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FACT: You have to be using one-time offers if you want to make the most amount 
of money.  It’s simply buyer psychology.  That’s what it breaks down to.   

Taking Advantage of Commitment 

The best people to sell something to are people who have already bought 
something from you for a couple of reasons.  One, they’re super highly qualified.  
You know that they’re interested in X because they just bought X.  So anything 
that you can offer to them, a more in-depth version of X or a complimentary offer 
to X is going to be highly responsive for them because they are super qualified.   

And secondly, they have the ability to buy things on the internet, which is huge.  
A lot of people don’t have credit cards, they’re based in Bangladesh and they can’t 
use PayPal, and all this other stuff which stops them from buying.  But if 
somebody’s bought from you it means they have the ability to buy and it also 
means that they have the disposable income to purchase.   

And the third thing is they’ve already purchased.  And so they’ve already 
committed to a yes decision to take you up on your offer so it’s not very hard to 
tap right into that psychology when they’re in a yes state of mind and hit them 
again right away with another offer.  So they convert very well.   

Think about it.  It’s going to take the same amount of work to get the traffic to 
your page, so why squander all that work.  You could stick a one-time offer, which 
only takes a couple minutes using some of the strategies I’m going to show you, 
and you’re not going to waste any of that traffic.  You’re going to get the most out 
of that traffic as possible.  And some people want more, and if you don’t give 
them more they’re going to get it from somewhere else anyway.   

Taking Advantage of Commitment 

So this is why you should be using one-time offers.  So that’s why rule #1 is 
always have an OTO.   

Now I got to be honest with you.  Sometimes I don’t do this, and there’s a couple 
reasons.  One, I have a hard launch deadline I have to meet and I make it by the 
skin of my teeth, so I just don’t have time to implement it.  But I put myself under 
launch deadlines because I use scarcity.  When you’re starting out, you don’t have 
six different businesses to juggle like I do right now.  Then you have the luxury of 
being able to stick a one-time offer.  If you’re not working 70 or 80 hours a week 
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like I am, then you’re going to have the ability to go and stick this in.  Now I have 
so many revenue streams coming in, sometimes I don’t get the OTO up right 
away but I always go back later and put one in.   

But the rule of thumb is if I have the time or I really want to make the most 
amount of money possible, I always go with an OTO.  And you should always go 
with an OTO, too.  And I’ll show you strategies on the easiest way to do that.  

Before I show you the practical real-world stuff, the stuff that you’ll probably do, 
let me just give you what the best type of OTO is.  So you know best case scenario 
you want to be using one of these.  And here’s what it is:   

OTO Type #1 Complementary Offers at a Heavy Discount 

Complementary offer at a heavy discount.  So the first thing you have to say is 
well what is the complementary offer?  And that’s something very simple.  Let’s 
say somebody just bought something on how to lose weight.  They bought an 
information guide on how they can lose weight.  40 pounds in 40 days.   

Well, what would be complementary to that?  Exercise equipment could be 
complementary to that; vitamins could be complementary to that; all kinds of 
stuff could be complementary to that; personal coaching could be complementary 
to that.   

So you have a lot of different ways that you can make something that’s not the 
same as that product but is complementary to that product.  And then you offer it 
at a heavy discount.  Why should you offer it at a discount?  Typically I don’t like 
giving discounts, but you’re giving them a good reason why.  “Hey, you just made 
a really good decision.  You’ve purchased from me.  I want to make sure you get 
the most out of it; so some people want to go further so this is for you.  If you 
want to go further, I want to make sure you get involved, and you’re the best kind 
of people.  I like working with people like you because you make good decisions.  
You make them, and you take it into your own hands by getting involved with this 
information.  So I’m going to make a specific offer just for you.”   

So this gives you a heavy discount and you know it’s going to convert very good 
because they’ve already purchased the front-end offer which is complimentary to 
this. 

OTO Type #2 Enhanced Version 

The other best type of OTO is an in-depth version of what you just offered at a 
discount again.  You want to give it to them at a discount.  If anybody deserves a 
discount, it’s not the people who are sitting on the fence waiting to buy from you.  
It’s the people who have already bought from you.  You want to reward them for 
buying from you.   



