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Micro Product Strategy Playbook 

INTRODUCTION 

What Is a Micro Product — and Why Now? 

You don't need a 200-page course, a six-module membership, or a year of content to build a 

profitable digital product. In fact, the opposite may be true. 

Micro products — small, highly specific digital products typically priced between $7 and $97 — 

are quietly becoming one of the most efficient ways for creators, coaches, consultants, and 

freelancers to generate income online. And the timing has never been better. 

 

 

What Is a Micro Product? 

A micro product is a tightly scoped digital deliverable that solves one specific problem for one 

specific person, quickly. It's not a course that covers everything. It's not a membership that 

promises a transformation over months. It's a focused resource — an ebook, template, checklist, 

swipe file, toolkit, or mini-guide — that delivers real value in a short amount of time. 

Think of it this way: a micro product is the answer to a single burning question your ideal 

customer is already Googling. 

Examples of micro products include: 

•​ A $17 Notion template for freelancers to track client projects 

•​ A $27 ebook on how to write your first cold email sequence 

•​ A $47 content calendar kit designed specifically for real estate agents 

•​ A $97 swipe file of 50 high-converting Instagram captions for wellness brands 

What these have in common: they're specific, actionable, and fast to consume. They don't 

overwhelm the buyer — they empower them. 
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Why Now? The Perfect Storm for Micro Products 

The digital product landscape has shifted dramatically. Three forces are converging to make 

micro products not just viable, but ideal for this moment: 

1. Attention Is Scarce, and People Know It 

The average online course completion rate sits below 15%. Buyers are tired of purchasing 

massive programs and never finishing them. They're increasingly seeking smaller, faster wins — 

solutions they can implement today, not six months from now. Micro products meet that need 

directly. 

2. The Creator Economy Has Matured 

Platforms like Gumroad, Payhip, Stan Store, and Etsy have made it easier than ever to sell 

digital products with zero technical barrier. Anyone with expertise — no matter how niche — can 

create and sell a micro product to a global audience within 24 hours. 

3. Trust Thresholds Have Lowered 

Consumers are more willing than ever to pay small amounts to someone they've just discovered 

online. A $17 product from a stranger on Pinterest feels very different from a $997 course from 

that same stranger. Micro products let buyers dip their toe in — and when you over-deliver, they 

come back for more. 

The micro product market isn't a trend. It's a fundamental shift in how people want to 

learn and buy. Small, specific, and fast is the new premium. 

 

 

The Shift from Info-Bloat to Bite-Sized Value 

For years, the dominant belief in the digital product world was: more is more. Longer courses 

with more modules signaled more value. Thicker ebooks felt more credible. Massive 

memberships felt more comprehensive. 

That era is ending. 

6 
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Today's buyer is drowning in information. They don't lack access to knowledge — they lack the 

time and energy to apply it. What they're genuinely paying for now is curated clarity. They want 

someone to cut through the noise and hand them exactly what they need — nothing more, 

nothing less. 

This is the core promise of a micro product: I've done the thinking, the research, and the 

filtering. Here is the exact thing you need. 

The unspoken contract of a micro product: "I've saved you hours of research and 

confusion. Here is the exact thing you need, ready to use." 

 

 

Who This Playbook Is For 

This playbook was written for anyone who has knowledge, skills, or experience worth sharing — 

and wants to turn that into income without building a complex business from scratch. 

Specifically, it's for: 

•​ Freelancers and service providers looking to add a passive income stream alongside their 

client work 

•​ Content creators and educators who want to monetize their audience with something fast 

to create and easy to buy 

•​ Coaches and consultants who want to offer an accessible entry point before their premium 

services 

•​ Side-hustlers and beginners who want to start small, validate an idea quickly, and build 

from there 

•​ Existing product creators who want to increase revenue through micro products, bundles, 

and upsells 

 

 

 

 

7 



D
ig

it
a
l 
In

co
m

e 
S
ch

o
o
l

Micro Product Strategy Playbook 

How to Use This Playbook 

This playbook is designed to be read in one sitting — but implemented over days and weeks. 

Each section builds on the last, moving you from mindset and ideation through to positioning, 

psychology, and launch. 

•​ Read Part 1 and Part 2 before you create anything. These sections will save you from 

common mistakes that kill micro products before they launch. 

•​ Use Part 3 and Part 4 while you're building. The positioning and psychology chapters are 

reference tools — return to them when writing your title, description, and sales page. 

•​ Use Part 5 and Part 6 when you're ready to ship and scale. Don't skip ahead; the earlier 

foundations make them far more effective. 

One warning: resist the urge to over-plan. The creators who succeed with micro products 

are the ones who build quickly, publish imperfectly, and improve from real feedback. 

Done beats perfect every time. 

8 
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  PART ONE   

The Micro Product Mindset 

Before you open Canva, write a single word, or pick a price point, you need to understand the 

thinking that separates profitable micro products from digital clutter. 

9 
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CHAPTER 1 

Why Small Wins Big 

There's a counterintuitive truth at the heart of the micro product world: the smaller and more 

specific your product, the more valuable it feels to the right buyer. 

This runs against everything we're taught about creating comprehensive, all-in-one solutions. 

But in the attention economy, comprehensiveness is often a liability. Here's why — and how to 

use it. 

 

 

The Psychology of the $7–$97 Buyer 

To sell a micro product well, you need to deeply understand who is buying it and what's going on 

in their mind at the moment of purchase. 

The $7–$97 buyer is not making a rational spreadsheet decision. They're making an emotional 

one. And three specific psychological drivers are at work: 

Driver 1: Low-Risk Experimentation 

At under $100, a purchase barely registers as a financial risk. The buyer thinks: "Even if this 

doesn't work perfectly, I've only lost the cost of lunch." This low friction is your greatest asset. 

Your job isn't to eliminate every objection — it's to make the risk feel small enough that the 

potential reward outweighs it. 

Driver 2: The Promise of a Quick Win 

Micro product buyers are looking for speed. Not in a lazy way — in an overwhelmed way. Most of 

them have already tried to solve their problem through free content. They've consumed hours of 

information and still feel stuck. When they find your micro product, they're not buying 

information. They're buying the shortcut. 

10 
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The unspoken contract of a micro product: "I'll save you hours of research and confusion. 

You'll have exactly what you need, ready to use, right now." 

Driver 3: Identity Alignment 

People don't just buy products — they buy the version of themselves that the product represents. 

A freelancer who buys a cold email swipe file isn't just buying templates. They're buying the 

identity of someone who has a professional outreach system. Understanding this changes how 

you describe your product. You're not listing features — you're painting a picture of who the 

buyer becomes. 

 

 

Why People Buy Micro Products: Speed, Specificity, Low Risk 

Speed: The Shortcut Economy 

We are living in what could be called the shortcut economy. People have more access to free 

information than ever before — and less patience to wade through it. The value of a micro 

product isn't the information itself. It's the curation. Someone who buys a "30 Instagram hooks 

for coaches" template pack isn't paying for the hooks — they're paying to not have to write them. 

They're buying back their time and creative energy. 

Specificity: Narrow Is the New Premium 

Generic products feel generic because they are. A "social media planner" could be for anyone — 

which means it's optimally designed for no one. But a "social media planner for wedding 

photographers" signals immediate relevance. When a buyer sees a product that speaks directly 

to their situation, their first thought is: "This was made for me." That recognition is incredibly 

powerful. 

Low Risk: The Permission Structure 

The price point of a micro product creates what we might call a permission structure for impulse 

purchases. Below $100, most buyers don't need to deliberate, consult a partner, or sleep on it. 

They see it, they want it, they buy it. This is a feature, not a limitation. 

11 
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The sweet spot: specific enough to feel personally relevant, affordable enough to remove 

friction, and valuable enough to generate word-of-mouth and repeat purchases. 

 

 

The "One Problem, One Solution" Principle 

If there's a single rule that governs the creation of successful micro products, it's this: one 

product should solve one problem for one person. 

This sounds simple. It's deceptively hard to execute because most creators, when left to their 

own instincts, try to put too much in. Resist this instinct. 

Why Scope Creep Kills Micro Products 

•​ The product loses its identity — a buyer looking for cold email help doesn't want bonus 

modules on social media strategy 

•​ The product becomes harder to describe — if you can't explain it in one sentence, 

word-of-mouth dries up 

•​ The product feels less credible — promising to solve ten problems at once triggers 

skepticism 

•​ You spend more time creating it — every addition is time you're not spending on 

marketing or your next product 

How to Find Your One Problem 

Start with the question: What is the one thing my ideal buyer is stuck on right now that I can 

fully resolve? Notice the criteria: one thing, fully resolve, right now. 
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The Scope Test 

Before finalizing your idea, run it through this three-part test: 

•​ Can you describe what your product does in 10 words or fewer? 

•​ Would a buyer know within 60 seconds of using it whether it's working? 

•​ Is there a clear "before" state (the problem) and "after" state (the transformation)? 

If someone asked "what does your product do?" and you needed more than one sentence 

to explain it — your scope is too wide. Keep narrowing until the answer is obvious and 

immediate. 

 

Chapter Summary: Key Takeaways 

•​ Micro product buyers are driven by low risk, speed, and the promise of a quick, specific 

win. 

•​ Specificity is a superpower. Narrow products outperform broad ones in both sales and 

word-of-mouth. 

•​ The "one problem, one solution" principle is the foundation of every high-converting micro 

product. 

•​ Scope creep is the enemy. Do less, but do it completely. 

•​ Pass the Scope Test before you build anything. 

