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DAY 1

Write a Lean Business Model in One Hour

THE CONCEPT

The Point Of Today

Most early business ideas are too soft to test. They sound promising in conversation, but the moment you try to make a

decision, everything becomes vague: who the customer is, what problem matters most, why they would switch, how they

would find you, and what they would pay for.

Today is about making the idea concrete.

Youare not writing a traditional business plan. Youare writing a lean business model: a one-page map of the

assumptions behind the business. It should feel useful, not ceremonial. A good lean model helps you see what you

believe, what you know, and what needs evidence before you invest more time or money.

AI is useful here because it gives you a structured first draft quickly. But the value is not the draft itself. The value is the

conversation it starts with your own assumptions.

A Business Model Is A Set Of Bets

At the beginning, almost everything is a bet.

Youare betting that a specific customer has a specific problem. Youare betting that the problem is painful enough to

create action. Youare betting that your solution is easier, better, cheaper, faster, safer, or more desirable than what they

do today. Youare betting that you can reach them through certain channels. Youare betting that they will pay enough to

make the business work.

Those bets may be right. They may be wrong. The mistake is treating them as facts before the market has responded.

The lean model makes the bets visible.

The Customer Must Be Specific

"Entrepreneurs" is not a customer segment. "Solo consultants who sell strategy projects to mid-market B2B companies

and struggle to maintain a steady pipeline" is a customer segment.

"Parents" is not a customer segment. "Working parents of children aged 6-10 who need after-school enrichment but

cannot manage weekday logistics" is closer.

The more specific the customer, the easier it becomes to test the idea. Youcan find them. Youcan talk to them. Youcan

understand their alternatives. Youcan write copy that sounds like their world.

AI will often accept broad inputs and produce broad output. Do not let it. If the canvas reads like it could apply to many

businesses, sharpen the customer segment.
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Current Alternatives Matter

Founders often describe their product as if customers are waiting with nothing in place. That is almost never true.

People already solve problems somehow. They use spreadsheets, agencies, interns, consultants, manual workflows,

duct-taped tools, personal networks, delayed decisions, or sheer tolerance. The current alternative is your real competitor.

If the current alternative is painful but familiar, your solution must overcome switching friction. If the current alternative is

cheap, you need a strong value case. If the current alternative is doing nothing, you need to prove the problem is urgent

enough to move.

Your lean model should name the current alternative clearly.

The Riskiest Assumption Is The Work

The most important output from today's prompt is not the canvas. It is the list of risky assumptions.

Common risky assumptions include:

* Customers experience the problem often enough.

* Customers describe the problem the way you do.

* Customers are willing to pay.

* The buyer and user are the same person.

* The channel is accessible.

* The problem is urgent now.

* The market trusts a new entrant.

* The product can be delivered profitably.

One bad assumption can sink months of work. That is why the goal is to test the riskiest assumption first, not the easiest

one.

Experiments Should Be Small

Do not design a three-month validation plan. Design a seven-day test.

Examples:

* Interview five target customers.

* Send a landing page to a niche audience.

* Ask ten buyers how they solve the problem today.

* Offer a manual version of the service.

* Run a small waitlist test.

* Ask for a paid pilot.

* Share a problem statement and measure replies.

An experiment is useful when it produces evidence that could change your mind.

If the test cannot invalidate the assumption, it is not a real test.

AI Should Challenge You

Use AI as a skeptical advisor, not as an enthusiastic co-founder. Youdo not need encouragement from the model. You

need pressure on the weak points.

After the first output, ask follow-ups:

* "Which assumption is weakest?"

* "Where am I being too vague?"

* "What would a skeptical investor challenge?"

* "What evidence would prove customers care?"

* "What would make this business unattractive?"

The goal is not to become pessimistic. It is to become clear.
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Today's Practice

Run the prompt. Then read the output with a founder's discipline.

Mark each section as:

* Known: supported by real evidence.

* Assumed: plausible but not proven.

* Unknown: needs research.

Then choose one assumption to test this week. Put the action in your calendar. The canvas becomes valuable only when

it changes what you do next.

The founder advantage is not having the perfect idea on day one. It is learning faster than your assumptions can mislead

you.

YOUR PROMPT

You are an experienced startup advisor helping me turn a business idea into a clear lean business model. My idea: -

Business idea in one sentence: [IDEA] - Target customer: [SPECIFIC CUSTOMER SEGMENT] - Problem I believe

they have: [PROBLEM] - Current alternative they use: [HOW THEY SOLVE IT TODAY] - Why now: [WHAT MAKES

THIS PROBLEM URGENT OR RELEVANT NOW] - How I may make money: [PRICING OR BUSINESS MODEL]

Create a lean business model covering: 1. Problem. 2. Customer segment. 3. Current alternatives. 4. Unique value

proposition. 5. Solution concept. 6. Channels. 7. Revenue model. 8. Cost structure. 9. Key metrics. 10. Unfair

advantage, if any. Then identify: - The three riskiest assumptions. - One fast experiment to test each assumption. -

The evidence that would validate or invalidate each assumption. - Which assumption I should test first and why.

Rules: - Be specific. - Do not flatter the idea. - Separate facts from assumptions. - Make the experiments doable

within 7 days.

TODAY'S TASK

Run the prompt with a real business idea. Do not use broad customer labels like 'small businesses' or 'busy

professionals.' Name a specific customer with a specific situation. After AI drafts the canvas, choose one risky

assumption and schedule the first validation action within the next 24 hours.

EXPECTED WIN

A one-page lean business model and a prioritized assumption test, so the idea becomes something you can investigate

rather than something you only think about.

POWER TIP

Ask AI: 'Which part of this business model am I most likely to be emotionally attached to, and what evidence would

force me to change it?' Founder clarity starts where attachment meets evidence.
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DAY 2

Research Your Target Market Without Spending a

Penny

THE CONCEPT

The Point Of Today

Youdo not need a research budget to understand a market. Youneed a disciplined way to listen.

Your target customers are already leaving clues in public: complaints, reviews, questions, job descriptions, community

posts, competitor comparisons, search behavior, and comments under useful content. The work is finding those clues

and turning them into a sharper picture of the market.

Todayyou will use AI to structure that research. The goal is not to let AI pretend it has live market truth. The goal is to

create a research brief, identify where to verify it, and collect real customer language.

For entrepreneurs, customer language is one of the highest-leverage assets you can gather early.

Research Before You Build

Founders often research after they have already decided what to build. At that point, research becomes

confirmation-seeking. You look for evidence that supports the idea because you want permission to continue.

Better research happens earlier. Before the product is fixed. Before the positioning is locked. Before you have invested so

much that changing direction feels painful.

Early research should answer:

* Who feels the problem most sharply?

* How do they describe it?

* What do they do today?

* What triggers them to look for a better option?

* Where do they already spend attention?

* What alternatives do they trust?

* What would make them skeptical of you?

These answers shape the product, the offer, and the go-to-market motion.

Customer Language Is Strategy

Customer language is not decoration. It is strategy.

When customers describe their problem, they rarely use the founder's internal language. A founder may say "workflow

automation for independent service providers." A customer may say "I keep losing track of client follow-ups and then
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everything feels last-minute."

The second sentence is more useful. It contains the emotion, the context, and the lived experience. It can become a

headline. It can become an interview question. It can become a sales opener.

Your job today is to collect phrases, not just insights.

Where To Look

Useful sources depend on the market, but start with:

* Competitor reviews.

* Reddit threads.

* LinkedIn posts and comments.

* YouTubecomments under niche tutorials.

* Industry Slack or Discord communities.

* Job descriptions.

* Product Hunt comments.

* Amazon book reviews in the category.

* App store reviews.

* Conference agendas.

* Podcasts and transcripts.

* Search suggestions.

Job descriptions are especially underrated. They show what companies are hiring people to fix. Reviews show what

people hoped a product would solve and where it disappointed them. Community discussions show emotional language

and peer advice.

Hypothesis Versus Evidence

AI will produce plausible patterns. Treat them as hypotheses until verified.

A hypothesis might be:

"This customer likely feels frustrated by manual reporting."

Evidence might be:

Three review excerpts where customers complain about spending hours building reports manually.

The difference matters. Youcan make strategic decisions from evidence. Hypotheses tell you where to look.

In today's prompt, you ask AI to label what needs verification. That keeps you from building a business on

confident-sounding guesses.

Buying Triggers

A market does not buy simply because a problem exists. People buy when something changes.

Common triggers include:

* A new role.

* A funding round.

* A compliance deadline.

* A team doubles in size.

* A painful failure.

* A customer churn event.

* A budget cycle.

* A new regulation.

* A public launch.

* A founder can no longer manage the work manually.
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Triggers matter because they shape timing. If you know what causes urgency, you know when to reach out and what

message will feel relevant.

Watch What People Pay Attention To

Attention is a signal. If your target customer repeatedly reads, shares, saves, or comments on a topic, the problem may

already have mental space in their week. Look for the questions they ask more than once. Look for posts where people

trade workarounds. Look for long review comments, because effort often reveals emotion.

Do not treat every complaint as demand. Some complaints are background noise. The stronger signal is a complaint

paired with action: someone bought a tool, hired help, built a workaround, switched vendors, or asked peers for

recommendations.

The 7-Day Research Plan

Keep the plan simple:

Day 1: Generate the research brief.

Day 2: Search public sources for customer phrases.

Day 3: Review competitors and substitutes.

Day 4: Identify communities and watering holes.

Day 5: Draft interview questions.

Day 6: Contact five target customers.

Day 7: Summarize patterns and update your lean model.

This is enough to improve your idea materially.

Today's Practice

Run the prompt. Then verify.

Do not stop at the AI output. Find real sources. Copy exact phrases. Save screenshots or links where useful. Highlight the

words customers repeat.

At the end of the exercise, update three things:

* Yourcustomer segment.

* Yourproblem statement.

* Your first validation question.

Market research should make the business more specific. If it leaves you with generic confidence, keep digging.

YOUR PROMPT

You are a market research analyst helping me understand a target customer before I build or sell anything.

Business context: - Product or service idea: [IDEA] - Target customer segment: [SPECIFIC SEGMENT] - Problem

area: [PROBLEM] - Current alternatives: [HOW THEY SOLVE IT TODAY] - Market or geography, if relevant:

[MARKET] Create a customer research brief covering: 1. The likely jobs-to-be-done for this customer. 2. The top

frustrations they may express about this problem. 3. The exact phrases and emotional language they might use. 4.

Where they likely spend attention: communities, newsletters, events, podcasts, forums, search terms, or social

platforms. 5. Buying triggers: events that make the problem urgent. 6. Competitors and substitutes they may already

know. 7. Five research questions I should answer with real evidence. 8. A 7-day no-budget research plan. Rules: -

Clearly label hypotheses versus evidence. - Do not invent live data. - Tell me where I should look to verify the claims.

- Focus on language, urgency, and buying behavior.

TODAY'S TASK

Run the prompt, then verify at least three claims manually using public sources: review sites, Reddit, LinkedIn, YouTube
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comments, forums, job posts, competitor reviews, or community discussions. Copy real customer phrases into a separate

document. Those phrases will become your positioning, landing page copy, and interview questions.

EXPECTED WIN

A customer research brief and a 7-day research plan that helps you understand how the market talks, where it gathers,

and what triggers buying behavior.

POWER TIP

Ask AI: 'Turn these customer phrases into five interview questions that do not lead the witness.' Good research

questions reveal truth; bad ones fish for agreement.
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DAY 3

Validate Your Idea Before You Build Anything

THE CONCEPT

The Point Of Today

Entrepreneurs do not usually fail because they lacked ideas. They fail because they built too much before the market

gave them enough evidence.

Validation is the discipline of learning before building. It does not mean asking people whether they like your idea. Most

people are kind. Many will say encouraging things. Some will say they would use it because saying so costs nothing. That

is not validation.

Todayyou will design a validation test that asks for behavior, not approval.

AI will help you choose the assumption, shape the test, define success criteria, and write the customer-facing message.

Your job is to run the test with real people.

Compliments Are Not Evidence

"That sounds interesting" is not evidence.

"I would definitely use that" is weak evidence.

"Send me the link when it launches" is slightly better, but still not enough.

Stronger evidence looks like:

* A customer books a call.

* A buyer pays for a pilot.

* Someone refers you to a colleague.

* A target customer joins a waitlist after reading the offer.

* A company agrees to share data for a manual test.

* A prospect changes their schedule to talk.

* A user gives you access to the current workflow.

Behavior costs something. Time, attention, reputation, money, or effort. The more meaningful the cost, the stronger the

signal.

Validate The Riskiest Assumption

Do not validate the easiest part of the business. Validate the assumption most likely to kill it.

If you know the problem is painful but do not know whether customers will pay, test willingness to pay.

If you know customers complain but do not know whether the buyer has authority, test buyer access.
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If you know the buyer cares but do not know whether you can reach them, test the channel.

If you know demand exists but delivery may be difficult, test a manual version.

AI can help identify the riskiest assumption, but you must be honest about what would hurt to learn.

Build The Smallest Test

A validation test should be small enough to run quickly and strong enough to teach you something.

Examples:

* A landing page with a clear offer and a waitlist for a specific customer.

* A manual concierge version of the service.

* A paid discovery workshop.

* A pre-order or deposit.

* Ten targeted outbound messages asking for a problem interview.

* A prototype shown only after the customer describes the problem.

* A simple offer posted in a niche community.

Do not build software if a conversation, landing page, spreadsheet, or manual service can test the assumption.

The early question is not "Can we build it?" It is "Does anyone care enough to act?"

Define Success Before The Test

Founders are excellent at explaining results after the fact. That is dangerous.

Before the test, define:

* How many people you will contact.

* Who qualifies as the right customer.

* What action counts as success.

* What result is unclear.

* What result means the assumption failed.

Example:

"I will message 30 operations managers at companies with 20-100 employees. If 5 book calls and 2 agree to a paid

manual pilot, the signal is strong. If fewer than 3 book calls, the problem or message is weak. If calls happen but no one

agrees to the pilot, willingness to pay is not proven."

This prevents you from moving the goalposts.

Ask Better Interview Questions

Validation interviews should not pitch.

Bad question:

"Would you use a tool that saves you time on client onboarding?"

Better question:

"Walk me through the last time client onboarding became messy. What happened, and what did it cost you?"

Good questions explore past behavior:

* "How do you handle this today?"

* "When was the last time this caused a problem?"

* "What have you tried?"

* "What made that solution insufficient?"

* "Who else is affected?"

* "What would need to change for this to become a priority?"

Past behavior is more reliable than future intention.
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What To Do With Results

If the result is positive, do not immediately overbuild. Ask what the next smallest proof should be. Move from interest to

commitment, from commitment to delivery, from delivery to repeatability.

If the result is unclear, improve the test. Maybe the customer segment was too broad, the offer was vague, or the channel

was wrong.

If the result is negative, do not panic. A failed test saved you time. Decide whether to change the customer, problem,

offer, channel, or business model.

