All right, so welcome back. This is Video #3 – Common Mistakes. The purpose of this video is to kind of give you some real-life practical application. What I talked about in the previous video was a lot of conceptual, fundamental, basic stuff that you need to understand. But I talk about segmenting your list and stuff like that, but I want to show you this as an example so you can actually see it in real life action. That way, it makes more sense. 
We talked about the common mistakes, which is putting everybody onto the same list. So, hopefully, at this point, you kind of, understand but if you don’t totally understand, I think these examples will help you out. What I want you to understand is this – you can't please everyone. You've probably heard the saying that you can't please everyone. You will eventually tick somebody off if you please everyone. Because all the time, there's always two sides of the coin. You will either tick off Side A or Side B eventually. So, what you need to do is you need to pick a side and speak to that very one specific group. 
Let me explain – let’s say for example, that you have a fitness product. If it’s too general, you might be putting people who are looking for weight loss, for looking fit and looking good onto the same list as people who really just want to lose weight for health reasons. For example, losing cholesterol, they need to lose weight, they need to limit their animal fats, and stuff like that; versus people who want to gain weight. It’s totally different; totally different mindset. 
The segmentation is key. Now, let’s dig a little bit deeper. You want to give people exactly what they want and exactly on their level of great need. If you can remember that, that’s really going to help you out in terms of segmentation and in the long run, it’s going to stick. Even within a very specific niche like lose weight for health reasons – there are many, many different health reasons out there why you should lose weight; many, many health reasons, many, many diet plans. Even if you look at the “lose cholesterol” niche, there could be different reasons. Some people just want to do it themselves and they just want a diet plan and that’s it. They don’t really want to go further and lose weight. They don’t really want to find somebody who has lost weight and want to get coaching from them; versus you really have people that are serious and they see it as a serious problem and they want coaching. 
I've talked to many people in this area and there are some people that just really don’t care. They know they have high cholesterol, they know it’s a problem, but they don’t really care until they get a heart attack and that’s a wakeup call; versus there are other people who are preventative and they really want to go all out, they invest a lot of money into supplements, into finding people who have been there and done that, and who have a plan to defeat cholesterol. Because maybe they have seen cholesterol taken impact in their other family members’ lives. So, the whole example here is to show you why segmentation is key even within a very specific niche like “lose cholesterol” because you have many different people of different mindsets. 
In this case, your premium buyers would typically be the types of people who really want to go all out, they really want to invest money because they see that losing cholesterol is key. So, they want to go all out, they want to lose weight, they want to lower their LDL and stuff like that; versus the people that just want a diet plan, they want to do it themselves, and they don’t really care as much may not be in the same mindset. So, if you start emailing those people over and over about coaching plans, they're going to eventually get annoyed and they're going to not buy. Your conversion rates are just going to hurt because of that. That’s why this specific sales funnel blueprint is going to help you out. 