 

In the next chapter, we'll explore the different formats your micro product can take — and how 

to match the right format to the right idea. 

13 
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CHAPTER 2 

Formats That Sell 

The format you choose affects how long it takes to create, how much you can charge, how easily 

a buyer can consume it, and ultimately whether it sells. 

 

 

The Six Core Micro Product Formats 

 

1. Ebooks and Guides 

The ebook is the original micro product format. It delivers structured, narrative-driven 

knowledge — walking the reader through a concept, framework, or process from start to finish. 

Best when your audience needs context, not just instructions. Typical range: $7–$47, 15–40 

pages. 

Best for: Teaching a framework, explaining a process, or delivering curated knowledge 

on a specific topic. 

2. Templates 

Templates are among the highest-converting formats because they remove the blank-page 

problem entirely. Instead of teaching someone how to do something, you hand them the 

done-for-them structure. A Notion dashboard you build in three hours can sell for $17–$47 and 

feel worth ten times that. 

Best for: Buyers who are overwhelmed by setup and want to skip straight to execution. 

 

 

14 
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3. Checklists and Swipe Files 

Checklists and swipe files are the most bite-sized format — and when done right, extraordinarily 

valuable. They sell on the promise of instant usability. A buyer opens it, references it while they 

work, and immediately sees the benefit. Typical range: $7–$27. 

Best for: Experienced buyers who just need vetted resources to speed up their workflow. 

4. Mini-Courses and Video Trainings 

A mini-course covers one focused skill or transformation in 3–6 short lessons. Mini-courses 

command the highest price points ($47–$197) because video creates higher perceived value. 

Best for creators already comfortable on camera with a clear, teachable framework. 

Best for: Skill-based topics where seeing something done is more effective than reading 

about it. 

5. Toolkits and Resource Packs 

A toolkit bundles multiple formats under one focused theme — delivering a complete system 

rather than a single resource. Every element connects back to the same core problem. Typical 

range: $27–$97. 

Best for: Creators with multiple useful assets around one topic who want to deliver a 

complete, high-value experience. 

6. Workbooks and Frameworks 

A workbook combines instruction with structured exercises, guiding the buyer through a 

thinking or planning process. Frameworks are proprietary models or methodologies that give 

buyers a structured way to approach a problem. Naming your framework makes your product 

feel unique. 

Best for: Topics where the buyer needs to do thinking, not just absorb information — 

strategy, planning, clarity, or self-guided coaching. 

 

 

15 
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Choosing Your Format: The Three-Question Method 

Question 1: What outcome does my buyer need? 

If they need to understand something — choose an ebook or guide. If they need to do something 

faster — choose a template, checklist, or swipe file. If they need to learn a skill — choose a 

mini-course. If they need a complete system — choose a toolkit. 

Question 2: How fast do they need to see results? 

The faster your buyer needs results, the more execution-ready your format should be. Templates 

and swipe files deliver value in minutes. Ebooks and mini-courses deliver value over hours. 

Question 3: What can I create well and quickly? 

Your first micro product should be built with the tools and skills you already have. Don't choose 

a format that requires you to develop an entirely new skill before you can launch. 

The best format is the one you can create confidently, that delivers the fastest value to 

your specific buyer. When in doubt, start with what you know. 

 

Chapter Summary: Key Takeaways 

•​ Six core formats: ebooks, templates, checklists/swipe files, mini-courses, toolkits, and 

workbooks. 

•​ Match the format to the buyer's primary need: understanding, doing, learning, or 

completing. 

•​ Templates and swipe files offer the highest perceived value relative to creation time. 

•​ Use the Three-Question Method: outcome needed, speed required, and what you can 

execute confidently. 

•​ Don't let format choice become a launch blocker — start with what you already know how 

to make. 

 

In the next chapter, we move into the most important skill in the micro product world: finding 

and validating the idea that people will actually pay for. 

16 
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  PART TWO   

Ideation 

Finding your winning idea is the single highest-leverage activity in your entire micro product 

business. Get this right, and everything else becomes easier. 

17 
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CHAPTER 3 

Mining for Gold Ideas 

Most creators approach product ideation backwards. They start with what they know and ask: 

"Can I make a product out of this?" The better question is: "What is my audience already paying 

attention to, asking about, and struggling with?" 

 

 

How to Spot Demand in Online Communities 

Reddit: The Unfiltered Research Lab 

Reddit is one of the most underused market research tools available. Because conversations are 

organic and anonymous, people express their real frustrations without the social filter they'd 

apply elsewhere. Search for posts beginning with "How do I...", "What's the best way to...", "Does 

anyone have a template for...", or "I've been struggling with...". When the same question appears 

repeatedly across different posts, you've found a validated pain point. 

Facebook Groups and Discord Servers 

Join 3–5 active groups or servers in your niche and observe for two weeks before posting. Note 

the recurring questions, the "can anyone recommend" posts, and the conversations that 

generate the most engagement. Engagement is a direct proxy for importance — when a topic 

generates heat, it matters to people. 

 

Etsy, Gumroad, and Payhip: Your Competitor Intelligence 

On Etsy, search for digital products in your category and sort by "Best Selling." The top results 

represent real demand. Study the titles, descriptions, and reviews of the bestselling products. On 

Gumroad, visit the Discover page and browse by category. You're not looking to copy — you're 

looking to understand demand patterns and identify gaps. 

18 
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A note on competition: if a product is already selling well, that's proof the demand is real. 

Your job is to find a sharper angle, a more specific audience, or a higher-quality 

execution. 

 

 

The Repeated Question Framework 

A repeated question equals a product idea. When the same question appears in three or more 

places — a community post, a YouTube comment, a Reddit thread, an email you receive — you 

have your product. You don't need more research. You need to build the answer. 

•​ Identify a question you see repeatedly in your niche communities 

•​ Verify it appears in at least three independent contexts 

•​ Confirm that the answer requires more than a single paragraph — if it needs real depth, 

structure, or a system, it's a product 

•​ Build the most complete, usable, well-organized answer to that question you possibly can 

•​ Package it in the format that best delivers the answer 

 

 

Using Social Platforms as a Validation Signal 

YouTube Comments 

The comment sections of popular videos in your niche are gold mines. People ask follow-up 

questions, express frustration about gaps in the content, and describe their specific situations. 

The questions with multiple "me too" replies are your product ideas. 

Pinterest Search Suggestions 

Type a broad keyword into Pinterest search and watch the autocomplete suggestions. These 

suggestions are driven by real search volume — Pinterest is showing you what people are 

19 



D
ig

it
a
l 
In

co
m

e 
S
ch

o
o
l

Micro Product Strategy Playbook 

actively looking for. "Content calendar for..." followed by ten different niches tells you there's 

demand for niche-specific content calendars. 

Your Own Inbox and DMs 

If you have any existing audience, your best product ideas may already be sitting in your inbox. 

The question you've answered five times in DMs is a product waiting to be written. You're 

already doing the work for free; packaging it is just good business. 

 

Chapter Summary: Key Takeaways 

•​ The best product ideas come from observing real demand — not from guessing what 

people might want. 

•​ Reddit, Facebook Groups, and Discord are your front-line research tools for identifying 

genuine frustrations. 

•​ The Repeated Question Framework: if the same question appears in three or more places, 

you have a product idea. 

•​ Competition is confirmation, not a barrier. Existing sales prove demand is real. 

 

Finding ideas is only step one. Chapter 4 shows you how to narrow your idea from interesting to 

irresistible. 

20 
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CHAPTER 4 

Niche Down to Stand Out 

There's a moment that every micro product creator hits when they have a solid idea and start 

second-guessing it because it feels too narrow. This instinct is understandable — and almost 

always wrong. 

 

 

Why 'Weekly Planner' Fails and 'Content Planner for Etsy Sellers' 
Wins 

Product A: "Weekly Planner — Organize Your Life" at $12 is for everyone, which means it's 

perfectly designed for no one. Product B: "Content Planner for Etsy Sellers: Plan 30 Days of 

Listings, Social Posts, and Email Campaigns" at $27 eliminates all buying friction — the Etsy 

seller who sees it knows immediately it's for them. 

Specificity is not a constraint on your market. It's a magnet for the exact buyers who 

need you most. 

The Specificity Ladder 

The Specificity Ladder moves you from a broad, crowded space to a precise, profitable niche: 

•​ Rung 1 — Broadest: "Content Planner" 

•​ Rung 2 — Adds Format: "Instagram Content Planner" 

•​ Rung 3 — Adds Audience: "Instagram Content Planner for Small Business Owners" 

•​ Rung 4 — Adds Context: "Instagram Content Planner for Small Business Owners Who 

Hate Social Media" 

•​ Rung 5 — Adds Outcome: "30-Day Instagram Content Planner for Small Business Owners: 

Post Consistently Without Spending Hours Online" 

21 
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Aim for Rung 4 or 5. At Rung 5, a small business owner who hates social media reads that title 

and thinks: "This was made for me." 

 

 

10 Evergreen Micro Product Niches 

•​ Freelancing and client acquisition — templates, scripts, and systems for getting and 

managing clients 

•​ Social media content creation — caption libraries, content calendars, hook templates for 

specific platforms 

•​ Small business operations — SOPs, client onboarding kits, invoice systems, workflow 

templates 

•​ Personal productivity and planning — Notion templates, time-blocking systems, goal 

frameworks 

•​ Email marketing — welcome sequence templates, newsletter frameworks, subject line 

swipe files 

•​ Career and job search — resume templates, LinkedIn bios, cover letter frameworks, 

interview prep 

•​ Health and wellness coaching tools — intake forms, habit trackers, meal planning 

frameworks 

•​ Creative entrepreneurship — pricing guides for photographers, designers; client contract 

templates 

•​ Finance and budgeting — budget trackers, debt payoff calculators, savings challenge 

templates 

•​ Online course and digital product creation — launch checklists, sales page templates, 

pricing guides 

The most durable micro products sit at the intersection of a timeless pain (overwhelm, 

inefficiency, uncertainty) and a specific context (your niche audience and their world). 

