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Welcome & 7-Day Framework Overview

Who This Guide Is For

This guide is for anyone who wants to create and sell a digital product but has never done it

before. No audience, no website, no design experience required.

What you do need is a skill, process, or area of knowledge that others would find useful — and

the willingness to follow a defined plan for the next seven days.

Most people stall before they ever start. Not because the work is too hard, but because they

have no framework — nothing telling them what to do, in what order, and when they are done.

That is exactly what this guide provides. By the end of Day 7, you will have a finished product

on a platform, ready for purchase.

What a Digital Asset Is (and What It Is Not)

A digital asset, in the context of this guide, is an information-based product — something you

create once and deliver to buyers digitally. A PDF guide, a written system, a how-to workbook.

These all qualify.

What it is not: a passive income machine or a substitute for real effort. A digital asset is a

product. It requires work to create and effort to sell. This guide covers the creation side in full.

Information products work as a starting point because the production cost is low and the

content — your knowledge — already exists. You are not manufacturing anything. You are

organizing and packaging what you already know.
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The 7-Day Framework at a Glance

The seven days follow a clear sequence: decide, build, enhance, assemble, and launch. Each

day has a primary focus, and each day's output feeds directly into the next. Nothing happens

in isolation.

Day-by-Day Breakdown

Day 1� Confirm your product idea and build a complete product skeleton.

Day 2� Write the first half of your core product.

Day 3� Complete the second half and review the full draft.

Day 4� Format the core product and write the quick-win bonus.

Day 5� Build the resource pack and assemble the full bundle.

Day 6� Set up your platform account and create the product listing.

Day 7� Final review, test purchase, and go live.

Each day requires two to four focused hours. You are not working around the clock. You are

working with a plan.
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How to Use This Guide

Read through the entire guide once before you start. This gives you a clear picture of the full

process before you execute it.

After that first read, return to each chapter on the day it applies. Use the checklists,

frameworks, and walkthroughs as active tools — not background reading. The chapters are in

sequence for a reason. Follow the order, finish each day's work before moving forward, and

you will arrive at Day 7 with a finished product.
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Chapter 1: The Digital Asset System
Explained

What Is a Digital Asset System?

Most first-time creators treat product creation as a one-off project. They have an idea, write

something, figure out how to sell it. That works sometimes — but it is slow, inconsistent, and

nearly impossible to repeat.

A system is different. It is a defined, repeatable process that produces the same quality of

output regardless of the topic. Remove the guesswork from each stage and your role shifts

from inventing to executing. Use it once, and you understand it. Use it twice, and you are

faster. Use it five times, and it becomes second nature.

The Digital Asset System has three phases. Same order, every time.

The Three Phases of the System

Phase 1: Extraction — Identifying What You Already
Know

Most people underestimate how much usable knowledge they carry. Skills built over years of

work, processes discovered through trial and error, frameworks developed to solve real

problems — all of this is raw material for a digital product.
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Phase 2: Structuring — Packaging Knowledge Into a
Product

Raw knowledge is not a product. A product has a beginning, a middle, and an end — a logical

sequence that takes the reader from where they start to where they want to be.

Structuring means organizing your extracted knowledge into a product skeleton: deciding

what the reader needs first, what comes next, and where the product ends. You are building a

map before the journey begins. This phase eliminates the most common cause of an

unfinished product — sitting down to write without knowing what comes next.

Phase 3: Deployment — Setting Up Delivery and Access

A finished product on your hard drive has no value to anyone. Deployment moves the product

from your workspace to a platform where buyers can find it, purchase it, and receive it

automatically. Chapter 9 covers this step in full. It is a defined process with specific steps —

nothing a beginner cannot handle.

Example: A freelance bookkeeper who has spent three years onboarding small business

clients does not need to invent a product. Their onboarding checklist, their common client

mistakes list, their first-month workflow — that is the extraction inventory. The knowledge

already exists.

Extraction means pulling that knowledge into visible form. It is not creative writing. It is

inventory. You identify what you know, what would be useful to someone who does not know it

yet, and what can be organized into a structured product. At this stage, nothing is written. You

are making a list.
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Why Systems Outperform One-Off Efforts

When you build without a system, every decision is a new one. What should this cover? How

long should it be? How should it be organized? These questions feel small, but they

compound. Decision fatigue kills momentum.

When you build with a system, the structure answers most of those questions before you start.

Your role shifts from figuring things out to executing a known plan. The first product takes the

longest. The second is faster. The third, faster still. The system does not just make one

product possible — it makes a catalog possible.

Visual Diagram 1: The Digital Asset System
Flow

One system. Repeatable for every product you create.
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Visual Diagram 2: One-Off Creation vs.
System Creation
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Chapter 2: The 3-Stack Product Structure

What the 3-Stack Structure Is

Every product you build in this system follows the same architecture: a Core Product, a Quick-

Win Bonus, and a Resource Pack. Each component has a job. Together, they create an offer

that feels complete — one that delivers more value than a standalone PDF at the same price.