Validation is not a verdict on your worth. It is feedback on a hypothesis.

Today's Practice

Run the prompt. Choose one validation test. Put the outreach, landing page, or manual offer into motion this week.

Then record:

* What you tested.

* Who saw it.

* What they did.

* What you learned.

* What changed in your model.

Do not build until the test gives you a reason to build. The fastest entrepreneurs are not the ones who write code

immediately. They are the ones who learn what is worth building before they spend months making it real.

YOUR PROMPT

You are a startup validation coach. Help me design a validation test for my business idea before I build the product.

My context: - Business idea: [IDEA] - Target customer: [SPECIFIC CUSTOMER] - Problem statement: [PROBLEM] -

Current alternative: [CURRENT SOLUTION] - What I believe they will pay for: [PAID OUTCOME] - Evidence I

already have: [INTERVIEWS, WAITLIST, SALES, TRAFFIC, CONVERSATIONS, OR NONE] - Constraint: [TIME,

MONEY, SKILLS, AUDIENCE SIZE, ETC.] Design a validation plan with: 1. The core assumption to test first. 2. The

minimum test that could validate it within 7-14 days. 3. The exact offer or message to put in front of customers. 4.

The audience or channel to test with. 5. Success criteria and failure criteria. 6. What to do if the result is positive,

unclear, or negative. 7. Three customer interview questions that avoid leading the customer. Rules: - Avoid vanity

metrics. - Prefer evidence of behavior over opinions. - Do not recommend building a full product. - Include a path to

ask for money, commitment, or a concrete next action where appropriate.

TODAY'S TASK

Choose one core assumption from Day 1. Run the prompt and set a test you can complete in 7-14 days. The test should

ask for behavior: a paid pilot, a deposit, a booked call, a referral, a waitlist signup from the right customer, or a manual

service trial. Do not accept compliments as validation.

EXPECTED WIN

A concrete validation experiment with success criteria, customer-facing message, channel, and next steps for positive,

unclear, or negative results.

POWER TIP

Ask AI: 'How could this validation test fool me into thinking the idea is stronger than it is?' This helps you avoid vanity

validation.
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DAY 4

Write a Value Proposition That Actually Lands

THE CONCEPT

The Point Of Today

A value proposition is the first serious test of whether you understand your customer.

If you cannot explain who you help, what you help them do, and why the outcome matters, the market will not do that

work for you. People are busy. They scan. They compare. They decide quickly whether something is relevant.

Todayyou will use AI to draft and pressure-test value propositions, but the real work is judgment. Youare not looking for

the prettiest sentence. Youare looking for the sentence that makes the right customer think, "That is exactly the problem."

Value Proposition Is Not A Tagline

A tagline can be clever. A value proposition must be clear.

"Build better, faster" might sound polished, but it does not tell a customer whether the product is for them. "We help

independent consultants turn scattered client notes into polished project updates in 10 minutes" is less glamorous and far

more useful.

A strong value proposition has three parts:

* Who: the specific customer.

* What: the job they need done.

* Outcome: what changes in their world.

If any part is vague, the whole statement weakens.

Start With The Customer's Situation

The best value propositions are situational. They do not describe a generic person. They describe a moment.

Examples:

* A founder preparing for the first investor meeting.

* A consultant trying to send weekly updates without losing Sunday evening.

* A small operations team drowning in manual onboarding tasks.

* A creator who has an audience but no repeatable product offer.

The situation creates urgency. Without it, the value proposition becomes abstract.

Ask yourself: when does the customer feel the pain most sharply? What happened immediately before they would look for

a solution? What are they afraid will happen if they do nothing?
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Features Need Translation

Founders often describe what the product does. Customers care about what the product changes.

Feature:

"Automated client onboarding templates."

Outcome:

"New clients know exactly what to send you before the first project meeting."

Feature:

"AI-generated financial summaries."

Outcome:

"Youcan explain runway and revenue risk without rebuilding the spreadsheet every Friday."

This translation is not marketing fluff. It is clarity. If you make customers translate features into outcomes themselves,

many will not bother.

Use The Before And After

The before/after comparison is useful because it anchors the transformation.

Before should be concrete:

* What is messy?

* What takes too long?

* What feels risky?

* What keeps being delayed?

* What does the customer have to remember manually?

After should be equally concrete:

* What is faster?

* What is clearer?

* What is easier to explain?

* What risk is reduced?

* What decision becomes possible?

Yourproduct is the bridge. Do not make the bridge the whole story.

Test Emotional Drivers

Different customers respond to different drivers.

Some care about efficiency. They want the task done faster.

Some care about confidence. They want to look prepared in front of a client, investor, manager, or team.

Some care about risk reduction. They want fewer mistakes, fewer surprises, or less dependence on memory.

The same product may need different value propositions depending on the buyer. That is why the prompt asks for three

options. Youare testing which driver matters most.

Beware Of Founder Language

Founder language usually sounds impressive to the founder and vague to the customer.

Watch for phrases like:

* AI-powered platform.

* Seamless workflow.

* End-to-end solution.

* Unlock productivity.
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* Transform your business.

* Scale smarter.

These phrases are not always wrong, but they are usually unsupported. Replace them with customer language.

If your customer says, "I am tired of rewriting the same client email every week," use that. It is stronger than

"communication automation."

Today's Practice

Run the prompt. Then edit the output.

For each value proposition, ask:

* Would the right customer recognize themselves?

* Is the outcome concrete?

* Does it sound believable?

* Does it avoid jargon?

* Could a stranger explain it back to you?

Then send the three options to five target customers. Do not ask, "Which one do you like?" Ask, "Which one sounds

closest to a problem you actually have, and why?"

That "why" is the data. It tells you whether the words are landing or merely sounding polished.

Yourvalue proposition will change as you learn. That is healthy. Early positioning is not a monument. It is a working

hypothesis about what the market cares about enough to act on.

YOUR PROMPT

You are a positioning strategist for early-stage companies. Help me turn my business idea into a value proposition

that a real customer would understand quickly. Business context: - Product or service: [WHAT IT DOES] - Target

customer: [SPECIFIC CUSTOMER] - Situation where they need this: [WHEN THE PROBLEM SHOWS UP] -

Current alternative: [HOW THEY SOLVE IT TODAY] - Problem language from research or interviews: [PHRASES

CUSTOMERS USE] - Outcome they want: [MEASURABLE OR EMOTIONAL OUTCOME] - Evidence I have so far:

[INTERVIEWS, SIGNALS, WAITLIST, SALES, OR NONE] Create: 1. Three value proposition options in this format:

We help [who] do [what] so they can [outcome]. 2. A before/after comparison using concrete customer language. 3.

One landing page headline under 12 words. 4. One plain-English 15-second verbal pitch. 5. Three skeptical buyer

objections and evidence-based responses. 6. A recommendation for which value proposition to test first and why.

Rules: - No jargon. - No vague claims like 'save time' unless the saved time is specific. - Do not overpromise. - Make

the customer feel seen before describing the product.

TODAY'S TASK

Run the prompt using the customer phrases you collected on Day 2. Send the three value proposition options to five

people who match your target customer. Ask which one feels closest to a problem they actually have, and why. Do not

explain the product first.

EXPECTED WIN

Three testable value propositions, one landing page headline, one verbal pitch, and a sharper understanding of which

customer outcome actually resonates.

POWER TIP

Ask AI: 'Make this value proposition more specific without making it narrower than the business can support.' Good

positioning is specific enough to land but not so narrow it traps the company.
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DAY 5

Analyse Your Competitors the Smart Way

THE CONCEPT

The Point Of Today

Competitive analysis is not about proving your idea is better. It is about understanding where you can win.

Many founders look at competitors and build a feature comparison table. That feels useful, but it often leads to copycat

thinking. Yousee what others have, add those features to your roadmap, and end up competing in the same crowded

space with less brand, less trust, and fewer resources.

Todayyou will use AI to analyze positioning, customer fit, alternatives, and gaps. The goal is to understand the market

landscape well enough to choose a specific wedge.

Competitors Are Not Just Companies Like Yours

Yourcompetitor is whatever the customer uses instead.

That may be:

* A direct software product.

* A consultant.

* A spreadsheet.

* An internal process.

* A junior employee.

* A marketplace.

* A community template.

* Doing nothing.

The status quo is often the strongest competitor because it feels safe. It has no implementation risk, no new budget line,

and no internal selling burden. If your competitive analysis ignores the status quo, it misses the option customers choose

most often.

Positioning Reveals Strategy

A competitor's homepage tells you what they want the market to believe. Their pricing tells you who they are really built

for. Their onboarding flow tells you how complex the product is. Their content tells you which problem they are trying to

own. Their customer reviews tell you where the promise breaks down.

Look for signals:

* Are they optimized for enterprise or small teams?

* Do they sell through demos or self-serve?

16 / 73



* Is pricing transparent or hidden?

* Do they lead with speed, control, compliance, affordability, or status?

* Who appears in their case studies?

* What objections do they answer publicly?

These signals reveal the shape of the market.

Negative Reviews Are A Research Gift

Unhappy customers are often more specific than happy ones.

A five-star review may say, "Great tool." A two-star review may explain that setup took too long, support was slow, pricing

became confusing, or the product was too complex for a small team.

Those complaints are not automatically your opportunity. Some complaints are hard to solve profitably. But patterns

matter.

If many small customers complain that a market leader feels built for enterprises, a simpler product for smaller teams may

have room. If customers complain about implementation effort, a done-with-you service layer may be valuable. If they

complain about price but still need the outcome, packaging may be the opening.

Avoid The Feature Trap

Feature gaps are not always market gaps.

A competitor may lack a feature because customers do not care enough to pay for it. Or because the feature is expensive

to maintain. Or because it would confuse the product. Do not assume every missing feature is an opportunity.

A real gap has three ingredients:

* A specific customer segment.

* A painful unmet need.

* Evidence that the current alternatives fail that segment.

The prompt is designed to push toward those three ingredients.

Compete From A Wedge

A wedge is a focused entry point into the market.

Examples:

* The easiest version for non-technical founders.

* The compliance-friendly option for regulated small firms.

* The premium service-led version for busy executives.

* The simplest product for teams under 20 people.

* The specialist option for one vertical.

A wedge is not the whole company forever. It is the first place where the business can be meaningfully different.

Be Fair About Competitor Strengths

Do not build strategy on denial.

If a competitor has stronger brand trust, say so. If they have a better integration ecosystem, acknowledge it. If they are

cheaper, clearer, or easier to adopt, admit it.

This does not weaken you. It clarifies where not to fight.

Good positioning is as much about choosing what not to claim as what to claim.

Separate Signals From Noise

Competitor research can become misleading when every comment receives equal weight.

A complaint from your exact target customer matters more than a vague opinion from someone outside the segment. A

repeated problem across five sources matters more than one dramatic post. A pricing objection from a qualified buyer
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matters more than a complaint from someone who was never likely to buy.

When reviewing AI output, tag each insight:

* Strong signal: repeated by your target segment and connected to a real buying decision.

* Medium signal: plausible, but not yet repeated or connected to budget.

* Weak signal: interesting, but too general to shape strategy.

This prevents a founder from chasing noise. The goal is not to collect the longest list of competitor flaws. The goal is to

find a gap that is painful, repeated, and commercially useful.

Today's Practice

Run the prompt with direct competitors and substitutes. Then verify manually.

Look at:

* Review sites.

* Product forums.

* Reddit or niche communities.

* YouTubecomments.

* Competitor changelogs.

* Pricing pages.

* Case studies.

* Job posts.

Collect exact complaints and exact praise. Then update your positioning angle.

The question is not, "How do we look better on a comparison table?" The question is, "Which customer is not being

served well enough, and can we serve them in a way that matters?"

That is the beginning of strategy.

YOUR PROMPT

You are a competitive intelligence analyst helping an early-stage founder understand the market without falling into

feature-copying. My company: - What we do: [PRODUCT OR SERVICE] - Target customer: [CUSTOMER

SEGMENT] - Problem we solve: [PROBLEM] - Current positioning idea: [HOW I THINK WE ARE DIFFERENT]

Competitors and alternatives: [LIST 2-5 COMPETITORS, SUBSTITUTES, OR STATUS QUO OPTIONS] Create a

competitive intelligence brief covering: 1. How each competitor appears to position itself. 2. Which customer

segment each competitor seems optimized for. 3. What their pricing, packaging, or messaging implies about their

strategy. 4. Common customer complaints or likely weaknesses to investigate. 5. The underserved customer

segment or use case that may be open. 6. A positioning angle for my company that does not rely on attacking

competitors. 7. Three research tasks I should complete manually to verify this analysis. Rules: - Do not invent live

review data. - Label hypotheses clearly. - Include substitutes and status quo, not only direct competitors. - Focus on

positioning gaps, not feature checklists.

TODAY'S TASK

Choose your top two competitors and one status quo alternative. Run the prompt. Then manually review at least ten

public customer reviews, community posts, or comments about those alternatives. Copy exact complaints and update

your positioning angle based on what customers are dissatisfied with.

EXPECTED WIN

A credible competitive brief that identifies where the market is crowded, where customers are underserved, and how your

business might position around a real gap.

POWER TIP
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Ask AI: 'If I copied the market leader, why would this fail?' This forces you to identify the structural advantage you do

not have and the wedge you need instead.
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DAY 6

Build a Pricing Strategy That Does Not Leave Money

on the Table

THE CONCEPT

The Point Of Today

Pricing is one of the most emotional decisions a founder makes.

It looks like a spreadsheet decision, but it often comes from fear: fear of being too expensive, fear of losing the first

customer, fear of looking arrogant, fear that the product is not good enough yet. Those fears are understandable. They

are also expensive.

Todayyou will use AI to build a pricing strategy from customer value, current alternatives, delivery economics, and real

willingness-to-pay signals.

The goal is not to find the perfect price today. The goal is to stop treating price as a guess and start treating it as a

business hypothesis.

Price Communicates Positioning

Price is not only what you charge. It is what the market hears.

A low price can reduce friction, but it can also signal low seriousness, limited support, or founder uncertainty. A high price

can signal quality, but only if the value case supports it. A confusing price creates distrust regardless of the number.

Yourpricing should communicate:

* Who the product is for.

* What level of outcome it supports.

* How much risk the buyer is taking.

* How serious the offer is.

* What kind of support or transformation is included.

If your price contradicts your positioning, buyers feel the tension.

Start With The Alternative Cost

The most useful pricing question is not, "What do competitors charge?"

It is:

"What does the customer pay if they do not solve this?"

Alternative cost may include:
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* Hours spent manually.

* Money spent on agencies or contractors.

* Lost revenue.

* Customer churn.

* Compliance risk.

* Founder time.

* Team frustration.

* Missed opportunities.

If your product saves a founder five hours a week, what is that time worth? If it reduces a costly mistake, what does the

mistake cost? If it improves conversion, what revenue does that create?

Price becomes easier to defend when it is connected to the cost of the status quo.

Three Tiers Create Better Decisions

A single price creates a yes/no decision. Three tiers create a fit decision.

