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Before We Start: A Letter to You

Let me guess how you got here.

You have an idea. Maybe a product you love, or maybe just the overwhelming urge to stop working to make someone else rich. You opened a tab to "learn how to sell online," and three hours later you had forty tabs open, two courses in your cart, a headache, and the same question you started with: where on earth do I begin?

Because everyone tells you the same thing. That you need a designer. A copywriter. Someone to run your ads. A video editor. A web expert. A community manager. And since you can't afford to hire any of that, you start believing that building an online business is a club that only people with money get into.

I want to be honest with you from page one, because this book isn't hype: that was true three years ago. It isn't anymore.

I've spent more than twenty years in marketing. I've managed brands, led teams, worked with budgets that feel like another planet today. And when I decided to build my own online store, I found myself exactly where you are right now: on my own, no team, no agency, the same scared look on my face in front of the screen. The difference is I discovered something that changed everything.

You don't need to hire those six people. You need to learn to direct them. Because today, artificial intelligence can do the work of your designer, your copywriter, your strategist, your analyst, and your salesperson — all at once, with no salary, no time off, and no resigning at the worst possible moment. It's not magic. It's not a button that prints money. It's a team. And like any team, it performs based on how well you lead it.

That's what this book is: the manual for directing your invisible team and growing your online store.

I'm not going to promise you'll be a millionaire in 30 days, because that would be a lie, and you already have enough people lying to you. I'm going to promise something more useful: that by the time you finish reading, you'll know exactly how to put AI to work in every part of your business, in what order, and with what words to give it instructions so the result doesn't come out robotic or generic, but sounds like your brand.

Let's do this together. And let's do it for real.

Turn the page. Your team is already waiting for instructions.

— Stefania Aspiazu

Chapter 1 — The Mindset Shift That Changes Everything

There's a phrase I hear all the time, and it hurts every time: "the thing is, I'm in this alone."

I get it completely. I said it too. But let me tell you why it's wrong, because the rest of this book depends on this chapter.

Most people who use AI for their business get frustrated fast. They ask ChatGPT or Claude for something, get a flat, generic response, say "this sounds robotic, it doesn't work," and go back to believing they need to hire humans. The problem isn't the AI. The problem is they're talking to it the way you talk to a search engine, not the way you talk to a member of your team.

Think about it this way. If tomorrow you hired someone brilliant, incredibly talented, but who started today and knows nothing about your business, what would you expect? That they'd need context. That you'd explain who you sell to, what tone your brand uses, what you like and don't. If you just said "write something to sell my product" and left it at that, you'd get something generic — not because they're bad at their job, but because you gave them nothing to work with. And yet that's exactly what most people ask of AI.

Your invisible team is just as talented as that person. And they also just started.

The mindset shift is this: stop "asking questions" and start giving instructions with authority. A good instruction for AI always has four things:

	A role. Don't talk to a machine in the abstract. Tell it who it is. "You're a copywriter with ten years selling beauty products in Latin America." The AI puts on that hat and responds from there. It changes everything.

	A clear goal. What you want to achieve, not just what you want it to do. "I want this description to make someone who's never heard of my brand feel like they need this product today." That's different from "write a description."

	Context. Everything you know that the AI doesn't: who your customer is, what problem they have, how they talk, what scares them, what other options they have. The more you give it, the less generic the output.

	Style. How it should sound. "Warm, no jargon, like a friend who knows the subject. None of the words 'revolutionary' or 'innovative.'" This is where you kill the robotic tone before it's even born.


Keep these four things in mind. Role, goal, context, style. We'll use them in every chapter, with every "employee" on your team. It's the difference between a result you have to throw out and one you just need to tweak a little.

And there's a fifth ingredient, the most important one, and the one almost nobody uses: the conversation. AI isn't a one-shot machine. It's a team that works with you. The first response is almost never the right one, and that's fine. Read it, tell it what you liked and didn't, ask it to try again "but shorter," "but with more feeling," "but like you're telling your best friend." That back-and-forth is where content with actual soul gets born. The people who get frustrated are the ones who give up after the first response. The ones who win are the ones who keep directing until it's right.

That's the whole secret of this book. You're not going to learn to "use a tool." You're going to learn to direct a team that happens to be invisible, doesn't collect a salary, and can do in an afternoon what used to take a month and a budget you didn't have.

In the next chapter, we hire the first one: the strategist, the one who tells you what to sell before you spend a single dollar on the wrong product.

