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Upzal

Think about this: An offer arrives on your
screen. It could be a modal after a payment, a
banner in a sidebar, a subject line in an
inbox, a push notification on a locked phone,

an SMS or a WhatsApp message.

The question it asks: add this, upgrade here, try
this now, new offer just for you. Is brief, but the
machinery behind it is not. Timing, data, language,
framing, price positioning, catalogue structure,
user state, activation sequence, ecosystem design.
Together they determine whether the offer is
accepted, ignored, or resented.

Each of these is a layer of architecture, sales
engineering and psychology. Upzal is a book about
that architecture.

Written by Fernando José Caicedo Albarello, a
practitioner with nearly three decades of
experience in digital systems, automation, and
consumer behavior, the book is neither a collection
of growth hacks nor a theoretical treatise. It is a
practical, evidence-based exploration of how
successful digital businesses increase the value of
customer relationships over time.

Drawing on publicly documented cases from companies
like Spotify, Zappos, Uber Eats, ActiveCampaign,
Shopify, and Salesforce, the book extracts patterns
that can be understood, adapted, and tested across
industries and scales. It moves from the moment of
purchase outward: through pricing psychology,
catalogue structure, user state, cancellation
flows, repeat purchase rhythms, trial-to-paid
bridges, silent churn, and ecosystem design.

It examines the systems that successful digital
businesses have built to increase the value of a
customer relationship over time, and it extracts
the principles that make those systems work. It
contains a collection of analysis, strategies,
techniques and underlying tactics for e-commerce.
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I don't promise growth in thirty days or magic
formulas of any kind. I only document patterns,
observed in companies 1like Spotify, Uber Eats,
Zappos, ActiveCampaign, Shopify, and Salesforce,
and explain, in a comfortable way, how those
patterns can be understood, adapted, and tested.

If the book sharpens how you look at the
offers you make, and the offers you receive,
it will have done its work.

Start with the introduction or jump directly
into a chapter. The architecture is here and
is my gift for you.

— Fernando José Caicedo Albarello, The author

| If you've ever felt that... I

= An upgrade prompt that felt like an interruption and not as a

service
= A pricing tier that did not quite fit who you are, as a customer
= A recommendation that had nothing to do with why you were
there

= A cancellation flow that made you want to cancel more, not

less

then you already understand why this
architecture matters. The book gives you the
vocabulary and the structure to see what was
broken, and to build something better.

For the entrepreneur and the

practitioner

This book is about systems and observations.

If you run a small online shop, a B2B SaaS product,
a direct-to-consumer brand, and even if you are an
e-commerce consultant, you already have most of
what you need to apply these principles: a
spreadsheet, an email platform, a willingness to
look at your business differently. The cases are
drawn from large companies, but the underlying
logic scales down.



Each chapter ends with questions designed for the
operator who wants to make a change this week, not
next quarter.

If you advise companies on growth, retention, or
monetization, the cases offer a deeper layer:
measurement frameworks, organizational trade-offs,
and the hidden costs of getting the architecture
wrong.

The book does not provide checklists, but analysis
and questions. The answers depend on your context,
your customers, and the data you are willing to
examine honestly.

‘What you'll find inside I

The book moves from the moment of purchase outward

— from the window of decision, through pricing
language and catalogue structure, into the user's
state of mind, the architecture of cancellation,
the rhythm of repeat purchases, the bridge from
trial to paid, the reframing of silent churn, and
finally the ecosystem of complements that turns a
product into a platform. Ten chapters, each built
around documented cases and measurable results. No
theory without evidence. No advice without a
source.

Whether you're exploring how pricing psychology
shapes willingness to pay, or how behavioral
economics explains why a customer cancels a
subscription they still value, the book offers a
framework that connects the dots. It looks at
customer lifetime value not as a formula, but as a
story told through data. It examines product-led
growth as a sequence of decisions, not a buzzword.
It treats UX writing and conversion optimization as
the same discipline, because the words and the
architecture they 1live in are inseparable.

Along the way, you'll encounter concepts like
retention strategy, subscription growth, product
architecture, and customer experience — but always
grounded in specific, documented cases. The book
doesn't assume you already know what these terms
mean. It introduces them when they're needed, and
it shows you how they work in practice.

