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As a musician, you have more points of contact with your audience than 
ever before. Often that contact is not in person, but through print and 
digital media. You create newsletters, flyers, and email announcements. 
You produce concert posters. You manage a webpage. And every time 
one of your listeners interacts with one of these pieces, they interact with 
you. Each piece carries your voice, your professional identity—in other 
words, your personal brand. If each of these pieces look and feel 
consistent and part of a system, it can cultivate a coherent, authoritative, 
and trusted voice. If each piece looks different and feels like it could have 
come from a different person, it can undermine the trustworthiness of your 
voice. In this short article, I ask the question:


As a musician, how can you make your personal 
brand more consistent and coherent? 

Below are a series of steps to begin answering this question. Each begins with 
the basics, then offers some next steps to think about going forward. All 
examples address you as a performing musician, but can also be applied to 
other contexts: ensembles, bands, music teachers, band and orchestra 
directors, or in your personal life beyond music.  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1. Create a digital folder called “[YourName]’s Brand Hub”
This folder is where you will store all of the materials you collect and create in 
the steps below. Put the folder in an easy to access location on your computer.


Next Steps: Create a similar folder for your other professional entities, such as 
an ensemble or teaching studio. Refer to these folders, and continue to manage 
them in the future, as you build your brand.
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2. Draft a statement of identity and intent.
In the long term, a statement of identity and intent will need to be pondered, 
revised, and shaped through many hours of thoughtful work. But for now, use 
the following template to quickly create a draft of your statement of identity and 
intent. There are many versions of this template. This one is a template written 
by bestselling author Michael Hyatt: 


• I am a [professional identity].

• I help [your target audience], 

• do/understand [your unique solution],

• so that they can [promised transformation].


For an example of how this statement might look, here is my platform statement:


Dr. Mark C. Samples is a musician, scholar, and teacher. He helps 
overwhelmed musicians understand their core artistic identities, so they 
can share their music with more people and get back to what they love: 
making music. 

Next Steps: Draft a statement of identity and intent for your ensembles. Involve 
members of the entire ensemble in designing the statement, to encourage 
ownership of the group’s identity. Put the statement prominently on your 
website. If you are a music educator, print the statement on a poster and hang it 
in your studio or rehearsal room.
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3. Choose a name.
Take a moment to decide exactly how you want your name to appear in print. 
Will your first name be in a full or shortened version (Marguerite or Maggie or 
Marge; Michael or Mike)? Should your middle initial or suffixes be included? 
Once you have decided how you want your name to look, use it consistently in 
all professional situations. While this step may seem obvious, many people do 
not consciously make it. Inconsistent naming makes it harder for an audience to 
verify you as the source of a communication. Choose the way you want your 
name to be printed, and stick to it. 


Next Steps: Create a reference sheet for how your name should be printed, and 
save it to the brand folder you set up in step one. In addition to the full version, 
generate other approved ways to print your name. Include versions appropriate 
for programs, emails, school newsletters, and other common situations.
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4. Choose a font. 
Choose a font to use in all of your printed and digital communications. Doing so 
will increase the coherence of your communication. To get started, choose a 
font that:


• includes roman, italic, bold, and bold italic faces.

• looks good at scale—very large and very small.

• is commonly included free with most computers.

• avoid default Microsoft Word fonts (Times New Roman, Calibri). 


The world of fonts is a varied and complex one, and you could spend months 
researching different font families and hundreds of dollars purchasing just the 
right font. If that interests you, there will be time to do that later. For now, it’s 
most important that you pick one. If you are really pressed for time, consider 
picking one of the following:

• Serif fonts: Minion, Cambria

• Sans-Serif fonts: Helvetica, Arial, Avenir

• One last caution: avoid informal fonts (such as Comic Sans) or overly stylized 
fonts (such as Papyrus or Brush Script). The goal is professional, clean, and 
easy to read. 


Next Steps: Copy one of your preexisting documents into your brand hub folder, 
then change all of the fonts and styles to match your new font. Use this 
document as a template for future projects. Reopen the “name” document you 
created in the previous step and change it to match the new font. Include a large 
version of your name (100 pts.) and a small version (12 pts.). When sharing 
documents with others, share documents as pdfs to ensure that the document 
looks the same for everyone who opens it. 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5. Choose a photo.
Look through your files to find a photo of you that can be used as your main 
visual reference point: as a profile picture, to accompany a bio, on webpages. 
Use a professional “head shot” if you have one. If you don’t, contact a 
professional photographer this week to schedule a photo shoot. In the 
meantime, use a photo that comes close. Qualities of a good profile photo:


• It should be of you, and should show your face and eyes clearly.

• It must look good at very small sizes, such as profile boxes on social 

media sites. This means you should not be too far away in the picture.

• Smile! The mood of your photo should reflect that of your statement of 

identity and intent.


Next Steps: Put a high-resolution version of your photo in your brand hub folder. 
Schedule a photo shoot with a professional photographer to create multiple 
photos with a coherent look to fill out your visual presentation.
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6. Sync your websites, social media profiles, and print 
materials.
This is where the work you’ve done above begins to pay off. Using the elements 
you’ve created in your brand hub folder, sync all social media profiles that you 
use for professional activities, so that they give a consistent impression. What 
should your bio say? Paste in the statement of intent that you created above. 
How should your name look? Exactly how you decided it above. What photo 
should you use? The one chosen above. By keeping your brand hub folder up to 
date, it will be easier to monitor and unify your online presence. Any time you 
change an aspect of your brand, change the brand hub elements first, then sync 
online and print sources.
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Bonus: Create a word processing file called “[Yourname] 
Brand Stories.”
If you want to make your personal brand come alive in the minds of others, tell 
stories about what you do. Create a word processing file in your brand hub 
folder called “[Yourname] Brand Stories.” In this file, begin to collect stories that 
exemplify your identity and intent statement in action. Over the next week, comb 
your memory for two or three such stories from the past. Then take the time to 
write those examples out as short narratives: a character has problem, gets 
advice, and takes action, to resolve the problem. Once you have a few stories, 
resolve to update the file with new stories as they occur. Use your brand stories 
to demonstrate to others who you are and what you do. 
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Build Your Brand
You now have the fundamental components in place to create a coherent 
impression of yourself through digital and print media. Add other elements of a 
brand identity, such as color palettes and a logo, as needed in the future. As you 
develop and deepen your understanding of your brand, be sure to update your 
brand hub folder. Doing so will help your public image to reflect your core artistic 
and professional values. 


Dr. Mark C. Samples is a musician, scholar, and teacher. He helps overwhelmed 
musicians understand their core artistic identities, so they can share their music 
with more people and get back to what they love: making music. 
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