Chapter 1 task. Before moving on, write down these four answers about your business, on paper or in your phone's notes app: who do I sell to? what problem do I solve? how does my customer talk? how do I want my brand to sound? Save them. You'll be feeding this to your invisible team over and over, and it's what will make your content stop looking like everyone else's.

Chapter 2 — Your First Hire: The Strategist

Let me save you the most expensive mistake people make when they're starting out: falling in love with a product before knowing if anyone wants to buy it.

I made this mistake myself. I saw a beautiful product, fell for it, invested, built the store... and crickets. Nobody bought. Not because the product was bad, but because I chose with my heart instead of with data. That mistake, with inventory and ads, costs hundreds of dollars. With your invisible strategist, it costs zero and an afternoon.

The strategist's job is to answer three questions before you spend a cent: is there already demand for this? is it too saturated to enter? will it leave real profit after all the costs? A consulting firm would charge you real money for that analysis. You're going to do it with well-crafted instructions.

How to put your strategist to work

Start by giving it a role and a task, using the four things from the previous chapter. Something like:

"You're a market analyst with ten years evaluating products to sell online. I'm going to give you a product and I want you to analyze it with a cold, clear head, without telling me what I want to hear. I need to know: what kind of person buys it and what problem it solves for them, how saturated the market is, what the typical objections are for people who DON'T buy it, and what sales angle you'd use to stand out. Be honest: if it's a bad product, tell me."

That last line — "if it's a bad product, tell me" — is gold. AI tends to be agreeable. When you explicitly give it permission to be critical, it gives you a far more useful analysis.

Then you keep talking. Ask it to estimate a price range. Ask what similar products already exist and what people criticize in the reviews (that's where your best sales angles are hiding: every competitor complaint is a promise you can deliver on). Ask for three different angles for the same product and pick the one that sounds most like your customer.

The math you can't skip

No strategist is useful if the final number doesn't work out. Before falling for anything, have the AI help you fill out this simple equation:


•  The price you're going to sell it at.

•  Minus: what the product costs you.

•  Minus: shipping.

•  Minus: what the payment platform and sales platform take.

•  Minus: what you spend on advertising to get one sale.

•  = What you actually have left.


If what's left is a pittance or a negative number, it doesn't matter how pretty the product is: it's not a business, it's an expensive hobby. Your strategist forces you to see this before losing money, not after.

An honest warning. AI doesn't have real-time sales data for your city. It's brilliant for thinking, analyzing objections, finding angles, and organizing your head — not for guessing how many units sold yesterday in your neighborhood. Use it for what it's good at: thinking with you. You confirm hard demand data by looking at what's being advertised heavily, what people are searching for, and what your competitors are selling. AI helps you interpret that, not invent it.

When you finish this step, you'll have something 90% of people who start out don't have: a reason, backed by data and not wishful thinking, to sell what you're going to sell. And a clear angle for why people will buy from you.

Now that you know what to sell and to whom, it's time to put it into words that sell. In the next chapter, we hire the one who writes for you — and we'll teach it to sound like you, not like a robot.

Chapter 2 task. Pick a product (or the one you already have) and run the full analysis with your strategist: customer profile, saturation, objections, three angles, and the real profit math. Don't move to chapter 3 until you have the final number for "what I actually have left." That number is what decides.

Chapter 3 — The One Who Writes for You

Here's the employee people hire the worst.

They ask AI to "write a description for my product," copy whatever comes out first, paste it into the store, and then complain that "AI writes badly." And they're right: that text does write badly. It sounds like an airport brochure. It uses words like revolutionary, innovative, in today's world, look no further. Nobody talks like that. Nobody buys because of text like that.

But the problem, again, isn't the AI. It's that they asked it to write without teaching it how to talk. Now I'm going to teach you exactly how it's done, because this is the chapter that makes your brand stop sounding like everyone else's.

Rule one: feed it examples

AI is an extraordinary mimic. Give it an example of the voice you want, and it copies it. Give it nothing, and it invents a generic voice that belongs to no one. So feed it material:


•  Paste the warmest WhatsApp message you've ever written to a customer.

•  Paste a real review where someone describes how your product (or a similar one) changed their day.

•  Paste how your customer talks: their words, their complaints, their expressions.


And tell it: "This is the tone. This is how my brand talks, and how my customer talks. Write the description in this voice, not yours." The difference between doing this and not doing it is huge. It's the difference between a text that could belong to anyone and one that could only be yours.

Rule two: the blacklist

There are words that scream "a machine wrote this." Ban them. Give it a fixed instruction you'll repeat every time:

"Never use these words or anything similar: revolutionary, innovative, in today's world, dive in, look no further, elevate, unlock, unleash. Write the way a real person talks when telling a friend something."

