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• The Business Puzzle Solved
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What are your goals, purpose and vision? 

Purpose 
Passion 
Values 
Vision for your life 
Financial and Non Financial Goals 

Know Your: 

Doubts 
Fears 
Confidence Level 
Certainty Level 
Motive For Action 
Core Abilities & Strengths 
Knowledge Level 
Skill Level 
Emotional & Adaptability Capacity 

Which brain type are you? 

Left 
 Analyzer 
 Organizer 
Right 
 Visualizer 
 Socializer 

6 Personality Characteristics of Business Owners 

Visionary 
Engineer one or two primary 
Salesperson  
Manager one or 2 secondary 
Marketer 
Driver 

Lifestyle Questions 
What are your top 5 core values? 
What is your higher purpose? 
What kind of Legacy do you want to leave? 
What kind of experiences do you want to have? 
How much do you want to give to charity? 
What type of car do you want to drive? 
How much money do you want in the bank? 
When do you want to retire? 
Where do you want to travel? 
What schools do you want your kids to go to? 

Determine your Business Goals 

Vision 
Purpose of the business 
Mission 
Values 
Products or Services 
Uniqueness of your product or service 
Financial/non financial goals 
Financial / non financial resources 

Assess your business Elements 

Neuro-Marketing & Neuro-Sales 
IMA (Integrated Marketing Approach) 
Management 
Finance 
Legal 
Technology 
R/D and Product Development 
Client Experience 
Sales Process 

The Cloning Of Business Success 
Your Blueprint For Predictable Business Growth 

(And An Amazing Life!) 

You 

Know who you 
really are 

Your Business 

What do you want 
your business to 
look like in 3-5 

years? 

Your Lifestyle 

What do you 
want out of life? 
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The SmartGrowth Process 

Foundation 

• Vision/Mission/Values/Goals
• Core Message
• Perfect Client Profile
• Decision-Making Process
• Lifetime Value
• Revenue Plan
• Communications

Optimization 
• Performance Metrics/Dashboards
• Sales Process Management
• New Product Development
• Scaling & Automation
• Team Growth
• Management
• Operational Excellence

Implementation & Acceleration 
• Marketing Strategies & Tactics
• Marketing Schedule
• Sales Process
• Lead Generation
• Lead Qualification
• Lead Conversion
• Lead Nurturing

Step I Step II 

Step III 

Mindset 
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My Life’s Vision- Example 

God—I am totally connected to GOD and the universes’ awesome intelligence. Every moment, I feel GOD 
guiding me in creating a masterpiece for others and for myself. I have TOTAL faith and trust in GOD that 
everything happens for a reason in which to serve me and help me grow spiritually. I meditate daily to increase 
my awareness and connection to the source and I visualize the outcomes for everything I am manifesting.   
Health—I now weigh 195 lbs with a body fat percentage of is 10-12%. I have an abundance of physical and 
mental energy and I feel and look great. I am the healthiest I have ever been. Being spiritually-grounded, 
emotionally-centered, happy and healthy are my highest priorities..   
Financial—I am now earning $10 million a year or more from my Income, Investments, and Praxis Now and The 
NeuroGym. My net worth is now at least $100 million and I am now saving at least $2,000,000 per year after 
taxes. We are NOW totally debt free and I love it!   
Business—I am happily building Praxis Now and The NeuroGym into the #1 brain retraining company in the 
world. People love our evidence-based research, products and services and we have raving fans and companies 
who recommend us to all their friends, clients and associates.   
Family/Relationships—I love and absolutely enjoy my relationships with Keenan and Noah immensely. They are 
my shining and loving lights. Maria is an angel and we are having the best relationship ever. My family and I love 
each other totally and we get along great! My friendships are phenomenal and I am totally fulfilled with them!   
Charity- I am now happily giving at least $1,000,000 or more per year to the charities and causes that our family 
chooses and we feel so blessed to be able to make such a positive impact and give so much of our time and 
money to the causes we believe in.   
Lifestyle-I love living in total luxury and comfort, driving the cars I choose to drive, travelling first class to the 
places I want to explore, and the absolute feeling of abundance, happiness, gratitude. I love being able to do 
what I want to do, with whom I want to do it with, when I want to do it.   
Living life on my terms is amazing! 

10



What’s Your Life’s Vision? 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________

What is your BIG why? 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
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What Is Your Business Vision Statement?
Goals that are: Specific, Measurable, Aggressive, Realistic, and Time bound (SMART) 

Goals That You Will Achieve 3 Years From Now 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
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What Is Your Business Mission Statement? 
 (The Reason For Your Business To Exist) 

What you will accomplish three years from now? 

______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
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1. GOD

2. Health

3. Family

4. Contribution

5. Fun and Exciting Life Experiences

John Assaraf’s Core Values 
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PraxisNow Company Core values 

1. We Have Fun

2. Love – We are authentically compassionate towards ourselves, employees, partners and customers.

3. Ownership Mentality – We consistently think and behave in ways that are in the best interest of our team, customers and

company. 

4. Integrity – We are accountable and reliable in our commitments and actions.

5. Passion – Driven daily by our inner purpose, we inspire ourselves and each other to achieve our fullest potential.

6. Customer Focus – We put our customers first by empowering all team members to create a “wow” experience through

every decision, action and interaction. 

8. Agility and Innovation – We expertly research and develop cutting edge products and services that we test, measure and

iterate quickly. We are flexible and nimble in creating and seizing market opportunities. 

9. Giving Back – We contribute our time, talents, intellectual property and money to causes we believe in.

10. Humbitious- We strive to be humble and ambitious
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Financial Goals for 2016:
1.�_____________________________________________
2.�_____________________________________________
3.�_____________________________________________ 
4.�_____________________________________________ 
5.�_____________________________________________ 
6.�_____________________________________________ 
7.�_____________________________________________ 
8.�_____________________________________________
9.�_____________________________________________ 
10.�__________________________________________ 
11.�__________________________________________ 
12.�__________________________________________ 
13.�__________________________________________ 
14.�__________________________________________ 
15.�__________________________________________ 
16.�__________________________________________ 
17.�__________________________________________
18.�__________________________________________ 
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What Are Your Top 3-5 
Financial Goals For 2016 

1.

2.

3.

4.

5.
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Non-Financial Goals for 2016:
1.�_____________________________________________
2.�_____________________________________________
3.�_____________________________________________ 
4.�_____________________________________________ 
5.�_____________________________________________ 
6.�_____________________________________________ 
7.�_____________________________________________ 
8.�_____________________________________________
9.�_____________________________________________ 
10.�__________________________________________ 
11.�__________________________________________ 
12.�__________________________________________ 
13.�__________________________________________ 
14.�__________________________________________ 
15.�__________________________________________ 
16.�__________________________________________ 
17.�__________________________________________
18.�__________________________________________ 
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What Are Your Top 3-5  Non- 
Financial Goals For 2016 

1.

2.

3.

4.

5.
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2016 Business Objectives by Month – Part 1 

January

Sales 

1. 

2. 

3. 

Marketing 

1. 

2. 

3. 

Client 
Support

1. 

2. 

3. 

Finance

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 2 
January Continued 

Legal

1. 

2. 

3. 

Operations/ 
Management

1. 

2. 

3. 

Product
Development 

1. 

2. 

3. 

Other

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 1 

February 

Sales 

1. 

2. 

3. 

Marketing 

1. 

2. 

3. 

Client 
Support

1. 

2. 

3. 

Finance

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 2 

February Continued 

Legal

1. 

2. 

3. 

Operations/ 
Management

1. 

2. 

3. 

Product
Development 

1. 

2. 

3. 

Other

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 1 

March 

Sales 

1. 

2. 

3. 

Marketing 

1. 

2. 

3. 

Client 
Support

1. 

2. 

3. 

Finance

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 2 
March Continued 

Legal

1. 

2. 

3. 

Operations/ 
Management

1. 

2. 

3. 

Product
Development 

1. 

2. 

3. 

Other

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 1 

April

Sales 

1. 

2. 

3. 

Marketing 

1. 

2. 

3. 

Client 
Support

1. 

2. 

3. 

Finance

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 2 

April Continued 

Legal

1. 

2. 

3. 

Operations/ 
Management

1. 

2. 

3. 

Product
Development 

1. 

2. 

3. 

Other

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 1 

May 

Sales 

1. 

2. 

3. 

Marketing 

1. 

2. 

3. 

Client 
Support

1. 

2. 

3. 

Finance

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 2 

May Continued 

Legal

1. 

2. 

3. 

Operations/ 
Management

1. 

2. 

3. 

Product
Development 

1. 

2. 

3. 

Other

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 1 

June

Sales 

1. 

2. 

3. 

Marketing 

1. 

2. 

3. 

Client 
Support

1. 

2. 

3. 

Finance

1. 

2. 

3. 
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2016 Business Objectives by Month – Part 2 

June Continued 

Legal

1. 

2. 

3. 

Operations/ 
Management

1. 

2. 

3. 

Product
Development 

1. 

2. 

3. 

Other

1. 

2. 

3. 

32



What is a Revenue Plan? 

Think of a revenue plan as a road map to your desired business destination. It is a forecasting 
document of how many products/services you need to sell to reach your revenue goals 
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You MUST have a revenue plan if you: 

• Expect to generate a certain and consistent business income

• Want to measure how your business is doing on a regular basis

• Desire to develop a working model you can tweak to improve

• Work less and earn more

• Know exactly what you need to do to HIT your revenue targets

Why Have a Revenue Plan? 

34



Sample Revenue Plan: Part 1 
Day Care Example 

35



Sample Revenue Plan: Part 2 
Upselling Opportunities 
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     Revenue Projection Worksheet Template 
Revenue Goal for the year: 

First Quarter $_______ 

Second Quarter $_______ 

Third Quarter $_______ 

Fourth Quarter $_______ 

Products/Services: Price Per Unit: 

Product #1 $_______ 

Product #2 $_______ 

Product #3 $_______ 

Up-sell #1   $_______ 

Up-sell #2   $_______ 

Down-sell #1 $_______ 

Down-sell #2 $_______ 
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6 Month Revenue Projection Worksheet Template

Specific 
Product or 
Service 

January ’15   February ‘15 March ‘14 April ‘15 May ‘15 June ‘15 Total # 
Units 

38



WHICH BRAIN TYPE ARE YOU?

ANALYTICAL

Logic driven- Loves 
data- rational thinking 
and loves reasons for 
things- loves lots of 
supporting research 

and information

STRUCTURAL

Process driven- like 
specifi c sets of 

rules- step-by-step 
instruction- time 

sensitive to details

CONCEPTUAL

Visionary- Big picture- 
Ideas- Possibilities

SOCIAL

Loves people, 
Connection and 

Social fun 

39



',6&�

40



$GYDQFHG�,QVLJKWV�³9DOXHV´�

41



The 6 Hats Required For Building 
A Successful Business 

Visionary 
 
 
 

The visionary is responsible for creating the big 
picture of where your business is going. What 
products or services should you create? Most 
entrepreneurs are visionaries and need help fulfilling 
the other roles of running a business. 
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The 6 Hats Required For Building  
A Successful Business 

 
 
Marketer 
 
 

Some people are natural marketers whereas others are not. The 
marketer is responsible for all aspects of the brand and generating 
interest in your products and services. Who is best suited to define 

your brand and can maintain it? Who can efficiently generate enough 
leads and manage your communications until a sale is made? What do 

people in your niche want and need?  
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The 6 Hats Required For Building 
A Successful Business 

 
 
Salesperson 

A great salesperson has the skill to interact with your prospects and present 
your products and services. The salesperson is able to assess which product 
or service will benefit your customers and help them overcome any 
objections they may have during the buying process. They understand the 
sales process and master persuasion techniques. 
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Engineer 
 
 

The 6 Hats Required For Building  
A Successful Business 

Engineers make sure that all your systems and 
processes are in place. They understand how all the 
pieces of your business work together so that you 

can maximize your efficiency. They create the 
procedures that keep your business running like a 

well-oiled machine.  
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Manager 
 
 
 

The 6 Hats Required For Building 
A Successful Business 

Once your business has In-house or Outsource 
employees, you need managers to make sure that 

they are focused on the right tasks. Managers watch 
over the processes and systems to make sure that 
everything and everyone are working toward your 

overall goals.  
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Driver 

The 6 Hats Required For Building  
A Successful Business 

Who is out there everyday making sure that 
everything you want to achieve is being done? The 

driver motivates the team, whether it’s in marketing, 
sales, or any other department, to move toward the 

vision of your company.  
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Notes 

Vision Strategy Implementation Management 

1. Sales
� � �

2. Marketing

3. Customer Care
� � �

4. Finance
� � �

5. Legal
� � �

6. Operations
� � �

7. Products/Services
Development

� � �

8. IT
� � �

Highest Value Activities:���������������������
�
Lower Value Activities:�������������������������������

�����������������
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Notes 

Vision Strategy Implementation Management 

1. Sales
� � �

2. Marketing

3. Customer Care
� � �

4. Finance
� � �

5. Legal
� � �

6. Operations
� � �

7. Products/Services
Development

� � �

8. IT
� � �

Highest Value Activities:���������������������
�
Lower Value Activities:�������������������������������

�����������������
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2016 Key Hires/Resources – Part 1 

2016 

Sales 

Marketing 

Client 
Support 

Finance 
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2016 Key Hires/Resources – Part 2 

2016 Continued 

Legal 

Operations 

Product
Development 

Other 
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Mastering Your Mindset 
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The Power of Your Beliefs & Habits 
How Are Your Beliefs and Habits Formed? 

Your Actions Cause the Results in Your Business but are not the Cause! 

Seeing 
+ Hearing 

+ Doing 
+ Experiencing 

x Repetition 
= BELIEFS 

Beliefs
+ Experiences 

x Repetition 
= HABITS 

Habits
cause

automatic 
perceptions 
+ behavior 

= RESULTS 
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Stomp the Ants 

• I could never accomplish
these business goals

• What if I try and fail
miserably

• I’m not sharp or savvy
enough for this

• I can easily acquire the skills I
need or find the people to help me

• Being afraid is a normal feeling. I
feel doubt and do it anyway

• I am a successful and savvy
business person

Replacing NEGATIVE thoughts with POSITIVE 
affirmations: 

Daily Declarations & Affirmations 

Use Your Brain Retraining Program! 
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The Power of Success Rituals 

Once an idea is chosen and consistently impressed and emotionalized into the 
non-conscious mind, perceptions and behaviors change to find and produce the 

desired results. 
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Brief Daily Routine 

In The Morning And Evening…

• Meditation
• Visualization
• Affirmations
• Review Business Goals & Daily Results

Planner
• Cognitive Priming Techniques
• Vision Board

Throughout The Day…
Use various forms of neuro-technology 
(WTGB/WTGM, subliminal audio, etc.) 

56



57



58



The Power of Neuro-Marketing & Neuro-Sales 
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What is Neuro-Marketing & Neuro-Sales? 

The ability to understand and lead a prospect through your 

sales process by understanding how their brain processes 

information, messages, trust, fear, and call to actions. In 

addition, it’s the ability to persuade them to behave in a way 

that leads to a higher conversion during the marketing and 

sales process.  
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PooPourri Video 

Girls Don't Poop - PooPourri.com

Great Marketing In Action
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The
SmartGrowth 

Map

Neuro-Sales &  
Neuro-Marketing 
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Perfect Client Profile 

End User 
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Why Do People Buy? 

Features – the physical 
components of the 
product or service 

Advantages – the result 
components produced by 
the features 

Benefits – the emotional 
components produced by 
features and advantages 
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Why Do People Buy? 

Are you more likely to buy something you need or want? 

Features Tell and Benefits Sell 

People Buy: 
• The Benefit Of The Benefit
• The Promise
• The Transformation
• Release Of Pain, Fear, And Anxiety And/Or A Problem
• They Buy To Meet An Emotional Need
• They Justify Logically

The Benefit of the Benefit Sells the Fastest! 
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The #1 MUST 

Identify your Perfect Client Profile 

• What type of client do you want to do business
with? 

• Who is going to give you the greatest return on your
marketing investment? 

• Who will be the easiest to find?

• Who will be the easiest to sell to?

• Who will require the least customer service?

• Who will stay with you the longest?

• Who will spend the most with you over the longest
period of time? 
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Identifying Your Perfect 
Client’s Demographics

Age, Gender, Income, Education,  
Marital Status, Children and Ages, 

Geographic Information 

Benefits of Demographics 

• Creates a picture as to who
your ‘current’ client is

• Allows you to discern who you
really WANT to be doing
business with over the long
term

• Assists you in determining your
target market

Demographics are characteristics that define a client 
who NEEDS what you sell 
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Example: Day Care Company 
Demographics 

Who is our perfect client and how do we reach them? 

• Female
• Age 21-45

• Married, 1-2 children
• Employed, Homeowner

• Total Annual Household income 60K-150K

Now you know who to look for when you want additional clients and this 
can help you determine where to find them. But what do they want…

68



Identifying Your Perfect 
Client’s Psychographics

Personality, Attitude, 
Values, Lifestyle, Interests 

Benefits of Psychographics: 

• Know why clients buy your products…or
why they don’t

• Know clients wants and in turn how to
target these hot buttons

Psychographics are characteristics that define a 
client who WANTS what you sell 
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Example: Day Care Company 
Psychographics 

What does our perfect client want? 

• 5 days per week service or 1-2?
• Do they want to be informed? Webcams?

• General baby-sitting?
• Educational classes to teach their children?

• Certified care givers/teachers?
• Playful, light hearted environment?

• Low child to staff ratio for personal attention?

It is imperative that this daycare decide what it wants to be & which group it wants to 
attract. Once it makes this decision, resources should be allocated to create & market a 

daycare that cannot be matched based on the specific wants of the ideal client the 
business owner WANTS to work with. 
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Categories of Perfect Clients 

You may have different categories of ideal clients, for example…

1. Working mother, children 1 - 5 years: wants best price for average day care service
(might prefer annual service contract, less client support needs, more likely to pay
in full)

2. Working mother, children 6 months - 3 years: wants a loving, caring environment
with lots of one-on-one time and attention to each child (might be more selective,
appreciate check-in messages, want bios on staff working directly with child, likely
to share with friends their experience)

3. Working mother, children 3 - 5 years: wants an educational day care specializing in
playful educational opportunities (might be highly selective, want progress updates,
appreciates latest educational innovations, likely to send referrals)

You will begin to attract the type of client that is willing to pay a higher price for 
a product/service that specializes in their wants 

In our example, the ideal clients of this day care were mostly focused on the 
foundational loving, safe and caring environment.  

Good 

Better 

Best 
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Sample Hot Buttons by Industry 

72



Sample Hot Buttons by Industry 
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Sample Hot Buttons by Industry 
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Sample Hot Buttons by Industry 
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List your perfect customer’s biggest pains, frustrations, fears and/or irritations: 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

    List your perfect customer’s wants & needs: 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

    What are their Top Three “Hot Buttons”: 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

    What solution do you provide to solve them?(Think features, advantages, benefits) 

x  ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

x ___________________________________________________________ 

�

Identifying Your Perfect Client
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CORE Message 

•10% move 
towards pleasure 
and opportunity 

•90% move away 
from pain, 
problems, fears, 
frustrations, & 
irritations

Channels of 

Communication 

•Television 
•Radio 
•Face to Face 
•Online 
•Direct Sales 
•Joint Ventures 

 S&M Strategies 
Examples 

•Do a Podcast 
•Google Ads 
•Blog 
•Joint Venture 
•30 sec. Radio Ads 
•Flyers to Home 
• Ads 
• Free Reports 
• Videos 

Core Tactics 
Examples 

•2-1 Special 
•Fill Out 

Application 
•24 Hr. Challenge 
•Use Before You 

Pay 
•30 Day Money 

Back Guaranteed 
•Urgency 
•Scarcity   

Sample of Core Message Through To Sales 

= $ 
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A Core Marketing Message Is The Nucleus And 
Foundation For All Your Marketing And Sales 

Material And Process. It Takes Into Consideration 
The Psychology Of Your Ideal Clients And Connects 

With Them At A Deeper Level Of Trust And 
Rapport.  
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Sample of Marketing Message 

Day Care

We (or I) work with: busy working mothers looking for a daycare that’s both safe and affordable

Who struggle with: the fear that they may select the wrong one resulting in their child receiving 
poor supervision by uncaring staff members with questionable or possibly criminal backgrounds, 
being served lousy meals by staff that consider macaroni and cheese one of the major food groups 
and resulting in poor nutrition, and a lazy uncaring staff that neglects the kids by plopping them 

in front of the television and making them watch Barney for eight hours each day

And would like to: find an affordable daycare with staff members that will treat their child with 
love and care, are required to annually undergo thorough and complete drug screens and 

criminal background checks, provide nutritious and delicious meals that are approved by the 
parents rather than our staff, and in essence, treat your child as if he or she were their own. 

What makes my: daycare

Different from: the other 10 daycares in this area 

Is that we (or I): provide the care, the skills and the unmatched support and communication that 
busy parents demand and that their children deserve

As a result, our (or my) clients receive: a daycare experience that is unmatched, untouched, and 
unequaled anywhere else in the country. 
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My Core Marketing Message 

We (or I) work with: ___________________________________ 

Who struggle with: ____________________________________ 

And would like to: _____________________________________ 

What makes my: ______________________________________ 

Different from: ________________________________________ 

Is that we (or I): _______________________________________ 

As a result, our (or my) clients receive: ____________________ 

*Only use statistics after an emotional connection is made.

Take your Elevator Pitch and expand on it to form your Core Marketing Message 
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What is an Elevator Pitch? 

So what 
do you 

do? 
………. 

A clear, powerful, well-thought out statement of your business’
most compelling value that you can deliver any time, anywhere 

….in 10-15 seconds 
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I’m A…

I’m a Real Estate Broker.

I’m a Life Coach/Business Coach.

I’m a Speaker.

I’m a Jeweler.

I’m a Recruiter.

I’m a Dentist.

I’m a Marketer.

I’m a Landscaper.

I’m a Software Developer.

I’m a Costume Designer.

I’m a Retirement Planner.

I’m a Photographer.

I’m an Artist.
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Write a Movie Script 

Act One: Woman Gets Stuck in a Tree 
Act Two: People Throw Rocks at Her 
Act Three: Hero Gets Her Down And Saves the Day 
Act Four: They Get Married  
Act Five: They Have Kids And Live Happily Ever After 

Effective Elevator Pitch is like a 30 second mini movie: Create a verbal picture of a 
problem and how painful that problem is, and then explain how you solve it 

Problem
Pain
Solution 
Benefit 
Benefit of Benefit
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No Platitudes 

Educate with specifics. Don’t confuse with platitudes or generalities such as:

• We’re the best

• We have the highest quality

• We offer outstanding customer service

• We have the lowest prices and the greatest
selection

• We’ve been in business the longest

Everyone says these things, and as a result, prospects don’t believe any of it
or expect it anyway! 
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Format of an Effective EP 

15 seconds

Start with “Do you know how…” 
Description of customer’s 

problem/pain/fear/frustration. 

Next, finish with “Well, what we/I do is…”
Say how you solve the customer’s 

pain/fear/frustration.
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Sample of an Effective EP 

      15 seconds – Plumber 

Start with “Do you know how…?” 
Do you know how most people who have leaky faucets or 
a plumbing problem don’t have a plumbing service they 

view as trustworthy or reliable? 

Next, finish with “Well, what we/I do is…”
Well, what we do is offer a guarantee that we will arrive 
within 15 minutes of our appointment time and fix the 

problem properly and quickly at the best price possible.
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Sample of an Effective EP 

15 seconds – Business Coaching 

Start with “You know how…?” 
Do you know how 85% of all businesses go out of business 

within four years…half of them in the first year alone?

Next, finish with “Well, what we/I do is…”
Well, what we do is help business owners attract more 

clients and increase their revenue and profits so they can 
achieve complete financial freedom and live an 

extraordinary life.
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What is Lifetime Value? 
Life time value refers to the amount of income you can expect to generate over the 

time you expect to do business with a client, including referrals 

What You Must Know to Determine Lifetime Value: 

• The cost of acquiring perfect clients

• The length of time a perfect client buys from you

• The amount of money clients invest over time in your
   products/services 

• The profit you earn each time a client buys your
   product or service 

• The amount of times they buy from you

89



What Will It Do For You? 

• Drastically increase your sales, revenue and profit!

• Get clear on the cost of acquiring new clients

• Determine budget for acquiring new clients

• Determine lead generation and marketing strategies

• Plan and Implement a marketing budget

• Avoid making major marketing mistakes and wasting time
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Basic Formulas 

• Life Time Value Formula

• Costs of Goods Sold Formula

• Life Time Profit Formula

Here are a few, simple mathematical formulas to help you 
calculate your Life Time Value and Profit! 
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Lifetime Value 
LV = ( Retail price of product/service) X (Number of purchases you estimate
clients will make per year) X (Number of years)* 

Example: Retail Price of Product: $150.00 for teeth cleaning every 6 months 

LV = $150 x 2 x 5 years =$300 x 5 =$1,500 

$1,500 is what a dentist can expect to make for regular teeth cleaning for 
one client over a 5 year period. If there are upsells, downsells, or other 
revenue opportunities add those in. 

Lifetime Value (LV) Formula: 
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Cost of Goods 
Costs of Goods Sold Formula - CGS 

Cost of Selling, Creating and Delivering your product (i.e. Product costs, sales person/people
you employ, marketing costs) including any expense you incur to make it saleable.

CGS = (Cost per sale) X ( # of purchases per year) X (total # of years)

So let’s say teeth cleaning costs $40 to deliver.

Example: 

CGS = $40 x 2 x 5 years 

Costs of Goods Sold = $400.00 

Gross profit - $1500 - $400 = $1,100 

93



Lifetime Profit Formula 

LPF = LV – Cost of Goods Sold (CGS) – Cost of Sales & Marketing expenses (CSM) 

Let’s use the dentist again:

• $400.00 Cost of Goods sold and delivered

• $50.00 Sales/Marketing to acquire new client

• $100.00 additional marketing ($25 per year over
next 4 years

$1,500 (LV) - $400 - $50 - $100 ($25 per year for 4 years) 

LPF = $950 net profit for one client over 5 year period 

Lifetime Profit Formula - LPF 

What would you invest to get 100 more of these clients? 
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Lifetime Value Worksheet 

# of Clients Retail Value # Purchases/year # of Years Lifetime Revenue 

 - - - - - - - - Cost Per Sale # Purchases/year # of Years Cost of Goods Sold 

- - - - - - - - Lifetime Revenue Cost of Goods Sold Cost of Sales & Marketing Lifetime Profit 

These formulas will give you the numbers and real cost in both acquiring new 
clients and keeping existing clients. 

When we create products and services that match our perfect clients TRUE wants 
and needs, the result is a longer lifetime value, which equates to more profit! 
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Effective Marketing 
If you are going to spend money doing multiple marketing activities, finding those that 
actually produce a result is imperative. Start with your goals then: 

• Step 1: Start with your goals
• Step 2: Core Messaging
• Step 3: Perfect client profile
• Step 4: Identify the most Effective Distribution Channels
• Step 5: Determine your Exact Marketing and Sales Strategies and Tactics
• Step 6: Map Out Your Sales Process
• Step 7: Create Compelling Offers
• Step 8: Measure the effectiveness of your marketing and sales strategies and tactics
• Step 9: Know Your Metrics
• Step 10: Track, Tweak & Edit until profitable

Channels    ÆÆ    Strategies    Æ    Tactics  ��
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Step 1: Distribution Channels 

1. Direct Sales
2. Online
3. Retail (Brick & Mortar Locations)
4. Mail Order
5. Sales Agents (Independent, Wholesale,

Franchise, License, Affiliates/JVs)
6. Phone Sales
7. Call Centers
8. Telemarketing
9. Live & Online Events
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How To Capture Leads 

Capture 
Leads 

Videos 

Press 
Releases 

Podcasts 

PPC 

Social Media 

Ezines and 
iTunes 

Newspaper 
Ads 

Auto 
Webinars 

TV/Radio 

Joint 
Ventures 

Blogs 

Google Ads 

Phone 
Sales 

Networking 

Websites 

Direct 
Response 
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Step 2: Strategies & Tactics 

Before you can outline your specific 
Marketing and Sales strategies and tactics, 
you must know the difference between the 

two!
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Strategies vs. Tactics 

Take Control of Hill 

Strategies:

#1: Artillery Fire to soften position 

#2: River approach under tree cover 

#3: Sneak Attack from rear 

Goal:

•Move artillery into position
•Assign troop personnel

•Fuel vehicles
•Force concentration

•Exploit prevailing weather
•Maintenance of reserves
•Economy of force
•Force protection

•Military camouflage
•Deception
•False flag

•Conduct countermeasures
•Maintain Radio silence
•Build entrenchments
•Build Foxholes

•Supplying platoon / armory
•Feeding soldiers (mess)
•Set up field hospital
•Build Manholes
•Transport supplies
•Dig Spider holes

•Identify Strong points
•Establish Protection

Tactics: 
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Marketing & Sales Strategies 
Advertising (TV, Radio, Print) 
Affiliate and Joint Venture 
Affinity Marketing 
Catalog
Continuity Programs 
Database Marketing 
Internet
Directories 
Point of Purchase 
Place-Based Media 
Public Relations 
Signage

Direct mail 
Frequent Buyer Programs 
Event Marketing 
Outdoor Media 
Loyalty Programs 
Networking 
Point of Sale 
Promotions/Cross Promos 
Referrals
Interactive Media 

THE OPPORTUNITIES ARE ENDLESS! 
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Marketing & Sales Tactics 
800/900 Phone # 
Ad Sense by Google  
Ad Words by Google  
Ad Tracking Animation 
Articles
Auctions  
Audio Marketing
Auto-responders  
Award Recognition  
Backend Marketing  
Banner Ads  
Barter 
Blogging
Bonus Offers  
Business Cards  
Case Studies 
Consulting
Contests
Download Page  
E-bay
E-Books 

Email 
Endorsements  
E-zines
Feedback forms  
Follow-up Marketing 
Forums &  
Networking 
Newsgroups  
Freebies
Funnel Marketing  
Guarantees
Info Products  
Interviews
Keywords  
List Building  
Mailing lists
Membership sites 
Mini Courses 
Mini E-books  
Mini Sites 
Network Marketing 
News Feeds 

Newsletters
Occasions (reminders) 
Pay per whatever  
Peer to Peer Relations 
Permission marketing  
Pop-overs /Unders 
Pop-ups  
Postcards  
Postscript (PS)
Pre-selling
Price Reduction
Pricing
Private Label
Public Speaking
Internet Radio 
Reports
Sales Letters 
Search Engine Optimize 
Scarcity 
Screensavers 
Scripts
Seminars 

Signs
Surveys
Sweepstakes
Talk-Shows 
Teleconferencing 
Telemarketing 
Teleseminars 
Testimonials  
Thank You pages  
Tips  
Troubleshooting  
Tutorials  
Internet TV  
Unsubscribe message 
Up-sell  
Videos  
Viral Marketing  
Voicemail  
Web Pages  
Web Site Design  
Welcome message  
Yellow Pages 
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Direct Mail & OnlineExample 

Channel: 
Direct Mail 

Strategies:
Postcard
Sales Letter 
Script 
Report
Brochure
Drip Campaign 

Tactics: 
20% discount 
Special Service 
New Client 
Special
Frequent
Buyer
Educate 
Clients

Channel: 
Online/
Website

Strategies:
Free Report 
Free Videos 
Newsletter

Tactics: 
Free Consultation 
Limited Time 
Offer
Try Before You 
Buy
Money Back 
Guarantee
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Developing Your Strategies & Tactics: 
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________

105



Effective Websites 
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Using Your Website As A Marketing Tool 
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It’s Not About The Website
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Characteristics of Effective Business Websites 
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Attracting inbound links 
Other websites that link to your site

Blogs
*Did you know that websites with blogs attract 97% more links?

Strong SEO (Search Engine Optimization) 
The process of getting traffic from “free,” “organic,”
“editorial,” or “natural” listing on search engines. All
major search engines have such results, where web pages
and other content are shown and ranked based on what the
search engine considers most relevant to users. 

Interactive content
Keeps people on your pages for longer periods of time

Blogs
Post comments
Videos 

Word Press is a great place to start and has all of these capabilities! 

Characteristics of Effective Website Continued….
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Create Website 
Landing Page 

Client Finds 
By Pay per 
Click ad or 
Keyword

search

Requests 
Information 

Yes

No

Send info w/in 
24 hours 

Use Exit Pop 
with Phone 

Number

Follow Up with 
Drip Campaign 

Re-Target
Online

Phone Call 

Re-Target
Online

Sample Sales Process for Website 
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List�of�Great�Websites 

http://www.mint.com

http://www.chakrahealing.com/

http://www.quicksprout.com/

http://99designs.com/web-design

https://www.apple.com/ipad-air/

http://www.beyondsixpackabs.com/

http://www.theleodiamond.com/
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List�of�Great�Websites 

http://www.restaurantowner.com 

http://www.lumosity.com/ 

http://sourcesofinsight.com/ 

https://winelibrary.com/ 

http://www.1-800-dryclean.com/ 

http://keas.com/

http://ocw.mit.edu/index.htm 

http://www.babble.com/ 
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Example of a Killer Website 
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Facebook Advertising 101 

How to Build Effective Facebook Ad Campaigns 

That Bring Instant ROI 
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Paid Traffic 

Fast 

Multi 
Channels 

Highly 
Targeted 

Scalable 

Predictable 

Measureable 

Why Consider 

Paid Advertising  

For Your Business? 
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• It’s Fast – Joint ventures, organic search, back links can take days, weeks or months 
to generate traffic. With paid traffic you can have traffic to your site within 
minutes. 