And no — building three components does not mean tripling your work. The core product

carries the weight. The bonus and resource pack are short, focused, and designed to be built

efficiently once the core product exists.

Component 1: The Core Product

What Belongs in the Core Product

The core product is your primary deliverable — the main guide, system, or instruction that

fulfills the product's central promise. For a beginner-level product, that is typically twenty to

fifty pages.

The goal is to take a reader from their starting point to a specific, concrete outcome. Every

section should move that process forward. What belongs: anything that directly teaches the

reader how to achieve the promised result. What does not belong: background theory that

does not affect the outcome, tangential topics, and repeated explanations. Write once, write

clearly, move forward.
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Component 2: The Quick-Win Bonus

The Purpose of a Quick-Win Bonus

A quick-win bonus is a short, focused companion to the core product. Its job is to deliver one

fast, visible result — something the buyer can complete in under an hour that proves the

product is working.

Most buyers experience a gap between reading instruction and seeing results. The core

product gives them the full system. The bonus bridges that gap with one clear, fast action they

can take today. A buyer who gets an early result trusts the rest of the product more.

Example: If your core product teaches a 7-day freelance client acquisition system, your quick-

win bonus might be "The 15�Minute Cold Pitch Template" — one email the buyer sends before

they even reach Chapter 2. That is a result. That is the gap being closed.

What Makes a Bonus a True Quick-Win

Three criteria: it connects directly to the core product's subject matter, it delivers a visible

result in under an hour, and it does not duplicate content from the core product. If a buyer can

read it and complete the described action within an hour, it qualifies. If it takes longer, it is a

second product, not a bonus.

Core Product Quality Standard

A core product is complete when every section delivers on its heading's promise, the reader

can follow the instruction without filling in gaps, and the content flows logically from start to

finish.

It does not need to be perfect. A thorough, honest, clearly written guide meets the standard at

this level. Your reader is a beginner. They are comparing your guide to having no organized

guidance at all — not to an academic paper.
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Component 3: The Resource Pack

What Belongs in a Resource Pack

The resource pack is a set of practical tools — checklists, templates, worksheets, or reference

guides — that help buyers implement the core product's instruction without starting from

scratch.

The core product tells the reader what to do and how. The resource pack gives them the tools

to do it faster. A checklist to run through. A template to fill in. A reference sheet to keep open.

The resource pack does not add new instruction. It removes friction from implementation.

Resource Pack Formats That Work for Beginners

The most practical formats require no design experience and can be built in a standard word

processor. A step-by-step checklist converts a process from the core product into a checkbox

list the reader runs during execution. A reference template provides a pre-structured

document to fill in rather than build from scratch. A fill-in worksheet guides the reader through

a decision or planning process with labeled prompts, producing a completed piece of work at

the end of a single session.
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Visual Diagram 3: The 3-Stack Structure
Overview

How the 3-Stack Creates Perceived Value

A buyer looking at a single PDF sees a document. A buyer looking at a named core guide, a

titled bonus, and a labeled resource pack sees a complete system.

The volume may be identical. But three named, purposeful components communicate

intentional design — that the creator thought about the buyer's full experience. That

perception affects the purchase decision before a single page is read.
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Chapter 3: Generic vs. Speci�c Products —
What Converts Better

The Core Conversion Problem With Generic
Products

Every buyer landing on a product page asks one question before reading a single word: is this

for me? If the answer is not immediately obvious, they are gone.

Generic products fail at that moment — broad titles, vague subject matter, undefined

audiences all force the buyer to do interpretive work. Most will not bother. Specificity

eliminates the problem by making the audience and outcome obvious before the buyer reads

past the headline.

De�ning Generic vs. Speci�c in Practical
Terms

What Makes a Product Generic

A generic product has one or more of these characteristics: the title could apply to almost

anyone; the promised outcome is vague or abstract; there is no defined audience; the topic is

broad enough that the reader cannot tell whether the instruction applies to their situation.

"A Guide to Making Money Online" is generic. Anyone could theoretically buy it. Nobody in

particular feels like it was made for them. When the audience is undefined, the content tries to

serve everyone and ends up serving no one well.
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"The 7�Day First Product Launch Blueprint: A Beginner System to Build, Launch & Sell Your

First Digital Product Without Experience" is specific. It names the audience (beginners), the

outcome (first product), and the mechanism (a 7-day system). The right reader reads that and

thinks: this is for me. Specificity does not shrink your market — it filters out buyers who were

never going to find value in the product anyway.

Side-by-Side Comparison: Generic vs. Speci�c
Product Titles

What Makes a Product Speci�c

A specific product names its audience, names its outcome, and often names a time frame or

mechanism. The reader knows in seconds whether it is relevant.

