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The Gap

There's a moment every creative person knows. You get the idea. It
hits you — maybe in the car, maybe at 2 a.m., maybe in the middle of
a conversation with a client. The vision is right there, fully formed in

your head. You can see it.
And then comes the gap.

The gap is everything between that spark and the finished product.
It's the hours, the days, sometimes the weeks of work it takes to bring
something from your imagination into the real world. For most of my
career — over thirty years in graphic design and professional
photography — that gap was just part of the deal. You accepted it. You

planned for it. You built your entire business model around it.

But something has been happening. Slowly at first, then all at once.
That gap has been shrinking. The distance between "I have an idea"
and "it's done" has been compressing in ways that would have seemed

impossible when I started out.
I call it folding time.

Think of it like folding a piece of paper. Point A is your idea. Point B is
the finished product. Normally, you'd have to walk the entire length of
that paper to get from A to B — every step, every tool, every revision,

every late night. But when you fold the paper, A and B are suddenly



right next to each other. The distance didn't disappear. You just found

a way to compress it.

The internet was the first big fold. Al is the second. And if you're
paying attention, you can ride both of them to do things that would

have taken months just a few years ago.

This book is about how that happened, what it means, and how you
can use it — whether you're a creative professional, a small business
owner, or just someone who's tired of great ideas dying in the gap

between vision and execution.

I'm not writing this as a tech guru or a Silicon Valley futurist. I'm
writing this as a guy from Gadsden, Alabama, who's spent three
decades making things for a living — logos, photographs, websites,
proposals, campaigns. I've shot luxury real estate from coast to coast.
I've designed brands for companies large and small. I've seen every
wave of technology hit our industry, from desktop publishing to digital

photography to the internet to social media to Al.

And here's what I know: the people who thrive aren't the ones with
the best tools. They're the ones who understand what the tools
actually do — which is compress time. Fold it. Let you skip the parts
that used to eat your day alive so you can focus on the parts that

actually matter.

Let's talk about how.
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CHAPTER 1

Thirty Years at Full Speed

I started in graphic design on a 286 computer with 4 megabytes of
RAM, running MS-DOS. Before that — and honestly, alongside it for a

while — everything was physical.

You set type on a machine. You made paste-ups on a board. Scanners
were just starting to show up, and they were slow, expensive, and not
particularly good. When you needed a photograph, you loaded film,
bracketed your exposures because you wouldn't see the results for

days, and hoped.

That 286 was a revelation and a frustration at the same time. Four
megs of RAM meant you could run one program — barely. You
learned to save constantly, because a crash wasn't a matter of if, it
was when. But even with those limitations, I could see where this was
headed. The computer wasn't faster than doing paste-ups by hand —
not yet — but it was going to be. And I wanted to be ready when it

was.
Hoped.

That was the word that defined creative work for a long time. You
hoped the client liked the concept. You hoped the printer got the
colors right. You hoped the film came back clean. There was no
Command-Z. There was no "let me just try a different version real

quick." Every version cost time. Real time. Hours. Sometimes days.



I built my career in that world. My company started with me, a Mac,
and the understanding that good design solves problems. That hasn't

changed. What's changed is the speed at which you can solve them.

Back then, a logo project took weeks. Not because the design itself
took weeks — I might have the concept nailed in an afternoon — but
because everything around the design took weeks. Researching the
competition meant going to the library or driving around town looking
at what other businesses were doing. Presenting concepts meant
printing comps, mounting them on boards, and driving to the client's
office. Revisions meant going back to the studio, making changes,

printing again, mounting again, driving again.

The gap between idea and execution wasn't just wide. It was built into

every single step of the process.

And that was just design. Photography was its own world of waiting. I
started shooting on film — 35mm, medium format, large format
depending on the job. Every frame cost money. Processing cost
money. And time. You couldn't see what you had until the film came
back. If you were shooting a luxury property and the light wasn't
right, you didn't know until the next day. You went back. You reshot.

You waited again.

