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A Seasonal Direction is not a critique of your work.  Your work already carries a quiet,
grounded beauty — that has never been in doubt. The question is whether the way it
comes to market reflects the intelligence, restraint, and seasonal clarity that sit at the
heart of everything you make. So often, it doesn’t. Not through any lack of care, but 
because the discipline of design and the discipline of campaign clarity are not the 
same. The work that follows stands with both feet firmly on the studio floor, 
where the two meet.

What follows is an honest reading of where your business stands this season, what 
your ideal couple or client sees when they first come across you, and where the gap
lies between the standard of your work and the message that ought to lead them to it.
 It is specific to you, specific to this moment, and specific to the small window of 
opportunity open in your market right now. Nothing here is off‑the‑shelf. If it ever feels 
that way, we’ve missed something important.

You will leave with one season, one named offer, and one clear pathway for the 
right couple or client to recognize themselves and say yes. Not a long list of tasks.
Not a content calendar. A focused, workable campaign shaped around the
work you already do and the clients you genuinely want. That is the only kind of 
strategy worth delivering — and the only kind worth investing in.

A Note Before We Begin
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Known across the Maine coast for wedding and event flowers shaped by the 
landscape itself — beach rose hips, sea lavender, lowbush blueberry, bayberry, 
meadowsweet, and whatever the week’s weather has made beautiful. Everything 
gathered with intention. Nothing generic. Nothing that could have come from
anywhere else.

Your strongest work appears in shoulder‑season weddings — the months when color
softens, form becomes the story, and couples who value atmosphere over spectacle
come looking for something they cannot buy off a shelf. Yet many of your inquiries 
still arrive from venue lists, expecting a standard summer palette — one you no
longer feel compelled to make.

A studio with a clear hand and a clear point of view — and an offer that has not yet 
shown the right couple why your work is, quite literally, unbuyable anywhere else.

Your seasonal rhythm is clear: you design best when the landscape has character —
autumn into winter, early spring before the flush. These are the seasons when your
materials speak plainly, and your aesthetic is most itself. And yet your public-facing
story still leans toward the safer, more expected months, masking the very qualities
that set you apart.

What we see is a designer with a distinct signature, a studio rooted in place, and a 
reputation built entirely on the caliber of your work — and a business ready for a 
campaign that finally names the offer only you can make.

Your Business at a Glance
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The Diagnosis
The Work Draws Them In —



Blue Hill Floristry is not difficult to find. The work travels — through venues, 
planners, photographers, and couples who share it because it feels like the 
Maine coast itself. Your hand is recognizable, your materials unmistakably local,
and your aesthetic is the very thing design‑led couples hope to discover when they
begin their search. You are not hidden.

But once they arrive, they cannot buy what they came for. Not because it doesn’t 
exist — but because it has never been named, framed, or offered in a way that 
lets them understand exactly what they are choosing.

At present, a couple encounters “bespoke wedding flowers.” Accurate, but
indistinguishable. True, but unhelpful. It gives them nothing to hold: no defined scope,
no seasonal promise, no sense of the studio’s boundaries or brilliance. So they default
to the only comparison available — price — and place you beside florists whose work
bears no resemblance to yours.

This is how a couple who loves your work still asks you to do it for less. Not because
they undervalue it — but because the offer has not yet told them what it is, or why it
cannot be compared.

Blue Hill’s challenge is not visibility.
It is legibility.
The work is clear.
The offer is not.

And until the offer is named, shaped, and anchored, the right couple will continue
to find you — and still not know how to say yes.

The Offer Lets Them Go.
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Ideal Client Alignment
The couples who find Blue Hill Floristry through planners, photographers,
and word of mouth are almost always the right fit. They arrive already knowing what
they love. They have seen the work in context — in a barn lit by candles in October,
in a gallery of images where the flowers feel like the landscape, in a 
recommendation from someone whose taste they trust. They do not need
persuasion. They need something clear to choose.

