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Steel Gray Safety Orange

SECTION 1: BRAND IDENTITY

Brand Voice Paragraph

Bridgeline sounds like the numbers guy trade contractors wish they had on speed dial: direct, practical, and straight to the
point. The voice is professional but not stiff; it talks like a trusted business owner who can say, “I'm gonna be straight with
you,” then immediately show the path to fix the problem. Content should use plainspoken language, job-site-adjacent
examples, and strong statements that make owners feel seen rather than scolded. It should educate without sounding
academic, explaining cash flow, job costing, write-offs, and hiring decisions in everyday terms. The tone should create
confidence and relief: you are not broken, the books are just messy, and this is fixable.

Brand Summary

Bridgeline Bookkeeping Solutions provides done-for-you bookkeeping and financial clarity for plumbing, HVAC, and
electrical contractors. The core offer is a Monthly Bookkeeping Retainer built for contractors, supported by Quarterly Profit
Review Sessions and the “Know Your Numbers” digital course. What makes the brand different is its trade-specific, no-fluff
approach: Marcus does not just clean up books, he helps contractors understand which jobs make money and where cash
is leaking.

Color Palette

Navy #1B2A4A Primary: headers, strong backgrounds, authority, trust, and high-value statements.

Steel Gray #6E7B8B Secondary: section dividers, data visuals, supporting panels, and neutral structure.

Safety Orange #E8712D Accent: calls-to-action, key numbers, alerts, highlights, and “pay attention here”
moments.

White / Light Gray #FFFFFF / #F4F6F8 Neutral: clean space, readability, worksheets, table backgrounds, and calm

contrast. (drafted for you — edit as needed)

Voice Descriptors

What It Means in Practice

Direct Say the useful thing plainly. Avoid softening the truth when a contractor needs clarity.

Professional Stay credible, organized, and respectful, especially when talking about money and business decisions.
Educational Teach the lesson behind the number so owners understand what to do next.

Conversational Sound like Marcus talking across the table, not like a corporate finance brochure.

Your books. Handled. Your business. Growing.
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Mission, Vision & Tagline

Mission Statement: To give trade business owners the same financial clarity the big companies have, without the
corporate price tag.

Vision Statement: To become the go-to financial clarity partner for trade contractors who want to grow sustainably, price
jobs confidently, and stop making business decisions in the dark. (drafted for you — edit as needed)

Tagline: Your books. Handled. Your business. Growing.

SECTION 2: AUDIENCE & POSITIONING

Ideal Audience Profile

Bridgeline serves small business owners and entrepreneurs in the trades: plumbing, HVAC, and electrical contractors who
are busy running jobs, managing crews, bidding work, handling customer calls, and trying to keep cash moving. Many are
owner-operators or growing shops that have outgrown spreadsheets but do not yet have a clear financial rhythm. They
want clean books, predictable cash flow, job-level profitability, and plain-English advice before they make decisions like
hiring, buying equipment, or taking on larger jobs. Online, they are most reachable through LinkedIn for business credibility
and referral relationships, Facebook for local trade community visibility, email for trust-building, and blog/search content
when they are actively looking for answers.

Core Problem You Solve

Not enough time: Trade owners are not short on work; they are short on clean, decision-ready financial information.
Bridgeline takes the bookkeeping off their plate so they can stop spending nights wrestling with spreadsheets, receipts,
bank feeds, and half-finished QuickBooks cleanup.

Overwhelm / disorganization: When the books are messy, every decision feels like a guess: which jobs are profitable,
what can be written off, whether cash can support a hire, and where money is leaking. Bridgeline organizes the numbers
into a monthly system, then uses profit reviews and education to help owners act on what the books are saying.

Positioning Statement

Bridgeline Bookkeeping Solutions helps plumbing, HVAC, and electrical contractors get clean books, see which jobs
are actually profitable, and build predictable cash flow through done-for-you monthly bookkeeping built specifically
for the trades.

SECTION 3: MARKETING STRATEGY — THE FLAGSHIP FRAMEWORK

Your marketing runs on five stages. Every piece of content you create serves one of these.

m What It Means for You Your Specific Play

REACH Get seen by the right Use LinkedIn as the primary visibility platform with direct, educational posts for
people. contractor owners and referral partners. Repurpose shorter versions to Facebook and
turn the strongest ideas into website/blog articles.

CAPTURE Turn attention into contacts. Promote the Job Costing Cheat Sheet PDF in posts, blogs, and email sign-up forms.
Use the CRM to tag leads by source and interest: job costing, write-offs, hiring, or
bookkeeping cleanup.

TRUST Nurture with consistent Send practical emails that explain one money leak at a time: job profitability, missed
value. write-offs, cash timing, or hiring readiness. Keep the tone helpful and straight: “Here is
what the numbers are telling you.”

ACTIVATE Turn contacts into Invite warm leads to book a call for a quick clarity conversation. Offer a safe, private
conversations/buyers. next step: review where their bookkeeping is messy, what decisions they are trying to
make, and whether the monthly retainer is the right fit.

CLOSE Deliver, delight, and Use the Monthly Bookkeeping Retainer and Quarterly Profit Review Sessions to create
generate referrals. visible wins: cleaner books, clearer cash flow, and better job decisions. Ask happy

Your books. Handled. Your business. Growing.
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clients and networking contacts for referrals to other trade owners who need the same
clarity.

SECTION 4: MINIMUM VIABLE CONTENT ENGINE

Your Weekly Rhythm

Sized for 3-5 hours per week, using only the formats you said you will actually create: written posts, email, blog/articles,
and graphics/carousels.