In each case, the specific version has a clear audience, a clear outcome, and either a defined

time frame or a named mechanism. The generic version has none of those things.

The Speci�city Test

Before committing to a product idea, answer three questions.
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Question 3� Does the title communicate both the audience and the outcome in the first

sentence? If a buyer must read three paragraphs to understand what the product is for, it is

not specific enough.

Quick test: show your product title to someone unfamiliar with your topic. Ask them who it is

for. If they cannot answer in one sentence, refine until they can.

If your idea passes all three questions, it is ready. If it fails one or more, refine there first.

When Speci�city Goes Too Far

There is a point where a product becomes too narrow. "A Productivity System for Left-Handed

Freelance Graphic Designers Who Work Before 6 AM" is specific, but the audience is too small

to sustain sales.

The target is an audience that is clearly defined but large enough to matter. A practical test:

can you easily picture ten different people in the exact situation your product addresses? If

yes, the audience is probably large enough. If you struggle to picture more than two or three, it

is too narrow.

Question 2� Can you state the specific outcome the buyer will have after completing the

product? It should be concrete and observable. "They will have a finished product skeleton

ready to write" is concrete. "They will feel more confident" is not.

Question 1� Can you name the specific type of person who would buy this? Not a demographic

— a situation. "A freelancer six months in with no consistent client pipeline" is a situation.

"People who want more money" is not.
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Chapter 4: Choosing Your First Product Idea

Why Most Beginners Get Stuck at the Idea Stage

You have knowledge. You have options. You sit down to pick one — and nothing moves. This

is not a creativity problem. It is a decision problem, and it has two specific causes.

The first is chasing originality. Your idea does not need to be new to be worth building.

Execution and specificity matter more than novelty. The second is waiting for certainty. That

certainty does not come before you build — it comes after. The framework in this chapter

replaces both traps with a structured four-question evaluation that gets you to a committed

idea in one sitting.

The 4-Question Decision Framework

Work through these four questions in order. By the time you finish, you will have either

confirmed your idea or identified exactly what needs to change.

Question 1: Do I Have Direct Experience With This Topic?

Direct experience means you have personally done, practiced, or navigated what your product

teaches — not just read about it.

First-hand experience produces more specific, more credible, and more efficiently written

content than research-only products. When you have done something yourself, you know

where the confusion happens, what the common mistakes are, and what actually works. That

is precisely what a beginner needs from you.
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Question 2: Can I Name a Speci�c Person Who Would
Buy This?

This is not about market research. It is about whether your idea has a clear buyer — someone

whose situation, problem, and desired outcome you can describe in concrete terms.

Test it: describe your target buyer out loud in two or three sentences. Give them a situation, a

problem, and a goal. If you can do that without vague language, your idea has a defined

audience. If it sounds like "anyone who wants to improve their life," it does not. The ability to

describe a specific buyer means you know who you are writing for — and that makes every

writing decision easier.

Example: Someone who spent six months learning to get their first freelance copywriting client

knows more than enough to write a guide for people at month one. They do not need ten years

of experience — just enough to map the path clearly.

Question 3: Can I Deliver the Core Promise in Under 50
Pages?

Scope is where most first products fail. Not from lack of ideas, but because the concept is too

large to complete on a first attempt.

A broad product that covers everything about a topic will feel unfinished indefinitely. A product

that covers one specific process or outcome — completely — can be written in a week. If your

idea needs more than fifty pages to address properly, narrow it. Find the most important part

of the larger topic and make that the product. The rest becomes future products.

You do not need to be an expert. You need to be genuinely ahead of your target buyer. If

someone three months behind you would benefit from what you know, that is enough.
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Question 4: Does This Idea Pass the Speci�city Test?

Apply the three-part specificity test from Chapter 3. Can you name the specific buyer? State

the specific outcome? Does the title communicate both in the first sentence? If yes, the idea is

ready. If not, adjust scope or audience definition until it passes.

Visual Diagram 4: The Idea Decision Tree
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Narrowing From Multiple Ideas to One

If you have more than one viable idea, do not try to run them in parallel. Split focus produces

two slow, mediocre drafts instead of one finished product.

To choose between two viable ideas, ask which one you can complete fastest. That is the one

with the clearest direct experience, the most defined audience, and the tightest scope. Build

that one first. The second idea will still be there when you finish.

Idea Validation Without an Audience

You do not need an existing audience to gauge demand. You need observable signals.

Look for competing products on the platforms you plan to sell on. If similar products exist and

have reviews, buyers are actively looking for this type of content. Absence of competition is

not an opportunity — it usually signals no demand.

Look at public forums and Q&A sites related to your topic. If people regularly ask questions

your product would answer, that is proxy demand — buyers searching for a solution that has

not yet been packaged for them. A topic with competing products and active public questions

is a reasonable starting point for a first product.
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Chapter 5: Building Your Core Product in 48
Hours

Why 48 Hours Works

Give yourself a week to write something and it will take a week — or longer. Give yourself 48

hours and you will make decisions faster, write with more focus, and actually finish.