I'm not complaining about it. That world taught me things that still
matter — discipline, planning, the ability to get it right in fewer takes
because every take was expensive. Those lessons live in my work
today. But I'm not going to pretend that world was better. It was
slower. And slower meant that good ideas died more often, because by
the time you got through the gap between concept and execution, the

moment had passed, the budget was gone, or the client had moved on.



F O L D I N G T I M E

The question I kept asking myself, even back then, was simple: how

do I close this gap?

I didn't have that language for it yet. I wasn't thinking about "folding
time." I was just thinking about how to work faster without working
worse. How to get from the idea in my head to the thing in my hands

without all the dead time in between.

That question has driven every decision I've made in thirty years. And
it turns out, technology has been answering it in bigger and bigger

ways.
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CHAPTER 2

The Old Clock

Before we talk about what changed, let's be honest about what the old

way really looked like. Not the romanticized version. The real one.

A typical project in the 1990s went something like this. A client calls.
They need a logo, a brochure, and some product photography. Here's

the timeline:

Week one: Meet with the client. Take notes on a legal pad. Drive back
to the studio. Start researching — which meant flipping through
design annuals, checking out competitors' materials that you'd
collected in a file folder, maybe going to the library. Begin sketching
concepts. By hand.

Week two: Refine sketches. Start building concepts on the computer.
In the early days, that meant working with software that crashed
constantly on machines that were painfully slow. Render a page? Go
get coffee. A long coffee. Print proofs on a laser printer that cost more

than a car.

Week three: Present concepts to the client. In person, because email
either didn't exist yet or nobody trusted it for anything important. Get

feedback. Drive back. Make revisions.

Week four: Photography. Load film. Set up lights. Shoot the products.
Hope. Send film to the lab. Wait.

Week five: Film comes back. Select the best frames. Get drum scans
made — because scanning was its own specialty, and a good scan cost

real money. Drop the scans into the layout. More revisions.
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Week six and beyond: Prepare files for the printer. This was an art
form in itself — trapping, separating colors, creating film output. Send
everything to the service bureau. Get blueline proofs back. Check

everything. Find the one thing that's wrong. Fix it. Send it again.

Six weeks. For a logo, a brochure, and some photos. And that was

moving fast. That was a shop that had its act together.

Now think about what was actually happening during those six weeks.
How much of that time was the creative work itself — the thinking,
the designing, the photographing? Maybe a week. Maybe less. The
rest was logistics. It was waiting. It was driving. It was the friction

that existed between every single step.
That friction was the gap. And it was everywhere.

Want to send a file to someone? Put it on a Zip disk and mail it. Or
later, burn a CD. Want to show a client a mockup? Print it, mount it,
present it in person. Want to find a stock photo? Flip through a
catalog, call the stock house, wait for them to mail you a
transparency. Want to check a fact for the copy you're writing? Drive

to the library or call somebody who might know.

Every action had a delay built into it. And those delays compounded. A
project that should have taken days took weeks. A project that should
have taken weeks took months. And the most frustrating part was that
everyone accepted it. That was just how long things took. You built it
into your estimates. You told clients, "We'll have something for you in
three to four weeks," and they nodded, because that's what they

expected.

But underneath that acceptance, there was always this feeling — at

least for me — that most of that time was wasted. Not on craft. Not on

12
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thinking. On the mechanics of getting things from here to there. On

the gap.

I didn't know it at the time, but what I was looking for — what I think
every creative professional has always been looking for — was a way
to fold that time. To take six weeks and make it two. To take two

weeks and make it two days.

The first tool that really did that was the internet.
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PART TWO: THE FIRST FOLD

14
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CHAPTER 3

When the Internet Changed
Everything

I remember the early internet the way you remember a first
apartment. It was rough. It was slow. It barely worked. And it was

absolutely electric with possibility.

We're talking about dial-up connections that moved at speeds that
would make your phone cry today. Pages that loaded one line at a
time. Images that appeared from top to bottom like a slow-motion
curtain reveal. You could go start a pot of coffee, come back, and a

webpage would still be loading.

And yet — even at those speeds, even with that clunky, primitive
technology — you could feel the world changing. Because for the first

time, the gap was shrinking in real time.