 

• It’s measureable and can be tracked- Organic traffic is harder to track. Paid traffic 
you can track a sale all the way up to the individual ad that the buyer clicked on. 

 

• It’s predictable – once you set the system up effectively and establish a few key 
metrics, you can observe trends and know how the traffic is expected to perform.  

 

• It’s scalable – Increase budget can increase volume.  

 

• It’s highly targeted - You can get very precise on who you want to target based on 
demographic and psychographic info and more. 

 

• It’s Multi-Channel – You can use a variety of options, including Facebook, Google, 
Bing & Other Ad Networks. You ad can appear almost anywhere online. This 
training focuses on the Facebook channel. 
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Big 
Wins 

Big 
Losses 

Little 
Wins 

Little 
Losses 

Little wins and little losses cancel themselves out over 
time. 

The key difference between getting big wins and 
avoiding big losses is learning and consistently applying 

the right strategies and tactics. 

The foundation starts with having the right mindset and 

understanding the psychology with paid advertising. 

The 4 Main  

Outcomes  

Of Any  

Ad Campaign 

Step 1: Acquire The Right  

Mindset For Paid Advertising 
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Don’t make emotional 

decisions. Use data from 
your ad tests to drive 

your decisions.  

Everything is a test & most 

tests will fail. The ones that 
fail you kill quickly. The 
ones that don’t fail you 

optimize.  

Paid traffic does not 

convert like social media, 

referral or affiliate traffic. 
The warmth of the traffic is 

different. 

Understanding and 
relating to the deep 

subconscious 

conversations in the 
prospects’ head, the 

better your ads 

Cheap traffic does not 

mean converting traffic. 
Always go after QUALITY 

traffic.  

It’s one consistent 

message - Your entire 
sequence from ad to sale 
must be consistent and 

congruent 

You’re not spending or 

losing money. You’re 
always buying data. With 

data you can analyse what 
is working vs not working 

7 Mindset Pieces For  

Successful Ad Campaigns 
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Research (Directed to surveys, questionnaires etc.) 

Goal: How many form submissions and by when? 

Brand Awareness (Putting you, your company’s name, offer, idea or 

concept in front many)  

Goal: How many people see & interact with your message and by when? 

Direct Offer (sales page, video sales letter) 

Goal: How many units to sell and by when?  

Capture Leads (via opt-in offer) 

Goal: How many opt-ins and by when? 

Gain Subscribers (on FB Fan Page, Podcast or YouTube) 

Goal: How many subscribers and by when?  

Step 2: What is Your Ad Campaign’s Objective? (Check box)  
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Problem 

• Frustrations
• Fears
• Hot Buttons

Demographics 

• Age
• Gender
• Household Income
• Education
• Career
• Marital Status
• Children and Ages
• Geographic location

Psychographics 

• Thoughts
• Behaviors
• Habits
• Attitude
• Perceptions
• Values
• Lifestyle

Person 

Promise 

Based on their: 

• Wants
• Needs
• Aspirations

Ideal Client 

Profile 

Step 3: Get Specific On Who You Are Targeting By 

Crafting Your IDEAL CLIENT PROFILE  

(that your ads will speak directly to...) 
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For research use: 

Alexa (pro 

version) 

Follow.net 

Quantcast Google 

Amazon.com 

Facebook 

Audience 

Insights  
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Step 4: Create Effective Ads - 

Anatomy of A Page Post Link Ad 

Hook (200 
characters): 

Get attention, and 
quickly generate 

interest & curiosity. 
Use a probing 

question or benefit 
statement. Use a 

fear-based / 
problem angle if 

possible 

Optional: 

 Hint of solution & 
1st CTA 

Use image that 

Interrupts: 

Sometimes adding 
contrasting  overlay 
such as red arrows 

helps 

Image specs: 

Desktop Max: 1200 
X 627 pixels 

Desktop Min: 470 X 
246 pixels 

Mobile: 560 X 292 
pixels 
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Headline (25 
characters): 

Follow up to above 
copy. Keep short 

esp. for mobile ads. 

Can be a 
benefit/promise or 

CTA to expand on or 
reemphasize to 

above copy 

Description (90 
characters):  

Can be  written as a 
benefit /promise 

that generates 
interest, leaving 

curiosity & desire 
for more. 

Can also be a CTA. 
Example: Click here 

to XYZ 

2nd CTA in the 
form of a 
button. 
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Stays Relevant to The Offer 

Interrupts 

Generates Interest 

Builds Curiosity 

Elicit a Response 

Step 4 (cont’d): Create Effective Ads -  

Attributes of Great Ads 
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Interruptive 
Pictures 

Use colors that 
pop 

Show emotions. 
Example: sad, 

surprise, 
disgust 

Use red circles, 
boxes, arrows, 

stop signs 

Use pictures of: 

• Children and babies
• Mothers and babies
• Groups of Adults
• Animals
• Sports scenes
• Food
• Personalities (with

permission)
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Example Of Interruptive Pictures 
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Ad Copy Tips To Interrupt, Generate Interest, Build Curiosity & Elicit a Response  

 

 

 

• Use First person: How I lost 20lbs 
 

• Have a Hook / Benefit in the headline: How to lose 
weight 
 

• Avoid listing features: example  “6 module course” 
 

• Use emotionally charged words: Humiliated, 
embarrassed, painful 

 
• Get specific, use numbers: 5 signs you need... 

 
• Use Social proof: As seen on..., Over 50,000 

customers... 
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• Use Special characters to shorten text: fitness & health

• Use “You” and “Your” in copy... Save $$$ on your
telephone bill

• Have a Clear Call To Action – Click Now. Download

• Use Scarcity : “Expires Dec 10th”
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$100 dollars was spent for this ad. 

The ROI was $10,000! 

Putting It Together (Picture + Copy) 

This Ad Got High Clicks & Helped Generate 

10,000+ Opt-ins 
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Hook - Above Picture

(200 Char Max) 

Headline – Below Picture

(25 Char Max) 

Description – Below Headline

(90 Char Max) 

1) 

2) 

3)
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Step 5: Setup Targeting 

Interests 

Facebook 

Categories & 

Behaviors  

Custom 

Audience 

Partner 

Categories 

Demographics 

Alexa 

Follow.net 

Quantcast Google 

Facebook 

Audience 

Insights  

Facebook More 

Demographic 

Layer 1: Adding Demographics Via Research  
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 Competitors 

Books 

Publications 

Niche 

Magazines 

Trade 

Organizations 

Celebrities in 

niche 

Facebook 
Interest 

Suggestions 

Layer 2: Adding Interests Via Research 

Interests 

Facebook 

Categories 

& Behaviors 

Custom 

Audience 

Partner 

Categories 

Demographics 
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Layer 3: Adding Facebook Categories & Behaviors 

Interests 

Facebook 

Categories & 

Behaviors  

Custom 

Audience 

Partner 

Categories 

Demographics 

Following are the categories of 
behaviors that can be targeted: 
 
• Automotive (DLX Auto Powered 

by Polk) 
• Charitable Donations 
• Digital Activities 
• Financial 
• Mobile Device User 
• Purchase Behavior 
• Residential Profiles 
• Travel 
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Layer 4: Adding Partner Categories 

Interests 

Facebook 

Categories & 

Behaviors  

Custom 

Audience 

Partner 

Categories 

Demographics 

Acxiom 

Epsilon 

Datalogix 

Facebook partnered with Acxiom, Datalogix and Epsilon. These partners provide data on Facebook users’ online and offline 
activities OUTSIDE of Facebook.  

These companies provide more than 500 categories that you can target associated with things like purchase history, job 
role and lifestyle.
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Interests 

Facebook 

Categories & 

Behaviors  

Custom 

Audience 

Partner 

Categories 

Demographics 

Downloaded 

Your App 

Uploaded From 

CRM Database  

Visited  Your 

Website 

Layer 5: Adding Custom Audiences 

Facebook allows you to target people who you have 
already established a connection with you. 
 
You can also generate a Lookalike Audience which is 
Facebook users who are not in your Custom Audience 
but have similar preferences as the people in it. 

Lookalike 

Audience 
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Facebook’s Targeting Interface 
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Watch The Facebook How-To-Target Video Here 

https://www.facebook.com/business/a/online-sales/ad-targeting-details 
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Step 5: Setup Your Bidding 

CPC = Cost Per Click – You pay only when someone clicks on your ad 

CPM = Cost Per Thousand – You pay for every 1000 times your ad is seen 
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CPC 

Testing images & copy 

Driving traffic to opt-in 

Targeting small audiences (usually 100k 
or less) 

Offer is not extremely time sensitive 

On a tight budget 

CPM 

Ad is proven with CPC testing 

Branding, driving traffic to event or Fan 
page 

Targeting large audiences  (example 500k, 
1 million) 

Offer is time sensitive and needs to reach 
many in limited time 

With a larger budget for testing, tweaking 
& scaling 

Use When: Use When: 
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Step 6: Measure Performance 

There are a few critical metrics you need to monitor daily to keep within budget, 
optimize ads and to determine if your ad campaign is a success or not. 
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 Click-Through Rate 

(CTR) 

• Clicks divided by how often your ad is shown aka
impressions. E.g. if your ads were shown 1,000 times
and clicked on 50 times, your CTR would be 5%.

• Great performing ads benchmarks from our tests:
- in the Facebook newsfeed - 3-8% CTR
- in the Facebook sidebar - .8% CTR

Cost Per Click 

(CPC) 

• The average amount you pay for each click -  Total spent
/ total clicks

Opt- In Rate 

• Total number of unique visitors to a page / total number
of opt-ins

• We’ve found for paid ads a good benchmark is usually 25%-40% opt-in
conversion. If lower than 20% you may have your targeting wrong or need to
improve landing page copy

Total Spent For 

Ads 

• Add total spent for each ad campaign between launch
and end dates

Total Sale 

Revenues 
• Total Sales generated between launch and end dates of

ad campaigns
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 ROI for Every 

Dollar  • Revenue - Spent / Spent (Should always be +) 

Earnings per Click   
• Revenue / Clicks (Should always be higher than CPC) 

This will give you a good idea the max you can bid for a 
click 

Cost per Lead  • Total spent / opt-ins. Allows you to budget and predict 
scalability  

Acquisition Cost 

(CPA) 

• Cost for a new customer. Allows you to budget and 
predict scalability. Total spent / number of sales  
(Should not exceed cost of the product or service you 
are selling unless there’s a converting backend system in 
place) 
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Step 7: Setup Retargeting 

Retargeting is typically used when prospects or even customers who visited your website left with or without 
performing a certain action. They are then followed up with via Facebook and other sites with specific and 
relevant messages based on their previous action or non action.  
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Adroll 

Perfect 

Audience 

Facebook 

Custom 

Audience 

(Retarget only within 
Facebook) 

Retargeting Tools to Use: 
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Using Facebook Custom Audience you can generate “pixels” to place on any page of your website; example 
a landing page, sales page or shopping cart. When a prospect or customer visit or don’t visit that page, 
Facebook knows. Using this data you can then target & follow up with him/her via ads (only on Facebook) 
to elicit a specific action.  
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Scenario 

1 

• If someone visits your 
sales page but did not 
click the buy button, you 
can reach out to them 
again with a discounted 
offer. 

Scenario 

2 

•If someone added an 
item to the cart but 
didn’t check-out, you 
can reach out to them 
again with a reminder to 
finish the transaction. 

Scenario 

3 

•If someone buys your 
product, you show them 
an offer of a related 
product – A soft up-sell 

Scenario 

4 

•You have an upcoming 
webinar or live event 
you can build ante by 
showing sample content 
to registrants  

Retargeted 

 

Ad 
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Appendix: Winning Ads & Strategies 

(Avg. CTR of 3% to 5%) 
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What a Typical FB Campaign Strategy 

For Praxis Now Looks Like 
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Simulated Live Event 

Our Second Annual Brain-A-Thon: http://bit.ly/FREEBrainAThonEvent 

Facebook AD Variation # 1 
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Facebook AD Variation # 2 
Simulated Live Event 

Our Second Annual Brain-A-Thon: http://bit.ly/FREEBrainAThonEvent 
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Sample Landing Page 
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Sample Landing Page 
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Sample Landing Page 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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Social Media 
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John Assaraf Fan Page 
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John Assaraf Fan Page  
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PraxisNow Facebook Page
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YouTube Channel 
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1. Traffic
Sources

1. Lead Capture

2. Lead Qualify

3. Lead
Conversion

4. Upsell Offer

5. Lead Nurture

  #1   #2  #3 #1 #2  

The Sales Process 
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Local Magazine 
Ad or Postcard 

Client Calls 

Respond with 
Sales Copy 

Take Call 
Script

Make the Sale 

Follow-Up Call 

Client Emails Make the Sale 

Follow-Up Email 

Sale Follow-Up 
Call

Upsell/Downsell

Mail Drip 

Sample Sales Process Map for Ads 
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NURTURE CAMPAIGN SAMPLE  

eBook 
Thank you 

+ COBS 
Intro 
Video  

Email w/ 
Video 1 

Email w/ 
Video 2 

Email w/ 
Video 3 

Application 

Opt-in 

COBS 
Ticket 

Taken 
out  
Of 
Nurture 

 

Webinar 
Invite 

Video 1 Video 1I Video III 
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Marketing & Sales Automation 
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Marketing & Sales Automation 
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Marketing & Sales Automation 
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Marketing & Sales Automation 
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Products: 

• Usage Metrics
• Retention Metrics
• Vitality Metrics
• Number of clients in cycle of program
• Percentage of upsell to next product
• Customer Lifetime Value
• Product Sales Ranking

Website Site: 

• Visitors to Site Daily, Weekly, Monthly
• Visitors by product
• Demographics of Users
• Mobile Traffic - (PC, Smartphone, Tablet)
• Analytic capabilities (what we are able to track)
• User Engagement/ Active Clients in New Member

Example of Key Performance Indicators 
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Client Care: 

• Average response time of queries
• Client Care Satisfaction Rating
• Number of inbound emails resolved
• Issue segmentation
• Number of inbound/outbound calls
• Customer Service Chat Count
• Average resolution time
• Representative Load
• Retention Rate / Save Sale Percentage
• First Contact Resolution
• Number of customers served weekly, monthly, quarterly

Events: 

• Client Satisfaction Rating of events
• Employee Satisfaction Rating of Events
• Product Upsell numbers from Live Events
• Live Attendee Numbers(for breakeven number)
• Livestream Attendee Numbers including drop off rate,

sign up to attendance rate
• Attendee Vitality

Example of Key Performance Indicators 
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Site: 

• Upsells Units / Revenue within Members Site
• Gamification Technology Usage /Participation
• Vitality

Sales: 

• Sales Pacing
• Sellout levels
• Individual progress to goal
• Daily sales activity metrics
• Lead to conversion ratio
• Close rates
• Lead quality feedback to Marketing
• Sales funnel metrics

Example of Key Performance Indicators 
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Marketing: 

• Marketing Ad Budget ROI
• Recency, Frequency, Monetary Analysis & Velocity Ratios
• Month To Date Revenue
• Year To Date Revenue
• CPL - Cost Per Lead (per leadsource & product)
• CPS - Cost Per Sale (per leadsource & product)
• List Growth - 30, 60, 90 Days, 6 months, 1 year
• Number Of Purchases - 30, 60, 90 days, 6 months, 1 year
• ATV Average Transaction Value
• ANI - Average Number of Invoices
• LCV - Lifetime Customer Value

Example of Key Performance Indicators 
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9 Different Dashboards 

1. Revenue Dashboard
2. Website Dashboard

3. Sales Team Dashboard
4. Advertising Dashboard

5. Email Marketing
Dashboard

6. Social Media Dashboard
7. Product/Service Fulfillment

8. Customer Service
9. Financial Performance
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Revenue Dashboard 
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Website Dashboard 
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Website Dashboard 2 
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Sales Team Dashboard 
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Advertising Dashboard 

195



Advertising Dashboard 2 
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Email Marketing 
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Email Marketing 2 
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Social Media Dashboard 
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Product Service Fulfillment 
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Customer Service 
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Financial Performance 

202



Financial Performance 2 
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Dashboard Companies 

• Klipfolio.com
• Geckoboard.com
• Ducksboard.com

• Cyfe.com
• Leftronic.com
• Salesforce.com
• Kissmeterics.com
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Review KPI’S

1. Leads In
2. Sales Made

3. Cash In
4. Refunds
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+RPH�3DJH�&RS\�
�
.H\ZRUGV��
+ dentist in houston 
+ houston dentist 
+ cosmetic dentistry Houston 

�
Lumina Dental Spa 

� The Home of Healthy, Confident, Beautiful Smiles �

$WWQ��+RXVWRQ��7H[DV�5HVLGHQWV�LQ�1HHG�RI�&RVPHWLF�'HQWLVWU\��3UHYHQWLYH�'HQWDO�&DUH��RU�
*HQHUDO�'HQWDO�6HUYLFHV�
�
Get Ready for a NEW Kind of Dental Experience, for All Your 

General and Cosmetic Needs…

It’s no secret: mDQ\�$PHULFDQV�DYRLG�JRLQJ�WR�WKH�GHQWLVW��$UH�<28�RQH�RI�WKHP"�

Maybe you’ve procrastinated because: 
x� <RX�WKLQN�GHQWDO�FDUH�LV�too expensive�
x� <RX�IHHO�WKDW�PDLQWDLQLQJ�\RXU�GHQWDO�KHDOWK�LV�unnecessary�
x� You loathe the dentist’s office, because it makes you feel nervous�
x� <RX�ZRUU\�WKDW�SURFHGXUHV�ZLOO�EH�painful or uncomfortable�
x� You’re embarrassed�DERXW�\RXU�VPLOH�
x� You have no idea how to begin�WDNLQJ�WKH�VWHSV�WRZDUG�LPSURYLQJ�\RXU�VPLOH�

�
,I�you’d rather avoid going to the GHQWLVW�DOWRJHWKHU��you’re�QRW�DORQH��
�
But the fact is, the longer you wait to take care of your teeth and gums, the more at risk 

you are for experiencing further complications and expense.  
�
'LG�\RX�NQRZ�WKDW��DFFRUGLQJ�WR�WKH�&HQWHUV�IRU�'LVHDVH�&RQWURO�DQG�3UHYHQWLRQ��DOPRVW�half�RI�
$PHULFDQ�DGXOWV�DJHG����RU�ROGHU�KDYH�VRme form of periodontal disease, but don’t even know it 
XQWLO�WKH\�YLVLW�D�GHQWLVW"�
�
(YHQ�ZRUVH��XQWUHDWHG�FDYLWLHV��JXP�GLVHDVH��DQG�*LQJLYLWLV��LQIODPPDWLRQ�RI�WKH�JXPV��KDYH�
EHHQ�OLQNHG�WR�PRUH�VHULRXV�KHDOWK�SUREOHPV�VXFK�DV�diabetes, heart disease, and even 
stroke!  
�
We understand that many people fear the dentist –�XVXDOO\�GXH�WR�SDLQ�UHODWHG�PHPRULHV�RI�
SULRU�H[SHULHQFHV�–�DQG�VR�WKH\�IRUHJR�EDVLF�GHQWDO�FDUH�WKDW�LV�FULWLFDO�WR�WKHLU�RYHUDOO�KHDOWK�DQG�
ZHOO�EHLQJ��
�
And that’s part of why Lumina Dental Spa�does dentistry differently  �
�
��LQVHUW�WHVWLPRQLDO!!�
�
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Here’s the great news: 

0RGHUQ�GHQWLVWU\�LV�VDIH�DQG�YLUWXDOO\�SDLQ�IUHH��2QJRLQJ�WHFKQRORJLFDO�DGYDQFHV�KDYH�PDGH�LW�
SRVVLEOH�WR�WUHDW�WHHWK�DQG�JXPV�ZLWK�PLQLPDO�WR�]HUR�GLVFRPIRUW�–�DQG�VLQFH�ZH�SULGH�RXUVHOYHV�
RQ�EHLQJ�\RXU�+RXVWRQ�GHQWLVWV�FRPPLWWHG�WR�UHPDLQLQJ�RQ�WKH�FXWWLQJ�HGJH�RI�WHFKQRORJ\��ZH�
XWLOL]H�these modern advances, so you don’t have to worry about pain or discomfort while you 
YLVLW�RXU�RIILFH��
�
7KH�UHVXOW"�$�EHDXWLIXO��KHDOWK\�VPLOH�–�ZLWK�PLQLPDO�GLVFRPIRUW��
�
Our #1 priority is to provide our patients with a relaxing, soothing, and enjoyable overall 
experience… so they feel totally at ease, while receiving the best dental care available. 

�
)URP�WKH�PRPHQW�\RX�ZDON�WKURXJK�RXU�GRRUV��ZKHWKHU�\RXU�YLVLW�LV�IRU�JHQHUDO�RU�FRVPHWLF�
SXUSRVHV��our team treats you like a celebrity, and you will receive VIP treatment��<RX�
KDYH�DFFHVV�WR�HYHU\WKLQJ�\RX�FRXOG�SRVVLEO\�QHHG�WR�PDNH�\RXU�YLVLW�PRUH�HQMR\DEOH��LQFOXGLQJ��
�

9� &RPSOLPHQWDU\�IDFLDOV�
9� 1XWULWLRXV�EHYHUDJHV�
9� $�VHOHFWLRQ�RI�UHOD[LQJ�PXVLF�DQG�RYHU����PRYLHV�\RX�FDQ�ZDWFK�RU�OLVWHQ�WR�GXULQJ�\RXU�

DSSRLQWPHQW��VDQLWL]HG�JRJJOHV�DQG�L3DGV�SURYLGHG�IRU�\RXU�FRQYHQLHQFH��
9� &RPI\�SLOORZV��ZDUP�EODQNHWV��DQG�VFHQWHG�KRW�WRZHOV�WR�PDNH�\RXU�VWD\�PRUH�HQMR\DEOH�
9� 2SWLRQDO�VSD�VHUYLFHV�VXFK�DV�PLFURGHUPDEUDVLRQ��FKHPLFDO�SHHOV��DQG�HYHQ�%RWR[�

WUHDWPHQW��
�
:KLOH�ZH�ZRUN�RQ�\RXU�VPLOH��Lt won’t�feel like you’re at the dentist’s�RIILFH�DW�DOO�–�instead, you’ll 
EH�SDPSHUHG�–�VSD�VW\OH���
�

Finally – a Dentist in Houston You Can’t WAIT to Visit! 
�
�
��LQVHUW�WHVWLPRQLDO!!�
�

�
:H�DUH�Lumina Dental Spa�– +ouston’s finest team of 
H[SHUWO\�WUDLQHG�JHQHUDO�DQG�FRVPHWLF�GHQWLVWV��LQFOXGLQJ�
DQ�LPSODQW�GHQWLVWU\�VSHFLDOLVW�DQG�VHGDWLRQ�VSHFLDOLVW��,Q�
DGGLWLRQ��RXU�YHU\�RZQ�'U��-HDQ�0RUHQF\�KDV�EHHQ�voted 
“Best Houston Cosmetic Dentist” four years in a row�
by “H” 0DJD]LQH�RI�+RXVWRQ��7H[DV��������������2XU�
WHDP�LV�KLJKO\�WUDLQHG�DQG�H[SHULHQFHG�LQ�JHQHUDO�DQG�
FRVPHWLF�GHQWLVWU\��UHVXOWLQJ�LQ�beautiful smiles�WKDW�
DFWXDOO\�FKDQJH�OLYHV��,Q�IDFW��PDQ\�RI�RXU�FOLHQWV�KDYH�
FULHG�tears of joy DIWHU�WKHLU�WUHDWPHQWV�–�EHFDXVH�WKHLU�
QHZ�VPLOHV�EURXJKW�WKHP�LQFUHDVHG�FRQILGHQFH�DQG�

JUHDWHU�SOHDVXUH�LQ�WKHLU�DSSHDUDQFHV�–�HVVHQWLDOO\�WUDQVIRUPLQJ�WKHLU�OLYHV� �0DQ\�UHJUHW�QRW�
KDYLQJ�YLVLWHG�XV�VRRQHU���
�
That’s the kind of transformation we love! 
��
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�
We offer: 
�

9� &RPSOLPHQWDU\�“before and after” smile makeover pictures, so you know exactly what 
\RXU�QHZ�VPLOH�ZLOO�ORRN�OLNH�

9� 3UHYHQWLYH�GHQWDO�FDUH��WHHWK�FOHDQLQJ��FKHFN�XSV�H[DPV��VFUHHQLQJV��GLJLWDO�[�UD\V��
tailored to each individual’s unique needs�

9� &RVPHWLF�GHQWLVWU\��LQFOXGLQJ�YHQHHUV�DQG�OXPLQHHUV��WR�LPSURYH�WKH�VKDSH��FRORU��DQG�
DSSHDUDQFH�RI�WHHWK��

9� ,QYLVDOLJQ��LQYLVLEOH�EUDFHV�WR�FRUUHFW�LPSHUIHFWLRQV��
9� ,PSODQWV��FURZQV��VXUJLFDO�SURFHGXUHV��DQG�UHVWRUDWLYH�WUHDWPHQWV��ILOOLQJV��
9� 1LWURXV�R[LGH�DQG�LQWUDYHQRXV�VHGDWLRQ��WR�LQGXFH�D�VOHHS�VWDWH��IRU�WKRVH�ZKR�

H[SHULHQFH�H[WUHPH�DQ[LHW\��XQGHU�WKH�VXSHUYLVLRQ�RI�DQ�H[SHUW�DQHVWKHWLVW�
�
3/86�ZH�RIIHU�D�100% Lifetime Warranty�RQ�DOO�RXU�FRVPHWLF�GHQWLVWU\�LQ�+RXVWRQ�VHUYLFHV��DV�
ORQJ�DV�\RX�FRQWLQXH�\RXU�GHQWDO�FDUH�SURJUDP�ZLWK�XV�RU�DQRWKHU�GHQWLVW��
�
:H�DOVR�DFFHSW�insurance plans�(most cosmetic offices don’t) and offer financing�WR�PDNH�
SD\LQJ�IRU�\RXU�GHQWDO�FDUH�D�EUHH]H��
�
�LQVHUW�WHVWLPRQLDO!�
�
�
Why visit Lumina Dental Spa? 
�
6R�\RX�FDQ��

9� ,PSURYH�\RXU�VPLOH��ORRN�JUHDW��DQG�LQFUHDVH�\RXU�FRQILGHQFH�
9� )HHO�PRUH�FRPIRUWDEOH�LQ�VRFLDO�VHWWLQJV��NQRZLQJ�\RX�KDYH�D�EHDXWLIXO�VPLOH�
9� (OLPLQDWH�SK\VLFDO�SDLQ��70-��WHPSRURPDQGLEXODU�MRLQWV��SDLQ�DQG�PDOIXQFWLRQ�
9� 6ROYH�LVVXHV�OLNH�EOHHGLQJ�JXPV��EDG�EUHDWK��DQG�V\VWHPLF�FDXVHV�RI�LQIHFWHG�JXPV�
9� 5HVW�HDV\�NQRZLQJ�\RXU�GHQWDO�KHDOWK�LV�DW�LWV�YHU\�EHVW�–�ZKLFK�PHDQV�\RXU�HQWLUH�ERG\�

ZLOO�EH�KHDOWKLHU��WRR��
�
�
Ready to experience VIP treatment at your next dental appointment? 
�
&RQWDFW�XV�DW�>LQVHUW�SKRQH�QXPEHU�HPDLO@�IRU�D�)5((�FRQVXOWDWLRQ��RU�VLPSO\�ILOO�RXW�WKLV�IRUP�–�
DQG�UHFHLYH�“before and after” pictures to GLVFRYHU�ZKDW�\RXU�VPLOH�FRXOG�ORRN�OLNH��WUDQVIRUPHG��
�
�LQVHUW�WHVWLPRQLDO!�
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Our Practice page 
��KRXVWRQ�FRVPHWLF�GHQWLVW�
��FRVPHWLF�GHQWLVW�KRXVWRQ�
��KRXVWRQ�FRVPHWLF�GHQWLVWU\�
�
�
�

Lumina Dental Spa:  
A Five-Star Dental Practice Dedicated to Your Smile  

AND Your Comfort! 

:RXOG�\RX�UDWKHU�EH�DW�WKH�VSD��RU�\RXU�GHQWLVW¶V�RIILFH"�
�
:H�NQRZ«�LW¶V�QR�FRQWHVW��ULJKW"�
�
%XW�ZKDW�LI�JRLQJ�WR�\RXU�GHQWLVW¶V�RIILFH�FRXOG�IHHO�just like�D�VSD�YLVLW"��
�
1RZ�LW�FDQ�±�DW�Lumina Dental Spa�RI�+RXVWRQ��7;��
�
:H¶UH�XQOLNH�DQ\�RWKHU�GHQWDO�RIILFH�\RX¶YH�HYHU�YLVLWHG��2XU�+RXVWRQ�FRVPHWLF�GHQWLVWU\�
VHUYLFHV�DUH�SURYLGHG�ZLWKLQ�D�VSD�VW\OH�HQYLURQPHQW��VR�\RX�IHHO�WRWDOO\�SDPSHUHG��UHOD[HG��DQG�
FRPIRUWDEOH��DV�\RX�UHFHLYH�WKH�YHU\�EHVW�GHQWDO�FDUH�DYDLODEOH��
�
:H�FRPELQH�WKH�luxurious comforts�RI�D�VSD�ZLWK�WKH�PRVW�advanced technologies�LQ�
PRGHUQ�GHQWLVWU\��7KH�UHVXOW"�$�VRRWKLQJ��HQMR\DEOH�H[SHULHQFH�\RX�FDQ�DFWXDOO\�ORRN�IRUZDUG�
WR���
�
Comforts�
�
:KHWKHU�\RXU�YLVLW�LV�IRU�JHQHUDO�RU�FRVPHWLF�SXUSRVHV��H[SHFW�WR�receive VIP treatment�WKH�
PRPHQW�\RX�ZDON�LQWR�RXU�RIILFH��<RX¶OO�IHHO�OLNH�D�VWDU��WKDQNV�WR�RXU�KLJKO\�TXDOLILHG�+RXVWRQ�
FRVPHWLF�GHQWLVWV��RXU�OLFHQVHG��RQ�VWDII�HVWKHWLFLDQ��DQG�WKH�HQWLUH�/XPLQD�'HQWDO�6SD�VWDII���
�
:H�RIIHU�WKH�IROORZLQJ�DPHQLWLHV�WR�PDNH�\RXU�DSSRLQWPHQW�³H[WUD´�HQMR\DEOH��

9� $�FRPSOLPHQWDU\�IDFLDO�IRU�ILUVW�WLPH�SDWLHQWV�
9� 1XWULWLRXV�EHYHUDJHV�
9� 6FHQWHG�WRZHOV��FRPI\�SLOORZV��DQG�EODQNHWV�
9� L3DGV�SUH�ORDGHG�ZLWK�D�VHOHFWLRQ�RI�UHOD[LQJ�PXVLF�DQG�RYHU����PRYLHV�\RX�FDQ�ZDWFK�

RU�OLVWHQ�WR�GXULQJ�\RXU�DSSRLQWPHQW��RU��IHHO�IUHH�WR�OLVWHQ�WR�\RXU�RZQ�PXVLF�FKRLFHV���
9� /LJKWZHLJKW��WKLQ�JRJJOHV�IRU�\RXU�PRYLH�ZDWFKLQJ�SOHDVXUH�
9� 2SWLRQDO�VHGDWLRQ�YLD�QLWURXV�R[LGH�RU�LQ�FDSVXOH�IRUP��WDNHQ�EHIRUHKDQG�WR�FDOP�DQ\�

DQ[LHW\�\RX�PD\�KDYH�
9� )XOO�DFFHVV�WR�RXU�VSD�URRP��ZLWK�RSWLRQDO�VSD�VHUYLFHV�VXFK�DV�PLFURGHUPDEUDVLRQ��

FKHPLFDO�SHHOV��DQG�HYHQ�%RWR[�WUHDWPHQW�
9� $QG�PRUH��

�
,16(57�7(67,021,$/�
�
Technology 
�
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$W�/XPLQD�'HQWDO�6SD��we’ve gone digital��$GYDQFHV�LQ�GHQWDO�WHFKQRORJ\�KDYH�PDGH�LW�
SRVVLEOH�IRU�XV�WR�VDYH�SDSHU��UHGXFH�UDGLDWLRQ��DQG�FUHDWH�EHDXWLIXO�VPLOHV�PRUH�VDIHO\�WKDQ�
HYHU�EHIRUH���
�
:KDW�\RX�FDQ�H[SHFW��

9� 1R�SDSHUZRUN�WR�SULQW�RU�ILOO�RXW�±�FRPSOHWH�\RXU�IRUPV�RQOLQH��DQG�HPDLO�WKHP�WR�XV�IRU�
\RXU�DGGHG�FRQYHQLHQFH�

9� 1R�³ROG�VFKRRO´�[�UD\V�±�LQVWHDG�ZH�XVH�DQ�DGYDQFHG�GLJLWDO�PHWKRG��ZLWK�YHU\�OLWWOH�
UDGLDWLRQ�LQYROYHG��WR�WDNH�LPDJHV�RI�\RXU�WHHWK�DQG�PRXWK�

9� %HIRUH�DQG�DIWHU�VPLOH�SKRWRV�WR�VKRZ�\RX�H[DFWO\�ZKDW�\RXU�QHZ��WUDQVIRUPHG�VPLOH�ZLOO�
ORRN�OLNH�±�YLVLEOH�RQ�D�ELJ�VFUHHQ�79�PRQLWRU��3OXV��\RX¶OO�UHFHLYH�D�FRPSOLPHQWDU\�
SULQWRXW�RI�\RXU�QHZ�VPLOH�WR�WDNH�KRPH�ZLWK�\RX��

9� 7KH�ODWHVW��PRVW�UHYROXWLRQDU\�GHQWDO�HTXLSPHQW�DYDLODEOH��WR�HQVXUH�WKH�KLJKHVW�TXDOLW\��
DGYDQFHG�GHQWDO�FDUH�DQG�WUHDWPHQW�DYDLODEOH�

9� $GKHUHQFH�WR�7+(�KLJKHVW�VWDQGDUGV�RI�VDIHW\�SURFHGXUHV�
�
,16(57�7(67,021,$/�
�
,I�\RX�NQRZ�\RX�VKRXOG�YLVLW�D�GHQWLVW�IRU�\RXU�JHQHUDO�RU�FRVPHWLF�GHQWLVWU\�QHHGV��EXW�ZRXOG�
PXFK�UDWKHU�JR�WR�WKH�6SD�LQVWHDG«�/XPLQD�'HQWDO�6SD�LV�WKH�SHUIHFW�FKRLFH�IRU�\RX���
�
&DOO�XV�DW��������������RU�HPDLO�XV�IRU�D�IUHH�FRQVXOWDWLRQ�WKH�QH[W�WLPH�\RX¶UH�LQ�QHHG�RI�D�
ZRUOG�FODVV�JHQHUDO�RU�FRVPHWLF�GHQWLVW��+RXVWRQ��.DW\��6XJDU�/DQG��6SULQJ��DQG�*DOYHVWRQ��
7H[DV��UHVLGHQWV�ZLOO�ORYH�\RXU�QHZ�VPLOHV��
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$ERXW�3DJH�&RS\�
�
.H\ZRUGV��
��KRXVWRQ�GHQWLVWV�
��EHVW�GHQWLVW�LQ�KRXVWRQ�
��EHVW�FRVPHWLF�GHQWLVW�KRXVWRQ�
�

Finally – a Dentist in Houston You Can’t WAIT to Visit!