Content Type Specific Direction

Anchor Piece 1 per week Write one practical teaching piece: a LinkedIn post, short article, or blog-style post based
on one contractor money question.

Repurposed Posts 2 per week Turn the anchor idea into one shorter LinkedIn post and one Facebook post with a direct
hook and one clear takeaway.

Email 1 per week Send the same lesson to the email list with a personal opening, one example, and a soft
“book a call” CTA.

Graphic / Carousel 1 simple asset per Create one branded checklist, number breakdown, myth-vs-truth post, or mini carousel
week using the brand design prompt.

Your First 3 Content Topics

m Suggested Hook Content Angle

How do | know which jobs are  You do not need more jobs. You Teach the difference between revenue, profit, labor, materials,
actually profitable? need to know which jobs are paying overhead, and job-level margin. Point readers to the Job Costing
you back. Cheat Sheet.
What can | write off that | am  Most contractors do not miss Explain common categories to track, why clean records matter,
probably missing? deductions because they are lazy. and why organized books make tax season less painful. Avoid
They miss them because the books tax advice promises; focus on bookkeeping clarity.
are late.
When should | hire my first Hiring feels like a growth decision, Show how cash flow, job volume, owner capacity, and payroll
employee vs. staying solo? but the numbers decide whether it timing should guide hiring decisions. Position a profit review as
is safe. the next step.

Platform Priority

1 LinkedIn Primary platform. Best place to build B2B credibility with contractor owners, referral partners,
lenders, CPAs, coaches, and local business networks.

2 Email List Primary trust channel. Use it to nurture leads who downloaded the Job Costing Cheat Sheet
and invite them into a call.

3 Website / Blog Search and authority channel. Turn recurring questions into evergreen articles that help
prospects find you when they are actively seeking answers.

4 Facebook Repurposing and community channel. Share shorter, plainspoken posts into your page and
appropriate groups or local business spaces.

SECTION 5: 90-DAY FOCUS

The Goal: 6 new monthly retainer clients in the next 90 days.

Your books. Handled. Your business. Growing.
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How Content Feeds It

Every week, the content engine should move the right people from “I see Marcus knows the trades” to “I should let him look
at my books.” Reach content builds visibility with contractor owners and referral partners; capture content sends them to
the Job Costing Cheat Sheet; trust content keeps showing them what clean books make possible. The strongest calls-to-
action should come after practical teaching posts about job profitability, missed write-offs, cash flow leaks, and hiring
decisions, because those are the moments when prospects feel the pain and can see the value of a monthly retainer. The
90-day priority is not posting everywhere; it is repeatedly starting bookkeeping clarity conversations with the right trade
owners.

Primary Call-to-Action

| Exact CTA to use: “Want me to take a look? Book a call and I'll show you where your books are leaking.”

SECTION 6: YOUR MASTER DESIGN PROMPT

Paste this prompt into any Al image tool, add what the image is about, and every visual you create will match your brand.

Create a Corporate Clean, trade-focused business visual for Bridgeline Bookkeeping Solutions.

Aesthetic direction: structured, professional, trust-forward, and built for contractor business owners. Use clean grids, strong hierarchy, crisp panels,
dashboard-inspired details, simple financial charts, subtle trade cues, and confident spacing. The look should feel like practical financial clarity for plumbing,
HVAC, and electrical contractors: sharp, useful, and not overly corporate.

Exact color application: use Navy #1B2A4A for primary backgrounds, headers, headline blocks, and authority moments; use Steel Gray #6E7B8B for secondary
panels, dividers, icons, lines, and data structure; use Safety Orange #E8712D only for calls-to-action, key numbers, warning/highlight marks, and “look here”
emphasis; use White #FFFFFF and Light Gray #F4F6F8 for clean backgrounds, table areas, and readability.

Typography style: use bold, clean sans-serif type with strong headline weight, clear title case or all-caps labels, simple numeric emphasis, and high readability.
Keep text minimal, direct, and practical. Any wording should sound plainspoken, confident, educational, and conversational.

Composition rules: one clear focal point, strong left-to-right or top-to-bottom reading path, generous white space, tidy margins, no clutter, no crowded
dashboards, and no more than 3-5 key content blocks. Use orange sparingly so it feels like a signal, not decoration. Favor practical visuals: checklists, profit
snapshots, job-costing breakdowns, cash-flow leaks, before/after organization, and simple number-driven layouts.

Mood and lighting: confident, understood, organized, grounded, and clear. Lighting should be clean and neutral, with a professional business feel rather than
glossy luxury or playful illustration.

Never include: no clip art, no cartoon tradespeople, no fake testimonials, no unrealistic income claims, no messy layouts, no neon colors outside the palette, no
watermarks, no irrelevant office stock imagery, no tiny unreadable text, and no logos not provided.

SUBJECT OF THIS IMAGE: [describe what this specific image should show]

SECTION 7: HANDOFF BLOCK

NEXT STEP: POWER YOUR CONTENT

This document is your Brand Blueprint. It is the fuel for The Content Pack Generator.

1. Save this ENTIRE document (everything from “YOUR BRAND BLUEPRINT” to here).

2. Open The Content Pack Generator.

3. Upload or paste TWO things: this Blueprint AND your completed questionnaire.

4. Say: “Build my weekly Content Pack.”

Keep both documents somewhere safe. Update your Blueprint whenever your offers, goals, or brand evolve; your
content will evolve with it.

Your books. Handled. Your business. Growing.
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