Before the internet, if I needed to send a design to a client in another
city, I was putting something in the mail. Or in the very best case,
faxing it — and if you've ever seen a faxed design comp, you know
that's barely better than describing it over the phone. But suddenly, I
could email a file. Slowly. Painfully. But it got there the same day.

Before the internet, researching a client's industry meant phone calls,
library visits, and collecting printed materials. Now I could search for
it. The search engines were terrible — anyone remember AltaVista

returning a million irrelevant results? — but they were still faster than

driving to the library.
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Before the internet, building a brand presence meant print ads, direct
mail, maybe a Yellow Pages listing if you were feeling ambitious. Now
there were websites. And suddenly, a small design firm in Alabama

could have the same digital presence as a big agency in New York.
The internet was the first real fold.

It didn't eliminate the work. You still had to design the logo. You still
had to take the photograph. You still had to write the copy. But it
compressed everything around the work. Communication that took
days now took hours. Research that took hours now took minutes.

Distribution that required trucks and mailrooms now required a click.

And something else happened that nobody fully appreciated at the
time: the internet collapsed geography. I'm based in Gadsden,
Alabama. Without the internet, my client base was whoever I could
drive to meet. With the internet, I've worked with clients across the
country and around the world. That's not a small thing. That's a

complete redefinition of what's possible for a small creative business.

But here's the part of the story people forget: it was hard. The early
internet wasn't plug-and-play. The equipment was slow. The
connections dropped. The software was buggy. Building a website in
the late '90s meant hand-coding HTML and praying it looked the same

in Netscape as it did in Internet Explorer — and it never did.

We made it work anyway. We figured it out. Every creative
professional who came up during that era developed a skill that
doesn't get talked about enough: the ability to make imperfect tools
produce professional results. We did workarounds on top of
workarounds. We learned to think around problems because the

technology wasn't going to solve them for us.
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That skill — the ability to adapt, to figure it out, to make the tool work
for you even when it's fighting you — that's still the most valuable skill
in any creative toolkit. And it matters more now, in the age of Al, than

it ever has.

Because the internet didn't just compress time. It showed us that time
could be compressed. It proved the concept. And once you see that —
once you understand that the gap between idea and execution is not

fixed, that it can be folded — you start looking for the next fold.
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CHAPTER 4

The Speed Doubled, Then Doubled
Again

Once the internet got its footing, things started moving fast. And I
mean fast in a way that was hard to keep up with, even for people who

were paying attention.

Broadband replaced dial-up, and suddenly you could send files that
would have taken all night in a matter of minutes. Digital cameras
replaced film — first badly, then adequately, then brilliantly. I went
from shooting on film and waiting days for results to shooting digital
and seeing the image instantly on the back of the camera. That alone
was a revolution. No more hoping. Now you could see, adjust, and

reshoot on the spot.

Then the software caught up. Photoshop went from a neat tool to the
backbone of the entire visual industry. InDesign replaced the old
paste-up process entirely. Illustrator became so capable that things
that once required a specialized typesetter or illustrator could be

done by one person at one desk.
And with every leap, the timeline compressed.

A logo project that took six weeks in the early '90s? By the mid-2000s,
it could be done in two weeks. By 2010, a week. Not because anyone
was cutting corners on the creative work — the thinking, the strategy,
the craft still took what it took. But because every piece of friction

around that work had been reduced or eliminated.
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And here's something that changed the game completely: it used to
take real money and real time to start a company. You needed an
office. You needed printed materials. You needed to build
relationships face to face. The overhead was enormous. But as the

internet matured and the tools got faster, all of that compressed too.

I watched people go from "I have a business idea" to "I have a

business" in two or three days. Not months. Days. If you had a good
web designer — or if you were one — you could have a professional-
looking brand, a website, and a way to take orders by the end of the

weekend.

That was unthinkable ten years earlier. And it was the internet that
made it possible. The web gave everyone a storefront. Social media
gave everyone a megaphone. Email gave everyone a direct line to

their customers. Digital tools gave everyone a production studio.