The entry tier should reduce risk for buyers who need proof. The middle tier should represent the core offer for the best-fit

customer. The premium tier should anchor the highest-value use case and make the middle tier feel sensible.

Each tier needs a strategic purpose:

* Entry: lower-friction access or pilot.

* Core: best fit for most serious buyers.

* Premium: highest value, highest support, or highest urgency.

Do not create tiers by randomly removing features. Create tiers around buyer maturity, outcome size, support level, or

risk.

Do Not Discount Before Diagnosing

"It is too expensive" can mean many things.

It may mean:

* The buyer does not understand the value.

* They believe the risk is too high.

* Budget timing is difficult.

* They are comparing against a weaker alternative.

* They are not the right customer.

* They are testing whether you will fold.

If you discount immediately, you learn nothing and train the buyer to question the original price.

Ask:

"When you say expensive, are you comparing it to budget, the current alternative, or confidence in the outcome?"

The answer tells you whether you have a pricing problem, a value communication problem, a trust problem, or a fit

problem.

Pricing Experiments Need Real Behavior

Surveys are weak evidence. Real sales conversations are stronger.

A 30-day pricing experiment might include:

* Quoting a higher price to the next ten qualified prospects.

* Testing three tiers on a landing page.

* Offering a paid pilot instead of a free trial.

* Removing a discount and tracking conversion.

* Testing annual versus monthly framing.

* Asking for a deposit before building a custom solution.
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Decide what you will measure before the experiment begins.

Useful metrics include:

* Conversion by tier.

* Objection frequency.

* Time to decision.

* Discount requests.

* Qualified buyer response.

* Close rate.

* Revenue per customer.

Protect The Price With Clear Boundaries

Strong pricing is supported by clear boundaries.

If a buyer asks for more support, faster turnaround, custom reporting, or extra implementation help, that should usually

move them into a higher tier or a scoped add-on. Otherwise the business quietly turns every deal into a custom project.

AI can help you prepare the language:

"That level of support is available in the premium plan because it requires more implementation time. The standard plan

includes the core workflow, but not hands-on setup."

This keeps the conversation calm. Youare not being difficult. Youare explaining the operating model of the business.

For an early-stage company, price integrity matters because every exception becomes precedent. A discount may win

one deal, but unclear boundaries can damage margin, delivery quality, and founder focus.

Today's Practice

Run the prompt. Then review the pricing through three lenses:

* Value: what outcome does the buyer receive?

* Economics: can you deliver profitably?

* Evidence: what have buyers actually done?

Choose one experiment. Put it into the next real sales conversation.

Pricing confidence does not come from thinking about the number alone. It comes from watching qualified buyers

respond to a clear value case and adjusting with evidence.

YOUR PROMPT

You are a pricing strategist for early-stage B2B and founder-led businesses. Help me build a pricing strategy based

on customer value, not founder anxiety. Business context: - Product or service: [WHAT YOU SELL] - Target

customer: [SPECIFIC CUSTOMER] - Outcome delivered: [BUSINESS OR PERSONAL OUTCOME] - Current or

proposed price: [PRICE] - Current alternative cost: [MONEY, TIME, RISK, PEOPLE, OR STATUS QUO COST] -

Delivery cost or constraints: [YOUR COSTS, TIME, SUPPORT, FULFILLMENT LIMITS] - Evidence of willingness to

pay: [SALES, PILOTS, OBJECTIONS, COMPETITOR PRICING, OR NONE] Create: 1. A value-based assessment

of whether my current price is too low, too high, or unproven. 2. A three-tier pricing structure with target customer,

scope, and strategic purpose for each tier. 3. A premium-tier value anchor tied to measurable ROI or risk reduction.

4. Responses to three price objections: ROI, risk, and budget timing. 5. One 30-day pricing experiment that tests

real willingness to pay. 6. The metrics I should track during that experiment. Rules: - Do not recommend discounting

as the first move. - Separate willingness to pay from ability to pay. - Make pricing easier to explain to a skeptical

buyer. - Be honest about what remains unproven.

TODAY'S TASK

Write down where your current price came from before running the prompt. Then generate the pricing structure and

choose one pricing experiment to run with real prospects in the next 30 days. Track behavior, not compliments.
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EXPECTED WIN

A clearer pricing strategy with three tiers, a value anchor, objection responses, and a practical experiment to collect

willingness-to-pay evidence.

POWER TIP

Ask AI: 'What would a confident founder charge, and what evidence would they need to justify it?' This reveals the gap

between pricing fear and pricing logic.
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DAY 7

Write Landing Page Copy That Converts

THE CONCEPT

The Point Of Today

A landing page is not a brochure. It is a decision environment.

One specific visitor arrives with a problem, a level of awareness, and a question: "Is this for me, and should I do the next

thing?"

If the page does not answer quickly, the visitor leaves.

Todayyou will use AI to write landing page copy that is clear, specific, and testable. The page does not need to be

perfect. It needs to be good enough to put in front of real people and learn from their behavior.

One Audience, One Action

Early landing pages often fail because they try to do too much.

They speak to multiple audiences. They explain every feature. They include several calls to action. They tell the founder's

story, describe the product, mention the newsletter, and ask for a demo.

That creates confusion.

For this exercise, choose one audience and one action.

Examples:

* Independent consultants: join the waitlist.

* Operations managers: book a 20-minute call.

* Startup founders: download the pricing checklist.

* Agency owners: request a manual audit.

The rest of the page should support that action.

The First Five Seconds

The hero section does most of the work.

In five seconds, the visitor should understand:

* Who this is for.

* What problem it addresses.

* What outcome it promises.

* What action to take next.

This does not require clever copy. It requires clarity.

24 / 73



Weak headline:

"The smarter way to manage your business."

Stronger headline:

"Turn messy client onboarding into a repeatable checklist."

The second headline names a specific problem and transformation. A visitor with that problem knows to keep reading.

Benefits Are Not Features

The benefit formula in the prompt is deliberately simple:

Youget [X] so you can [Y].

This forces translation.

Feature:

"Automated reminders."

Benefit:

"Youget automatic client nudges so you can stop chasing missing information manually."

Feature:

"Dashboard."

Benefit:

"Youget one view of every open task so you can spot delays before a client notices."

The "so you can" clause is where the value lives.

Social Proof Before Scale

Youdo not need hundreds of customers to show proof honestly.

Early-stage proof can include:

* One specific customer quote.

* A before/after result from a pilot.

* Number of interviews completed.

* A small beta cohort.

* A founder credential relevant to the problem.

* A screenshot of workflow output with sensitive details removed.

* A waitlist number, if meaningful and true.

Do not fake scale. Specific honesty is more credible than inflated proof.

The Skeptical Visitor

Write for someone who does not owe you attention.

They may wonder:

* Is this really for my situation?

* Do I believe this claim?

* What happens after I click?

* Will this waste my time?

* Is there enough proof?

* Is this too early or unpolished?

* Why not use the current alternative?

Yourpage should answer the biggest objections before the CTA.
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Page Structure

A simple early-stage page can work with this structure:

1. Hero: headline, subheadline, CTA, reassurance. 2. Problem: name the current pain in customer language. 3. Outcome:

show what changes. 4. Benefits: three specific benefits. 5. Proof: honest early evidence. 6. How it works: simple steps. 7.

CTA: repeat the same action.

Keep it clean. The page should create momentum, not require study.

Reduce Friction Around The CTA

Many landing pages lose interested visitors at the moment of action.

The CTA should make the next step obvious and low-risk. "Get started" may be fine for a mature product, but early-stage

offers often need more clarity: "Book a 15-minute fit call," "Join the beta," "Get the checklist," or "Request early access."

Support the CTA with one small reassurance:

* No payment required today.

* Takes two minutes.

* We reply within one business day.

* Youcan see the workflow before deciding.

Do not add five competing CTAs. One primary action is enough. If the visitor is not ready, a secondary option such as

"See how it works" can help, but it should not fight the main path.

AI can draft CTA variants, but the founder must choose the one that matches the real buying motion.

Today's Practice

Run the prompt. Choose the clearest headline, not the cleverest one.

Build or update the landing page quickly. Then send it to five target customers and ask whether they understand it within

five seconds.

Do not defend the page. Listen.

If people misunderstand who it is for, fix the headline. If they understand but do not care, revisit the value proposition. If

they care but do not click, reduce friction or add proof.

A landing page is a learning tool before it is a growth engine. Treat every visitor reaction as data.

YOUR PROMPT

You are a conversion copywriter for early-stage startups. Help me write landing page copy that gets one specific

visitor to take one specific action. Business context: - Product or service: [WHAT IT DOES] - Target visitor: [WHO

THEY ARE] - Where they came from: [LINKEDIN, SEARCH, AD, REFERRAL, COMMUNITY, ETC.] - Problem they

already recognize: [PROBLEM] - Desired outcome: [OUTCOME] - Current alternative: [WHAT THEY DO NOW] -

Evidence or proof available: [TESTIMONIALS, WAITLIST, PILOT, RESULT, FOUNDER EXPERTISE, OR NONE] -

One action I want them to take: [CTA] Write: 1. Five headline options: problem-led, outcome-led, direct,

credibility-led, and curiosity-led. 2. A subheadline that qualifies the right reader. 3. Three benefit statements in the

format: You get [X] so you can [Y]. 4. A simple page structure from hero to CTA. 5. Early-stage social proof options I

can use honestly. 6. CTA button copy and reassurance text. 7. Three reasons a skeptical visitor might leave and how

to fix them. Rules: - One page, one audience, one action. - No jargon. - No overpromising. - Use customer language

from research where possible. - Make the first five seconds clear.

TODAY'S TASK

Run the prompt using the value proposition from Day 4 and customer language from Day 2. Choose one headline and

build or update a simple landing page. Send the page to five target customers and ask: 'Would you understand who this is

for and what to do next within five seconds?'
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EXPECTED WIN

A complete landing page copy draft with headline options, benefits, proof ideas, CTA copy, and a skeptical visitor review.

POWER TIP

Ask AI to roast the landing page as a skeptical buyer who has tried three alternatives before. The objections it

surfaces are the trust gaps your page needs to close.
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DAY 8

Create a 90-Day Content Marketing Plan

THE CONCEPT

The Point Of Today

Content marketing is not the same thing as posting online.

Posting is an activity. Content marketing is a system for earning attention from the right people, teaching them how to

think about a problem, and making your company easier to trust before a sales conversation begins. For entrepreneurs,

that distinction matters. A founder can spend hours publishing polished content that attracts other founders, friends, and

casual observers while creating very little demand from the people who might actually buy.

Today is about building a plan that respects limited founder time. Youare not trying to become a full-time creator. Youare

trying to create a repeatable rhythm that helps the market understand your point of view.

The output is a 90-day plan, not a lifetime editorial strategy. Ninety days is long enough to see patterns and short enough

to stay practical. Youwill define content pillars, choose a sustainable cadence, draft twelve useful ideas, and decide how

to measure whether the work is creating business value.

Why Founders Struggle With Content

Most founders do not struggle because they lack ideas. They struggle because every idea feels disconnected.

One week they post a product update. The next week they share a quote. Then they explain an industry trend, disappear

for ten days, and return with a launch announcement. Individually, each post may be fine. Collectively, the audience

cannot tell what the company stands for.

A content plan creates coherence. It answers:

* Who are we trying to reach?

* What problem do we want to be known for?

* What do we believe that is useful or different?

* What does a reader learn from us over time?

* How does content support the business without turning every post into a pitch?

AI is useful here because it can quickly turn scattered founder knowledge into structured themes. But it should not invent

your point of view. Yourexperience, customer conversations, objections, and market insight should feed the plan.

Build Around Three Pillars

Three content pillars are enough.

Fewer than three can make the content repetitive. More than three can make the plan feel like a magazine. The best

pillars map to a simple customer journey.
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The first pillar should attract people who feel the problem but may not yet know your company. This content names the

pain clearly. It teaches, challenges assumptions, and helps the right customer feel seen.

The second pillar should help people evaluate the problem more intelligently. This content explains tradeoffs, shows how

the work is done, compares approaches, and makes your operating philosophy visible.

The third pillar should build confidence. This includes customer stories, lessons from building, proof from pilots, product

examples, and clear explanations of how your solution changes the customer's workflow.

For example, a founder selling workflow software to small finance teams might use:

* The hidden cost of manual reporting

* How lean finance teams build reliable workflows

* Proof from real reporting improvements

Those pillars are specific enough to guide ideas but flexible enough to support months of content.

Cadence Must Match Reality

A content plan fails when it is designed for an imaginary version of the founder.

If you have three hours a week, do not commit to daily long-form posts. A realistic cadence might be one substantial post,

two shorter supporting posts, and one comment habit on relevant customer conversations. If you have six hours, you

might add a weekly newsletter or article. If you have less than two hours, focus on one strong post per week and reuse it

in multiple formats.

Consistency matters because audiences learn through repetition. They need to see the same point of view from different

angles before it becomes memorable. But consistency does not require volume. It requires a schedule you can maintain

when the week is busy.

The right question is not, "How much should we post?" The right question is, "What is the highest-quality rhythm we can

repeat for 90 days?"

Repurpose With Intention

Repurposing does not mean copying the same post everywhere.

It means extracting multiple useful assets from one strong idea. A customer interview might become:

* A LinkedIn post about the problem.

* A short newsletter section about the pattern.

* A sales enablement note for discovery calls.

* A landing page proof point.

* A founder video script.

* A product roadmap insight.

The source idea should be strong enough to carry multiple formats. If the original idea is thin, repurposing only multiplies

thin content. This is why customer conversations, objection notes, and sales call transcripts are better content inputs than

generic trend lists.

When using AI, paste the source material and ask it to create assets for different contexts. Then edit heavily. The founder

voice should remain human, specific, and slightly imperfect in the right way.Over-polished content often reads less

trustworthy.

Measure Learning, Not Applause

Vanity metrics can be useful, but they are not the goal.

Views tell you distribution. Likes tell you light resonance. Comments tell you whether the idea invited response. Saves,

shares, replies, profile visits, newsletter signups, demo requests, and customer conversations tell you more about

business relevance.

For the first 90 days, track a small set of signals:

* Posts published.
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* Topic or pillar.

* Hook used.

* Views or impressions.

* Comments or replies.

* Saves or shares, if available.

* Direct messages or sales conversations created.

* Qualitative notes from customers.

The qualitative notes are important. One comment from the exact customer you serve may matter more than 500 views

from people outside your market.

Today's Practice

Run the prompt and review the plan with discipline.

Cut anything that feels impressive but unrealistic. Choose the cadence you can repeat. Put the twelve ideas into a

calendar and draft the first piece today.

Before publishing, ask three questions:

* Does this speak to a specific customer?

* Does it teach something useful?

* Does it connect naturally to the problem we solve?

If the answer is yes, publish. Do not wait until the plan feels perfect. The market teaches through response.

Over the next 90 days, your job is not to sound like a media company. Your job is to become consistently useful to the

people who might one day trust you with their budget.

