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Chapter 1What Product Hunt Is and Why It Works

Product Hunt is a daily list of new products where the community upvotes the best launches. It was founded by Ryan Hoover in 2013. Today it has 3+ million registered users and 30,000–50,000 daily visitors. It is the place where tech early adopters look for something to try.
Why Product Hunt matters for startups: your first traffic is the most expensive. PH gives organic traffic from a targeted audience (tech-savvy early adopters). Social proof: “#1 Product of the Day” is a signal to investors, the press, and future users. Media coverage: TechCrunch, The Next Web, and other outlets monitor PH's top products. Investor radar: many angels and VCs check Product Hunt daily.
Real results from successful launches: Notion: the first launch helped build the initial user base. Loom: #1 Product of the Day brought 1,400 signups on the first day. Superhuman: the PH launch generated 10,000+ waitlist requests. Buffer: PH delivered the first 100 paying customers. This is not a guarantee, but it is the cheapest way to get quality early adopters.
The mechanics of PH: every day at 12:01 AM Pacific Time a new “day” begins. Products compete for 24 hours. At the end of the day the #1, #2, and #3 Product of the Day are determined. Weekly there is a Product of the Week, and monthly a Product of the Month. Upvotes from “influential” users (a large audience, an active history) weigh more. Comments also affect the ranking.
Who a Product Hunt launch suits: consumer tech products. Developer tools. SaaS for a general audience. No-code tools. AI products (especially popular now). Less suitable: narrowly specialized B2B enterprise products, localized products (for one country only), and products without an English interface.
Chapter 2Preparing in the 4 Weeks Before Launch

A failed launch is the result of insufficient preparation. A successful launch takes a month to prepare. Here is the plan, week by week.
Week 4 (a month out): choose the launch date. Statistically, Tuesday and Wednesday are the best days (more traffic). Monday is competitive. Friday has a smaller audience. Create a PH account if you do not have one yet. Start actively commenting on other launches, which builds reputation. Find potential hunters (see the next chapter).
Week 3: create a landing page specifically for PH traffic. A clear headline that says what your product does. Social proof if you have it (testimonials, logos). Email capture (important, because PH traffic converts best into email). A clear CTA: “Get early access,” “Try free,” “Sign up.” Prepare your assets: a thumbnail (240×240px), gallery images (1270×760px), and a video (optional but highly recommended, 30–90 seconds).
Week 2: write the maker comment (the first comment, from you). It is the most important content on the PH page. It should contain: the backstory of why you built it. Who the product is for. What is special about it. An invitation to feedback. It should be honest and personal, because the PH community rejects corporate speak. Start building a pre-launch list: add “Coming to PH on [date]” to your site. Collect the emails of people ready to support the launch.
Week 1: finalize all the copy: the tagline (concise, max 60 characters), the description (up to 250 characters), and topics (up to 5 categories). Do a test run: show the PH page to 5–10 people and get feedback. Make a list of 50+ people you will ask to support you on day X. Prepare outreach templates for launch day.
Chapter 3Hunter Strategy: Who Should Launch You

A hunter is a person who “hunts” you and posts you on PH. This is an important decision. A hunter with a large audience and a good reputation on PH sends an email newsletter to their followers, which is free additional reach.
Who hunters are: anyone can post a product (including you). But top hunters have thousands of followers on PH. When they post, their followers get a notification. Chris Messina, Rohan Gupta, and Sriram Krishnan are examples of well-known hunters. The reach of a top hunter vs. a self-post: the difference in upvotes can be 2–5x.
How to find the right hunter: the PH leaderboard (producthunt.com/leaderboard). Look for those who post actively (10+ hunts a year). Look at the themes of their hunts (tech tools, SaaS, AI, your niche). Their follower count on PH: the higher the better. Use Hunted.space or KittenHunt to search.
How to approach a hunter: briefly and specifically. By Twitter DM or LinkedIn: “Hi [name], I'm the founder of [Company]. We make [one line]. We are launching on PH on [date]. I saw you hunted [similar products]. Would you like to launch us? I can send a full briefing.” If you have several candidates, approach several in parallel and choose the first who agrees.
Alternatively, self-hunt. Many successful products launch themselves (the maker posts their own product). This is absolutely normal. In that case it is especially important to have a pre-built audience that you ask to support you. The quality of your maker comment becomes even more important.
After you agree with a hunter: provide a full briefing with all the copy, images, and tagline. Ask them to confirm the exact date and time of posting. Agree that you will be available all day to answer comments.
Chapter 4Day X: The First 6 Hours Decide Everything

