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F13 Art Brand Statements
QUESTIONS & WRITING PROMPTS

Defining Your Art Brand Statements: Values, Positioning, Vision, Promise, Mission
by Betsy Cordes

I first learned about business branding when I worked in the advertising department of a large 
department store chain here in the US. This was many years before blogs and DIY websites became 
a thing, at which point suddenly everyone and their brother started talking about branding.

I’ve been fascinated to watch the applications of branding science evolve over time, but as a 
sometimes skeptical participant in our capitalist system, I have mixed feelings about the mania for 
branding. Must everything be a perfectly packaged commodity? I like to think we can keep some 
arenas a little more sacred, and the arena of “art” often seems like a great candidate for drawing a 
boundary. 

Nevertheless, I persist in calling myself an “art brand advisor” and talking to any artist who’ll 
listen about the benefits of the “art brand mindset.” Why? Well, in part it’s because I believe that 
developing the components of a coherent, compelling, genuine brand identity can be a powerful 
exercise in self-awareness.

As an artist, the line between who you are as an individual and who you are as a businessperson 
is often quite faint. This is both the special privilege and the challenge of being an entrepreneurial 
artist: in large part, you’re in the business of being you. As your audience grows and begins to feel 
they know you, the blurriness of that line can be confusing. Reflecting regularly on why and how 
you’re conducting yourself as a businessperson is a great way of staying true to yourself, your 
customers, and your business goals.

“Your art is the shape you give to your life and what you make from it.”
— Max Gillies

I believe in the power of questions to help us with this kind of reflection. Questions help us explore 
our passions and our purpose more deeply. I believe in the power of taking the time to answer those 
questions in writing. And I believe in the power of refining that writing, as if we intend to share it 
publicly. Whether or not we ultimately publish that writing, there’s something about the process of 
polishing our expression of ideas that catalyzes intention and action. 

Enter art brand statements: five short pieces of writing that are intended to summarize, from 
different perspectives, what your business stands for and aims to do. They’re based closely on 
traditional business branding statements, but I’ve developed questions and writing prompts that are 
tailored to the art brand mindset.
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In a traditional business environment, there are different theories about precisely what each 
statement should contain, and how long it should be, and whether it should be shared publicly 
or used more for internal guidance purposes. I say, don’t worry about these formalities. As far as 
I’m concerned the deepest value to be realized in crafting these statements is the awareness and 
alignment that can result through the writing process itself. 

Even after you’ve crafted statements that feel just right, I encourage you to revisit them regularly 
(once a year is great!). I hope you’ll find the process returns you to your business with a greater 
sense of clarity, enthusiasm and commitment, every time you reflect on them and refine your 
expression. 

One last point of clarification, as an artist you’re undoubtedly familiar with the idea of the “artist’s 
statement.” Brand statements are different in that they’re about you as a business person and about 
the business itself. Yes, the business is about you—the artist, and your art—but stay focused on 
what you want to experience and provide as a businessperson while you’re contemplating these 
questions. That doesn’t mean your statements have to be straightlaced (unless, of course, that’s 
your authentic vibe!). In an art brand statement, there’s plenty of room for your distinctive character 
and worldview to shine through. 

Ready to experiment with crafting your art brand statements? Below you’ll find a short explanation 
of each kind of brand statement, along with questions to help you tease out your ideas. Once you 
find your ideas taking more definite shape, once they feel like something you can express succinctly 
and convincingly, it’s time to craft your statements. Use the active voice and write as if you’re 
communicating your deepest dreams and convictions to someone who genuinely cares for you and 
your business’s well being. That would be me, for starters. (Seriously. Email them to me. I’d love to 
read them!)

Values
The values statement conveys the ideals at the core of your business.
What is the emotional motivation for having a business based on your art? How does it resonate 
with your heart? What do you want to experience through your business that goes beyond what you 
could experience simply through making your art? What do you want your customers to experience 
because of your business? How do those inspirations inform your day-to-day business practices? 
How do they shape your interactions with your customers, clients, patrons? Can you narrow 
these qualities—these heartfelt motivations—to a core set of three values, and summarize in a few 
sentences what they mean to you and how you honor them in the context of your business?

If you’d like to go even deeper on this topic of values, please check out the replay of my Art Brand Confab on 
Values & Alignment. In it, I share one of my favorite exercises for defining your values, and more perspective 
on their power in your business. 

Positioning
The positioning statement describes your customer, and explains your products, your services and your way 
of doing business in relation to your customer.
Think about your ideal customer. This can include (but goes way beyond) mere attributes such as 
her age, her profession, her income level. For example, what desires, curiosities, and aspirations 
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does she have? These can be both practical and emotional. What fears and vulnerabilities does she 
have? How do your products, your services, and the way you conduct your business respond to her 
practical needs and/or to her desires, curiosities, and aspirations? 

Vision
The vision statement paints the picture of your future business.
Describe your vision for your business three years from now. How about five years from now? What 
are your big dreams for your business? What will your business look like when you’ve achieved 
those dreams? Imagine a “day in the life” of your business, 3-5 years from now. Describe it as if it is a 
fully-achieved reality. 

Promise
The promise statement conveys what your customers can expect.
Imagine a conversation with your ideal customer—the one who completely gets what you’re doing 
and why you’re doing it. She’s behind you, your art, and your business without reservation. She’s 
always eager to know what you’re up to and what you’re planning. You feel a sense of accountability 
to her because she mirrors your highest aspirations for your business. Tell her what you’re going to 
do. What can she expect from your business, and from her interactions with you as a customer?

Mission
The mission statement explains how you achieve your vision and fulfill your promise.
I think of the mission statement as a beautifully succinct expression of the ideas contained in 
the first four art brand statements. It’s your business’s reason for being. Many branding experts 
recommend that mission statements be quite short (like, eight words short!). That’s fine if you can 
do it, but focus first on expressing your business’s mission in words that ring true for you, no matter 
how many of them you need to use. It’s more important that the statement genuinely represents 
your business purpose. 

So there you have it! Art Brand Statements in a nutshell. I want to reiterate that you don’t ever have 
to share your brand statements publicly. If you’re really moved to, go for it, of course! My purpose 
in encouraging you to write them is to help you think more deeply and earnestly about why you’re 
building a business based on your art, and what kind of impact you want that business to have—not 
just on the lives of your customers, but on your own life and perhaps even the world at large!

If you’d like to further explore questions like these and how to apply the art brand mindset to your 
own business, I hope you’ll consider scheduling an Art Brand Strategy Session with me, or check 
out my Art Brand Confabs. My experience in the field of commercial art includes product design, 
art direction, management of creative teams, publishing, and loads of art licensing deals—including 
negotiations from both sides of the table. Through F13 Art Brand Advising, I happily bring all this 
experience, information, and perspective directly to your business. I work with emerging and 
established artists alike, and I’d love to hear from you!

http://february13creative.com
mailto:betsy%40february13creative.com?subject=About%20F13%20Art%20Brand%20Statements
https://www.february13creative.com/start/
https://www.crowdcast.io/february13creative

