








Recover margin
on the way to checkout

OBJECTIVE

Increase order value by making the purchase more complete.

Does the recommendation make the shopper's purchase feel more
complete? Is it curated well enough to settle hesitation rather than

add to it?

IDENTIFY USEFUL ADDITIONS USING THIS FRAMEWORK

O Review the products most likely to be
purchased during peak and identify logical
complements for each.

O Build bundles around products that are
genuinely used, worn, installed, gifted, or
replenished together.

O Identify upgraded configurations that offer
clear additional value.

(OJ Review whether threshold benefits could
increase order value without further
discounting the original product.

O Use cart contents, shopper preferences, prior
purchases, and intended use to determine
relevance.

(O Account for inventory and availability before
recommending an add-on.

PROTECT THE PURCHASE EXPERIENCE WITH THESE
KEY ACTIONS

O Explain why each recommended product
belongs with the original purchase.

O Limit the number of recommendations shown at
checkout.

O Avoid introducing products that create a new or
more complicated decision.

O Prioritize additions that help the shopper
complete a routine, outfit, setup, gift, or
solution.

O Test whether the recommendation increases
order value while checkout completion holds.

O Test whether a targeted incentive on the final
add-on (like a 5-10% off or using it to unlock
free shipping) helps complete the purchase
without discounting the full cart.

O Measure the margin impact of bundles and
additions separately from the original discount.

Are your recommendations increasing order

PRESSURE TEST -

value, or just replacing margin with more
discounting ?
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LET’S DELIGHT
SHOPPERS
TOGETHER

This 2026 BFCM checklist finds where your plan is paying
twice for demand you already earned, so you protect margin
instead of giving it away.

Acting on it means recognizing intent while the shopper is still
anonymous, carrying what you learned from one channel into
the next, and changing the experience while the moment is
open.

SCHEDULE A GROWTH CONSULTATION

Find where your BFCM plan could be paying twice for demand you’ve already earned,

and what you can still change in 30 days or less.

Schedule Time
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https://blueconic.com/request-demo?utm_source=bfcm_checklist&utm_medium=document&utm_campaign=bfcm_2026&utm_content=demo_cta