0D\EH��ULJKW�QRZ�\RX¶UH�ZRQGHULQJ�±�³ZKR�looks forward�WR�JRLQJ�WR�WKH�GHQWLVW"´�

7KH�SDWLHQWV�RI«�

Lumina Dental Spa 
� The Home of Healthy, Confident, Beautiful Smiles �

:KDW�0DNHV�/XPLQD�'HQWDO�6SD�'LIIHUHQW"��

We make it our mission to transform your general or cosmetic dentistry appointment into 
an amazing, soothing, pampering experience.  
�
Lumina Dental Spa RI�+RXVWRQ��7H[DV��LV�XQOLNH�$1<�WUDGLWLRQDO�GHQWLVW¶V�RIILFH�\RX¶YH�HYHU�
EHHQ�WR��.QRZQ�IRU�LW¶V�³VSD�VW\OH´�VHUYLFHV��WKLV�WHDP�RI�H[SHUWO\�WUDLQHG�GHQWLVWV�GHOLYHUV�a
relaxing and pleasurable experience��VR�\RX�FDQ�SUDFWLFDOO\�IRUJHW�\RX¶UH�DW�WKH�GHQWLVW��:LWK�
D�SURYHQ�WUDFN�UHFRUG�IRU�PDNLQJ�SDWLHQWV�IHHO�FRPSOHWHO\�DW�HDVH��/XPLQD�'HQWDO�6SD�
WUDQVIRUPV�\RXU�VPLOH«�ZKLOH�\RX�HQMR\�DQ�DUUD\�RI�OX[XULRXV�VSD�WUHDWPHQWV�DQG�DPHQLWLHV��
IUHH�RI�FKDUJH��OLNH��EHYHUDJHV��KRW�VFHQWHG�WRZHOV��IDFLDOV��KDQG�PDVVDJHV��SHGLFXUHV��PXVLF��
PRYLHV��DQG�RWKHU�IHDWXUHV���WR�PDNH�\RXU�YLVLW�H[WUDRUGLQDU\��
�
Plus, you’ll never feel “rushed” through your appointment or trapped in an impersonal 
dental setting – instead, count on feeling pampered and appreciated! 
�
7KH�GRFWRUV�DW�/XPLQD�'HQWDO�6SD��

x� $UH�FHUWLILHG��WUDLQHG��DQG�DFFUHGLWHG�WKURXJK�WKH�ZRUOG�UHQRZQHG�/9�,QVWLWXWH�RI�
'HQWLVWU\��D�SRVW�JUDGXDWH�GHQWDO�WUDLQLQJ�FHQWHU�NQRZQ�IRU�SURGXFLQJ�VRPH�RI�WKH�EHVW�
GHQWLVWV�LQ�WKH�ZRUOG��YLD�WKH�(OLWH�FRQWLQXLQJ�HGXFDWLRQ�JURXS�

x� ,QFOXGH�WKH�GRFWRU�YRWHG�³%HVW�+RXVWRQ�&RVPHWLF�'HQWLVW´�IRU�IRXU�\HDUV�LQ�D�URZ�E\�³H”
Magazine�RI�+RXVWRQ��7H[DV��������������D�ERDUG�FHUWLILHG�3HULRGRQWLVW��JXP�GRFWRU��
DQG�DQ�,PSODQWRORJLVW�

x� +DYH�GHFDGHV�RI�FRPELQHG�H[SHULHQFH�LQ�JHQHUDO�DQG�FRVPHWLF�GHQWLVWU\�±�EULQJLQJ�\RX�
SUHPLHU�VHUYLFHV�OLNH�WHHWK�ZKLWHQLQJ��LPSODQWV��VHGDWLRQ�GHQWLVWU\��/XPLQHHUV��,QYLVDOLJQ�
�LQYLVLEOH�EUDFHV���VPLOH�PDNHRYHUV��DQG�PRUH�

x� $UH�H[SHUWO\�WUDLQHG�WR�WUDQVIRUP�SDWLHQWV¶�OLYHV��E\�FUHDWLQJ�EHDXWLIXO�VPLOHV��
�

�
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$QG��WR�SURYLGH�\RX�ZLWK�DFFHVV�WR�HYHU\WKLQJ�\RX�FRXOG�SRVVLEO\�QHHG�WR�PDLQWDLQ�H[FHOOHQW�
GHQWDO�KHDOWK��/XPLQD�'HQWDO�6SD�HPEUDFHV�WKH�latest cutting-edge technologies�LQ�GHQWDO�
FDUH��,WV�RIILFH�LV�RXWILWWHG�ZLWK�WKH�PRVW�XS�WR�GDWH�HTXLSPHQW��LQFOXGLQJ��
�

9� +LJK�WHFK�LPDJLQJ�VRIWZDUH�WR�FUHDWH�³EHIRUH�DQG�DIWHU´�VPLOH�PDNHRYHU�SLFWXUHV�
9� /DVHU�FOHDQLQJV�
9� 'LJLWDO�;�5D\�
9� ,QWUD�2UDO�&DPHUDV�
9� 9LVLOLWH�&DQFHU�6FUHHQLQJ�
9� $QG�PRUH�

�
�
Why ELSE is Lumina Dental Spa Considered the Best Dentist in Houston? 
�
>,16(57�7(67,021,$/���@�
�
>,16(57�7(67,021,$/���@�
�
>,16(57�7(67,021,$/���@�
�
�
�
So are you ready to experience VIP treatment at your next dental appointment – and get 

the beautiful smile you’ve always dreamt of? 
�
,I�\RX
UH�ORRNLQJ�IRU�WKH�EHVW�FRVPHWLF�DQG�JHQHUDO�GHQWLVW�LQ�+RXVWRQ��6XJDU�/DQG��.DW\��6SULQJ��
RU�*DOYHVWRQ��PDNH�VXUH�WR�ERRN�\RXU�QH[W�DSSRLQWPHQW�ZLWK�/XPLQD�'HQWDO�6SD��
�
&RQWDFW�XV�DW�>LQVHUW�SKRQH�QXPEHU�HPDLO@�IRU�D�)5((�FRQVXOWDWLRQ��RU�VLPSO\�ILOO�RXW�WKLV�IRUP�±�
DQG�UHFHLYH�FRPSOLPHQWDU\�³EHIRUH�DQG�DIWHU´�SLFWXUHV�WR�GLVFRYHU�ZKDW�\RXU�VPLOH�ZLOO�ORRN�OLNH��
WUDQVIRUPHG��
�
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Dr. Jean Morency is a cosmetic dentist who wholeheartedly believes in the power of a beautiful 
smile to transform your life professionally, socially, and personally. He’s on a mission to help his
patients experience this transformation, while focusing on the comforts of modern dentistry –
thus appeasing the all-too-common fear many people have about going to the dentist.   

A Harvard graduate, Dr. Morency has spent more than 25 years instructing other dentists in the 
art, science, and technique of dentistry, via a teaching fellowship awarded to him during his post-
doctoral training. He earned his Doctor of Dental Medicine (D.M.D.) degree from Harvard 
School of Dental Medicine, and his Master of Science degree in Prosthetic Dentistry from 
Harvard. He obtained his undergraduate degree from Roosevelt University in Chicago. 

One of the most unique experiences of Dr. Morency’s career was being Navy dentist on an 
aircraft carrier. From 1979 to 1983, Dr. Morency served as an officer in the U.S. Navy Dental 
Corps, earning the title of Chief Prosthodontist and rank of Lt. Commander. His leadership skills, 
expertise, and unique, friendly personality continue to make him a trusted resource in the field of 
dentistry today. 

After many years serving in a private dental practice in Houston, Dr. Morency has joined 
Lumina Dental Spa. He is married with four children, and a beloved cocker spaniel named 
NAME. In his free time, he enjoys traveling, so much so that he has lived in Panama, Costa Rica, 
England, France and Kenya, in addition to several states here in the U.S. He is also passionate 
about photography.  
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7 Questions You MUST Ask Before Hiring a Cosmetic Dentist 
�

E\�$ULI�%DODJDP�
&(2�RI�/XPLQD�'HQWDO�6SD�

KWWS���ZZZ�OXPLQDGHQWDOVSD�FRP���

+LULQJ�D�FRVPHWLF�GHQWLVW�LV�DQ�H[WUHPHO\�LPSRUWDQW�OLIH�GHFLVLRQ��$IWHU�DOO��\RXU�VPLOH�LV�
RQH�RI�WKH�ILUVW�WKLQJV�SHRSOH�QRWLFH�DERXW�\RX��7KH�DSSHDUDQFH�RI�\RXU�VPLOH�FDQ�³PDNH�
RU�EUHDN´�D�ILUVW�LPSUHVVLRQ��DQG�DIIHFW�\RXU�VRFLDO��SHUVRQDO��DQG�SURIHVVLRQDO�OLIH�LQ�
PDQ\�GLIIHUHQW�ZD\V���
�
:KHQ�\RX�KLUH�D�FRVPHWLF�GHQWLVW��\RX�GR�VR�LQ�WKH�KRSHV�RI�LPSURYLQJ�WKH�TXDOLW\�RI�
\RXU�VPLOH�$1'�RI�\RXU�OLIH���DV�\RX�JDLQ�WKH�FRQILGHQFH�DQG�MR\�WKDW�FRPHV�DORQJ�ZLWK�
ILQDOO\�JHWWLQJ�WKH�VPLOH�RI�\RXU�GUHDPV���
�
6R�KRZ�GR�\RX�NQRZ�ZKR�WR�HQWUXVW�ZLWK�WKLV�OLIH�FKDQJLQJ�GHFLVLRQ"�
�
,I�\RX¶UH�FRQVLGHULQJ�D�FRVPHWLF�GHQWDO�SURFHGXUH��LW¶V�LPSRUWDQW�WR�KLUH�VRPHRQH�ZKR�LV�
QRW�RQO\�WUDLQHG��HGXFDWHG��DQG�H[SHULHQFHG�LQ�cosmetic dentistry��ZKLFK�LV�FRPSOHWHO\�
GLIIHUHQW�IURP�general dentistry��±�EXW�ZKR�DOVR�FRQVLVWHQWO\�GHOLYHUV�WR�KLV�SDWLHQWV�
WKHLU�H[DFW�GHVLUHG�RXWFRPHV���
�
6R�WR�KHOS�\RX�KLUH�7+(�SHUIHFW�FRVPHWLF�GHQWLVW�IRU�\RX��ZH¶YH�SXW�WRJHWKHU�WKLV�VSHFLDO�
UHSRUW��RXWOLQLQJ�WKH���HVVHQWLDO�TXHVWLRQV�\RX�0867�DVN�\RXU�SRWHQWLDO�FRVPHWLF�
GHQWLVW��EHIRUH�FRPPLWWLQJ�WR�JLYH�KLP�\RXU�EXVLQHVV���
�
Question #1: I’m nervous about the potential pain/discomfort associated with 
cosmetic procedures. How will you make my visit more relaxing and enjoyable? 

,I�\RX¶UH�QHUYRXV�DERXW�XQGHUJRLQJ�D�GHQWDO�SURFHGXUH��\RX¶UH�FHUWDLQO\�QRW�DORQH��
��
7KH�JRRG�QHZV��DGYDQFHV�LQ�PRGHUQ�GHQWLVWU\�KDYH�PDGH�LW�SRVVLEOH�WR�HOLPLQDWH�SDLQ�
DQG�GLVFRPIRUW�GXULQJ�SURFHGXUHV��VR�WKDW�\RX�FDQ�IHHO�WRWDOO\�DW�HDVH��
�
$W�/XPLQD�'HQWDO�6SD��ZH�RIIHU�VHGDWLRQ�GHQWLVWU\��ZKLFK�SURYLGHV�\RX�ZLWK�GLIIHUHQW�
RSWLRQV�IRU�HQVXULQJ�\RXU�FRPIRUW��<RX�FDQ�FKRRVH�IURP�RUDO�FRQVFLRXV�VHGDWLRQ�
PHGLFDWLRQ��LI�\RX�SUHIHU�WR�VWD\�DZDNH��RU�LQWUDYHQRXV�VHGDWLRQ�DQHVWKHVLD��ZKLFK�
DOORZV�\RX�WR�³VOHHS´�WKURXJK�\RXU�SURFHGXUH��%\�WKH�WLPH�\RX�ZDNH�XS��\RXU�WUHDWPHQW�
LV�ILQLVKHG�DQG�\RX�KDYH�D�EHDXWLIXO�VPLOH��
�
6HGDWLRQ�LV������VDIH��JHQWOH��DQG�HIIHFWLYH�DW�FDOPLQJ�HYHQ�WKH�PRVW�SHUVLVWHQW�RI�
IHDUV��
�
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3OXV��RXU�UHOD[LQJ��³VSD�VW\OH´�DWPRVSKHUH�DQG�FRPIRUW�HQKDQFLQJ�DPHQLWLHV�ZLOO�KHOS�
\RX�IHHO�HYHQ�more�FRPIRUWDEOH�GXULQJ�\RXU�YLVLW��
�
�
Question #2: Cosmetic procedures are expensive, aren’t they? Can I really afford 
the smile of my dreams? 
�
,PSURYLQJ�WKH�DSSHDUDQFH�RI�\RXU�VPLOH�LV�DQ�LQYHVWPHQW«�DQG�\RX¶UH�VR�ZRUWK�LW��<RXU�
VPLOH�SOD\V�D�UROH�LQ�KRZ�\RX�DUH�SHUFHLYHG�E\�RWKHUV�±�IURP�SRWHQWLDO�HPSOR\HUV�WR�
VSRXVHV��IULHQGV��DQG�FROOHDJXHV��,I�\RX¶UH�VHOI�FRQVFLRXV�DERXW�\RXU�VPLOH�LQ�DQ\�ZD\��LW�
XQGRXEWHGO\�DIIHFWV�WKH�ZD\�\RX�OLYH�\RXU�OLIH���
�
&RVPHWLF�GHQWLVWU\�DOORZV�\RX�WR�feel�DV�EHDXWLIXO�DV�\RX�UHDOO\�DUH���
�
/XPLQD�'HQWDO�6SD�LV�GHGLFDWHG�WR�SURYLGLQJ�\RX�ZLWK�WKH�VPLOH�\RX¶YH�DOZD\V�LPDJLQHG�
IRU�\RXUVHOI�±�DQG�ZH�KDYH�RSWLRQV�DYDLODEOH�WR�\RX�WKDW�ZLOO�PDNH�SD\LQJ�IRU�LW�DV�HDV\�
DV�SRVVLEOH���
�
9� :H�RIIHU�outside financing�YLD�D�WKLUG�SDUW\�WR�TXDOLILHG�DSSOLFDQWV��8SRQ�

DSSURYDO��PRQWKO\�SD\PHQW�SODQV�DOORZ�\RX�WR�PDNH�SD\PHQWV�RYHU�D�SHULRG�RI�
WLPH��LQVWHDG�RI�KDYLQJ�WR�SD\�DOO�DW�RQFH���

9� :H�WDNH�insurance��PRVW�FRVPHWLF�GHQWLVWU\�RIILFHV�GR�QRW���ZKLFK�UHGXFHV�\RXU�
RXW�RI�SRFNHW�FRVWV��

$W�WKH�HQG�RI�WKH�GD\��ZKHQ�\RX�ORRN�LQ�WKH�PLUURU��DUH�\RX������VDWLVILHG�ZLWK�WKH�
DSSHDUDQFH�RI�\RXU�VPLOH"�,I�WKH�DQVZHU�LV�QR��WKHQ�LW¶V�WLPH�WR�JLYH�\RXUVHOI�WKH�OLIH�
HQKDQFLQJ�JLIW�RI�D�EHDXWLIXO�VPLOH«�ZLWKRXW�EUHDNLQJ�\RXU�ZDOOHW��
�
�
Question #3: Porcelain veneers... lumineers... denture implants... Which cosmetic 
dental treatment option is right for me? How do I know I’ll be satisfied with the
results? 
�
1RW�DOO�VPLOHV�DUH�DOLNH��DQG�\RX�PD\�QRW�NQRZ�ZKLFK�WUHDWPHQW�LV�WKH�SHUIHFW�PDWFK�IRU�
\RX��(DFK�RI�WKH�RSWLRQV�DYDLODEOH��OXPLQHHUV��YHQHHUV��GHQWXUH�LPSODQWV��LQYLVLEOH�
EUDFHV��WHHWK�ZKLWHQLQJ��HWF���±�DUH�LQWHQGHG�IRU�D�VSHFLILF�RXWFRPH��
�
'XULQJ�\RXU�IUHH�LQLWLDO�FRQVXOWDWLRQ�DW�RXU�RIILFH��RQH�RI�RXU�FRVPHWLF�GHQWLVWV�ZLOO�
H[DPLQH�\RXU�VPLOH�DQG�UHFRPPHQG�WKH�EHVW�WUHDWPHQW�V��IRU�\RX��:H�WDNH�RXU�WLPH�WR�
UHYLHZ�WKH�RSWLRQV�DYDLODEOH��DQG�DQVZHU�HDFK�DQG�HYHU\�TXHVWLRQ�\RX�PLJKW�KDYH��
<RX¶OO�QHYHU�IHHO�UXVKHG�WKURXJK�DQ�DSSRLQWPHQW�ZLWK�XV��7RJHWKHU��ZH�ZLOO�FKRRVH�WKH�
EHVW�FRXUVH�RI�DFWLRQ�IRU�<28���EDVHG�RQ�\RXU�GHVLUHG�RXWFRPH��XQLTXH�FRPIRUW�OHYHO��
DQG�ILQDQFLDO�VLWXDWLRQ��'RQ¶W�ZRUU\�±�WKHUH¶V�D�SHUIHFW�VROXWLRQ�IRU�HYHU\RQH��

:H�XQGHUVWDQG�ZK\�\RX¶G�UDWKHU�QRW�WDNH�D�³OHDS�RI�IDLWK´�ZKHQ�LW�FRPHV�WR�VRPHWKLQJ�
DV�LPSRUWDQW�DV�EHDXWLI\LQJ�\RXU�VPLOH��7R�KHOS�\RX�NQRZ�H[DFWO\�ZKDW�\RX�FDQ�H[SHFW�
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\RXU�QHZ�VPLOH�WR�ORRN�OLNH��ZH�WDNH�³EHIRUH�DQG�DIWHU´�SKRWRV�±�35,25�72�XQGHUJRLQJ�
WKH�DFWXDO�SURFHGXUH��:KHQ�\RX�FKRRVH�/XPLQD�'HQWDO�6SD��\RX¶OO�YLHZ�WKHVH�³EHIRUH�
DQG�DIWHU´�SLFV�RQ�D�ODUJH�VFUHHQ�79��and�WDNH�KRPH�D�SULQWHG�FRS\��VR�\RX�FDQ�FKHFN�
RXW�\RXU�QHZ�VPLOH�ZKHQHYHU�\RX¶G�OLNH��DV�\RX�JHW�UHDG\�WR�PDNH�\RXU�GUHDP�D�UHDOLW\��
�
:H�WDNH�\RXU�SHDFH�RI�PLQG�YHU\�VHULRXVO\�±�VR�LI�\RX¶UH�SOHDVHG�ZLWK�\RXU�³DIWHU´�
SLFWXUH�VR�PXFK�VR�WKDW�\RX�GHFLGH�WR�XQGHUJR�WKH�UHFRPPHQGHG�SURFHGXUH��WKH�QH[W�
VWHS�ZH�WDNH�LV�WR�DOORZ�\RX�WR�³WHVW�GULYH´�\RXU�QHZ�VPLOH��<HV�±�\RX�UHDG�WKDW�ULJKW���
<RX�ZLOO�DFWXDOO\�JHW�WR�WU\�RXW�\RXU�QHZ�VPLOH�before�WKH�SURFHGXUH�LWVHOI���
�
+HUH¶V�KRZ�LW�ZRUNV��ZH¶OO�WDNH�DQ�LPSUHVVLRQ�RI�\RXU�WHHWK�DQG�VHQG�LW�WR�D�ODE��ZKHUH�
WKH\¶OO�FUHDWH�³WHPSRUDULHV´�IRU�\RX�WR�ZHDU��7KH�WHPSRUDULHV�DUH�GHVLJQHG�WR�ORRN�DQG�
IHHO�OLNH�WKH�DFWXDO�ILQDO�SURGXFW��<RX�FDQ�WU\�RXW�\RXU�QHZ�VPLOH��DQG�LI�IRU�VRPH�UHDVRQ�
VRPHWKLQJ�IHHOV�³RII´�DQG�RU�WKHUH�LV�DQ\�DVSHFW�RI�\RXU�QHZ�VPLOH�\RX�GRQ¶W�ORYH��ZH¶OO�
PDNH�PRGLILFDWLRQV�FKDQJHV�EHIRUH�\RXU�DFWXDO�SURFHGXUH��7KLV�LV�D�ORZ�ULVN�ZD\�WR�WHVW�
GULYH�\RXU�QHZ�VPLOH�EHIRUH�\RX�IXOO\�FRPPLW��
�
:H�KDYH�WKRXVDQGV�RI�SUHYLRXV�SDWLHQWV�ZKR�KDYH�/29('�WKHLU�VPLOH�PDNHRYHUV��/LYHV�
KDYH�EHHQ�FKDQJHG��,Q�IDFW��LW¶V�QRW�XQFRPPRQ�IRU�RXU�SDWLHQWV�WR�FU\�WHDUV�RI�MR\�DQG�
H[SUHVV�H[WUHPH�JUDWLWXGH�UHJDUGLQJ�KRZ�WKHLU�QHZ�VPLOHV�KDYH�LPSURYHG�WKH�RYHUDOO�
TXDOLW\�RI�WKHLU�OLYHV��<RX�DUH�ZHOFRPH�WR�YLHZ�VRPH�RI�RXU�SDWLHQWV¶�WHVWLPRQLDOV�DQG�
³EHIRUH�DQG�DIWHU´�SLFWXUHV�RQ�RXU�ZHEVLWH��ZZZ�OXPLQDGHQWDOVSD�FRP��RU�LQ�RXU�RIILFH�LQ�
+RXVWRQ��7H[DV��
�
�
Question #4: I’m self-conscious about my smile. Will anyone be able to tell I’ve 
had cosmetic dental work done? 
�
7KH�ZRQGHUIXO�WKLQJ�DERXW�FRVPHWLF�GHQWLVWU\�LV�WKDW�ZKHQ�LW¶V�GRQH�FRUUHFWO\�±�DQG�ZLWK�
WKH�ULJKW�DPRXQW�RI�DUWLVWLF�IODLU�±�\RX¶UH�OHIW�ZLWK�D�EHDXWLIXO��QDWXUDO�ORRNLQJ�VPLOH��1R�
RQH�ZLOO�QRWLFH�LI�\RX¶UH�ZHDULQJ�GHQWDO�LPSODQWV��OXPLQHHUV��RU�YHQHHUV��7KH\¶OO�VLPSO\�
QRWLFH�KRZ�DPD]LQJ�\RXU�VPLOH�ORRNV��
�
<RX¶OO�IHHO�PRUH�FRPIRUWDEOH�DQG�OHVV�VHOI�FRQVFLRXV�ZLWK�\RXU�QHZ�DQG�LPSURYHG�VPLOH��
3OXV��UHVW�DVVXUHG��\RXU�WHHWK�ZLOO�VWLOO�IHHO�³QDWXUDO´�WRR��7KH�PDWHULDOV�ZH�XVH�DUH�OLJKW�
DQG�FRPIRUWDEOH�WR�ZHDU��\HW�H[WUHPHO\�GXUDEOH��
�
1R�PDWWHU�ZKDW�\RXU�FLUFXPVWDQFHV�DUH��RU�ZKDW�\RXU�VPLOH�FXUUHQWO\�ORRNV�OLNH��/XPLQD�
'HQWDO�6SD�FDQ�ZRUN�ZLWK�\RX�WR�FUHDWH�D�FXVWRPL]HG�WUHDWPHQW�SODQ�WKDW�UHVXOWV�LQ�WKH�
VPLOH�\RX�KDYH�DOZD\V�ORQJHG�IRU���(YHQ�LI�\RX�WKLQN�\RXU�VPLOH�LV�³XQIL[DEOH�´�ZH�
HQFRXUDJH�\RX�VWRS�E\�IRU�D�IUHH�FRQVXOWDWLRQ�DQ\ZD\�±�\RX�ZLOO�EH�SOHDVDQWO\�VXUSULVHG��
�
�
Question #5: What are your qualifications as a cosmetic dentist? 
�
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$OO�GHQWLVWV�DUH�UHTXLUHG�E\�ODZ�WR�XQGHUJR�JHQHUDO�GHQWLVWU\�WUDLQLQJ��+RZHYHU��WR�ZRUN�
DV�D�³FRVPHWLF�GHQWLVW�´�RQH�PXVW�XQGHUJR�DGGLWLRQDO�VSHFLDOL]HG�WUDLQLQJ��
�
&RVPHWLF�GHQWLVWV�PXVW�EH�OLFHQVHG�WKURXJK�WKHLU�VWDWH¶V�GHQWDO�ERDUG��$OWKRXJK�LW¶V�QRW�
UHTXLUHG��WKH\�DOVR�KDYH�WKH�RSWLRQ�WR�EH�DFFUHGLWHG�WKURXJK�WKH�$PHULFDQ�$FDGHP\�RI�
&RVPHWLF�'HQWLVWU\��$$&'���
�
$W�/XPLQD�'HQWDO�6SD��RXU�GHQWLVWV��

x� $UH�FHUWLILHG��WUDLQHG��DQG�DFFUHGLWHG�WKURXJK�WKH�ZRUOG�UHQRZQHG�/9�,QVWLWXWH�RI�
'HQWLVWU\��D�SRVW�JUDGXDWH�GHQWDO�WUDLQLQJ�HQWHU�NQRZQ�IRU�SURGXFLQJ�VRPH�RI�WKH�
EHVW�GHQWLVWV�LQ�WKH�ZRUOG��YLD�WKH�(OLWH�FRQWLQXLQJ�HGXFDWLRQ�JURXS�

x� :HUH�YRWHG�³%HVW�+RXVWRQ�&RVPHWLF�'HQWLVW´�IRU�IRXU�\HDUV�LQ�D�URZ�E\�Edge 
Magazine�RI�+RXVWRQ��7H[DV�������������

x� ,QFOXGH�D�ERDUG�FHUWLILHG�3HULRGRQWLVW��JXP�GRFWRU��DQG�DQ�,PSODQWRORJLVW�
x� +DYH�GHFDGHV�RI�FRPELQHG�H[SHULHQFH�LQ�JHQHUDO�DQG�FRVPHWLF�GHQWLVWU\�±�

