


This handbook is designed for real work—not just inspiration. It brings together the decisions, checklists, examples, and
repeatable steps you can use to create a digital product, present it professionally, find customers, and improve it over
time.

A personal note from Jhonleboy
I created this guide for makers who want to turn practical skills and creative ideas into something useful. With
PIXELARES, the goal is not to make everything perfect on day one; it is to create with intention, deliver real value, learn
from customers, and build a recognizable identity one product at a time.

The PIXELARES approach: Idea → Create → Present → Sell → Improve. Use the steps in order, but
return to earlier steps whenever feedback shows you can do better.

How to use this handbook
• Read the chapters in sequence if you are starting from scratch.

• Use the worksheets instead of keeping every decision in your head.

• Treat example prices and platform suggestions as starting points, not guarantees.

• Choose one product to test first. You do not need a large catalogue to begin.

• Review your progress weekly and make one improvement at a time.



PIXELARES  |  DIGITAL PRODUCTS SELLER'S HANDBOOK

From Ember to Identity 2

YOUR HANDBOOK ROADMAP
This guide is arranged as a practical workbook. Write in the spaces or copy the templates into your preferred notes app.

NO. CHAPTER

01 The digital product opportunity

02 Start with a real customer problem

03 Find and validate your product idea

04 Choose the right product format

05 Plan and create your first product

06 Design and brand it with PIXELARES

07 Quality control before selling

08 Price for value and sustainability

09 Choose a selling and delivery setup

10 Write a clear product page

11 Build a simple lead funnel

12 Create content that attracts buyers

13 Launch without overcomplicating it

14 Customer care and product updates

15 Track what matters

16 Common challenges and practical fixes

17 Legal, ethical and trust basics

18 Your 30-day action plan

19 Worksheets and ready-to-use templates

20 Final commitment

Keep this in mind
A digital product is not automatically passive income. It still needs research, quality, marketing,
customer support, and updates. The advantage is that a well-made file or resource can be delivered
repeatedly without recreating it for every customer.
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01 | THE DIGITAL PRODUCT OPPORTUNITY
What counts as a digital product?
A digital product is something customers can access electronically: a PDF guide, workbook, printable, template, digital
art file, mini-course, preset, spreadsheet, audio file, or resource bundle.

Why creators choose digital products
They can often be created with modest upfront costs, delivered instantly, updated over time, and sold to customers in
different locations. These advantages are real, but demand and sales are never guaranteed.

Start small and useful
A short, focused resource that solves one problem is often easier to finish and test than a huge all-in-one product. For
example, a 12-page beginner checklist may be more useful than a 100-page guide with no clear outcome.

Reality check
Your first product is a learning asset. Its job is to help you understand what customers want, what they will pay for, and
how you can improve the next version.

PUT IT INTO PRACTICE
Write three skills or interests you could turn into a useful resource. Circle the one that solves a
problem for someone else.
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02 | START WITH A REAL CUSTOMER
PROBLEM
Describe one person
Avoid targeting everyone. Choose a clear audience such as a new freelancer, a small local business owner, a busy
parent planning an event, or a beginner who wants to learn a specific skill.

Look for friction
People spend money to save time, reduce confusion, learn a skill, organize a task, express themselves, or achieve a
desired result. Listen for repeated questions, workarounds, mistakes, and tasks people find intimidating.

Problem statement template
“[Audience] struggles with [specific problem] when [situation]. I can help them achieve [outcome] with [product format].”

Example
“New digital sellers struggle to organize a first product launch. I can help them plan the launch with a printable checklist
and a simple content calendar.”

PUT IT INTO PRACTICE
Audience: ____________________ Problem: ____________________ Desired outcome:
____________________
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03 | FIND AND VALIDATE YOUR PRODUCT
IDEA
Research before you design
Search marketplaces and social platforms for similar products, read customer reviews, note questions in communities,
and ask potential buyers what they have tried. Research is for understanding demand—not copying another seller's
work.

A simple validation test
Describe the product in one paragraph, show a rough sample or mock-up, and ask five to ten people in your target
audience what is clear, what is missing, and whether they would realistically use it.

Use a minimum viable product
Create the smallest version that still delivers the promised result. If the idea is a planner, test a few well-designed pages
before building a 100-page system.

Validation checklist
Can you name the audience? Is the problem specific? Can you explain the outcome in one sentence? Have you heard
the problem from real people? Can you make a useful first version in a manageable timeframe?

