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FREE SAMPLE / OPENING AND FIRST CHAPTER

Ellis Noble
This excerpt includes the introduction and complete first chapter. The full book contains
eight chapters, eight exercises, three worked plans, eight printable tools, and a final
project.

BUYER

One kind of person with a
useful task.

RESULT

A concrete deliverable
you can make well.

BOUNDARY

Clear inclusions,
exclusions, and finish.

Build a useful offer, honest proof, and a respectful client-finding process. Use paper or a document you
already have; no membership or previous book is needed.

First edition | October 24, 2026
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Start with a useful offer
A person who needs a designer is rarely shopping for creativity in the abstract. They
need a menu people can read, an announcement that explains an event, a worksheet
that makes a lesson clearer, or a set of graphics they can publish without rebuilding the
layout each time. Your first job is to understand one of those needs well enough to offer
a sensible piece of help.

This book takes you from that first choice to a practical client-finding process. You will
define a service, make honest examples, choose suitable prospects, prepare a small
portfolio, begin respectful conversations, and decide whether a small paid project makes
sense. You will also learn how to review the effort when the response is quiet. Finding
clients involves other people's needs, timing, budgets, and choices. None of those can
be guaranteed by a book.

What you will build
Your finished project is a client-finding kit. It contains an offer card, two demonstration
projects, a small portfolio, a researched prospect list, a conversation plan, discovery
notes, a pilot outline, and a 30-day experiment record. The kit gives you something
useful to do and something specific to inspect. It does not certify your skill, establish
demand, or promise a paying customer within 30 days.

An experiment here means a limited attempt designed to answer a question. You choose
a reasonable action, record what happened, and decide what to try next. For example,
you might ask whether a small group of suitable business owners understands your
offer. That is a more useful question than whether you have become successful yet.

Who this book is for
You may have made social graphics, illustrations, educational material, or other visual
work for yourself. You can already complete a modest design task, but you are unsure
how to connect that skill to someone who might pay for it. You do not need an existing
business audience, a long portfolio, a particular app, or a professional title to use the
planning exercises.

You do need to be honest about what you can deliver. If you cannot yet make the work
reliably, use the demonstration projects to practice before offering that service. This
book teaches the client-finding process. It does not replace the technical skill needed to
produce the service, local business requirements, or qualified advice about a contract,
tax, or legal question.

Use paper, a document, or a spreadsheet you already have. The printable tools at the
back are writing pages, not interactive forms. You may copy their prompts into your own
working document. No Stock Noble membership, other book, paid software, newsletter
signup, or sister-site account is required.
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Follow one example without copying its business
Asha is the main fictional beginner in the book. She is exploring a small service: three
static promotional graphics for one campaign, using agreed sizes, approved wording,
and permitted material. Her practice examples are a cafe's seasonal drink
announcement and a community workshop announcement. They are invented projects.
They are not work commissioned by real clients and do not show real sales results.

Her service excludes account management, advertising spend, photography, logo
development, unlimited changes, and any promise of sales. Those boundaries make the
example easier to examine. They are not a recommendation that every designer should
offer exactly the same package.

Ben and Lee appear in the worked plans near the back. Ben explores educational
resources. Lee explores music-release visuals. Their choices show how the same
reasoning changes with the buyer, task, available skills, and permissions. All people,
organizations, numbers, and responses in these cases are fictional teaching examples
unless a passage explicitly says otherwise.

Use the chapters in order, then return to the problem
The early chapters help you choose and demonstrate an offer. The middle chapters
make it easier for the right person to understand your work and discuss a need. The final
chapters help you define a small first project and review your process.

Complete each exercise before adding more decoration to the plan. A clear service
sentence is more useful than a perfect logo for an unclear business. Two relevant
examples are more useful than ten unrelated pieces you cannot explain. A short record
of a real question is more useful than an impressive-looking spreadsheet filled with
guesses.

Once the kit exists, return to the chapter connected to the actual obstacle. If nobody
understands the offer, revisit the first chapter. If people ask for proof you cannot show,
improve the examples. If suitable people understand and value the offer but cannot buy
now, timing may be the problem. The aim is to make your next choice more informed,
while respecting both your time and the people you hope to serve.
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CHAPTER 1

Choose One Buyer and One Useful
Service
A person looking for creative help usually has a job waiting to be done. A cafe needs to
announce a new drink. A workshop organizer needs people to understand an event. A
musician needs a consistent set of release graphics. Each situation is more specific than
"needs a designer," and that detail gives a beginner somewhere useful to start.