The gap kept folding. The time between "what if" and "here it is" kept
shrinking. And every time it shrank, new possibilities opened up —
new businesses, new careers, new ways of working that simply

couldn't have existed when everything took six weeks.

I watched this happen from my studio in Gadsden. I was designing
websites for clients, building brands, shooting photography that went
straight from camera to screen to client without a single roll of film or
a single trip to the lab. I was quoting projects in days instead of
weeks. And my clients were launching faster too — which meant they

needed more work, more often, on tighter timelines.

The speed became the expectation. And for creative professionals,
that meant you had two choices: learn to work at the new speed, or
get left behind.
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I chose to learn. I've been choosing to learn at every single
technological shift in my career. And that brings us to the biggest fold
yet.

21
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CHAPTER 5

What Folding Time Really Means

Let me be very clear about what I mean when [ say "folding time,"

because this is the core of everything in this book.

Folding time is not about rushing. It's not about cutting corners. It's
not about doing worse work faster. I've been a professional designer
and photographer for over three decades, and I can tell you with
absolute certainty that quality has never been optional. The client

doesn't care how fast you are if the work isn't right.

Folding time is about compressing the distance between idea and

execution.

Let me paint a picture for you. Five or six years ago, you get an idea
for a marketing campaign. It's a great idea. Your brain lights up. You
can see it. But now you've got a mountain in front of you. You need to
research the market. You need to write the copy. You need to design
the materials. You need to source the photography. You need to get
approvals. You need to prepare files. You need to coordinate with
printers or web developers or whoever's going to bring this thing to
life.

Every one of those steps takes time. Not creative time — logistics
time. Research time. Waiting time. Coordination time. And somewhere
in all that time, the energy of the original idea starts to fade. The
urgency dissipates. The window of opportunity narrows. How many
great ideas have died not because they weren't good enough, but

because the execution took too long?
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That's the gap. And folding time is about eliminating as much of it as

possible so you can stay in the zone where ideas come alive.

Think about it this way: twenty years ago, if you needed to know
something, you had to call someone. You had to find the right person,
hope they were available, have the conversation, and then act on what
they told you. Now you can find that same information on your phone
in thirty seconds. The knowledge didn't change. The access did. The

time it took to get from question to answer was folded.

That's what's happening right now with Al, at a scale that dwarfs
anything the internet did. The internet folded the time it took to
communicate, to research, to distribute. Al is folding the time it takes

to create, to draft, to iterate, to produce.

When I sit down with an AI assistant like Claude, I'm not handing over
my creativity. I'm compressing the gap between my idea and its
execution. I can go from concept to first draft in minutes instead of
hours. I can explore ten directions in the time it used to take to
explore two. I can write a proposal, refine it, and send it to a client

before the conversation we had about it is even cold.

That's what folding time means. The creative vision, the taste, the
judgment, the experience — that's still all you. That's the part that
took thirty years to build and no Al can replicate. But the mechanics
of getting from vision to product? The drafting, the formatting, the

researching, the iterating? That's where time folds.

And when it folds, something beautiful happens: you get more time for
the work that actually matters. More time to think. More time to

refine. More time to be intentional instead of just busy.
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F O L D I N G T I M E
That's the promise of this moment. Not that Al will do your job for

you, but that it will give you your time back — the time that was

always being eaten by the gap.
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CHAPTEI R 6

The Tools That Changed Everything

I'm going to resist the urge to write a tech manual here, because
that's not what this book is about and that's not what you need. Tools
change. They update. New ones come along and old ones fade. If I
write a detailed guide to today's Al tools, it'll be outdated before the

ink dries.

What I want to give you instead is a way of thinking about these tools

— a framework for understanding what they do and why they matter.

Every Al tool that's worth your attention does one thing at its core: it

compresses time in a specific part of the creative or business process.
That's it. Some compress research time. Some compress writing time.
Some compress image editing time. Some compress the time it takes

to communicate with clients or build proposals or manage your

business.

Let me walk you through the landscape.

Al Assistants — The Conversational Fold

This is where I start my day now. Tools like Claude — and I'm being
specific here because it's the one I use — are conversational Al
assistants that can help you think, write, plan, and execute at a pace

that feels almost unfair compared to doing it alone.