This is not about cutting corners. It is about using a deadline to eliminate the procrastination

that kills most first products. The 5 steps in this chapter each have a defined output. When you

have that output, the step is done. No second-guessing, no perpetual revision loops.

Step 1: Build the Skeleton Before Writing
Anything
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A product skeleton is your complete chapter and section outline with one sentence under each

section describing exactly what it will teach. It is not a table of contents. A table of contents is

a list of headings. A skeleton is a writing brief — a document that tells you, before a single

word of content is written, what every section needs to say.

When the skeleton is complete, writing becomes execution rather than invention. Every hour

spent here saves two in the writing phase, because every structural decision is already made.

What a Product Skeleton Is
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How to Build a Skeleton in Under Two Hours

Start with your chapters. A twenty-to-fifty page guide has five to twelve of them. Each chapter

covers one stage, concept, or phase of the process you are teaching. Write all chapter names

first.

Then list sections within each chapter — two to five per chapter. Each section name should

describe exactly what it covers. Vague names like "Additional Considerations" mean you have

not yet decided what the section is actually about. Be specific.

Under each section name, complete this sentence: "In this section, the reader will learn..."

That becomes your writing brief. When you sit down to write that section, the brief tells you

what to cover. Write until you have covered it. Stop when you have. Do not start writing

content until every section has a brief.

Example: Instead of a section named "Platform Options," a skeleton entry reads: "In this

section, the reader will learn the difference between WarriorPlus and Gumroad and which to

choose based on their launch plan." Now writing that section takes twenty minutes instead of

two hours.

Step 2: Write to the Skeleton, Not Away From
It

The Section-by-Section Writing Method

Once the skeleton is complete, treat each section as an independent writing assignment. You

are not writing a document from page one to the end — you are completing a series of short,

focused tasks.
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Work in order, but do not get locked in. If you stall on a section, mark it and move to the next.

Returning to a stuck section after completing two or three others is much easier than staring at

it.

Managing Depth Across Sections

Write each section as long as it needs to be to deliver the brief — no longer. Three paragraphs

if that is sufficient. Seven if required. Do not pad to hit a page count. Readers notice filler, and

filler erodes trust in everything around it. If you are repeating a point you already made or

drifting off the section's brief, stop and move forward.

Step 3: Format After Writing, Not During

Open the skeleton. Pick a section. Read the brief. Write everything that brief requires. Close

that section. Move to the next. This method eliminates the two biggest obstacles to writing

progress: not knowing what to write, and feeling overwhelmed by the full scope. You never

face a blank page without direction. You have a brief. You write to it.

Basic Formatting Standards
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Once a chapter is drafted, run one formatting pass. Use consistent heading levels: H1 for

chapter titles, H2 for main sections, H3 for subsections. Keep paragraph spacing uniform. Use

numbered lists for sequential steps, bullet points for non-sequential items. Twelve-point

Georgia, Calibri, or Arial at 1.15 to 1.5 line spacing with one-inch margins on all sides.

What to Skip

Decorative borders, background colors, watermarks, gradient sidebars — none of these

improve the content. They add production time without adding reader value. Stock photos

belong only where they illustrate something the text cannot explain as clearly. One formatting

pass per chapter. When it is done, the chapter is done.

Format after writing — never during. Mixing the two tasks breaks momentum and produces

inconsistent results.

Step 4: Write the Introduction and
Conclusion Last

What the Introduction Must Do

The introduction has four jobs: establish relevance so the reader recognizes their situation in

the first paragraph; build confidence that the guide has a clear path to a real result; preview

the structure so the reader knows what is coming; and set accurate expectations for what the

guide will and will not deliver. Cover all four in under two pages, then begin the content.

What the Conclusion Must Do

The conclusion does not summarize every chapter — the reader just finished reading it. It

acknowledges that the reader has completed something real, reinforces the most important

takeaway, and connects clearly to what comes next. One page. End with a direct statement

about the reader's next step.
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The Completeness Review

When the full draft is written and formatted, review it for gaps — not perfect writing. Check

each of the following: Does every chapter begin and end clearly? Does each section deliver

what its heading promises? Is there any point where a reader lacks enough information to take

the next step? Are all numbered processes complete with no missing steps? Does the

introduction match the actual content?

Fix every failing item. Leave everything else.

Step 5: Review for Completeness, Not
Perfection

When the Core Product Is Done

The core product is done when every section delivers its brief, the structure flows without

gaps, formatting is consistent, and the completeness review passes clean. Not when it is

perfect. Waiting for perfection on a first product under a deadline means never shipping.

Complete is the standard.
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Chapter 6: Creating Your Quick-Win Bonus in
24 Hours

Why the Bonus Matters

Buyers do not always read a product the day they buy it. Life gets in the way. When they finally

open it, the first few minutes set the tone for everything that follows — including whether they

ever finish it.