These couples exist in far greater numbers than your current offer allows them to 
convert. In the absence of a named, legible offer, a different kind of inquiry fills
the space. These inquiries behave differently. They compare. They ask for quotes
before they ask about intention. They are not wrong to do so — they have not yet
been given a way to understand what Blue Hill actually offers. That is not a couple
problem. It is an offer‑framing problem. The message that would have filtered
them out — or oriented them before they arrived — does not yet exist.

Your ideal couple has the budget to choose well — and the taste to care deeply
about what that choice communicates. They are not looking for options. They are
looking for a florist whose judgment they can trust completely, whose aesthetic
aligns with their own closely enough that the decision feels inevitable rather than
effortful. They have thought carefully about their wedding. They expect the
flowers to reflect that same care.

They are drawn to work that feels rooted, atmospheric, and unmistakably of the 
Maine coast — not trend‑led, not interchangeable, and not obviously “wedding.”
They want a result that speaks softly but confidently to those who share their eye.
They are not buying a service. They are choosing a studio whose work will define
the feeling of their day — and they will feel that most acutely in the quieter
moments, when the flowers are doing the work without announcing themselves.

They are already finding Blue Hill Floristry.
They simply have not yet been shown the offer that tells them they have arrived.
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The Gathered Wedding
A Maine‑grown, season‑led wedding florals commission for couples who choose 
their date on purpose — and want the flowers to honor it.

Booking Window
Inquire from September 1 for weddings taking place the following
September–November.
(Design‑led couples book early; the offer should meet them where they are.)
Commission — $5,300
Availability — seven weddings each autumn

    

Campaign Direction

Most wedding flowers are arranged for the day.
 These are shaped for the season the couple chose.

This offer does not chase volume.

It gives the right couple something they can finally recognize —

a named, seasonal commission that explains itself on sight —

and lets the wrong inquiry step away before the first email.
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Offer Refinement
Where your standard becomes visible — and unmistakable.



Positioning Language

This work is not for every wedding — only the ones where season, place, and
intention matter. That is not a limitation. It is a standard. And stated clearly, it does
something no amount of visibility can accomplish: it tells the right couple that this
studio was built for someone with their eye.

They do not need to decode the offer or wonder whether they qualify. They
recognize themselves in the language. That recognition is the beginning of trust.

Blue Hill Floristry should be described with that same precision. Not the vocabulary 
of a service business explaining its process, but the vocabulary of a designer who
knows exactly who she is designing for — and why that specificity matters. Your
website currently explains what you do. It should explain whom you do 
it for, and what they feel when the flowers are in the room.

The couple who arrives through a planner or photographer already understands your
value. The one who arrives through your website needs to feel that understanding
before they inquire. That is the role of your positioning language: to filter, to clarify,
and to signal the standard.

Consider anchoring the offer in these commitments:

The work is shaped by the landscape, not the trend cycle. Every stem earns its place

through character, season, and intention. This is not a wedding styled to impress. It is a

wedding designed to feel inevitable — as though the flowers could only ever have looked

this way, on this day, in this place.

These are not taglines. They are the quiet declarations of a studio that understands
its own discipline. When this language lives on your website and in your outreach,
the right couple arrives already knowing they are in the right place.
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The Gathered Wedding is a Maine-grown, season‑led wedding florals commission 
for couples who want their flowers to feel like the Maine coast itself — shaped by 
the month they chose, the weather it brings, and the materials that belong to that 
moment.

This is not a menu of arrangements. It is a seasonal design decision — one that
begins with the landscape, moves through character and form, and ends with 
flowers that feel inevitable in the room.

Seven weddings each autumn. 
Booking opens September 1 for the following September–November.

If you have been looking at wedding flowers and thinking beautiful, but not us —
if you want something rooted, atmospheric, and unmistakably of this place — 
this commission was built for that feeling.