Ranking on Product Hunt is largely determined by the first hours. The PH algorithm weighs how fast upvotes come in and how much activity there is. That is why the first 6 hours are critical.
12:01 AM Pacific: the product appears on PH. If you post it yourself, post at exactly 12:01. Write the maker comment immediately.
12:01–6:00 AM: send the prepared email, Slack, and Telegram notifications to the people you asked for support. Message template: “Today is day X! We launched on Product Hunt: [link]. I would really appreciate an upvote and a comment. It takes 30 seconds. It means a lot to us!” Do not write “please vote,” because PH may count that as manipulation. Write “support us” or “take a look.”
Important: ask only genuine supporters. PH detects fake upvotes (VPNs, new accounts, simultaneous upvotes from one IP). Those caught manipulating are removed. Ask only people who are really interested in your product.
6:00 AM–12:00 PM: PH's peak hours. Most of the US audience wakes up and checks PH. You need maximum momentum at this time. Keep reaching out to your network. Post on Twitter/X, LinkedIn, and Telegram about the launch. Reply to every comment on the PH page, which is critically important.
Maker comment engagement: when someone leaves a comment on PH, reply within minutes. Be sincere, give details, and never be dull. “Thank you! Yes, this is exactly the problem we are solving. How do you usually cope with X now?” PH loves it when founders are engaged.
12:00 PM–12:00 AM (end of the day): watch the ranking. If you are falling behind, make an additional push on social media. Reply to all comments. Engage with other products of the day (this builds goodwill). At the end, thank the community regardless of the result.
Chapter 5Converting PH Traffic into Paying Users

Reaching the top on Product Hunt is not the goal. The goal is users who stay. PH traffic is high quality but leaves fast. Conversion is your job.
A landing page for PH traffic: create a dedicated page or a UTM-tagged URL, for example yourproduct.com/ph. On this page: a clear headline (does the product solve a problem for the PH audience). A special offer for PH visitors (a discount, an extended trial, a bonus feature). Social proof (upvote count, testimonials). An email capture form is mandatory even if the user is not ready to buy right now.
A PH special offer works very well. “Product Hunt exclusive: 30% discount on first year” or “Extended trial: 60 days instead of 14.” A time limit (valid until midnight today) creates urgency. Call things by their names: “Product Hunt exclusive” is not a discount for everyone.
Email onboarding for PH signups: the first email goes out at the moment of signup. “Welcome! I'm [name], the founder of [Company]. We launched today on Product Hunt and are glad to see you among the first. What drew you to our product? Reply to this email, because I read every reply.” Personalized, human, and not automated-sounding.
The onboarding sequence: the next 7 days are critical for retention. Day 1: welcome plus a getting-started guide. Day 2: “how to solve the main problem we see among new users.” Day 4: a success story from an existing user. Day 7: a check-in plus an offer of help. 80%+ of users decide to stay or leave in the first 7 days.
PH launch metrics: upvotes for the day. Clicks to the site (from PH analytics). Signups/registrations. Activation rate (the % of signups who performed the key action). 7-day retention. Revenue (if paid). Typical results: for a top-5 Product of the Day, 2,000–10,000 clicks. Conversion rate to signup: 5–20%. Retention after a week: 15–40% (depends on onboarding).

What next

Thank you for reading “Product Hunt: How to Reach the Top and Get Your First 1,000 Users”.

Updates to this book, EPUB and PDF files and every guide in the series are on the book page: guides.mmix.biz/en/producthunt

Maksym Stepanenko, Innova Publishing.

EPUB/cover.xhtml
[image: Cover]
 

EPUB/cover.png
Product Hunt: How to Reach the Top
and Get Your First 1,000 Users