EULQJLQJ�\RX�SUHPLHU�VHUYLFHV�OLNH�WHHWK�ZKLWHQLQJ��LPSODQWV��VHGDWLRQ�GHQWLVWU\��
/XPLQHHUV��,QYLVDOLJQ��LQYLVLEOH�EUDFHV���VPLOH�PDNHRYHUV��DQG�PRUH�

x� $UH�H[SHUWO\�WUDLQHG�WR�WUDQVIRUP�SDWLHQWV¶�OLYHV��E\�FUHDWLQJ�EHDXWLIXO�VPLOHV��
�
:H�EHOLHYH�LQ�WKH�YDOXH�RI�FRQWLQXLQJ�HGXFDWLRQ��VR�HDFK�RI�RXU�GHQWLVWV�IUHTXHQWO\�WDNH�
FODVVHV��ZRUNVKRSV��SURJUDPV��HWF��WR�DGG�WR�WKHLU�HYHU�JURZLQJ�NQRZOHGJH�EDVH�
SHUWDLQLQJ�WR�WKH�art and science�RI�FRVPHWLF�GHQWLVWU\����
�
$VLGH�IURP�WUDLQLQJ�DQG�HGXFDWLRQ��HDFK�RI�RXU�FRVPHWLF�GHQWLVWV�KDV�D�FHUWDLQ�³DUWLVWLF�
IODLU´�IRU�FUHDWLQJ�D�EHDXWLIXO�VPLOH��LW¶V�QRW�MXVW�DERXW�WKH�VFLHQFH�RI�GHQWLVWU\���
�
:H�KDYH�VHUYHG�WKRXVDQGV�RI�KDSS\��PRUH�WKDQ�VDWLVILHG�SDWLHQWV��,W¶V�DV�H[FLWLQJ�IRU�XV�
WR�SURYLGH�\RX�ZLWK�D�OLIH�FKDQJLQJ�VPLOH�DV�LW�LV�IRU�\RX�WR�UHFHLYH�LW���
�
Question #6: Do you offer a satisfaction guarantee for your cosmetic dentistry 
procedures? 
�
7KH�ODVW�WKLQJ�\RX�ZDQW�WR�GR�LV�SD\�IRU�D�SURFHGXUH��DQG�HQG�XS�ZLWK�VKRGG\�UHVXOWV��6R�
EH�VXUH�WR�DVN�ZKHWKHU�WKH�FRVPHWLF�GHQWLVW�\RX¶UH�FRQVLGHULQJ�RIIHUV�D�ZDUUDQW\�RU�
JXDUDQWHH�WR�SURWHFW�\RXU�LQYHVWPHQW��
�
)RU�DGYDQFHG�SURFHGXUHV�VXFK�DV�OXPLQHHUV��YHQHHUV��DQG�GHQWXUH�LPSODQWV��PDWHULDOV�
VXFK�DV�SRUFHODLQ�DQG�WLWDQLXP�PD\�QHHG�WR�EH�DGGHG�WR�\RXU�WHHWK���:KDW�ZLOO�KDSSHQ�
LI��ILYH�\HDUV�IURP�QRZ��D�SLHFH�RI�SRUFHODLQ�FRPHV�ORRVH"�:KDW�LV�\RXU�FRVPHWLF�
GHQWLVW¶V�SROLF\�UHJDUGLQJ�PDWHULDOV�WKDW�EUHDN�RU�JHW�GDPDJHG"�
�
$W�/XPLQD�'HQWDO�6SD��ZH�RIIHU�D�OLIHWLPH�ZDUUDQW\�RQ�$//�FRVPHWLF�SURFHGXUHV�±�DV�
ORQJ�DV�\RX�FRQWLQXH�UHFHLYLQJ�UHJXODU��RQJRLQJ�GHQWDO�FDUH��HLWKHU�WKURXJK�XV�RU�
DQRWKHU�GHQWLVW��$V�ORQJ�DV�\RX�YLVLW�D�JHQHUDO�GHQWLVW�IRU�UHJXODUO\�VFKHGXOHG�FKHFNXSV��
\RX¶UH�EDFNHG�E\�RXU������OLIHWLPH�ZDUUDQW\���
�
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2XU�VXFFHVV�XOWLPDWHO\�GHSHQGV�XSRQ�RXU�FOLHQWV¶�ORQJ�WHUP�KDSSLQHVV��DQG�ZH�DUH�VR�
FRQILGHQW�LQ�RXU�DELOLW\�WR�SURYLGH�\RX�ZLWK�WKH�VPLOH�\RX¶YH�DOZD\V�ORQJHG�IRU��ZH�DUH�
KDSS\�WR�RIIHU�WKLV�JXDUDQWHH���
�
�
Question #7: So what makes you different from all the other cosmetic dentists in 
Houston?  
�
2WKHU�WKDQ�EHLQJ�YRWHG�³%HVW�+RXVWRQ�&RVPHWLF�'HQWLVW�´�ZH�SULGH�RXUVHOYHV�RQ�EHLQJ�D�
FXW�DERYH�RXU�FRPSHWLWLRQ���
�
)LUVW��RXU�VSD�VHUYLFHV�DOORZ�\RX�WR�UHOD[�DQG�IHHO�SDPSHUHG��LQ�D�OX[XULRXV�HQYLURQPHQW�
GHVLJQHG�WR�KHOS�\RX�DOO�EXW�IRUJHW�\RX¶UH�DFWXDOO\�DW�WKH�GHQWLVW��<RX�UHFHLYH�D�
FRPSOLPHQWDU\�IDFLDO�GXULQJ�\RXU�ILUVW�YLVLW��SOXV�DFFHVV�WR�RSWLRQDO�%RWR[�WUHDWPHQW��
FKHPLFDO�SHHOV��DQG�PLFURGHUP�DEUDVLRQ�±�DOO�RI�ZKLFK�DUH�JHQWOH�DQG�VDIH�WUHDWPHQWV�
GHVLJQHG�WR�JLYH�\RXU�IDFH�DQG�VNLQ�D�EHDXWLIXO��JORZLQJ��\RXWKIXO�DSSHDUDQFH��2XU�
OLFHQVHG��IULHQGO\�RQ�VWDII�HVWKHWLFLDQ�FDQ�DQVZHU�DQ\�TXHVWLRQV�\RX�PLJKW�KDYH�DERXW�
WKHVH�VSD�WUHDWPHQWV�DQG�VHUYLFHV��
�
7R�IXUWKHU�\RXU�HQMR\PHQW��L3DGV�DUH�DYDLODEOH�IRU�\RX�WR�OLVWHQ�WR�\RXU�IDYRULWH�PXVLF�
GXULQJ�SURFHGXUHV��:H�DOVR�RIIHU�DQ�DUUD\�RI�UHIUHVKLQJ�EHYHUDJHV��
�
:H�FDUH�DERXW�\RXU�VPLOH�±�DQG�ZH�FDUH�DERXW�<28��WRR��<RX¶OO�QHYHU�EH�WUHDWHG�OLNH�D�
QXPEHU�DW�/XPLQD�'HQWDO�6SD��:KHQ�\RX�FKRRVH�RXU�RIILFH��\RX�HQMR\�FHOHEULW\�9,3�
VWDWXV��
�
$QG�UHPHPEHU��RXU�GHQWLVWV�SRVVHVV�D�XQLTXH�FRPELQDWLRQ�RI�H[WHQVLYH�WUDLQLQJ��
H[SHULHQFH��DQG�WDOHQW�IRU�FUHDWLQJ�EHDXWLIXO�VPLOHV�RXU�SDWLHQWV�/29(��
�
�

�
:H�KRSH�WKLV�UHSRUW�KDV�JLYHQ�\RX�LQVLJKW�LQWR�H[DFWO\�ZKDW�WR�ORRN�IRU�ZKHQ�KLULQJ�D�
FRVPHWLF�GHQWLVW��<RX¶UH�QRZ�DUPHG�ZLWK���SRZHUIXO�TXHVWLRQV�\RX�0867�DVN�EHIRUH�
KLULQJ�D�FRVPHWLF�GHQWLVW��WR�HQVXUH�\RX�KDYH�PDGH�WKH�EHVW�FKRLFH���
�
:H�ZLVK�\RX�WKH�YHU\�EHVW�LQ�\RXU�MRXUQH\�WRZDUG�WKH�VPLOH�RI�\RXU�GUHDPV���
�
6LQFHUHO\��
$ULI�%DODJDP��&(2�
DQG�WKH�7HDP�DW�/XPLQD�'HQWDO�6SD�
��LQVHUW�SLF�RI�WHDP"!!�
�
�

Want a FREE Consultation with Lumina Dental Spa? 
�
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:H�ZRXOG�EH�GHOLJKWHG�WR�VLW�DQG�WDON�ZLWK�\RX�DERXW�ZKDW�\RX¶UH�ORRNLQJ�IRU�LQ�D�VPLOH�
PDNHRYHU��5HJDUGOHVV�RI�ZKDW�\RXU�VPLOH�FXUUHQWO\�ORRNV�OLNH��ZH�LQYLWH�\RX�FRQWDFW�XV�
IRU�)5((�FRQVXOWDWLRQ�DQG�JHW�\RXU�FRPSOLPHQWDU\�³EHIRUH�DQG�DIWHU´�SLFWXUHV�±�VR�\RX�
FDQ�VHH�ZKDW¶V�SRVVLEOH��
�
6R�ZKDW�DUH�\RX�ZDLWLQJ�IRU"�,W¶V�\RXU�WXUQ�WR�JHW�SDPSHUHG����
�
&DOO����������������RU�HPDLO�XV�DW�;;;�WR�VFKHGXOH�\RXU�IUHH�FRQVXOWDWLRQ�DW�/XPLQD�
'HQWDO�6SD��:H�VHUYH�UHVLGHQWV�LQ�+RXVWRQ��6XJDU�/DQG��.DW\��6SULQJ��RU�*DOYHVWRQ��
7H[DV��:H�JXDUDQWHH�\RX¶OO�ILQDOO\�KDYH�D�UHDVRQ�WR�ORYH�JRLQJ�WR�WKH�GHQWLVW��

219



�
�
Is Your FEAR of the Dentist Keeping You From the Smile of 

Your Dreams? 

It’s Time to STOP Being Afraid… 

 Now, You Can “Sleep” Your Way to a New, Beautiful Smile! 

,I�\RX¶YH�HYHU�DYRLGHG�LPSURYLQJ�WKH�DSSHDUDQFH�RI�\RXU�VPLOH�
GXH�WR�\RXU�IHDU�RU�DQ[LHW\�DERXW�JRLQJ�WR�WKH�GHQWLVW��\RX¶UH�QRW�
DORQH��
�
7KDW¶V�ZK\��DW�/XPLQD�'HQWDO�6SD��ZH�RIIHU�PRGHUQ�sedation 
dentistry�RSWLRQV��VR�\RX�FDQ�DUULYH��WDNH�D�SOHDVDQW�QDS��DQG�
ZDNH�XS�WR�\RXU�QHZ�VPLOH���UHIUHVKHG�DQG�FRPIRUWDEOH��
�
6HGDWLRQ�GHQWLVWU\��

x� 3URYLGHV�\RX�ZLWK�WKH�TXDOLW\�GHQWDO�FDUH�\RX�GHVHUYH��
:,7+287�WKH�SDLQ��DQ[LHW\��IHDU��DQG�RU�GLVFRPIRUW�

x� ,V������VDIH��JHQWOH��DQG�HIIHFWLYH���DGPLQLVWHUHG�E\�D��
KLJKO\�TXDOLILHG�DQHVWKHVLRORJLVW�

x� ,QFOXGHV�VHYHUDO�RSWLRQV��LQFOXGLQJ�RUDO�FRQVFLRXV�VHGDWLRQ�
PHGLFDWLRQ��QLWURXV�R[LGH�DQG�LQWUDYHQRXV�VHGDWLRQ�
DQHVWKHVLD��WR�LQGXFH�D�VOHHS�VWDWH��IRU�WKRVH�ZKR�
H[SHULHQFH�H[WUHPH�DQ[LHW\�RU�ZKR�SUHIHU�QRW�WR�EH�DZDNH��

x� $OORZV�\RX�WR�UHPDLQ�DOHUW�HQRXJK�WR�DQVZHU�TXHVWLRQV��LI�
\RX�SUHIHU�QRW�WR�EH�IXOO\�DVOHHS��$1'�EH�UHOD[HG�HQRXJK�WR�
IHHO�WRWDOO\�DW�HDVH�GXULQJ�\RXU�HQWLUH�SURFHGXUH�

x� 2IIHUV�D�SHUIHFW�VROXWLRQ�WR�FDOPLQJ�HYHQ�WKH�PRVW�SHUVLVWHQW�
DQ[LHWLHV�ZKHQ�LW�FRPHV�WR�YLVLWLQJ�WKH�GHQWLVW�

�
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2XU�FRVPHWLF�GHQWLVWV�SUDFWLFH�WKH�ODWHVW�LQ�VHGDWLRQ�GHQWLVWU\�
WHFKQLTXHV�WR�HQVXUH�\RX�DUH�FRPSOHWHO\�FRPIRUWDEOH�WKURXJKRXW�
\RXU�SURFHGXUH��
�
If you’re ready to feel relaxed and at ease while your smile is 

transformed…

6FKHGXOH�DQ�DSSRLQWPHQW�QRZ��E\�FDOOLQJ�>,16(57�3+21(��@��RU�
HPDLOLQJ�>,16(57�(0$,/�$''<@��1HZ�SDWLHQWV�UHFHLYH�D�free
consultation�DQG�FRPSOLPHQWDU\�IDFLDO��7KH�PRPHQW�\RX�ZDON�
WKURXJK�RXU�GRRUV��\RX¶OO�EH�WUHDWHG�OLNH�D�9,3�JXHVW�±�JXDUDQWHHG��
�
Serving Houston, TX, and surrounding areas. 

Don’t miss our FREE gift to you! ,I�\RX¶UH�FRQVLGHULQJ�KLULQJ�D�
FRVPHWLF�GHQWLVW�WR�LPSURYH�WKH�DSSHDUDQFH�RI�\RXU�VPLOH��PDNH�
VXUH�\RX�DVN�WKHVH���FULWLFDO�TXHVWLRQV�ILUVW��before�FKRRVLQJ�\RXU�
GHQWLVW�±�VR�\RX�FDQ�UHVW�DVVXUHG�\RX¶UH�UHFHLYLQJ�WKH�YHU\�EHVW��
KLJKHVW�TXDOLW\�GHQWDO�FDUH�DYDLODEOH�
�
9LVLW���OLQN!!�WR�DFFHVV�D�IUHH�FRS\�RI�RXU�UHSRUW��

7 Questions You MUST Ask Before Hiring a Cosmetic 
Dentist!
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�
Why Choose Lumina Dental Spa 

For ALL Your Cosmetic Dentistry Needs?  

Voted “Best Houston Cosmetic Dentist” 4 Years in a Row  
by Edge Magazine of Houston, TX (2009-2012), 

We’ve Developed a Stellar Reputation for Transforming  
Our Patients’ Smiles – and Their Lives! 

�
2XU�WHDP�RI�FRVPHWLF�GHQWLVWV��
9�$UH�trained, certified, and accredited�WKURXJK�WKH�ZRUOG�
UHQRZQHG�/9�,QVWLWXWH�RI�'HQWLVWU\��D�SRVW�JUDGXDWH�GHQWDO�
WUDLQLQJ�FHQWHU�NQRZQ�IRU�SURGXFLQJ�VRPH�RI�7+(�EHVW�
GHQWLVWV�LQ�WKH�ZRUOG��

9�,QFOXGHV�D�board-certified�3HULRGRQWLVW��JXP�VSHFLDOLVW��DQG�
DQ�,PSODQWRORJLVW�

9�Regularly add to their ever-growing knowledge base�
UHJDUGLQJ�WKH�DUW�DQG�VFLHQFH�RI�FRVPHWLF�GHQWLVWU\�E\�
YROXQWDULO\�IXUWKHULQJ�WKHLU�HGXFDWLRQ�YLD�FODVVHV��ZRUNVKRSV��
HWF��

9�3RVVHVV�WKH�QDWXUDO�“artistic flair” and talent QHFHVVDU\ IRU�
FUDIWLQJ�EHDXWLIXO�VPLOHV��LW¶V�UHDOO\�not�MXVW�DERXW�WKH�
VFLHQFH���

9�+DYH�decades of combined experience�LQ�FRVPHWLF�
GHQWLVWU\��EULQJLQJ�\RX�SUHPLHU�VHUYLFHV�OLNH�VHGDWLRQ�
GHQWLVWU\��WHHWK�ZKLWHQLQJ��LPSODQWV��/XPLQHHUV��,QYLVDOLJQ�
�LQYLVLEOH�EUDFHV���VPLOH�PDNHRYHUV��DQG�PRUH��
�

:H¶YH�VHUYHG�WKRXVDQGV�RI�KDSS\��VDWLVILHG�SDWLHQWV�«�
�

:LOO�<28�EH�RXU�QH[W�³VXFFHVV�VWRU\´"�
�
,I�\RX¶UH�FRQVLGHULQJ�D�VPLOH�PDNHRYHU��contact our office for a 
FREE consultation��2XU�IULHQGO\�FRVPHWLF�GHQWLVWV�DUH�VWDQGLQJ�
E\��UHDG\�WR�HYDOXDWH�\RXU�VPLOH��WKRURXJKO\�UHYLHZ�\RXU�RSWLRQV�
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ZLWK�\RX��DQG�SURYLGH�\RX�ZLWK�FRPSOLPHQWDU\�³EHIRUH�DQG�DIWHU´�
SKRWRV��VR�\RX�VHH�H[DFWO\�ZKDW�\RXU�VPLOH�ZLOO�ORRN�OLNH��
WUDQVIRUPHG��&DOO�XV�DW�;;;�RU�HPDLO�;;;��
�

We have a FREE gift for you!
�
,I�\RX¶UH�³VKRSSLQJ�DURXQG´�IRU�D�FRVPHWLF�GHQWLVW�WR�LPSURYH�WKH�
DSSHDUDQFH�RI�\RXU�VPLOH��EH�VXUH�WR�DVN�WKHVH���FULWLFDO�
TXHVWLRQV���VR�\RX�FDQ�UHVW�DVVXUHG�\RX�KLUH�WKH�ULJKW�WHDP�and�
UHFHLYH�WKH�TXDOLW\�UHVXOWV�\RX¶UH�ORRNLQJ�IRU���DQG�GHVHUYH���
�
9LVLW���OLQN!!�WR�DFFHVV�\RXU�IUHH�FRS\�RI�RXU�VSHFLDO�UHSRUW��

7 Questions You MUST Ask 
Before Hiring a Cosmetic Dentist!
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6HUYLFHV�3DJH����±�/XPLQHHUV�
�QR�NH\ZRUGV�LQGLFDWHG��
�
�
�

That Beautiful, Perfect Smile is Closer than Ever - with Lumineers! 
�
5HIHUUHG�WR�DV�³QR�SUHS�YHQHHUV�´�lumineers�DUH�D�TXLFN�DQG�HDV\�GHQWDO�WUHDWPHQW�RSWLRQ�
UHVXOWLQJ�LQ�D�EHDXWLIXO��ZRZ�LQJ�VPLOH��
�
'HFHSWLYHO\�OLJKW�DQG�WKLQ��DQG�PDGH�XS�RI�VSHFLDOO\�UHLQIRUFHG�SRUFHODLQ��/XPLQHHUV�FDQ�
LQVWDQWO\�WUDQVIRUP�\RXU�VPLOH��KLGLQJ�FKLSV��FUDFNV��GLVFRORUDWLRQ��DQG�UHPHG\LQJ�PLVDOLJQHG�
WHHWK��+HQFH�WKH�³QR�SUHS´�QDPH��OXPLQHHUV�GR�QRW�UHTXLUH�DQ\�WHHWK�SUHSDUDWLRQ�±�WKDW�PHDQV�
QR�GULOOLQJ��QR�VKRWV��DQG�QR�ORVV�RI�QDWXUDO�WRRWK�VWUXFWXUH��7KLV�LV�D�JUHDW�RSWLRQ�IRU�VHQVLWLYH�
SDWLHQWV�ZKR�ZDQW�WR�REWDLQ�WKDW�GD]]OLQJ�VPLOH�and�LPSURYHG�IXQFWLRQDOLW\��
�
8QOLNH�YHQHHUV��ZKLFK�DUH�SHUPDQHQW��OXPLQHHUV�DUH�UHYHUVLEOH��LQ�PRVW�FDVHV���$QG�WKDQNV�WR�
PRGHUQ�GHQWDO�WHFKQRORJLHV��WKH�SURFHGXUH�LV�FRQYHQLHQW��IUHH�RI�GLVFRPIRUW��DQG�UHODWLYHO\�TXLFN�
±�UHTXLULQJ�DV�OLWWOH�DV���ZHHNV�WR�EH�FRPSOHWHG��
�
3OXV��DV�ORQJ�DV�\RX�PDLQWDLQ�\RXU�GHQWDO�KHDOWK�WKURXJK�UHJXODU�RQJRLQJ�FDUH��OXPLQHHUV�FDQ�
ODVW�XS�WR����\HDUV��
�
�
Why are Lumineers a Favorite Treatment Among our Houston Dental 

Patients? 
�
,16(57�7(67,021,$/�
�
$W�Lumina Dental Spa��RXU�+RXVWRQ�GHQWLVWV��'U��0RUHQF\��'U��7LPP�DQG�'U��1JX\HQ�DUH�
UHFRJQL]HG�H[SHUWV�DW�FUHDWLQJ�SHUIHFW�VPLOHV�XWLOL]LQJ�OXPLQHHUV��:H�WDNH�DGYDQWDJH�RI�WKH�
ODWHVW�GLJLWDO�SKRWRJUDSK\�HTXLSPHQW��LQFOXGLQJ�DQ�LQWUD�RUDO�FDPHUD��WR�FUDIW�OXPLQHHUV�WKDW�
SHUIHFWO\�FRPSOHPHQW�\RXU�IDFH�DQG�PRXWK��ZKLOH�HQKDQFLQJ�\RXU�VPLOH��
�
2XU�OXPLQHHUV�DUH��

9� 3ODFHG�RYHU�WKH�IURQW�VXUIDFH�RI�\RXU�WHHWK��WUDQVIRUPLQJ�\RXU�VPLOH�
9� &RPIRUWDEOH�WR�ZHDU��PDGH�RI�UHLQIRUFHG�SRUFHODLQ�PDWHULDO�WKDW�LV�GHFHSWLYHO\�OLJKW�DQG�

WKLQ�
9� 5HYHUVLEOH��XQOLNH�WUDGLWLRQDO�YHQHHUV��
9� .QRZQ�IRU�WKHLU�VWUHQJWK��HODVWLFLW\��DQG�FRQYHQLHQFH�
9� &RPSOHWHG�LQ�DV�OLWWOH�DV���ZHHNV��DQG�FDSDEOH�RI�ODVWLQJ�XS�WR����\HDUV��SURYLGHG�\RX�

UHFHLYH�RQJRLQJ�UHJXODU�GHQWDO�FDUH�
�
<RX¶OO�EH�ILWWHG�GXULQJ�\RXU�ILUVW�YLVLW��DQG�\RXU�SHUIHFWO\�FUDIWHG�OXPLQHHUV�ZLOO�EH�UHDG\�ZLWKLQ���
ZHHNV��
�
�

�����5LVN�)UHH�±�%DFNHG�E\�:DUUDQW\�
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*HWWLQJ�\RXU�OXPLQHHUV�DW�/XPLQD�'HQWDO�6SD�PHDQV�\RX¶UH�EDFNHG�E\�D�IXOO�OLIHWLPH�ZDUUDQW\��
DV�ORQJ�DV�\RX�FRQWLQXH�XQGHUJRLQJ�UHJXODU�GHQWDO�FDUH�ZLWK�XV�RU�DQRWKHU�GHQWLVW��

�
�
It’s Not Just About Creating Beautiful Smiles – It’s About Changing Patients’ Lives! 
�
"Today, getting that beautiful, perfect smile is easier than ever with Lumineers. It is a safe, 
effective treatment that delivers the ‘WOW factor’ patients are yearning for every time." -Dr. 
Nguyen of the Houston Cosmetic Dentistry team at Lumina Dental Spa�
�
$UH�\RX�FRQVLGHULQJ�JHWWLQJ�OXPLQHHUV�WR�LPSURYH�WKH�DSSHDUDQFH�RI�\RXU�VPLOH"�,I�VR��FRQWDFW�
XV�WRGD\�IRU�D�IUHH��QR�REOLJDWLRQ�FRQVXOWDWLRQ��:H¶OO�KHOS�\RX�GHWHUPLQH�LI�WKLV�WUHDWPHQW�LV�ULJKW�
IRU�\RX��VR�\RX�FDQ�ILQDOO\�LOVE�WKH�VPLOH�\RX�VHH�LQ�WKH�PLUURU��
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6HUYLFHV�3DJH����±�,QYLVDOLJQ�
�
�

If Your Journey to a Beautiful Smile  
Will Likely Include Braces… Guess What? 

Now, No One Even Has to Know You’re Wearing Them! 
�
$UH�\RX�WKLQNLQJ�RI�JHWWLQJ�EUDFHV�WR�FRUUHFW�\RXU�WHHWK�±�EXW�WKH�WKRXJKW�RI�ZHDULQJ�XQVLJKWO\�
PHWDO�EDQGV�DQG�EUDFNHWV�KDV�EHHQ�KROGLQJ�\RX�EDFN"�
�
Invisalign�RIIHUV�D�ZRQGHUIXO��GLVFUHHW�DOWHUQDWLYH�WR�WUDGLWLRQDO�RUWKRGRQWLF�WUHDWPHQWV��,W¶V�HDV\��
IDVW��FRPIRUWDEOH�±�DQG�LQYLVLEOH��
�
:LWK�,QYLVDOLJQ��

9� $�FOHDU��FXVWRP�PDGH�SODVWLF�DOLJQHU�RU�WUD\�LV�SODFHG�RYHU�\RXU�WHHWK�
9� $OLJQHUV�DUH�FRPIRUWDEOH��HDV\�WR�ZHDU��DQG�HIIHFWLYH�LQ�FRUUHFWLQJ�LPSHUIHFWLRQV�
9� <RXU�WHHWK�DUH�JHQWO\�DQG�JUDGXDOO\�PRYHG�LQWR�WKH�GHVLUHG�SRVLWLRQ�RYHU�D�SHULRG�RI�WLPH�
9� <RX�FDQ�WHPSRUDULO\�UHPRYH�WKH�DOLJQHU�RU�WUD\�IRU�HDWLQJ��FOHDQLQJ��RU�SLFWXUH�WDNLQJ�

�
/XPLQD�'HQWDO�6SD�2IIHUV�3UHPLHU�+RXVWRQ�,QYLVDOLJQ�6HUYLFHV�IRU�SDWLHQWV�ZKR�GHVLUH�D�
EHDXWLIXO�VPLOH�without�WKH�QRWLFHDELOLW\�DQG�GLVFRPIRUW�RI�WUDGLWLRQDO�EUDFHV��
�
>,16(57�7(67,021,$/@�
�
,QYLVDOLJQ�HIIHFWLYHO\�FRUUHFWV�LVVXHV�VXFK�DV��

9� &URRNHG�WHHWK�
9� 2YHUO\�FURZGHG�WHHWK�
9� :LGHO\�VSDFHG�WHHWK�
9� 2YHUELWHV�
9� &URVVELWHV�
9� 0LOG�UHODSVLQJ�DIWHU�EUDFHV�DUH�UHPRYHG�
9� 6LPSOH�ELWH�LUUHJXODULWLHV�

�
7RGD\��LW¶V�HDVLHU�WKDQ�HYHU�WR�JHW�,QYLVDOLJQ��LQYLVLEOH��EUDFHV��:KHQ�\RX�ZDON�LQWR�RXU�GHQWDO�
VSD��ZH¶OO�WDNH�MXVW�RQH�VHW�RI�SKRWRJUDSKV�DQG�RQH�VHW�RI�LPSUHVVLRQV�RI�\RXU�PRXWK��7KHVH�ZLOO�
EH�XVHG�WR�FUHDWH�D�FRPSXWHU�SURMHFWLRQ�RI�KRZ�\RXU�WHHWK�PRYH�LQFUHPHQWDOO\��7KLV�SURMHFWLRQ�
EHFRPHV�WKH�blueprint�IRU�GHVLJQLQJ�\RXU�FXVWRPL]HG�,QYLVDOLJQ�DOLJQHUV�RU�WUD\V��
�
,W¶V�LPSRUWDQW�WR�QRWH�WKDW�Invisalign is only effective if it’s consistently used��7KH�WUD\V�DUH�QRW�
PHDQW�WR�EH�OHIW�RXW�RI�\RXU�PRXWK�IRU�ORQJHU�WKDQ�D�VLQJOH�PHDO��+RZHYHU��WKLV�XVXDOO\�LVQ¶W�D�
SUREOHP�IRU�PRVW�SDWLHQWV��DV�WUD\V�DUH�YHU\�FRPIRUWDEOH�WR�ZHDU��FRPSHOOLQJ�JHQWOH�SUHVVXUH�WR�
JUDGXDOO\�VKLIW�\RXU�WHHWK�LQWR�WKH�FRUUHFW�SRVLWLRQ�RYHU�WLPH�±�W\SLFDOO\�DERXW�RQH�\HDU���
�
Ready to get a beautifully straight smile without anyone knowing? 
�
&DOO�RXU�RIILFH�DW��������������RU�HPDLO�XV�IRU�D�IUHH�FRQVXOWDWLRQ�DQG�WR�OHDUQ�PRUH�DERXW�
,QYLVDOLJQ��+RXVWRQ��.DW\��6XJDU�/DQG��6SULQJ��DQG�*DOYHVWRQ��7H[DV�UHVLGHQWV�ZLOO�/29(�\RXU�
QHZ�VPLOHV��
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6HUYLFHV�3DJH�±�7HHWK�:KLWHQLQJ�
�
��WHHWK�ZKLWHQLQJ�KRXVWRQ�
��WHHWK�ZKLWHQLQJ�KRXVWRQ�W[�
�

How Would You Like to Turn Heads With a New, Dazzling Smile?  
�
+HUH�DW�/XPLQD�'HQWDO�6SD��ZH�XQGHUVWDQG�WKDW�\RXU�VPLOH�LV�WKH�ILUVW�WKLQJ�PRVW�SHRSOH�ZLOO�
QRWLFH�DERXW�\RX��,W�QRW�RQO\�SOD\V�D�KXJH�UROH�LQ�KRZ�\RX�IHHO�DERXW�\RXUVHOI��EXW�LW�FDQ�DOVR�
PDNH�RU�EUHDN�WKDW�HYHU�LPSRUWDQW�ILUVW�LPSUHVVLRQ��7KLV�LV�ZK\�ZH�ZDQW�WR�KHOS�\RX�DFKLHYH�WKH�
VPLOH�RI�\RXU�GUHDPV�±�RQH�WKDW�LV�EULJKW��\RXWKIXO�DQG�QDWXUDOO\�EHDXWLIXO��
�
,I�\RX¶YH�HYHU�EHHQ�VHOI�FRQVFLRXV�DERXW�WKH�GLVFRORUDWLRQ�RI�\RXU�WHHWK��FRQVLGHU�JHWWLQJ�\RXU�
WHHWK�ZKLWHQHG�E\�WKH�KLJKO\�WUDLQHG��IULHQGO\�WHDP�DW�/XPLQD�'HQWDO�6SD��
�
>,16(57�7(67,021,$/@�
�
2XU�WHHWK�ZKLWHQLQJ�VHUYLFH��

9� ,V�VDIH�DQG�PRUH�HIIHFWLYH�WKDQ�HYHU��WKDQNV�WR�RXU�VSHFLDOO\�WUDLQHG�FRVPHWLF�GHQWLVWV��
'U��0RUHQF\��'U��7LPP�DQG�'U��1JX\HQ��

9� 8WLOL]HV�WKH�QHZHVW�DQG�PRVW�HIIHFWLYH�ZKLWHQLQJ�WHFKQLTXHV�WR�FUHDWH�D�EULOOLDQW�ZKLWH�
VPLOH�LQ�DV�OLWWOH�DV�21(�YLVLW�

9� +HOSV�\RX�IHHO�OLNH�D�PLOOLRQ�EXFNV��LQFUHDVLQJ�ERWK�\RXU�FRQILGHQFH�DQG�RYHUDOO�
KDSSLQHVV��
�

Get whiter, brighter teeth in just one visit - at Lumina Spa Dental. 
�
%HJLQQLQJ�ZLWK�D�IDFH�WR�IDFH�PHHWLQJ�ZLWK�RQH�RI�RXU�FRVPHWLF�GHQWLVWV��ZH¶OO�KHOS�\RX�GHFLGH�
ZKLFK�ZKLWHQLQJ�RSWLRQ�LV�EHVW�IRU�\RX��
�
:H¶OO�GLVFXVV��

9� <RXU�SHUVRQDO�WHHWK�ZKLWHQLQJ�JRDOV�DQG�KRZ�TXLFNO\�\RX�ZDQW�WR�UHDFK�WKHP�
9� 7KH�VSHFLILF�OHYHO�RI�GLVFRORUDWLRQ�LQ�\RXU�WHHWK�
9� <RXU�VHQVLWLYLW\�OHYHO��WR�HQVXUH�\RXU�PD[LPXP�FRPIRUW�
9� 7KH�H[DFW�SRVW�ZKLWHQLQJ�PDLQWHQDQFH�DQG�FDUH�URXWLQHV�DUH�UHTXLUHG�WR�NHHS�\RXU�VPLOH�

KHDOWK\�DQG�EULJKW�
�
7KHQ��ZH¶OO�KHOS�\RX�GHWHUPLQH�ZKLFK�ZKLWHQLQJ�RSWLRQ�LV�EHVW�±�H�J���=RRP��$GYDQFHG�3RZHU��RU�
RWKHU�VHUYLFHV��
�

Brilliant, bright and beautiful; when it comes to your smile, you 
shouldn't settle for less. 

