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DAY 1: WHAT PROBLEM DOES MY DIGITAL
PRODUCT SOLVE, AND WHO IS FACING THIS
PROBLEM?



DAY 2: WHO IS MY IDEAL CUSTOMER., AND
WHAT ARE THEIR KEY CHARACTERISTICS?



DAY 3: WHAT ARE THE STRENGTHS AND
WEAKNESSES OF MY TOP THREE
COMPETITORS?



DAY 4: WHAT ARE MY SPECIFIC,
MEASURABLE GOALS FOR THE FIRST YEAR
OF MY DIGITAL PRODUCT BUSINESS?



DAY 5: WHAT ARE THE CORE FEATURES OF
MY DIGITAL PRODUCT, AND WHY ARE THEY
ESSENTIAL?



DAY 6: WHICH PRICING MODEL ALIGNS
BEST WITH MY PRODUCT AND TARGET
MARKET, AND WHY?



DAY 7: WHAT ARE FIVE ADJECTIVES THAT
DESCRIBE THE BRAND I WANT TO BUILD,
AND WHY DO THEY FIT?



DAY 8: WHAT LEGAL REQUIREMENTS DO I
NEED TO FULFILL TO PROTECT MY
BUSINESS AND OPERATE LEGALLY?



DAY 9: WHAT IS THE PRIMARY ACTION 1
WANT VISITORS TO TAKE ON MY WEBSITE?



DAY 120:WHAT KIND OF CONTENT (E.G.,
BLOGS, TUTORIALS, GUIDES) WILL MOST
EFFECTIVELY SHOWCASE MY PRODUCT'S?



DAY 112: HOW CAN I SEGMENT MY EMAIL
LIST TO DELIVER MORE PERSONALIZED
AND EFFECTIVE MESSAGES?



DAY 12: WHAT IS THE MINIMUM VIABLE

PRODUCT (MVP) VERSION OF MY PRODUCT

THAT PROVIDES VALUE AND IS FEASIBLE
TO DEVELOP WITHIN MY TIMEFRAME?



DAY 13: WHAT FEEDBACK MECHANISMS
WILL I PUT IN PLACE TO ENSURE MY
PRODUCT DEVELOPMENT IS ON THE RIGHT
TRACK?



DAY 14: HOW WILL MY CHOSEN PAYMENT
GATEWAY ENHANCE THE CUSTOMER
EXPERIENCE AND SUPPORT MY BUSINESS
OPERATIONS?



DAY 15: WHICH SOCIAL MEDIA PLATFORMS
ARE MOST FREQUENTED BY MY TARGET
AUDIENCE, AND WHAT CONTENT STRATEGY
WILL ENGAGE THEM?



DAY 16: HOW CAN I MEASURE THE SUCCESS
OF MY MARKETING EFFORTS, AND WHAT
ARE MY KEY PERFORMANCE INDICATORS?



DAY 197: WHAT ARE THE NON-NEGOTIABLE
FEATURES MY PRODUCT MUST HAVE AT
LAUNCH?



DAY 18: HOW WILL I COLLECT AND
IMPLEMENT FEEDBACK DURING THE BETA
TESTING PHASE?



DAY 19: WHAT IS THE MOST CRITICAL
PIECE OF FEEDBACK I'"VE RECEIVED, AND
HOW CAN I USE IT TO IMPROVE MY
PRODUCT?



DAY 20: WHAT MESSAGE DO I WANT MY
LAUNCH MARKETING MATERIALS TO
CONVEY TO MY TARGET AUDIENCE?



DAY 21: WHAT ARE THE FINAL CHECKS 1
NEED TO PERFORM TO ENSURE I'M READY
FOR LAUNCH?



DAY 22: WHAT ARE THE SPECIFIC
OBJECTIVES OF MY SOFT LAUNCH, AND
HOW WILL I MEASURE ITS SUCCESS?



DAY 23: BASED ON THE SOFT LAUNCH
FEEDBACK, WHAT ARE THE IMMEDIATE
AREAS FOR IMPROVEMENT?



DAY 24: HOW CAN I LEVERAGE URGENCY
OR EXCLUSIVITY IN MY FINAL MARKETING
PUSH BEFORE THE OFFICIAL LAUNCH?



DAY 25: WHAT IS MY PLAN FOR LAUNCH
DAY TO ENSURE I CAN EFFECTIVELY
MANAGE OPERATIONS, MARKETING, AND
CUSTOMER SERVICE?



DAY 26: HOW WILL I CELEBRATE THE
LAUNCH, AND HOW WILL I STAY
CONNECTED WITH MY TEAM AND

CUSTOMERS ON THIS DAY?



DAY 27-29: WHAT ARE THE MOST
IMPORTANT METRICS I NEED TO MONITOR
POST-LAUNCH, AND HOW CAN THEY
INFORM MY NEXT STEPS?



DAY 30: REFLECTING ON THE PAST 3o0
DAYS, WHAT WERE MY BIGGEST WINS AND
LEARNING MOMENTS, AND HOW WILL THEY
SHAPE MY PLANS FOR THE NEXT MONTH?