Just by cutting those crutch words, your copy jumps two levels. Try it and see.

Rule three: ask for three, not one

Never settle for the first version. Ask for three different angles for the same thing: one emotional, one direct, one with humor. Read them. The best final text is almost always a mix — the hook from one, the closing line from another. You're the one who puts the good pieces together. Which brings me to the most important thing in this chapter:

Your role isn't to write. It's to edit.

That's the shift that changes everything. You don't have to sit in front of a blank page. Your job is to direct, read, cross things out, ask for "again, but shorter," "again, but hit harder," and approve. AI does the heavy lifting; you bring the judgment, which is what it doesn't have. A piece of text passes through your hands and comes out with your seal on it. That's not cheating. That's directing your team.

With this employee, you'll write your product descriptions, your ad copy, your emails, your Instagram bio, your follow-up messages. All in the same voice — yours — in a fraction of the time.

Chapter 3 task. Take your product and write its description using this method: feed it an example of your voice, ban the blacklist words, ask for three versions, and put the final one together yourself. Read it out loud. If it sounds like something you'd say, you won. If it sounds like a brochure, ask for another round.

Chapter 4 — The Designer Who Never Sleeps

"The thing is, I don't know how to design." Perfect. You don't need to. This employee does, works for free, and doesn't get offended when you ask for the image for the fourteenth time.

A product photo session used to cost a fortune and take a whole day. A video for an ad, even more. Today you describe what you want to AI and have it in minutes. But — and this is key — the quality of the image depends on how well you describe it. "A photo

The four types of images your business needs

	The clean product shot. Your product alone, on a clean background, well lit. This is the one that goes on your store listing. It needs to look real and desirable.

	The lifestyle image. Your product in use, in a scene your customer identifies with: in a nice bathroom, in someone's hands, on a morning table. This sells more than the clean shot, because your customer sees themselves reflected in it.

	The ad creative. The image with a hook: a before-and-after, a promise written over it, something that stops the scroll.

	Brand images. Your colors, your style, so your whole business looks like it belongs to one family instead of a collage of unrelated pieces.





Chapter 5 — The 24-Hour Salesperson



	The hook, right at the top. The first thing visible without scrolling: a clear promise (the benefit, not the feature) and an image backing it up. The person decides in three seconds whether to keep going or leave. This is where everything is at stake.

	The problem. Name the pain your customer already feels. When someone reads their own problem described with precision, they think "this brand gets me" and lower their guard.

	The solution: your product. Now you present it, as the natural answer to that problem. Not as "an amazing product," but as "the thing that solves exactly that."

	Social proof. Reviews, photos of real customers, the number of people who already bought. Nobody wants to be first. Showing that others already trusted you moves the needle more than almost anything else.

	Objections handled. Everything your customer thinks before buying — "what if it doesn't work for me?", "how long does shipping take?", "is it safe to pay here?" — answer it before they ask. Every unanswered doubt is a lost sale.

	The offer. The price, and this is where the classic trick that actually works comes in: the original price crossed out next to today's price. The person sees what they're saving and feels like it's the moment. (With one condition: it has to be true. People can smell a fake discount.)

	The call to action. One clear button that says what happens when you tap it. One, not five. No confusion.





Chapter 6 — The One Who Brings People In









Chapter 7 — The One Who Doesn't Let Anyone Slip Away









Chapter 8 — The Manager














Closing — Your 7-Day Plan



	Day 1 — Decide what to sell. Run the full analysis with your strategist (chapter 2). End the day with a product chosen based on data, and the number for "what I actually have left."

	Day 2 — Give it a voice. Define how your brand talks and write your product description and a couple of ad copy pieces with your invisible writer (chapter 3). Read them out loud.

	Day 3 — Make it visual. Generate your two best-selling images: the clean shot and the lifestyle image (chapter 4).

	Day 4 — Build your salesperson. Build the page following the seven steps, and check it on your phone (chapter 5). Choose how you'll get paid with what you already have; don't wait for perfect.

	Day 5 — Set up follow-up. Write and activate your three messages: cart, thank-you, second purchase (chapter 7). This works for you from day one.

	Day 6 — Bring in the first ones. Launch your first small traffic test with two ad versions (chapter 6). Remember: today you're buying information, not getting rich.

	Day 7 — Look and adjust. Build your four-number dashboard, sit down with your invisible manager, and decide on the first improvement (chapter 8). Congratulate yourself: your business now exists in the real world.







About This Book




With this book, you'll:
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