a dentist, and at the last birthday party 
he asked me what I do. After I explained that one of the things I do is help 
business owners build Self-Managing Businesses, he asked:  

‘What’s the first thing you would do if I hired you in our practice?’” 

My answer was simple: “I’d help increase revenue.” 

Why? Because increased revenue gives freedom to maneuver and truly build 
a Self-Managing Business. 

“How?” he asked. 

“One of the easiest ways is through upselling,” I replied. “Offer the patients 
who are already coming to you something more.” 

He shook his head: “But I’m a doctor. I don’t sell.” 

So I asked him: “Does every patient you serve choose the best treatment 
option for themselves?” 

“No, of course not,” he admitted. 

“Then aren’t you ethically responsible to guide them toward the best 
solution—because it will benefit them in the long run?” 

He was quiet for a few seconds and then said: “I never thought about it like 
this. But this is a good point.” 
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The truth is, very seldom does a customer (or patient) buy exactly what 
they really need.  

A better, faster, more premium version would often serve them better. That 
means there’s actually an ethical mandate to offer more—if it truly benefits 
them. 

So upselling shouldn’t be an afterthought or a guilty add-on.  

It should be a strategic, predictable part of your business growth. But many 
founders hesitate – they worry about feeling “salesy” or annoying 
customers. That’s a mindset we must change. 

Consider this:  

your existing customers already know, like, and trust your business. They’ve 
experienced your product or service and walked away happy.  

By not offering them more, you’re not sparing them – you’re actually 
depriving them of additional value you could provide.  

Upselling, when done right, helps the customer as much as it helps you. 

It’s time to reframe upselling as an act of service.  

Think of it as solving more of your customer’s problems and enhancing 
their results. 

In short:  

If you truly believe in your business’s value, you owe it to your clients to 
offer them the best and fullest solution.  

That’s what upselling is about – actively helping, not passively waiting. It’s 
not a greedy ask; it’s a natural extension of your excellent service. 
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Bottom line  

Upselling is the easiest sale you’ll ever make because you’ve already done the 
hard work of building trust.  

Embrace it as a key growth leverage.  

Your customers will thank you with loyalty (and a bigger basket), and your 
business will gain more profit per customer – a true operational leverage 
that fuels long-term success. 

​
​
The Numbers You Can’t Ignore 

60–70% – That’s the success rate of selling to an existing 
customer. In contrast, the probability of selling to a new prospect is only 
5–20%. Upselling current clients is far more likely to succeed than acquiring 
a totally new customer – it’s the lowest-hanging fruit for more revenue.​
​
10–30% average revenue boost from upselling. Research shows that 
effective upselling techniques can increase revenue by 10–30% on average. 
This means upsells can significantly lift your bottom line without needing 
any new leads – a substantial growth driver for small businesses.​
​
5 to 25 times more profit from existing customers. Selling 
additional products or services to your current customers can yield 5–25 
times more profit than pouring resources into finding new customers. Since 
you’ve already covered the acquisition cost, every upsell is pure incremental 
profit with much lower expense.​
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​
Repeat customers spend 67% more than new customers. On 
average, a repeat customer will spend significantly more on a purchase than 
a first-timer. They trust you, so they’re willing to buy more (or higher-end 
offerings). Upselling taps into this tendency by giving loyal customers more 
opportunities to spend.​
​
5X cheaper than acquisition. Acquiring a new customer can cost 5–7 
times more than retaining (and upselling) an existing one. Upselling 
leverages customers you already have – dramatically improving your 
marketing ROI. It’s revenue growth without the heavy marketing spend.​
​
Over half of revenue comes from existing clients. For 61% of small 
businesses, more than 50% of revenue is generated from repeat customers. 
Upsells are how you maximize that repeat-revenue engine. By increasing 
each existing customer’s value, you boost overall revenue fast – often by 
10–30% or more as noted.​
​
(Sources: Industry research including Accenture, Marketing Metrics, and 
reports compiled by Forbes, HubSpot, opensend.com and semrush.com.) 
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Do You Own Your Business… or Does Your Business Own You? 

Take advantage of our special offer and get the Self-Managing Business 
Roadmap Kit. 

Limited time offer: get it for 27€ instead of 297€ 

https://selfmanagingbusiness.info/roadmap-kit/ 
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3 Powerful Reflection Questions 

What is the average amount your customers spend per transaction? How 
can you increase this average to boost your profits? 