The quick-win bonus owns that first impression. It is short, focused, and built to produce one

visible result within the hour. When a buyer completes it and sees something real, confidence

in the rest of the product follows naturally.

Step 1: Select the Right Topic

Quick-Win Selection Criteria

The right topic passes three criteria. First, it must connect directly to the core product's

subject matter — the buyer should be able to finish the bonus and move straight into the main

guide without the transition feeling jarring. Second, it must deliver a visible result in under an

hour. One hour is the ceiling; thirty minutes is better. Third, it must not repeat content from the

core product. The bonus extends the experience, it does not restate it.
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Four formats consistently work well at this level. A one-page action guide walks through one

specific process from the core product — condensed, direct, immediately actionable. A five-

step starter checklist breaks the first action in the system into checkbox steps the buyer can

run before opening the main guide. A fill-in framework provides labeled fields the buyer

completes in a single session, ending with a finished piece of work. A decision shortcut helps

the buyer make one key choice quickly — presented as a short question-and-answer

structure. Choose the format that best fits what a buyer would naturally do first.

Example: A core product about launching a Gumroad shop might pair with a quick-win bonus

called "Your First Product Page in 20 Minutes" — a fill-in template for the product title,

description, and pricing that the buyer completes before they have read past Chapter 3. Useful

immediately, done fast, directly tied to the core product.

Step 2: Write It to a De�ned Length

Target Length and Structure

A quick-win bonus should run five to fifteen pages. Shorter than five and it may not feel

substantial. Longer than fifteen and it starts to become a second product.

Formats That Work
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Step 4: Final Review

Before finalizing, run four checks: Can a buyer realistically complete this in the stated time? Is

every element directly tied to the core product's topic? Does it produce a concrete, visible

output? Does the title match what the content delivers? Four yeses means the bonus is done.

Structure it simply: a brief introduction (half a page maximum) that tells the reader what they

are about to do and how long it will take; the core content in the most direct, actionable format

possible; a single closing line pointing back to the main guide. Write it in one sitting. Two to

three focused hours, start to finish.

Step 3: Title It for Immediate Clarity

The Bonus Title Formula

Formula: �Specific Result] + �Defined Time Frame] + �Optional: Audience or Context].

"The 30�Minute Product Skeleton Builder" is clear. It names the result, the time frame, and

implies the audience. "Bonus Material" is not a title — it communicates nothing. Every word

should carry meaning. If removing a word does not change what the title communicates,

remove it.
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Chapter 7: Designing Your Resource Pack in
24 Hours

Why the Resource Pack Completes the Offer

Understanding something and being able to act on it are different skills. A buyer can finish a

well-written guide and still freeze when it is time to implement — not because the instruction

was unclear, but because implementation requires building things the guide did not hand

them.

The resource pack closes that gap. Pre-built checklists, templates, and worksheets mean the

buyer's energy goes into using the tools, not constructing them from scratch. It adds no new

teaching. It removes the friction between understanding and doing.

Step 1: Identify the Implementation Gaps

How to Audit Your Core Product

Read through the core product with one question in mind: at what points would a buyer need

to create something from scratch in order to follow the instruction?

Mark every instance. You are looking for phrases like "now create your list of..." or "build a

simple tracker for..." or "write out your plan for..." — any instruction requiring the reader to

produce a document, list, or tool you have described but not provided. Each marked point is a

candidate for a resource pack item. Not all will become one — only those where a pre-built

tool meaningfully reduces the buyer's workload.
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Step 2: Select the Right Items

Three Practical Formats for Beginners

The three formats that work best require no design software and can be built in any word

processor.

A step-by-step checklist converts a multi-stage process from the core product into a

numbered checkbox list the buyer runs during execution — eliminating the need to re-read the

guide each time. A reference template is a pre-structured document with labeled sections the

buyer fills in, giving them a starting framework rather than a blank page. A fill-in worksheet

guides the buyer through a specific planning or decision process with labeled prompts,

producing a completed piece of work at the end of a single session.

How Many Items to Include

Two to five items is the right range. Two genuinely useful tools outperform five redundant

ones. Every item should earn its place — if you cannot articulate clearly why a buyer needs it

at a specific point in the process, cut it. The resource pack should feel like a toolkit, not a

collection of extras.

Example: A guide on setting up a WarriorPlus product listing that says "write a short

description for your product" is a gap. A fill-in description template that asks "What does your

product help the buyer do? In how many days? Starting from where?" turns that gap into a

resource item the buyer completes in ten minutes.
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A checklist with a brief note under each step explaining what to check for is more useful than

one with steps and no context. A template with labeled sections but no guidance on content

puts the work back on the buyer. Build each item to the standard of a tool you would

personally use.