YOUR PROMPT

You are a senior content strategist for an early-stage company. Help me build a focused 90-day content marketing

plan. Business context: - Company: [WHAT YOU SELL] - Target customer: [SPECIFIC AUDIENCE] - Customer

problem: [THE PROBLEM THEY ALREADY CARE ABOUT] - Primary channel: [LINKEDIN, NEWSLETTER, BLOG,

YOUTUBE, PODCAST, ETC.] - Founder point of view: [WHAT YOU BELIEVE THAT YOUR MARKET SHOULD

UNDERSTAND] - Current assets: [CUSTOMER STORIES, RESEARCH, DEMOS, DATA, NONE] - Time available

each week: [HOURS] Create: 1. Three content pillars with a clear purpose for each. 2. A 90-day publishing cadence

that fits my available time. 3. Twelve specific content ideas with hooks and the business reason for each. 4. A

repurposing plan that turns one strong idea into multiple assets. 5. A simple measurement dashboard for the first 90

days. 6. A recommendation for what to stop doing so the plan stays realistic. Rules: - Prioritise customer insight over

generic tips. - Make the plan founder-led, not corporate. - Avoid vanity metrics as the main goal. - Keep the cadence

sustainable.

TODAY'S TASK

Turn the twelve ideas into a calendar in Notion, Google Sheets, or your project tracker. Draft the first piece today. Before

publishing, check that it teaches one useful idea, speaks to one specific customer, and connects naturally to the problem

your company solves.

EXPECTED WIN

A focused 90-day content plan with three pillars, twelve specific ideas, a sustainable cadence, and a measurement

system that helps you learn instead of simply post more.

POWER TIP

After three weeks, paste your posts and performance data into AI and ask: 'Which ideas are creating evidence of

customer interest, and which are only creating surface engagement?' Use the answer to refine the plan.
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DAY 9

Write a Pitch Deck Narrative Investors Will Actually

Read

THE CONCEPT

The Point Of Today

A pitch deck is not a design project. It is an argument.

The slides are there to support a sequence of beliefs. First, the investor must believe the problem is real. Then they must

believe the problem belongs to a market large enough to matter. Then they must believe your solution is meaningfully

better than the alternatives. Then they must believe the business can acquire customers, make money, and reach a

valuable milestone with the capital you are asking for.

Many founders start by opening a slide tool. That is tempting because slides feel tangible. But if the narrative is unclear,

design only makes confusion look polished. Todayyou will write the deck story before designing the deck.

AI can help by forcing the pitch into investor logic. It can show you the questions each slide should answer, where the

story is weak, and which claims need evidence. Your job is to keep the output honest.

Investors Read For Risk

Founders often read their own deck for excitement. Investors read it for risk.

They are asking:

* Is this a real problem or a nice-to-have?

* Is the customer specific enough?

* Is the market large enough for the return they need?

* Why now?

* Why this team?

* What evidence exists beyond founder conviction?

* How does the company make money?

* Can the business acquire customers efficiently?

* What must be true for this to become big?

That does not mean the deck should feel defensive. It means every section should reduce uncertainty.

A strong pitch does not pretend there is no risk. It shows that the founder understands the risk better than anyone else in

the room and has a credible plan to test or reduce it.

The Ten-Slide Narrative
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Most early-stage pitch decks can follow a simple structure:

1. Title and one-line promise: what the company is. 2. Problem: the specific pain and who feels it. 3. Current

alternatives: what customers do today and why it is insufficient. 4. Solution: how your product changes the workflow. 5.

Why now: market, technology, regulatory, behavioral, or economic shift. 6. Market: the segment you can win first and the

larger opportunity. 7. Traction: evidence that people want this. 8. Business model and go-to-market: how you make

money and reach customers. 9. Team: why this team has a right to win. 10. Raise and use of funds: what the money

achieves.

The order matters because it mirrors how investors build conviction. If you show product screenshots before the problem

is clear, you force the investor to infer why anyone should care. If you show market size before the customer is specific,

the number feels abstract. If you show the raise before the milestone, the ask feels disconnected from progress.

Traction Is Evidence, Not Decoration

Traction is not only revenue, though revenue is powerful.

At the earliest stage, traction might be customer interviews, letters of intent, paid pilots, retention in a small beta, a waitlist

from a narrow audience, usage data, or a repeated problem discovered through research. The key is that traction should

support the story you are telling.

If you claim customers urgently need the product, show evidence of urgency. If you claim the buyer has budget, show

willingness to pay. If you claim the market is underserved, show complaints, workarounds, or adoption of weaker

alternatives.

Weak traction slides list activity. Strong traction slides show momentum.

Activity sounds like:

* We launched a beta.

* We spoke to 40 customers.

* We built three integrations.

Momentum sounds like:

* 18 of 40 interviewed customers asked to join the pilot.

* 7 teams use the beta weekly after four weeks.

* Two design partners agreed to paid pilots after seeing the workflow.

Investors fund momentum, not busyness.

The One Metric To Lead With

Every pitch needs a lead signal.

For some companies, that signal is monthly recurring revenue. For others, it is retention, activation, pipeline, pilot

conversion, usage frequency, customer acquisition cost, or a market insight that explains why now is the right moment.

The lead signal should answer the investor's biggest question. If the risk is demand, lead with demand evidence. If the

risk is retention, lead with usage. If the risk is willingness to pay, lead with revenue or paid pilots. If the risk is

go-to-market, lead with repeatable acquisition learning.

Do not lead with the metric that looks largest. Lead with the metric that reduces the most important risk.

The Verbal Pitch

The 60-second pitch is not a compressed deck. It is the plain-English version of the opportunity.

A useful structure is:

* The world is changing in this way.

* This creates a specific problem for this customer.

* Current alternatives fail because of this reason.

* We solve it by doing this.

* Early evidence suggests this matters.
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* We are raising this amount to reach this milestone.

Say it out loud. If it sounds like copy, rewrite it. Investors respond better to a founder who can explain the business clearly

in conversation than to one who only sounds strong when reading from a slide.

Today's Practice

Run the prompt and read the output like an investor.

Mark each claim as one of three types:

* Fact: supported by current evidence.

* Assumption: plausible but not proven.

* Hope: emotionally appealing but unsupported.

Facts belong in the deck. Assumptions can appear if they are labeled and tied to a plan. Hopes should either be removed

or turned into milestones.

Then build the rough deck. Keep the design simple. The point of this exercise is not to create the final investor-ready

artifact. It is to create a story strong enough that design can help it, not hide it.

YOUR PROMPT

You are a seed-stage investor and pitch coach. Help me write the narrative for a pitch deck before I design the

slides. Company context: - Company: [NAME] - One-line description: [WHAT YOU DO] - Customer: [WHO BUYS OR

USES IT] - Problem: [SPECIFIC PAIN, IDEALLY WITH EVIDENCE] - Current alternative: [WHAT THEY DO TODAY]

- Solution: [HOW YOUR PRODUCT OR SERVICE WORKS] - Traction: [REVENUE, USERS, PILOTS, WAITLIST,

LOIS, OR NONE] - Business model: [HOW YOU MAKE MONEY] - Market: [MARKET OR SEGMENT] - Fundraise:

[AMOUNT] to reach [MILESTONE] Create: 1. A 10-slide narrative in the order investors expect. 2. The main point

each slide must prove. 3. Three skeptical investor questions and strong answers. 4. The one metric or signal I should

lead with. 5. A 60-second verbal pitch. 6. What is missing or weak in the current story. Rules: - Be direct and

investor-grade. - Do not exaggerate traction. - Separate facts from assumptions. - Make the story clear before

making it clever.

TODAY'S TASK

Use the output to build a rough deck in your preferred slide tool. Share the narrative, not just the design, with one founder,

advisor, or investor-friendly operator. Ask: 'Where would you lose confidence, and what proof would you need next?'

EXPECTED WIN

A clear 10-slide pitch deck narrative, a 60-second verbal pitch, and a list of investor objections to prepare before real

fundraising conversations.

POWER TIP

Ask AI to roleplay as a skeptical investor for 10 minutes. Save every question it asks. The questions that feel

uncomfortable are usually the ones your deck needs to answer more clearly.
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DAY 10

Build a Simple Financial Model From Scratch

THE CONCEPT

The Point Of Today

A financial model is not a forecast of the future.

It is a map of your assumptions. It shows how the business might behave if certain things are true: customers pay this

much, churn is this high, acquisition costs this amount, hiring happens in this month, and expenses grow at this rate. The

model will be wrong. That is fine. The value is not in predicting perfectly. The value is in seeing which assumptions matter

before the business pays for them.

Many entrepreneurs avoid financial modeling because they imagine a complicated spreadsheet with dozens of tabs. You

do not need that yet. Youneed a simple model that answers three questions:

* How does the business make money?

* How long can it operate with current cash?

* Which assumptions most affect survival and growth?

Todayyou will use AI to create the first version. Then you will keep it simple enough to update monthly.

Start With The Business Model

The model should match how money actually enters the business.

A subscription company needs monthly recurring revenue, churn, expansion, new customers, and customer acquisition

cost. A services company needs project size, delivery capacity, utilization, margin, and payment timing. A marketplace

needs supply, demand, take rate, transaction volume, and liquidity. A usage-based product needs active usage, unit price,

cost to serve, and variability.

Do not force your business into a SaaS template if it is not a SaaS business. The wrong model creates false confidence.

Ask AI to explain the revenue logic in plain English before it builds the numbers. If you cannot describe the model in one

paragraph, the spreadsheet will not make it clearer.

Separate Assumptions From Calculations

A good model keeps assumptions visible.

Assumptions are inputs you can change: price, conversion rate, churn, gross margin, acquisition cost, hiring cost,

payment timing, growth rate. Calculations use those inputs to produce outputs: revenue, expenses, runway, margin, cash

balance, and break-even timing.

Put assumptions at the top of the spreadsheet. Use a different color if helpful. Then build calculations below. This makes

the model easier to maintain and easier to discuss with advisors or investors.
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The discipline is simple: never bury an assumption inside a formula.

If the growth rate is hidden in cell G47, nobody will notice when the model quietly depends on unrealistic growth. If it is

visible at the top, the conversation becomes honest.

Runway Is A Decision Metric

Runway is the number of months you can keep operating before cash runs out.

Founders often know this number vaguely. They say, "We have about a year." But hiring, marketing spend, slower sales

cycles, delayed invoices, and lower conversion can change runway quickly. A founder who checks runway only when the

bank account feels uncomfortable has already lost optionality.

Runway supports decisions:

* When should we start fundraising?

* Can we hire now?

* Can we afford a paid acquisition experiment?

* Do we need to reduce expenses?

* How many months do we have to prove the next milestone?

If fundraising may take four to six months, a company with eight months of runway is already inside the planning window.

The model should make that visible early.

Unit Economics Tell You Whether Growth Helps

Growth is not automatically good.

If the business loses money on each customer and has no credible path to improving that, growth accelerates the

problem. Unit economics help you understand whether each customer is economically healthy.

For a simple model, focus on:

* Average revenue per customer

* Gross margin

* Customer acquisition cost

* Retention or repeat purchase

* Lifetime value

* Payback period

At the earliest stage, some of these numbers will be estimates. That is acceptable if they are labeled honestly. The model

can also show what the numbers need to become.

For example, if the business works only when acquisition cost is below $100, but your first paid experiment suggests

$350, that is not a reason to panic. It is a reason to rethink channel strategy, pricing, onboarding, or target customer

before spending more.

Use Scenarios Instead Of One Fantasy

One projection is a story. Three scenarios are a planning tool.

Build:

* Conservative: growth is slower, costs are higher, sales take longer.

* Base: your current best estimate.

* Optimistic: things go well but remain believable.

The conservative case is especially useful. It tells you what decisions are required if reality is harder than expected. If the

conservative case shows you running out of cash before a key milestone, you need to change the plan now.

Optimistic cases can be useful too, but only if they are grounded. A fantasy model with a perfect upward curve does not

help the founder or impress investors.

Today's Practice
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Run the prompt and build the first spreadsheet.

Do not wait for perfect numbers. Use current facts where you have them and labeled assumptions where you do not.

Then identify the three assumptions with the biggest effect on the model.

Those assumptions become your operating questions for the next month. Youmight need to test willingness to pay,

conversion rate, acquisition cost, churn, or delivery margin.

The model is not a finance assignment. It is a founder control panel. When maintained regularly, it gives you more time to

make difficult decisions calmly, before the business forces them urgently.

YOUR PROMPT

You are a startup CFO helping an early-stage founder build a simple financial model. Business context: - Business

model: [SUBSCRIPTION, SERVICE, MARKETPLACE, USAGE-BASED, ONE-TIME, ETC.] - Average price: [PRICE

PER CUSTOMER OR TRANSACTION] - Gross margin estimate: [PERCENT OR UNKNOWN] - Current monthly

revenue: [AMOUNT] - Current monthly expenses: [AMOUNT] - Cash available: [AMOUNT] - Customer acquisition

approach: [HOW CUSTOMERS ARE ACQUIRED] - Churn or repeat purchase estimate: [KNOWN OR UNKNOWN]

- Hiring or major costs planned: [LIST] Create: 1. An 18-month monthly model with clear assumptions. 2. A cash

runway calculation. 3. Unit economics using the best available inputs. 4. Three scenarios: conservative, base, and

optimistic. 5. The five financial metrics I should review weekly. 6. The assumptions that would break the business if

wrong. Rules: - Keep the model simple enough for a founder to maintain. - State every assumption clearly. - Do not

hide uncertainty. - Explain what decision each metric supports.

TODAY'S TASK

Fill in the numbers as honestly as possible. If a number is unknown, use a reasonable estimate and label it as an

assumption. Build the first version in a spreadsheet, then schedule a monthly review.

EXPECTED WIN

A simple 18-month financial model, runway view, scenario analysis, and a short list of metrics that help you make better

decisions before cash pressure forces them.

POWER TIP

Ask AI: 'Which assumption in this model deserves a real-world test this month?' Then design one action that turns the

assumption into evidence.
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DAY 11

Write Cold Outreach That Gets Replies

THE CONCEPT

The Point Of Today

Cold outreach is not about bothering strangers.

At its best, it is a focused attempt to start a relevant conversation with someone who may already have the problem you

solve. The difference between helpful outreach and spam is not whether the person asked to hear from you. It is whether

the message shows enough understanding, relevance, and restraint to deserve a response.

For entrepreneurs, outreach is more than a sales tactic. It is a learning channel. Every reply, non-reply, objection, and

booked call tells you something about the market. If nobody replies, the issue may be targeting, positioning, timing, offer,

credibility, or the problem itself. That information is useful if you collect it honestly.

Todayyou will build a short sequence and send the first emails manually. Automation can come later. At this stage, quality

of learning matters more than volume.

Why Most Cold Emails Fail

Most cold emails fail because they are written from the sender's perspective.

They begin with the sender's company, describe the sender's product, list the sender's features, and end by asking the

recipient for time. The recipient has to do the work of figuring out whether any of it matters.