 
 
 
 
 
 
 
 
 

​
 

What else could you offer your customers or clients at the moment of 
purchase? 

 
 
 
 
 
 
 
 
 

​
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How can you make sure that what you are offering is really helping your 
customers or clients? 
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APPENDIX​
 
51 Upsell Examples to Increase Your Revenue 
 
Businesses across industries use upselling to boost profits by offering 
more value to customers. In fact, remember: selling to an existing 
customer can be up to 70% likely to succeed – meaning these strategies 
tap into a very high-probability revenue stream. Below are 51 proven 
upsell ideas used in various fields (online and offline). Each is explained 
in simple terms with examples of how it works and how it helps your 
business grow. 
 
​ 1.​ “Fries with That” Add-On: Offer a complementary item 
related to the customer’s purchase. Example: A fast-food classic – when 
a customer orders a burger, asking “Would you like fries with that?” 
Many say yes. 
 
How it helps: It increases the total sale with minimal effort, and the 
customer gets a more complete meal. 
 
​ 2.​ Upsize or Upgrade the Size: Encourage a larger quantity or 
premium size for a bit more money. Example: “Make it a large for just 
€1 extra.” Coffee shops do this by offering a bigger cup, and cinemas 
upsell medium popcorn to jumbo. 
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How it helps: Boosts the average order value by getting customers to 
spend a little more for extra volume (which often has a high profit 
margin). 
 
​ 3.​ Premium Version Upgrade: Present a higher-end version 
of the product the customer is considering. Example: A customer 
looking at a mid-range smartphone is shown the “Pro” model with a 
better camera and more storage. 
 
How it helps: Taps into customers’ desire for the best quality. They 
often justify the higher price for added features, meaning a larger sale 
for you (with relatively small incremental cost). 
 
​ 4.​ Extended Warranty or Protection Plan: Offer a service 
plan that extends support or protection for the product. Example: 
Electronics retailers upsell extended warranties or Apple’s famous 
AppleCare when you buy an iPhone or laptop. 
 
How it helps: Generates extra revenue and profit (warranties have 
high margins) while giving customers peace of mind that their 
investment is protected. 
 
​ 5.​ Product Bundling Deal: Bundle related products together 
at a slight discount. Example: A home office bundle – “Buy a laptop, 
get a carrying case and mouse 20% off as a package.” Amazon often 
shows “Frequently Bought Together” suggestions (like a camera with a 
lens and bag). 
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How it helps: Increases the total transaction value and unit sales. 
Customers feel they’re getting a deal, and you move more products in 
one go. 
 
​ 6.​ Cross-Sell Complementary Item: Suggest an additional 
item that complements the original purchase (without necessarily 
bundling a discount). Example: “Since you’re buying that drill, do you 
need a set of drill bits to go with it?” Or an online bookstore showing 
“Customers who bought this also bought…” 
 
How it helps: Adds revenue by fulfilling a need the customer might 
not have thought of. It enhances the usefulness of the main product, so 
the customer succeeds more (and you sell more). 
 
​ 7.​ Bulk Purchase Incentive: Encourage buying in larger 
volume by offering a price break or bonus. Example: “Buy 5 sessions, 
get the 6th free” for a personal training package, or a wholesaler 
pricing where unit cost drops if you buy more. 
 
How it helps: Increases immediate cash flow and locks in more 
customer commitment. The customer perceives greater value, and you 
secure more sales upfront. 
 
​ 8.​ Subscription or Recurring Plan Upsell: Convert one-time 
purchases into subscriptions. Example: After a customer buys a box of 
coffee pods, the website offers “Subscribe monthly and save 10%.” 
Similarly, a salon upsells a monthly membership for regular 
treatments. 
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How it helps: Turns single sales into steady recurring revenue. The 
customer benefits from convenience or savings, and you benefit from 
predictable income and higher lifetime value. 
 
​ 9.​ Paid Membership or VIP Program: Upsell a membership 
that gives the customer perks. Example: Amazon Prime is essentially 
an upsell – customers pay an annual fee for free shipping and services. 
Likewise, retail stores might offer a paid VIP club with exclusive 
discounts. 
 
How it helps: You get upfront revenue (membership fee) and the 
customer becomes more loyal (they’ll shop with you more to utilize 
their perks, boosting long-term sales). 
 