Step 4: Name and Package the Resource
Pack

Naming the Resource Pack

Use plain, descriptive language. "The �Product Name] Toolkit" or "The Implementation Toolkit

for �Topic�" are both clear and functional. The name should communicate one thing: these are

practical tools for getting work done.

Packaging as a Single Deliverable

Compile all items into one document, ordered as a buyer would use them — which is the order

they appear in the core product. Add a brief introductory paragraph at the start explaining

what is inside and how to use it. Export as PDF. Name the file clearly — for example, "7�Day

Digital Asset System — Resource Toolkit.pdf." The buyer sees the file name when they

download it. Keep it professional.

What a Finished Resource Item Looks Like

Step 3: Build Each Item to a Completion
Standard

Every item needs a clear title describing what it is and what it is for. It needs labeled fields,

steps, or sections so the buyer can use it without a separate instruction manual. Where a

section's purpose is not obvious, add a one-sentence note explaining what goes there and

why.
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Chapter 8: Bundling Strategy for Maximum
Perceived Value

What Bundling Does

Two offers with identical content can feel completely different based on how they are

presented. A single unnamed PDF reads as a document. A named core guide, a titled bonus,

and a labeled resource pack read as a system.

The buyer's perception forms before they open anything. Three named, purposeful

components signal a well-designed, complete offer — and that signal matters at the moment

of purchase, before a single word of content is read.

Step 1: Name Each Component

The Naming Formula

Each component name should follow this structure: type of component + subject + specific

benefit.

Core product example: "The 7�Day First Product Launch Blueprint: A Beginner System to Build,

Launch & Sell Your First Digital Product Without Experience." Quick-win bonus example: "The

30�Minute Product Skeleton Builder." Resource pack example: "The Digital Asset

Implementation Toolkit." Apply this to your own components. When you have all three names,

read them together. They should feel like parts of one cohesive offer.
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Example of what not to do: "Main Guide," "Bonus," and "Extra Materials." These names

communicate nothing and make the offer look unfinished. A buyer comparing two similar

products will choose the one that looks like more — and naming is a large part of that

impression.

Step 2: Write the Bundle Description

Four Things It Must Communicate

The bundle description lives on your product listing page. It is the buyer's first substantive

contact with the offer before purchasing. It must cover four things: what the core product

delivers; what the quick-win bonus adds; what the resource pack enables; and the combined

outcome — what the buyer will have and be able to do after engaging with all three.

Each point can be handled in two to three sentences. The description does not need to be

long. It needs to be clear.

Length and Format

Two to four short paragraphs is appropriate for both WarriorPlus and Gumroad. Plain text,

short sentences, clear language — no jargon, no income claims, no superlatives. Lead with the

buyer's outcome. Follow with the three components. Close with a direct statement of who this

is for.

Step 3: Sequence the Components

The Recommended Consumption Order

Give buyers clear guidance on how to engage with what they have purchased. The

recommended sequence: quick-win bonus first, core product second, resource pack

throughout.
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Starting with the bonus delivers an early win before the buyer enters the main guide. Moving

to the core product second provides full instruction in sequence. Using the resource pack

throughout means each tool is applied at the point in the core product where it is relevant.

State this sequence in a brief "How to Use This Bundle" note — one paragraph at the start of

the product delivery.

Step 4: Finalize File Names

File Naming Conventions

Use a consistent format across all three files: �Product Short Title] — �Component Name].pdf.

For example: "7�Day Digital Asset System — Main Guide.pdf," "7�Day Digital Asset System —

Quick-Win Bonus.pdf," and "7�Day Digital Asset System — Resource Toolkit.pdf." The buyer

sees these names in their downloads folder. Consistent, readable names communicate

professionalism before the files are opened.
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Chapter 9: Platform Setup Basics —
WarriorPlus + Gumroad

Choosing the Right Platform

WarriorPlus and Gumroad both work for a first digital product. The right choice depends on

how you plan to get buyers — not on which platform looks more impressive.

WarriorPlus has a built-in marketplace and affiliate network. Other sellers can apply to

promote your product for a commission, and buyers already browse the platform looking for

information products. It is best suited for products targeting an audience familiar with

purchasing online guides and courses.
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Section A: Setting Up on WarriorPlus

What WarriorPlus Is and How It Works

WarriorPlus is an affiliate marketplace and payment processor used primarily for digital

information products. Sellers list products and enable affiliates to promote them for a

commission. The platform handles payment processing and affiliate tracking automatically.

As a new seller, your three tasks are: create a product listing, connect a payment processor,

and configure automatic delivery. WarriorPlus does not host your product files — it processes

the transaction and then redirects the buyer to a delivery page you control.

Step 1: Create Your Seller Account

Go to warriorplus.com and sign up with your name, email, and password. After confirming

your email, navigate to account settings. Complete your profile and set your time zone. Locate

the payment settings section and connect PayPal or Stripe. You must connect a payment

processor before creating a product — the product creation flow requires it.