A stronger email starts in the recipient's world. It references a specific situation, connects that situation to a likely

business problem, and makes a small ask.

The structure is simple:

1. Specific opener: why this person, now. 2. Relevant problem: what you suspect may be happening. 3. Credible

outcome: what you help improve. 4. Low-friction ask: an easy next step.

The email should be short enough to read on a phone and clear enough that the recipient can decide quickly.

Personalisation That Does Not Feel Fake

Personalisation is not using someone's first name.

Real personalisation shows that you spent a small amount of time understanding context. That might come from a

LinkedIn post, a hiring page, a funding announcement, a product launch, a podcast appearance, a job description, or a

company case study.

Good personalisation sounds like:

"I saw you are hiring three implementation managers, which usually means onboarding volume is becoming harder to
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manage."

Weak personalisation sounds like:

"I noticed your impressive company is growing fast."

The first statement connects a real signal to a plausible business problem. The second could be sent to anyone.

For each prospect, spend no more than two minutes finding one useful signal. If you cannot find one, move on or use a

problem-led opener based on the segment rather than pretending you researched deeply.

Keep The Ask Small

Early outreach should reduce friction.

"Can we schedule 30 minutes next week?" may be too large for someone who has never heard of you. Depending on the

buyer and offer, a lighter ask may work better:

* "Worth a quick look?"

* "Is this a priority this quarter?"

* "Should I send the two-minute overview?"

* "Open to comparing notes?"

* "Is this handled by you or someone else?"

The ask should match the level of trust you have earned in the email. If the message contains strong relevance and proof,

a call ask may be reasonable. If proof is light, ask for a small reply first.

Follow-Up Without Pressure

Most replies come after a follow-up.

This does not mean you should chase aggressively. It means people are busy, inboxes are noisy, and a relevant reminder

can be helpful.

Use two follow-ups:

* Day 3: Add one useful detail, example, or alternative framing.

* Day 7: Close the loop politely and make it easy to reply later.

Avoid guilt, false urgency, or "just bumping this." Add value or make the decision easier.

A good final follow-up might say:

"I will close the loop here. If improving [specific outcome] becomes a priority later, I can send over the short checklist we

use to diagnose it."

That leaves the relationship intact.

Metrics That Teach

Outreach should be measured like an experiment.

Track:

* Emails sent.

* Bounce rate.

* Open rate, if available.

* Reply rate.

* Positive reply rate.

* Meetings booked.

* Reason for negative replies.

* Segment or trigger used.

Do not overreact to five emails. Start looking for patterns after 30 to 50 sends within a similar audience.

If open rate is low, check deliverability, subject lines, and targeting. If open rate is fine but replies are low, check relevance

and the strength of the problem. If replies are positive but meetings do not book, check the ask and next step.
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Today's Practice

Run the prompt. Choose the template that sounds most like you and edit it until it feels human.

Then send 10 emails manually. Manual sending forces you to think about each prospect. It also prevents you from scaling

a message before you know whether it works.

After sending, write down what you expect to happen. This matters because outreach is full of emotional noise. If the first

replies are negative, you need a baseline to interpret the data rather than rewriting everything from anxiety.

Cold outreach done well is not a trick. It is disciplined relevance at small scale before disciplined relevance at larger scale.

YOUR PROMPT

You are a B2B sales advisor helping an early-stage founder write cold outreach that earns replies. Business

context: - Target buyer: [ROLE] - Target company type: [INDUSTRY, SIZE, STAGE] - Problem we solve: [SPECIFIC

PAIN] - Outcome we help create: [MEASURABLE OR PRACTICAL OUTCOME] - Current proof: [CUSTOMER,

PILOT, CASE STUDY, RESEARCH, OR NONE] - Offer for the first conversation: [WHAT YOU WANT THEM TO DO]

- Personalisation source: [LINKEDIN, WEBSITE, FUNDING NEWS, JOB POSTING, ETC.] Create: 1. Three cold

email templates under 100 words each. 2. A personalisation checklist that takes no more than two minutes per

prospect. 3. Two follow-up emails for day 3 and day 7. 4. Subject line A/B options. 5. A metrics dashboard for the first

50 sends. 6. A diagnosis guide for low open rate, low reply rate, or low meeting conversion. Rules: - Write like a real

founder, not a sales automation tool. - Use specific relevance, not fake flattery. - Keep the ask low-friction. - Avoid

hype, pressure, and generic claims.

TODAY'S TASK

Choose 10 prospects and research one specific detail for each. Send the first 10 emails manually before automating

anything. Track opens, replies, positive replies, and meetings booked.

EXPECTED WIN

A reply-worthy outreach sequence, a simple research workflow, and the first 10 highly targeted emails ready to send.

POWER TIP

After 20 sends, ask AI to diagnose the sequence from your metrics. A low open rate points to targeting or subject line.

A low reply rate points to relevance or offer. A low meeting rate points to the ask.
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DAY 12

Turn Customer Feedback Into a Product Roadmap

THE CONCEPT

The Point Of Today

Customers are excellent at describing discomfort. They are not always excellent at designing the solution.

That is not an insult. It is simply how product work behaves. A customer knows where the current workflow breaks, where

time is wasted, where confidence drops, and where a workaround feels painful. But when they ask for a feature, that

request is often their best guess at a solution, not the underlying truth.

Your job as an entrepreneur is to listen carefully without obeying literally.

Todayyou will use AI to find patterns in customer feedback and turn them into a focused 60-day roadmap. The goal is not

to build everything people mention. The goal is to understand what customers are trying to accomplish, which problems

repeat, and which improvements will create the most meaningful progress.

Feedback Is Raw Material

Feedback arrives in messy forms.

It may come from interviews, sales calls, support tickets, churn notes, product analytics, emails, community posts,

reviews, or casual comments. Each item is incomplete on its own. A single complaint may be an edge case. A repeated

pattern may be a roadmap signal.

AI helps because it can read a large batch of messy notes and organize them into themes quickly. It can identify repeated

language, separate emotional frustration from requested features, and highlight contradictions.

But AI should not replace founder judgment. It can group the evidence. Youdecide what matters for the business.

Requested Feature Versus Underlying Job

The key distinction is between the feature a customer asks for and the job they need done.

A customer might say:

"Can you add a dashboard?"

The underlying job might be:

"I need to know which client projects are at risk before Friday."

Those are different. A dashboard may be one solution, but not the only one. The best solution might be an alert, a weekly

summary, a better status workflow, or a simpler report.

When you treat the request as the roadmap, you may build a dashboard nobody uses. When you understand the job, you
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can design the lightest solution that creates the desired outcome.

This is especially important for early-stage companies because every feature adds complexity. Complexity slows product

development, support, onboarding, and future changes.

Use A Simple Prioritisation Lens

Youdo not need an elaborate product management system. Youneed a clear way to compare options.

Use three questions:

* Impact: If we solve this, how much does it improve the customer outcome or business goal?

* Confidence: How strong is the evidence that this matters?

* Effort: How much time, complexity, or cost will it take?

High impact, high confidence, low effort should rise quickly. High impact, low confidence may deserve a test before a

build. Low impact, high effort should usually wait.

The mistake many founders make is prioritizing whatever feels loudest. Loud feedback is not always important feedback.

Sometimes the most important signal is quieter: a repeated hesitation in sales calls, a confusing onboarding step, or a

churn reason that sounds polite but points to a deeper problem.

Keep The Roadmap Short

A 60-day roadmap should not contain twelve priorities.

For a small company, three meaningful priorities are usually enough. Each should connect to a business outcome:

activation, retention, conversion, delivery quality, revenue, or learning.

A focused roadmap might look like:

* Improve onboarding so new customers reach first value in one day.

* Add the reporting view requested by three retained customers.

* Run a pricing-page test to reduce sales call confusion.

That is manageable. It also gives the team room to do the work well.

Watch For Repositioning Signals

Some feedback is bigger than the roadmap.

If customers consistently use the product for a different job than expected, that may be a positioning signal. If the people

most excited are not the people you intended to target, that may be a market signal. If customers keep asking for a

service layer, the product may need a different business model. If prospects understand the problem but do not care

enough to act, the pain may not be urgent enough.

AI can help flag these signals because it is less attached to your original plan. Pay attention when the analysis says the

feedback may indicate a different customer, use case, or value proposition.

That kind of insight can feel inconvenient. It may also save months.

Today's Practice

Gather at least five real feedback examples. More is better, but five is enough to begin.

Paste them into the prompt and ask AI to separate:

* What customers asked for.

* What job they were trying to do.

* What themes repeat.

* What should be built, tested, ignored, or clarified.

Then choose no more than three roadmap priorities for the next 60 days. For the first priority, write a short brief:

* What customer problem are we solving?

* What evidence supports it?

* What will we build or test?
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* How will we know it worked?

This brief is small, but powerful. It protects the team from scope creep and gives future-you a record of why the decision

was made.

YOUR PROMPT

You are a product strategist using Jobs-to-be-done thinking. Help me turn customer feedback into a practical

product roadmap. Context: - Product or service: [WHAT IT DOES] - Target customer: [WHO IT IS FOR] - Current

stage: [IDEA, MVP, BETA, PAID CUSTOMERS, GROWTH] - Key business goal for the next 60 days: [GOAL] -

Feedback: [PASTE INTERVIEW NOTES, SUPPORT TICKETS, SALES CALL NOTES, REVIEWS, OR FEATURE

REQUESTS] Create: 1. The top customer themes in the feedback. 2. The difference between what customers asked

for and the job they are trying to get done. 3. Five possible improvements ranked by impact, confidence, and effort.

4. A 60-day roadmap with no more than three priorities. 5. Risks or signals that suggest we are targeting the wrong

customer. 6. A short product brief for the top priority. Rules: - Do not treat every feature request as a roadmap item. -

Use customer language where possible. - Prioritise learning and retention over surface polish. - Explain tradeoffs

clearly.

TODAY'S TASK

Paste at least five real feedback examples into the prompt. Build a 60-day roadmap with no more than three priorities. For

the top priority, write a one-paragraph brief explaining why it matters and how you will know it worked.

EXPECTED WIN

A practical roadmap grounded in customer evidence, with clear priorities and a stronger distinction between requested

features and the real job customers need done.

POWER TIP

Ask AI: 'Which feedback should we ignore for now, and why?' Strategic focus often comes from deciding what not to

build.
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DAY 13

Write an Investor Update That Builds Trust

THE CONCEPT

The Point Of Today

Investor updates are not a formality. They are trust infrastructure.

A good update tells investors and advisors that you know what matters, measure it consistently, communicate clearly, and

ask for help before problems become emergencies. A weak update does the opposite. It either hides the hard parts,

rambles through too much detail, or arrives only when the founder needs something urgently.

Todayyou will write a concise monthly update that an investor can understand in under two minutes. Even if you do not

have investors yet, this practice is worth building. Sending a monthly operating update to advisors creates accountability

and prepares you for fundraising later.

The goal is not to impress people with perfect progress. The goal is to build confidence in how you operate.

Lead With The Truth

The strongest updates begin with the headline metric.

Do not make the reader search for the state of the business. Start with the number that matters most right now: monthly

recurring revenue, active customers, revenue pipeline, retention, activation, booked pilots, cash runway, or another metric

tied to the current stage.

Then explain the direction:

* What changed since last month?

* Why did it change?

* Is this above, below, or in line with plan?

* What are you doing next?

This does not need to be dramatic. It needs to be clear.

Investors do not expect every month to be good. They expect the founder to understand what happened.

The Update Structure

A useful investor update can be simple:

1. Headline: the main metric and overall status. 2. Wins: two or three things that moved the business forward. 3.

Challenges: one or two issues you are actively addressing. 4. Focus: what matters most in the next 30 days. 5. Ask:

one specific way the reader can help.

Keep it under 300 words. Long updates often signal unclear thinking. If the month was complex, attach detail elsewhere
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or offer to share more with anyone who wants it.

The ask is where many founders lose value. "Let me know if you can help" is too vague. A strong ask gives the investor a

five-minute action:

* "Can you introduce us to two CFOs at companies between 50 and 200 employees?"

* "Do you know a senior product marketer who has launched into healthcare buyers?"

* "Can you review our pricing page and tell me where the value is unclear?"

Specific asks get specific help.

Bad News Builds Trust When Shared Well

Founders often delay bad news because they want to solve the problem first.

That instinct is understandable, but it can damage trust. Investors know startups are difficult. They are not surprised by

missed targets, churn, hiring delays, sales slippage, or product problems. What concerns them is when problems appear

late and without context.

A good bad-news update has three parts:

* What happened.

* What you believe caused it.

* What you are doing next.

For example:

"Activation dropped from 42% to 31% after we changed onboarding. We believe the new flow asks for too much setup

before first value. This week we are testing a shorter path focused on one use case."

That is not weakness. That is operating clarity.

Updates Create A Track Record

One update is communication. Twelveupdates are a track record.

Over time, investors learn how you think, what you notice, how quickly you respond, whether your asks are thoughtful,

and whether your business is moving from assumption to evidence. This matters during future fundraising. A potential

investor who sees consistent updates has a richer view of the company than someone seeing a deck for the first time.

This is also useful internally. Writing the update forces you to decide what mattered this month. It turns scattered activity

into a narrative of progress, learning, and focus.

If You Do Not Have Investors Yet

Write the update anyway.

Send it to three people whose judgment you trust: advisors, mentors, former operators, potential angels, or experienced

founders. Tell them you are practicing the discipline of monthly operating updates and would value direct feedback.

This does two things. First, it improves your clarity. Second, it keeps helpful people close to the business. When you

eventually need intros, hiring help, customer leads, or fundraising advice, they will already understand your progress.

Do not wait until you are raising to start communicating like a fundable founder.

Today's Practice

Run the prompt and draft the update.

Then cut it by at least 20 percent. Most first drafts are too long because founders include context the reader does not

need. Keep the useful context and remove the emotional insurance.

Before sending, check:

* Is the headline metric clear?

* Are wins specific?

* Are challenges honest?
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* Is next month's focus obvious?

* Is the ask actionable?

Send it. Trust compounds through repeated, clear communication. This is one of the simplest habits a founder can build

and one of the easiest to neglect.

YOUR PROMPT

You are an investor relations advisor for early-stage founders. Help me write a concise monthly investor update.

Context: - Company: [NAME] - Month: [MONTH/YEAR] - Headline metric: [METRIC AND CURRENT VALUE] -

Change versus last month: [UP, DOWN, FLAT, AND WHY] - Wins: [2-3 SPECIFIC WINS] - Challenges: [1-2

HONEST ISSUES] - Current runway or cash context: [OPTIONAL BUT RECOMMENDED] - Main focus next month:

[PRIORITY] - Specific ask: [INTRO, HIRE, ADVICE, CUSTOMER LEAD, INVESTOR CONVERSATION] Create: 1. A

professional investor update under 300 words. 2. A sharper version under 180 words. 3. A subject line. 4. A specific

ask phrased so investors can act quickly. 5. A short note on what information is missing. 6. A reusable monthly

template. Rules: - Be direct and honest. - Do not hide bad news. - Do not over-explain. - Make the ask specific.