​ 10.​ Limited-Time Upgrade Offer (Urgency): Offer a special 
upgrade or add-on that’s only available during that purchase moment. 
Example: “Upgrade to our Deluxe Package now for 25% off – today 
only.” This might appear during checkout online (“One-time offer: add 
X at a discount”). 
 
How it helps: Uses urgency (FOMO) to prompt a quick decision on an 
upsell. Customers feel they got a special deal, and you increase the 
order value by closing the upsell on the spot. 
 
​ 11.​ Post-Purchase Follow-Up Offer: After the customer buys, 
follow up with an upsell via email or phone. Example: A day or two 
after an online order, you send an email: “Hope you’re loving your 
new camera. Did you need a tripod or memory card? Here’s 15% off 
your next purchase.” 
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How it helps: Captures additional sales from an existing customer 
who’s in a positive frame of mind about your business. It can turn one 
transaction into two (or more) by re-engaging them with a relevant 
suggestion. 
 
​ 12.​ Service or Maintenance Plan: If you sell a product, upsell 
an ongoing service for upkeep or support. Example: A car dealer sells a 
car and offers a prepaid maintenance plan (covering oil changes, etc.), 
or an HVAC company upsells an annual service contract when 
installing a new furnace. 
 
How it helps: Recurring revenue and increased customer retention. 
The customer benefits by keeping their product in top shape easily, 
and you ensure they keep coming back to you rather than competitors. 
 
​ 13.​ Priority Support or Premium Service Tier: Offer faster or 
enhanced support for a fee. Example: A software company upsells a 
premium support package – 24/7 phone support or a dedicated account 
manager, whereas standard users get email support. 
 
How it helps: High-margin revenue from customers who value their 
time. The customer gains peace of mind and quicker help, you gain 
additional revenue with little extra cost by prioritizing them in your 
support queue. 
 
​ 14.​ Training or Onboarding Assistance: Upsell a hands-on 
training, setup, or onboarding service to help customers get the most 
from their purchase. Example: When someone buys a complex 
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software, offer a paid one-on-one onboarding session or setup service. 
Or a DSLR camera purchase comes with an upsell for a photography 
class. 
 
How it helps: Customers succeed faster (which they appreciate) and 
you monetize your expertise. It also reduces the chance they return a 
product out of confusion, and they’re more likely to become repeat 
buyers. 
 
​ 15.​ Advanced Course or Content Upgrade: If your core offer is 
educational (or even if not), upsell more in-depth content. Example: A 
consultant sells an e-book and upsells a premium video course or a 
masterclass. Or a gym offers a basic membership but upsells a paid 
8-week nutrition course. 
 
How it helps: Increases revenue per customer by offering a tiered 
learning path. The keen customers who want deeper knowledge will 
pay more, and they often become your brand evangelists. 
 
​ 16.​ Gift Wrapping or Personalization: Offer to gift-wrap, 
engrave, or otherwise personalize the product for an extra fee. 
Example: An online store selling jewelry offers “Add custom engraving 
for €30” at checkout. Or a gift shop asks “Would you like this 
gift-wrapped with a personal note for €5?” 
 
How it helps: Adds margin with a small service. It enhances the 
customer’s experience (especially if it’s a gift) and requires minimal 
time or material. Many people gladly pay a bit more for convenience 
or a personal touch. 
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​ 17.​ Additional User or Seat Licenses: For software or 
membership services, upsell adding more users or accounts. Example: 
A project management SaaS might prompt: “Need more team 
members on board? Add 5 extra users for €X.” A coaching program 
sold to one person upsells “Bring a colleague for 50% off.” 
 
How it helps: Grows usage within a client’s organization – which 
deepens their lock-in to your product – and generates more revenue 
per client. The customer gains by involving their whole team or family 
under the same plan. 
 
​ 18.​ Upgrade to Annual Plan: Encourage a customer paying 
monthly (or shorter term) to switch to a longer billing cycle with 
savings. Example: “Get 2 months free – switch to annual billing for 
your software subscription.” Or a magazine upsells a 2-year renewal at 
a discounted rate per year. 
 
How it helps: You secure a longer commitment and more cash 
upfront. The customer feels like they got a better deal, and you reduce 
churn by locking them in for the year. 
 
​ 19.​ Seat/Room/Travel Upgrade: Upsell a more luxurious 
experience in travel or hospitality. Example: Airlines at check-in offer 
seat upgrades (“Upgrade to Business Class for €250”), or hotels upon 
arrival say “Larger suite available for an extra €50/night, shall we book 
that?” 
 

