Hello and welcome back. This is Video #2. This is the typical sales funnel and my whole goal here is just to show you the typical sales funnel, what everybody does, and why you should avoid it. 
If you're not familiar with one-time offers (OTO), just let me explain. If you already  know what a one-time offer – great, just hold on a second. Let me explain. A one-time offer is presented behind a front-end offer. If you buy a book, let’s say for example, you're presented with an offer that says, “Hey, you've just bought this book. But if you like the video course that goes into a lot more depth, here it is for $7-$27.” That’s what we call a one-time offer. The one-time offer only activates when somebody purchases the front-end offer. This is not the same and not to be confused with McDonald’s that offers the “Would you like fries with that?” or “Would you like to make it a large for just a few more cents?” That’s not the same thing. It has to be presented to somebody who has already put their faith, put their trust in you and bought your product. You can have multiple one-time offers after that one-time offer, which we’ll get into more in a second. 
This is what the crowd does.  These are what we call linear one-time offers. You buy the front-end offer then you're presented with one-time  offer A. Let’s put this in real-life example. The front-end offer could be a book on How to Save Money through the Taxes. So, maybe deductions that you're missing and stuff like that – so, that’s the book version. And maybe the one-time offer is a monthly membership site, which you could join where you would get monthly tips on saving from taxes and stuff that you need to worry about and be concerned about but stuff that you need – how to combat that and stuff like that. So, we got a monthly membership site and maybe there's a coaching plan. Maybe this is a higher ticket item or whatever higher ticket item that you might have. 
The linear comes into play because let’s say for example, Buyer 1 is sent here. They buy this, they buy this but they don’t buy this but they see this. Buyer 2 buys this, this, this. If you think about it, what happens here is that there's not much segmentation. This one here, for example, this one-time offer here, you got premium buyers on this list and you have regular buyers. You see what I'm saying? Do you see why a linear one-time offer can be profitable from a profitability standpoint? But as a long-term strategy, it’s not really ideal. So, when you get over here, let’s say you have 3 or 4 different one-time offers. When you go to over here, you still have a list of both premium and here. 
How do you segment that? How do you segment these two lists into two different lists? I'm going to talk about that in the videos after that but let me explain also why linear offers aren't the best. I talked about it can be profitable from a make-money-now standpoint but not necessarily the best long-term strategy as far as list conversions grow because you're offering the exact same one-time offer to both your premium buyers and your regular buyers. If you wanted to offer coaching or higher ticket products only  to people who purchase certain one-time offers, you're stuck. All right, so let's move onto the next video. 
