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INTRODUCTION 
Welcome to LUCID’s Business Partnership Program. We are so excited that you have decided to join our 

family. This strategic guide is designed to provide you with a ton a of valuable information on our Business 

Partnership Program. Throughout this guide, you will discover information that can be applied to your 

training, your division of LUCID and/or your existing business.  

At the core of our Business Partnership Program is our free training and coaching. Our training is designed 

to provide you with the information you need to know in order to become a web designer and a business 

owner. Throughout this guide, you will find helpful information that you can apply easily and effectively.  

A LITTLE ABOUT LUCID 

WHAT IS LUCID? 
LUCID was founded in 2009 by Matthew McWaters and is a full-service web design company that offers 

web design services and web based applications to entrepreneurs and small to mid-sized businesses. 

LUCID’s goal is to help entrepreneurs and small to mid-sized business owners increase sales by 

establishing and maintaining a strong online presence. 

HOW LUCID HELPS OUR CUSTOMERS? 
Our goal is to help our customers increase sales by establishing and maintaining a strong online presence. 

We help to increase our customer’s online presence through search engine optimization, ease of use 

design, calls-to-action, visual appeal and mobile friendly design. This combination creates a stronger 

online presence for our customers and increases their online opportunities. 

WHO’S MATTHEW MCWATERS?  
Matthew McWaters is the CEO and owner of LUCID LLC. Matthew is a hands-on type of guy that loves 

helping others achieve success. Matthew also provides business advice to small business owners and 

entrepreneurs through speaking events and conferences. Matthew has been in the tech and web design 

field for about 20 years and has been an entrepreneur and business owner for the past 10 years.    
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OUR CORE VALUES 
We want you to be familiar with and apply our core values to your division of LUCID. Our core values 

represent the core of LUCID and when you apply these values to your division you will see a greater level 

of success as a Business Partner.  

OUR CORE VALUES STATEMENT 
With great courage, integrity and passion – we embrace our responsibility to provide our customers with 

the best web design services, web applications and technical support.  

CUSTOMER SERVICE 
Our core values and desire is to build a long-term relationship with you and serve you in a professional, 

meaningful and friendly way. 

COMMITMENT 
We care about you and your business and we are committed to serving you in a respectful, passionate 

and honest way. 

INTEGRITY 
We believe in open and honest communication and we operate our business by a set of strong moral 

and ethical principles. 

QUALITY 
We work hard to provide you with the highest level of quality web design services and we are 

passionate about meeting your needs. 

EXCELLENCE 
We strive for excellence every day, whether it is providing you with the most amazing website, technical 

support or any other services we offer. 

CONTINUOUS IMPROVEMENT 
We believe strongly in the idea and attitude of continuous improvement. Each day we reflect on how we 

can better serve our customers. 

TRANSPARENCY 

We believe in total transparency and we express our values, goals and objectives clearly when it comes 

to building your website or providing you with any of our services. Our goal is to make our services easy 

to understand. 

WEB DESIGN PHILOSOPHY 
Our web design philosophy is simply: Create beautiful websites that generate more leads and sales 

opportunities for our customers. 

PROFESSIONAL ACCOUNTABILITY 
We take accountability very seriously. We owe a debt of professional responsibility to each customer 

and we work hard to maintain the highest level of accountability. 
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FEEDBACK 
We welcome feedback with open arms and a warm embrace. We listen to your feedback and take the 

appropriate course of action to better serve you. 

PASSION 
We are passionate about you, your business and building you an amazing website. 

COMMUNITY 
We believe in giving back to our community through volunteering and financial support. 

MORAL PRINCIPLES 
We have a strong set of moral principles that we will not waiver from. We will NOT design websites that: 

• degrade women or men 

• promote hate speech 

• promote inequality or discrimination 

• promote sexism 

• promote violence 

• promote pornography 

• promote adultery 

• promote scams (i.e. Ponzi schemes, etc.) 

• promote unethical or illegal behavior  
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GETTING STARTED 
You’ve completed your application, been approved to become a Business Partner, and signed your 

contract, so what’s next? The first thing that you will need to do is complete your mandatory training in 

the Business Partner Training Center. To do this, you’ll need to determine how much time you would like 

to dedicate to your training based on the time you have available throughout the week.  