14 



How it helps: Additional revenue from existing inventory. These 
upgrades are often highly profitable since the basic operating cost 
(flight or room) is already paid; it’s essentially selling an empty 
premium spot last-minute. The customer gets a nicer experience at a 
perceived bargain compared to full price. 
 
​ 20.​ Insurance or Protection Add-On: When the purchase 
involves risk (travel, rental, expensive items), upsell an insurance policy 
or protection. Example: Travel sites upsell travel insurance during 
checkout (“Protect your trip for €30”). Car rental companies famously 
upsell collision damage waivers and insurance at the counter. 
 
How it helps: Often nearly pure profit for the seller, since claims are 
infrequent. The customer gains peace of mind that they’re covered if 
something goes wrong. 
 
​ 21.​ Exclusive VIP Experience: Upsell an opportunity for 
exclusive access or a VIP version of your service. Example: A 
conference offers a standard ticket vs. a VIP ticket that includes a 
private networking dinner with speakers. An amusement park sells a 
VIP pass to skip lines and get backstage tours. 
 
How it helps: Captures premium dollars from your most enthusiastic 
customers. They receive special treatment (which builds loyalty and 
satisfaction), and you significantly increase profit from a segment of 
your audience willing to pay more for exclusivity. 
 
​ 22.​ Renewal or Extension Offer: As a customer’s contract or 
subscription nears its end, upsell an early renewal or extension – 
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possibly with a bonus. Example: A SaaS platform prompts users: 
“Renew for another year now and get an extra month free.” A coach 
might upsell continuing into a next 6-month program before the 
current one ends. 
 
How it helps: Prevents customer churn and secures future revenue 
ahead of time. The incentive encourages customers to stay on board 
longer, often at a slight discount that is well worth the guaranteed 
retention for you. 
 
​ 23.​ Project-to-Retainer Conversion: After completing a 
one-time project or sale, upsell ongoing services. Example: A 
marketing agency finishes a website project, then offers a monthly 
maintenance or SEO retainer. Or a freelancer designer upsells a 
monthly design service after delivering a logo. 
 
How it helps: Turns a one-off client into a recurring revenue client. 
The customer benefits by having continued support (no need to find 
someone new for updates), and you benefit from a steady income 
stream instead of just a one-time fee. 
 
​ 24.​ Free Trial to Paid Plan: For freemium models or trial 
offers, upsell users to become paying customers. Example: A software 
gives 14 days free, then during trial showcases premium features and 
nudges “Upgrade now to continue using these features.” Or a gym 
offers first class free, then tries to sell a membership as the person 
leaves. 
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How it helps: This is the lifeblood of many SaaS and service 
businesses – converting free users to paid. The trial gets them hooked; 
the upsell to paid ensures you monetize that interest. Users who see 
value will gladly pay to keep it. 
 
​ 25.​ Impulse Items at Checkout: In retail, place small add-on 
products near the point of purchase. Example: A grocery or 
convenience store puts candy, batteries, or magazines by the register – 
customers often grab one extra item while waiting in line. 
 
How it helps: Captures last-second sales by leveraging attention and 
impulse. These items are usually inexpensive but high margin. For the 
customer, it’s a low-friction addition (“Sure, I do need gum.”) that 
increases your sales volume. 
 
​ 26.​ Dessert & After-Meal Upsell: In restaurants or food 
services, upsell additional courses or items once the customer is 
already eating/enjoying. Example: A server comes after the main 
course with a dessert menu or a dessert cart on display – “Did you save 
room for our chocolate lava cake? It’s our specialty.” Or upselling a 
coffee and liqueur after dinner. 
 
How it helps: Adds high-margin sales (desserts, coffee, drinks) after 
the customer is already satisfied with the main purchase. It enhances 
the dining experience, and significantly increases the bill with minimal 
additional cost. 
 
​ 27.​ Good-Better-Best Tiered Pricing: Structure your offerings 
in tiers and upsell the higher tiers. Example: A software has Basic, Pro, 
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and Premium levels. Many customers will start at Pro when they see 
the added benefits over Basic. Salespeople might say, “For just a bit 
more, our Premium plan gives you X and Y – which one fits you best?” 
 