I use Claude the way I used to use a really sharp junior designer,
except this one never sleeps, never forgets what we talked about, and
can produce a first draft of almost anything in the time it takes me to

describe what I want. A client proposal? Done in minutes. A project
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brief? Same. Research on a client's industry before a meeting? I can

have a comprehensive overview before I finish my coffee.

But here's the key — and this is something a lot of people miss: the
output is only as good as the input. When I work with Claude, I'm
bringing thirty years of experience to the conversation. I know what
good looks like. I know what the client actually needs, even when they
can't articulate it themselves. I know which questions to ask and

which directions to push. The Al gives me speed. I give it direction.

That's the partnership. That's how folding time actually works in

practice.

Al in the Creative Suite

Adobe has been building AI into their tools at an incredible pace.
Generative Fill in Photoshop lets you extend or modify images in ways
that would have taken hours of careful retouching. Content-Aware
tools have gotten so smart that removing an object from a photo —
something that used to be a painstaking, pixel-by-pixel process — now

takes seconds.

For a photographer like me, this is transformative. I still believe in
getting it right in camera. That will never change. But the reality of
professional photography is that there's always post-production, and
post-production used to eat enormous amounts of time. Al hasn't
replaced my eye or my skill with lighting. But it has folded the time

between the raw capture and the finished image.

Al Writing and Content Tools
This is a big one for anyone who runs a business. Content creation —
blog posts, social media updates, email campaigns, website copy —

used to be a bottleneck for small businesses. You either wrote it

28



yourself (slowly, because you're running a business, not sitting at a
keyboard all day) or you hired someone (expensive, and they still

needed your input).

Now, Al can produce a solid first draft of almost any content you need.
Notice I said first draft. You still need to review it. You still need to
make sure it sounds like you and says what you actually mean. But the
difference between starting from a blank page and starting from a
first draft? That's enormous. That's the fold.

Al Image Generation
This one's controversial in the creative community, and I get it. I'm a
designer and a photographer. My work is visual. The idea of machines

generating images touches a nerve.

Here's my honest take: Al image generation is a tool. Like every tool
before it, it's incredible for some things and terrible for others. It's
great for concept exploration, mood boards, placeholder images
during the design process. It can spark ideas. It can show a client a
rough direction before you've committed time and budget to a full

production.

It is not a replacement for professional photography. It is not a
replacement for thoughtful, strategic design. It can't walk into a
luxury property and capture the way light falls through a window at
golden hour. It can't sit across from a client and understand the

emotion they want their brand to evoke.

But it can fold the time in the exploration phase. It can help you get to

the right idea faster so you can execute it at the level it deserves.
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CHAPTER 7

Conversations With Machines

The skill that matters most right now — and I truly believe this — is

learning how to talk to AL

I know that sounds strange. We're talking about machines. But the
way Al works today, especially conversational Al like Claude, is
fundamentally about communication. You tell it what you need. It
responds. You refine. It adjusts. It's a conversation, and like any
conversation, the quality of what you get out depends entirely on the

quality of what you put in.

I've been working with Al tools daily for a while now, and I've learned
some things about this process that I want to share, because they've

made a massive difference in how much time I'm able to fold.

Be specific about what you want, but explain the why.

When I need a proposal drafted, I don't just say "write me a proposal.”
I tell the Al who the client is, what the project involves, what tone I
want, what my pricing is, and what makes this project different from
the last one. The more context I give, the less revision I have to do.

That's time saved on the back end.

But I also tell it why. "This client is detail-oriented and wants to see
that we've thought through the logistics." Or: "This is a referral, so
the tone should be warm — they already trust us." That context

changes the output in ways that save rounds of revision.

Think of it as a collaboration, not a command.
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The best results I get from Al come when I treat it like a thinking
partner, not a vending machine. I don't just take the first output and
run with it. I read it. I react. I say, "This is close, but the tone is too
formal for this client" or "Can you expand on the second section and
shorten the intro?" It's iterative. It's a back-and-forth. And that back-
and-forth is where the magic happens, because you're combining your

expertise with the Al's speed.