Tf vou're desianina a pricina experiment. runnina



- - . - -

an A/B test for revenue, or building a digital
commerce strategy, you'll find language and
structure for decisions you may have been making on
intuition alone. And if you're new to this world,
you'll find that the concepts are more approachable
than they sound.

The Book

‘A glossary that grows with youl

This book covers a lot of ground. Pricing

psychology, cohort analysis, product-led growth,

activation moments, decoy effects, CLV, PLG, ARPU -
the vocabulary can feel like a language of its own,
especially if you're new to some of these concepts.

That's why I built a glossary.

It currently includes more than one hundred terms,
each defined in plain language and cross-referenced
with the chapters where they appear. You don't need
to read it before you start. You don't need to
memorize it. It's simply a place to land when you
encounter a term that feels unfamiliar, or when you
want to revisit a concept without flipping back
through the chapters.

The glossary is organized alphabetically, but it's
also designed to be browsed by chapter and topic
(pricing, data, behavior, retention, platforms), so
you can explore areas of interest at your own pace.

Whether you're a seasoned practitioner or someone
who's just beginning to wonder why some offers feel
helpful and others feel 1like noise, the glossary
ensures that you'll always find your footing.

Glossary

‘Why this book?“

The literature on upselling, for years, split into two streams that rarely met. One was tactical: blog
posts and conference talks offering tips on pop-up timing and discount structures. The other was
academic: papers in behavioral economics and consumer psychology exploring anchoring, loss

aversion, and decision fatigue.


https://ego.cx/product/ebook/upzal/book
https://ego.cx/product/ebook/upzal/book
https://ego.cx/product/ebook/upzal/book
https://ego.cx/product/ebook/upzal/resources/glossary
https://ego.cx/product/ebook/upzal/resources/glossary
https://ego.cx/product/ebook/upzal/resources/glossary

Between them lay a space that practitioners had to cross on their own, the space where a principle
like "cognitive load" turns into a concrete decision about where to place an offer in a checkout flow,
and where that decision can be tested against real data and adjusted. Upzal is an attempt to inhabit

that space.

It draws on publicly documented cases, corporate blogs, earnings calls, published experiments, and
presents them not as isolated anecdotes but as expressions of underlying architectural choices. The
author has spent nearly two decades designing digital systems that integrate automation, data, and

consumer behavior. The book reflects that experience but does not center on it. The focus is on the

structures themselves, because the structures outlast any individual campaign or quarterly target.

‘What makes this book different I

Most writing on upselling falls into one of two camps. There are the quick-hit tactics — pop-up

timing, discount codes, subject line hacks — that promise results but rarely explain why they work.
And there are the academic papers, dense with theory and citations, that illuminate the principles
but leave the practitioner wondering how to apply them. Upzal sits between the two. It is neither a
collection of growth hacks nor a treatise on consumer psychology. It is a systematic examination of
the systems that successful companies have built, layer by layer, to increase the value of a

customer relationship over time.

The book draws on publicly documented cases — corporate blogs, earnings calls, published
experiments — and presents them as expressions of underlying architectural choices. It does not
rely on insider access or proprietary data. It relies on the fact that companies like Spotify, Zappos,
Shopify, and Salesforce leave a visible trail of what they tested and what they learned. Those trails

are the raw material of this book.

What emerges is a coherent framework for understanding how upselling actually works in practice.
The timing of an offer, the naming of a tier, the structure of a catalogue, the design of a trial, the
architecture of a marketplace — these are not isolated tactics. They are connected decisions that

shape the customer's experience and the business's economics for as long as both exist.

The book is structured to be read in sequence, but each chapter also stands alone. It is written for
the entrepreneur who wants to make a change this week, and for the strategist who needs to build a
case and measure the impact over a longer horizon. It provides questions, not checklists. It offers

principles, not prescriptions.

If you have ever wondered why some offers feel like a service and others feel like an intrusion, this

book will give you the language to articulate the difference — and the structure to build the former.

Available Editionsl

The full text edition of the book is available on this site, chapter by chapter, at no cost. A
downloadable PDF version is available for sale, for readers who prefer to read offline. A hardcover

edition will be available on Amazon: for readers like me, who enjoy highlighting phrases and writing



ideas in the margins of the page. A mailing list, quiet and irregular, goes out when new cases and

sections are added or existing chapters are updated with fresh data.

* UPSELLING IS ARCHITECTURE « THE ARCHITECTURE OF THE UPSE
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