How it helps: Customers often self-select a higher tier when value is 
clear. The tiered setup itself is a built-in upsell system – it nudges 
people to compare and often choose the middle or top option. Result: 
higher average spend per customer. 
 
​ 28.​ Family or Group Package Upsell: Get a single customer to 
bring others or cover more people, usually at a discounted group rate. 
Example: A mobile phone provider upsells an individual to a family 
plan (“Add your spouse or kids for 50% off their lines”). A fitness studio 
selling a 10-class pack upsells “Upgrade to 20 classes and share with a 
friend.” 
 
How it helps: Multiplies revenue from one client by enrolling more 
participants. It also increases loyalty (if a family is on the plan, 
switching is harder). Customers feel they’re getting great value for 
their circle, and you gain more users/customers via one sale. 
 
​ 29.​ Trade-In or Upgrade Program: Offer customers credit or 
convenience to upgrade to a newer model or higher product by trading 
in an old one. Example: Car dealerships thrive on this: “Trade in your 
old car and upgrade to the latest model – we’ll give you €5,000 credit.” 
Apple does similar with iPhones: trade in last year’s device for credit 
toward a new one. 
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How it helps: Encourages customers to buy again (and sooner than 
they might have). They feel they are paying less for the new item by 
offloading the old. You not only secure a repeat sale, but you can often 
refurbish/resell the trade-in or use it for parts, adding further value. 
 
​ 30.​ Cart Threshold Incentive: Give a reward for reaching a 
certain cart value, prompting customers to add a bit more to qualify. 
Example: “Free shipping on orders over €50.” If a customer has €45 in 
the cart, they’ll be tempted to add another item to hit the free shipping 
mark. Or “Spend €100 and get a €10 gift card.” 
 
How it helps: Increases average order value. Customers often buy an 
extra item (which they might not have initially planned) to get the 
perk. The cost of the perk (like shipping or a small gift) is usually 
lower than the profit from the added sale. 
 
​ 31.​ Out-of-Stock Alternative Upsell: When a desired item is 
unavailable or not ideal, recommend a pricier alternative. Example: A 
customer wants a budget model gadget that’s out of stock; the 
salesperson says “We have the next model up available, which also has 
better features, at €50 more.” Or in a clothing store, “Those shoes are 
not available in your size – but we have a premium line that’s very 
similar.” 
 
How it helps: Saves a sale that might have been lost and turns it into a 
bigger sale. The customer feels taken care of (they leave with 
something rather than empty-handed), and you move them to a higher 
price bracket. 
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​ 32.​ Value Package in Hospitality: Upsell package deals that 
combine products or services for a fuller experience. Example: A hotel 
upsells a romance package (room + champagne + spa treatment) to 
guests who booked just a room. An airline offers a bundle of seat 
upgrade + extra baggage + in-flight Wi-Fi for one fee. 
 
How it helps: Increases revenue per customer by bundling extras they 
might have skipped if sold separately. It also adds to customer 
satisfaction – they get a “deal” and a special experience. For you, it’s an 
opportunity to sell ancillary services that have high margins. 
 
​ 33.​ Post-Sale Accessories (especially in automotive or 
electronics): After the main purchase decision, present related 
accessories. Example: When selling a new car, the dealer upsells 
all-weather floor mats, upgraded tires, or a sound system upgrade. 
When someone buys a DSLR camera, the store suggests lens filters, a 
tripod, or an extended battery. 
 
How it helps: The main purchase often occupies the customer’s 
budget in mind, but once that decision is made, many are willing to 
splurge on accessories (“Might as well get the gear for it”). These 
addons boost profit and often have strong margins. The customer 
leaves fully equipped and happy. 
 
​ 34.​ Premium Material or Custom Upgrade: Offer a 
higher-quality material or custom option for a higher price. Example: 
A furniture store: “That sofa comes in standard fabric, but we can do 
top-grain leather for an extra €300.” A tailor: “We have a finer Italian 
wool for €200 more, shall I use that for your suit?” 
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How it helps: Increases the sale value significantly, often for a 
relatively small increase in cost. The customer perceives a big jump in 
quality or personalization, and you increase your profit by selling an 
upscale version. 
 
​ 35.​ Prepaid Service Packages: Upsell the customer to purchase 
a bundle of future services at a discount upfront. Example: A massage 
therapist offers “Buy 5 sessions in advance and save 15%.” A car wash 
sells a booklet of 10 washes for €80 (versus €10 each). 
 