�
$UH�\RX�UHDG\�WR�EULJKWHQ�\RXU�VPLOH�ZLWK�WKH�EHVW�VHUYLFHV�DYDLODEOH�IRU�WHHWK�ZKLWHQLQJ"�
+RXVWRQ��7;��UHVLGHQWV�DUH�LQYLWHG�WR�FRQWDFW�XV�WRGD\�IRU�D�IUHH��QR�REOLJDWLRQ�FRQVXOWDWLRQ��
:H¶OO�KHOS�\RX�GHWHUPLQH�ZKLFK�ZKLWHQLQJ�WUHDWPHQW�LV�ULJKW�IRU�\RX��VR�\RX�FDQ�ILQDOO\�JHW�WKDW�
GD]]OLQJ��KHDG�WXUQLQJ VPLOH�\RX¶YH�DOZD\V�LPDJLQHG��
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6HUYLFHV�3DJH�±�&URZQV��
�QR�NH\ZRUGV�LQGLFDWHG��
�
�

Your Natural Teeth are a Priceless Asset –  
Restore Them Back to Beauty with Dental Crowns 

7KH�GHQWLVWV�RI�+RXVWRQ¶V�/XPLQD�'HQWDO�6SD�XQGHUVWDQG�WKDW�tooth loss is the LAST thing you 
ever want to experience!�7KDW¶V�ZK\�RXU�SULPDU\�JRDO�LV�KHOSLQJ�\RX�DFKLHYH�RSWLPDO�GHQWDO�
KHDOWK��ZKLOH�VDYLQJ�\RX�IURP�SDLQIXO�WRRWK�ORVV��
�
Dental crowns��DOVR�NQRZQ�DV�³GHQWDO�FDSV´�RU�³WRRWK�FURZQV´��DUH�RQH�RI�RXU�PRVW�SRSXODU�
GHQWDO�WUHDWPHQW�RSWLRQV��0DGH�RI�SRUFHODLQ�DQG�GHVLJQHG�WR�SHUIHFWO\�LPLWDWH�WKH�VKDSH�DQG�
FRORU�RI�\RXU�QDWXUDO�WHHWK��D�FURZQ�FRYHUV�DQG�HQFDVHV�D�GDPDJHG�WRRWK��DQG�EHFRPHV�WKH�
WRRWK¶V�QHZ�RXWHU�VXUIDFH��The result is a strengthened tooth that looks indistinguishable 
from its neighboring teeth. 
�
,I�\RXU�WHHWK�DUH�EURNHQ��FUDFNHG��FKLSSHG�RU�GHFD\HG��GHQWDO�FURZQV�PD\�EH�DQ�LGHDO�WUHDWPHQW�
IRU�\RX��&URZQV�DUH�GXUDEOH��QDWXUDO�ORRNLQJ��DQG�DOORZ�GDPDJHG�WHHWK�WR�EH�UHVWRUHG�EDFN�WR�
WKHLU�QDWXUDO�XVHIXOQHVV�DQG�EHDXW\��%HVW�RI�DOO��QR�RQH�ZLOO�HYHU�EH�DEOH�WR�WHOO�\RX�KDYH�WKHP��
�
>,16(57�7(67,021,$/@�
�
$W�/XPLQD�'HQWDO�6SD��RXU�GHGLFDWHG�FRVPHWLF�DQG�UHVWRUDWLYH�GHQWLVWV��'U��0RUHQF\��'U��7LPP�
DQG�'U��1JX\HQ�DUH�H[SHUWO\�WUDLQHG�DQG�H[SHULHQFHG�WR�UHVWRUH�\RXU�WHHWK�EDFN�WR�WKHLU�RULJLQDO�
EHDXW\��
�
:H�EHOLHYH�WKH�EHVW�ZD\�WR�FDUH�IRU�WHHWK�LV�WKURXJK�D�SUDFWLFDO��HIIHFWLYH�GHQWDO�FDUH�URXWLQH��
7KDW¶V�ZK\�ZH�VWULYH�WR�KHOS�\RX�UHDFK�\RXU�JRDOV�XVLQJ�WKH�PRVW�FRQVHUYDWLYH�WUHDWPHQW�
SRVVLEOH��
�
2XU�GHQWLVWV��

9� 7DNH�WKH�WLPH�WR�OHDUQ�DERXW�\RXU�XQLTXH�GHQWDO�FRQFHUQV�
9� 'HYLVH�D�FXVWRP�SODQ�WDLORUHG�WR�\RXU�LQGLYLGXDO�QHHGV�DQG�JRDOV�
9� 8VH�WKH�PRVW�DGYDQFHG�GHQWLVWU\�WHFKQLTXHV�WR�FUHDWH�GXUDEOH��EHDXWLIXO��QDWXUDO�ORRNLQJ�

FURZQV�WKDW�ZLOO�SURWHFW�\RXU�VPLOH�IRU�\HDUV�WR�FRPH�
�
8QOLNH�ILOOLQJV��FURZQV�DUH�QRW�PDGH�LQ�\RXU�PRXWK�±�UDWKHU��WKH\¶UH�FUHDWHG�LQ�D�GHGLFDWHG�
ODERUDWRU\��'XULQJ�\RXU�ILUVW�YLVLW��RXU�GHQWLVWV�ZLOO�JDWKHU�LQIRUPDWLRQ�QHHGHG�WR�VKDSH�DQG�PROG�
D�FURZQ�WKDW�SHUIHFWO\�ILWV�\RXU�WRRWK�DQG�HQWLUH�PRXWK��<RXU�FURZQ�V��ZLOO�WKHQ�EH�FDUHIXOO\�
FUDIWHG�DW�RXU�ODE��XVXDOO\�ZLWKLQ���ZHHNV���<RX¶OO�UHFHLYH�D�WHPSRUDU\�FURZQ�WR�ZHDU�ZKLOH�\RXU�
SHUPDQHQW�FURZQ�LV�EHLQJ�FUHDWHG��)LQDOO\��\RX¶OO�UHWXUQ�WR�/XPLQD�'HQWDO�6SD�WR�KDYH�WKH�FURZQ�
SODFHG�DQG�WR�HQVXUH�LW¶V�SHUIHFW�ILW��
�
5HDG\�WR�UHVWRUH�\RXU�WHHWK�EDFN�WR�EHDXW\"�&DOO�RXU�RIILFH�DW��������������RU�HPDLO�XV�IRU�D�
IUHH�FRQVXOWDWLRQ�WR�VHH�LI�FURZQV�DUH�ULJKW�IRU�\RX��$IWHU�YLVLWLQJ�'HQWDO�/XPLQD�6SD��\RX¶OO�/29(�
\RXU�QHZ�VPLOH��
�
,16(57�7(67,021,$/��
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6HUYLFHV�3DJH�±�'HQWDO�+\JLHQH�
�QR�NH\ZRUGV�LQGLFDWHG��
�
�

Could You Be One of the 50% of Americans Who Has Periodontal 
Disease, But Doesn’t Even Know It? 

7KH�DQVZHU�LV�<(6��

$FFRUGLQJ�WR�VXUYH\�GDWD�E\�WKH�&HQWHUV�IRU�'LVHDVH�&RQWURO�DQG�3UHYHQWLRQ��DOPRVW�half�RI�
$PHULFDQ�DGXOWV�DJHG����\HDUV�RU�ROGHU�KDYH�VRPH�IRUP�RI�SHULRGRQWDO�GLVHDVH��$.$�JXP�
GLVHDVH��±�\HW�PDQ\�RI�WKHP�GRQ¶W�HYHQ�NQRZ�WKH\�KDYH�LW��
�
$QG�ZK\�LV�WKLV�D�FDXVH�IRU�FRQFHUQ"�3HULRGRQWDO�GLVHDVH��D�VHHPLQJO\�³VPDOO´�LVVXH�\RX�DUHQ¶W�
HYHQ�DZDUH�RI��FDQ�DFWXDOO\�OHDG�WR�PRUH�VHULRXV�DQG�PXFK�PRUH�FRVWO\�KHDOWK�FRQFHUQV��,Q�IDFW��
SRRU�GHQWDO�KHDOWK�KDV�EHHQ�OLQNHG�WR�VHULRXV�KHDOWK�SUREOHPV�VXFK�DV�GLDEHWHV��KHDUW�GLVHDVH��
DQG�HYHQ�VWURNH��
�
%XW�WKH�JRRG�QHZV�LV����
�

Regular, Ongoing Dental Care Will Help You  
Avoid More Serious Health Concerns Down the Road 

�
+HUH�DW�/XPLQD�'HQWDO�6SD��ZH�DUH�VWURQJO\�FRPPLWWHG�WR�SURYLGLQJ�\RX�ZLWK�WKH�EHVW��PRVW�
FRPSUHKHQVLYH�FRQWLQXRXV�GHQWDO�FDUH��VR�\RX�FDQ�HQMR\�KHDOWK\�WHHWK�DQG�JXPV�DOO�WKURXJKRXW�
\RXU�OLIH��
�
:H�NQRZ�every mouth is different��DQG�HYHU\RQH�KDV�XQLTXH�QHHGV�ZKHQ�LW�FRPHV�WR�FDULQJ�IRU�
WKHLU�WHHWK�DQG�JXPV��7KDW¶V�ZK\�ZH�WDNH�WKH�WLPH�WR�HGXFDWH�\RX�RQ�ZKDW�LW�5($//<�PHDQV�WR�
FDUH�IRU�\RXU�PRXWK��<RX�PXVW�ILUVW�KDYH�WKH�Nnowledge�±�DQG�WKHQ�ZH¶OO�KHOS�\RX�LPSOHPHQW�LW���
�
:RUNLQJ�WRJHWKHU��ZH¶OO�WDNH�FDUH�RI�DQ\�HPEDUUDVVLQJ�EDG�EUHDWK�\RX�PD\�EH�H[SHULHQFLQJ�±�
PRVW�OLNHO\�GXH�WR�SHULRGRQWDO�SUREOHPV���3OXV��ZH�FDQ�ULG�\RXU�WHHWK�RI�XQVLJKWO\�SODTXH�DQG�
WDUWDU�EXLOG�XS�±�ERWK�RI�ZKLFK�KDYH�EHHQ�OLQNHG�WR�VHULRXV�GHQWDO�KHDOWK�SUREOHPV�DQG�KHDUW�
FRQFHUQV����
�
$W�/XPLQD�'HQWDO�6SD��RXU�SURIHVVLRQDO�GHQWDO�K\JLHQLVWV��

9� $FW�DV�FDULQJ�LQVWUXFWRUV��WHDFKLQJ�\RX�KRZ�WR�EHVW�FDUH�IRU�\RXU�XQLTXH�WHHWK�DQG�JXPV�
9� :RUN�ZLWK�\RX�WR�GHYHORS�D�FXVWRP��WDLORU�PDGH��FRPSUHKHQVLYH�WUHDWPHQW�SODQ�EDVHG�

RQ�\RXU�VSHFLILF�SHULRGRQWDO�KHDOWK�
9� :LOO�KHOS�\RX�GHWHUPLQH�\RXU�FRXUVH�IRU�IROORZ�XS�FDUH��GHSHQGLQJ�RQ�\RXU�FXUUHQW�OHYHO�

RI�GHQWDO�KHDOWK�
9� +HOS�\RX�HVWDEOLVK�KHDOWK\�KDELWV�WKDW�OHDG�WR�H[FHOOHQW�GHQWDO�KHDOWK��WKXV�HIIHFWLYHO\�

FXWWLQJ�EDFN�WKH�QHHG�IRU�VXEVHTXHQW�FRVWO\�GHQWDO�VHUYLFHV��
�
%HVW�RI�DOO��ZH�GHOLYHU�WRS�QRWFK�GHQWDO�FDUH�LQ�D�³VSD�VW\OH´�VHWWLQJ�WKDW�PDNHV�LW�HDV\�DQG�
HQMR\DEOH�IRU�\RX�WR�FRQWLQXH�\RXU�RUDO�FDUH��2XU�DSSURDFK�LV�WUXO\�LV�VHFRQG�WR�QRQH��
�
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Find Out How Lumina Dental Spa Makes it Easy and Enjoyable to Ensure Your Own 
Excellent Dental Hygiene... 
�
,16(57�7(67,021,$/�
�
,16(57�7(67,021,$/��
�
�
5HDG\�IRU�\RXU�QH[W�FKHFN�XS"�
�
9LVLW�RXU�SURIHVVLRQDO�WHDP�RI�K\JLHQLVWV�ZKR�DUH�UHDG\�WR�KHOS�\RX�DFKLHYH�WKH�KHDOWKLHVW�PRXWK�
SRVVLEOH��7R�UHTXHVW�PRUH�LQIRUPDWLRQ�RU�WR�ERRN�\RXU�IUHH�FRQVXOWDWLRQ��FDOO�RXU�RIILFH�WRGD\�DW�
�������������RU�HPDLO�XV���
�
$IWHU�YLVLWLQJ�'HQWDO�/XPLQD�6SD��\RX¶UH�JRLQJ�WR�/29(�JRLQJ�WR�WKH�GHQWLVW�IRU�UHJXODU�FKHFN�XS��
�
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Services Page – Implants 
��GHQWDO�LPSODQWV�KRXVWRQ�
��KRXVWRQ�GHQWDO�LPSODQWV�
�
�

Eat, Drink, Laugh, and Speak with Confidence! 

Our Dental Implant Service Provides You with Fully Restored Teeth –  
And a Healthy, Beautiful, Natural-Looking Smile 

�
�
'LG�\RX�NQRZ�WKDW�XQWUHDWHG�GHQWDO�FRQGLWLRQV�FDQ�OHDG�WR�WRRWK�ORVV"�
�
,I�\RX¶YH�H[SHULHQFHG��

x� 7RRWK�GHFD\�
x� *XP�GLVHDVH�
x� $FFLGHQW��LQMXU\��RU�WUDXPD�
x� ([FHVVLYH�ZHDU�DQG�WHDU�
x� 5RRW�FDQDO�SUREOHPV�
x� &RQJHQLWDO�GHIHFWV��

�
����\RX�PD\�EH�DW�ULVN�IRU�losing�RQH�RU�PRUH�RI�\RXU�WHHWK��
�
/HIW�XQWUHDWHG��WKHVH�FRQGLWLRQV�FDQ�KDYH�D�GHWULPHQWDO�HIIHFW�RQ�\RXU�DELOLW\�WR�WDON�DQG�HDW�±�
ZLWK�bite irregularities�OLNHO\�WR�GHYHORS��:KHQ�D�ELWH�EHFRPHV�PLVDOLJQHG�RU�LUUHJXODU��
WHPSRURPDQGLEXODU�MRLQW�GLVRUGHUV��TMJ��FDQ�GHYHORS��70-�VKRZV�XS�LQ�WKH�IRUP�RI�FKURQLF�DQG�
SDLQIXO�V\PSWRPV��DQG�WKH�VXEVHTXHQW�UHVXOW�PD\�EH�SHUPDQHQW�WRRWK�DQG�ERQH�ORVV��

�
,I�\RX¶YH�ORVW�D�WRRWK�RU�H[SHULHQFHG�DQ\�RI�WKHVH�FRQGLWLRQV��dental implants�PD\�EH�DQ�LGHDO�
VROXWLRQ�IRU�UHVWRULQJ�\RXU�VPLOH�EDFN�WR�LWV�RULJLQDO�EHDXW\��
�
,16(57�7(67,021,$/�
�
�

Amazingly Natural-Looking Dental Implants Give You a Reason to 
Smile Again! 

�
$W�/XPLQD�'HQWDO�6SD��ZH�XQGHUVWDQG�WKH�YDOXH�RI�D�EHDXWLIXO�VPLOH��:H�DOVR�NQRZ�KRZ�
GHYDVWDWLQJ�LW�FDQ�EH�WR�ORVH�D�WRRWK��7KDW¶V�ZK\�RXU�KLJKO\�WUDLQHG�FRVPHWLF�GHQWLVWV��'U��
0RUHQF\��'U��7LPP�DQG�'U��1JX\HQ��DUH�committed�WR�FUHDWLQJ�D�KHDOWK\��UHVWRUHG�VPLOH�IRU�
HDFK�RI�RXU�SDWLHQWV��ERRVWLQJ�WKHLU�FRQILGHQFH�DQG�WUXO\�JLYLQJ�WKHP�D�UHDVRQ�WR�VPLOH�DJDLQ��
�
2XU�GHQWLVWV�ZRUN�ZLWK�OHDGLQJ�RUDO�VXUJHRQV��DQG�WDS�LQWR�WKH�YHU\�ODWHVW�GHQWDO�WHFKQRORJLHV�WR�
SURYLGH�+RXVWRQ�ZLWK�GHQWDO�LPSODQW�VROXWLRQV�WKDW�DUH�effective and comfortable for our 
patients��
�
How Dental Implants Work 
�
$�VPDOO�PHWDO�LPSODQW�LV�LQVHUWHG�LQWR�WKH�RSWLPXP�SRVLWLRQ��WKHUHE\�FUHDWLQJ�D�VXSHUODWLYH�WRRWK�
UHVWRUDWLRQ��2QFH�WKH�LPSODQW�LV�SODFHG��LW¶V�FRPSOHWHG�ZLWK�D�FXVWRP�PDGH�SRUFHODLQ�FURZQ�
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ERQGHG�RYHU�WKH�GHQWDO�LPSODQW��7KH�UHVXOW�LV�D�QDWXUDO�ORRNLQJ��IXOO\�IXQFWLRQDO�tooth 
replacement�WKDW�ORRNV�DQG�IHHOV�OLNH�RQH�RI�\RXU�RZQ�WHHWK��
�
7KH�SURFHGXUH�LV�FRPIRUWDEOH��DQG�RXU�SDWLHQWV�KDYH�ORYHG�WKH�UHVXOWV��
�
,16(57�7(67,021,$/�
�
/XPLQD�'HQWDO�6SD�LPSODQWV��

9� $UH�VWURQJ�DQG�GXUDEOH�
9� 2IIHU�WKH�SRWHQWLDO�IRU�D�SHUPDQHQW�VROXWLRQ�WR�WRRWK�ORVV�
9� 3UHVHUYH�ERWK�WKH�EHDXW\�DQG�WKH�KHDOWK�RI�\RXU�VPLOH�
9� 0D\�EH�XVHG�LQ�FRQMXQFWLRQ�ZLWK�RWKHU�UHVWRUDWLYH�RU�FRVPHWLF�GHQWLVWU\�SURFHGXUHV�WR�

EULQJ�\RX�WKH�PRVW�EHDXWLIXO�VPLOH�SRVVLEOH�
�
3OXV��GHQWDO�LPSODQWV�DUH�FRQVLGHUHG�RQH�RI�WKH�PRVW�VXFFHVVIXO�SURFHGXUHV�LQ�GHQWLVWU\��7KH\�
DUH�VDIH��FRPIRUWDEOH��DQG�HIIHFWLYH�LQ�SURYLGLQJ�SDWLHQWV�ZLWK�D�EHDXWLIXO�VPLOH�WKH\�FDQ�EH�
SURXG�RI��
�
Are you ready to stop feeling self-conscious – and start showing off your smile again? 
�
'URS�E\�RXU�RIILFH�DQG�OHW�XV�VKRZ�\RX�DOO�WKH�EHQHILWV�RI�WKLV�ORQJ�ODVWLQJ��DGYDQFHG�VPLOH�
VROXWLRQ��&DOO�XV�DW��������������RU�HPDLO�XV�IRU�D�IUHH�FRQVXOWDWLRQ��RU�WR�OHDUQ�PRUH�DERXW�
GHQWDO�LPSODQWV��+RXVWRQ��.DW\��6XJDU�/DQG��6SULQJ��*DOYHVWRQ��7H[DV��UHVLGHQWV�ZLOO�/29(�WKHLU�
QHZ�VPLOHV��
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Services Page – Sedation Dentistry 
��VHGDWLRQ�GHQWLVWU\�KRXVWRQ�
�
�
�

Eliminate the Fear and Anxiety  
Surrounding Your Next Visit to the Dentist 

�
,I�\RX�GUHDG�JRLQJ�WKH�GHQWLVW��IHDU�QR�PRUH��
�
$W�/XPLQD�'HQWDO�6SD��\RX�FDQ�FRXQW�RQ�RXU�UHOD[LQJ��³VSD�VW\OH´�DWPRVSKHUH�DQG�FRPIRUW�
HQKDQFLQJ�DPHQLWLHV�WR�KHOS�\RX�IHHO�KDSS\�DQG�DW�HDVH�GXULQJ�\RXU�YLVLW��
�
$QG�IRU�WKRVH�ZKR�H[KLELW�H[WUHPH�QHUYRXVQHVV��VR�PXFK�VR�WKDW�\RX�DFWXDOO\�DYRLG�WKH�GHQWLVW�
DOWRJHWKHU��ZH�RIIHU�JHQWOH�sedation dentistry�RSWLRQV�WR�FDOP�HYHQ�WKH�PRVW�SHUVLVWHQW�IHDUV��
�
:KHWKHU�\RX¶UH�YLVLWLQJ�RXU�RIILFH�IRU�FRQVLGHUDEOH�GHQWDO�ZRUN�RU�VXUJHU\��RU�D�VLPSOH�URXWLQH�
WHHWK�FOHDQLQJ��RXU�VHGDWLRQ�GHQWLVWU\�RSWLRQV�HQVXUH�\RXU�YLVLW�LV�IUHH�RI�GLVFRPIRUW��
�
At Lumina Dental Spa, sedation dentistry:�

9� ,V�VDIH�DQG�FRPIRUWDEOH��SURYLGLQJ�HYHQ�WKH�PRVW�IHDU�SURQH�SDWLHQWV�D�FKDQFH�WR�UHVW�
HDV\�ZKLOH�UHFHLYLQJ�WKH�GHQWDO�FDUH�\RX�QHHG�

9� $OORZV�\RX�WR�UHPDLQ�DOHUW�HQRXJK�WR�DQVZHU�TXHVWLRQV���\HW�UHOD[HG�HQRXJK�WR�IHHO�
�����DW�HDVH�GXULQJ�\RXU�HQWLUH�SURFHGXUH�

9� (QDEOHV�RXU�GHQWLVWV�WR�EH�PRUH�SURGXFWLYH��FRPSOHWLQJ�PRUH�GHQWDO�ZRUN�LQ�OHVV�WLPH�
�WKLV�LV�D�JUHDW�EHQHILW�LI�\RX�QHHG�WR�XQGHUJR�PXOWLSOH�WUHDWPHQWV�DW�RQFH��RU�KDYH�DQ�
H[WHQGHG�YLVLW��

9� $OORZV�\RX�WR�UHOD[�GXULQJ�\RXU�YLVLW�DQG�³ZDNH�XS´�WR�D�EHDXWLIXO�VPLOH��XSRQ�WKH�
FRPSOHWLRQ�RI�\RXU�SURFHGXUH��
�

8VLQJ�WKH�ODWHVW�LQ�VHGDWLRQ�GHQWLVWU\�WHFKQLTXHV�DQG�HTXLSPHQW��RXU�+RXVWRQ�FRVPHWLF�GHQWLVWV��
'U��0RUHQF\��'U��7LPP�DQG�'U��1JX\HQ�ZLOO�SXW�\RXU�IHDUV�WR�UHVW��2XU�WHDP�LV�GHGLFDWHG�WR�
SURYLGLQJ�\RX�WKH�9(5<�EHVW�LQ�GHQWDO�FDUH��ZKLOH�PDNLQJ�\RXU�YLVLW�FRPIRUWDEOH�DQG�HQMR\DEOH��
:H�VWULYH�WR�PDNH�HYHU\�YLVLW�WKH�EHVW�LW�FDQ�EH��
�
<RXU�new, exceptional�GHQWDO�H[SHULHQFH�LV�ZDLWLQJ�±�ZLWK�VHGDWLRQ�GHQWLVWU\���
�
&DOO�XV�DW��������������RU�HPDLO�XV�IRU�D�IUHH�FRQVXOWDWLRQ��RU�WR�OHDUQ�PRUH�DERXW�VHGDWLRQ�
GHQWLVWU\��+RXVWRQ��.DW\��6XJDU�/DQG��6SULQJ��*DOYHVWRQ��7H[DV��UHVLGHQWV�ZLOO�IHHO�WRWDOO\�
UHOD[HG�DW�WKHLU�QH[W�GHQWDO�DSSRLQWPHQW��
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Services Page – Denture Implants 
1R�NH\ZRUGV�ZHUH�LQGLFDWHG�RQ�VLWH�PDS��KRZHYHU��ZH�KDYH�XVHG�WKH�IROORZLQJ��
��GHQWXUH�LPSODQWV�KRXVWRQ�
��KRXVWRQ�GHQWXUH�LPSODQWV�
�
�
�

Get the Security and Confidence to Smile Again 
 with Denture Implants! 

�
+DYH�\RX�ORVW�VHYHUDO��RU�DOO��RI�\RXU�WHHWK�GXH�WR�WRRWK�GHFD\��SHULRGRQWDO�GLVHDVH��DFFLGHQWV��
HWF"�
�
,I�VR��denture implants�RIIHU�D�XQLTXH�VROXWLRQ�IRU�UHVWRULQJ�\RXU�VPLOH�EDFN�WR�LWV�IXOO�EHDXW\�
DQG�IXQFWLRQDOLW\��8QOLNH�WUDGLWLRQDO�GHQWXUHV��ZKLFK�DUH�UHPRYDEOH�DQG�FDQ�FDXVH�GLVFRPIRUW�
DQG�LQFRQYHQLHQFH�WR�WKRVH�ZKR�ZHDU�WKHP���GHQWXUH�LPSODQWV�SURYLGH�D�PRUH�VHFXUH��
SHUPDQHQW��DQG�FRPIRUWDEOH�VROXWLRQ�WR�\RXU�WRRWK�ORVV��
�

We know how important your smile is to you. 

7KDW¶V�ZK\�DW�/XPLQD�'HQWDO�6SD��RXU�KLJKO\�WUDLQHG�DQG�VNLOOHG�GHQWLVWV�work with you�WR�FUHDWH�
D�FXVWRPL]HG�WUHDWPHQW�SODQ�UHVXOWLQJ�LQ�H[DFWO\�ZKDW�\RX¶UH�ORRNLQJ�IRU�ZLWK�\RXU�QHZ�VPLOH��
<RX¶OO�HQMR\�D�IODZOHVV��QDWXUDO�ORRNLQJ��EHDXWLIXO�VPLOH��%HVW�RI�DOO��QR�RQH�ZLOO�NQRZ�\RX¶UH�
ZHDULQJ�GHQWXUH�LPSODQWV��H[FHSW�\RX��
�
%HFDXVH�WKLV�SURFHVV�LV�D�SHUPDQHQW�VROXWLRQ�WR�WRRWK�ORVV��LW�JHQHUDOO\�WDNHV�ORQJHU�WR�FRPSOHWH�
WKDQ�WUDGLWLRQDO�GHQWXUHV��+RZHYHU��LW¶OO�EH�ZHOO�ZRUWK�WKH�ZDLW��
�
,16(57�7(67,021,$/�
�
Our denture implants:�

9� $UH�VDIH�DQG�FRPIRUWDEOH��SURYLGLQJ�\RX�ZLWK�D�QDWXUDO�ORRNLQJ�VPLOH�WKDW�ORRNV�DQG�IHHOV�
DPD]LQJ�

9� $OORZ�\RX�WR�HDW��VSHDN��VPLOH��DQG�HQMR\�RWKHU�DFWLYLWLHV�ZLWK�FRQILGHQFH��NQRZLQJ�\RXU�
WHHWK�ZLOO�DOZD\V�UHPDLQ�VHFXUHO\�LQ�SODFH��SURYLGHG�\RX�PDLQWDLQ�H[FHOOHQW��RQJRLQJ�
GHQWDO�K\JLHQH��

9� &DQ�EH�FRPSOHWHG�LQ�����PRQWKV��GHSHQGLQJ�RQ�WKH�FRQGLWLRQ�DQG�KHDOWK�RI�\RXU�MDZ��
DQG�\RXU�VSHFLILF�QHHGV�

9� *LYH�\RX�D�IDQWDVWLF�UHDVRQ�WR�VPLOH�DJDLQ��
�
8WLOL]LQJ�7+(�PRVW�DGYDQFHG�WHFKQLTXHV�DQG�HTXLSPHQW��RXU�+RXVWRQ�GHQWXUH�LPSODQW�
VSHFLDOLVWV�PDNH�LW�SRVVLEOH�IRU�\RX�WR�HQMR\�D�EHDXWLIXO�VPLOH�DJDLQ�:,7+287�WKH�GLVFRPIRUW��
:H�ZLOO�GR�HYHU\WKLQJ�SRVVLEOH�WR�PDNH�VXUH�\RX�DUH�FRPIRUWDEOH�GXULQJ�WKH�SURFHGXUH��2XU�
WHDP�LV�GHGLFDWHG�WR�JLYLQJ�\RX�WKH�EHVW�GHQWDO�WUHDWPHQW�SRVVLEOH��ZKLOH�PDNLQJ�\RXU�YLVLW�H[WUD�
HQMR\DEOH��
�
/HW�XV�VKRZ�\RX�KRZ�GHQWXUH�LPSODQWV�ZLOO�JLYH�\RX�WKH�FRQILGHQFH�WR�VPLOH�DJDLQ��ZLWK�RXU�
FRPSOLPHQWDU\�³EHIRUH�DQG�DIWHU´�SLFWXUHV��
�
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7R�ILQG�RXW�PRUH��JLYH�XV�D�FDOO�DW��������������RU�HPDLO�XV�IRU�D�IUHH�FRQVXOWDWLRQ�UHJDUGLQJ�
GHQWXUH�LPSODQWV��+RXVWRQ��.DW\��6XJDU�/DQG��6SULQJ��*DOYHVWRQ��7H[DV��UHVLGHQWV�ZLOO�ORYH�\RXU�
QHZ�VPLOHV��
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Services Page – Denture Implants 
1R�NH\ZRUGV�ZHUH�LQGLFDWHG�RQ�VLWH�PDS��KRZHYHU��ZH�KDYH�XVHG�WKH�IROORZLQJ��
��GHQWXUH�LPSODQWV�KRXVWRQ�
��KRXVWRQ�GHQWXUH�LPSODQWV�
�
�
�

Get the Security and Confidence to Smile Again  
 with Denture Implants! 

�
+DYH�\RX�ORVW�VHYHUDO��RU�DOO��RI�\RXU�WHHWK�GXH�WR�WRRWK�GHFD\��SHULRGRQWDO�GLVHDVH��DFFLGHQWV��
HWF"�
�
,I�VR��denture implants�RIIHU�D�XQLTXH�VROXWLRQ�IRU�UHVWRULQJ�\RXU�VPLOH�EDFN�WR�LWV�IXOO�EHDXW\�
DQG�IXQFWLRQDOLW\��8QOLNH�WUDGLWLRQDO�GHQWXUHV��ZKLFK�DUH�UHPRYDEOH�DQG�FDQ�FDXVH�GLVFRPIRUW�
DQG�LQFRQYHQLHQFH�WR�WKRVH�ZKR�ZHDU�WKHP���GHQWXUH�LPSODQWV�SURYLGH�D�PRUH�VHFXUH��
SHUPDQHQW��DQG�FRPIRUWDEOH�VROXWLRQ�WR�\RXU�WRRWK�ORVV��
�

We know how important your smile is to you. 

7KDW¶V�ZK\�DW�/XPLQD�'HQWDO�6SD��RXU�KLJKO\�WUDLQHG�DQG�VNLOOHG�GHQWLVWV�work with you�WR�FUHDWH�
D�FXVWRPL]HG�WUHDWPHQW�SODQ�UHVXOWLQJ�LQ�H[DFWO\�ZKDW�\RX¶UH�ORRNLQJ�IRU�ZLWK�\RXU�QHZ�VPLOH��
<RX¶OO�HQMR\�D�IODZOHVV��QDWXUDO�ORRNLQJ��EHDXWLIXO�VPLOH��%HVW�RI�DOO��QR�RQH�ZLOO�NQRZ�\RX¶UH�
ZHDULQJ�GHQWXUH�LPSODQWV��H[FHSW�\RX��
�
%HFDXVH�WKLV�SURFHVV�LV�D�SHUPDQHQW�VROXWLRQ�WR�WRRWK�ORVV��LW�JHQHUDOO\�WDNHV�ORQJHU�WR�FRPSOHWH�
WKDQ�WUDGLWLRQDO�GHQWXUHV��+RZHYHU��LW¶OO�EH�ZHOO�ZRUWK�WKH�ZDLW��
�
,16(57�7(67,021,$/�
�
Our denture implants:�

9� $UH�VDIH�DQG�FRPIRUWDEOH��SURYLGLQJ�\RX�ZLWK�D�QDWXUDO�ORRNLQJ�VPLOH�WKDW�ORRNV�DQG�IHHOV�
DPD]LQJ�

9� $OORZ�\RX�WR�HDW��VSHDN��VPLOH��DQG�HQMR\�RWKHU�DFWLYLWLHV�ZLWK�FRQILGHQFH��NQRZLQJ�\RXU�
WHHWK�ZLOO�DOZD\V�UHPDLQ�VHFXUHO\�LQ�SODFH��SURYLGHG�\RX�PDLQWDLQ�H[FHOOHQW��RQJRLQJ�
GHQWDO�K\JLHQH��

9� &DQ�EH�FRPSOHWHG�LQ�����PRQWKV��GHSHQGLQJ�RQ�WKH�FRQGLWLRQ�DQG�KHDOWK�RI�\RXU�MDZ��
DQG�\RXU�VSHFLILF�QHHGV�

9� *LYH�\RX�D�IDQWDVWLF�UHDVRQ�WR�VPLOH�DJDLQ��
�
8WLOL]LQJ�7+(�PRVW�DGYDQFHG�WHFKQLTXHV�DQG�HTXLSPHQW��RXU�+RXVWRQ�GHQWXUH�LPSODQW�
VSHFLDOLVWV�PDNH�LW�SRVVLEOH�IRU�\RX�WR�HQMR\�D�EHDXWLIXO�VPLOH�DJDLQ�:,7+287�WKH�GLVFRPIRUW��
:H�ZLOO�GR�HYHU\WKLQJ�SRVVLEOH�WR�PDNH�VXUH�\RX�DUH�FRPIRUWDEOH�GXULQJ�WKH�SURFHGXUH��2XU�
WHDP�LV�GHGLFDWHG�WR�JLYLQJ�\RX�WKH�EHVW�GHQWDO�WUHDWPHQW�SRVVLEOH��ZKLOH�PDNLQJ�\RXU�YLVLW�H[WUD�
HQMR\DEOH��
�
/HW�XV�VKRZ�\RX�KRZ�GHQWXUH�LPSODQWV�ZLOO�JLYH�\RX�WKH�FRQILGHQFH�WR�VPLOH�DJDLQ��ZLWK�RXU�
FRPSOLPHQWDU\�³EHIRUH�DQG�DIWHU´�SLFWXUHV��
�
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7R�ILQG�RXW�PRUH��JLYH�XV�D�FDOO�DW��������������RU�HPDLO�XV�IRU�D�IUHH�FRQVXOWDWLRQ�UHJDUGLQJ�
GHQWXUH�LPSODQWV��+RXVWRQ��.DW\��6XJDU�/DQG��6SULQJ��*DOYHVWRQ��7H[DV��UHVLGHQWV�ZLOO�ORYH�\RXU�
QHZ�VPLOHV��
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Spa Services 
��GHQWDO�VSD�
�
�

Imagine: A Visit to the Dentist That Feels Like a Visit to the SPA! 