We know that many Business Partners will first start their division of LUCID while also working another 

full-time job or running their own business full-time. It’s a reality that we understand. Having said that, 

you’ll need to determine what works best for you as far as planning your day is concerned. Think about 

how much time you will commit to your training and write it down below.  

 

I am committed to dedicating _______ hour(s) per week to my Business Partnership Training.  

 

You’ll also want to set a goal of when you will want to have your training completed. Setting this goal will 

help you stay on track and build further momentum for you to reach your training goals.  

 

I am committed to completing my training by ________________________.  
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SETTING YOUR GOALS 
Owning and operating a business can be quite rewarding if done in a thoughtful and strategic manner. As 

we mentioned before, many of our Business Partners join us while working another full-time job or while 

running their own business, so it is vitally important to think about operating your division from a strategic 

point of view. Having said that, let’s look at setting some basic goals to get you started.  

WEEKLY WORK HOURS 
The first thing that you’ll need to consider is the time that you have available to dedicate to operating 

your division of LUCID. Having said that, there are a few things that you’ll need to consider. Ask yourself 

the following questions:  

• How much time will I dedicate to networking each week? 

• How much time will I dedicate to web design each week? 

• How much time will I dedicate each week to entering in clients into my customer relationship 

manager? 

• How much time will I dedicate to communicating with my potential clients each week? 

• How much time will I dedicate to communicating with my existing clients each week? 

Take some time to really think about these questions. Think about your current job or business, your travel 

time and how much time you would like to spend with your family after work. Once you’ve come up with 

the hours, write them down below: 

 

I dedicate ______ hour(s) to networking each week.  

 

I dedicate ______ hour(s) to web design each week. 

 

I dedicate ______ hour(s) each week to entering in clients into my customer relationship manager. 

 

I dedicate ______ hour(s) to communicating with my potential clients each week. 

 

I dedicate ______ hour(s) to communicating with my existing clients each week. 

 

Total Hours Each Week: ________  
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MONTHLY CLIENTS 
Now that you’ve made a commitment to the hours you will spend each week operating your division of 

LUCID you’ll now be able to determine how many clients you will be able to take on per month. As a rule 

of thumb, we generally say that a website can take about 30 hours to build. Of course, this will depend on 

the scope of the project. Now that we know the average number of hours to build a website, we can 

determine how many customers you can potentially take on in each month.  

To calculate how many clients, you will want to take on each month, take the total number of hours you 

intend to commit to operating your division of LUCID and times that number by 4.33.  

 

(Total Hours Each Week X 4.33) / 30 = Total Number of Clients per month 

 

Example 

If you have committed to working a total of 8 hours per week, then you can realistically commit to taking 

on 1 client per month.  

 

(8 X 4.33) / 30 = 1.15 

 

After you have calculated the time you have committed to operating your division of LUCID, use the 

illustration above to figure out how many clients you can take on each month and write it down here:  

 

(_____ X 4.33) / 30 = ______ 

 

I am committed to serving ______ client(s) per month.  

 

NOTE: As your division of LUCID grows, you’ll want to adjust the number of hours you dedicate to 

operating your division each week and how many clients you will want to take on each month.  
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YOUR DIVISIONS PROJECTED INCOME  
We know that you want to make some money from your division and now that we know the hours you’ll 

commit to working each week and how many clients you’ll take on each month, we can now project your 

potential income.  

To project your monthly income, you’ll need to know about a few things. The first thing you’ll need to 

know about is your commission from all your web design sales. Your commission will always be 65% (less 

taxes, which is about 25%). The second thing you’ll need to know is the average sales price of a website. 

Our research has shown us that the average sales price for a website is about $4,000. Now that we know 

the average sales price for a website here is how you’ll calculate your income: 

 

(Average Sales Price X .65) X .75 = Total Commission Per Month 

 

Example 

If you have committed to serving 2 clients per month, you can potentially earn $3,900 per month.  

 

($8,000 X .65) X .75 = $3,900 

 

Now that you have an idea of how many clients you’ll serve each month go ahead and calculate how much 

you’ll make each month.  

 

($_________ X .65) X .75 = $___________ 

 

I am committed to earning _____________ each month.  