 

22 
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Chapter Summary: Key Takeaways 

•​ Narrowing your focus sharpens your message and increases conversions — it attracts the 

right buyer, not fewer buyers. 

•​ The Specificity Ladder: aim for Rung 4 or 5 — specific enough to feel personally relevant, 

clear enough to describe in one sentence. 

•​ Ten evergreen niches with proven demand: freelancing, social media, small business ops, 

productivity, email, careers, wellness, creative biz, finance, and digital product creation. 

•​ The most durable products solve timeless problems within a specific, identifiable context. 

 

Even the most specific idea needs validation before you invest significant time building it. 

Chapter 5 shows you how to confirm real demand in under 48 hours. 

23 
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CHAPTER 5 

Validate Before You Build 

Nothing is more discouraging than spending two weeks building something, launching it with 

excitement — and watching it sit at zero sales. Most of those failures are preventable. Validation 

confirms real demand before you invest significant time in creation. 

 

 

Method 1: The Community Response Test 

Before building anything, share the core idea or question your product would answer in a 

relevant online community — not as a sales pitch, but as a genuine contribution. Ask the 

question your product answers. If that post generates dozens of replies, stories, and follow-up 

questions, you have validated interest. If it gets three polite responses and dies, the topic may 

not have the urgency you assumed. 

 

Method 2: The Waitlist Test 

Create a simple landing page describing your product — even before it exists — and invite people 

to join a waitlist to be notified when it launches. Someone who gives you their email address is 

telling you something real. Tools like ConvertKit or even a simple Google Form can capture 

sign-ups. Even 20–30 sign-ups from a small audience is a strong signal. 

If you can't get 20 people interested enough to give you their email before you build — 

ask yourself honestly whether you've found the right idea or the right audience. 
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Method 3: The Pre-Sale 

The pre-sale is the gold standard of validation because it requires the strongest commitment: 

actual payment. Set up a product listing on Gumroad clearly labeled as "pre-order" with an 

expected delivery date. Price it at a 20–30% discount. If you hit even 5–10 pre-sales from a 

small audience, you have everything you need: build the product. If you get zero pre-sales 

despite genuine promotion, the market has spoken. 

 

 

Reading Signals vs. Wishful Thinking 

The "People Said They'd Buy It" Trap 

People are polite. They say yes to ideas because they want to be supportive and because saying 

yes costs them nothing. Real validation requires real commitment: an email sign-up or actual 

money. 

The "But It's a Great Idea" Trap 

"Great idea" and "market demand" are different things. Markets don't reward great ideas — they 

reward ideas that meet felt needs at the right moment. 

The "My Friends Loved It" Trap 

Your friends and family want you to succeed. Their enthusiasm tells you nothing about whether 

the broader market will pay. Seek validation from people who don't know you personally. 

Strong validation: people taking action (signing up, paying, sharing) without being 

pushed. Weak validation: people saying encouraging things when asked. 
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Chapter Summary: Key Takeaways 

•​ Validation confirms real demand before you invest significant time building — it's the step 

between idea and creation. 

•​ Method 1 (Community Response): fast, free, and revealing. Watch for engagement, not just 

polite replies. 

•​ Method 2 (Waitlist Test): email sign-ups are a stronger commitment signal than verbal 

interest. 

•​ Method 3 (Pre-Sale): actual payment is the gold standard. Zero pre-sales despite genuine 

promotion is data — act on it. 

•​ Distinguish real signals (action, money, sign-ups) from wishful thinking (verbal 

encouragement, likes, friend support). 

 

With a validated idea in hand, we move into Part 3: how to position your product so the right 

buyer feels compelled to purchase the moment they see it. 
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  PART THREE   

Positioning 

Positioning is the art of making your product feel like an obvious yes to the right buyer. This 

section covers the title, pricing, and description decisions that determine whether your product 

sits unseen — or sells on autopilot. 
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CHAPTER 6 

The Art of the Irresistible Title 

Your product title does more work than any other element of your listing. It determines whether 

buyers click or scroll past. It sets expectations, signals relevance, and starts the sales process 

before a single word of your description is read. 

 

 

Outcome-First vs. Feature-First Language 

Feature-first language describes what your product is. Outcome-first language describes what 

your product does for the buyer. 

•​ Feature-first: "Social Media Template Pack — 30 Canva Templates for Instagram Posts" 

•​ Outcome-first: "Post Every Day Without Burning Out: 30 Done-for-You Instagram 

Templates for Coaches" 

The first tells you what's in the product. The second tells you what your life will look like after 

using it. The second is what sells. 

A useful test: complete the sentence "After using this product, you will ___". That 

completed sentence is probably a better title than what you started with. 
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Title Formulas That Convert 

The Outcome + Audience Formula 

"[Specific Outcome] for [Specific Audience]" — e.g. "Land Your First Freelance Client in 30 Days 

— Email Scripts for Beginners" 

The Problem-Solution Formula 

"[The Problem They Have]: [How This Solves It]" — e.g. "Never Stare at a Blank Screen Again: 

60 Social Media Prompts for Wellness Brands" 

The Number + Speed Formula 

"[Number] [Things] That [Result] in [Time Frame]" — e.g. "47 Email Subject Lines That Get 

Opened — A Swipe File for Course Creators" 

The Role Identity Formula 

"The [Audience Member's Identity]'s [Product Type] for [Outcome]" — e.g. "The Freelancer's 

Client Onboarding Kit — From First Call to Signed Contract" 

 

 

Real Before-and-After Title Rewrites 

Rewrite 1 

Before: "Meal Prep Guide" 

After: "Meal Prep in 2 Hours or Less: A Weekly System for Busy People Who Keep Starting 

Over" 

Rewrite 2 

Before: "Instagram Captions Pack" 

After: "60 Ready-to-Post Instagram Captions for Fitness Coaches — Just Copy, Customize, and 

Schedule" 
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Rewrite 3 

Before: "Client Contract Template" 

After: "The Freelancer's Client Contract: Protect Your Work, Get Paid on Time, and Look 

Professional From Day One" 

Rewrite 4 

Before: "Business Planning Workbook" 

After: "90-Day Business Plan Workbook for Solopreneurs: Map Your Priorities, Set Real Goals, 

and Actually Follow Through" 

Rewrite 5 

Before: "Email Newsletter Template" 

After: "The 15-Minute Newsletter Template: Write Engaging Emails That Build Your Audience 

(Even If You Hate Writing)" 

The pattern across every strong title: it speaks directly to a specific person, names what 

they'll get or feel, and reduces the psychological distance between where they are now 

and where they want to be. 

 

Title Length and Platform Optimization 

On Etsy, longer descriptive titles help with search — you're optimizing for keywords as much as 

conversion. On Gumroad and your own site, shorter punchier titles often perform better. Lead 

with your strongest outcome-first language in the first 6–8 words so the core message survives 

truncation. 
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Chapter Summary: Key Takeaways 

•​ Your product title is your most important piece of copy — it determines whether buyers 

click or scroll past. 

•​ Lead with outcomes, not features. Buyers want to know what their life looks like after 

using the product. 

•​ Four proven title formulas: Outcome + Audience, Problem-Solution, Number + Speed, and 

Role Identity. 

•​ Always lead with your strongest language in the first 6–8 words — this is what survives 

truncation and first-glance scanning. 

 

With a great title in place, the next critical positioning decision is price. 
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CHAPTER 7 

Pricing Psychology 

The number you choose — and how you present it — has an outsized effect on conversions, 

perceived value, and the long-term health of your product business. 

 

 

Why $27 Outsells $25 — and When $97 Beats Both 

Charm pricing — ending a price in 7 or 9 rather than a round number — consistently 

outperforms round numbers. The most proven micro product price points cluster around: $7, 

$9, $17, $27, $37, $47, $67, and $97. 

The $7–$17 Range: Maximum Impulse, Minimum Friction 

Products in this range sell on near-pure impulse. Best for checklists, swipe files, and short 

templates that deliver fast, highly specific value. Use this range to build an audience, generate 

reviews, and establish trust. 

The $27–$47 Range: The Micro Product Sweet Spot 

Low enough for an easy decision, high enough to signal real value and generate meaningful 

revenue. A $37 product needs only 28 sales to hit $1,000. Products in this range should feel 

complete and polished. 

The $67–$97 Range: Aspirational Micro Products 

At $97 you're at the top of the impulse-buy range. Best for comprehensive toolkits, workbooks 

with significant depth, or mini-courses with a clear and compelling transformation. Premium 

design and specific outcome language are non-negotiable here. 
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Price to match the depth of the transformation. A quick-win resource is $7–$27. A 

complete system or skill is $47–$97. The buyer's perceived ROI — not your creation time 

— should drive the number. 

 

 

Anchoring and Perceived Value 

Anchoring is the psychological phenomenon where the first number a buyer sees 

disproportionately influences how they evaluate subsequent numbers. The most common 

application is the original price anchor — listing your product at $37 with a crossed-out $67 

makes $37 feel like a deal. 

Value anchoring is equally powerful: "Hiring a copywriter to write your email welcome sequence 

costs $500–$2,000. This template gives you the same result for $27." Now $27 feels like an 

obvious deal. 

