Okay, so welcome to Video #5, this is Smart OTO 2.0. I'm excited coz I get to share with you exactly what this looks like, all right? 
So, let's just look at the differences between the linear one-time offer versus the smart one-time offer. Basically, as I stated earlier that the linear one-time offer, everybody sees the same one-time offer. So you're basically bundling everybody onto the same list. With smart one-time offers, you're basically offering your customers different one-time offers based on the customer’s previous choice. The reason why this is so good is because this basically appeals to the customer’s specific current mindset and current situation. Like I showed you earlier in the previous example with the lowering cholesterol, we have people that just want to do a diet plan, they want to do it themselves; or maybe they're not really invested into it versus you have other people who might be really, really invested into it and that’s because in their mindset, in their situation, they're very serious about it therefore they're willing to invest more time and money into lowering their cholesterol and being preventative about it so that they can prevent a potential heart attack in the future. 
So, different mindsets and that’s why the smart one-time offer is so powerful. So, I'm going to show you in just an example exactly what that looks like in just a minute. So, you're basically presenting high ticket offers only to premium buyers. And you present other types of offers to non-premium buyers. Because you understand what situation that they are in, therefore they feel like you're appealing to them because you know exactly what current mindset they are in. This is actually going to increase your conversions in that way plus help you in the long term as far as this strategy goes. 
To put this into practice, with the smart one-time offer, if they say “yes” to One-Time Offer #1, so they buy the front-end and they buy One-Time Offer #1, then you can present Offer AAA (whatever that is) as One-Time Offer #2.  That’s going to be a separate one-time offer basically. If they say “no” then you could offer the people who said “no” a different one-time offer. Do you see where I'm going with this? If you create this and you segment this list, this list right here is golden because it only has premium buyers. 
This is just a quick mind map of what this looks like. This circle here signifies the front-end product. So, they buy the front-end product, everybody does, then they're presented with maybe a one-time offer here. So, if they “yes, I want to buy it” they're presented with this offer here. If they say, “no, I don’t want to buy it” then you can present them with a downsell, which is this offer here. From this point, if they say “yes” “no, “yes” “no”, “yes” “no.” So, this right here, would be the premium buyers. These people say “no”, they buy the downsell, but then they go up here, you could potentially offer them whatever you're offering here if they say “yes.” That way, you still have given people a chance to get over to here or you can segment that as a different list and this one as a different list so you know the path that they have gone through. That way, you can get a better idea and a better gauge of what mindset they are in. 
Do you see why this is so powerful? You're basically segmenting your premium buyers versus your non-premium buyers. Not that there's anything wrong with your non-premium buyers but they're probably not interested in hearing what you have to offer to the premium buyers. That’s what makes this so powerful. Now that you understand what this looks like, let’s put it into play. I'm going to show you exactly the tools that you're going to need to use in the next video. 