Think about it.  If you condition people to feel like they’re going to get rewarded 
for buying from you, do you think that’s going to increase or decrease your 
response when you send out future offers?  Well, the answer obviously is it’s 
going to increase your response.   

So this is how you reward them by giving them a discount for going more in-
depth on what you just sold them.  So a more in-depth version is, “Hey, I’ve just 
sold you this system on how to find a hot, profitable niche, so now I’m going to 
give you the software that comes with it that’s going to make that easier.”  That 
could be called a complementary offer, too.  I guess a better in-depth version 
would be, “Hey, I’m just giving you the beginning to what to do when you get 
started because I didn’t want to overwhelm you right off the bat.  But if you really 
want to go further, I can give you the full system from start to finish.  This is just 
the getting started version.  Why don’t you take it more in-depth?”   

So like the initial system could be just starting but what do you do when you get 
the niche?  Well that would be the more in-depth version of the best product.  
Honestly the best thing to do is create – for example, me and Robert Plank just 
finished up the Product U coaching club and the e-class, and 8 DVD’s is what it 
came out to in content.  So what we could technically do, what I could do then is 
sell just the .pdf on what we did, basically what we taught.  And then I say, “Hey, 
would you like to go in further depth and would you like to see this in action?  
Well, then you can buy the 16 set DVD course for Product University that we 
had.”  So that’s the more in-depth version; same information, but it’s more in-
depth because we took it to a coaching level instead of just a .pdf.   

OTO Type #3 Same Version, Different Modality 

Which relates to this last type of OTO – same version, different modality.  So 
what a lot of times what I like to do is if I have nothing else to do and I have the 
time, this is what I did when I first got started and didn’t know any other strategy 
is I would just take the .pdf and record it. I would read it word for word.  I’d say, 
“Chapter 1,” and then read that.  “Chapter 2,” read that.  And then I’d say, “Hey, 
would you like the audio version?  The audio companion to this?  It’s the same 
thing.  It’s only an audio guide so you can listen to it in your car.  Here you go.  
You can buy that.”   

So you give them the same information, but you offer it to them in a different 
modality as an upsell.  So you might have a video product that you would offer as 
an upsell to the .pdf version or vice versa.  You might have the video and say, 
“Hey, would you like the .pdf that goes along with this so you can read while you 
watch?  Here’s the upsell to that.”  Give them a one-time offer.  

 At the very least, though, if you can’t do it really fancy and make it perfect – like 
one of the strategies Robert uses that I think is genius is he’ll sell you 7 scripts for 
like $27.  And he’ll say, “Hey, here’s 14 more scripts at $27 .”  So it’s the same 
price again, but you feel like you’re getting twice as much.  And if you just bought 



scripts you’re probably going to want more scripts, too, because you’re the best 
kind of customer.  So it’s a great complementary offer or a more in-depth offer of 
that format there.   

But if you can’t do that kind of stuff then at least do this.  Use PLR rights and – 
let me see if I can find a quick example of that here.  Basically this is where you 
buy somebody else’s product and you stick it in as your one-time offer.   

OTO Type #4  PLR 

So this is not my product, but this is a one-time offer that people go to when 
they’ve purchased my underground PLR secrets.  I say, “Stop,” and this is actually 
not my copy.  Somebody else wrote this copy.  I just bought the product with the 
copy and so then my one-time offer is somebody else’s product that I own the 
rights.  And it’s actually 50 products that they can buy all at once.   

So that’s a pretty good offer, isn’t it?  You’re damn right it is.  You know how 
many minutes it took me?  It took me 5 minutes and $47 for my investment.  And 
so now this is my one-time offer – 50 different products.  So I didn’t have to do 
anything other than invest a little bit of money.  The copy was already written for 
me.  Everything was already written for me.  So I just stuck it in there and any 
sales I make, as long as I make two, I’ve got my money – actually, one sell will get 
my investment back.  And so I didn’t have to spend any time.  I just bought 
something and stuck it in as a one-time offer because I had rights to it.   

So if anything use PLR rights and find something that’s complementary to what 
you offer.  In that case I offered 50 PLR products.  I had the master resale rights 
to them.  And guess what I was selling?  PLR secrets video course.  Hmm, let me 
think about that.  Are those complementary offers?  Yep.  