PUT IT INTO PRACTICE
What evidence did you find? ____________________ What question will you ask a potential buyer?
____________________
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04 | CHOOSE THE RIGHT PRODUCT FORMAT
Match the format to the task
A checklist helps someone avoid missing steps. A workbook helps someone think and act. A template helps someone
start faster. A guide explains a process. A coloring book provides creative entertainment. A bundle combines related
tools.

Common formats
PDF guides and ebooks; planners and trackers; worksheets; social media templates; business forms; printable wall art;
coloring and activity books; spreadsheets; digital design assets; mini-courses; and prompt collections.

Bundle with purpose
A bundle should make a related task easier, not simply add unrelated files. A seller launch bundle could include a
product idea worksheet, pricing calculator, sales-page checklist, and launch calendar.

Accessibility matters
Use readable text, clear headings, strong contrast, descriptive filenames, and a format customers can open on common
devices.

PUT IT INTO PRACTICE
My audience needs to: ____________________ Best format: ____________________ Why this format
fits: ____________________
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05 | PLAN AND CREATE YOUR FIRST
PRODUCT
Step 1: Define the promise
Write what the buyer should be able to do after using the product. Keep the promise specific and realistic.

Step 2: Outline before designing
List the key sections in the order the buyer needs them. Remove anything that does not help deliver the promised result.

Step 3: Create the useful core
Write clear instructions, include examples, and add worksheets or checklists where they reduce guesswork. Use
examples that reflect everyday situations.

Step 4: Make it actionable
At the end of each section, tell the reader what to do next. A good resource makes action easier—not just reading.

Step 5: Export and test
Export the final file, open it on a phone and computer if possible, check page order, links, spelling, margins, and file size.

PUT IT INTO PRACTICE
Product promise: ____________________ Three main sections: 1) __________ 2) __________ 3)
__________
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06 | DESIGN AND BRAND IT WITH PIXELARES
Your visual system
Use the PIXELARES palette consistently: red for energy and emphasis, orange for warmth and action, black for
structure, and white for clarity. Keep the same logo treatment, typography system, spacing, and footer style throughout
a product.

A simple color rule
Use black and white for most reading areas, red for key headings, and orange for buttons, highlights, icons, or action
steps. Too many competing accents make pages harder to scan.

Typography hierarchy
Choose one display font for strong titles and one highly readable font for body text. Use a small, consistent set of sizes:
title, section heading, body, and caption.

Use imagery intentionally
Choose photos and graphic elements that clarify the topic or create mood. Avoid images that are decorative but
distracting. Ensure you have the rights to use every photo, icon, font, and template.

Brand signature
PIXELARES — From Ember to Identity. Make each product feel like part of the same family while giving the cover its
own visual hook.

PUT IT INTO PRACTICE
My title font: __________ Body font: __________ Red/orange/black/white usage rule:
____________________
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07 | QUALITY CONTROL BEFORE SELLING
Content review
Check that the product delivers what the sales page promises. Remove unsupported claims, confusing instructions,
duplicate pages, and placeholder text.

Visual review
Check alignment, contrast, font sizes, image resolution, margins, headers, footers, and consistency. Zoom in on every
page and inspect it at normal reading size.

File review
Use a clear filename, such as PIXELARES_First-Launch-Checklist_v1.pdf. Test links, confirm pages are in order, and
verify that the file opens correctly.

Buyer experience review
Ask a friend who has not seen the product to use it without your help. Note where they hesitate or ask questions, then
revise those areas.

PUT IT INTO PRACTICE
One person who can test my file: __________ Date to review: __________ Issues to fix:
____________________
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08 | PRICE FOR VALUE AND SUSTAINABILITY
Price is a decision, not a guess
Consider the usefulness of the outcome, depth of the content, production time, support required, competing alternatives,
audience budget, platform fees, taxes, and payment-processing costs.

A simple formula
Net before tax = selling price − platform/payment fees − direct delivery costs − refunds or other variable costs. Keep
records and confirm which fees apply to your chosen platform.

Illustrative example in PHP
If a product sells for ■299 and total variable fees are ■35, the amount remaining before taxes and other overhead is
■264. This is an illustration only; your actual fees will differ.

Price testing
You can test different price points or bundles over time. Change one major variable at a time and monitor conversion,
refunds, questions, and customer feedback.

Avoid underpricing by default
Low prices can make a product accessible, but a very low price may not cover the work required to maintain it. Price
according to the value and quality you actually deliver.