TODAY'S TASK

Write the update and send it on a consistent monthly date. If you do not have investors, send it to three advisors or

mentors as an operating update and ask for one useful introduction or piece of feedback.

EXPECTED WIN

A concise investor update that builds trust, communicates progress honestly, and turns your network into a more useful

operating asset.

POWER TIP

After three updates, paste them into AI and ask: 'What story would an outside investor infer about our execution?' The

answer will show whether your operating narrative is getting stronger.
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DAY 14

Write a Job Description That Attracts A-Players

THE CONCEPT

The Point Of Today

A job description is a sales page for a career decision.

That does not mean it should be flashy or exaggerated. It means the post should help the right candidate understand why

the role matters, what they will own, what success looks like, and whether the company is the right environment for their

best work.

Most job descriptions do the opposite. They list responsibilities, requirements, and generic culture statements. They

describe the company's needs but not the candidate's opportunity. Strong candidates, especially those already doing

good work elsewhere, read that kind of post and move on.

Todayyou will create a job description that is clear, outcome-focused, and honest about the stage of the company.

Write For The Candidate You Want

The strongest candidates are usually evaluating risk.

They want to know:

* Is the company solving a meaningful problem?

* Is this role important or peripheral?

* Will I have ownership?

* What does success look like?

* Is leadership clear about priorities?

* Is the compensation and working model transparent?

* Will this role help my career grow?

Your job description should answer those questions directly.

Avoid language that sounds like every other startup. "Fast-paced environment," "wear many hats," and "rockstar" do not

help serious candidates. If the work is ambiguous, say what kind of ambiguity. If the role requires building from zero, say

what must be created first. If the company is early and messy, be honest, then explain why the opportunity is still

compelling.

Replace Duties With Outcomes

Responsibilities describe activity. Outcomes describe success.

Instead of:
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"Manage customer onboarding."

Write:

"In your first 90 days, you will reduce the time from signed contract to first value from 14 days to 7 days by redesigning

the onboarding workflow."

The second version tells the candidate what matters. It also tells you how to evaluate performance.

For each role, define two to four 90-day outcomes. They should be specific enough that a candidate can picture the work

and a hiring manager can assess progress.

Good outcomes often include:

* A workflow created or improved.

* A metric moved.

* A system built.

* A customer experience clarified.

* A recurring process owned.

* A strategic decision supported by evidence.

If you cannot define the outcomes, the role may not be ready to hire. That is useful information.

Be Honest About The Tradeoffs

Great candidates do not need a perfect role. They need a truthful one.

If the company is early-stage, there may be limited process, changing priorities, incomplete documentation, and decisions

made with imperfect data. Some candidates love that environment. Others do not. Your job description should help both

groups self-select.

Honesty saves time. A candidate who wants a mature operating system should not discover in week two that they were

hired into a build-from-scratch environment. A candidate who wants ownership should see that the role offers real scope,

not just a title.

Youcan write tradeoffs professionally:

"This role is best for someone who enjoys building the operating rhythm, not inheriting one. Some systems are still

forming, and part of your work will be to make them clearer."

That sentence will attract the right person and repel the wrong one. That is good hiring.

Screening Questions Should Reveal Thinking

Screening questions are not paperwork. They are the first work sample.

Ask questions that reveal how the candidate thinks:

* "Describe a time you built a process from scratch. What made it work?"

* "What would you do in your first 30 days if hired for this role?"

* "Tell us about a decision you made with incomplete information."

* "What does excellent work look like in this function?"

Avoid questions that can be answered with generic enthusiasm. Youare looking for specificity, judgment, and evidence of

ownership.

Pair the questions with a simple scorecard. Decide in advance what strong, average, and weak answers look like. This

reduces bias and prevents the hiring process from becoming a collection of vibes.

Compensation And Transparency

Include compensation information when possible.

Transparency saves time and builds trust. If the range is still being finalized, say so clearly and explain the components:

salary, equity, bonus, benefits, location expectations, or contract terms. Avoid "competitive" unless you genuinely have a

reason not to state a range.
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High-quality candidates notice clarity. They also notice when companies avoid basic information. A transparent post

signals operational maturity, even when the company is small.

Today's Practice

Run the prompt and generate the job description.

Then review it from the candidate's perspective:

* Would a strong candidate understand why this role matters?

* Are the first 90 days specific?

* Is the company honest about its stage?

* Are must-have skills truly required?

* Are nice-to-have skills clearly separate?

* Does the post help the wrong candidate self-select out?

Create the scorecard before publishing. The post attracts candidates; the scorecard protects the decision. Together, they

turn hiring from a rushed search into a more thoughtful operating process.

YOUR PROMPT

You are a startup talent advisor. Help me write a job description that attracts strong candidates and filters for the

right fit. Role context: - Job title: [ROLE] - Company stage: [STAGE] - Team: [TEAM OR FUNCTION] - Why this role

matters now: [BUSINESS REASON] - First 90-day outcomes: [2-4 SPECIFIC OUTCOMES] - Required skills:

[MUST-HAVE SKILLS] - Nice-to-have skills: [OPTIONAL SKILLS] - Working style: [HOW THE COMPANY

OPERATES] - Salary range or compensation note: [RANGE OR EXPLANATION] - Location or remote policy:

[DETAILS] Create: 1. A complete job description written for high-quality candidates. 2. A concise 50-word version for

LinkedIn. 3. Three application screening questions. 4. One structured first-interview question. 5. A scorecard for

evaluating candidates. 6. A note on what might make the role unattractive to the right candidate. Rules: - Write in

plain English. - Focus on outcomes, not buzzwords. - Be honest about stage and ambiguity. - Do not oversell

culture.

TODAY'S TASK

Use the output to create a job post and a simple candidate scorecard. Before publishing, check that the first 90 days are

specific enough to evaluate performance.

EXPECTED WIN

A professional, outcome-focused job description plus screening questions and a scorecard that improve hiring quality

before the first interview.

POWER TIP

Ask AI to rewrite the job description from the candidate's perspective: 'What would a top performer need to believe to

take this role seriously?' Use that answer to strengthen the post.
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DAY 15

Build a Customer Onboarding Sequence That Drives

Activation

THE CONCEPT

The Point Of Today

Customers do not become successful because they bought.

They become successful because they reached value. That distinction is important. A sale creates commitment, but

onboarding converts that commitment into confidence. If a customer pays and then struggles to understand what to do

next, the relationship starts with doubt. If they reach a meaningful first win quickly, the relationship starts with momentum.

For an entrepreneur, onboarding is one of the highest-leverage systems in the business. It affects retention, referrals,

support load, customer satisfaction, expansion, and the quality of feedback you receive. Yetmany early-stage companies

treat onboarding as a welcome email plus a list of setup steps.

Todayyou will design onboarding around activation: the first meaningful action that predicts a customer is on the path to

success.

Activation Comes Before Education

A common mistake is trying to teach everything too early.

New customers do not need the full product tour. They need to know the next thing that helps them experience value. If

the first email says, "Here are all the features available to you," the customer has to decide what matters. If the first email

says, "Complete this one step to get your first useful result," the path is clearer.

Activation is specific to the business.

It might be:

* Inviting a team member.

* Uploading the first file.

* Booking the kickoff call.

* Completing a profile.

* Approving the first deliverable.

* Connecting one data source.

* Creating the first project.

* Submitting the first brief.

The activation action should be measurable and meaningful. A login is measurable, but usually not meaningful. A profile

view is measurable, but may not predict success. The right milestone is the action after which the customer is more likely
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to keep using, paying, or engaging.

Design The First Seven Days

The first week should have a simple rhythm.

Each message should answer:

* Why this step matters.

* What to do now.

* What happens after completing it.

* Where to get help.

Do not make every message carry equal weight. Day one should move the customer toward the first win. Day two can

remove friction. Day three can show one useful example. Day four can prompt a second action. Day five can introduce

support or best practices. Day six can reinforce progress. Day seven can either celebrate activation or re-engage

customers who are stuck.

A useful onboarding sequence feels like guidance, not marketing automation. The customer should feel that every

message respects their time.

One Action Per Message

The rule is simple: one message, one action.

If you ask a customer to watch a video, complete a setup step, invite a colleague, read documentation, and book a call in

the same email, many will do none of it. A long list creates decision friction. A single action creates momentum.

This is where AI is useful. It can draft seven messages quickly, but you need to edit them down. Remove anything that

sounds like explanation for its own sake. Keep the line that helps the customer move.

For every message, ask:

* What do we want the customer to do?

* Why would they care?

* Can they complete it in under five minutes?

* Does this bring them closer to the first win?

If the answer is unclear, the message is doing too much.

Re-Engagement Is Part Of Onboarding

Some customers will go quiet.

That does not always mean they are unhappy. They may be busy, confused, waiting on someone else, unsure what

matters, or embarrassed that they have not started. A good re-engagement message should not shame them. It should

make returning easy.

A strong re-engagement email might say:

"It looks like you have not completed the first setup step yet. The fastest path to value is still this one action. If you do it

today, you will have your first result ready by tomorrow."

Then give one clear link or instruction.

For higher-value customers, re-engagement may be personal: a short note from the founder, a support offer, or a quick

setup call. The principle is the same. Reduce friction and restore momentum.

Measure The System

Onboarding should be reviewed with data.

Track:

* Percentage of customers who start onboarding.

* Percentage who complete the activation action.
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* Time to activation.

* Support questions in the first week.

* Drop-off point.

* Re-engagement response.

* Retention or usage after activation.

The most useful question is not, "Did customers receive the sequence?" It is, "Did the sequence help customers reach

value faster?"

If activation is low, look for friction. The issue may be too many steps, unclear instructions, weak motivation, a technical

barrier, or a mismatch between the promise and the product experience.

Today's Practice

Run the prompt and define the activation milestone before accepting the sequence.

Then build the seven-day flow. Keep the first version simple. Do not wait for a perfect automated system if a manual one

can run this week. A founder sending thoughtful onboarding emails manually often learns more than a company that

automates a weak flow too early.

After the first few customers experience the sequence, review where they hesitate. The best onboarding sequence is not

the one that explains the most. It is the one that helps the customer get to their first real win with the least confusion.

YOUR PROMPT

You are a customer success strategist helping an early-stage company improve activation. Business context: -

Product or service: [WHAT CUSTOMERS BUY] - Target customer: [WHO THEY ARE] - Desired customer outcome

in the first 30 days: [OUTCOME] - First meaningful activation action: [ACTION] - Current onboarding steps: [WHAT

HAPPENS TODAY] - Common customer friction: [WHERE CUSTOMERS GET STUCK] - Communication channel:

[EMAIL, IN-APP, SLACK, CALLS, ETC.] Create: 1. A 7-day onboarding sequence with one clear action per day. 2.

Subject lines or message titles for each step. 3. The activation milestone we should measure. 4. Three reasons

customers may go quiet in week one and how to prevent each. 5. A re-engagement message for customers who do

not activate. 6. A short checklist for reviewing onboarding performance after 30 days. Rules: - Focus on customer

outcomes, not product features. - Keep each message short. - Do not introduce too many actions at once. - Make

the first win happen as early as possible.

TODAY'S TASK

Build the sequence in your email, onboarding, or customer success tool. If you do not have a tool yet, document it in

Notion or a spreadsheet. Track whether new customers complete the activation action within the first week.

EXPECTED WIN

A clear first-week onboarding sequence, a defined activation milestone, and a re-engagement path for customers who go

quiet before reaching value.

POWER TIP

After 30 days, ask AI to analyze your activation rate and customer drop-off points. The best onboarding improvements

usually come from removing steps, not adding more explanation.
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DAY 16

Write a Sales Script and Objection Handler

THE CONCEPT

The Point Of Today

Founder-led sales is not about becoming slick.

It is about becoming useful in a conversation where the buyer is trying to decide whether a problem is worth solving now,

whether your approach is credible, and whether the next step is worth their time. A good sales call is not a performance.

It is a structured conversation.

Many entrepreneurs make the same mistake on early calls: they explain too much too soon. They are proud of the

product, nervous about silence, and eager to prove value. So they pitch before the buyer has described the problem in

their own words.

Todayyou will build a script that keeps discovery at the center. The goal is not to read from it word for word. The goal is to

create a reliable structure you can internalize.

Discovery Is The Sale

Discovery is not a warm-up before the real pitch.

Discovery is where the buyer discovers whether the problem matters enough to act. If you ask thoughtful questions, the

buyer starts connecting their own pain, cost, urgency, and desired outcome. That is more persuasive than any feature

explanation.

Strong discovery questions are open and specific:

* "Walk me through how this works today."

* "Where does it usually break down?"

* "What happens when it breaks?"

* "Who else is affected?"

* "How are you measuring this today?"

* "What have you already tried?"

* "Why is this a priority now?"

* "What would need to change for this to be worth solving?"

Avoid leading questions like, "Wouldn't it save time if you had an automated system?" That teaches you very little. The

buyer can agree politely without feeling real urgency.

Present Only After You Understand

A good demo is selective.
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Once you understand the buyer's priorities, show only the parts of the product that connect to those priorities. A full tour

often weakens the sale because it distracts from the problem that matters.

A simple presentation structure works:

1. Reflect the buyer's situation. 2. Name the cost or risk of the current approach. 3. Show the product workflow that

addresses that specific issue. 4. Explain the outcome. 5. Ask whether that maps to how they would use it.

This keeps the buyer engaged. It also gives you immediate feedback. If the workflow does not map to their reality, you

learn that while still in conversation.

Objections Are Diagnostic Signals

An objection is not always a no.

It is often a request for clarity. "It is too expensive" might mean the buyer does not understand value, lacks budget,

compares you to a cheaper alternative, doubts implementation, or is not the right fit. If you respond before diagnosing,

you may answer the wrong concern.

Use a calm question first:

"When you say expensive, are you comparing it to budget, another option, or confidence in the outcome?"

For timing:

"What would need to happen for this to become a priority?"

For an existing solution:

"What is working well with the current approach, and where does it still create friction?"

For "I need to think about it":

"Of course. What part feels unresolved right now?"

These questions keep the conversation honest. They also prevent the founder from discounting, over-explaining, or

chasing a deal that was never real.

End With A Committed Next Step

Sales calls often die because they end vaguely.

"I will send over more information" is not a next step. "Let me know what you think" is not a next step. A committed next

step includes an action, owner, and date.

Examples:

* "I will send the proposal by Thursday. Can we review it together Friday at 2?"

* "Youwill confirm the implementation owner by Monday, and I will send the onboarding plan today."

* "Let us run the pilot with one team for two weeks and review results on the 15th."

If the buyer avoids committing, that is useful information. It may mean they are not convinced, not the decision-maker, not

urgent, or not a fit.

Listen For Buying Intent

Buying intent often appears before the buyer says yes.

Green flags include:

* Asking about implementation.

* Asking who needs to be involved.