How it helps: You get cash in hand now and secure the customer’s 
repeat business (they’ll come back because they’ve already paid). The 
customer commits because they get a better rate and convenience of 
pre-booking. It boosts loyalty and smooths out your revenue with 
advance sales. 
 
​ 36.​ Limited Edition or Collector’s Upgrade: Create a premium 
limited version of your product and upsell it. Example: A brewery 
offers a limited-release craft beer at a higher price to upsell beer 
enthusiasts who normally buy the regular lineup. A tech gadget comes 
in a collector’s edition bundle with extra accessories or special design 
for an extra cost. 
 
How it helps: Taps into exclusivity and scarcity. Your most passionate 
customers will pay more for something unique. It elevates your brand’s 
prestige and adds a revenue stream that’s not driven by need but by 
want. 
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​ 37.​ Customization for a Fee: Allow the customer to customize 
the product extensively if they pay a bit more. Example: Nike allows 
customers to design their own shoes (NikeiD) at a premium price. An 
online gift store offers custom colors or made-to-order features for an 
extra fee. 
 
How it helps: Customers love getting exactly what they want. They’ll 
pay for personalization which creates emotional investment in the 
product. You earn extra while delivering a one-of-a-kind item, and that 
customer is likely to become a repeat buyer (since customized products 
often carry special meaning or satisfaction). 
 
​ 38.​ Related Service Attachment: Upsell a service that naturally 
pairs with the product. Example: When someone buys a big-screen TV, 
offer a home installation service or calibration service for a fee. When 
a client registers a domain name, upsell them on website hosting or a 
professional email service. 
 
How it helps: Provides one-stop convenience – the customer doesn’t 
have to seek another provider for that related need. You capture 
additional revenue and potentially ongoing service income (like 
monthly hosting fees). It also strengthens the customer relationship as 
you fulfill multiple needs. 
 
​ 39.​ In-App or In-Game Purchases: If you have a digital 
product (app, software, game), upsell virtual goods or features within 
the experience. Example: A free mobile game offers in-app purchases 
for extra lives, power-ups, or cosmetic items. A basic app might have 
in-app purchase to remove ads or unlock advanced features. 
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How it helps: Monetizes users gradually over time. Instead of one 
upfront price, you earn revenue through micro-transactions that can 
far exceed a one-time price. Users like it because they can pay as they 
go for only what they value, and you tap a broader range of spending 
preferences. 
 
​ 40.​ “Try Premium” Temporary Upgrade: Give the customer a 
taste of the premium version, then upsell them to keep it. Example: A 
streaming service might say, “Enjoy Premium channels free for 1 
month”. When the month is over, they offer to continue those 
channels for an added fee. Or an e-commerce offers expedited shipping 
free on the first order, then upsells a paid premium shipping 
subscription. 
 
How it helps: The customer experiences the higher level service and 
often doesn’t want to lose it. It’s easier to convince someone to pay 
once they’ve felt the benefit. This strategy can convert a hesitant 
customer into a loyal, higher-paying one after the trial period. 
 
​ 41.​ Upgrade Subscription Program: Create a program where 
customers subscribe to get frequent upgrades or the latest models. 
Example: Apple’s iPhone Upgrade Program lets customers pay a 
monthly fee and get the newest iPhone every year. Car leases 
sometimes work similarly (trade in for the new model each 2-3 years). 
 
How it helps: Locks customers into a continuous cycle of purchasing 
the newest product from you. You gain recurring revenue and 
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customer loyalty; the customer always feels up-to-date and spreads out 
payments, often perceiving it as a convenient plan. 
 
​ 42.​ Second Item Upsells: Encourage adding a second item by 
offering a special deal. Example: “Buy one, get the second at 50% off,” 
or “Add another shirt for just $10 (regular $20).” Clothing and shoe 
retailers use this a lot (“Buy 2, get 1 free” on ties or socks). 
 
How it helps: Increases quantity of items per sale. Even though the 
customer gets a discount on the additional item, you still generate 
more total profit and clear more stock. The customer enjoys a bargain 
and often ends up trying more of your products. 
 
​ 43.​ Partner Product Cross-Sell: Upsell products or services 
from a partner that complement your offering (and earn a commission 
or margin). Example: A gym upsells protein supplements or workout 
gear from a partner brand in their lobby. A web designer refers a 
copywriting service as an add-on for an extra fee (partner fulfills it). 
 