PUT IT INTO PRACTICE
Price: ■__________ Estimated fees/costs: ■__________ Amount remaining before tax/overhead:
■__________
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09 | CHOOSE A SELLING AND DELIVERY
SETUP
Choose based on your workflow
Compare platform fees, supported payment methods, customer location, file delivery, refund handling, discoverability,
analytics, and ease of use. Check current terms before committing.

Possible routes
A marketplace may help customers discover products; a storefront gives you more control over presentation; a social
page can support trust and conversation; a simple landing page can capture leads and explain an offer.

Delivery checklist
Upload the correct file, write a clear product title and description, set the price and currency, test checkout where
possible, confirm the delivery email or download link, and write a short help note.

Own your customer relationship responsibly
Keep a lawful, permission-based way to communicate with interested buyers. Do not add people to marketing lists
without appropriate consent.

PUT IT INTO PRACTICE
Platform: __________ Payment method: __________ Delivery method: __________ Support
contact/process: __________
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10 | WRITE A CLEAR PRODUCT PAGE
Lead with the outcome
Use a title that says what the product is and who it helps. Explain the problem it solves and what the customer will be
able to do.

A practical product-page structure
1) Clear title; 2) one-sentence outcome; 3) who it is for; 4) what's included; 5) how it works; 6) file type and
requirements; 7) preview images; 8) price; 9) delivery details; 10) support and refund terms.

Describe, don't exaggerate
Avoid guarantees of income, overnight success, or results that depend on factors you cannot control. Specific, honest
details build trust.

FAQ ideas
What file type is included? How do I access it? Can I edit it? Is it for personal or commercial use? What software do I
need? What should I do if the download fails?

PUT IT INTO PRACTICE
My headline: ____________________ The product helps: ____________________ What's included:
____________________
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11 | BUILD A SIMPLE LEAD FUNNEL
What a funnel does
A funnel guides someone from discovering your work to understanding your value, sharing their contact details
voluntarily, and deciding whether to buy.

Five practical stages
Attract with helpful content; offer a useful free resource; collect permission-based sign-ups; follow up with relevant
guidance; present a paid product that naturally continues the help.

A starter example
Free resource: “First Digital Product Launch Checklist.” Follow-up: a welcome email, a practical tip, an example product
workflow, then an invitation to buy a more detailed handbook or template bundle.

Keep the free resource valuable
It should solve one small problem on its own. The paid offer should provide more depth, convenience, customization, or
a broader result—not hold back the promised essentials.

Measure the path
Track landing-page visits, sign-up rate, email engagement, product-page visits, purchases, refunds, and unsubscribe
rate. Improve the weakest step first.

PUT IT INTO PRACTICE
Free resource: __________ Sign-up destination: __________ Follow-up message: __________ Paid
next step: __________



PIXELARES  |  DIGITAL PRODUCTS SELLER'S HANDBOOK

From Ember to Identity 14

12 | CREATE CONTENT THAT ATTRACTS
BUYERS
Teach before you pitch
Content works best when it answers a real question, demonstrates a process, shares a useful example, or helps people
avoid a mistake.

Four content pillars
Teach: quick tips and tutorials. Show: behind-the-scenes creation. Prove: examples, demonstrations, and genuine
feedback. Invite: clear offers and next steps.

Repurpose thoughtfully
One handbook section can become a short video, carousel, email tip, checklist, and FAQ. Adapt the format instead of
copying the exact same post everywhere.

A simple weekly rhythm
Choose a manageable schedule you can maintain. For example: two educational posts, one behind-the-scenes post,
one product example, and one invitation to download or buy.

Use a clear call to action
Ask for one next step: download the free guide, view a sample, reply with a question, or visit the product page.

PUT IT INTO PRACTICE
Three helpful topics I can post about: 1) __________ 2) __________ 3) __________
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13 | LAUNCH WITHOUT OVERCOMPLICATING
IT
Before launch
Finish and test the file, prepare product images, write the product page, check delivery, create FAQs, set customer
support expectations, and prepare a few helpful posts.

Launch week
Explain the problem, show the product in use, share what is included, answer questions, and make the buying link easy
to find. Be present enough to notice confusion.

After launch
Thank buyers, gather honest feedback, fix issues quickly, and note the questions people ask most often. Those
questions can improve the product page and the next version.

Launch does not end on day one
Continue publishing useful content and refining your offer. A quiet launch is information—not proof that the idea can
never work.

