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Color Palette

Primary Color Palette to be used for print media/billboards, etc. Social Media color palette is more free a
and can change from season-to-season.
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Why are my appliances/plumkt
 Hard Water

e Low pH (acidic water)
e Sediment

e Bacteria

Employee
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Years In HVAC: ~7

What do you enjoy about

working at NormanAir?
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AND SO DO WE.




Values
Honesty, Integrity, Quality, Community, FUN

Voice

Conversational, but with expertise.
We don't take ourselves too seriously, but we are serious about helping our community.

Blogs

Conversational, concise and site sources for data used.
Keep length ~500 words.

Social Media
We want to be perceived as a trusted friend. Someone they can come to for accurate, local, relevant Information.
Posts center around these three Pillars: Community, Trusted Advice, Gauranteed Quality Service (HVAC and Plumbing)

Content that gets the most mileage: On the job posts. Posts about pets/animals. Posts about local events/news. Tech tips and information
about technicians (special accomplishments, training, kids wearing merch, etc.). People like to feel like they know us, they trust us, we have
good advice/have helped them before. We want to be the trusted friend that they come to when they have a problem. Comedic posts also
get a lot of mileage.

Social Media planning seasons split Into: March-May, June-Aug., Sept.- Nov., Dec-Feb.

Marketing messaging scaled up ~6 weeks before season change