,W¶V�QR�VHFUHW�WKDW�PDQ\�$PHULFDQV�DYRLG�JRLQJ�WR�WKH�GHQWLVW��
�
%XW�WKDW�GRHVQ¶W�KDYH�WR�EH�WKH�FDVH�IRU�\RX�±�EHFDXVH�WKH�WHDP�DW�/XPLQD�'HQWDO�6SD�KDV�
FUHDWHG�a relaxing, luxurious environment�FRPELQLQJ�DOO�WKH�EHVW�HOHPHQWV�RI�D�VRRWKLQJ�VSD�
ZLWK�WKH�ODWHVW�LQ�PRGHUQ�GHQWDO�WHFKQRORJLHV��
�
1RZ��\RX�FDQ�HQMR\�WKH�KLJKHVW�TXDOLW\�GHQWDO�FDUH�$1'�FRPIRUW�HQKDQFLQJ�VSD�VW\OH�VHUYLFHV�±�
DOO�DW�WKH�VDPH�ORFDWLRQ���:DNH�XS�H[FLWHG�IRU�\RXU�DSSRLQWPHQW��EHFDXVH�ZH�DUH�GHGLFDWHG�WR�
PDNLQJ�VXUH�\RX�IHHO�SDPSHUHG�DQG�UHOD[HG«�
�
:H�QRW�RQO\�RIIHU�FRPSOLPHQWDU\��
�

9� 1XWULWLRXV�EHYHUDJHV�
9� 6HOHFWLRQV�RI�UHOD[LQJ�PXVLF�DQG�RYHU����PRYLHV�\RX�FDQ�ZDWFK�RU�OLVWHQ�WR�GXULQJ�\RXU�

DSSRLQWPHQW��VDQLWL]HG�JRJJOHV�DQG�L3DGV�SURYLGHG�IRU�\RXU�FRQYHQLHQFH��
9� &RPI\�SLOORZV�
9� :DUP�EODQNHWV�
9� 6FHQWHG�KRW�WRZHOV�
9� $QG�PRUH«�

��
:H�$/62�KDYH�D�OLFHQVHG��IULHQGO\�RQ�VWDII�esthetician�DQG�D�IXOO\�HTXLSSHG�spa room�WR�
SURYLGH�\RX�ZLWK�D�YDULHW\�RI�DGGLWLRQDO�VSD�WUHDWPHQWV�DQG�VHUYLFHV��VXFK�DV��
�

9� Facials�±�D�FRPPRQ�DQG�SRSXODU�VSD�VHUYLFH��\RXU�IDFH�ZLOO�EH�JHQWO\�FOHDQVHG��
H[IROLDWHG��DQG�RU�PDVVDJHG��DQG�\RX¶OO�H[SHULHQFH�D�PRUH�EHDXWLIXO��JORZLQJ�
DSSHDUDQFH��(*New patient? As a “thank you” for choosing Lumina Dental Spa, 
enjoy one complimentary facial during your first appointment!)�

9� Microderm abrasion�±�NQRZQ�DV�WKH�³DQWL�DJLQJ�WUHDWPHQW´�RI�FKRLFH�IRU�PDQ\��WKLV�
SURFHGXUH�LV�D�JHQWOH�PHWKRG�RI�UHIUHVKLQJ�DQG�UHMXYHQDWLQJ�\RXU�VNLQ��5HYHUVH�OLJKW�
VFDUULQJ��ZULQNOHV��ODUJH�SRUHV��GLVFRORUDWLRQ��DFQH��DJH�VSRWV��DQG�VXQ�GDPDJH��ZLWK�WKLV�
SRSXODU�DQG�VDIH�WHFKQLTXH��

9� Chemical peels�±�D�VDIH�WUHDWPHQW�WR�VPRRWK�RXW�WKH�WH[WXUH�DQG�DSSHDUDQFH�RI�\RXU�
VNLQ��ZKLOH�YLUWXDOO\�HOLPLQDWLQJ�ZULQNOHV��,I�\RX¶G�ORYH�WR�HOLPLQDWH�WKRVH�ILQH�OLQHV�XQGHU�
\RXU�H\HV�DQG�RU�DURXQG�WKH�PRXWK��GHFUHDVH�WKH�DSSHDUDQFH�RI�PLOG�VFDUV��WUHDW�\RXU�
DFQH��GHSHQGLQJ�RQ�WKH�W\SH�\RX�KDYH���UHGXFH�WKH�DSSHDUDQFH�RI�VXQ�GDPDJH��DJH�
VSRWV��IUHFNOHV�DQG�RU�GDUN�VSRWV��RU�MXVW�LPSURYH�WKH�RYHUDOO�DSSHDUDQFH�DQG�IHHO�RI�\RXU�
IDFLDO�VNLQ��WKLV�PD\�EH�WKH�SHUIHFW�FKRLFH�IRU�\RX��

9� Botox�±�D�SRSXODU�FRVPHWLF�SURFHGXUH�VLPLODU�WR�D�³IDFH�OLIW´�LQ�LWV�UHVXOWV��\RX¶OO�TXLFNO\�
QRWLFH�DQ�LPSURYHG�DSSHDUDQFH�RI�\RXU�VNLQ��8VHG�FRPPRQO\�WR�GHFUHDVH�WKH�
DSSHDUDQFH�RI�ZULQNOHV�DQG�³WLJKWHQ´�WKH�VNLQ��WKLV�SURFHGXUH�ZLOO�TXLFNO\�UHYLYH�\RXU�
\RXWKIXO�DSSHDUDQFH��DQG�UHVXOWV�W\SLFDOO\�ODVW�IRU�DSSUR[LPDWHO\���PRQWKV���

�
1RW�VXUH�ZKLFK�FKRLFH�LV�ULJKW�IRU�\RX"�1R�SUREOHP�±�ZH¶OO�FRQVXOW�ZLWK�\RX�DERXW�HDFK�RI�WKH�
RSWLRQV�DQG�IXOO\�DVVLVW�\RX�LQ�PDNLQJ�WKH�SHUIHFW�FKRLFH�for you��
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�
7KH�WHDP�DW�/XPLQD�'HQWDO�6SD�ZLOO�GR�HYHU\WKLQJ�ZH�FDQ�WR�HQVXUH�\RX�IHHO�UHOD[HG�DQG�
EHDXWLIXO�ZKHQ�\RX�OHDYH�RXU�RIILFH���
�
,16(57�7(67,021,$/�
�
:KHWKHU�\RX¶UH�LQ�QHHG�RI�JHQHUDO�RU�FRVPHWLF�GHQWLVWU\��H[SHFW�WR�receive VIP treatment�WKH�
PRPHQW�\RX�ZDON�LQWR�RXU�+RXVWRQ�GHQWDO�VSD��
�
6R�ZKDW�DUH�\RX�ZDLWLQJ�IRU"�,VQ¶W�LW�WLPH�\RX�HQMR\HG�D�GD\�DW�WKH�VSD��ZKLOH�ZH�ZRUN�RQ�\RXU�
VPLOH"��
�
&DOO�XV�DW��������������RU�HPDLO�XV�WR�VFKHGXOH�\RXU�DSSRLQWPHQW�DW�/XPLQD�'HQWDO�6SD��:H�
JXDUDQWHH�\RX¶OO�ILQDOO\�KDYH�D�UHDVRQ�WR�ORYH�JRLQJ�WR�WKH�GHQWLVW��
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6HUYLFHV�3DJH����±�9HQHHUV�
�
�
�
Have You Ever Dreamt of Having a Beautiful “Hollywood Smile”? 
�
,I�\RX¶YH�HYHU�ORRNHG�LQ�WKH�PLUURU�DQG�IHOW�OHVV�WKDQ�KDSS\�DERXW�\RXU�VPLOH��WKHQ�veneers�PD\�
EH�WKH�SHUIHFW�GHQWDO�WUHDWPHQW�RSWLRQ�IRU�\RX��
�
$�SRSXODU�VROXWLRQ�WR�JDSV��VHYHUH�FURZGLQJ��DQG�RWKHU�LPSHUIHFWLRQV��D�³YHQHHU´�LV�VLPSO\�D�WKLQ�
OD\HU�RI�UHVWRUDWLYH�PDWHULDO�SODFHG�RYHU�WKH�VXUIDFH�RI�D�WRRWK��LPSURYLQJ�WKH�WRRWK¶V�DSSHDUDQFH�
DQG�RU�SURWHFWLQJ�WKH�WRRWK��LI�LW¶V�EHHQ�GDPDJHG���:LWKRXW�DGGLQJ�DQ\�WKLFNQHVV�RU�EXONLQHVV�WR�
\RXU�WHHWK��WKH�PDWHULDO�FDQ�EH�VKDSHG�DQG�PROGHG�WR�FKDQJH�DOPRVW�DQ\WKLQJ��DQG�HYHU\WKLQJ��
DERXW�WKH�DSSHDUDQFH�RI�\RXU�WHHWK��DOORZLQJ�\RX�WR�DOWHU�DV�PXFK�RU�DV�OLWWOH�DV�QHHGHG��<RX¶OO�
IHHO�FRPSOHWHO\�FRPIRUWDEOH�DQG�QDWXUDO�IODVKLQJ�\RXU�QHZ��JRUJHRXV�VPLOH��
�
$W�Lumina Dental Spa��RXU�+RXVWRQ�GHQWLVWV��'U��0RUHQF\��'U��7LPP�DQG�'U��1JX\HQ�DUH�
UHFRJQL]HG�H[SHUWV�DW�FUHDWLQJ�SHUIHFW�VPLOHV�XWLOL]LQJ�SRUFHODLQ�YHQHHUV��:H�WDNH�DGYDQWDJH�RI�
WKH�ODWHVW�GLJLWDO�SKRWRJUDSK\�HTXLSPHQW��LQFOXGLQJ�DQ�LQWUD�RUDO�FDPHUD��WR�GHWHUPLQH�H[DFWO\�
KRZ�WR�FUDIW�\RXU�YHQHHUV��VR�WKH\�SHUIHFWO\�FRPSOHPHQW�\RXU�IDFH�DQG�PRXWK��ZKLOH�HQKDQFLQJ�
\RXU�VPLOH��
�
$QG�WKDQNV�WR�PRGHUQ�GHQWDO�WHFKQRORJLHV��WKH�SURFHGXUH�IRU�JHWWLQJ�YHQHHUV�LV�convenient, 
free of discomfort, and relatively quick�±�UHTXLULQJ�DV�OLWWOH�DV���ZHHNV�WR�EH�FRPSOHWHG��
�
You’ll Be Surprised by How Easy the Process is, and Amazed by the 

Results! 
�
,16(57�7(67,021,$/�
�

:H�RIIHU�WKH�IROORZLQJ�KLJK�TXDOLW\�YHQHHU�WUHDWPHQW�RSWLRQV�WR�PHHW�\RXU�VSHFLILF��LQGLYLGXDOL]HG�
QHHGV��
�

¾¾ Traditional (i.e., porcelain) veneers��ZKLFK�DUH�H[WUHPHO\�HIIHFWLYH�DW�FRUUHFWLQJ�VHYHUH�
WRRWK�FURZGLQJ��ILOOLQJ�LQ�JDSV�RU�VSDFHV��DQG�OHDYLQJ�\RX�ZLWK�D�EHDXWLIXOO\�V\PPHWULFDO�
³+ROO\ZRRG�VPLOH�´�6RPH�WRRWK�SUHSDUDWLRQ�PD\�EH�UHTXLUHG��ZLWK�DQ�DQHVWKHWLF�
DGPLQLVWHUHG�WR�HQVXUH�\RX¶UH������FRPIRUWDEOH�GXULQJ�WKH�SURFHGXUH��

�
¾ Ceramage veneers��ZKLFK�DUH�D�SRSXODU�DOWHUQDWLYH�WR�SRUFHODLQ�YHQHHUV��DV�WKH\�DUH�

OHVV�DEUDVLYH�WKDQ�SRUFHODLQ��&HUDPDJH�LV�D�ERQGLQJ�PDWHULDO�WKDW�FRQWDLQV�SRUFHODLQ�
DQG�FDQ�EH�H[SHUWO\�PDQLSXODWHG�WR�UHSOLFDWH�\RXU�WRRWK¶V�QDWXUDO�VXUIDFH��,W¶V�OLJKW�
DFWLYDWHG��UHIOHFWLQJ�DQG�WUDQVPLWWLQJ�OLJKW�WR�PDNH�\RXU�WHHWK�VSDUNOH�DQG�VKLQH��7KLV�
RSWLRQ�DOORZV�IRU�D�PRUH�FRQVHUYDWLYH�WUHDWPHQW�SODQ��
�

¾ Empress and lava porcelain veneers��NQRZQ�IRU�WKHLU�GXUDELOLW\�DQG�DELOLW\�WR�HQKDQFH�
WH[WXUH�DQG�FRORU��

�
1R�PDWWHU�ZKLFK�RSWLRQ�\RX�FKRRVH��\RX¶OO�EH�OHIW�ZLWK�D�EHDXWLIXO��GD]]OLQJ�VPLOH��&RQWDFW�XV�IRU�
D�IUHH�FRQVXOWDWLRQ�WR�GLVFRYHU�ZKLFK�WUHDWPHQW�LV�EHVW�IRU�\RX��
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Discover Why Lumina Dental Spa Provides the Best Houston 
Porcelain Veneers 

�
$W�/XPLQD�'HQWDO�6SD��\RXU�YHQHHUV�DUH��

9� &RPSOHWHG�LQ�DV�OLWWOH�DV���ZHHNV
9� /LJKW�DQG�FRPIRUWDEOH
9� &DSDEOH�RI�ODVWLQJ�XS�WR����\HDUV��SURYLGHG�\RX�UHFHLYH�RQJRLQJ�UHJXODU�GHQWDO�FDUH�
9� %DFNHG�E\�ZDUUDQW\��DV�ORQJ�DV�\RX�FRQWLQXH�XQGHUJRLQJ�UHJXODU�GHQWDO�FDUH

�
'RQ¶W�IRUJHW��\RX�JHW�WR�³WHVW�GULYH´�\RXU�QHZ�VPLOH�E\�ZHDULQJ�WHPSRUDU\�YHQHHUV�IRU���ZHHNV��
ZKLOH�ZH�FUDIW�\RXU�SHUPDQHQW�YHQHHUV��7KLV�ZD\��\RX¶OO�EH�DEOH�WR�VHH�KRZ�WKH\�IHHO�EHIRUH�
UHFHLYLQJ�\RXU�SHUPDQHQW�YHQHHUV��
�

�
�����5LVN�)UHH�±�%DFN�E\�:DUUDQW\�

*HWWLQJ�\RXU�YHQHHUV�DW�/XPLQD�'HQWDO�6SD�PHDQV�\RX¶UH�EDFNHG�E\�D�IXOO�ZDUUDQW\��DV�ORQJ�DV�
\RX�FRQWLQXH�XQGHUJRLQJ�UHJXODU�GHQWDO�FDUH��

�
�
�
,I�\RX¶UH�FRQVLGHULQJ�JHWWLQJ�WKH�EHVW�+RXVWRQ�SRUFHODLQ�YHQHHUV��FRQWDFW�XV�WRGD\�IRU�D�IUHH��QR�
REOLJDWLRQ�FRQVXOWDWLRQ��:H¶OO�KHOS�\RX�GHWHUPLQH�LI�ZKLFK�WUHDWPHQW�LV�ULJKW�IRU�\RX��VR�\RX�FDQ�
ILQDOO\�LOVE�WKH�VPLOH�\RX�VHH�LQ�WKH�PLUURU��
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Services – Overview Page 
��GHQWLVW�KRXVWRQ�
��FRVPHWLF�GHQWLVW�LQ�KRXVWRQ�
�
�

Not Your Ordinary Dentist’s Office...
�
�
/XPLQD�'HQWDO�6SD�±�WKH�+RPH�RI�+HDOWK\��&RQILGHQW��%HDXWLIXO�6PLOHV�±�LV�H[FLWHG�WR�EULQJ�\RX�
WKH�EHVW�JHQHUDO�DQG�FRVPHWLF�GHQWLVWU\�VHUYLFHV�DYDLODEOH��VR�\RX�FDQ�HQMR\�D�EULJKWHU��KHDOWKLHU�
VPLOH�IRU�\HDUV�WR�FRPH��
�
:H�ZRUN�WR�HQKDQFH�\RXU�VPLOH�and�\RXU�RUDO�KHDOWK��EHFDXVH�WKH�HQG�UHVXOW�LV�GHVLJQHG�WR�RIIHU�
\RX�PRUH�WKDQ�JUHDW�ORRNV��2XU�GHQWLVWV�DOVR�SURYLGH�WKH�PRVW�DGYDQFHG�VROXWLRQV�WR�PDLQWDLQ�
KHDOWK\�WHHWK�DQG�JXPV�IRU�OLIH��VR�\RX�QHYHU�KDYH�WR�H[SHULHQFH�DQ\�UHODWHG�KHDOWK�
FRPSOLFDWLRQV��
�
'HOLYHUHG�E\�WKH�FUqPH�GH�OD�FUqPH�RI�GHQWDO�SURIHVVLRQDOV�LQ�D�PDJQLILFHQW�VSD�VHWWLQJ��RXU�
VSHFLDOL]HG�FDUH�DQG�SURYHQ�UHVXOWV�WUXO\�DUH�D�FXW�DERYH�RXU�FRPSHWLWLRQ����DQG�\RXU�
H[SHFWDWLRQV��
�
8QOLNH�ODUJH��LPSHUVRQDO�GHQWDO�RIILFHV��\RX¶OO�UHFHLYH�one-on-one care�DQG�heartfelt attention�
IURP�RXU�WHDP��:H�OLVWHQ�FDUHIXOO\��XQGHUVWDQGLQJ�\RXU�XQLTXH�GHQWDO�QHHGV�DQG�FRQFHUQV��DQG�
ZRUN�FORVHO\�ZLWK�\RX�HYHU\�VWHS�RI�WKH�ZD\��7KLV�PHDQV�\RX�FDQ�FRXQW�RQ�never being rushed�
WKURXJK�\RXU�DSSRLQWPHQW��,Q�IDFW��TXLWH�WKH�RSSRVLWH�±�\RX¶OO�IHHO�SDPSHUHG�DQG�DSSUHFLDWHG��DV�
D�YDOXHG�PHPEHU�RI�RXU�JURZLQJ�SDWLHQW�IDPLO\��EHFDXVH�\RX�DUH���
�

We’re Proud to Say we Really Do Change Lives –  
Our Patients Tell Us So!

[INSERT TESTIMONIAL]
�
:H¶UH�GHGLFDWHG�WR�KHOSLQJ�\RX�/29(�\RXU�VPLOH«�VR�\RX�JDLQ�PRUH�FRQILGHQFH��DQG�IHHO�\RXU�
YHU\�EHVW��LQ�HYHU\�VLWXDWLRQ���
�
2XU�+RXVWRQ�FRVPHWLF�GHQWLVWU\�WHDP�EULQJV�GHFDGHV�RI�H[SHULHQFH��WKH�PRVW�FXWWLQJ�HGJH�
WHFKQLTXHV�LQ�FRVPHWLF�GHQWLVWU\��DQG�WRWDO�GHGLFDWLRQ�WR�\RXU�FRPIRUW�DQG�RYHUDOO�VDWLVIDFWLRQ��
�
,I�\RX¶UH�VHOI�FRQVFLRXV�DERXW�\RXU�VPLOH�IRU�DQ\�UHDVRQ�±�RU�LI�\RX�QHHG�SUHYHQWDWLYH��
UHVWRUDWLYH��RU�FRVPHWLF�GHQWDO�VHUYLFHV�±�JLYH�RXU�RIILFH�D�FDOO�WRGD\�DW���������������
�
�
Why Do Houston Residents Trust Lumina Dental Spa for Their Entire 

Cosmetic and General Dentistry Needs? 
�
,16(57�7(67,021,$/��
�
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0DJD]LQH�RI�+RXVWRQ��7H[DV��������������/XPLQD�'HQWDO�6SD�ZRUNV�WLUHOHVVO\�WR�HQKDQFH�\RXU�
VPLOH�DQG�RYHUDOO�GHQWDO�KHDOWK��
�
�

3/86��ZH�RIIHU�D�lifetime guarantee�RQ�DOO�RXU�PDMRU�VHUYLFHV�±�DV�ORQJ�DV�\RX�FRQWLQXH�
UHFHLYLQJ�RQJRLQJ�GHQWDO�KHDOWK�FDUH��

�
�
6R�ZKDW�DUH�\RX�ZDLWLQJ�IRU"�,W¶V�WLPH�IRU�D�ZKROH�QHZ�GHQWDO�H[SHULHQFH«�RQH�ZH�NQRZ�\RX¶UH�
JRLQJ�WR�ORYH��
�
&DOO�XV�DW��������������RU�HPDLO�XV�LI�\RX¶UH�ORRNLQJ�IRU�D�JUHDW�GHQWLVW��+RXVWRQ��.DW\��6XJDU�
/DQG��6SULQJ��DQG�*DOYHVWRQ�UHVLGHQWV�ZLOO�EH�DPD]HG�DW�KRZ�HQMR\DEOH�WKHLU�QH[W�GHQWDO�YLVLW�LV��
�
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The Headline Bank 
116 Of The Most Effective Headlines Ever Written. 

1. The Only Thing We’ve Left Off (Product) Is The Ridiculous Price
2. Five Familiar Skin Troubles -- Which Do You Want To Overcome?
3. How I Improved My Memory In One Evening
4. How To Reduce “X” By Up To 93%... By Eliminating “Y” From Your “Z”.
5. Everywhere People Are Raving About This Amazing New Shampoo!
6. Six Types Of Investors -- Which Group Are You In?
7. Does Your Child Ever Embarrass You?
8. The Biggest Problems You’ll Have With Most Plumbers…And How XYZ Overcomes Them All.
9. To People Who Want To Write -- But Can't Get Started
10. Buy No Desk -- Until You’ve Seen This Sensation Of The Business Show
11. Can You Spot These 7 Common Decorating Sins?
12. Take This 1-Minute Test -- Of An Amazing New Kind Of Shaving Cream
13. Nobody Should Be Allowed To Have Anything To Do With Advertising Until They’ve Read This 

Book At Least 7 Times
14. What Everybody Ought To Know About This Stock And Bond Business
15. Free Book -- Tells You Twelve Secrets To Better Lawn Care
16. The #1 Most Common Fatal Mistake When Buying A House
17. Major Diet Plans: Which Ones Actually Work...And Which Ones Are Guaranteed To Torture You, 

Cost A Fortune, And Leave You Fatter
18. Three Fairy Tales You'll Hear From Brokers... Even Honest Ones
19. The 13 Biggest Mistakes You Could Make As The Parent Of A Teen
20. A Dozen Dirty Tricks Of New Car Dealers. Some Are Totally Undetectable--Unless You Know 

What To Look For
21. 5 Ways Even Good Lawyers Steal From Clients
22. I Was Shocked And Embarrassed When I Found Out That Home Remodeling Was Labeled 

America's #1 Most Complained-About Industry
23. FREE Comprehensive Real Estate Property Survey Allows You To Compare & Price Out Every 

Single Possible Available Site... Without Talking To A Broker
24. I Have Created What I Consider To Be The Perfect, Designer-Friendly Flooring Showroom... Take 

90 Seconds To See If You Agree
25. Four Critical Characteristics To Demand From Your Dry Cleaner... Does Yours Do These?
26. Should An Experienced Traveler Like You Fly With A New Airline Like Us?
27. Never Accept A Real Estate Contract That Contains These 5 Words
28. Make Sure Your Mover Complies With These 17 Key Points
29. Six Closely Guarded Secrets Of The Diamond Industry... Revealed At Last
30. Four Quick Questions Will Reveal A Chiropractor’s Operating Philosophy. Ask Them, And Save 
31. 8,448 Locations Can’t Be Wrong: XYZ Makes More Money
32. Something You Probably Didn’t Know About Rolex Watches.

33. What The Eye Surgeons Don’t Want You To Know

34. What Nobody Ever Tells You About X.

35. The One Mistake That Costs Every Homeowner $3,000 A Year
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36. The Common Blunder Made By Average Business Owners That Typically Causes Customers NOT 
To Reschedule Appointments With You.

37. When Doctors 'Feel Rotten,' This Is What They Do
38. Who Ever Heard Of A Woman Losing Weight -- And Enjoying Delicious Meals At The Same Time?
39. How I Made A Fortune With A 'Fool Idea'
40. Find Out EXACTLY What Your Customers Want To Spend More Money On With You... Without 

Guessing Or Leaving It To Chance.
41. Whose Fault Is It When Children Disobey?
42. Do You Have These Symptoms Of Nerve Exhaustion?
43. Profits That Lie Hidden In Your Junk Closet.
44. Is The Life Of A Child Worth $1 To You?
45. Percentage Of Candidates Who Certify Before The End Of The Program – Us: 96% Them: 21% 

(We’re A Little Bit Higher.)
46. They Laughed When I Sat Down At The Piano -- But When I Started To Play…
47. Is Dry Skin Making You Look Older Than You Should? Touch These 5 Spots And Find Out
48. Free To High School Teachers--$6 To Others
49. Who Else Wants Lighter Cake -- In Half The Mixing Time?
50. No More Back-Breaking Garden Chores For Me -- Yet Ours Is Now The Show Place Of the

Neighborhood
51. Do You Really Want The Lowest Bidding Temp Agency To Provide Employees For Your Million 

Dollar Project?
52. How Much Is 'Worker Tension' Costing Your Company?
53. 1,172 Credit Union Specific Forms In Stock ALL The Time. Other Companies, Unexplainably, Have 

Zero.
54. Imagine Me… Holding An Audience Spellbound For 30 Minutes!
55. How To Do Your Christmas Shopping In 5 Minutes
56. Protect Yourself From Being BURNED By IT Candidates Who Over-Represent Their Skill Level.
57. Men Who 'Know It All' Are Not Invited To Read This Page
58. For the Woman Who Is Older Than She Looks
59. Check The Kind Of Body You Want
60. Play Guitar In 7 Days… Or Your Money Back
61. Here's A Quick Way To Break Up A Cold
62. If You Were Given $200,000 To Spend, Isn't This The Kind Of (type of product) You Would Build?
63. Last Friday...Was I Scared! My Boss Almost Fired Me!
64. Former Barber Earns $8,000 In Four Months As A Real Estate Specialist
65. A Building Flaw That Can Cost You $10,000 In Resale Value If You Buy From The Wrong Builder.
66. The 3 Habits That Keep People Poor And The 2 That Can Make You Rich
67. How To Avoid A Speeding Ticket Without Slowing Down
68. Own A Gold MasterCard? A Premier Visa? Not After You Read This, You Won't!
69. The Best Color To Paint Your House For Faster Sale
70. If Your Pharmacist Goofs, You Could Be Dead. How To Protect Yourself--Takes Just 3 Seconds
71. 7 Fast Ways To Stop A Headache...Without Drugs
72. The Average Hospital Bill Has $600 In Phony Charges. Take These 10 Defensive Measures, And 

You'll Save Way More Than $600
73. 5 Overlooked Deductions For Salaried Executives
74. The Most Common Tax Mistake (You're Probably Making It Now) 245



75. Mess Up Your Tax Return? Here's 4 Excuses That Work With The IRS... And 3 That Don't
76. The 4 Grim Facts Of Life About Lawsuits: Don't Go Into Business Until You Memorize Them
77. What To Do For Aging Parents: 4 Options That Beat The Socks Off A Nursing Home... Or Having 

Them Move In With You
78. Save Money By Knowing How Supermarkets Trick You Into Buying Higher Priced Items
79. Should You Take It Back To The Photo Shop? How To Tell If The Processor Is To Blame For Your 

Bad Snapshot
80. The Cost Of Producing Quality Corporate Videos Has Fallen By 64% Over The Last Five Years... 

But Most Video Production Companies Are Still Clinging To And Charging 1992 Prices
81. Doctors: Put An Easy $341,450 In Your Pocket Every 12 Months... Without Doing Anything More 

Than You're Doing Right Now
82. Speed On The Internet: Two Questions That Other Providers Hope You'll Never Ask Them
83. How To Cram Eight Hours Of Classroom Computer Training Into One Easy 75-Minute Session...At 

Your Home Or Office
84. Out Of 537 Multi-Tenant Buildings Outside Of Downtown, Only SIX Have Immediate, Large-Block 

Leasing Capacity
85. Innovative Wall Building System Makes Homes “Fly Off The Shelf”
86. If You’re Renting A Home or Apartment With A Payment As Little As $550, You Can Qualify For 

A Brand New Home In Just 6 to 18 Months
87. How To Safeguard Your Business And Income Against The Unethical Competitor Out To Steal Your 

Customers
88. There’s Two “Schools Of Thought” When Dealing With Employee Back Injuries: One Costs You 

Four Times As Much As The Other…For Inferior Results. Which Do You Prefer?
89. The One Thing Almost Every Chiropractor Is Taught To Do, That Actually Increases Appointment 

Cancellations. (Eliminating This One Thing Alone Will Almost Instantly Slash Appointment 
Cancellations In Half)

90. Of Course You’ve Heard Of Laser Vision Correction. But Have You Heard Of AFFORDABLE 
Laser Vision Correction?

91. The Big Hairy Secret That Big-Name Brokerage Houses Don’t Want You To Know About Their
Mutual Fund Selection Process (Hint: They Don’t Have A Process)

92. You’ve Got The Ugliest Kids I’ve Ever Seen In My Life (That’s What They’ll Say If You Get 
Caught Using The Wrong Photographer)

93. If You’re Planning On Spending $2,500 On A Diamond Engagement Ring, I’ll Send You Home 
With Either A Ring Worth $4,100, or $1,000 Cash Still In Your Pocket

94. How Much Should You Pay For A Good Pair Of (Product)?

95. FREE Teleconference Reveals the Five Ways to Massively Increase Your Dental Practice 
Business…

96. A sure-fire formula for success… do what the most successful traders do

97. The closest you’ll ever come to a “no-risk” trade…

98. “If You Could Turn $100 Into $100,000.00 For EVERY Hour You Spend On The Phone
With John Smith… The Greatest Marketing Genius In the World, How Long Would You
Stay On The Phone And Listen To Him?”

99. 6 Reasons Why You MUST Be On This Call…

100. What You’ve Been Told About “X” Can Be Misleading, Costly, & Even Harmful!
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101. Never In The History of Web Marketing For Small Business Has
So Much Valuable Online Business Building Information Been
Available  in ONE PLACE!

102. New Web Technology Enables You To Get $15,000 Learning Curve For FREE

103. The Three Most Important Results Your Customers Are Seeking From The Purchase Of Your 
Product Or Service?

104. Easy, Appealing and Fun Reasons Why You Should Test All of Your Marketing

105. Produce Your Signature Product or Program In Less Than 90 Days Using the #1 Product
Creation Program on the Internet

106. He Started Off Searching For The Secrets of The Universe… But What He Discovered Will Shock 
And Amaze You

107. “Think The Same Thoughts As The Most Effective, Successful & Happy People, And You’ll Get 
Exactly The Same Results In Your Life.”

108. Have You Ever Done Something That Totally Changed Your Life Forever?

109. You Can Now Eliminate Fear, Quit Bad Habits And Gain Unstoppable Confidence & Drive… Even
If Nothing Has Ever Helped You Before”

110. “This Famous ‘Super-Consultant’ and ‘Home Business Guru Who Charges $5,000 an Hour is
Offering You His Business Secrets at a Daring 99% Off, and He’ll Pay You – If You’re Not Made a 
Believer.”

111. I’m Betting YOU and 99 Internet Entrepreneurs  $500,00 In Cash… That I Can Show You All-How 
To Make At Least $2,000,000 In 12 Months… Guaranteed.

112. Why are Entrepreneurs, Executives And People Who Have Already Reached The Pinnacle Of 
Success Doing All They Can To Spend 2 Days With A Former Street Kid From Tele-Aviv?

113. Why It’s Very Smart To Never Make Your Customers Feel “Dumb”

114. Here Are 5 Case Studies To Illustrate What’s Possible For You When You Apply The Business2 
Process…

115. Announcing the ONLY-One Stop Resource For Nonfiction Authors Who Want To Build Their 
Online Book Sales In the Fastest, Simplest And Most Affordable Way Possible- Using Internet 
Marketing Strategies!

116. If Goal Setting, Positive Thinking, Fire Walking And Every Other “Technique” That Self-Help 
Guru’s Preach Actually Work… Then Why Are They Failing Miserably For You?
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Chapter 1
Reaching Your Perfect Customer 
Marketing is about more than identifying your perfect customer: it’s also about crafting 
precisely the right message and ȴnding precisely the right communication to conYey it�

It can seem complicated sometimes, though, can’t it? Creating a constant stream of leads 
and conYerting them into customers can feel like the unsolYable mystery unless you create 
the ideal marketing strategy for your business�

But how do you do that? How do you create the ideal marketing strategy and tactics for your 
business?

You test, research, tweak and test some more.