If you do not yet have a PayPal Business account or Stripe account, create one first. Both are

free to open.

Gumroad is a direct-sale platform with no internal marketplace. You drive all traffic yourself —

through social media, email, or other channels. Setup is simpler, the buyer experience is

cleaner, and it works well for general audiences who are not necessarily digital product buyers

by habit.

Use affiliates or want marketplace visibility? Choose WarriorPlus. Driving your own traffic to a

general audience? Choose Gumroad. A first product does not need both. Pick one and launch.
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Step 3: Con�gure Payment and Delivery

Confirm your payment processor is selected and your product price is correct. WarriorPlus

charges a per-transaction fee — check the current rate in your account settings before

finalizing the price.

Enter your delivery page URL. Test it: open it in a browser and confirm all three product files

download correctly. If you plan to use affiliates, set the commission percentage now. If not,

leave it at zero until you are ready.

Step 4: Write the Product Listing

WarriorPlus listings include a product name, a short description, and a sales page URL. The

sales page is an external page buyers visit before purchasing — it is not hosted within

WarriorPlus.

For a first product, your sales page can be a simple page hosted anywhere, or you can use

Gumroad to host the product page and link to it from WarriorPlus. Enter the URL in the sales

page field. In the short description field, write two to three clear sentences summarizing the

product and its primary outcome. Keep it direct.

Step 2: Create a Product

From your dashboard, go to Products and select the option to create a new product. Enter the

product name exactly as finalized in Chapter 8. Set the price. Select digital product or

download as the product type.

In the delivery method field, enter the URL of your delivery page — the page where buyers

access their files after purchase. This can be a simple page hosted on Google Sites, Carrd, or

any basic web host. It does not need to be a full website. One page with download links for

your three files is all you need.
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Step 1: Create Your Account

Go to gumroad.com and sign up with an email and password. After confirming your email,

complete the profile setup. Set your display name and connect a bank account or payment

method for payouts. Gumroad pays on a schedule you configure in account settings — review

the options and choose what fits your situation.

Step 2: Create a Product

From your dashboard, select create new product and choose the digital product type. Enter

the product name from Chapter 8 and set the price. Use a fixed price for a first product — the

pay-what-you-want option adds complexity you do not need yet.

In the product content section, upload all three files: the core guide, the quick-win bonus, and

the resource toolkit. Gumroad delivers them automatically after purchase. Watch for the

upload confirmation on each file before proceeding.

Step 5: Review and Activate

Before activating, confirm: the product name matches the finalized title; the price is correct;

the delivery URL works and all three files download; the short description contains no income

claims; the payment processor is connected. When everything checks out, set the status to

active. The listing is now live.

Section B: Setting Up on Gumroad

What Gumroad Is and How It Works

Gumroad is a direct-sale platform for digital products. There is no marketplace — buyers arrive

via a direct link you share. Gumroad handles payment processing, file delivery, and buyer

receipts automatically. You upload your files, write your product page, and publish. Everything

after the buyer clicks purchase is handled by the platform.
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Step 5: Test and Publish

Before publishing, preview the page as a buyer would see it. Confirm the title, price, and

description are correct. Confirm all three files appear in the content section. Complete a test

purchase, verify the buyer email arrives with working download links, and confirm all three

files download successfully.

When the test passes, publish. Your Gumroad listing is live.

Step 3: Con�gure Delivery and Checkout

Gumroad handles delivery automatically once files are attached. After purchase, the buyer

receives an email with download links for all attached files.

In checkout settings, find the post-purchase confirmation message and customize it to include

the consumption sequence from Chapter 8: quick-win bonus first, then the main guide, with

the resource toolkit used throughout. Two to three sentences is sufficient.

Step 4: Write the Product Page

Your Gumroad product page is the listing and the sales page combined. In the description

field, write the bundle description from Chapter 8 — all four elements: what the core product

delivers, what the quick-win bonus adds, what the resource pack enables, and the combined

outcome.

Keep it focused. The most important information — what the product is, who it is for, and what

the buyer gains from it — belongs in the first two paragraphs. Buyers scan quickly. Do not

make them work to find the point.
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Chapter 10: The 7-Day Execution Roadmap

How to Use This Roadmap

Everything in the previous chapters comes down to this: a daily task list you execute in

sequence. No more deciding what to work on. No more figuring out the next step. The

roadmap does that for you.

Each day has a primary goal and a defined set of tasks. Finish those tasks, the day is done. Do

not skip ahead — the steps are dependent. If a day runs long, extend it. A skipped task does

not disappear; it becomes a problem the next morning.

Day-by-Day Action Plan

Day 1: Idea Con�rmation and Product Skeleton

Primary goal: finish the day with a confirmed product idea and a complete skeleton.