The other thing you could do is offer PLR rights.  So let’s say I was selling a 
system, personal development for people who hate wishy-washy personal 
development gurus.  I created that on the front, and I sold it.  And then on the 
back end if you bought it, you say, “Wait, I got 20 limited licenses.”  So you could 
actually purchase the rights and sell this yourself.   

And so in that case, then the offer is just to buy the rights to the product.  That’s 
the upsell.  You bought the personal product, so who would want to buy the rights 
to that product?  Well, people who just bought the personal product.  And this 
works really good in niches that understand PLR.  It’s not going to work really 
good in a dog-training niche because nobody knows what PLR is or how to use it 
or how to market it, but in internet marketing this is a good thing to do.  Offer 
PLR rights.  Use PLR rights works really great in non-internet marketing niches 
because they don’t really understand that you just bought the rights to somebody 
else’s product and you’re selling it, and you get to keep 100 percent of the profits.  
So use PLR rights or offer PLR rights.   



OTO Type #5  Audio 

And like I said in the other example, record your e-book into an audio .mp3.  If 
you’ve got a short, 13-page e-book that you’re selling for 7 bucks, guess what?  Go 
back and read that thing word for word.  It doesn’t have to be perfect.  Just read 
it.  Export the recording in an .mp3.  Then offer the upsell for $7.   

And then the copy could be super short, “Hey, some people I know like to learn 
by listening because they like to be able to listen and reinforce this content when 
they’re driving in their car, working out, cleaning the house, etc.  So for them I’ve 
created this special little audio thing.  It’s only $7 more, and now you have the 
audio .mp3 that you can listen to that comes with this thing and it’s only 7 more 
bucks.”  Boom.  So now you’ve now increased the ability for them to spend $7 to 
the ability for them to spend $14 with you.  Some of them will.  

OTO Type #6  Personal Coaching 

Another good one-time offer that you can do is personal coaching.  If you do 
nothing else, and you don’t have the time to do anything else, then this is 
something – what I like about coaching is you can get paid and then create the 
product.  You can deliver the product after you’ve been paid.  And so then it’s like, 
“Hey, some people they like to have personal reassurance when they try this 
course out.  There is a lot here.  I don’t want you to get stuck, so I have a solution 
for you.  It’s personal coaching.  Here’s how it works.”   

Then you can either upsell them into a personal free consultation where you can 
create the coaching program that best suits their needs or just have a cookie-
cutter coaching program.  So here’s what I have, “If you want to get personal 
coaching, I send three e-mails a week, and then we get on the call at the end of 
the week for 30 minutes.  And it’s a 3-week program, and since you just 
purchased the course today I’m going to give you a discount, but this offer is a 
limited offer.  You’re only going to see this once.”  Boom.   

And people are going to buy that.  Not all of them will, but just think if only 10 
more people bought that and I had a $97 price tag to it.  Didn’t take you much 
work.  You got paid to create the product, and you just squeezed in $970 more 
out of your offer.  

Link to another product, at least do this.  So if you have more than one product, it 
doesn’t even have to make sense.  I think I sold an upsell to my time management 
program from my template factory.  I had a thing on a bunch of sales letter 
templates.  And then I just stuck it in there to try it out and see what happens.  It 
didn’t convert well, but I made a couple hundred extra dollars, and I ain’t going 
to sneeze at a couple hundred bucks.  That’s cool.  I can go out to eat all week for 
that just because I stuck that in as a one-time offer.  And I just linked it to 
another product that I had.  It wasn’t even super related.  It was just, “Hey, you 
bought one product from me.  Maybe you’d like to buy another product from me.  



It’s kind of in the same niche.  Here it is, and here’s this good discount on it.”  So 
some people are going to buy.   

So if nothing else just stick something in there; anything in there.  Because the 
worst that’s going to happen is nobody takes you up on that, but if you only spend 
a couple minutes doing it, you’re only out a couple minutes time.  And if even one 
person takes you up on that, you just made it worth your time.  So that’s what you 
want to do, but you always want to have a one-time offer.  Use PLR rights; offer 
them.  Record your e-book as an .mp3 if it’s an e-book.  Offer personal coaching 
or just link to any other product that you own or that you have even if it’s related 
or not just so that you’re utilizing the one-time offer.   

