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The answer
you keep giving

Turn it into one small thing people can buy.

Twelve pages. One idea on each.
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Before you start

This is from Jinty. Jinty is a free link-in-bio page, a free product that
collects email addresses, and a paid download sold through your
own Stripe account. This guide is not about Jinty. It is about your
thing. By the last page you will have one filled-in offer sheet: a clear
description of one product you could sell in any tool, anywhere.

How to use it. Twelve pages. One idea on each. Read a page, then
fill the box before you turn over. It takes about an hour. Write badly
and quickly. You can tidy it later.

The eight pages

1 The problem you have solved before

2 The person, and whether you can reach them
3 What they get

4 What changes for them

5 The price

6 The words

7 Delivery and the first thirty seconds

8 Finish it small

10



1 The problem you have solved before

Your first product is not a new idea. It is an old answer.

Think about the question people keep asking you. You have answered it
many times. You know where people go wrong. You know what to say
first. That is the thing to sell.

Sellers who got going describe it the same way: one small problem you
understand, that someone is trying to fix right now. Small is good. Right
now is better. It means someone is looking for this today.

Broad does not sell. “A healthy eating guide" is a shelf, not a product.
"Meal plans for shift workers" is a product. The second one has a
person inside it. It also has an end, so you can finish it.

Ask yourself three things. Have | solved this for a real person? Have |
solved it more than once? Could | explain it in a short document?

Three yeses, and you have your first product.

Anna

Anna is a veterinary nurse in a town called Fairwood. Every week
she explains the same thing. A family is collecting a puppy on
Saturday. They are excited. By Monday they are exhausted. Anna
has walked people through that first week hundreds of times. She

has never written any of it down.

The problem | have solved before. Write the question people keep asking you, in their words. Then write
who you solved it for, and roughly how many times.




2 The person, and whether you can reach them

Now name one person. Not a group. One person, at one moment.

Anna's person: a parent on the Sunday morning after the puppy
arrived, no sleep, standing in the kitchen at six o’clock.

Write it the way they would say it. Not “new pet owners”. More like "we
pick him up on Saturday and | have no idea what | am doing”.

Then do the ten test. Can you name ten real people who have this
exact problem right now? Not ten thousand followers. Ten names.
Beside each name, write how you would reach that person this week.

Look at what you already have. Past clients. A group you are in. Your
newsletter. The place where people ask you questions. People who
send others to you.

If you cannot name ten, do not go away and build an audience first.
Pick a buyer you can already reach, and write for them instead. The
first place to sell it is the place where you already answer the question.

Anna

She can reach clients at the clinic, a local dog owners' group she is
already in, and a breeder who sends new owners to her. She wrote
down eleven names in four minutes.

My person, in their own words. Then ten real people who have this problem, and how | reach each one
this week.




3 What they get

Say what the thing is, plainly. The format. The length. What is inside.
Then say what the buyer does with it in the first ten minutes.

That last part matters most. Sellers hear one worry again and again: the
file just sits in a downloads folder. Almost nobody says a guide was too
short. They say nothing happened after they opened it.

So make something they use. A checklist they tick. A page they print. A
filled-in example they copy. One step they can take today.

Then write one line about what it is not for. It feels like giving
something away. It is not. It tells the right buyer they are in the right
place, and it saves you refunds later.

Anna

Her product is a 14 page guide called The First Week, plus a one
page checklist to print and stick on the fridge. Inside: a day one
shopping list, a night by night sleep plan, a feeding chart, and the
six things people get wrong on the first day. In the first ten minutes,
the buyer prints the checklist and ticks off what they already have.

Not for: training an older dog, and never a substitute for seeing a
vet.

( In Jinty: a product is a file or a link, uploaded once. )

Vs

What they get. Format, length, what is inside, what they do in the first ten minutes. Then one line: what
this is not for.




4  What changes for them

People do not buy pages. They buy a different Monday.

Write two short pictures. The first is life when the problem is solved.
The second is life when it is not. Your buyer already feels both. Say
both, plainly and kindly.