Your first task is to choose one kind of buyer, one situation, and one service you can
deliver reliably. A service is work you perform for someone else. An offer explains what
that person can ask you to do, what they will receive, and where the work stops.

BUYER

One kind of person with a
useful task.

RESULT

A concrete deliverable
you can make well.

BOUNDARY

Clear inclusions,
exclusions, and finish.

An offer connects a buyer, a useful result, and realistic boundaries. It does not guarantee that a buyer needs
the service now.

You do not have to select a permanent career niche today. You need a clear starting
point that can be tested. The result of this chapter is a service-offer card: a short record
you can use when creating samples, researching buyers, and explaining your work.

Begin with work you can finish
Write down three creative tasks you can already complete without a tutorial guiding
every step. Be precise. "I use design software" describes a tool. "I can arrange supplied
words and images into a readable promotional graphic" describes useful work.

Then note the parts you still find difficult. Perhaps your layouts are strong, but you
cannot reliably prepare files for commercial printing. Perhaps you can edit a short video,
but sound cleanup takes you much longer than expected. Those limits help you choose
the first offer. They are not a verdict on your future ability.
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Look for a task that passes three checks. You can produce the result, inspect it for
common mistakes, and explain the main choices to another person. If you cannot yet tell
whether your own export is correct, that task needs more practice before it becomes a
paid promise.

Specialized subject knowledge also matters. Being able to arrange a medical diagram
does not make you qualified to approve its medical content. A beginner can offer design
support using information supplied and checked by the appropriate client expert. The
offer should state that division clearly.

Choose a buyer in a recognizable situation
"Small businesses" includes very different people with very different needs. A local cafe
announcing a seasonal item has a more concrete task than that broad label suggests. So
does a community organizer promoting a workshop. You can picture the information
each buyer needs to communicate and the practical constraints around it.

Describe your starting buyer with three pieces: what they do, what is happening, and
what needs to be produced. For example: "Independent cafes introducing one seasonal
menu item need a small set of clear announcement graphics."

This is a working assumption, not proof that cafes are waiting to hire you. Some owners
make their own graphics. Others have a designer, use a template, or do not have money
set aside for the task. Later chapters help you investigate fit. For now, choose a situation
you understand well enough to build a useful example.

Avoid choosing only because an audience seems wealthy. An expensive-looking business
may have no need for your service. A modest organization may have a defined project
and a suitable budget. Appearance does not reveal either fact.

Separate an observation from a guess
Imagine seeing a cafe announcement where the drink name is easy to miss. You can
observe that the graphic gives more space to decoration than to the name. You cannot
conclude that the cafe is losing sales, that its owner dislikes the design, or that
customers are confused.

Keep those statements separate in your notes. An observation describes what is visible.
A possible need describes what might help. A confirmed need comes from a
conversation or a clear request from the buyer.

This distinction changes the way you approach people. "Your marketing is costing you
customers" makes an unsupported judgment. "I create small sets of promotional
graphics from approved campaign information" explains your work without pretending to
know another business's results.

The useful question is whether you can help with an actual task. You do not need to
invent a crisis to make your service sound valuable.
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Choose a result within your control
Asha, the fictional beginner used throughout this book, can create readable static
graphics and prepare checked image exports. She chooses a starter service: three
promotional graphics for one small-business campaign, delivered at agreed sizes, using
client-approved wording and permitted visual material.

The number three is an example of a manageable scope, not a recommended package
size for every designer. It gives Asha enough room to show a coordinated idea while
keeping the work easy to describe. She can change that scope after learning what
suitable buyers actually need.

Her service does not include managing social accounts, buying advertisements, taking
photographs, designing a logo, or promising sales. Those are separate activities. A buyer
may need them, but including them casually would make the promise larger than Asha's
current ability and available time.

Notice the difference between producing a clear graphic and producing a business
outcome. Asha can check whether the agreed wording appears, whether the file opens,
and whether the layout works at the requested size. She cannot control how often the
client posts it, who sees it, whether the advertised product is available, or whether
someone buys.

A clear offer connects to the buyer's purpose while promising work you can deliver. That
is how you remain useful without becoming responsible for every event after handoff.

Explain the inputs and boundaries
Inputs are the things needed before work can begin. Asha needs the campaign purpose,
the final wording, the requested sizes, permitted brand material, a deadline, and the
name of the person who can approve the work. Without these, even a small project can
become a long guessing exercise.