The Downsell Strategy 

An advanced strategy is to downsell the upsell.  Once you get a one-time offer, the 
next logical step is – say you make a one-time offer.  You have the PLR rights – 
the 50 products, the one that I showed you where I had 50 products.  And I don’t 
own the rights.  This is just a hypothetical example.  So I can’t tell you for sure if 
you can do this.  You have to check the rights with the PLR.   

But this is just is hypothetical example here.  Let’s say they say no to this $47 
offer because this is how much this one-time offer is to get these 50 products. I 
say, “OK, maybe $50 was too much for you to invest right now or maybe you just 
didn’t want to invest that much.  So here’s a deal.  I’ll offer 25 of these products, 
the first 25 of these products to you, for just $27.”  So you’re going to get people 
who said no to the one-time offer to say yes to the downsell on the one-time offer, 
which in this case is everybody who buys the one-time offer is not going to see 
that downsell, but all the people who don’t buy the one-time offer are going to see 
that downsell.  So now since you asked them for $47, you retreat and only asked 
them for $27.  You’re going to get sales that way.   

And so all the people that are buying it are going to get the upsells, and all the 
people who are not you’re giving them one more chance to get them on the 
downsell.   

Now you could even go further than this.  I’ve seen people downsell five times; 
I’ve seen people upsell five times.  I’m not saying that’s good; I’m not saying 
that’s bad.  I’m saying know your numbers.  Know how long a person who you 
upsell or downsell the hell out of stays on your list.  And if they stay on there for 
an adequate amount of time so you still get a good lifetime value out of the 
customer, then do it.  If not, though, I would recommend at least the OTO.  And 
once you get that up and going, if you want to increase your profits test out 
throwing a downsell in there.  It usually does not hurt your business at all.  
People usually do not that get offended or indignant when you do that to them.  
It’s when you start throwing three or four in that they get kind of pissed off at 
you.   



So I’d recommend going as deep as that, and then if your numbers show that 
they’re not getting mad at you or that it’s worth it for you to lose a couple 
customers prematurely because of you’re doing that but in the end you’re making 
more money, then you can go for it.  But the advanced strategy is to throw in the 
one-time offer, and then if they decline the one-time offer, make one more last-
ditch effort to get them with the downsell.  And a downsell is simply offering 
them a slimmed down version of what you just offered them for the upsell, for the 
one-time offer.  

Price Theory 

With that said let’s get into price theory now.  There’s several different ways that 
you can go about your one-time offers.  What I have found is $7 OTO’s convert 
extremely well, typically between 60-80 percent.  But think about it.  If it 
converts at 60 percent that means you’ve increased each buyer by $4.  So do the 
math.  Think about it.  $4.   

Maybe it’s just better to bump your price up $10 and see if that makes your more 
money and then stick a $7 OTO.  So that’s good testing.  What you do is you first 
test the one-time offer for 7 bucks, and then you bump up the price and see what 
happens to conversion.  Then you stick in the same one-time offer at $7, and then 
you keep bumping the price up 10 bucks.   

So to do some quick math here in my head – which is never smart – let’s say you 
send 100 people to your page, and you’re selling them a $20 product.  And let’s 
say that you convert at 5 percent.  So that means 20 people buy the $20 offer, so 
that’s 400 bucks.  And now out of those 20 people let’s say you convert an OTO 
on a $7 product at 50 percent.  So that means you’ve just made another – that’s 
10 people buying at 70 bucks – you end up netting $470 per 100 visitors.  So 
you’re like, “Ooh, wow.  That converted at 50 percent.  Now what would happen if 
I just bumped the price up from $20 to $30?”  So you test that out next.  So you 
send 100 more visitors; you bump it to 30; and what you find is instead of getting 
a 5 percent conversion rate, you get a 3 percent conversion rate.   

So that now means instead of getting 20 customers at a 5 percent conversion rate, 
you’re getting – I’m sorry, my math was a little fuzzy there.  The first time you 
actually if you got 20 visitors out of a 100 you converted at 20 percent.  Let’s say 
you bump the price up to $30 and you only convert at 10 percent.  So in this case 
instead of getting 20 buyers you get 10 buyers, but you make $300.  But your 
one-time offer converts at 50 percent still on those, so you make this same 10 
times 7, so you made $370 instead of $470.  So it was a good deal.  It was better 
to put the one-time offer than to try to get them more up front.  You end up 
making more money by selling them small up front with $20 and then offering 
the $7 on the back end.   