PUT IT INTO PRACTICE
Launch date: __________ First announcement channel: __________ Three launch tasks:
____________________
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14 | CUSTOMER CARE AND PRODUCT
UPDATES
Set clear expectations
State when and how customers can contact you, what support you provide, and what is outside the product's scope.

Respond with a helpful structure
Acknowledge the issue, ask for only the information needed, give a clear next step, and confirm the resolution. Never
ask customers to send passwords or sensitive payment details.

Handle file problems calmly
Confirm the order details through the appropriate platform, check the file and download settings, then provide the
approved delivery solution.

Use feedback responsibly
Look for patterns rather than reacting to every single preference. If multiple buyers struggle with the same instruction,
revise it.

Version control
Label updated files clearly and tell customers what changed when an update is included in their purchase.

PUT IT INTO PRACTICE
Support response goal: __________ Most likely buyer question: __________ Update process:
__________
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15 | TRACK WHAT MATTERS
Weekly dashboard
Record product-page visits, orders, conversion rate, gross revenue, fees, refunds, email sign-ups, and customer
questions.

Conversion rate
Conversion rate = number of purchases ÷ number of relevant visitors × 100. For example, 4 purchases from 100 visitors
equals 4%. This simple ratio is only useful when the visitor count is defined consistently.

Look for signals
Many visits but few purchases may point to unclear value, weak previews, price mismatch, or checkout friction. Few
visits may mean you need more reach or stronger distribution.

Keep records
Separate revenue from profit, store receipts, track business expenses, and review platform reports. For tax and
registration obligations, check current official Philippine guidance or consult a qualified professional.

PUT IT INTO PRACTICE
Weekly review day: __________ Visitors: ______ Orders: ______ Revenue: ■______ One thing to
improve: __________
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16 | COMMON CHALLENGES AND
PRACTICAL FIXES
“I don't know what to sell.”
List questions people ask you, tasks you know how to do, and problems you have solved. Pick the overlap between
usefulness, audience need, and your ability to create a good solution.

“My product is not perfect yet.”
Define a reasonable quality bar, test it, and release a focused version when it delivers the promised outcome. Do not
confuse endless polishing with customer value.

“Nobody is buying.”
Check whether the right people are seeing it, whether the offer is clear, and whether your preview demonstrates the
product. Ask target customers for feedback before making drastic changes.

“I have too many ideas.”
Keep an idea backlog but commit to one product for the next 30 days. Finish the test before switching.

“I feel awkward selling.”
Explain who the product helps, show what is inside, and invite interested people to learn more. Ethical selling is clear
communication, not pressure.

PUT IT INTO PRACTICE
My biggest obstacle right now: ____________________ One small action I can take this week:
____________________
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17 | LEGAL, ETHICAL AND TRUST BASICS
Respect intellectual property
Create original content or use assets under a license that allows your intended commercial use. Do not copy another
seller's text, designs, illustrations, photos, or templates.

Explain usage rights
State whether buyers may use the file personally, commercially, edit it, redistribute it, or resell it. Be specific and
consistent with any third-party licenses.

Protect customer information
Collect only what you need, explain how you use it, restrict access, and handle it responsibly. Follow applicable privacy
requirements.

Make honest claims
Do not promise guaranteed income, fake testimonials, fabricated scarcity, or results that are not supported. Disclose
important limitations and affiliate relationships when relevant.

Philippines-specific housekeeping
Depending on your circumstances, registration, invoicing, and tax obligations may apply. Rules can change and depend
on your business setup; check current official guidance or consult a qualified accountant or legal professional.

PUT IT INTO PRACTICE
Assets/licenses to verify: ____________________ Usage rights statement to include:
____________________
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18 | YOUR 30-DAY ACTION PLAN
Week 1 — Research
Choose an audience, write a problem statement, review comparable products, talk to potential customers, and select
one idea to test.

Week 2 — Create
Outline the product, build the first useful version, prepare worksheets or examples, and ask one or two people to test it.

Week 3 — Prepare to sell
Apply the brand system, quality-check the file, write the product page, prepare preview images, and test delivery.

Week 4 — Launch and learn
Publish helpful content, invite people to the offer, answer questions, track results, and choose the first improvement.

Daily minimum
Spend 20–45 focused minutes on the current week's priority if your schedule allows. Consistency is more useful than an
unrealistic plan that collapses after two days.