The Perceived Value Stack 

Explicitly list the components of your product with individual values assigned to each, then 

reveal the total price as dramatically lower than the stacked value. This forces buyers to see each 

element as individually valuable, making the bundled price feel extraordinarily generous. 

 

 

The 'Too Cheap' Trap 

Underpricing can hurt your sales just as much as overpricing. Price is a quality signal. When 

buyers see a $3 ebook, their immediate reaction is skepticism. Low price creates doubt rather 

than excitement. If buyers frequently express surprise at how much value they received — raise 

your price. 

Price communicates something to every buyer before they read a single word of your 

description. Make sure it's saying: this is worth your time and money. 
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Tiered Pricing and Bundle Strategies 

The Three-Tier Model 

•​ Tier 1 — Core ($27): The essential product, standalone 

•​ Tier 2 — Enhanced ($47): Core plus bonus resources 

•​ Tier 3 — Complete ($97): Everything in Tier 2 plus a video walkthrough or direct support 

Research consistently shows that when buyers have three options, the majority choose the 

middle tier. 

The Complementary Bundle 

Pair two or three products that address adjacent steps in the same process. Bundle them at a 

discount and increase your average order value while making the buyer feel they got a deal. 

Name your bundle around the transformation, not the contents. 

 

Chapter Summary: Key Takeaways 

•​ Charm pricing at $7, $17, $27, $47, and $97 consistently outperforms rounded numbers. 

•​ The $27–$47 range is the micro product sweet spot: easy decisions, meaningful revenue. 

•​ Anchoring frames your price against a higher reference point — value stacking makes your 

bundled price feel like an obvious deal. 

•​ Underpricing signals low quality. If buyers are frequently surprised by how much value 

they got, raise your price. 

•​ Three-tier pricing and complementary bundles increase average order value without 

requiring new product creation. 

 

With the right title and price in place, the final positioning piece is your product description. 
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CHAPTER 8 

Writing a Product Description That Sells 

Your product description is your silent salesperson. It works around the clock on every platform 

where your product is listed, converting curious visitors into confident buyers — or failing to, 

and sending them elsewhere. 

 

 

The 4-Part Micro Sales Page Structure 

Part 1: The Mirror — Reflect Their Reality 

The opening of your description should make the buyer feel seen. Describe their current 

situation, their frustration, or the problem they're experiencing so accurately that they think: 

"This person gets it." This is the most important section and the most commonly skipped. 

Part 2: The Bridge — Introduce the Product as the Solution 

Once you've established that you understand the buyer's problem, introduce your product as the 

direct solution. Keep this section short — one to three sentences. You're not explaining the 

product yet; you're positioning it as the answer to the problem you just described. 

Part 3: The Proof — Show What They Get and Why It Works 

Now you can explain the product. Frame every element in terms of what it does for the buyer — 

not just what it is. "Includes 30 plug-and-play caption templates (so you're never starting from 

scratch)" beats "Includes 30 caption templates." Answer the buyer's implicit question — "so 

what?" — before they have to ask it. 

Part 4: The Push — Make the Next Step Obvious 

Close with a clear, low-pressure call to action. Affirm the buying decision, reduce any remaining 

friction ("in your inbox in minutes"), and make the next action feel easy and obvious. 
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The four-part arc — Mirror, Bridge, Proof, Push — maps directly to how buyers make 

decisions: first they need to feel understood, then convinced, then reassured, then 

directed. 

 

 

Using Pain Points, Transformation, and Social Proof 

Writing About Pain Points Without Being Manipulative 

The right approach: acknowledge a real frustration with empathy, not amplify it with fear. The 

test is simple: are you describing the buyer's actual experience accurately, or exaggerating it to 

make them feel worse? The first builds trust. The second erodes it. 

The Transformation Statement 

Weak: "This template will help you with your emails." Strong: "Before: spending 45 minutes 

staring at a blank subject line. After: a complete, send-ready email in under 10 minutes." The 

stronger version is concrete, time-specific, and immediately imaginable. 

Social Proof at Every Stage 

If you have no social proof yet, create it. Offer your product to 5–10 people for free in exchange 

for honest feedback. One genuine testimonial that describes a specific result is worth more than 

ten generic five-star ratings. 

 

 

Short vs. Long Descriptions — When Each Works 

Short descriptions (100–200 words) work best for lower-priced products ($7–$17) and simple 

formats in high-intent browsing contexts. Long descriptions (300–600 words) are appropriate 

for higher-priced products ($47–$97) or when buyers are coming from cold traffic and need 

more context to feel confident purchasing. 
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A simple guide: the higher the price and the colder the traffic, the longer the description 

needs to be. Lower price and warmer audience? Keep it tight, punchy, and fast to scan. 

 

Formatting Your Description for Scanners 

Buyers scan before they read. Format your description accordingly: 

•​ Short paragraphs of 2–3 sentences maximum — dense blocks of text get skipped 

•​ Bullet points for your feature-benefit list — scannable and easy to parse 

•​ Bold your most important phrases — transformation statements, key outcomes, price 

anchors 

•​ Put your strongest line first and your call to action last 

•​ Use white space generously — breathing room makes a description feel approachable 

 

Chapter Summary: Key Takeaways 

•​ The 4-part structure — Mirror, Bridge, Proof, Push — maps to how buyers make decisions. 

•​ The Mirror section is the most skipped and most important: make the buyer feel seen 

before you try to sell anything. 

•​ Frame every feature with a benefit parenthetical that answers 'so what?' before the buyer 

has to ask. 

•​ A strong transformation statement is specific and time-based: before (the struggle) and 

after (the result). 

•​ Format for scanners: short paragraphs, bullet points, bold key phrases, strong first line, 

clear call to action. 

 

Positioning is complete. In Part 4, we go deeper into the psychological architecture that makes 

buyers feel compelled to purchase, share, and come back for more. 
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  PART FOUR   

The Psychology Behind Micro 

Products 

Great products don't just solve problems — they trigger something in the buyer's mind that 

makes the purchase feel inevitable. 
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CHAPTER 9 

Buyer Psychology 101 

Every purchase decision — even a $9 impulse buy — is the output of a complex psychological 

process. Understanding even a handful of these mechanisms will fundamentally change how you 

design your products and write your listings. 

 

 

Loss Aversion, FOMO, and Urgency 

Loss Aversion 

People feel the pain of a loss approximately twice as intensely as the pleasure of an equivalent 

gain. Describe what your buyer stands to lose by not having your product — not in a 

fear-mongering way, but honestly. "Keep spending three hours a week writing captions from 

scratch" (loss-framing) creates more urgency than "Save three hours a week" (gain-framing) 

alone. Blend both. 

FOMO 

FOMO is most effectively activated through real scarcity and exclusivity. Limited-time launch 

pricing, bonuses that expire, or genuinely seasonal products all create authentic FOMO. Fake 

countdown timers and artificial scarcity damage trust permanently — buyers are more 

sophisticated than most creators assume. 

Urgency 

Even buyers who genuinely want your product will defer the purchase if there's no reason to act 

today. The most credible forms of urgency are time-based, volume-based, or event-based — and 

only effective if real. 
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The most durable urgency is intrinsic — not manufactured by the seller, but felt by the 

buyer. When your product speaks to a problem the buyer is experiencing right now, the 

urgency is already there. 

 

 

The Shortcut Economy 

The shortcut economy describes a fundamental shift: information is essentially free. The 

scarcest resource is now clarity and speed. People are paying for someone to have already done 

the work of figuring it out, organizing it, and handing them the result. 

The Curation Premium 

When a buyer purchases your swipe file of proven email subject lines, they're not paying for the 

subject lines — they're paying for the curation premium: the value you added by knowing which 

ones actually work. You're selling the application of expertise to save time and cognitive energy. 

That justifies prices raw information never could. 

 

The Implementation Gap 

The implementation gap is the space between knowing something and actually doing it. Micro 

products that close this gap — templates, swipe files, done-for-you frameworks — command a 

premium and generate the best reviews. When your product removes the friction between 

intention and action, it delivers value at a fundamentally different level. 

Ask yourself: does this help the buyer know something, or does it help them do 

something? The further toward doing you can take them, the more valuable your product 

becomes. 
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Trust Signals That Turn Browsers Into Buyers 

Visual Professionalism 

Before a buyer reads a single word, they've formed an impression based on your cover and 

overall visual presentation. A professionally designed cover signals that you took this seriously 

— that the product inside likely matches the quality outside. A clean Canva design is sufficient. 

In a marketplace full of hastily assembled listings, visual quality stands out immediately. 

Specificity as a Trust Signal 

Vague claims erode trust. Specific claims build it. "This will help your business grow" is 

unconvincing. "This template helped one freelancer go from quoting $50/hr to $150/hr in 30 

days" is specific, credible, and memorable. 

The Guarantee as a Risk Reversal 

A 14–30 day money-back guarantee removes the primary risk of the purchase. Refund rates on 

well-made micro products are typically under 3%. The sales lift from a visible guarantee almost 

always outweighs the cost of the rare refund. Display it prominently in your listing. 

Transparency About Who You Are 

A brief, authentic creator bio builds trust in a way no marketing copy can replicate. You don't 

need credentials — you need honesty: "I made this because I couldn't find it anywhere else and I 

needed it desperately." That's a trust statement. 
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Chapter Summary: Key Takeaways 

•​ Loss aversion: blend loss-framing (cost of not solving the problem) with gain-framing 

(what becomes possible). Both together outperform either alone. 