Enter Testing 

But let’s do another scenario.  Let’s say you convert – you get 100 offers at 20 
percent so you still make your 470, but you bump it to $30 and instead of 
decreasing your response in half you actually, instead of getting a 20 percent 
response you get an 18 percent response.   

So you lose two customers out of 100, but when you do the math you’re like, “OK, 
that’s 18 people, so up front right away I’m getting 540 bucks.”  You’ve already 
made your money back.  You’ve made more than your money back.  And then 
those 18 people, half of them buy the one-time offer, so that’s another 63 bucks.  
You end up netting $603 instead of 470.  So you bump the offer ten bucks up and 
you were still getting the same conversions on the back end, which you probably 
will knowing what I know about $7 offers.   

So in that case you’re like test small and then bump up the price really 
insignificantly with the $7 OTO.  And then when you find out, “OK, what’ll 
happen if I bump the price ten bucks up?  Do I still get enough people to buy 
through and then buy the one-time offer that is going to make more money for 
me?”  Then the next logical step would be to bump it up $10 more and see what 
happens.   

So you could bump it up to 40 bucks and now let’s say you get a 10 percent 
response instead of a 20 percent at $20 and an 18 percent at $30.  And so you’re 
making 400 bucks up front and you then get 10 people buying the one-time offer, 
you get 5 of them.  And then you’re only making $435, which is not good.  But 
you know then, “OK, so now I got to bring the price back down.”  So you might 
bring it back down 5 bucks, and you might bring it down to there, and then test 
the one-time offer at $17 instead of $7.   

See, you’re using results now to test out your price to see what’s best.  But often 
what you’re going to find is that one-time offer converts so well if it’s just a little 
$7 offer no matter what your price is for your front-end product that you’re going 
to say, “Hmm, well what happens if I just raise my front-end by $7 and then stick 
the one-time offer in then?”  And then you test that and see which one makes you 
more money.  So those are cool because they convert extremely well, so no matter 
what you’re going to get 3 or 4 more dollars out of each customer who purchases 
from you as long as you just do the basics right for one-time offers.  And then you 
can start price testing to slowly move up your price to see what’s the maximum 
price you can charge and still get the maximum amount of profit.  

So that’s one way you can price your one-time offers.  Make them $7 impulse 
purchases.  The second one is half price, more of the same.  Half price for more of 
the same.  So whatever you sell – say you’re selling it at $47.  Just give them 
something complimentary, something more in-depth, or something that goes into 
it from a different angle, a different modality.  But instead of charging them $47, 
you charge half of that, $27.  Something about half of that, about 50 percent off.  



So you give them half price for more of the same, or you give them twice as much 
for the same price.  So if they spent $47, then you give them something more for 
$47, but it seems like twice as much value that they’re getting.  So it’s like half for 
the same.  Half price for the same or you get twice the content for the same price.  
So that’s price theory.  

The third thing is big-ticket items should be tested.  I have found – I know from 
personal experience and from other marketers that I’ve worked with and that I 
know, sometimes they can upsell you from a $47 product to a $397 home study 
course and the numbers work out.   

So if you have a big-ticket item, try that.  Try selling a very small front end offer 
going straight to the big-ticket item and then if that doesn’t work, downsell them 
to a $47 item again or a $27 item or a $7 item even.  But it should be tested.  It 
doesn’t work all the time, but it works some of the time.  And it works enough 
that you should test going right from a front end that’s a low-ticket item right to a 
big-ticket item because I’ve seen it work tremendously well in a lot of 
circumstances.  

Enter the Stair Step Approach 

The last approach here is stair-step approach.  Robert uses this.  So you buy 
something from him for $17 and he says, “Wait, maybe you’ll be interested in this 
for $47.”  Then you buy that and he says, “Wait, maybe you’ll be interested in this 
for $97.”  So the package just keeps getting bigger and bigger until you go all the 
way up to – I think he’s at a $497 package, but he gets a lot of $250 sales because 
he stair steps them up one step at a time.  He just keeps offering them a little bit 
more, a little bit higher, a little bit higher, a little bit higher.  So everybody that 
keeps buying has a chance to buy more from him, which is genius.  So that’s 
another approach that you can take with your pricing for your one-time 
strategies.   