PUT IT INTO PRACTICE
My Day 1 action: ____________________ My Week 1 finish line: ____________________ My review
date: __________
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19 | WORKSHEETS AND READY-TO-USE
TEMPLATES
Copy these templates into your notes or design tool and adapt them to your product. Keep them simple enough that you
will actually use them.

A. Product idea worksheet

PROMPT YOUR NOTES

Target audience

Problem they want to solve

What they do now

What makes that difficult

My product idea

Outcome the buyer can expect

Evidence of demand

Smallest useful first version

How I will test the idea

B. Customer profile

QUESTION ANSWER

Who is this person?

What are they trying to achieve?

What confuses or slows them down?

What words do they use to describe the
problem?

Where do they look for help?

What would make them trust a product?
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C. Product page copy template
Title: [Clear product name and audience]

Short promise: [Describe the useful outcome in one sentence.]

This is for you if: [List the audience and situation.]

Inside the product: [List exact files, sections, pages, formats, and bonuses.]

How it works: [Explain access, download, and how to use it.]

What you need: [Software, device, printing, or other requirements.]

Important details: [Usage rights, limitations, support, and refund policy.]

Call to action: [One clear next step.]

D. Customer welcome email
Subject: Your [Product Name] is ready

Hi [Name],

Thank you for purchasing [Product Name]. You can access your files here: [approved download link].

To get started, open [first file/page] and follow [first action]. If you have trouble accessing your purchase, reply through
[support method] and I’ll help you with the next step.

Thank you for supporting PIXELARES.

Jhonleboy
PIXELARES — From Ember to Identity
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E. Five-message welcome sequence

MESSAGE PURPOSE SUGGESTED CONTENT

1. Deliver Give the promised free
resource

Welcome, link, and one action to try today.

2. Help Build trust through usefulness A practical tip related to the problem.

3. Teach Show a simple process A short example or common mistake to avoid.

4. Invite Present the next step Explain the paid product and who it helps.

5. Follow up Answer hesitation Share FAQs, clarify fit, and invite questions.

F. Weekly content planner

DAY CONTENT IDEA CALL TO ACTION

Monday — Teach

Tuesday — Show

Wednesday — Teach

Thursday — Prove

Friday — Invite

Weekend — Listen / review
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G. Launch checklist
• I can explain the target customer and the product's outcome in one sentence.

• The final file has been checked on a phone or computer.

• The cover, previews, and product page match the actual product.

• Price, fees, delivery method, usage rights, and support details are clear.

• The download or delivery flow has been tested.

• I have prepared helpful launch content and a clear call to action.

• I have a way to collect feedback and record questions.

• I have scheduled a review to decide what to improve.

H. Weekly review

METRIC / QUESTION THIS WEEK NEXT ACTION

Product page visits

Orders and conversion rate

Revenue after direct fees

Customer questions / refunds

Content that helped most

One improvement for next week
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20 | QUICK REFERENCE: A SMALL SELLER'S
SYSTEM
Your repeatable weekly routine

WHEN ACTION WHY IT HELPS

Start of week Choose one sales or product goal. Keeps effort focused.

During the week Publish helpful content and respond to questions. Builds awareness and trust.

One focused block Improve one part of the product or buying
experience.

Creates steady quality gains.

End of week Review visits, sales, feedback, and costs. Turns activity into learning.

Monthly Review product fit, pricing, licenses, and platform
terms.

Keeps the business responsible and current.

Simple decision filter
• Does this help the specific customer I chose?

• Does it improve the product, trust, delivery, or discovery?

• Can I test it in a small, affordable way?

• Will I know what changed after I test it?

• Does it respect customer privacy and other creators' rights?

If the answer is mostly no, save the idea for later and return to your current priority.
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21 | FINAL COMMITMENT
You do not need to know every answer before you begin. You need a clear customer, a useful promise, a manageable
first version, and a willingness to learn from the real response.

My PIXELARES commitment
The customer I want to help is: ______________________________________________

The problem I want to solve is: _______________________________________________

The first product I will finish is: ______________________________________________

The date I will test or publish it is: ____________________________________________

The first person or group I will ask for feedback is: ______________________________

The one thing I will measure is: _______________________________________________

IDEA. CREATE. MARKET. SELL.
GROW.

PIXELARES — From Ember to Identity

Created for practical action by Jhonleboy Millares

A final reminder
Build something genuinely helpful. Explain it honestly. Make it easy to use. Listen to customers.
Improve what matters. Small, consistent actions can turn a creative idea into a more professional and
sustainable offer.