And that’s what this informational report, “Guaranteed Proven Way to Never Struggle to Attract 
New Customers Ever Again!” is all about�

READ IT AND DISCOVER:

ȏ The one critical step you must take before you begin any marketing campaign (if you 
don’t, your chances of ȴnding Tualiȴed leads are low to none[istent�

ȏ The distribution channels available to you when sending your message to your perfect 
customers

ȏ An e[ercise for determining e[actly Zhere to ȴnd your perfect customers
ȏ �� dierent marketing strategies to consider
ȏ And more

If you’re ready to super�charge the productiYity of all your marketing eorts by determining 
where your perfect customers are and how to reach them, it’s time to get started!
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STEP 1: CREATE A PERFECT CLIENT PROFILE

Answer these Tuestions:

ȏ What type of client do you want to do business with?
ȏ Who is going to giYe you the greatest return on your marketing 

inYestment?
ȏ Who will be the easiest to ȴnd?
ȏ Who will be the easiest to sell to?
ȏ Who will reTuire the least customer serYice?
ȏ Who will stay with you the longest?
ȏ Who will spend the most money with you oYer the longest period 

of time?

STEP 2: IDENTIFY YOUR PERFECT CLIENT’S DEMOGRAPHIC

'emographics are characteristics that deȴne a client who 1(('6 
what you sell� 'etermine your client’s:

ȏ Age
ȏ Gender
ȏ Income
ȏ (ducation
ȏ Marital 6tatus
ȏ Children and Ages
ȏ Geographic Information

3escapevelocity212.com
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Chapter 2
Identifying Your Perfect Customer

251



STEP 3: IDENTIFY YOUR PERFECT CLIENT’S PSYCHOGRAPHICS

3sychographics are characteristics that deȴne a client who WA1T6 
what you sell�

Know why clients buy your products…or why they don’t; know clients 
wants and how to target their hot buttons through:

ȏ Personality
ȏ Attitude
ȏ Values
ȏ Lifestyle
ȏ Interests

When you know who your ideal customers 
are and what they want, it’s time to e[plore 
how to best reach them by creating the 
ideal marketing plan for your business�

Marketing is about improYing the odds of 
successful communication: crafting just 
the right message and ȴnding the right 
channels and forms of communication to 
conYey your message to the right people�

There are seYeral ways to do this� <ou can 
get e[pert opinions on what you should 
do� <ou can start with an intuitiYe sense 
of how you’Ye acTuired your customers� 
2r you might reason it out� HoweYer you 
arriYe at your initial strategies and tactics, 
your ne[t step is phase marketing: test, 
research, tweak, and test some more.
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<ou may haYe heard the joke about the guy outside the bar who is 
scuɞing around on the ground under a corner streetlight� 

A policeman asks him what he’s doing. “I lost my keys,” the man replies. 

7KH� SROLFHPDQ� KHOSV� KLP� ORRN�� EXW� DIWHU� WHQ� PLQXWHV� WKH\� ȴQG� QRWKLQJ��
Exasperated, the policeman asks the man, “Are you sure you dropped them 
here?”

“No, I dropped them way over there, by my car,” the man replies, pointing at 
a parked car twenty yards away, “but the light’s better over here.”

Chapter 3
Looking For Your Customers 

Where They Are
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1o matter how hard he looks, this fellow 
is neYer going to ȴnd his keys� The same 
thing applies to your business: no matter 
how much money or eort you put into a 
marketing campaign, you’re not going to 
attract your ideal customers unless you go 
looking for them where they actually are, 
not just where the light happens to be�

We once worked with a chiropractor 
seeking to e[pand his business� He 
talked with other chiropractors in his 
area to see what they were doing to 
attract more clients� He learned they 
were sending ȵyers in the mail� 2ne 
colleague he talked with had rented a 
mailing list, printed up ȵyers, and sent 
out mailings to ȴYe thousand names�

“How did it work?” our friend asked.

“Not that great,” said the colleague, “I got 
two leads.”

The total cost of his campaign was ����� 
Those were two wildly�e[pensiYe leads 
– and neither of them actually became 
a client!

Before doing anything, our client asked 
himself, “Where is my ideal client?”

Where is my 
ideal client?

Most of his best clients came to him 
suering from back pain� In many 
cases, the pain would keep them up 
late at night� While the pain was rarely 
so agonizing that it would send them 
to the hospital, it was bad enough that 
they couldn’t sleep� They couldn’t do 
things that reTuired focus, like reading�
6o they ended up watching teleYision 
late into the night�

Our client researched the cost of 
adYertising on the local cable TV 
network, found it reasonable, and ran 
a series of ine[pensiYe late�night cable
TV ads� He got ��� leads in just � days! 
Total cost of the campaign: �����

That’s � bucks per leadȃand dozens of 
those leads became paying clients�

Thatȇs the dierence a little SlanninJ 
can make.
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Chapter 4
Choosing the Right Distribution 

Channel
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Our chiropractor client understood that the ȴrst step in thinking about how to reach 
an ideal customer is to decide where they’re most likely to be found� Another way to 
look at this is to ask yourself this: 

What is the riJht distriEution channel Ior my Eusiness?

A distribution channel is the way your customers will make their transactions with 
your business� The particular channel you choose will also determine where your 
ideal customer is most likely to hear your message� Below is a list of the seYen basic 
distribution channels�

ȏ 'irect sales
ȏ 6ales aJents
ȏ Phone sales
ȏ 0ail order
ȏ 2nline
ȏ Retail
ȏ EYents

<our business may take adYantage of one or more of these channels� (ach will reTuire a 
distinct communication strategy� )or e[ample, when a friend of mine went to work for 
Telecommunications Terminal Systems in the early 80s, the company wanted to create 
a coast�to�coast telecom enterprise that would be the ȴrst national organization of its 
kind� PreYiously, telecom companies had operated only within indiYidual proYinces� 
My friend knew they would neYer achieYe the objectiYe through direct sales (at least, 
not on their timetable�, so they went with sales agents and set up a national network 
of dealers� 8sing these dealerships as local serYice proYiders, his team was able to 
create a national presence that helped the company generate ��0 million in reYenue 
within a fairly short time�
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Think back to what you learned when you created your ideal customer proȴle – when 
you put yourself in your ideal customers’ shoes in the same way the chiropractor did� 

ȏ Where are they?
ȏ What are they doinJ?
ȏ When are they most likely to Ee e[SeriencinJ that need or want that would 

ErinJ them to your Eusiness? 
ȏ What do their days look like, or their niJhts? 
ȏ Which maJa]ines do they read? 
ȏ What are their media haEits? 
ȏ ΖI yours is a %2% Eusiness, what trade SuElications and other Eusiness media 

are your customers usinJ to inIorm themselYes and stay current?

With your ideal customer’s eYeryday lifestyle in mind, walk through the list of seYen 
distribution channels; which one is most likely to reach your customer with your 
marketing message?

What does your 
customer’s ideal 
day look like?

Which distribution channels are 
most likely to reach your ideal 

customers?
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Chapter 5
Choosing the Right Channel 

For Daycare

Let’s look at an e[ample of a daycare serYice to see how we could choose the 
ideal distribution channel for reaching their ideal customers�

We researched and found that the ideal customer for a typical daycare serYice 
is a woman, age �� to ��, married, with one to three children, employed, a 
homeowner, with a total annual household income of ��0,000 or more� Her 
wants: a safe, aordable daycare that will proYide an educational component 
within a nurturing, loYing enYironment�

1ow, where will we reach her?

Let’s look through the seYen major distribution channels�
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Our ideal customer’s age range 
suggests that she is probably Internet-
saYYy, making the online channel a 
good possibility� Because she is a 
homeowner with young kids, chances 
are good that she spends the majority 
of her nonworking hours in the home, 
which makes reaching her on the phone 
through a telemarketing serYice a good 
possibility, too� And giYen the nature 
of the serYice, most parents would 
probably want to come Yisit the daycare 
center in person before making their 
decision about using the serYices, which 
puts us in the direct sales channel�

What about the rest of the list? 

We can eliminate retail and mail order 
right o the bat, because daycare serYice 
isn’t something we can moYe through 
either of those channels� The last two 
channels, sales agents and eYents, don’t 
seem appropriate, either� This leaYes us 
with three options: direct sales, phone 
sales, and online sales� (By the way, this 
is the typical number of distribution 
channels to consider at this stage�

Although there are seYen distribution 
channels to choose from, you’ll almost 
always ȴnd that only a few apply to a 
giYen business� And by prioritizing these 
and e[amining them more closely, we 
can often narrow our options down to 
one��

6o which of these channels is most likely 
to reach the daycare’s ideal customer?  

The best way to answer this is to put 
yourself in your customer’s shoes and 
imagine walking through her typical 
day� Like Yirtually all parents of young 
kids, she’s probably swamped early in 
the morning as she hurries to dress 
herself and her kids, make breakfast for 
the family, drop the kids at daycare, and 
get to her job on time� 6he’s probably 
just as busy in the eYening, too, not to 
mention completely e[hausted by then� 

If we’re going to reach her by using a 
call center, the only times we can reach 
her at home are in the early-morning 
and eYening hours� GiYen her hectic 
schedule and state of mind during 
these hours, how receptiYe is she likely 
to be to a telemarketing call? 6o scratch 
phone sales!
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What about the online channel? This 
sounds logical, but take another look 
at the day we just walked through� How 
much time is she spending surȴng the 
Web? Because she has so little free time, 
chances are good that she just gets 
online for the essentialsȃpaying bills, 
making Tuick purchases, and possibly 
catching up with friends and family Yia 
email�

What’s more, she is probably not eYen 
looking for a new daycare proYider 
because she already has daycare� 
<our daycare may oer substantial 
adYantages oYer her present proYider, 
but she doesn’t know that (yet��

We need to reach her with a message 
that will inform her about the superior 
beneȴts your daycare oers, but trying 
to generate leads online by creating a 
website is probably not going to work�

In less than ȴYe minutes, we’Ye narrowed 
the ȴeld of distribution channels to one: 
direct sales� <ou are now one of the 
few daycare owner/operators in your 
area, perhaps the only one, who already 
knows which distribution channel 
has the greatest chance of success of 
promoting and selling your serYice�

<ou know where you’ll haYe your greatest 
chance to increase customer response 
rates, which will allow you to spend your 
marketing dollars with conȴdence and

certainty as you increase your reYenue 
and your proȴts�

And imagine what your competition 
is doing! They are spending a small 
fortune designing, creating, and 
implementing an e[pensiYe website 
that their ideal customer isn’t looking 
for and will neYer ȴnd� They are hiring 
the serYices of an e[pensiYe call center 
that will annoy their prospects�

But not you� <ou know which 
distribution channel has the greatest 
chance of success based on the careful 
work you’Ye done creating clarity and 
focus�

<ou’re hiring some local moms whose 
kids haYe already left the nest to work 
for you part-time as salespeople, 
getting out the word about this uniTue, 
well-run, learning-oriented daycare 
center that allows parents to see their 
kids Yia webcam anytime they choose�
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Chapter 6
Choosing the Right Marketing 

Strategy
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1ow that you know where to reach your 
ideal customer, it’s time to consider the 
marketing strategies you might use to 
get your message across� Here is a list of 
�� strategies to consider�

ȏ AdYertisinJ �teleYision, radio, 
Srint�

ȏ Aɝliate and Moint Yenture
ȏ Aɝnity marketinJ
ȏ %arter
ȏ CataloJ marketinJ
ȏ 'irect marketinJ
ȏ EYent marketinJ
ȏ )reTuent�Euyer SroJrams
ȏ Internet
ȏ 2utdoor media
ȏ Point oI Surchase �P2P� and Soint
ȏ oI sale �P26�
ȏ Place�Eased media
ȏ Promotions and cross�Sromotions
ȏ PuElic relations �PR�
ȏ ReIerrals
ȏ 6iJnaJe

That’s a lot of choices! )ortunately, you 
won’t need all of them� In fact, just as 
with the seYen distribution channels, 
you’ll typically ȴnd that just one or 
two of these methods will be the most 
eectiYe for your business and situation, 
in terms of cost and response� And with 
the information you’Ye assembled, the 
decision will now be a lot easier to make!

)or the daycare operation, the 
marketing method that makes the most 
sense to us is direct marketing� This 
looks promising� We could purchase 
a highly-deȴned list from a list broker 
and reȴne it further, using our speciȴc 
demographic proȴle information� We 
could target homeowners who liYe 
within a �-mile radius of our daycare 
center and narrow that down to 
families who haYe one or more kids 
and an income range of $70,000 and 
aboYe�

The speciȴcity of this list will yield a 
smaller but highly- targeted direct-mail 
list that will be ine[pensiYe to buy, so 
we might be able to aord a whole 
series of mailings�

1ow that you haYe your lead-generating 
strategy in place, you need to deYelop 
a tactical plan for the process�

14escapevelocity212.com

7 STEPS TO FINDING YOUR IDEAL CUSTOMERS: A Guaranteed Way to Exponentially Grow Your Business

262



6ince we’Ye decided direct mail is the best option for reaching our ideal 
customer, we need to decide on our tactical plan of action to implement this 
strategy� Choosing our distribution channel tells us where we’ll reach our best 
prospects; choosing the strategy tells us what we’ll do to reach them; and 
choosing our speciȴc tactics tells us how we’ll reach out to them�

'istriEution Channel   Where
0arketinJ 6trateJy   What
0arketinJ Tactic   How

)ollowing is a fairly long list of marketing tactics� This isn’t a complete list, 
because new tactics eYolYe and emerge constantly, but it is certainly e[tensiYe 
enough to oer you a wide range of ideas to choose from�

Chapter 7
Choosing the Right Marketing 

Tactics
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ȏ 800/�00 Phone 1umber

ȏ Ad 6ense by Google

ȏ Ad Words by Google

ȏ Ad Tracking

ȏ Animation

ȏ Articles

ȏ Auctions

ȏ Audio Marketing

ȏ Auto-responders

ȏ Award Recognition

ȏ Backend Marketing

ȏ Banner Ads

ȏ Barter

ȏ Blogging

ȏ Bonus Oers

ȏ Business Cards

ȏ Case 6tudies

ȏ Consulting

ȏ Contests

ȏ Download Page

ȏ (-bay

ȏ (-Books

ȏ (mail (ndorsements

ȏ (-zines

ȏ )eedback forms

ȏ )ollow-up Marketing

ȏ )orums 	 1etworking 

1ewsgroups

ȏ )reebies

ȏ )unnel

ȏ Marketing

ȏ Guarantees

ȏ Info Products

ȏ InterYiews

ȏ Keywords

ȏ List-Building

ȏ Mailing lists

ȏ Membership sites

ȏ Mini Courses

ȏ Mini (-books

ȏ Mini 6ites

ȏ 1etwork Marketing

ȏ 1ews )eeds

ȏ 1ewsletters

ȏ And more!
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When considering direct mail, we haYe seYeral options� We could send a sales 
letter, a brochure, or a postcard� A sales letter might work – if it gets opened� 
These days, that’s a long shot� Most people easily recognize business-related 
sales letters and many will toss our letter, unopened�

What about a brochure? A brochure might work if we design it as a self-mailer 
(a piece mailed by itself instead of being placed inside an enYelope�� Here again, 
though, we haYe a problem: A brochure is also easily recognized as promotional 
and discarded before anyone reads the information�

And these mailings dier signiȴcantly in cost� Before you make any decision 
about how much to spend, consider the factors that are all too often ignored: 

ȏ� What is your buyer’s decision-making process? 
ȏ� How can you quickly interrupt their pattern to get your message in front of them 

in a compelling, emotional way so they pay attention and take the action you 
want them to follow?
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Chapter 8
Conclusion

When it comes to reaching your perfect customer, you haYe myriad options�

Although narrowing them down to the right one(s� can seem confusing and 
oYerwhelming, you can follow a simple process to create the ideal marketing plan for 
your business� How? Figure out where your customers are, what you can do to reach 
them, and how to do it most eectiYeOy�

Here are some action steSs you can take now to begin creating your ideal marketing plan:

1. Spend a few minutes imagining a day in the life of your perfect customer.
What does she do when she wakes up? Does she commute? Does she have kids to 
get ready for school? Does she work? Does she listen to the radio, watch TV, surf 
the Web? Where can you reach her?

2. Examine the lists of resources in the report, and then…

3. Put yourself in your perfect customer’s mindset. When and how will she be most 
receptive to hearing your message?

4. How can you deliver your message during those times and in those places where 
she is receptive to hearing it?

By following these steps, you’ll be well on your way to attracting more Tualiȴed leads 
than eYer, faster than eYer�
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Chapter 9
Summary

Before you begin any marketing campaign, ask yourself where you can ȴnd your 
ideal client� The most eectiYe way to answer this Tuestion is to spend a day in her 
shoes� Walk through eYerything she does, and imagine where she will be when she is 
thinking about the product or serYice you oer�

With this in mind, consider the distribution channels aYailable to you – direct sales, 
sales agents, phone sales, mail order, online, retail and eYents – and decide which will 
be most eectiYe in reaching your perfect customer� Then determine how to most 
eectiYely use the channel to reach her� 

Follow these steps each time you begin a marketing campaign and you’ll easily 
attract more Tualiȴed leads, more Tuickly.
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The immigration law environment is changing fast. Don’t get caught out by 
the new Immigration Act 2014 which removes your crucial right to appeal a 
decision in most cases. 0ake sure your application is spot on the ȴrst time�

DID YOU KNOW? Innocently saying the wrong thing or omitting 
crucial facts in an immigration application can get your applicant 

banned from applying again from between one to ten years�

Here is Your Free Visa Report

T H E  V I S A  R E P O R T :  
The Smartest, Most Reliable Path to U.K. Immigration

WE HAVE A 95% SUCCESS RATE FOR 
Getting Our Clients Their Visa!
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T H E  V I S A  R E P O R T :  The Smartest, Most Reliable Path to UK Immigration

Are you busy working and juggling in the UK, but feeling lonely for the person 
or people you left behind—the loved ones who are keen to join you?

Even though you feel safe and secure where you are, you worry about the 
wellbeing of those who aren’t with you yet—a ȴanc«, a spouse, a parent, or 
children. 

It can be hard to sleep at night when the ones you love are living so far away. 
Even during the day, when you should be counting your blessings, you’re 
counting the days until you can become part of a family unit again.

Settling in the UK is an exciting prospect, but the complex and confusing 
immigration process can leave you feeling exhausted, unhappy and unfulȴlled 
no matter how pleased you are to be here. It’s time to enlist the help of a 
specialist UK immigration solicitor, one who knows how to keep advancing 
your goal day after day so you can put an actual date on your calendar and 
start making plans to enjoy quality time again with the people who make your 
life feel more complete.
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THE FRIGHTENING FACTS ABOUT GETTING YOUR FIRST 
APPLICATION WRONG

The Immigration Act 2014 removes a safety net that applicants have long 
enjoyed: it removes your right to appeal a decision in a large number of cases. 
So it’s prudent to make sure the ȴrst application is spot on to minimise the 
risk of refusal. By getting it right the ȴrst time, you can avoid unnecessary 
delays and costly additional application fees, which are approximately 1000 
GBP each time. Best of all, in hiring a professional, you’re far more likely to 
avoid disappointment while welcoming your partner to your side sooner. 

The Internet may have you believing that completing a ȴrst-time application 
is easy. But we’ve seen the sad consequences of people who have tried to 
do it themselves. There is a lot that can catch you out, and with the new Law 
being rolled out, being caught out can dash any hope of reconnecting with 
your loved one any time soon in the UK. Saying the wrong thing innocently in 
an immigration application can get the applicant banned from making another 
application from between one to ten years!
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At UKML we research, prepare and share with you what you will need to do in 
your speciȴc situation. We lodge the application for you (for those inside the 
UK), inform you of the decision as soon as we receive it, and liaise with the 
home oɝce if anything more is required. We are thorough, fast and practical.

Every client is dierent, so your particular needs and time frame are uniquely 
yours. This is why we’ll be happy to tailor our service to meet your precise 
conditions. Our goal: give you professional guidance and peace of mind at 
every stage of your case so you can concentrate on other things while the 
immigration process unfolds over a period of days, weeks or months (depending 
on the complexity of your situation). 

At UK Migration Lawyers, we’re immigration experts. We help achieve your 
goals by going after the results you want using every tool available to us.  

Specialists in UK Immigration law, we’ve helped thousands of people from 
all over the world gain entry or leave to remain in the United Kingdom. And 
with a remarkable track record for securing ȴrst-time visas, helping you with 
yours will be our pleasure. 
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WHY CHOOSE UK MIGRATION LAWYERS?

)ollowing a long-standing, multi-generational passion for human rights, equality 
and justice, Gazala Rashid, the founder of UK Migration Lawyers, became a 
solicitor to make sure everyone she serves receives thorough representation 
and to ensure that every opportunity is maximised with regard to the outcome 
each client is seeking. 

Gazala’s specialist and dedicated multi-lingual legal team share her vision for 
quality representation and justice for all. Gazala has assembled a specialised, 
committed team of lawyers who share her passion for justice and even-
handedness. The UK Migration Lawyers team listen to clients’ predicaments 
and spares no eort meeting their needs. Many clients go on to refer their 
friends, families and colleagues to UK Migration Lawyers. 

Our long-term vision is engage in more pro bono work with and for the charities, 
orphaned children and women who have ȵed violent homes and need support 
to re-establish themselves in a new community.
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CREDENTIALS, FEATURES AND BENEFITS

 � We have successfully completed thousands of cases

 � We have established an extraordinary success rate

 � We work on a ȴxed�fee Easis. No hidden costs.

 � We oer direct access to our immigration solicitors  

 � We guarantee suEmission of the correct application for an agreed price. 

 � We work closely with leading barristers to provide you with outstanding 
representation

 � We show you the clearest and fastest way to achieve the result you seek

 � We oer a consultation with a specialist solicitor to assess your eligibility 
and to help you avoid disappointment, loss of rights, and wasted fees.

274



7
T H E  V I S A  R E P O R T :  The Smartest, Most Reliable Path to UK Immigration

HOW IT WORKS: OUR STRESS-FREE 5-STEP PROCESS  

Step 1—Detailed Analysis 

Upon acceptance of your case, you’ll 
receive a call from your solicitor. He or 
she will conduct a detailed analysis 
of your precise situation and challenge 
so we understand it thoroughly from 
day one. With this information ȴrmly on 
board, we will have everything we need 
to negotiate the process and pursue the 
result you’ll cherish.

Step 2 —Strategic Implementation 

Having thoroughly analysed your speciȴc 
situation, our immigration experts will 
identify the issues that may hinder the 
successful resolution of your case. We’ll 
clearly explain the Eest way forward 
so you’ll understand every step of the 
immigration process. 

Step 3—Preparation

After we’ve conducted the analysis and 
you’ve given us the relevant documenta-
tion, we’ll prepare your case with the goal 
of resolving your case quickly and eɝcient-
ly to achieve the outcome YOU want.
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Step 5—Outcome!

We will call you to let you know the outcome of your case as soon as we 
know it. If your case is approved (the vast majority of our cases are), you 
can Eegin celeErating!

Step 4—SuEmission 

We’ll suEmit the application to the 
appropriate government body and 
shepherd it through the process. We’ll 
follow it up with the Home Oɝce (or 
other appropriate body) to make sure 
your case is moving along reliably. (As 
a team, we’ve handled thousands of 
cases like yours, creating miles of smiles 
and happy endings all along the way.) 
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HERE ARE THE TOP QUESTIONS OUR CLIENTS ASK! 

 � Can you help me? In most cases, yes. We’ll do everything in our power 
to help, no matter how bleak your situation. We’ll provide a preliminary 
consultation to assess your case. If we then don’t take you on, you won’t 
owe us any fees.

 � How much will it cost?  Depending on the complexity of your case, we oer 
a ȴxed fee service. 1o hidden costs or surprise charges. 

 � How long will it take? If you’re eligible for the Home Oɝce same�day 
service, we will process your application and have your visa processed and 
approved on the same day you suEmit it! In more complex cases, the 
process can take a few months. 

 � When can we start?  Right now! Call us (020 �0�1 14��) to start your 
application.

 � What happens if I get refused? If you’re eligible for a right of appeal, we’ll 
advise you on the best course of action, whether it is to pursue an appeal, 
lodge a fresh application, or an application for Judicial Review. 
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 � Do I need to pay more if I get a refusal? We charge ȴxed fees based on 
which stage your case is in. Before we begin a new stage, we’ll explain the 
fees and what’s included so you know exactly what to expect.

 � What if I am not given a right of appeal? Can you still help me? <es. We 
can discuss a fresh application or Judicial Review if your case is eligible.

 � What happens if I get detained? We can help. We will visit you and lodge 
either (further) representations, an application, an appeal, bail, or pursue 
an injunction and a Judicial Review, depending on the nature and status 
of your case.   

 � I am an overstayer. Can you still help me? Usually, yes, depending on 
your circumstances including your ties to the UK, your family background, 
and your immigration history. 

 � Do you guarantee the visa? We guarantee that we will conscientiously and 
responsibly submit the right application at the right time and at a ȴxed fee. 
We naturally cannot guarantee success, as the decision-making process is 
out of our hands. 
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 � What if the application doesn’t work? This occasionally happens—but 
it’s rare. In the unlikely event that this happens in your case, we’ll work 
hard to ȴnd a solution. We’ll tackle your case from another angle and 
discuss a fresh application, appeal (if available), judicial review, or other 
legal challenge. 

 � What if it doesn’t work a second time? We will continue to work closely 
with you. We’ll pursue realistic avenues to get you the result you want! Our 
goal is to make sure you receive conscientious, committed service. 

 � Can I pay only if I win? 1o. Our professional solicitors provide a thorough, 
exacting service including ȴghting to the end for you. We work together. To 
provide this level of service, payment is required, win or lose. 

 � Are you Eased in /ondon? We have meeting rooms at Kensington High 
Street. Please call for an appointment at this location with one of our 
specialist solicitors. 

 � Do you see clients on weekends? Yes by prior arrangement in Birmingham 
or London locations only.   
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CRITICAL QUESTIONS TO ASK AN IMMIGRATION SOLICITOR SO 
YOU DON’T PAY MORE FOR LESS! 

 � Who are you regulated Ey? We are regulated by the Solicitors Regulation 
Authority. 

 � Will I Ee aEle to speak directly to my legal advisor or see him or her 
face�to� face after you’ve accepted my case? Do I get direct access? Yes. 
You will be given your solicitor’s direct email and direct telephone line – no 
holding, no waiting, no hiding! 

 � Have you dealt with my type of case Eefore? YES. We have extensive 
experience with all types of immigration and asylum law matters at all levels. 

 � What is your success rate for these types of cases? We have very high 
success rate at ALL levels and a 100% success rate for same day service.

 � Who will Ee handling my case? A solicitor? Your case will be handled by 
either a UK Tualiȴed solicitor or by a level 2 accredited caseworker who 
has passed specialist exams at the senior level in immigration law. 
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 � Will you Ee suEmitting the application on my Eehalf, or do I need to 
lodge the application myself? We will do EVERYTHI1G for those in the 
UK. )or overseas clients, we will prepare EVERYTHI1G however applications 
must be lodged / attended in person.

 � Can I send you all the documents and forget aEout it or do I have to 
upload the documents myself? Send the documents to us by post, by fax, 
or send them by email. Your choice! 

 � Can I reach someone in an emergency? Yes. We provide an after-hours 
service. 

 � What would you do to help me if I got detained?  We will do what we 
can to help you. We will visit you in prison or at a detention centre, lodge 
representations, an application, an appeal, bail, or pursue an injunction 
and a Judicial Review- the speciȴcs will depend on the nature and status of 
your case. 

 � How often do you follow up on an outstanding application? We will 
follow up on your application at least once a month.
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Who are you longing to embrace again?
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UK 0igration /awyers /td.

Centre Court 1�01 Stratford Rd, 
Hall Green, Birmingham, B28 9HH

/ondon Conference )acility 
(By appointment only):

Dryland Business Centre 
96 Kensington High Street 

London W8 4SG

Phone: 020 �468 9976 
)ax: 0121 �2� 6972 

Email: info@ukmigrationlawyers.co.uk
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FREE REPORTS 

14 CRITICAL Questions You MUST Ask Before Hiring a Moving Company 
(So You Don’t Pay More For Less!) 

Congratulations on your upcoming move! We are so glad you’re taking the time to read this report – it’s an 
important first step in helping ensure you have as stress-free and easy a move as possible (and we want that for 
you as much as you do!). 
Moving can be a stressful part of life – there’s no two ways about it. But the moving company you hire should 
serve to alleviate that stress as much as possible. Part of that service includes their having proper customer 
service skills, the utmost respect for you as their client, and the patience, willingness, and ability to answer any 
and all of your questions.  
While cost is always a consideration, you cannot base your hiring decision solely on pricing – there are so many 
other critical points to consider when choosing the right removalists for you! 

Sometimes Paying less, Costs You More 

To ensure you’re able to make as informed a decision as possible when hiring a moving company, read on for 14 
key questions you MUST ask them (and why!) before you make your final decision.  

Question #1: What is your damage and insurance policy? 

Damage can occur during a move for a variety of reasons – sometimes, a moving company hires cheap and 
inexperienced labourers who are careless with your belongings. Sometimes, accidents happen, regardless of the 
skill level of the workers. Either way, it’s important to know you’ll be protected and covered if any damage is 
incurred.  

So, first up: Ask your potential moving company if they have insurance, and then ask them to show you their 
proof of policy. This is critical! Most companies claim they have insurance, but actually don't – and if you don’t 
ask, you’ll risk discovering this important bit of information AFTER a problem occurs.  Plus, many companies – 
those with insurance and those without – will resort to “bully” tactics to get out of paying for damage. They’ll 
blame the damage on the customer, claiming it was already there before they had arrived. They will simply deny 
it completely, going so far as to even ignore your attempts to contact them, or to file a claim.  

But when you request the company show you a Certificate of Currency to prove you are indeed covered by their 
insurance, you’ll know you can stand your ground against the company should an accident occur. Make sure you 
are thoroughly clear as to what the insurance actually covers (e.g., insurance should cover more than damage to 
the vehicle; you’ll want to make sure it covers your belongings, as well). Accidental damage and all-risk 
insurance will ensure YOU don’t get stuck paying out of pocket if a removalist drops and breaks your expensive 
TV or family heirloom! 

BONUS TIP: If you are not the sole decision-maker in your move – whether you have a spouse or roommate – 
make sure you are BOTH present when you interview a potential removalist, so you’re both fully aware first-
hand of all pertinent details related to and included in the quote (damage and insurance policies and 
considerations, any extra services, guarantees, price quoting, and so on). This will minimize the chance of any 
“misunderstandings” between all parties, and you have a “witness,” too! 
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At Complete Removals, we provide a copy of our Certificate of Currency to you, so you know exactly how you’re 
protected, and to go one step further, we Guarantee our work, meaning if we mess up, your move is on us!   

Question #2: Do you perform background checks on your employees? How can I rest assured I will be dealing 
with professional removalists?  

When you first call a moving company to discuss your needs, you often speak with a sales person or manager. 
Be sure to inquire about the actual workers who will be in your home, handling your possessions. Unfortunately, 
some moving companies cannot support fulltime workers, so they hire temporary labourers who are not 
properly trained, and who may be unreliable and/or untrustworthy. In fact, the removalist industry is one of the 
worst when it comes to hiring transient workers – from the unskilled to the overall uninterested and uninvested 
– who may just be showing up for a day’s pay.

Wouldn’t you want to know if the removalist standing in your bedroom ready to transport your valuable 
possessions has been convicted of assault, theft or other crimes? Unknowingly hiring criminals may not be the 
intention of the moving company, but it isn’t uncommon. 

A professional removalist will go above and beyond the call of duty in all aspects to make sure you are 
comfortable and satisfied with the process, including having the willingness to provide you with all of the 
information you need, so don’t be afraid to ask about the people who will be entrusted with your family’s 
belongings. 

At Complete Removals, we … 

Question #3: How many theft claims have been filed against your company? 

Theft is another major issue with moving companies, because of the transient nature of many of the workers. 
It’s your right to know if the people entrusted with your belongings have had theft claims filed against them, so 
don’t be shy! 

BONUS TIP: We recommend you also use the greatest free resource you have available to you to do a little 
background research on the company you’re considering: the World Wide Web! Do a few quick searches online 
– customers who have had to file theft claims against companies will often post reviews online, and it won’t take
you long to find them, if they have. 

At Complete Removals, we are proud to say we have never had a theft claim filed against our company. 

Question #4: How much experience does your company and team have? 

Moving companies may tell you they have decades of experience – meaning they’ve been in business a long 
time – but that doesn’t necessarily tell you anything about how experienced the specific removalists assigned to 
your move are. Being a professional, expert removalist doesn’t happen in a day – it takes experience, physical 
strength and stamina, reliability, and strong people skills, to name just a few important qualities. You want to 
avoid a dropped box of poorly packed glassware, or a table leg broken because it wasn’t properly secured in the 
truck, right? So ask to be provided with the names of the individuals who will be present on your moving day, 
and find out how long they’ve been removalists. You should know who will be handling your valued possessions! 
And, if names can’t be provided, beware – this is an indication that the moving company is too big or scattered 
to personalize their business or provide you with the care you deserve. 
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Bottom line: You can’t expect your removalist to take special care of your items - to know HOW to transport 
them safely and carefully, if they don’t have formal training and extensive experience. 

