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Why Traditional Business Classes
Feel Like a Foreign Language

You've spent years mastering your craft. You can create worlds through design, move audiences
through performance, or capture emotions in your artwork. Your education has given you powerful
creative abilities - but when someone mentions "business plans" or "profit margins," you feel like
they're speaking in a language you never learned.

This isn't your fault.

It's the result of a fundamental disconnect between how creative minds work and how traditional
business is taught.

Picture this familiar scene: A talented artist graduates with incredible skills. They've learned to
harness creativity, to innovate, to express. Then reality hits - they need to make a living with these
skills.

So they do what seems logical - they take business classes or read business books. But something
strange happens. Their eyes glaze over at spreadsheets. Marketing acronyms sound like nonsense
spells. Financial formulas might as well be written in ancient runes.

Meanwhile, "business-minded" people often view creative work as mysterious or impractical -
something that can't be measured, can't be quantified, and therefore should be the first budget to cut
when times get tough.

This creates a vicious cycle:

1. Creative person struggles with traditional business concepts

2. They hire business-minded person who doesn't understand creativity

3. Business person identifies the "creative element" as the problem

4. Creative budgets get cut (literally cutting the heart out of a creative business)
5. The business loses what made it special in the first place

It's like opening a t-shirt shop and deciding the solution to slow sales is to stop making t-shirts.
Backward thinking, 100%.



CAUTIONARY TALE:

Early in my career, | was hired as a scenic designer for an outdoor theatre company that had
been around for decades but was seeing declining attendance. Over the years, they had
gradually removed all artistic members from their board of executives. When revenue dropped,
guess what happened? The executives protected their salaries but slashed the production
budget.

We were tasked with creating "better shows" with less budget and labor, while the executives

hosted fundraisers and parties. Eventually, the theatre went under completely. They lost sight of
the heart of their business — the art itself.

ROLL FOR PERCEPTION

What if the problem isn't your creative brain? What if the problem is that business concepts are
being taught in a language that doesn't resonate with how you naturally think and process information?

Consider these key differences:

Creative Thinking Traditional Business Thinking
Visual and spatial Linear and sequential

Intuitive connections Structured frameworks
Meaning through metaphor Meaning through metrics
Comfort with ambiguity Preference for certainty
Process-oriented Outcome-oriented

Your creative mind isn't a liability - it's your greatest asset. You just need business translated into a
language you can understand and apply.



LevelL uP MOMENT:

I spent years confused by the concept of "value proposition" until | finally translated it into a
simple question: "Why should the customer care about what I'm creating?" This helped me
realize that the power of a creative business isn't just in what we create, but in the creative
behind it. My customers want what | am making, not just the thing itself. They're buying my
unique perspective and approach.

In fact, this happens in all creative fields. At red carpet events, they never ask "WHAT are you
wearing?" They ask "WHO are you wearing." Or think about Banksy — we don't even know who
they are, but we can identify their work instantly. The value is in the creator's unique vision.

Every adventurer makes mistakes when learning the game. | certainly did.

FAILED SAVING THROW:

When [ first started making custom figures, | researched prices and set mine at what | thought
reflected my quality of work. What | failed to recognize was that pricing reflected not just quality,
but the artist's reputation — something that has to be earned.

I sold nothing because while my work was great, potential clients could get similar work from
known artists at my price, or cheaper equivalents without a reputation attached. | had to learn
that pricing is a journey, not just a calculation.

The largest challenge for any creative is understanding that you're one of thousands doing
similar work and competing for limited opportunities. You'll need to work twice as hard to sell
yourself as you do to sell your work. There will always be someone with more talent than you,
and someone with less talent getting more work than you.

But here's where the opportunity lies.

This handbook isn't about forcing your creative brain to think like an accountant. It's about reframing
business as what it truly is: a creative game with flexible rules.

| personally visualize business concepts as aspects of an RPG. When you start out, you learn the
basics through simple, repetitive tasks that grant rewards to help move you along. Eventually, you
master the fundamentals and need to specialize. This is exactly how you should approach running your
brand and business.



By approaching business through familiar frameworks like character creation, world-building, and
quests, you'll discover that:

- Finding clients is like building a character party

- Marketing is storytelling with a purpose

- Pricing is setting the value of your unique magical items
- Business planning is campaign design

Your creative skills make you uniquely qualified to excel at business once you understand the game.
Your ability to visualize outcomes, connect disparate ideas, and think outside established patterns
gives you an advantage that traditional business thinkers lack.

Throughout this handbook, you'll develop your character sheet, map your world, identify your
quests, and learn the game mechanics of creative business.

The most common resistance | see from creative people is the belief that business is some
complicated machine that runs one specific way. But here's the truth: the rules are what you make of
them. The shorthand "business speak" is no different than the jargon used in any creative field. You
only need to learn the basic language, and then you can bend the game to fit your creative style.

You already have the most important qualification: a creative mind that sees possibilities where
others see obstacles.

Now let's learn how to play the game on your terms.

Roll initiative. Your business adventure awaits.



Defining Your Creative Identity and Business Persona

Every great adventure begins with a character. Before you slay business dragons or win creative
quests, you need to understand who you are as a creative professional.

Traditional business would call this "personal branding" or "professional positioning." We're calling it
what it really is: character creation. You're defining the hero of your business story — you.

PERSONAL RUEST LOG:

When I first started out, | did my best to hide behind my work. | told myself over and over that
customers weren't interested in me, just the things | made. This was reinforced, erroneously, by
the fact | was commission-based only and trying to match all the different styles of my clients’
requests.

It took a client calling me "Santa for Nerds" to realize that it was ME, and my ability to make all
sorts of styles, that the customers wanted. Also, it took me 11 years to even call myself an artist.
I'd always use designer/fabricator/maker. It took a friend to tell me it was okay. There was such
a stigma built up in my head around it.

Your creative identity isn't just a title — it's the foundation of your entire business adventure.
Don't spend 11 years hiding behind labels that diminish your value, like | did.

In the world of creative business, your "class" represents your primary creative discipline and
approach. Are you a Graphic Designer, an lllustrator, a Scenic Artist, a Composer, or perhaps a multi-
class Creative?

But here's where most creatives make their first mistake: they define themselves solely by their
technical skills rather than their unique approach to those skills.

GAME MASTER TIP:

Don't just say "I'm a graphic designer." Say "I'm a graphic designer who transforms complex data
into intuitive visual stories"” or "I'm a graphic designer who creates nostalgic branding inspired by
vintage travel posters.”