Know what you're looking at.

This is where experience matters more than ever. Al can produce
things that look professional and sound reasonable but are subtly
wrong — facts that are slightly off, phrasing that doesn't quite fit, a
tone that misses the mark. If you don't have the expertise to catch

those things, the speed advantage becomes a quality disadvantage.

That's why I keep saying: Al doesn't replace skill. It amplifies it. If you
have thirty years of knowing what good looks like, Al helps you
produce good work faster. If you don't have that foundation, Al gives
you faster mediocrity. The human in the loop is what makes the

difference.

The new literacy is prompt literacy.

I genuinely believe that knowing how to communicate effectively with
Al is becoming as fundamental as knowing how to use a computer was
in the '90s. Back then, people who couldn't use a computer were at a
massive disadvantage. Today, people who can't work effectively with

Al are starting to find themselves in the same position.

This isn't about being a programmer or a tech person. It's about being
a clear communicator. If you can describe what you want with
specificity and context — the same way you'd brief a talented

freelancer — you can get extraordinary results from Al tools.
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CHAPTER 8

Al in the Creative Studio

Let me bring this down to ground level and talk about how this
actually works in a day-to-day creative business, because theory is

nice but execution is what pays the bills.

Here's a real morning in my studio, compressed in a way that would

have been impossible five years ago.

A client calls at 9 a.m. They need a proposal for a group photography
shoot — three locations, multiple setups, optional headshots. In the
old days, I'd hang up, pull out a template, spend an hour or two
customizing it, maybe call the client back with questions, revise it,

print it, and either email a PDF or drive it over. Half a day, minimum.

Now, I describe the project to Claude. I give it the details: client
name, locations, pricing, deliverables. Within minutes, I have a
professional proposal. I review it — because I always review it —
tweak the language to match my voice, and send it. The whole process
takes less than thirty minutes, and the proposal looks as polished as

anything I've ever produced.

That's folding time in action. The creative decisions are still mine. The
pricing is still mine. The relationship with the client is still mine. But
the mechanical work of structuring a document, formatting it
professionally, and getting it out the door? That went from hours to

minutes.

Now multiply that across every aspect of running a creative business.
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Client communications — drafting emails, follow-ups, project updates.
Content creation — social media posts, blog articles, website copy.
Business planning — proposals, invoices, project timelines. Research
— understanding a client's industry, checking out competitors,

gathering information for a pitch.

Every single one of those tasks has a gap between "I need to do this"

and "it's done." And Al folds that gap dramatically.

But here's the part I really want you to hear, because it's the part that
changes your life, not just your workflow: when you fold all that time,
you get something back. And what you get back is the most valuable

thing a creative professional has — space to think.

When you're not spending four hours on proposals and emails and
admin work, you can spend those four hours on creative work. Or on
building client relationships. Or on learning something new. Or on
rest, which is part of the creative process whether we like to admit it

or not.

Folding time isn't just about working faster. It's about reclaiming the
hours that weren't really yours to begin with — hours that were eaten

by the gap — and spending them on things that actually matter.
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PART FOUR:
LIVING INFOLDED TIME
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CHAPTER 9

The Trap of More

I need to be honest with you about something, because this book

wouldn't be complete without it.

When you first discover how much time Al can fold, the natural
instinct is to fill that time with more work. More clients. More
projects. More content. More everything. The speed is intoxicating.
You feel like you've been given a superpower, and the temptation is to
use it to do twice as much, three times as much, as fast as you

possibly can.
Don't.

I know that sounds counterintuitive in a book about compressing time.
But hear me out. The whole point of folding time is to close the gap
between idea and execution — not to create an endless treadmill of

execution with no ideas.

I've seen it happen. Creative professionals discover Al tools and
immediately start cranking out work at a pace that would have been
impossible before. More proposals, more designs, more content, more,
more, more. And at first it feels great. You're productive. You're

efficient. You're a machine.