Name the result, not the method. One seller found that “a second
opinion before a big decision” sold when “validation" did not. Same
thing, twice. Only one of them is in the buyer’s language.

If the problem has a date on it, lead with the date. A deadline. A tax
return. A puppy arriving on Saturday. Then say how fast your resource
helps. “Read it in twenty minutes, before they arrive” is a promise
about your guide. It is not a promise about their life.

Anna, both ways

Solved: a quiet first night, a puppy that settles by Wednesday, a
family who still like each other on Sunday. Not solved: puddles on
the floor at three in the morning, a week of broken sleep, and
someone saying out loud that this was a mistake.

Anna's date is fixed for her. The puppy arrives on Saturday. Her
guide gets read on Thursday.

What changes. Two or three lines on life when it is solved. Two or three lines on life when it is not. If
there is a date or a deadline, write it here.




inty

5 The price

There is no formula. Sellers say so themselves. Here is what the evidence
supports, and what it does not.

Start between $9 and $29. That is roughly £7 to £23, or €8 to €27. A large
outside analysis of listings on the Gumroad store found that single templates
and short guides usually sat in that band. It is an estimate, not Gumroad's
own figures.

Do not go under $10 by default. In that same analysis, items under $10 were
about a third of all products but under one percent of all the money spent.
The $30 to $49 band sold better than the cheap end did.

Do not go free by default either. The same analysis found that letting people
pay what they want brought slightly more buyers, and cut the average
amount paid by about two thirds.

A price ending in 9 is worth a try. A 2003 study found that a price ending in 9
sold more in a live test. That test was not digital products, so treat it as a
hint.

Your first price is a test. A common rule of thumb says sell about ten, then
look again. It is a rule of thumb, not a finding.

No reviews yet? That is a trust worry, not a price worry. Cutting the price will
not fix it. Saying exactly what is inside, and exactly who it is for, does.

One more thing. Tax rules can apply when you sell to people in other
countries. Your own country’'s guidance is the place to check.

Anna

She priced it at $19.

In Jinty: a price in GBP, EUR or USD; buyers pay through your own
Stripe account.

My price, in my currency. One line on why. The number of sales after which I will look at it again.




6 The words

Four small pieces of writing sell your product. A title. One line. Three
bullets. A "not for” line. Write them once here, then paste them
wherever you sell.

The title names the result or the moment, not the genre. “200 tips for
dog owners” is a genre. Anybody can make one. A title that belongs to
you says who it is for and when they need it.

The one line says what changes. The three bullets say what is inside,
with real numbers: how many pages, how many templates, what
format.

Anna’s words, written out in full

Title: The First Week With Your Puppy

One line: A calm first seven days, from a veterinary nurse who has
walked hundreds of families through it.

e A 14 page guide in plain words, read in twenty minutes.

e A one page checklist to print for the fridge.

e A night by night sleep plan, plus a day one shopping list.

Not for: training an older dog. Never a substitute for seeing a vet.

Read yours out loud. If you would not say it to a friend, change it.

( In Jinty: the title, one line and description are the product page. >

Vs

My title. My one line. Three bullets with numbers in them. My “not for” line.




7 Delivery and the first thirty seconds

The buyer pays. The next thirty seconds decide what they think of you.

Send it at once. A file or a link, straight away, no waiting. Name the file
properly: “first-week-with-your-puppy.pdf’, never “final-v3.pdf". Put a

start here page at the front. One page, three lines: what this is, what to
do first, how to reach you.

Then plan for the email that says it never arrived. It happens to
everyone. Keep the file where you can find it, and send it again yourself
the same day.

Give one piece away as well. Take one small part of the same problem
and solve it for free, for an email address. Anna gives away the day one
shopping list. It is useful on its own. It also makes the paid guide the
obvious next step. Give a slice, never the whole thing.

Last, ask the buyer for one thing. One line at the end: “Reply and tell
me what you still want to know.” Those replies are where your second
product comes from. Plenty of people will not reply. That is normal.