•​ Authentic urgency converts 'I'll get this later' into 'I'll get this now' — fake scarcity destroys 

credibility permanently. 

•​ The shortcut economy: buyers are paying for curation and speed, not raw information. 

•​ Products that close the implementation gap (templates, swipe files, done-for-you tools) 

deliver more value than products that only increase knowledge. 

•​ Trust is built through visual professionalism, specific claims, clear guarantees, and 

authentic creator transparency. 

•​ A 14–30 day guarantee typically lifts sales far more than it costs in refunds — display it 

prominently. 

 

Understanding buyer psychology is the foundation. Chapter 10 shows you how to architect your 

entire listing to work with these principles at every step. 
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CHAPTER 10 

Impulse Buy Architecture 

An impulse buy doesn't happen by accident. It's the result of a carefully designed experience that 

removes friction, builds desire, and makes the purchase feel like the obvious next move. 

 

 

Designing for Low-Friction Decisions 

 

The Five-Second Test 

Open your product listing and ask: within five seconds, can a visitor tell what this product is, 

who it's for, and what it will do for them? If the answer is no, you have a friction problem in your 

above-the-fold presentation. Your cover, outcome-first title, price, and primary trust signal 

should all be visible before scrolling. 

Eliminate Unnecessary Clicks 

Every additional click between a buyer's intent and their completed purchase reduces 

conversion. Use "Get Instant Access" instead of "Add to Cart" — action language outperforms 

passive language for digital products. 

Mobile Optimization Is Non-Negotiable 

A significant portion of micro product purchases happen on mobile devices. Test your listing on 

a phone before launch. Check the cover loads cleanly, the title doesn't get cut off, the description 

is easy to scroll, and the buy button is easily tappable. 

Every unnecessary step, every moment of confusion, every element that doesn't 

immediately signal value is friction. Audit your listing ruthlessly and remove anything 

that slows the buyer down. 
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The Role of Cover Design 

Your product cover communicates quality, professionalism, and relevance in a fraction of a 

second. A great micro product cover communicates three things: what the product is, who it's 

for, and that it's worth taking seriously. 

Cover Design Principles 

•​ Use a clean, legible font — the title must be readable at thumbnail size 

•​ Choose a palette of 2–3 colors maximum — busy covers feel cluttered and unprofessional 

•​ Include a visual element that signals the product category — a device mockup, notebook 

frame, or document preview 

•​ Use Canva's digital product mockup templates as your starting point 

As you build more products, use the same color palette, font family, and layout system across all 

covers. This creates a sense of a curated, professional product library that significantly increases 

repeat purchases. 

 

 

What Makes People Share Your Product 

Remarkable Results Drive Shares 

When a buyer gets significantly more value than they anticipated, they want to tell people. 

Design your product around one moment: what will make a buyer stop and think "I have to tell 

someone about this"? That moment is your share engine. 
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Shareable Aesthetics 

A product that looks good gets shared more. Build your Notion dashboards and workbooks to be 

screenshot-worthy — use your brand colors, add thoughtful design details, create something that 

looks as good in use as it does on the cover. 

The 'Made by Someone Like Me' Effect 

Buyers are significantly more likely to share a product when they feel the creator is someone 

their network would relate to. When buyers identify with you, they become ambassadors — 

recommending a person they respect, not just a product. 

 

The Post-Purchase Experience 

The moment after purchase is one of the highest-trust moments in the entire buyer journey. 

Your confirmation message should: enthusiastically welcome the buyer and affirm their 

decision, deliver clear access instructions, and set expectations for what they're about to 

experience. 

The Unexpected Bonus 

Include a small, unexpected bonus in the post-purchase experience — a quick-start guide, bonus 

checklist, or extra template. It costs you almost nothing to include, but the signal it sends — this 

creator delivers more than they promised — is share-worthy, review-worthy, and 

repeat-purchase-worthy. 

Design every element of your product experience with one question in mind: would a 

buyer be proud to show this to someone they respect? If yes, you have a product that 

markets itself. 

 

 

 

 

45 



D
ig

it
a
l 
In

co
m

e 
S
ch

o
o
l

Micro Product Strategy Playbook 

Chapter Summary: Key Takeaways 

•​ The five-second test: within five seconds, can a visitor identify what the product is, who it's 

for, and what it delivers? 

•​ Mobile optimization is essential — a significant portion of micro product purchases 

happen on phones discovered through social media. 

•​ Your cover is your most important visual asset: clean, legible, and consistent across your 

product library. 

•​ Shares are driven by remarkable results, shareable aesthetics, and buyer identification 

with the creator. 

•​ The post-purchase experience — confirmation message and unexpected bonus — is where 

one-time buyers become loyal repeat customers. 

 

The psychology and positioning foundations are now in place. In Part 5, we move from strategy 

to execution — building and launching your product. 
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  PART FIVE   

Building & Launching 

Ideas become income only when they ship. This section is about execution — creating your 

product with speed and confidence, and launching it in a way that generates real momentum 

from day one. 
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CHAPTER 11 

Creating Your Micro Product Fast 

Speed is a feature. Not because quality doesn't matter — it does — but because the fastest path to 

a high-quality product runs through a published, imperfect first version that real buyers can 

respond to. 

 

 

The 3-Day Creation Sprint 

Day 1: Structure and Skeleton 

Your only goal on Day 1 is to build the complete skeleton of your product — every section, every 

heading, every major component — without writing a single word of real content. For an ebook: 

write every chapter heading and subheading. For a template: map every section and field. When 

Day 1 is complete, you should be able to look at your skeleton and immediately understand the 

full scope. Time budget: 2–4 hours. 

Day 2: Content Creation 

Day 2 is execution. Fill in every section of your skeleton with real content. The single rule: finish, 

don't polish. Write the full content for every section, but don't stop to rewrite, redesign, or 

reconsider scope. If you get stuck, write a placeholder and keep moving. Your goal at the end of 

Day 2 is a complete, ugly first draft. Time budget: 4–6 hours. 

Day 3: Polish and Package 

Day 3 transforms your rough draft into a finished, deliverable product: proofread, format, 

design, and package. Also includes your listing setup — upload to Gumroad or Payhip, write 

your description, set your price, configure delivery. Time budget: 3–5 hours. If you're spending 

more than this on polish, you're over-investing. Ship it. 
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The 3-Day Sprint works because it imposes a constraint that forces good decisions. When 

you only have three days, you stop debating scope and start building. Constraints are 

creative fuel. 

 

 

Tools: What You Need and Nothing More 

For Writing and Content: Google Docs or Notion 

Google Docs is the fastest, most accessible writing tool available — auto-saves, accessible from 

any device, exports cleanly to PDF. Notion is ideal for structured, database-driven formats like 

project trackers, content systems, and dashboards. Notion templates are also highly sellable as 

standalone products. 

For Design and Presentation: Canva 

Canva is the industry standard for micro product design. It's intuitive, powerful, and has 

thousands of templates specifically designed for digital products. The free plan is sufficient for 

most products. Use it for covers, ebook layouts, workbook design, and listing graphics. 

For Selling: Gumroad or Payhip 

Both handle payment processing, product delivery, and basic analytics out of the box on free 

plans. Gumroad has a larger built-in discovery audience. Payhip offers more customization at 

higher volume. Either can be set up and ready to accept sales in under an hour. 

For Email: ConvertKit or Beehiiv 

Collect buyer email addresses from day one. Even if you don't plan to send regular emails 

immediately, building your list from day one means you have a warm audience ready when you 

launch your second product. 
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Quality Thresholds — What 'Good Enough' Actually Looks Like 

Good enough content fully delivers on the promise of your title and description. Good enough 

design is clean, readable, and professional-looking. Good enough means nothing is missing that 

the buyer would reasonably expect. 

Ship when your product fully delivers on its promise, looks professional, and is complete. 

Everything beyond that threshold is polish you're adding for yourself — not for your 

buyer. 

 

Chapter Summary: Key Takeaways 

•​ Speed is a feature: a published imperfect product beats an unpublished perfect one every 

time. 

•​ The 3-Day Sprint: skeleton (Day 1, 2–4 hrs), content (Day 2, 4–6 hrs), polish and package 

(Day 3, 3–5 hrs). 

•​ Day 2 rule: finish, don't polish. Write placeholders and keep moving. 

•​ Core tool stack: Google Docs or Notion for content, Canva for design, Gumroad or Payhip 

for selling, ConvertKit or Beehiiv for email. 

•​ Good enough = fully delivers on the promise + looks professional + is complete. 

Everything else is optional polish. 

 

You've built it. Now it's time to get it in front of the right people. Chapter 12 walks you through 

your first launch. 
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CHAPTER 12 

Your First Launch 

"I don't have an audience" is the most common reason creators give for not launching. It's also 

one of the most misunderstood constraints in the digital product world. An audience helps. But 

it's not a prerequisite. 

 

 

Launching to an Audience of Zero 

 

Strategy 1: Community Placement 

Spend 1–2 weeks before launch being genuinely helpful in the communities where your ideal 

buyer congregates. Answer questions. Share resources. Establish yourself as a helpful presence. 

When you've built credibility, share your product in a contextually appropriate way — 

responding to a question your product directly answers. The key: your first interaction in any 

community should never be promotional. 

Strategy 2: Pinterest 

Pinterest content has a long shelf life — pins can drive traffic for months or years after 

publication. Create 3–5 pins for your product using Canva, each with a clear outcome-oriented 

headline, appealing design, and direct link to your listing. Use keyword-rich descriptions. 

Pinterest requires patience but generates highly qualified, consistently converting traffic. 