But you know what happens to machines? They break down. And more
importantly, machines don't have ideas. Machines don't sit quietly and
think about the best way to solve a problem. Machines don't have that
moment of creative clarity that comes from giving your brain space to

wander.
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The most dangerous thing about folding time is using all the
recovered time to do more of the same. The right move — the move
that will actually transform your career and your business — is to use
some of that recovered time to do better work, not just more work. To
think deeper. To be more intentional. To choose projects that matter

instead of taking everything that comes through the door.

Quality over quantity has always been the right play. Folding time just
makes it easier to actually live by that principle, because you're not
constantly underwater trying to keep up with the mechanics of your

business.

Be intentional. That's the word. It's not an accident that it's part of my
company's tagline: Creative. Professional. Intentional. Technology

gives you speed. Intentionality gives you direction. You need both.
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CHAPTER 1 0

What AI Can't Do

For everything I've said about AI — and I've said a lot, because I
genuinely believe it's the most significant tool to hit the creative
industry since the internet — there are things it cannot do. And those
things happen to be the most important things in any creative

business.
Al cannot build a relationship.

When a client hires me, they're not hiring a tool. They're hiring thirty
years of experience wrapped in a person they trust. They're hiring
someone who shows up, listens, understands what they need even
when they can't quite say it, and delivers work that exceeds their
expectations. That trust is built face to face, conversation by

conversation, project by project. No Al does that.
Al cannot have taste.

Taste is the accumulation of every decision you've ever made about
what's good and what isn't. It's knowing that this shade of blue is
right and that one is wrong, even if you can't articulate why. It's
understanding that this photograph has soul and that one is
technically perfect but emotionally empty. Taste is earned. It takes
years. It takes thousands of hours of looking, studying, making,
failing, and refining. Al can generate a hundred options. Only taste

can tell you which one is the right one.

Al cannot replace experience.
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I've shot photography in every kind of condition — blazing heat,
pouring rain, impossible deadlines, difficult clients, equipment
failures, locations that looked nothing like the scout photos. Every one
of those experiences taught me something that makes me better at my
job today. When I walk into a room to photograph a luxury property,
I'm not just seeing the room. I'm seeing thirty years of rooms — what

worked, what didn't, where the light will fall, what the client will love.

That's not something you can download. That's not something you can

prompt. That's a lifetime of doing the work.

Al is the fastest, most capable assistant I've ever had. But it's still an
assistant. The creative vision, the strategic thinking, the human
connection — those are yours. Protect them. Develop them. They're
what make you irreplaceable in a world where more and more of the

mechanical work can be automated.
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CHAPTER 11

Folding Time for Your Business

Alright. Let's get practical. If you're reading this book and thinking, "I

get it — now how do I actually do this?" then this chapter is for you.

I'm going to give you a simple framework for integrating Al into your
business without losing your mind or your identity. It's based on what

I've actually done, not what sounds good in theory.

Step One: Identify Your Gaps

Grab a piece of paper — or open a note on your phone, I won't judge
— and write down every task you do in a typical week that isn't the
core creative or strategic work. I'm talking about emails, proposals,
invoicing, scheduling, research, social media posting, file

management, client follow-ups, content writing, administrative tasks.

That's your list of gaps. Those are the places where time is being

consumed by mechanics rather than meaning.

Step Two: Pick the Low-Hanging Fruit

Don't try to Al-ify your entire business overnight. Pick one or two
things from that list that eat the most time and cause the most
friction. For most people, it's writing — proposals, emails, content.
Start there.

Get an Al tool. Start using it for drafts. Develop your process: describe
what you need, review the output, refine it, send it. Do this for two

weeks and pay attention to how much time you're saving.

Step Three: Build Your Prompts
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As you use Al more, you'll develop a library of prompts — ways of
describing your needs that consistently produce good results. Save
them. Build on them. This is your personal system, and it gets more

valuable over time.

For example, I have a way I describe proposals to Al that includes my
tone, my pricing structure, and the level of detail my clients expect. I
don't have to reinvent that every time. I just update the specifics for

each project.