In Jinty: the buyer gets their own download link by email the
moment they pay, and you can resend it. A free product asks for
an email address and delivers the file or link.

How it is delivered. The file name. The three lines on my start here page. The free slice | will give away.
The one question | will ask after purchase.




8 Finish it small

The 12 page thing that exists beats the 60 page thing you are still
writing.

A short, finished resource can be bought today. A long, unfinished one
cannot be bought at all. You can always write the bigger one later, once
real buyers have told you what is missing.

So cut. Take your plan and remove everything that is not the first week,
the first step, or the first decision. If a part is interesting but not
needed, it belongs in your second product. Nothing is lost. It is just
later.

Then set a date. Write it down. Tell one person the date out loud, so it
is real. A short deadline works better than a long one. Two weeks is
plenty for a first product. If it needs six months, you have not cut
enough yet.

Anna

She gave herself nine days. She wrote the checklist first, because
that was the part clients actually needed. The guide came after. The
photographs she wanted could not be taken in nine days, so she left
them out. Nobody has asked for them.

Done is a decision, not a feeling. Pick the date, then decide.

10
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My done date. The one thing | am cutting to hit it. The person | told.




The offer sheet
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Every box you filled in, on one page. This is the sheet you carry to any store.

Vs

The problem | have solved before:

The person, in their words:

Ten people | can reach, and how:

What they get:

What changes for them:

My price:

Title:

One line:

Three bullets:

Not for:

How it is delivered:

The free slice:

Done by:

~

Anna’s sheet, filled in

Problem: the first week with a new
puppy, explained to clients hundreds
of times.

Person: a parent, six o’clock on the
Sunday after the puppy arrived, no
sleep.

Ten people: clinic clients (6 named),
the local dog owners' group (3
named), the breeder who refers
people to her.

What they get: a 14 page guide plus
a one page printable checklist.

What changes: a settled puppy and
a family who still like each other,
instead of broken sleep and regret.

Price: $19.

Title: The First Week With Your
Puppy.

One line: A calm first seven days,
from a veterinary nurse who has
walked hundreds of families through
it.

Bullets: 14 page guide, 20 minute
read. One page fridge checklist.
Night by night sleep plan and a day
one shopping list.

Not for: training an older dog. Never
a substitute for seeing a vet.

Delivered: PDF by email, the
moment they pay.

Free slice: the day one shopping
list.

Done by: the 19th.



Where to put it
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You have a product now, written down. It can go anywhere.

Your own site. A marketplace where people already search. Or Jinty.

Jinty gives you a free link-in-bio page, a free product that asks for an

email address, and a paid download that people buy through your

own Stripe account. It is free to start.

Software cannot make people want something. Your answer to their

question already did that. The rest is putting it where they can find it.

Where the numbers come from. Three of the numbers come from one place: an outside analysis of
listings on the Gumroad store. That is the price range, the under $10 figures and the pay what you
want figures. Its own authors call it an estimate, not audited data. The point about prices ending in 9

comes from a 2003 study of real catalogue sales.

Find us

jinty.store. Our own link-in-bio page: jinty.store/jinty.
@jintystore on TikTok, Instagram, YouTube, X and
Threads. Questions: hello@jinty.store

Sharing this guide

Print it, write on it, keep it. Please send people the link
rather than the file, so they get the latest version:
jinty.storefjinty

About this guide

Version 1, September 2026. The latest version is
always at the link above. Anna is an example, not a real
person.

Disclaimer

This guide is general information, not legal, tax or
financial advice. Nothing in it is a promise that you will
sell anything or earn any amount. Whether people buy
depends on your product, your buyers and your own
effort, and results differ from person to person. The
figures are estimates and studies, as labelled on page
7, and describe other people’s listings, not your future
sales. Check your own country’s rules on tax and
selling before you charge anyone.

Copyright

© 2026 ECom24 Ltd, trading as Jinty. All rights
reserved.