Strategy 3: Short-Form Video 

Short-form video on TikTok, Instagram Reels, or YouTube Shorts reaches cold audiences fast. 

The most effective format: open by naming a specific relatable problem, demonstrate the 

solution briefly, and close with a clear call to action. Authentic, clear, and helpful outperforms 

polished and promotional every time. 
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Strategy 4: Your Existing Network 

Send a personal message — not a mass email, a personal note — to 10–20 people in your 

network who might benefit from or be able to share your product. Personal outreach at launch 

generates your first sales, first reviews, and first organic shares. 

 

 

The 5-Post Launch Sequence for Social Media 

Post 1: The Problem Post (Day 1) 

Don't mention your product yet. Describe the problem your product solves in a way that makes 

your audience feel seen. The goal is resonance — you want people to comment "this is so me." 

This post establishes relevance and starts a conversation. 

Post 2: The Behind-the-Scenes Post (Day 2) 

Share a peek at what you've been building — a screenshot, a clip, a preview. Don't reveal 

everything. Build anticipation. Let your audience feel like they're part of the creation process. 

Post 3: The Value Post (Day 4) 

Deliver a piece of standalone value directly related to your product's topic — a tip, a 

mini-framework, a short how-to. This is often the most-shared post in the sequence because it 

provides genuine value with no strings attached. 

Post 4: The Launch Post (Day 5) 

Your official product announcement. Lead with the outcome, not the format. Name the specific 

person it's for. State the price and include a clear link. Add urgency if you have a genuine reason. 

Keep the copy tight and the call to action unmistakable. 

Post 5: The Social Proof Post (Day 7) 

Share early buyer feedback, a result someone reported, or a positive comment. If you don't have 

buyer feedback yet, share your own result — why you made this, what problem it solved for you 

personally. 
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The 5-post sequence meets buyers at each stage: awareness (Post 1), curiosity (Post 2), 

trust (Post 3), decision (Post 4), confirmation (Post 5). 

 

 

Post-Launch: What to Do After Day One 

Respond to Every Early Buyer 

Message or email every person who purchases in your first week. Thank them personally, ask if 

they have questions, and invite them to share their results. This generates the social proof you 

need for Post 5 and dramatically increases the likelihood of a review or testimonial. 

Iterate Based on Feedback 

Your first buyers are your most valuable product development partners. Use their feedback to 

make a quick update (v1.1) within the first two weeks. An updated product signals commitment 

to quality and gives you a reason to re-announce to early buyers. 

Keep the Listing Working 

After the launch window closes, shift into evergreen mode. Refresh your listing photos, test a 

new title variation, add new testimonials as they come in. Small periodic improvements 

compound over time. 
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Chapter Summary: Key Takeaways 

•​ No audience is not a barrier — community placement, Pinterest, short-form video, and 

personal outreach reach buyers without existing followers. 

•​ Community placement: earn credibility first, mention your product after — never lead with 

promotion. 

•​ Pinterest is the highest-longevity distribution channel — pins can drive traffic for months. 

•​ The 5-post launch sequence covers five stages: problem resonance, behind-the-scenes, 

standalone value, launch announcement, and social proof. 

•​ Post-launch: respond personally to every early buyer, iterate based on feedback, shift to 

evergreen mode. 

 

Your first product is live. Part 6 shows you how to turn one successful micro product into a 

compounding business. 
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  PART SIX   

Growing Your Micro Product 

Business 

A single micro product is a win. A portfolio of micro products connected by smart upsells, 

funnels, and evergreen traffic is a business. This section shows you how to build the second from 

the first. 
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CHAPTER 13 

Turning One Product Into an Ecosystem 

The creators who build lasting income from micro products don't just sell products — they build 

ecosystems where each product naturally leads to the next, and where the buyer's journey 

increases in both value and price at every step. 

 

 

The Micro Product Ladder 

Rung 1: The Free Lead Magnet 

At the base of the ladder sits your free offer — a short, high-value resource that introduces 

buyers to your world and captures their email address. The best lead magnets are mini versions 

of your paid products: a 5-tip checklist that previews a longer guide, or a single template that 

demonstrates what a full pack delivers. A strong lead magnet converts visitors into email 

subscribers — who are dramatically more likely to buy than cold traffic. 

Rung 2: The Tripwire — Your Entry Product 

The tripwire is your first paid product — typically priced at $7–$27. Its primary purpose is to 

convert a subscriber or cold visitor into a buyer. That conversion is transformative: a buyer has a 

fundamentally different relationship with you than a subscriber. They've made a financial 

commitment. They've demonstrated real intent. 

Rung 3: The Core Offer 

Your core micro product sits in the $27–$97 range and is your primary revenue driver. It 

delivers a more complete transformation than your tripwire. The buyer journey: free resource 

(awareness and trust) → low-cost tripwire (proof of value) → core offer (complete solution). By 

the time a buyer reaches your core offer, they've already had two positive interactions with your 

work. 
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Rung 4: The Premium Stack 

Above your core offer sits your premium tier — a high-value bundle, VIP version, or related 

higher-priced offering at $97–$197+. A small percentage of buyers upgrading to this tier can 

meaningfully impact your total revenue. 

The ladder works because each rung solves the same core problem at a deeper level. 

Buyers don't feel sold to — they feel like they're naturally progressing through a journey 

that's genuinely helping them. 

 

 

Upsells, Bundles, and Product Stacks 

The Immediate Upsell 

An immediate upsell is made to a buyer right after they complete a purchase — on the thank-you 

page or in the post-purchase email. Because the buyer is in an active buying mindset, this is one 

of the highest-converting moments in the entire customer journey. Connect the upsell closely to 

what they just purchased. Frame it as a discounted addition: "Since you just grabbed the caption 

pack, you can add the content calendar for just $17 today." 

The Downsell 

If a buyer declines your upsell, offer a lower-priced alternative. A simple PDF guide or checklist 

at $7–$9 often converts well as a downsell, recovering revenue from buyers who wanted 

something but found the upsell price too high. 

The Complementary Bundle 

Bundles serve two purposes: they increase average order value for new buyers and re-engage 

existing buyers who already own one product. Name your bundles around the transformation — 

"The Complete Freelance Client Acquisition System" is more compelling than "Cold Email 

Template + LinkedIn Script + Pricing Calculator Bundle." 
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When to Create Your Second Product 

Before building anything new, do three things: 

•​ Collect all feedback from your first product's buyers — this is free product research and 

often generates your best second product idea 

•​ Optimize your first product's listing — test a new title, refresh the cover, add testimonials 

•​ Establish your evergreen traffic systems — Pinterest, short-form video, email welcome 

sequence 

Your second product should connect to your first on the ladder — serving the same buyer at the 

next stage of their journey, creating a natural progression that increases both the value you 

deliver and the revenue you generate. 

 

Chapter Summary: Key Takeaways 

•​ The micro product ladder: free lead magnet → tripwire ($7–$27) → core offer ($27–$97) 

→ premium stack ($97–$197+). 

•​ Each rung converts the buyer at a higher level of commitment, making every subsequent 

offer more likely to succeed. 

•​ Immediate upsells on the post-purchase page convert at high rates because buyers are in 

an active buying mindset. 

•​ Name bundles around the transformation they deliver, not the products they contain. 

•​ Before your second product: collect feedback, optimize your first listing, and establish 

evergreen traffic systems. 

 

The ecosystem is built. Chapter 14 shows you how to make it run on autopilot. 

58 



D
ig

it
a
l 
In

co
m

e 
S
ch

o
o
l

Micro Product Strategy Playbook 

 

CHAPTER 14 

Evergreen Sales on Autopilot 

The most powerful thing about a well-built micro product business is what happens when you 

stop actively promoting. A product with solid SEO, an automated email funnel, and consistent 

content driving traffic generates sales continuously — not just during launch windows. 

 

 

Setting Up a Simple Email Funnel 

An email funnel is an automated sequence that every new subscriber receives, guiding them 

from introduction to purchase without manual effort. Set it up once and it runs indefinitely. 

Email 1: The Welcome (Sent Immediately) 

Deliver your lead magnet, introduce yourself warmly, and tell the subscriber exactly what to 

expect from future emails. Write in first person, use a conversational tone, and reference 

something specific about why you built what you built. Authenticity in the welcome email 

establishes a relationship tone that persists throughout the entire buyer journey. 

Email 2: The Value Delivery (Day 2) 

Send a standalone piece of value — a tip, a framework, a short how-to — directly related to your 

core product's topic. Provide genuine help with no strings attached. Its purpose is to 

demonstrate that your emails are worth reading. 

Email 3: The Story (Day 4) 

Share a personal story related to the problem your product solves. End with a soft mention of 

your product: "After I built this system, I packaged it up so other [audience members] wouldn't 

have to go through the same trial and error." The product mention feels earned because it came 

at the end of a genuine story. 
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Email 4: The Testimonial (Day 6) 

Share a specific result from a buyer or user of your product. Quote it directly. Name the outcome 

specifically — numbers, timelines, before-and-after states. This is your social proof moment, and 

it lands well after three emails of pure value. 

Email 5: The Direct Offer (Day 8) 

Make a clear, direct offer for your core product. No story, no lengthy setup — just a clear 

articulation of who the product is for, what it delivers, and how to get it. By Day 8, subscribers 

who are going to buy have been warming up for over a week. They don't need more convincing — 

they need a clear invitation. 

The five-email funnel is the minimum viable automation for a micro product business. 

Set it up once and it works indefinitely. Every subscriber receives the same warm, 

value-driven introduction — automatically. 