How it helps: Expands what you can offer without having to create it 
yourself. You earn extra revenue or commissions, and the customer 
gets a convenient recommendation for something they likely need. It 
strengthens partnerships and adds value to the customer’s purchase. 
 
​ 44.​ Loyalty Points Incentive Upsell: Use your loyalty/rewards 
program to drive upsells. Example: “Get double reward points when 
you upgrade to the Premium plan,” or “Earn a €10 reward for every 
€50 extra you spend today.” 
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How it helps: Customers love earning points and perks. If they know 
an upsell will accelerate their path to a reward (a future discount or 
freebie), they’re more likely to take it. It encourages higher spending 
while reinforcing use of your loyalty program – keeping them engaged 
with your brand for the long term. 
 
​ 45.​ Add-On Wellness/Additional Service (Healthcare & 
Wellness): If you offer a core professional service, upsell an additional 
complementary treatment or service. Example: A dentist, after a 
routine cleaning, offers a teeth whitening session at a special price. A 
spa doing a massage upsells “Would you like a 15-minute hot stone 
add-on for €20?” 
 
How it helps: Increases the value of each appointment. The customer 
walks out even more satisfied (a cleaning plus a cosmetic boost, or a 
massage plus extra relaxation). It boosts revenue during the same visit 
and utilizes your full range of services to benefit the client. 
 
​ 46.​ Service Bundle Upsell (Telecom/Utilities): Upsell 
customers on bundling multiple services with you. Example: An 
internet provider upsells adding TV and phone service for a combined 
rate (the classic “triple play” bundle). A corporate software vendor 
upsells the full suite: “You have our accounting software, but if you add 
our inventory and HR modules, they all integrate and you save 20%.” 
 
How it helps: Increases customer reliance on your ecosystem, raising 
switching costs and overall revenue. The customer appreciates an 
all-in-one solution (and possibly a bundle discount), and you capture a 
greater share of their wallet by meeting multiple needs. 
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​ 47.​ Eco Upgrade / Carbon Offset Add-On: Offer customers an 
optional “eco upgrade” at checkout: carbon-offsetting their order 
and/or plastic-free premium packaging for a small fee. Example: An 
apparel brand adds “Offset your shipment’s carbon footprint for €2” or 
“Upgrade to plastic-free packaging for €3.” 
 
How it helps: Adds high-margin revenue while aligning with customer 
values and ESG goals. Differentiates your brand, improves perceived 
responsibility, and turns a cost-center (sustainable materials) into a 
revenue-positive choice. 
 
​ 48.​ Re-Engagement Special Offer: Reach out to past customers 
with a personalized upsell to bring them back. Example: A customer 
hasn’t bought in 6 months; you send a note: “We have a new line that 
complements your past purchase – here’s a loyal customer offer to try 
it.” Or a car dealer contacts an owner after 2 years, upselling a trade-in 
for a new model with a special loyalty bonus. 
 
How it helps: Generates additional sales from dormant customers. By 
offering something relevant to what they bought before, you remind 
them of your value. It often reignites the relationship and leads to a 
new purchase. They feel valued that you remembered them with a 
tailored offer. 
 
​ 49.​ Community or Mastermind Access: If you provide services 
or coaching, upsell an exclusive community membership. Example: 
After a business coaching program, upsell clients into a paid monthly 
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mastermind group or alumni club where they network and get 
ongoing insights. 
 
How it helps: Turns one-off clients into a recurring revenue stream 
and keeps them engaged with your brand. The customer gains 
continuous support and a like-minded network (which is huge value), 
and you create a loyal tribe that continues to invest in your offerings 
regularly. 
 
​ 50.​ Mystery Box or Surprise Item: Offer a low-cost mystery 
add-on to an order. Example: “Add a Mystery Item to your cart for €5” 
– the customer doesn’t know exactly what it is, but it’s guaranteed to 
be worth more than €5. Some online retailers do mystery boxes or 
random bonus products. 
 
How it helps: Plays on curiosity and deal-seeking behavior. It’s a fun 
upsell that can help move excess inventory or introduce customers to 
new products. Customers often bite because it feels like a game or they 
think they might get something of high value. You increase order value 
and maybe clear out stock while delighting the customer with a 
surprise. 
 