Apply the 4�Question Decision Framework from Chapter 4 to your idea. If it passes, move

forward. If not, adjust scope or audience definition until it does. Do not start the skeleton until

the idea is confirmed.
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Day 2: Core Product — First Half

End of Day 1 deliverable: confirmed idea and complete skeleton.

Primary goal: complete approximately the first half of the core product.

Open the skeleton and begin at Chapter 1. Write section by section using the method from

Chapter 5, Step 2. Do not format while writing. Do not rewrite completed sections. Write

forward.

End of Day 2 deliverable: first half of the guide in draft form.

Day 3: Core Product — Second Half and Review

Primary goal: finish the draft and run the completeness review.

Continue from where Day 2 ended. Write through to the conclusion. Write the introduction last

— it is easier to write after the content exists. Then run the completeness review from Chapter

5, Step 5. Fix every gap. Do not spend time perfecting prose.

End of Day 3 deliverable: complete, reviewed draft.

Day 4: Formatting and Quick-Win Bonus

Then build the full product skeleton using the method in Chapter 5, Step 1. Write every chapter

and section header. Complete the one-sentence brief under every section. The skeleton is not

done until every section has a brief.

Primary goal: a formatted core product and a complete quick-win bonus.

Run the formatting pass on the core product first — one consistent pass using the standards

from Chapter 5, Step 3. When done, the core product is finalized. Then write the quick-win

bonus using Chapter 6. Select the topic, write the content, title it, and run the four-check

review.
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Audit the core product for implementation gaps using Chapter 7, Step 1. Build two to five

resource items using the formats from Chapter 7, Step 2. Compile them into a single resource

pack document. Then complete bundle assembly from Chapter 8: finalize all component

names, write the bundle description, draft the consumption sequence note, and name all three

files.

End of Day 5 deliverable: three complete, named files.

Day 6: Platform Setup

Primary goal: a live product listing with verified delivery.

Work through the full platform setup for WarriorPlus or Gumroad using Chapter 9. Complete

every step in sequence. Do not skip the delivery test. The listing is not ready until a test

confirms all three files reach the buyer correctly.

End of Day 6 deliverable: live listing with confirmed delivery.

Day 7: Final Review and Activation

Primary goal: the product is live and publicly available.

Review the listing as a buyer would see it — title, description, price, file names. Complete one

final test purchase. Confirm all three files arrive in the delivery email and the consumption

sequence note is present. When everything checks out, the product is active.

Day 7 is the completion date of this process.

Day 5: Resource Pack and Bundle Assembly

End of Day 4 deliverable: finalized core product and complete bonus.

Primary goal: three complete, named product files ready for upload.
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The system is repeatable. Idea selection, skeleton, creation, assembly, platform, live. Same

steps every time. What changes is how quickly and confidently you move through them.

Getting buyers to your listing — through sharing the product link, reaching the audience you

defined in Chapter 4, and generating early reviews — is a separate effort. Your first product

may not move at volume immediately. Most first products do not. The value of completing it is

not only what it generates now. It is the process you have run once, which makes every future

product faster to build.

What Comes After Day 7

Day 7 ends the build phase. It is not the end of the work.
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Educational Disclaimer

Purpose of This Guide

This guide is provided for educational and informational purposes only. The content is

intended to introduce the reader to foundational concepts and practical processes related to

creating and listing a digital information product.

Nothing in this guide constitutes professional business advice, financial guidance, or legal

counsel. The reader is solely responsible for their own decisions regarding product creation,

pricing, platform use, and any related business activities.

No Earnings Representations

This guide does not guarantee, promise, or imply any specific financial outcome, sales result,

or level of income. Individual results depend on factors outside the scope of this guide,

including topic selection, product quality, platform choice, marketing effort, timing, and

sustained execution over time.

No earnings claims, income projections, or business success guarantees are made or implied

at any point in this guide. Any decision to build and sell a digital product is a business decision

the reader makes independently.

For Informational Use Only

The processes, frameworks, and step-by-step instructions in this guide reflect general

practices in digital product creation. They are shared for educational purposes and represent

one approach among many — not the only method, the optimal method for all situations, or a

guarantee of any specific outcome.
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Platform Information

References to WarriorPlus and Gumroad are included for educational context only. Platform

features, fee structures, policies, and terms of service are subject to change at any time.

Readers should consult the current documentation and official terms of service for each

platform before creating an account or listing a product. Inclusion of any platform name does

not constitute an endorsement or guarantee of results.

Accuracy of Information

Every effort has been made to ensure the accuracy and practical relevance of the information

in this guide at the time of writing. However, no warranty is made regarding the completeness,

reliability, or ongoing accuracy of this content. The author and publisher accept no liability for

any loss, inconvenience, or adverse outcome arising directly or indirectly from the use of this

material. The reader assumes full responsibility for their use of the information provided.

Readers are responsible for conducting their own due diligence and ensuring their product

creation and sales activities comply with all applicable laws, platform terms of service, and

professional standards in their region.