Commission — $5,300

Campaign Post

You chose the season.
The flowers should speak its language.
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Messaging Direction

Language is not decoration. It is the mechanism that turns a beautiful, bespoke 
practice into something a couple can actually choose. When the offer is vague,
the wrong inquiries fill the space. When the language is precise, the right couple
recognizes themselves before they ever write.
These principles shape that precision.

 Make the bespoke tangible. Not abstract.

“Bespoke” and “custom” sound premium, but they behave like empty containers —
couples cannot picture what they are buying. Your language must give shape to the
offer: season, scope, intention. When the bespoke becomes visual, it becomes
buyable.

Lead with the promise. Not the flexibility.

Couples do not choose you because you can make anything. They choose you
because you make something specific — rooted, atmospheric, unmistakably of
the Maine coast. Your messaging should name that promise clearly, so the couple
understands what they are stepping into before they inquire.

Speak to the couple who already love the work. 
Not the one comparing quotes.

Your ideal couple arrives warm — through planners, photographers, or the work
itself. Your language should meet them at that temperature: confident, season‑led,
and certain of its own value. When you write for the couple who already sees the
difference, the ones who don’t will quietly step away.
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The visuals are not the problem. 
Your feed is strong, recognizable, and already doing the work of attracting the right
couple. The issue is not what the images show — it is what they don’t resolve. A 
couple arrives, loves what they see, and still cannot understand what they are 
allowed to choose. The work is clear. The offer is not.

Your current presentation documents your aesthetic beautifully, but it does not
connect that aesthetic to a buyable pathway. The images create desire; the absence
of a named offer creates hesitation. A couple sees flowers that feel like the Maine
coast, but nothing in the visual context tells them: this is the commission you are 
looking at, this is the season it belongs to, this is how to say yes to it.

The highest‑leverage visual shift for Blue Hill is not new photography. It is pairing the
right images with the right offer language at the point of contact — especially at 
the points where couples first encounter your work.

Select images that already carry the seasonal logic of the offer: autumn installations, 
gathered materials, shoreline color, character stems, weathered wood. Then place
them directly beside the named commission — not as portfolio, but as proof of 
concept. The image shows the feeling; the offer tells them it is available.

Caption these images not with process or ingredients, but with the clarity the couple
is missing: the season the work belongs to, the intention behind the materials, and 
the shape of the commission they can book.

That shift does more to convert the right couple than any additional content.
It closes the gap between loving the work and knowing how to buy it.

One image.
One named offer. 
One moment of recognition. 
That is the visual fix Blue Hill needs.
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Visual Alignment



Recommended Next Steps
A clear path for refining the work ahead.



These recommendations are not tasks. They are the principles that will make your offer
legible to the couple who already loves your work. Each one strengthens the clarity of
your positioning without changing the work itself.

1. Name the offer so the couple can picture it.  Your work is recognizable; your offer
is not. The first step is giving the bespoke a shape — a season, a scope, a promise —
so the right couple understands what they are choosing before they inquire.

2. Pair your strongest autumn visuals with the named commission.  Your images
already attract the right people. What’s missing is the bridge between “I love this” and
“I can book this.” Align the visuals with the offer at the moment of contact, especially
on Instagram.

3. Shift your website from portfolio to pathway. The site should not only show the work
— it should guide the couple toward the commission that matches it. Clear language, a
defined booking window, and a visible offer turn admiration into action.

4. Write for the couple who arrive warm.  Most of your best inquiries come through
planners, photographers, and the work itself. Your messaging should meet them at that
temperature: confident, season‑led, and certain of its own value.

5. Maintain a consistent, season‑rooted editorial voice. Your tone should reflect the
work: gathered, intentional, and unmistakably of this place. When the voice is steady
across all touchpoints, the couple feels the coherence of the studio before they ever
meet you.

These principles do not change your practice.
They make its value unmistakable — and buyable.
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