Step Four: Reinvest the Time

This is the most important step and the one most people skip. When
Al saves you three hours a day, don't just fill those hours with more
admin work. Deliberately invest at least some of that time in the work
that matters most — creative thinking, client relationships, skill

development, or rest.

Track it if you need to. Block time on your calendar for deep creative
work. Protect it the way you'd protect a meeting with your most

important client. Because that time is the whole point.

Step Five: Stay Human

Use Al as a tool, not a crutch. Review everything before it goes out
the door. Make sure your voice is in the work. Make sure the personal
touch — the thing that made clients choose you in the first place — is

intact.

Al should make you more of what you already are, not less. If you're a
designer known for clean, thoughtful work, AI should help you
produce more clean, thoughtful work faster. If you're a photographer
known for capturing emotion, Al should give you more time and

energy to focus on that emotion.
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F O L D I N G T I M E

The tool amplifies you. You have to make sure what it's amplifying is

worth amplifying.
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F O L D I N G T I M E

CHAPTER 1 2

The Next Fold

I don't pretend to know exactly where this is all going. Nobody does.
The people who claim certainty about the future of Al are selling

something.

But I can tell you what I see from my desk in Gadsden, Alabama, as
someone who's been watching technology reshape the creative

industry for three decades.

I see the gap continuing to shrink. The distance between idea and
execution is going to keep compressing. Things that take hours today
will take minutes tomorrow. Things that take minutes today will be

instant.

I see Al becoming embedded in everything. It's already in Photoshop.
It's already in your phone. It's already in the tools you use to run your
business. Within a few years, the question won't be "do you use AI?"
— it will be "how well do you use AI?" It'll be like asking someone if
they use the internet. Of course they do. The differentiator is what
they do with it.

I see a premium on human skills. This might sound contradictory, but
the more capable Al becomes, the more valuable human creativity,
judgment, and connection become. When everyone has access to the
same Al tools, the person who wins is the person who brings
something the tools can't provide — vision, taste, experience,

relationships.
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F O L D I N G T I M E

And I see opportunity. Enormous, wide-open opportunity. For creative
professionals. For small business owners. For anyone who's willing to

learn, adapt, and combine their human skills with these new tools.

The internet showed us that time could be folded. Al is showing us
that we're just getting started. Every previous technology shift — from
print to digital, from film to pixels, from dial-up to broadband —
rewarded the people who embraced it early and learned to use it with

skill and intention.

This one is no different. Except the fold is bigger. And the

opportunities are bigger. And the cost of sitting it out is bigger.
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F O L D I N G T I M E

C ONCLUS I ON

Your Time to Fold

I want to end with something simple.

['ve spent over thirty years building things. Logos, photographs,
brands, businesses. Every single day, I've shown up at my desk and
tried to close the gap between the idea in my head and the thing in
my hands. Some days that gap was enormous. Some days it nearly
crushed me. But I kept showing up, and I kept looking for better ways
to do the work.

The internet was the first tool that really changed the game. It
compressed communication, research, and distribution in ways that
redefined what was possible for a small creative business. It let me
work with clients around the world from a studio in Alabama. It

proved that the gap could be folded.

Al is the second fold, and it's bigger. It compresses the creative
process itself — the drafting, the iterating, the producing. It gives you
back the time that was always being consumed by mechanics rather

than meaning.

But here's what I need you to understand, more than anything else in
this book: the tools don't fold time by themselves. You fold time. The
tools just help.

You fold time when you bring decades of experience to a conversation
with an Al assistant and turn a rough draft into a polished proposal in
minutes. You fold time when you use Al-powered editing tools to

streamline your post-production so you can spend more time behind
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the camera. You fold time when you automate the parts of your
business that were eating you alive so you can focus on the parts that

light you up.

The gap between idea and execution has never been smaller. And it's
getting smaller every day. The question isn't whether you'll
participate in this shift. The question is whether you'll participate with
intention — using these tools to do better work, build deeper
relationships, and create more space for the things that actually

matter.

That's what folding time is really about. Not speed for its own sake.
Not more for the sake of more. But the compression of everything that

stands between you and your best work.
The time is here. Fold it.

Malcolm Howard
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