 

 

SEO for Digital Product Listings 

Keyword Research for Product Listings 

Identify the exact phrases your ideal buyer would type when looking for your product. Use 

Google's autocomplete, Pinterest's search suggestions, and Etsy's search bar to find natural 

language. On Etsy, front-load your most important keyword phrase in the first 5–7 words of 

your title. On Gumroad and Payhip, use your target phrase naturally in the title and first 

paragraph. 

Long-Tail Keywords Win 

"Instagram template" has enormous competition. "Instagram caption templates for wellness 

coaches" has far less — and buyers using specific search terms are further along in their decision 

process, meaning they're closer to buying. Build your listing around 2–3 specific long-tail 

keyword phrases. 

Consistent Listing Updates Signal Freshness 
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Both Etsy's algorithm and Google reward listings updated regularly. Refresh your product listing 

every 4–6 weeks: update a photo, adjust a line of your description, add a new testimonial. Small 

updates signal activity and keep your listing competitive in search rankings. 

 

 

Repurposing Content to Drive Ongoing Traffic 

The Content Repurposing Loop 

Start with one substantial piece of content — a blog post, a long-form video, or an in-depth 

email. From that single piece, extract and repurpose: 

•​ 3–5 short-form videos (TikTok, Reels, YouTube Shorts) — each covering one point from 

the original 

•​ 5–10 Pinterest pins — each with a different headline angle driving traffic to the same 

destination 

•​ 2–3 social media carousels — visual breakdowns of key concepts 

•​ 1 email newsletter — a condensed version for your subscriber list 

•​ 1 updated or expanded blog post — for long-term Google search traffic 

This loop means you're creating once and distributing many times across multiple platforms, 

each driving a different segment of potential buyers back to your listing. 

 

The Pinterest Long Game 

A well-optimized pin continues to drive clicks for 12–18 months after publication. A library of 

50–100 pins, published consistently over your first six months, becomes a passive traffic system 

that generates sales without ongoing effort. Commit to 3–5 new pins per week for your first 

three months. After that, the compound effect begins to work for you — many micro product 

creators report Pinterest becoming their primary traffic source within 6 months. 
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Evergreen systems compound. An email funnel, an optimized listing, and a Pinterest 

library built in month one are still working for you in month twelve. Build them early and 

let time do the work. 

 

Chapter Summary: Key Takeaways 

•​ The 5-email funnel (Welcome, Value, Story, Testimonial, Direct Offer) is minimum viable 

automation — set it up once and it runs indefinitely. 

•​ Email 3's story format creates emotional connection that information alone cannot — and 

earns the right to mention your product naturally. 

•​ SEO: front-load keywords in your title, use long-tail phrases (4+ words), and update your 

listing every 4–6 weeks. 

•​ The content repurposing loop turns one piece of core content into distribution across five 

channels. 

•​ Pinterest is the highest-longevity traffic source — consistent pinning for 3–6 months 

creates a passive traffic system that compounds indefinitely. 

 

You now have the complete framework — from idea to ecosystem to autopilot. The conclusion 

pulls it all together. 
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  CONCLUSION   

Now It's Your Turn 

You've just covered the complete micro product lifecycle — from the psychology behind why 

people buy to the systems that keep sales flowing long after launch day. That's a lot of ground. 

Before you close this playbook and open Canva, let's bring it together into the only thing that 

actually matters: action. 

Everything in this playbook is proven. The frameworks work. The formats convert. The 

psychology is real. But none of it does anything while it sits in a document. The only question 

left is: what are you going to do today? 

 

What You Now Know 

You understand why micro products are one of the most efficient business models available — 

small scope, fast creation, low risk for buyers, and scalable economics once the flywheel is 

spinning. 

You understand how buyers think — what drives the impulse decision, what builds trust, what 

creates urgency, and what makes a product so good that buyers share it without being asked. 

You have a repeatable system for finding validated ideas, positioning them irresistibly, creating 

them fast, launching them effectively, and building them into a compounding ecosystem that 

generates income on autopilot. 

That knowledge is worth exactly nothing until you ship something. So let's make a plan. 

 

 

 

 
63 



D
ig

it
a
l 
In

co
m

e 
S
ch

o
o
l

Micro Product Strategy Playbook 

Your 30-Day Micro Product Roadmap 

Week 1: Idea and Validation (Days 1–7) 

1.​ Day 1: Spend one hour in the communities where your ideal buyer congregates. Note 

every repeated question. 

2.​ Day 2: Research bestselling products on Etsy and Gumroad in your category. Identify the 

gaps. 

3.​ Day 3: Choose your one product idea. Apply the Scope Test and the Specificity Ladder. 

4.​ Days 4–5: Run your Community Response validation test. Post a genuine question in 2–3 

communities. 

5.​ Days 6–7: Set up a simple waitlist page. Share it with your existing network and any 

communities. 

Week 2: Building (Days 8–14) 

6.​ Day 8: Day 8 is your Sprint Day 1: build the complete skeleton of your product. 

7.​ Day 9: Day 9 is your Sprint Day 2: fill in every section. Finish, don't polish. 

8.​ Day 10: Day 10 is your Sprint Day 3: polish, design, package, and set up your listing. 

9.​ Day 11: Write your product description using the 4-part structure. Write your title using 

one of the four formulas. 

10.​Day 12: Set up your selling platform. Configure your post-purchase delivery. 

11.​ Days 13–14: Set up your email capture and write your welcome email. 

Week 3: Launch (Days 15–21) 

12.​ Day 15: Post 1 of the 5-post launch sequence: the Problem Post. 

13.​ Day 16: Post 2: the Behind-the-Scenes Post. 

14.​Days 17–18: Begin your community placement strategy. Contribute value in 2–3 

communities. 

15.​ Day 19: Post 3: the Value Post. Make it your best piece of standalone content. 

16.​Day 20: Post 4: the Launch Post. Your product is live. 

17.​ Day 21: Post 5: Social Proof. Share early buyer feedback or your personal origin story. 
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Week 4: Optimize and Build (Days 22–30) 

18.​Days 22–23: Collect all buyer feedback. Note the most common questions and gaps. 

19.​Day 24: Respond personally to every buyer. Ask for a testimonial or result. 

20.​Day 25: Update your listing with new testimonials or improvements. 

21.​ Days 26–27: Create 5 Pinterest pins for your product. Begin consistent pinning. 

22.​Days 28–29: Write emails 2–5 of your automated funnel. Schedule the full sequence. 

23.​Day 30: Review your results. Identify your second product idea. Begin the ladder. 

 

The creators who succeed with micro products aren't smarter, more talented, or better 

resourced than you. They just shipped when you were still planning. This is your 

permission to ship. 

 

One last thing: done beats perfect. A product that exists and sells imperfectly is infinitely more 

valuable than a product that's still being refined. Your buyers don't need perfection. They need 

the solution you've been sitting on. 

Build it. Price it fairly. Describe it honestly. Launch it boldly. Then build the next one. 

The only move left is to start. 
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  BONUS   

The Swipe File 

Use these templates as starting points — not scripts. The best title is the one written for your 

specific product and buyer. Use these formulas to spark the right structure, then make it yours. 

 

 

 

Part A: 20 Plug-and-Play Product Title Templates 

Replace the [brackets] with your specific product, audience, and outcome. Every template 

includes a filled example. 

1. [Outcome] for [Audience]: [Supporting Benefit] 

Write a Full Month of Email Content in One Afternoon: A Done-for-You System for Busy 

Coaches 

2. The [Audience]'s [Product Type] for [Specific Outcome] 

The Freelancer's Client Onboarding Kit for Landing More Projects and Getting Paid Faster 

3. [Number] [Things] That [Result] — A [Format] for [Audience] 

47 Instagram Hooks That Stop the Scroll — A Swipe File for Fitness Professionals 

4. Stop [Painful Activity]. Start [Desired State]: [Product] 

Stop Undercharging. Start Earning What You're Worth: The Freelance Pricing Script and Rate 

Calculator 

5. The [Timeframe] [Topic] System: [Audience]-Tested, [Benefit]-Proven 

The 30-Day Content System: Creator-Tested, Algorithm-Friendly 

6. How to [Achieve Outcome] Without [Painful Trade-off] 

How to Show Up on Social Media Consistently Without Spending Hours Online — A Content 

Template Pack 
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7. [Number]-Step [Process] Template for [Audience] 

A 5-Step Client Proposal Template for Designers Who Hate Selling 

8. The [Audience] [Product] That [Handles the Hard Part] 

The Solopreneur Weekly Planner That Does the Prioritizing For You 

9. [Achieve Outcome] in [Timeframe] — Even If [Common Objection] 

Plan Your Entire Content Month in Under 2 Hours — Even If You Have No Idea What to Post 

10. Everything You Need to [Major Goal]: The [Audience] Complete Kit 

Everything You Need to Launch Your First Digital Product: The Creator's Complete Launch Kit 

11. [Verb] Your [Area] in [Timeframe]: The [Niche] Playbook 

Double Your Freelance Rates in 90 Days: The Positioning and Pricing Playbook 

12. The [Honest Problem Statement]: [Product Name] for [Audience] 

The 'I Don't Know What to Post' Problem: A 3-Month Caption Library for Real Estate Agents 

13. [Number] Proven [Things] for [Audience] — Ready to Use Today 

30 Proven Cold Email Templates for B2B Freelancers — Ready to Send Today 

14. Finally: A [Product] That [Does What Others Don't] for [Audience] 

Finally: A Business Budget Template That Actually Makes Sense for Freelancers 

15. The [Method Name] Method: [Outcome] in [Steps or Timeframe] 

The Sunday Reset Method: Clear Your Week and Set Priorities in 30 Minutes 

16. [Audience]-Proof [Product]: [Outcome] Without the Learning Curve 

Beginner-Proof Canva Templates: Professional Designs Without the Learning Curve 

17. Your [Timeframe] [Topic] Blueprint: Step-by-Step for [Audience] 

Your 90-Day Instagram Growth Blueprint: Step-by-Step for Service-Based Businesses 

18. The [Topic] Cheat Sheet Every [Audience] Should Have 

The Pricing Cheat Sheet Every Freelance Designer Should Have 

19. [Number] [High-Value Things] [Audience] Use to [Outcome] 

15 Email Subject Line Formulas Top Creators Use to Get Their Newsletters Opened 

20. What [Authority] Would Charge Thousands For — Yours for [$Price] 

What a Brand Strategist Would Charge $2,000 For — Yours for $37 
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Part B: 5 Product Description Frameworks 

Complete fill-in-the-blank frameworks using the 4-part Mirror/Bridge/Proof/Push structure. 