* Discussing budget timing.

* Comparing you to a specific alternative.

* Asking what happens after signing.

* Sharing internal constraints.

* Using language like "when" instead of "if."
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When these signals appear, slow down. Ask a follow-up question. Do not rush past intent because you are trying to finish

the script.

Today's Practice

Run the prompt and edit the script until it sounds like you.

Before your next call, write the discovery questions on a note. During the call, aim to listen more than you speak. After the

call, review three things:

* Did the buyer describe a real problem?

* Did you connect the demo to their priorities?

* Did the call end with a committed next step?

Founder sales improves through repetition. The script is not there to make you robotic. It is there to keep you calm

enough to listen.

YOUR PROMPT

You are a founder sales coach. Help me build a discovery-led sales call script and objection handler. Sales context: -

Product or service: [WHAT YOU SELL] - Target buyer: [ROLE AND COMPANY TYPE] - Typical call length:

[MINUTES] - Customer problem: [PAIN] - Desired outcome: [OUTCOME] - Current alternatives: [WHAT THEY USE

TODAY] - Price or pricing model: [DETAILS] - Common objections: [IF KNOWN] Create: 1. A call structure with time

allocation. 2. Eight discovery questions that reveal pain without leading the buyer. 3. A short demo/presentation

structure tied to buyer priorities. 4. Objection responses for price, timing, existing solution, and needing to think. 5. A

closing framework that creates a committed next step. 6. Five buying-intent signals to listen for. Rules: - Make

discovery the center of the call. - Do not sound manipulative. - Handle objections by diagnosing before responding. -

Keep the language founder-friendly and natural.

TODAY'S TASK

Use the script on your next three sales calls. After each call, review where you talked too much, which discovery

questions worked, and whether the call ended with a committed next step.

EXPECTED WIN

A practical sales call structure, discovery question bank, objection responses, and a closing framework that helps you run

calmer, more effective founder-led sales calls.

POWER TIP

Record calls with permission and paste transcripts into AI. Ask where the buyer showed intent, where you missed a

follow-up question, and where the call drifted into pitching too early.
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DAY 17

Write a Press Release or Media Pitch That Gets

Coverage

THE CONCEPT

The Point Of Today

Media coverage starts with a story, not an announcement.

Founders often believe their launch, funding round, partnership, or milestone is automatically interesting. It may be

important to the company, but journalists and editors serve readers. They ask a different question: why should someone

who has never heard of this company care now?

Todayyou will build a press release or media pitch around reader relevance. The product or company may still appear in

the story, but it should not be the only reason the story exists.

AI can help structure the press release, generate angles, and draft a pitch. Youstill need to choose the strongest hook

and personalize outreach to real journalists.

Newsworthiness Comes From Tension

A story usually needs tension.

That tension might be:

* A surprising data point.

* A market shift.

* A customer behavior change.

* A local impact.

* A new category emerging.

* A large company ignoring a problem smaller customers face.

* A founder solving a problem from direct experience.

* A contrast between what people believe and what is actually happening.

"We launched a product" is weak on its own. "Independent retailers are losing hours every week to manual inventory

work, and new tools are finally becoming affordable" is stronger. The company becomes part of a broader story.

Before writing the pitch, ask: what would the headline be if our company name were removed?

If there is still a story, you may have something worth pitching.

The Inverted Pyramid

A press release should put the most important information first.
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The structure is:

1. Lead with the news and why it matters. 2. Add the strongest supporting evidence. 3. Include a short quote that adds

perspective. 4. Explain context and background. 5. End with company information.

Do not hide the point in the third paragraph. Editors scan quickly. If the first two sentences do not explain why the story

matters, the release is unlikely to recover.

Quotes should not be generic. Avoid lines like, "We are excited to announce." A useful quote explains why the

development matters, what changed in the market, or what customers are struggling with.

The Journalist Pitch

The pitch email should be shorter than most founders want it to be.

A five-sentence structure works:

1. Personalised reference to the journalist's recent coverage. 2. The story angle. 3. Why it matters now. 4. The evidence

or source available. 5. A simple offer to share more.

The subject line should read like a story idea, not a company announcement. Do not lead with your company name

unless the company is already widely known.

Personalisation matters. A journalist can tell the difference between a mail merge and a pitch from someone who read

their work. Reference a specific article, angle, or beat. Keep it sincere and brief.

Choose The Right Outlet

Not every story belongs in a national technology publication.

Some stories are better for local business press. Some belong in industry newsletters. Some belong in founder

communities, trade publications, podcasts, or analyst briefings. A narrow but relevant audience may be more valuable

than a large but indifferent one.

Match the angle to the outlet:

* Industry publication: operational trend or practitioner lesson.

* Local press: regional founder story, jobs, community impact.

* Business press: market shift, funding, economics.

* Newsletter: practical insight, data, founder lesson.

* Podcast: personal journey or strong point of view.

The right outlet makes the story easier to understand.

Know When Not To Pitch Yet

Some announcements are not ready.

If there is no timely angle, no evidence, no customer impact, and no broader relevance, wait. Build the proof first. A weak

pitch sent too early can make later outreach harder because journalists remember irrelevant emails.

Youcan still prepare. Use the prompt to identify what evidence would make the story stronger. That might be a survey, a

customer result, a milestone, a local connection, or a more specific market insight.

Build A Small Media List Carefully

A short, relevant list beats a large generic list.

For each journalist or editor, capture:

* Their beat.

* One recent article related to your topic.

* The angle they usually care about.

* Why your story fits their readers.

* The first sentence you will personalize.

This small amount of research changes the pitch. It prevents you from sending a funding-style announcement to
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someone who writes only practical operator pieces, or a local founder story to someone who covers national market data.

If you cannot explain why a specific person should care, do not send the pitch to them yet.

Today's Practice

Run the prompt and choose the strongest angle.

Then find five journalists, newsletter writers, or editors who have covered similar stories recently. Read at least one recent

piece from each person. Personalise the first sentence of your pitch.

Before sending, ask:

* Is the story clear without our company name?

* Is there a reason this matters now?

* Is the evidence specific?

* Is the email short?

* Is the recipient a real fit?

Good PR is not noise at scale. It is relevance, timing, and a story that serves the reader.

YOUR PROMPT

You are a PR strategist helping an early-stage company pitch a story to journalists. Announcement context: -

Announcement: [WHAT IS HAPPENING] - Company: [WHAT YOU DO] - Audience affected: [WHO SHOULD CARE]

- Why now: [TIMING OR MARKET REASON] - Most interesting hook: [SURPRISING, USEFUL, OR

COUNTERINTUITIVE ANGLE] - Evidence: [DATA, CUSTOMER STORY, MARKET SIGNAL, MILESTONE] - Target

publication type: [TECH, LOCAL, INDUSTRY, BUSINESS, ETC.] Create: 1. A press release under 400 words using

inverted pyramid structure. 2. A five-sentence journalist pitch email. 3. Three alternative story angles for different

publication types. 4. A checklist for researching the right journalist. 5. A polite follow-up email for three days later. 6.

A note on why this story might not be newsworthy yet. Rules: - Lead with the story, not the company. - Avoid hype

and empty superlatives. - Make the reader relevance obvious. - Keep the pitch short.

TODAY'S TASK

Find five journalists or newsletter writers who have covered similar topics recently. Personalise the first line of each pitch

with a specific reference to their work before sending.

EXPECTED WIN

A press release, journalist pitch, alternative angles, and a disciplined outreach process that gives your announcement a

better chance of earning coverage.

POWER TIP

If the announcement itself is weak, ask AI to turn your customer research into a data-led story. Journalists often care

more about a surprising market pattern than a product launch.
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DAY 18

Build a Weekly Business Review That Keeps You

Honest

THE CONCEPT

The Point Of Today

A founder needs a rhythm for telling the truth about the business.

Without a rhythm, the loudest issue wins. A customer complaint, a delayed invoice, a new feature idea, or a promising

sales call can take over the week. Each may matter, but none should replace a structured view of business health.

A weekly business review creates that structure. It gives you a fixed time to look at the numbers, the risks, the wins, and

the decisions that need attention. It does not need to be complicated. In fact, if the review becomes complicated, it will

probably stop happening.

Todayyou will design a weekly review that can be completed in 30 minutes and repeated every week.

Leading And Lagging Indicators

Good reviews include both leading and lagging indicators.

Lagging indicators tell you what already happened:

* Revenue.

* Profit.

* Churn.

* Customers won.

* Cash balance.

* Completed projects.

Leading indicators tell you what is likely to happen:

* Sales calls booked.

* Proposal conversion.

* Product activation.

* Support volume.

* Pipeline quality.

* Trial usage.

* Delivery backlog.

Founders tend to over-focus on lagging indicators because they feel concrete. But by the time revenue drops, the

underlying issue may have started weeks earlier. Leading indicators give you time to intervene.
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For example, if sales calls booked are down for two weeks, revenue may drop next month. If onboarding completion falls,

retention may suffer later. If support tickets rise around one feature, product confusion may be growing.

Choose Metrics That Support Decisions

Do not track metrics because dashboards usually include them.

Trackmetrics that help you decide what to do. Each metric should connect to a question:

* Do we have enough pipeline?

* Are customers reaching value?

* Are we retaining the right customers?

* Is delivery quality holding?

* Is cash runway changing?

* Are we spending time on the highest-leverage work?

If a metric does not support a decision, it may not belong in the weekly review.

Eight to ten metrics are enough. More than that and the review becomes reporting theater. The goal is not to impress

yourself with information. The goal is to see the business clearly enough to act.

Trigger Thresholds

A metric becomes more useful when you define a threshold.

For example:

* If weekly sales calls fall below five, investigate pipeline sources.

* If onboarding activation falls below 60%, review the first-week experience.

* If support tickets rise 30%, inspect the source of confusion.

* If runway drops below nine months, review spend and fundraising timeline.

* If proposal conversion falls below 25%, review sales qualification.

Thresholds prevent vague concern. They turn data into a decision rule.

Youcan adjust thresholds as the business matures. Early thresholds may be rough. That is fine. The act of defining them

improves the review.

The 30-Minute Agenda

A weekly review should be short enough to survive busy weeks.

Use this agenda:

1. Five minutes: wins and notable events. 2. Ten minutes: metric review against thresholds. 3. Five minutes: risks,

blockers, or surprises. 4. Five minutes: one decision or tradeoff. 5. Five minutes: next week's focus.

If you are a solo founder, run it alone. If you have a team, keep the group small. If advisors are involved, send them a

summary rather than inviting them into every operational detail.

The review should end with one clear focus for the coming week. If everything matters equally, the review has not done its

job.

Include Qualitative Notes

Numbers tell part of the story.

Qualitative notes often reveal the cause. A sales conversion number may be down because buyers are confused about

pricing. Activation may be down because new customers misunderstood setup. Support may be up because one

workflow is unclear.

Capture observations:

* What did customers say this week?

* What objections repeated?

* What felt harder than expected?
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* What decision are we avoiding?

* What surprised us?

These notes become extremely valuable after several weeks. AI can analyze them for patterns that are hard to see in the

moment.

Keep A Decision Log

Add one small section to the weekly review: decisions made.

This can be as simple as:

* Decision.

* Reason.

* Evidence used.

* What we expect to happen.

* When we will review it.

Founders forget why decisions were made because the context changes quickly. A decision log gives future-you a record

of the thinking at the time. It also makes AI analysis more useful later because it can compare what you expected with

what actually happened.

The goal is not bureaucracy. The goal is learning. A business improves faster when decisions leave a trace.

Today's Practice

Run the prompt and create the template.

Then fill it in immediately using whatever data you have. Do not wait for a perfect dashboard. A partly manual review done

weekly is more valuable than an automated dashboard nobody trusts.

At the end, write one sentence:

"This week, the business most needs attention on [X] because [Y]."

That sentence is the point. The review exists to move you from scattered awareness to clear action.

YOUR PROMPT

You are a business operating system advisor for early-stage companies. Help me design a weekly business review.

Company context: - Company stage: [IDEA, MVP, REVENUE, GROWTH] - Business model: [HOW YOU MAKE

MONEY] - Main business areas: [SALES, PRODUCT, CUSTOMER SUCCESS, FINANCE, OPERATIONS, ETC.] -

Current top goal: [GOAL] - Current biggest risk: [RISK] - Available data: [METRICS YOU CAN TRACK] - Review

audience: [JUST ME, TEAM, ADVISORS, INVESTORS] Create: 1. A weekly review template with 8-10 metrics. 2.

Leading and lagging indicators for each business area. 3. A 30-minute agenda. 4. Trigger thresholds that require

investigation. 5. A weekly summary format to share with others. 6. A monthly strategic review version. Rules: - Keep

the review practical and repeatable. - Choose metrics that support decisions. - Do not create a dashboard nobody

will maintain. - Include qualitative reflection, not only numbers.

TODAY'S TASK

Build the review template in Notion, a spreadsheet, or your operating doc. Fill it in once this week using the best data

available, even if some numbers are incomplete.

EXPECTED WIN

A repeatable weekly business review that helps you spot issues early, stay focused, and turn scattered activity into

operating discipline.

POWER TIP
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After four weekly reviews, paste the entries into AI and ask what trend you are missing. Patterns become visible when

the review becomes a habit.
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DAY 19

Write a Partnership or B2B Proposal That Closes

THE CONCEPT

The Point Of Today

A partnership proposal should not create interest from nothing.

It should confirm and structure interest that already exists. If the other company does not understand the value, a

proposal is unlikely to persuade them by itself. If there has been a good conversation, a strong signal, or a clear strategic

fit, the proposal can help the idea survive internal review.

That is the real job of a B2B proposal: make it easy for the partner to explain the opportunity to people who were not in

the room.

Todayyou will write a proposal that is clear, mutual, and practical. It should help the partner answer three questions: why

this matters, what each side contributes, and what happens next.

Write For The Internal Buyer

The person who likes your idea may not be the person who approves it.

A partnership can be killed by finance, legal, operations, product, or leadership. Those people may not know you. They

may not have heard the original conversation. They may be evaluating risk more than upside.

This is why the executive summary matters. It should explain the proposal in plain language:

* What the partnership is.

* Why it benefits the partner.

* Why it benefits your company.

* What each side commits to.

* What the next step is.

If a senior decision-maker reads only the summary, they should still understand the deal.

Mutual Value Must Be Concrete

"Strategic alignment" is not enough.

Concrete value might include:

* Access to a new customer segment.

* Incremental revenue.

* Better retention.

* More complete product capability.
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* Reduced acquisition cost.

* Improved customer success.

* Faster implementation.

* Credibility in a new market.

The proposal should show value for both sides. If the model is uncertain, label it as an estimate. A clearly stated estimate

is better than a vague promise.

For example:

"If 5% of the partner's eligible customer base adopts the joint offer at this price, the 12-month revenue opportunity is

approximately..."

Even if the exact number changes, the logic helps the partner evaluate the opportunity.

Do Not Hide The Ask

Founders sometimes soften the ask so much that the proposal becomes unclear.