BONUS TIP: Don’t be fooled by professional-sounding accreditations. Some moving companies will boast being 
accredited by AFRA (the Australian Furniture Removalist Association). However, like some other industry-
accrediting organizations, they can be manipulated and worked around. AFRA does not closely monitor their 
accredited companies, ensure any standards are being met, or enforce adherence to any set of rules or 
procedures – in fact, they don’t do much other than collect annual member fees! 

At Complete Removals, we are more than happy to provide you with the names and backgrounds of our 
professional removalists. We want you to feel safe and confident when you choose us for your moving needs. 

Question #5: What is your quoting process, and what specific additional costs can I anticipate? 

Nothing is more stressful on moving day than a last minute price change or “renegotiation”! 
Unfortunately, it’s become an all too common practice for a moving company to underquote (aka purposely 
mislead) customers in an effort to win their business at any cost. Never trust a number that is only given verbally 
(see Question #5 for more on this topic)! If you do, you’ll more than likely receive a costly surprise on moving 
day, when the removalists suddenly ups the price. And worse, this is also another opportunity for those less-
than-reputable removalists to utilize those bully tactics again, demanding a new and higher payment. (There 
was once a case where a removalist refused to unload a large flat screen TV until the customer agreed to pay 
the increased fee.)  

Purposeful underquoting also occurs when a removalist offers an hourly rate, and intentionally tells you the job 
will take less time than they know it will. Or, they may add on “extra” fees for fuel or stair-climbing, only sharing 
that information with you after they arrive and the move is underway!  On average, a three-bedroom house will 
be purposely underquoted by up to $500!  

The companies that resort to undermining their customers this way do so because they don’t have the skills or 
experience to back up the level of service they claim you will receive.  

When you know purposeful underquoting exists, you can be armed with the knowledge you need to ensure you 
don’t get taken advantage of when you least expect it.  

BONUS TIP:  Don’t get a quote from an online company or website that offers instant quotes from multiple 
removalists – this is not to be trusted! Such websites operate by making their profit by selling your lead to 
whichever moving company “buys” your business from them, with no guarantee or indication of quality or 
assurance. 

At Complete Removals, we pride ourselves on our customer service. We will never purposefully underquote, and 
you’ll know well before moving day what your exact costs are going to be. No surprises here! 

Question #6: Can I get that in writing? 
First and foremost, once you’ve received all the information you’ve asked for from a removalist – including price 
quote, time estimate, date of move, insurance policies, and more – the company should provide you with 
written confirmation covering ALL these details. Unfortunately, there are moving companies out there that will 
cancel on clients the week or day of a move (perhaps offering a fibbed excuse) if they’re able to schedule a 
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better-paying job. So, written confirmation of your booking will help ensure your appointment is met – and met 
to your satisfaction. 
 
Then, upon your decision to hire, a written contract is absolutely necessary to protect you completely. Without a 
contract, technically no formal agreement exists – so all bets are off when the removalists are standing in your 
home and calling the shots (if they even show up!). You can't sue them or take legal action without one, because 
you only have your word against theirs, and the cost and hassle of filing a legal claim under such circumstances 
only adds additional stress and money loss.   
 
It’s worth repeating: Get EVERYHING in writing! You need a clear, black-and-white contract that spells out every 
component of the moving process, including any potential “extra” fees or services. When you have every detail 
in writing, up-front, you will have fewer surprises on the big day itself. 
 
At Complete Removals, we take the time to go over our contracts with our clients, making sure all details are 
accounted for and our clients have a clear and thorough understanding of our agreement.  
 
Question #7: What size trucks do you have in your fleet? 
 
Most moving companies don’t have a large or varied fleet of trucks to offer an appropriately-sized vehicle for 
your move, and sending undersized trucks to your move is another very costly way for some companies to take 
advantage of you. In fact, such companies will tell you in your initial conversations that their truck can fit an 
“average size move,” even though they know there is a strong possibility that one truck will not cover the job. 
On moving day, they suddenly require a second trip – which will no-doubt cost you an additional 25-50% over 
your preliminary quote. Ask upfront about the moving company’s fleet, and how they’ve managed other moves 
of a similar size to yours – the more information they share, the better you can gauge how well-equipped they 
may or may not be to meet your particular needs.  
 
BONUS TIP: If the moving company you’re considering won’t come out to your house to provide you an accurate 
estimate, you’re almost guaranteed to run up against problems. (More in Question 12.) 
 
At Complete Removals, our trucks …   
 
Question #8: What kind of equipment do you use to transport my belongings? 
 
Dented refrigerators. Scratched furniture. Broken dishes. As if moving day wasn’t stressful enough, right? You 
should not have to be worried about these added potential additional stresses, but unfortunately, many 
companies are ill-equipped to properly transport your possessions – resulting in all sorts of problems for you.   
 
Protect your possessions by asking your prospective removalists exactly how they plan to safely transport your 
belongings, and with what equipment. Large corporate companies may send trucks with shipping containers – 
which cannot properly stabilize your belongings – and smaller companies may send trucks with little to no 
proper padding to protect your furniture and valuables. Specifically, find out how they will secure your items in 
the truck, if they use professional-grade tape, rope and ties for doing so, what they use for padding to prevent 
damage, and if their trolleys are sturdy enough to hold your heaviest items. 
 
At Complete Removals, we …  
 
Question #9: How can you offer such low rates? 
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Chances are, a company offering steeply discounted rates compared to others really is too good to be true! Even 
if they seem to “talk the talk” on the phone, certain removalists who position themselves at a competitive price 
point do so only by cutting inappropriate corners in other important areas, such as by paying low wages to 
unskilled workers, buying insufficient moving equipment or trucks, and/or undertraining their staff (if they have 
any training, at all). These companies often don't implement processes to ensure a stress-free moving 
experience for their clients, either. They will avoid writing contracts and terms and conditions, refuse to provide 
written quotes, and sometimes require cash payments (so they cannot be traced back to the job should 
something go awry).  
 
How do they get away with this? They take advantage of first-time movers . And in the end, the only person who 
suffers is the customer. Of course you’ll want to price-shop, but your cost is only one part of the moving puzzle 
… and in this case, cheaper does not mean better and may actually end up costing you more! The old bait and 
switch is something you must completely stay away from. 
 
At Complete Removal , we  …    
 
Question #10: Packing and unpacking – what do I need to know?  
 
You may feel more comfortable handling and packing your personal items yourself. However, it’s also important 
to consider (especially if you haven’t undergone a substantial move before) that there really IS a “method to the 
madness,” and true professionals know exactly how to effectively and safely box your items so everything that is 
delivered to your new home arrives unscathed. 
 
Simply wrapping something in paper and putting it in a box is not how you want to go about packing an entire 
house. Packing champagne glasses and plates and other breakables requires skill and finesse! You have to 
manage the weight of the box whilst managing the weight of items that neighbor other items within the box, 
and find the balance between over- and under-packing each box – not to mention the need for new, 
consistently-sized, sturdy boxes (which are very different than what you can pick up at a local supermarket!).  
 
Our experience and research suggests proper moving boxes/containers  can increase the efficiency of a move by 
up to 40%, saving considerable time whilst drastically increasing the protection of your goods. In fact – a 
properly and professionally packed box of breakable glassware can be dropped from overhead without a single 
item breaking! However, this is only possible when the packing is done with professional precision . 
 
One more thing to think about here – on moving day, do you really want to be faced with the task of unpacking 
everything yourself once it’s delivered to your new home? There is nothing more annoying, exhausting and 
inconvenient than having to unpack your boxes after a long day of moving, when the only thing you want to do 
is put your feet up, enjoy a meal and relax! Imagine waking up with your belongings carefully unpacked, 
everything in its place … imagine all the hard-work you’ll be saved !  
 
Be sure to ask what packing and unpacking services are covered in your cost . The right removalists  will take 
care of all of this for you! 
 
At Complete Removals, we offer a complete packing and unpacking package  , so you can sit back and relax 
while we do all the work !  
 
Question #11: Can you provide me any additional helpful resources, such as a moving checklist? 
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A professional moving company will have standard  processes and procedures in place to ensure a seamless 
moving experience for you, and this starts WAY before moving day. Ask if they have any resources for you, like a 
checklist outlining important moving considerations, such as :   
- Items you should pack with specific materials, to ensure their safekeeping  
- Items you should leave unpacked so you can access them on moving day 
- How to mark your boxes so the transporting of your belongings goes as smoothly as possible 
- Who should be notified of your move  
- Etc. 
-  
Such advice not only makes your packing and preparation easier, but streamlines the complete moving process 
in a way that allows your removalists to get their job done not just more efficiently, but more quickly.  
 
Bonus TIP: No contracts, no confirmation, no systems, no processes, no checklists? If this is what you’re 
discovering while interviewing a potential moving company, understand that you’re dealing with a sketchy, 
unethical company. 
  
At Complete Removals, we have a … checklist, carefully designed to  …   
 
 
Question #12: Will you do a site-check at my home? Do you need a list of all items to be moved? 
 
The removalist should answer with a resounding “yes”– in fact, they should be the ones to offer this to you! 
Without a prospective removalist  inspecting your home and its contents, they cannot provide you with an 
accurate quote – even if you share many details about your house via conversation. And without an accurately 
gauged quote, you’re much more likely to be faced with a price increase on moving day due to increased labour 
and time. And more money equals more stress, which you certainly don’t need. 
 
The moving company should also provide you with a sample inventory list from which you can create your own 
to share with them – also helpful in securing as accurate a quote as possible.  
 
BONUS TIP: Hold a garage sale before you move, not after. You could save yourself hundreds of dollars, if not 
more, in moving costs just by getting rid of things you aren’t planning to hold onto after your move! 
 
At Complete Removals, we come to your home for a complimentary estimate , so you know exactly how many 
trucks it’s going to take to complete your move , and there are no surprises on moving day.    
 
 
Question #13: Do you work with any professional property stagers? 
 
If you own the home you currently living in and are looking to sell, this seemingly small step could pay you back 
tremendously – in time, money and sanity! Properly staging your home prior to putting it on the market can 
entice prospective buyers on a very personal level. There are different approaches to staging, from bringing in 
different furniture to better showcase the potential of your home, to setting up entertainment or playroom 
areas with decorative touches to help a potential buyer envision living in the home. 
 
Not only can staging your home help sell it faster, it can even increase the likelihood of getting a better price. 
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You may want to choose a moving company that has aligned itself with a reputable property stager with cost-
effective options. They can help you de-clutter and store items from your home to help it have a broader sales 
appeal, and this may be bundled into a single package deal with your relocation costs – which may work so well 
that your moving fee could be nearly FREE if executed properly, compared to if you had not worked with a 
professional property stager. 
  
At Complete Removals, we …   
 
Question #14: I’d like to speak with one of your recent clients – would that be possible? 
 
Never choose a moving company without investigating their recent client testimonials and background, which 
will help you gauge their legitimacy. The best way to get the real story is to ask to speak with a client of theirs 
(preferably from a job that occurred that same week), which a removalist should be able to arrange , to ask how 
they felt about the service they experienced. Testimonials on a company’s website are not always to be trusted 
– the more firsthand the review, the better.  
 
At Complete Removals, we have a long list of happy clients who are happy to share their great experience with 
our company with you !   
 
*** 
 
Going over all of these questions with a prospective removalist will allow you to make as informed a decision as 
possible when hiring a moving company, so you can rest assured that your needs (and your rights) will be met 
and protected. 
 
Remember – moving does not need to be a stressful experience! 
 
At Complete Removals, we treat you like family and guarantee a perfect stress-free move. You won’t be left with 
damaged furniture, missing possessions, unexpected price increases or impersonal customer service. All you 
have to do is get yourself to your new home – and leave the rest to us! 
 
For a free quote on your upcoming move, contact us at (XXX) XXX-XXXX  or [EMAIL ], and visit our website for 
more information: http://www.completeremovals.com.au/. 
 
To your successful move, 
[SIGNATURE] 
 
Corey Smith 
[INSERT TITLE ] 
“A Perfect Stress-Free Move, Guaranteed!” 
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Could Doubling or Tripling Your Revenue Each Month and 
THIS Year Truly Be This Simple?  

 
 
"Here's The Exact Process Which Has Built 5 Multi-Million Dollar Companies for 
Me (One of Which Became a Multi-BILLION Dollar Company) and Skyrocketed 

The Revenues Of Over 4,914 Business Owners Around The Globe " 
 
 

"This is an amazing program that helped me just 
surpass our best sales year ever in a business that has 
been around since 1976. John is a “master” at building 
businesses. This is a unique opportunity that I was so 
glad that I’ve been a part of. A real blessing. If you are 
committed to your business growth and success, this is a 
great way to go. Have a great 2014." 

Reuben Salazar, Owner of a Welding Business 

Before working with John Assaraf: 

� Economic downturn nearly destroyed his business 
� On the brink of bankruptcy 
� Stress was pervasive among employees and family 
� People did not like to be around him 
� Felt like a failure and was making bad decisions 
� Didn’t trust his judgement and had lost self-confidence 
Results After working with John Assaraf: 

� Family, friends and employees noticed a͒ major difference in his attitude 
� Business revenues increased over 100%͒ from $400,000 to over $1,000,000 a year 
� Today his business is generating over $100,000 per month 
� Vacationed in Hawaii, Caribbean and San Diego 
� Purchased a new car 
� His wife loves the positive changes and their marriage is stronger 
� He has total freedom, fulfillment and control over his future! 
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From the Desk of John Assaraf: 
 
Dear Potential "Cloning of Business Success" Business Owner,  
 
 
Have you ever felt that running your business is getting in the way of 
building your business? 

Do you ever feel like you’re working SO hard, only to achieve 
average results? You feel like with the amount of energy, time and 
resources you're putting in (sweat equity), your business should be 
growing much faster than it is. 

But instead, it flounders and grows slower than you’d like or even at 
a snails pace, leaving you frustrated, disappointed, and maybe even 
exhausted. Not to mention on the edge of burnout. 

Even worse, you probably know someone who isn’t as smart as you 
are, yet earns more money than you do in the same type of 
business... 

And if you think about it, you probably know someone who IS 
smarter that you are yet earns less money in business than you do, 
right? 

So what lies at the root of this problem? How can you – a smart, 
hard-working person – continue to achieve less than your potential 
despite all your best efforts, while others – less smart, less hard-
working people – succeed? 

The answer to this mystery is simple. Business success is never 
the birthright of intelligent people  it’s reserved for those who go 
beyond theoretical knowledge to the application of practical and 
proven formulas just like playing a song on the piano or playing a 
sport that requires a step by step, systematic process. In addition, 
based on the latest neuroscience, everyone’s internal business and 
financial success thermostats are set at different levels of success. 
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Here is the GREAT NEWS. You can CLONE 
BUSINESS SUCESS. And THAT, my friend, is 
the real secret to the business growth you’re 

working so hard for. 

How Would You Like To 
Significantly Increase 

Your Revenues, Profits 
and Business Value in 

2014? 
The first key to hitting explosive growth is your 

mindset. It requires ͒WKLQNLQJ�DER
EXPONENTIALLY, ratter than linearly. 

Some of The Companies John Assaraf has Started and ͒͒ Built Using His Proprietary “CLONING” 
Process. 

 
REMAX of Indiana 
$4 Billion a year in just 10 Years 
 
$30 Million in 1 Year and a successful IPO 
 
$5 Million in 12 Months 
 
$3.0 Million in 3 years 
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Welcome To The 

Cloning of ͒͒Business 
Success Live Event 

August 14th, 15th, 16th 2014 

 

I’m limiting the number of 

attendees to 50  so if what 

you’re reading intrigues you, 

act now – APPLY RIGHT HERE! 
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Here Is What It Is Costing You To NOT Fix The Holes In 
Your Business: 

 
Arif Balagam owned 2 dental practices that were both doing less than $50,000 
per month in revenues. This caused him to consistently be frustrated knowing 
that there was more business he could be doing yet wasn't. No matter how hard 
he tried, he kept generating the same amount of revenues monthly with many 
peaks and valleys along the way. 
 
The biggest "Aha's" he discovered once we started helping him was that he didn't 
have a consistent lead generation strategy or a proper sales process plan nor  
the proper sales training for his front desk staff who were handling all the 
incoming prospects who were calling in and asking money related questions.  
 
After Arif started our program, his revenue more than doubled and the amount of 
new patients went through the roof. Here is what Arif has to say in his own 
words:  
 
Hi John, 

What an amazing transformation my dental practice has 
seen! We will end up with $110,000 in revenues for 
the month plus an additional $130,000 in collections. 
A total of $240,000! This is THE Best production 
month for the year and the best collections month ever 
for Lumina Dental Spa. 

In addition, we already have $84,000 in new revenue 
booked for Next Month... another record! We have 5 new 
patients scheduled tomorrow so we will end up with 45 
new patients for the month. Before we started following 
your advice on growing my dental practice we were 
averaging just 24 new patients per month. 

John you and your team have made such a huge 
difference in my business  and obviously in my 
personal life, Thank you so much! 
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With love and respect 

- Arif Balagam 

 
I receive letters and videos like this from successful business owners every time 
they install the systems, tools, strategies and tactics contained within The 
exclusive Cloning of Business Success training program.  
 
Unfortunately, experience shows right now your business is virtually guaranteed 
to have serious holes in it. Holes, which are leaking money every month. Holes 
costing you the ability to retire early and retire rich and the ability to live your life 
on your own terms.  
 
Without truly understanding all the ways to drive more prospects and revenue 
forward you lose time and money. The time to scale your business. The time you 
spend running your business when you could be having it run by systems and 
processes that in many cases can be automated.  
 
 
Without seeing these holes in your business it also costs you the full potential of 
what your business could be. What if you made 2 little tweaks and had a 68% 
increase in your revenue, without taking any more of your time or costing you any 
additional money? What if you made 1 move and doubled the number of leads 
you received, literally overnight? 
 
At Cloning of Business Success little adjustments like what I just mentioned have 
happened. The results you can achieve once you gain these multi-million dollar 
and even billion dollar business building secrets I've been privy to, will enable 
you to take your business to the highest levels of success.  
 
Ultimately, this means living your life on your own terms. Being able to do what 
you what, when you want, with whom you want, without compromise and 
certainly without financial limitations. And when you do things the way I show 
you, you'll have such an abundance of time freedom, you will never be stuck 
chained to your business again.  
 
So ask yourself... 
 

How Much Would Your Business 
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Grow if a Mega-Successful Serial 

Entrepreneur Were Guiding You? 
Through the school of hard knocks and the good 
fortune of having incredible mentors of my own, I 
discovered a revolutionary way to build 5 multi-million-
dollar companies from scratch. Over the years, I've 
also worked with thousands of companies just like 
yours, fine-tuning sales and marketing campaigns to 
generate more leads, convert more prospects into 
buyers, and exponentially grow revenues. Each time I 
applied the process I consistently propelled these 
businesses to unimaginable heights of revenues, 
profits and value. 

This experience has given me powerful insights and 
the unique ability to quickly access what is working in 
your business and what is not. Once we uncover the 
gaps, I show you proven systems to close the gaps 
and significantly increase your revenue.  

My passion is business growth, I love helping business owners increase 
their revenues, profits and business value. It doesn't matter if your 
company is currently doing $100,000, $500,000, $2 million, $10 
million or more in sales. I've been there, know what to do, and I can 
help you exponentially grow your business while living a balanced life. 

Now on August 14th-16th 2014 I am personally going 
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to teach a maximum of 100 business owners how to 
exponentially growth their business revenues and 
profits in 2014 and beyond. 

This is the starting point in developing your thinking, strategies, tactics 
and plan to explode your revenues and your profits. 

 
 
 

How Will “The Cloning 
Business Success” Live Event 

Work For Your Business? 

The “Cloning” Process has 3 time tested proven steps to it. 
Steps that will show you the quickest changes you can make 
to experience the most powerful, and profitable, gains in 
your business. 
You will be exposed to exact financial answers  
  

Solutions Which Produce HIGHER Revenues Inside Your Business.  
 
Our 3 step process to grows your business with: 
 
 
 
1. Strategic Planning - From my experience, many business owners 
have never defined the difference between a tactic and a strategy, so 
let’s be sure we’re clear. A tactic is participating in a trade show and 
offering a 15% discount, using direct mail to generate leads or sales, 
a website on an in-person sales call, etc. 
A strategy is the intelligent plan including a sales process through 
which your tactics are aligned and tweaked to work together, and 
optimized to maximize your efficiency and effectiveness. 
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A well designed strategy is one of 
the few, remaining competitive 

advantages you have. 

My estimation is that less than 1% of businesses in North 
America have an effective master strategy and plan. 

[SHOW IMAGE OF ONE STRATEGIC MAP/PLAN] 

Yet  

 

� It alone can catapult you to the top of your industry in less than 6-12 
months. 

� It alone can put more cash in your pocket in the next few months 
alone than you may have earned in the last few years 
combined. 

� It alone will guarantee your company value is 5-10 times that of 
your competitors for when you do finally decide to sell. 

� It alone is the difference between a $1 million dollar buyout versus 
a $10 million dollar buyout. 

 

Strategy alone is the one single area that I can guarantee your 
competitors have never even thought of in this light. 

Why? 

Because there are very few people in the world who understand 
strategy design and implementation. If you wanted to count the 
number of strategy training courses that have been held in the past 
decade – it is dismal to say the least. 

So if you are looking for that edge that makes your company a leader 
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and makes you a lot more money, strategy is one of the most 
important things you will ever learn about. 

At The Cloning of Business Success live event, I will show you 
exactly how to discover and implement effective market domination 
strategies specifically for your business. 

 
 
2. Implementation - Speed of implementation is the fastest way to grow a 
company. It has been determined to be the single biggest indicator of rapid 
business growth or being stuck in the mud, unable to lift your revenue.  
 
At Cloning of Business Success we show you how to increase your 
implementation rate so more gets done every day. 
 
Much of this is done by finding quick windfall profits laying dormant in your 
business right now. When you have a quick windfall of cash, which you will 
uncover how to find at Cloning of Business Success, you can use this cash influx 
to have quality experts and hired help implement more for your business 
success. 
 
Plus, you will uncover how to save vast quantities of your own personal time 
with  
 
 
3. Automation - What that means is you fly or drive to San Diego and after you 
have our 3 days completed together, you have  
 
Processes Producing Profit.  
 
Systematic processes which become completely automated and crank out cash 
flow on a weekly basis. You will see what we do to create profit automation and 
how you can do the same with your business.  
 
Having automated revenue generation ultimately lowers your stress levels 
because cash flows in, profits generate in greater amounts, and your life has 
more money with less of your daily stressful effort going into daily actions to 
make a buck.  
 
With this in place you are often able to skip out on two hours of your current 
schedule of activities daily and regain your time for your lifestyle enjoyment or to 
put back into your business in higher revenue production. 
 
Ultimately, at your higher levels of implementation, you have automated 
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processes of profit production. So when you look into your daily life and your 
weekly schedule, you have everyday and every week income production on 
autopilot.  
 
 

Here Are Some Of The Results  My 
Clients Have Achieved Following 

what I have Taught Them 
 
 

I have already started making changes in my business 
with mind-boggling effects in just the first 2 weeks of 
implementation. I feel this is the Universe telling me to 
“trust” and to believe in “setting the intention” and to 
never again worrying about “the how” .I am so looking 
forward to working with you and I am totally committed to 
change, continuous growth. We have now had 3 record 
back to back months since we starting working with you. 

As COO of a small medical device company, your 
process helped the company grow annual revenues from 
$5M to $17M in one year. The buyers decision making 
process and sales process you taught me proved to be 
instrumental! 

- Guy Sohie 
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Dear John 

My partner and I started Paris Bakery, a French Bakery 
and Patisserie in Dublin Ireland from scratch with virtually 
no financing. We started with the two of us and four 
employees and existed hand-to-mouth. We had no credit 
and no loans, just enthusiasm and a deep self-belief. 
Every penny I inherited from my mother went into the 
business. Almost three years later, we’ve expanded the 
business to incorporate a restaurant, wine bar, 
delicatessen and wholesale deliveries and employ 70 
employees, have a yearly revenue approaching 3 million 
euros ( $4 million US ) and have been voted one of the 
best 100 restaurants in Ireland. Thanks to John’s 
Consulting, I also won Network Dublin’s Businesswoman 
of the Year 2013 Award in June! 

Whatever that magic ingredient is that special people 
have, John has it in bucket-loads. Sell your car, 
mortgage your house and take that leap of faith in John 
Assaraf. You will not be disappointed. 

- Ruth Savill, Founder, Paris Bakery, Dublin, Ireland 

 

As one of the highest paid celebrity voice coaches in the 
world I was hesitant to hire you at what I thought were 
crazy fees. After just two hours with you I now feel that 
you’re actually under-priced! In just minutes you had an 
intuitive and very accurate feel for my industry, my 
competitors and the feelings of my ideal clients. I was in 
awe of the way you got into the minds of my clients with 
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a crystal clear articulation of their fears,desires and 
needs. Your focus, passion and enthusiasm was 
inspiring and I truly feel like a better vocal coach as a 
result of seeing myself through your eyes.  

That alone was worth the money. The bonus is the fact 
that you nailed an elevator pitch, took apart and 
restructured the home page of my website including the 
header, copy, opt-in and color scheme. Thought of a new 
name for my methodology, the name of a free report to 
give away to my opt-ins a marketing plan and drip 
campaign, key visualizations and a clear vision for my 
business.  

Now I have clarity, a plan of action, a strong vision and 
tools to get me where I want to go. I now have certainty. 
What a privilege to work with you. This is the best money 
I’ve EVER spent on my business and my self. You totally 
over-delivered. It may look like a big investment at first, 
however, the truth is; If you really want to spend a lot of 
money, hire somebody who doesn’t know what they’re 
doing! Thank you John for your sincere passion, 
generosity and expertise. 

- Michael Goodridge, Founder, Activation Voice Control 

 

My business growth process starts by re-conditioning the 
way you think and then getting you to focus on and 
understand the areas of growth that are common to all 
businesses; Marketing, Finance, Sales and Understanding 
their Key success metrics. I've proven over and over again, 
in many different industries, that the “Cloning of Business 
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Success” process works. 
 

Apply Now 
 
 

How IS The Cloning of Business 
Success Program Different From 

ANYTHING Else Out There? 
 

We Focus On Using The Latest 
Advanced Brain Research In Neuro-
Marketing and Neuro-Sales To Help 

You Skyrocket Your Sales And 
Revenues 

 
Using the latest in scientific brain technology, called Neuro-Marketing and Neuro-
Sales, The Cloning of Business Success event teaches you how the human brain 
is wired to buy  and how you can use this knowledge in your marketing and 
sales to inspire more prospects to engage with your marketing message and into 
a predetermined sales process that will significantly increase your chances that 
they will buy from you. 
 
It's a truly unfair advantage. Once you understand how, specifically, you can tap 
into the wiring of people's brains, you can gear your communications toward what 
gets results easier and faster. What that means is higher sales revenue in your 
company, and what that ultimately means to you is greater peace of mind 
knowing your sales are growing and confidence your business will continue to 
flourish over the long haul.  
 
Additionally, when you apply Neuro-Marketing to your marketing efforts you will 
find leads skyrocketing. Plus, they are warmer and hotter leads because you are 
speaking to the part of their brain that wants to buy, which creates something 
called Neural Resonance, which you will learn how to create in yourself and 
prospects at The Cloning of Business Success Training Program. 
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How You Will Stand Out From Your Competition With What You Gain From 
Cloning Of Business Success 

 
First of all, please remember this process has produced 5 multi-million dollar 
businesses for me. One of those businesses actually became a multi-BILLION 
dollar company. So what you learn in Cloning of Business Success is truly 
proven and has generated success for me as well as all the business owners 
who have applied the process to business. 
 
It has worked for businesses in all walks of life.  
 
When you experience the systems, tools, strategies, tactics and mindsets of a 
Cloned Business, you will find segments of your marketplace your competitors 
never even thought about filling. 
 
You will connect with prospects and turn them into clients like never before and 
leave your competition wondering "what happened?" as you take more and more 
of the market share. 
 
This is done by applying some of the most successful technologies and proven 
processes to connect with your ideal clients, nurture them, create sales with 
them, and get them to buy over and over again. 
 
Ultimately, this means your competitors don't have a chance to compete with you 
when they go up against the proven processes and brain technology you gain 
inside of The Cloning of Business Success program.  
 
 

The Difference Between Interruption Based Marketing and Search 
Marketing - Plus, How This Increases Your Sales 

 
Interruption marketing is when you are putting an Ad on somebody's newsfeed, 
for example, on Facebook. Here they are being interrupted and asked to focus 
their attention on you.  
 
Search Marketing is when someone is already searching on Google. They 
already have an interest and are looking for you. 
 
You market to these two groups of people very differently. 
 
You have to understand there is a different psychology when you are interrupting 
them vs. their search for you. 
 
In every sales process, you must learn how to quickly identify exactly what the 
prospect wants or needs, and deliver it to a part of the unconscious brain that is 
filtering all incoming information to get attention, engagement and the desired 
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actions you want the prospect to take.  
 
Not understanding how to do this costs business owners MILLIONS of dollars 
and thousands of lost opportunities every single month.  
 
At Cloning of Business Success, you will uncover how to use both Interruption & 
Search marketing to grow your leads and sales significantly. We will give you a 
look into our own campaigns producing profit, how to lower your cost per lead, 
plus how to increase your revenue per lead.  
 
Once you have these insider secrets you will see how much faster and easier 
you really can double or triple your revenue. And you will always be able to 
grow business revenues to a much higher level with this exclusive 
information.  

Apply Now, Click here 
 

The 4 Things Every Business Needs to Have: 
 
There are 4 processes every business must have if you want it to grow 
significantly. They are: 
 
1. A lead generation system - This is a formula that generates leads day in, day 
out. A system which works tirelessly to bring your new prospects interested in 
buying from your company.  
 
2. A way to quickly qualify those leads - Without effectively qualifying your 
leads and prospects, you will waste tremendous amounts of time with non-
qualified prospects who are just kicking the tires and never going to buy from 
you.  
 
By installing a formal process you will notice greater efficiency and also a higher 
closing percentage with the better prospects because you're formalizing the way 
they are communicated with. By formalizing your qualification process people 
consciously and unconsciously know you have a way to solve their problems and 
ultimately get them what they want.  
 
3. A process to convert those leads - What is your current process to convert 
leads into sales? Do you have it documented? Is it easy for someone to look at 
your process and see exactly how your prospects will be talked with in 
communications to buy from your company? 
 
Without one of these you aren't able to see true scalable growth. And even if you 
do have one currently, chances are extremely high that you're leaving pieces out 
of your conversion process which will dramatically increase your conversion rate.  
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When you add in tweaks you learn about at The Cloning of Business Success 
program, you're virtually guaranteed an increase in your conversions because if 
you're not using the latest in Brain Technology and Neural Resonance then you 
aren't getting the highest number of people to buy from you that you can.  
 
4. A nurturing system to keep the leads that don't buy right away in a 
process to buy at a later date - How do you nurture your prospects over time 
right now? Do you have systems in place so they will be automatically interacted 
with every week, every month and even two years from now?  
 
If not, you're leaving money on the table. In a database study, it was found over 
20% of people buy after having had communications from the company for over 
12 months. And over 20% more buy after 6+ months of communications.  
That means, if you're not consistently reaching out to your prospects and 
following up in an automated way, then you're losing money and that can be up 
to 40% or more of the business you would have otherwise. 
 
At The Cloning of Business Success you will see effective follow up systems and 
learn how to adopt the best of the best to your business and profit from it 
immediately and long term.  
 
Now you can start to see why this is an extremely effective process for growing 
your business. Yet there is more. Here is... 
 

Even More Inside The Cloning of Business Success Training 
 
Here is even more you're going to learn about at The Cloning of Business 
Success event: 
 
- How to build trust and rapper quickly with your ideal clientele  
- Secrets to speak to your prospects biggest pains, fears or frustrations 
immediately 
- How to offer your prospects a solution that is viable and affordable for them 
- Why you must give your prospects social proof that your product or 
service is the right choice for them 
- Steps to giving your prospects a guarantee and a risk reversal that inspires 
FAR more sales and how you must deliver upon your promise to generate 
repeated upsells and cross sales which make every customer significantly more 
valuable to you.  
- Changes in google, social media, and other online platforms - how to use 
the latest technologies to leverage your brand, your products, and your 
services. 
- How do you differentiate yourself from the competition? (and sell WAY MORE 
than you ever imagined) 
- How do you become the go to expert for your type of product or service? 
(Nail this and you're destined to have more business than you can handle) 
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- How to develop the Key Performance Indicators (KPI's) that drive every 
business so you can be more of the Captain of the ship looking at the view 
ahead, instead of the engineer of the ship fixing what is wrong. 
- And much more!  
 
So your next step is very simple... 
 

Act Now, Apply To Be Considered to Attend The Cloning of Business 
Success Event 

 
Your next step is simple. Click to Apply Now and fill out our application 
questionnaire.  
 
Unfortunately not everyone who applies is accepted. This is because not all 
business owners are a fit for our process and if we accept you into the program, 
we are choosing to give you everything we can to ensure you see significant 
financial growth with your direct involvement of our program.  
 
So click to apply now and lets make your business revenues double or triple in 
the year ahead.  
 
 
 
 
�
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