Incremental ways to boost response is the next thing here, and that’s simply just 
a matter of doing little things and let them know it’s scarcity.  You can pop up a 
countdown timer that pops down on the screen and rolls down.  You can actually 
do that in the action profits script that you have from Robert, and it could say 10 
minutes into this page it expires.  And then you could actually set it to expire and 
get into all that fancy technical stuff.  Now I don’t personally do that.  Robert can 
do that because he knows how to write the code, but you can hire somebody to do 
that, but it’s something to think about.  If you already got the numbers up and 
you’re making pretty good money and you want to make more money, throw 
some countdown timers on that.  Robert puts countdown timers on the order 
button, too, and that works really good. 

Limited quantities is another thing.  If you’re selling PLR rights to your stuff say, 
“This is a one-time offer.  You can only see this because you purchased this.  And 
as soon as 20 people purchase this it’s taking it down.”  But you have to have a 



good reason why to have a limited quantity, but that really turns the scarcity up 
because not only will they see this only one time, but the fact of the matter is, 
there’s only a few people that are going to get their hands on that who do see that 
at one time.  So that can boost response.  It’s not going to blow it through the 
roof, but it can help boost it a little bit.  

Always Thank The Customer 

Add video to the OTO page.  That really helps with response.  You say, “Hey, 
thanks for your purchase.  I appreciate it.  Before you go on to download what 
you guys got, I got a special offer for you here.  Check it out below.  I really want 
to reward you because I like working with people who take action and are action 
takers and really want to invest in bettering themselves.  So I made a special offer 
just for you, but you’re only going to see this one time because you just purchased 
(whatever you just purchased.)”  And then below that you can put your sales 
copy.   

Finally, I don’t know why but sometimes short copy works better than long copy 
on one-time offers.  So it’s good to test a short little 4 or 5 paragraph one-time 
offer against the same thing where you totally go all out and sell it like you would 
a regular product with a long form sales letter.  I don’t know why but sometimes 
one just works better than the other.  So the only way to figure that out is to try 
them both.  But if you don’t try anything just start short.  At least you got 
something, and then you can improve upon that later.  

Finally, how  do you set them up?  I use Rapid Action Profit scripts, and I don’t 
recommend them.  In fact, I’m trying to switch over from them here soon.   

In this case, how this works is after they buy, they check out from PayPal and pay.  
Then they’re hit with the one-time offer, and it’s done automatically through 
software.  I personally don’t recommend you use software.  I know Robert hand-
codes them, meaning that when you click on the order button it’s actually a link 
to the one-time offer.  So they see that page only if they click on the order button, 
and then they buy it through that.   

So he does everything by hand, so he sends them to the right link of the one-time 
offer, and then he creates two links there.  They can either click on the one-time 
offer to check out with that one or they can click on and just purchase what they 
want to purchase.  You’re going to lose some people that way because they will 
abandon the one-time offer completely and just close the window and not buy at 
all.  But typically in the end what you’re going to find is you’re going to make 
more money from the people who take the one-time offer than the people who 
you lose that initial sale from because you stuck that one-time offer in.   

So that’s how you want to set them up by hand or if you have some good reliable 
software.  And again, RAP is kind of finicky, and I don’t like the way that it sticks 
the one-time offer in.  You can actually still use the RAP and hand-code it 



yourself; a little kind of complicated, though.  But I just say hand-code it.  And by 
hand-coding it I mean you make the physical click-to-order link an actual link to 
a page that says one-time offer for the link, and then it goes to that page just like 
your building on your HTML website.  

So that’s one-time offer strategies.  Always have one.  Whatever product you 
create, always stick in a one-time offer for it.  If you have to purchase PLR, 
purchase PLR.  If it’s just simply you reading the book that you just sold them, do 
that.  But there’s no excuse for you not to stick a one-time offer in, like I said, 
unless you’re working 70+ hours a week and you have six different businesses  
and you just can’t meet the deadline you set for the product launch.  But then you 
still go back later and stick the one-time offer in like I do.   

So that’s it.  Thank you for watching this daily seminar.  So use this, benefit from 
it, profit from it, and please post your comments on the blog and let me know 
what you think or any questions you have about one-time offers.  Thank you.  
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