Each is calibrated for a different product type. 

1. Framework: The Template or Swipe File 

You already know what needs to get done. The problem isn't knowledge — it's sitting down to do 

it and running out of time, energy, or inspiration before you get anywhere. [Describe the specific 

moment of friction.]  That's why I created [Product Name] — [number] ready-to-use 

[templates/scripts/captions] designed specifically for [audience], so you can [achieve outcome] 

without [painful trade-off].  What's included: • [Feature]: so you [benefit] • [Feature]: so you 

[benefit] • [Feature]: so you [benefit]  [Testimonial or result if available.]  Instant download. 

[File type]. [Guarantee]. If you're ready to [desired state], grab your copy below. 

2. Framework: The Ebook or Guide 

Most [audience members] have the same problem: [describe the situation honestly]. You've tried 

[common approach that doesn't work]. And still you're stuck at [the stuck place].  [Product 

Name] is the guide I wish I'd had when I was [in that situation]. It covers [primary topic] from 

[starting point] to [end result], with [specific methodology] that makes [complex thing] actually 

manageable.  Inside you'll find: • [Key section] — [what it teaches and why it matters] • [Key 

section] — [what it teaches and why it matters] • [Key section] — [what it teaches and why it 

matters]  By the time you finish, you'll [specific transformation]. No fluff, no filler — just 

[number] pages of [adjective] guidance built for [audience].  [Testimonial if available.] 

[Guarantee.] Get your copy today. 

3. Framework: The Notion Template or Digital Dashboard 

If you've ever stared at a blank Notion page wondering why organizing your [work/life/business] 

feels harder than actually doing it — this is for you.  [Product Name] is a fully built 

[Notion/Airtable/Google Sheets] system for [audience] who want to [desired outcome] without 

spending hours building their own setup from scratch.  Duplicate it once. Customize it in 

minutes. Then: • [Key function 1 and its benefit] • [Key function 2 and its benefit] • [Key function 

3 and its benefit]  Delivered as an instant-access link. Works on desktop and mobile. 
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[Guarantee.] If your current system isn't working — or you don't have one yet — this is the fastest 

way to change that. 

4. Framework: The Workbook 

You don't need more information about [topic]. What you need is a structured way to think 

through [the decision/challenge/goal] and come out the other side with [specific clarity or plan].  

[Product Name] is a [number]-page guided workbook that walks you through [process], step by 

step, at your own pace. No fluff, no filler — just the right questions in the right order.  You'll work 

through: • [Section 1]: [what it helps the reader figure out] • [Section 2]: [what it helps the reader 

figure out] • [Section 3]: [what it helps the reader figure out]  By the last page, you'll have 

[specific deliverable]. Ready to use immediately.  Perfect for [audience]. [Testimonial.] 

[Guarantee.] Download below. 

5. Framework: The Toolkit or Resource Pack 

[The specific challenge your toolkit addresses]. It's one of those things that sounds simple until 

you're actually doing it — and then you realize how many moving pieces there are.  The [Product 

Name] gives you everything you need to [complete the process] without the guesswork. A 

complete toolkit built for [audience], including:  • [Asset 1] ($[value]): [what it is and what it 

does] • [Asset 2] ($[value]): [what it is and what it does] • [Asset 3] ($[value]): [what it is and 

what it does] • [Asset 4] ($[value]): [what it is and what it does]  Total value: $[stacked value]. 

Your investment: $[actual price].  [Testimonial.] [30-day satisfaction guarantee, no questions 

asked.]  Delivered as an instant download in [file formats]. Ready to use today. 

 

 

 

You have everything you need. 

Now go build something worth buying. 
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Thank You for Reading 

Thank you for taking the time to read The Micro Product Strategy Playbook. By reaching this 

final page, you have already done something many people never do. You committed to learning 

and to improving your ability to create and sell valuable digital products. 

Knowledge alone does not create results. Results come from consistent action, focused 

effort, and real application of what you have learned. The ideas and strategies in this 

playbook are designed to be simple, practical, and powerful when applied. Even small actions 

taken regularly can lead to meaningful outcomes over time. 

Remember three things as you move forward. 

Consistency​

Progress happens when you keep moving. Even when results are not immediate, consistent 

effort compounds. Stay committed to the process. 

Focus​

Avoid the temptation to chase every idea or new opportunity. Choose one product idea, one 

strategy, and give it your full attention until it is complete. 

Application​

Reading and planning are valuable, but execution is what creates success. Apply what you have 

learned. Test ideas. Launch your micro product. Improve it based on feedback and real market 

response. 

If you apply the principles in this playbook with persistence and clarity, there is no reason this 

strategy cannot work for you. Many successful digital products begin with simple ideas that were 

executed well. 

Your next step is simple.​

Start. 

Create, launch, learn, and keep moving forward. 

Wishing you success on your journey of building profitable micro products. 

 

 

70 


	What Is a Micro Product — and Why Now? 
	What Is a Micro Product? 
	Why Now? The Perfect Storm for Micro Products 
	The Shift from Info-Bloat to Bite-Sized Value 
	Who This Playbook Is For 
	How to Use This Playbook 

	Why Small Wins Big 
	The Psychology of the $7–$97 Buyer 
	Why People Buy Micro Products: Speed, Specificity, Low Risk 
	The "One Problem, One Solution" Principle 
	Chapter Summary: Key Takeaways 

	Formats That Sell 
	The Six Core Micro Product Formats 
	Choosing Your Format: The Three-Question Method 
	Chapter Summary: Key Takeaways 

	Mining for Gold Ideas 
	How to Spot Demand in Online Communities 
	The Repeated Question Framework 
	Using Social Platforms as a Validation Signal 
	Chapter Summary: Key Takeaways 

	Niche Down to Stand Out 
	Why 'Weekly Planner' Fails and 'Content Planner for Etsy Sellers' Wins 
	The Specificity Ladder 
	10 Evergreen Micro Product Niches 
	Chapter Summary: Key Takeaways 

	Validate Before You Build 
	Method 1: The Community Response Test 
	Method 2: The Waitlist Test 
	Method 3: The Pre-Sale 
	Reading Signals vs. Wishful Thinking 
	Chapter Summary: Key Takeaways 

	The Art of the Irresistible Title 
	Outcome-First vs. Feature-First Language 
	Title Formulas That Convert 
	Real Before-and-After Title Rewrites 
	Title Length and Platform Optimization 
	Chapter Summary: Key Takeaways 

	Pricing Psychology 
	Why $27 Outsells $25 — and When $97 Beats Both 
	Anchoring and Perceived Value 
	The 'Too Cheap' Trap 
	Tiered Pricing and Bundle Strategies 
	Chapter Summary: Key Takeaways 

	Writing a Product Description That Sells 
	The 4-Part Micro Sales Page Structure 
	Using Pain Points, Transformation, and Social Proof 
	Short vs. Long Descriptions — When Each Works 
	Formatting Your Description for Scanners 
	Chapter Summary: Key Takeaways 

	Buyer Psychology 101 
	Loss Aversion, FOMO, and Urgency 
	The Shortcut Economy 
	Trust Signals That Turn Browsers Into Buyers 
	Chapter Summary: Key Takeaways 

	Impulse Buy Architecture 
	Designing for Low-Friction Decisions 
	The Role of Cover Design 
	What Makes People Share Your Product 
	The Post-Purchase Experience 
	Chapter Summary: Key Takeaways 

	Creating Your Micro Product Fast 
	The 3-Day Creation Sprint 
	Tools: What You Need and Nothing More 
	Quality Thresholds — What 'Good Enough' Actually Looks Like 
	Chapter Summary: Key Takeaways 

	Your First Launch 
	Launching to an Audience of Zero 
	The 5-Post Launch Sequence for Social Media 
	Post-Launch: What to Do After Day One 
	 
	 
	 
	 
	 
	Chapter Summary: Key Takeaways 

	Turning One Product Into an Ecosystem 
	The Micro Product Ladder 
	Upsells, Bundles, and Product Stacks 
	When to Create Your Second Product 
	Chapter Summary: Key Takeaways 

	Evergreen Sales on Autopilot 
	Setting Up a Simple Email Funnel 
	SEO for Digital Product Listings 
	Repurposing Content to Drive Ongoing Traffic 
	The Pinterest Long Game 
	Chapter Summary: Key Takeaways 
	What You Now Know 
	 
	 
	Your 30-Day Micro Product Roadmap 
	Part A: 20 Plug-and-Play Product Title Templates 
	Part B: 5 Product Description Frameworks 