Her first offer does not need a complete contract. It does need enough detail to prevent
obvious misunderstandings. If the client must supply photographs, say so. If copywriting
is separate, explain that you will arrange approved wording rather than invent the whole
message. If a logo is needed, confirm that an existing approved logo will be supplied.

Also describe the finished files. Asha plans to deliver agreed PNG or JPEG exports.
Editable project files and separate stock source files are not included automatically. Any
later request for different files needs its own agreement and a check that the relevant
permissions allow the intended handoff.

Revisions need a boundary too. "Unlimited changes" sounds generous until the
campaign changes halfway through the project. At this stage, Asha records that a
defined feedback process and revision allowance must be agreed before paid work
begins. Chapter 7 develops those decisions for a small pilot.
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Timing starts with the required inputs and an agreed schedule. Avoid advertising a fast
turnaround you have never achieved under similar conditions. Measure your practice
work first, including file checks and corrections, rather than counting only the enjoyable
design time.

Make the offer easy to understand
Use one plain sentence before adding detail: "I create three coordinated promotional
graphics for one campaign, using your approved wording and visual materials."

That sentence identifies the work and the main condition. It does not claim to do
everything a business might need. A short explanation can then describe the sizes, files,
approval process, and work that falls outside the package.

Compare that with "I provide innovative visual solutions that elevate brands." The
second sentence could describe many services, and a buyer still does not know what to
request. Clear language lets someone decide whether your work belongs in their current
project.

Use words the buyer recognizes. A cafe owner may ask for a new-drink announcement,
while a design professional might call it a campaign asset. You can understand both
phrases without making the owner learn your vocabulary first.

Check usefulness, ability, and access
Before selecting an offer, compare it with one or two alternatives. Ask whether each task
solves a recognizable problem, whether you can finish it consistently, and whether you
have a reasonable way to learn from potential buyers.

For Asha, a small campaign-graphics service is easier to demonstrate than a complete
brand identity. It uses skills she already practices, has visible deliverables, and can be
discussed with local business owners when an appropriate conversation arises. That
makes it a sensible experiment for her. It does not prove that it is the most profitable
service available.

Ben, another fictional beginner, might choose educational diagram and worksheet
design because he understands how to make information easier to follow. His offer
would still require the client to supply or approve subject content. Lee might choose a
music-release visual kit because coordinated release materials match the work Lee can
demonstrate. Their offers should be judged against their actual skills and circumstances,
not copied from Asha because hers appears first.

Also ask whether you would be willing to do the work repeatedly. Your first project will
teach you more than a list of business ideas can. Choosing work you can tolerate
revising is a practical test of fit.
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Write the service-offer card
Asha's working card brings the decisions together:

- Buyer: a small local business with one clearly defined promotional campaign.

- Starting example: an independent cafe announcing a seasonal drink.

- Useful result: three coordinated static graphics that communicate the approved
campaign information.

- Inputs: final wording, permitted visual material, agreed sizes, deadline, and one
approval contact.

- Delivery: checked PNG or JPEG exports at the agreed sizes.

- Boundaries: no account management, ad spending, photography, new logo, unlimited
revisions, raw stock-file handoff, or sales guarantee.

- Before accepting work: confirm the brief, schedule, revision process, fee, payment
terms, and permissions in an appropriate written agreement.

- Proof needed now: two clearly labeled fictional demonstration projects showing the
same service in different situations.

The card is a planning tool. Asha will adapt it to the actual buyer rather than treating
every inquiry as the same job. It also gives her something to measure. If most suitable
inquiries require photography she cannot provide, she can decide whether to narrow her
audience, work with a qualified partner under a clear arrangement, or develop that skill
later.

Do not add every possible future service to this card. A menu that includes branding,
websites, video, packaging, and social management can hide the one thing you are
ready to do well.

Practice: explain one useful offer
Create your own card using the same fields. Choose one buyer situation and one finished
result. Write your service sentence without words such as "everything," "unlimited," or
"guaranteed." List at least three things the buyer must supply and three things outside
your scope.

Read the card as if you were the buyer. Can you tell what arrives at the end? Can you
see what you must provide? Is the promised result something the creator can check?

If possible, ask a willing peer to explain the offer back to you. You are checking clarity,
not asking for a testimonial or evidence of demand. If they misunderstand, revise the
wording before adding more services.

Keep the finished card beside you while making your demonstration work. It is the
connection between what you say you can do and the proof you will show next.
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