Be explicit:

* Are you asking for introductions?

* A co-marketing campaign?

* Distribution to their customer base?

* A technical integration?

* A revenue-share pilot?

* A bundled offer?

* A referral agreement?

The ask should feel proportional to the relationship. A cold proposal asking for a full product integration is likely too heavy.

A warm partner conversation may justify a pilot. An existing relationship may support a broader commercial agreement.

Address Objections Early

Partnership objections are predictable.

Legal may worry about liability, data, exclusivity, or customer ownership. Finance may question revenue assumptions.

Product may worry about roadmap distraction. Operations may worry about support burden. Leadership may worry about

brand risk.

A strong proposal does not pretend these concerns do not exist. It answers them calmly:

* Start with a limited pilot.

* Define ownership clearly.

* Set success metrics.

* Clarify customer communication.

* Avoid exclusivity unless necessary.

* Include an exit path.

This makes the proposal feel operationally mature.

Start With The Smallest Useful Pilot

Partnerships often fail because the first version is too large.

A useful pilot reduces risk for both sides. It might be one webinar, one referral cohort, one customer segment, one

integration test, one shared account list, or one co-branded resource. The pilot should be small enough to approve

quickly and meaningful enough to prove whether the partnership deserves more investment.

Define:

* Pilot scope.

* Success metric.

* Timeline.
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* Owner on each side.

* Customer communication plan.

* Decision point after the pilot.

This makes the proposal easier to say yes to. It also protects both companies from vague partnership enthusiasm that

never becomes real work.

Follow-Up Should Create Movement

"Just following up" is weak.

A good follow-up gives the partner a simple way to continue:

* Ask if the proposal answers the main internal question.

* Offer to revise the model.

* Suggest a decision meeting.

* Propose a smaller pilot if the full plan feels too large.

* Ask who else needs to review it.

The goal is not pressure. It is momentum.

Today's Practice

Choose one high-fit partner.

Before writing, make sure you can answer:

* Why would this matter to them now?

* Who inside their company benefits?

* Who might block it?

* What is the smallest useful version of the partnership?

* What decision do we want after they read the proposal?

Run the prompt and edit the output heavily. A proposal should sound like your company understands their business, not

like a template was filled in.

Send it within 48 hours of the conversation. Momentum fades. A timely, clear proposal is often more persuasive than a

perfect one sent too late.

YOUR PROMPT

You are a business development strategist helping an early-stage company write a partnership proposal.

Partnership context: - My company: [WHAT WE DO] - Potential partner: [COMPANY TYPE OR NAME] - Their

audience or customer base: [WHO THEY SERVE] - Value we bring: [WHAT THEY GET] - Value we ask for:

[DISTRIBUTION, REFERRALS, INTEGRATION, CO-MARKETING, ETC.] - Current relationship: [COLD, WARM,

AFTER FIRST CALL, EXISTING CUSTOMER, ETC.] - Commercial model: [REVENUE SHARE, REFERRAL FEE,

JOINT OFFER, PILOT, ETC.] Create: 1. A partnership proposal structure. 2. A 150-word executive summary. 3. A

mutual value model for both sides. 4. Three legal, finance, or operational objections and responses. 5. A one-page

internal summary the partner can share. 6. A follow-up email for three days after sending. Rules: - Write from the

partner's perspective. - Make mutual value concrete. - Do not oversell strategic alignment. - Make the next step

clear.

TODAY'S TASK

Choose one high-fit partner and write the proposal after a real conversation or strong signal of interest. Send it within 48

hours while the context is still fresh.

EXPECTED WIN

A partnership proposal that helps the other company understand value, share the idea internally, and move toward a

specific next step.
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POWER TIP

Before sending, ask AI: 'If I were the partner's CFO or legal lead, what would make me hesitate?' Add answers to

those concerns before they become blockers.
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DAY 20

Run a Business Health Audit in Under an Hour

THE CONCEPT

The Point Of Today

Every founder carries a private version of the business in their head.

That version contains facts, fears, hopes, rationalizations, and instincts. Some of it is accurate. Some of it is distorted by

proximity. When you are inside the business every day, it is easy to confuse activity with health and urgency with

importance.

A business health audit creates distance. It gives you a structured way to look at the company across financial health,

product-market fit, team risk, and market position. The goal is not to judge yourself. The goal is to see clearly enough to

act.

Todayyou will run a one-hour audit and turn the result into a 90-day action plan.

Financial Health

Financial health is more than revenue.

A company can have revenue and still be unhealthy if churn is high, margins are weak, cash runway is short, or growth

depends on expensive acquisition. A company can also have modest revenue and be healthier than it looks if retention is

strong, costs are controlled, and customers are expanding.

For the audit, look at:

* Current revenue.

* Growth rate.

* Gross margin.

* Burn rate.

* Runway.

* Cash timing.

* Customer acquisition cost, if known.

* Churn or repeat purchase.

The rating should be honest. A low score is not failure. It is information. If runway is short, you need a cash plan. If

margins are weak, you need pricing or delivery changes. If growth is slow but retention is strong, you may need

distribution. Each diagnosis points to a different action.

Product-Market Fit Signals

Product-market fit is not a feeling.
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It shows up in behavior. Customers keep using the product. They pay without excessive persuasion. They refer others.

They complain when access is removed. They describe the value in their own words. Sales conversations become more

efficient because the problem is already understood.

Weak signals include praise without purchase, signups without activation, pilots without conversion, usage without

retention, and interest from people outside the target segment.

The audit should ask:

* Who is getting the most value?

* What behavior proves it?

* What segment is easiest to sell and retain?

* What customer feedback repeats?

* Where do people hesitate?

If the evidence is unclear, the next 90 days should focus on learning, not scaling.

Team And Founder Risk

Early-stage companies often depend too heavily on one person.

That person may be the founder who handles sales, product, customer success, finance, hiring, and strategy. Or it may

be a single engineer, designer, contractor, or operator who holds a critical system in their head.

The audit should identify:

* Single-person dependencies.

* Missing skills.

* Founder bottlenecks.

* Decision delays.

* Operational knowledge that is not documented.

* Burnout risk.

This is not about hiring immediately. Sometimes the solution is documentation, delegation, a contractor, a process, or

removing low-value work. But the risk should be named.

Market Position

A business can drift toward commodity without noticing.

At first, the company may feel differentiated because it is new. Over time, competitors add features, customer

expectations shift, and the original message weakens. The audit should ask whether the market still understands why

your company is different.

Look for:

* Clear customer segment.

* Specific problem ownership.

* Distinct point of view.

* Evidence customers choose you for a reason other than price.

* Sales language that feels sharper than competitors.

* Proof that the differentiation matters to buyers.

If the company is winning only through founder effort, discounts, or personal relationships, the market position may need

work.

Turn Diagnosis Into Action

The audit is only useful if it changes behavior.

Choose three actions for the next 90 days. Each should be specific, time-bound, and connected to the diagnosis.

Examples:

* Increase activation from 45% to 65% by simplifying onboarding.
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* Extend runway by three months through pricing and expense changes.

* Interview 15 retained customers to clarify the best-fit segment.

* Reduce founder delivery time by documenting the client onboarding process.

* Rework positioning around the customer segment with highest retention.

Do not choose ten actions. Three is enough.

Name The Avoided Problem

Every audit should include one uncomfortable question.

It might be:

* Are we avoiding pricing because we fear customer reaction?

* Are we calling weak retention a marketing problem?

* Are we using product work to avoid sales?

* Are we depending too much on the founder?

* Are we confusing interest with willingness to pay?

Naming the avoided problem does not solve it immediately, but it changes the conversation. Once the issue is visible, you

can choose a test, decision, or conversation that moves it forward.

This is one of the places AI can be especially useful. Ask it to be direct. Then read the answer slowly before rejecting it.

Today's Practice

Run the prompt with honest numbers.

Read the output without defending yourself. If the audit names something uncomfortable, pause there. That is often the

most valuable part.

Then put the top three actions into your calendar. A health audit that stays in a document is easy to admire and ignore. A

health audit that creates calendar blocks becomes operating change.

The purpose of today is not to feel reassured. It is to trade vague anxiety for clear priorities.

YOUR PROMPT

You are a business advisor conducting a quarterly health audit for an early-stage company. Company context: -

Revenue: [CURRENT REVENUE OR MRR] - Growth rate: [MONTHLY OR QUARTERLY] - Burn rate: [MONTHLY

SPEND] - Runway: [MONTHS] - Churn or retention: [NUMBER OR UNKNOWN] - Customer satisfaction: [NPS,

QUALITATIVE, REVIEWS, SUPPORT SIGNALS] - Team size and key roles: [DETAILS] - Biggest current win: [WIN]

- Biggest current risk: [RISK] - Market position: [HOW WE ARE DIFFERENT] Create: 1. A financial health rating

from 1-5 with rationale. 2. A product-market fit assessment. 3. A team risk assessment. 4. A market position

assessment. 5. The top three actions for the next 90 days. 6. The uncomfortable question I should not avoid. Rules: -

Be honest and direct. - Use the numbers I provide. - Separate urgent from important. - Recommend actions, not

vague themes.

TODAY'S TASK

Fill in the inputs honestly and run the audit. Put the top three actions into your calendar this week as real time blocks, not

intentions.

EXPECTED WIN

A structured business health audit with clear ratings, risks, and a 90-day action plan grounded in the actual state of the

company.

POWER TIP
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Run the audit quarterly. After two audits, ask AI to compare them and identify the problem you keep rationalizing

instead of solving.
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DAY 21

Build Your Entrepreneur AI Operating System

THE CONCEPT

The Point Of Today

Using AI occasionally is helpful. Building an AI operating system is different.

An operating system is a repeatable way of working. It decides where AI fits into the rhythm of the business: what you use

daily, what you review weekly, what you improve monthly, and what you revisit quarterly. It turns AI from a tool you

remember when stuck into a layer of leverage across decisions, communication, analysis, and execution.

Over the past 21 days, you have used AI across research, positioning, pricing, content, sales, finance, hiring, operations,

and strategy. Today is about keeping the useful parts alive.

The output is not another prompt. It is a system for using prompts well.

Prompts Are Business Assets

A good prompt captures judgment.

It includes context, constraints, voice, examples, evaluation criteria, and the kind of output that helps you make a

decision. When a prompt consistently helps you write a better investor update, analyze sales calls, build onboarding, or

diagnose pricing, it becomes part of how the business operates.

Do not leave those prompts scattered across chat history.

Create a prompt library organized by function:

* Strategy.

* Customer research.

* Positioning.

* Marketing.

* Sales.

* Product.

* Customer success.

* Finance.

* Hiring.

* Operations.

* Investor communication.

For each prompt, add:

* When to use it.
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* What inputs it needs.

* What good output looks like.

* One example of a strong result.

* Notes from real usage.

This turns prompts from one-off conversations into reusable assets.

Build A Weekly Workflow Stack

YourAI operating system should match the rhythm of the business.

Daily workflows might include drafting customer replies, summarizing notes, preparing sales call questions, or improving

a piece of communication.

Weekly workflows might include reviewing sales calls, analyzing content performance, updating the business review,

preparing outreach, or synthesizing customer feedback.

Monthly workflows might include investor updates, financial model review, roadmap prioritization, and content planning.

Quarterly workflows might include business health audits, positioning review, prompt library cleanup, and strategy reset.

The goal is not to use AI everywhere. The goal is to use it where it improves speed, clarity, or quality without removing

founder judgment.

Do Not Automate Fog

Automation is powerful, but it can also scale confusion.

If a workflow is unclear manually, automating it too early can make the problem harder to see. Before automation, ask:

* Do we understand the desired output?

* Do we know the inputs required?

* Is the workflow repeated often enough?

* Is quality easy to review?

* What happens if the output is wrong?

Start by systematizing before automating. A documented prompt, checklist, and review step may be enough. Once the

workflow is stable, automation can save time.

This matters because early-stage companies change quickly. Automating a process that should still be learning can lock

in weak assumptions.

Keep Human Judgment Central

AI can draft, structure, analyze, summarize, and challenge.

It should not make strategic decisions without you. It does not know the full emotional, commercial, ethical, or political

context of your business. It can help reveal options, tradeoffs, and blind spots. You remain accountable for the choice.

Use AI especially well for:

* Turning messy notes into themes.

* Drafting first versions.

* Stress-testing assumptions.

* Preparing for conversations.

* Comparing options.

* Creating reusable templates.

* Summarizing long material.

Be careful with:

* Legal commitments.

* Financial decisions without review.

* Sensitive customer data.

* Hiring decisions.
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* Claims about competitors.

* Anything where accuracy, confidentiality, or ethics matter.

The best founders will not be the ones who outsource judgment. They will be the ones who protect judgment by using AI

to reduce low-value cognitive load.

The Quarterly Review

YourAI system should improve.

Every quarter, review:

* Which prompts did we actually use?

* Which saved meaningful time?

* Which improved quality?

* Which produced weak or generic output?

* Which workflows should be systematized next?

* Which prompts should be deleted?

* What examples should be added?

This prevents the prompt library from becoming a drawer full of forgotten templates. A smaller library of trusted prompts is

better than a large library nobody uses.

Today's Practice

Run the prompt and build your first AI operating system.

Then create the prompt library and add the five prompts that produced the most useful work during this course. Do not

choose the prompts that looked impressive. Choose the ones you would actually use again.

For each, write a short note:

"Use this when..."

That note matters. It helps future-you reach for the right workflow at the right moment.

The course ends here, but the operating system begins here. The advantage does not come from trying AI once in 21

areas. It comes from keeping the best workflows, improving them, and letting them compound inside the way you run the

business.

YOUR PROMPT

You are a business systems designer helping an entrepreneur build a personal AI operating system. Context: -

Business: [WHAT YOU ARE BUILDING] - Stage: [IDEA, MVP, REVENUE, GROWTH] - Most useful AI workflows

from this course: [LIST 5-7] - Biggest recurring time drains: [LIST] - Highest-leverage founder activities: [LIST] -

Tools I already use: [NOTION, GOOGLE DOCS, CRM, EMAIL, ETC.] - Workflows I want to improve next: [LIST]

Create: 1. A weekly AI workflow stack: daily, weekly, monthly, and quarterly. 2. A prompt library structure organized

by business function. 3. The one workflow I should automate or systematize next. 4. Three AI habits to build in the

next 30 days. 5. A quarterly review process for improving the system. 6. A rule for when not to use AI. Rules: - Make

it practical and maintainable. - Treat prompts as business assets. - Keep founder judgment central. - Do not

automate unclear work too early.

TODAY'S TASK

Create your prompt library today. Add the five prompts from this course that produced the most useful output. Organize

them by business function and add notes on when to use each one.

EXPECTED WIN

A personal AI operating system that turns the course from a collection of experiments into a repeatable way of running

the business with better leverage.
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POWER TIP

Review your prompt library every quarter. Delete prompts you do not use, improve the ones that create value, and

add examples from real customer, sales, finance, and operating work.
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