​ 51.​ Rush Processing & Date-Certain Delivery: Let buyers pay 
to move their order to the front of the line and guarantee delivery by a 
specific date. Example: An e-commerce store offers “Same-day pick & 
pack (€7)” or “Guaranteed delivery by Friday (€12).” Service 
businesses can mirror this with “Priority start within 48 hours.” 
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How it helps: Monetizes urgency and convenience with minimal 
additional operational cost. Increases average order value and 
customer satisfaction for time-sensitive purchases (gifts, launches, 
last-minute needs). 
 
Each of these ideas has been tested by real companies to boost their 
sales. Pick a few that align with your business and give them a try. 
Remember, the key is to keep the upsell relevant and beneficial to the 
customer. When done with the right intention, upselling not only 
increases your revenue – it enhances your customer’s experience by 
providing more value and convenience. 
 
Good luck, and happy upselling! 
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	A New Mindset 
	The cousin of my wife just married a dentist, and at the last birthday party he asked me what I do. After I explained that one of the things I do is help business owners build Self-Managing Businesses, he asked:  
	‘What’s the first thing you would do if I hired you in our practice?’” 
	My answer was simple: “I’d help increase revenue.” 
	Why? Because increased revenue gives freedom to maneuver and truly build a Self-Managing Business. 
	“How?” he asked. 
	“One of the easiest ways is through upselling,” I replied. “Offer the patients who are already coming to you something more.” 
	He shook his head: “But I’m a doctor. I don’t sell.” 
	So I asked him: “Does every patient you serve choose the best treatment option for themselves?” 
	“No, of course not,” he admitted. 
	“Then aren’t you ethically responsible to guide them toward the best solution—because it will benefit them in the long run?” 
	He was quiet for a few seconds and then said: “I never thought about it like this. But this is a good point.” 
	The truth is, very seldom does a customer (or patient) buy exactly what they really need.  
	A better, faster, more premium version would often serve them better. That means there’s actually an ethical mandate to offer more—if it truly benefits them. 
	So upselling shouldn’t be an afterthought or a guilty add-on.  
	It should be a strategic, predictable part of your business growth. But many founders hesitate – they worry about feeling “salesy” or annoying customers. That’s a mindset we must change. 
	Consider this:  
	your existing customers already know, like, and trust your business. They’ve experienced your product or service and walked away happy.  
	By not offering them more, you’re not sparing them – you’re actually depriving them of additional value you could provide.  
	Upselling, when done right, helps the customer as much as it helps you. 
	It’s time to reframe upselling as an act of service.  
	Think of it as solving more of your customer’s problems and enhancing their results. 
	In short:  
	If you truly believe in your business’s value, you owe it to your clients to offer them the best and fullest solution.  
	That’s what upselling is about – actively helping, not passively waiting. It’s not a greedy ask; it’s a natural extension of your excellent service. 
	 
	Bottom line  
	Upselling is the easiest sale you’ll ever make because you’ve already done the hard work of building trust.  
	Embrace it as a key growth leverage.  
	Your customers will thank you with loyalty (and a bigger basket), and your business will gain more profit per customer – a true operational leverage that fuels long-term success. 
	60–70% – That’s the success rate of selling to an existing customer. In contrast, the probability of selling to a new prospect is only 5–20%. Upselling current clients is far more likely to succeed than acquiring a totally new customer – it’s the lowest-hanging fruit for more revenue.​​10–30% average revenue boost from upselling. Research shows that effective upselling techniques can increase revenue by 10–30% on average. This means upsells can significantly lift your bottom line without needing any new leads – a substantial growth driver for small businesses.​​5 to 25 times more profit from existing customers. Selling additional products or services to your current customers can yield 5–25 times more profit than pouring resources into finding new customers. Since you’ve already covered the acquisition cost, every upsell is pure incremental profit with much lower expense.​​Repeat customers spend 67% more than new customers. On average, a repeat customer will spend significantly
	 
	Do You Own Your Business… or Does Your Business Own You? 
	Take advantage of our special offer and get the Self-Managing Business Roadmap Kit. 
	Limited time offer: get it for 27€ instead of 297€ 
	https://selfmanagingbusiness.info/roadmap-kit/ 
	 
	3 Powerful Reflection Questions 
	What is the average amount your customers spend per transaction? How can you increase this average to boost your profits? 
	What else could you offer your customers or clients at the moment of purchase? 
	How can you make sure that what you are offering is really helping your customers or clients? 
	 
	 
	 