 

NOTE: As your division grows, you’ll want to recalculate your projected income.  
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SETTING YOUR QUARTERLY GOALS 
Setting quarterly goals are just as important as setting the goals for how many hours you can commit to 

working each week, how many clients you intend to take on and your projected income. Quarterly goals 

are simply projected goals that are based on your initial goals.  

For example, if you intend to commit 40 hours a month to operating your division you’ll be able to take 

on 2 clients per month. Knowing this you can determine how many clients you can take on in a given 

quarter and in this case your goal would be to have acquired 6 clients within a 3-month period. In this 

example, you would make approximately $11,700 within the quarter.  

 

((Average Sales Price X Your Projected Clients) X .65) X .75 = Total Commission Per Quarter 

 

Example 

 

(($4,000 X 6) X .65) X .75 = $11,700 

Now that you have an idea of how many clients you’ll serve each quarter go ahead and calculate how 

much you’ll make each quarter. 

 

(($4,000 X ______) X .65) X .75 = $______________ 

 

I am committed to serving _______ clients per quarter.  

 

I am committed to making $_____________ per quarter.  
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SETTING YOUR YEARLY GOALS 
Setting yearly goals are just as important as setting your quarterly goals. Yearly goals are simply projected 

goals that are based on your quarterly goals.  

For example, if you intend to commit 40 hours a month to operating your division you’ll be able to take 

on 2 clients per month. Knowing this you can determine how many clients you can take on in a given year 

and in this case your goal would be to have acquired 24 clients by the end of the year. In this example, 

you would make approximately $46,800 by the end of the year.  

 

((Average Sales Price X Your Projected Clients) X .65) X .75 = Total Commission Per Year 

 

Example 

 

(($4,000 X 24) X .65) X .75 = $46,800 

Now that you have an idea of how many clients you’ll serve each quarter go ahead and calculate how 

much you’ll make each quarter. 

 

(($4,000 X ______) X .65) X .75 = $______________ 

 

I am committed to serving _______ clients per year.  

 

I am committed to making $_____________ per year.  
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SETTING YOUR ANNUAL GROWTH RATE 
An annual growth rate (AGR) is the rate you want your business to grow each year. Setting your annual 

growth rate is a relatively simple task and can be done very quickly with the right information. To set your 

AGR go back and look at the section, “SETTING YOUR YEARLY GOALS” and look at what your yearly income 

goal is. Once you know what your yearly goal is you can begin to determine your AGR.  

To calculate your AGR, simply take what your yearly income goal is and times it by the percentage amount 

that you want your division to grow. You can also use the previous year’s income to achieve the same 

results to calculate your AGR.  

 

Yearly Income Goal or Previous Year’s Income X Percentage = Growth in Dollars 

Growth in Dollars + Yearly Income Goal or Previous Year’s Income X Percentage = Total Growth 

 

Example 

$46,800 X .05 = $2,340 

$46,800 + $2,340 = $49,140 

 

Now that you have an idea of what an AGR is, go ahead and calculate your AGR below:  

 

$___________ X ._____ = $____________ 

$________________ + $_________________ = $_______________ 

 

We recommend that in your first year you set your percentages according to your income goals. We also 

recommend that you set your percentages be between .05 - .1 in the first year of operation. After your 

first year, you can set them according to the actual income you earn in the previous year. When you have 

a few years under your belt you will be able to better predict and set your AGR. Remember that your AGR 

is a projection and a goal wrapped up in one. You want to set your AGR to get a better understanding of 

how much you want to grow and what you will do because of this growth. For example, you may want to 

open an office and hire 2 employees. If you know what your AGR will be over the course of 2 – 3 years will 

be, you can determine the best time to open an office and hire employees.  
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REVIEWING YOUR GOALS 
As you probably already know, businesses come and go, however the ones that stay and continue to do 

business are the ones who set goals and review those goals on a regular basis. We recommend reviewing 

your goals every month, or even every week. Reviewing your goals will help you to stay on track and 

improve the goals you have set. 

For example, let’s say you are reviewing your weekly goals and you discover that you can dedicate 4 more 

hours each week to operating your division. This slight change means that you can potentially take on 

more clients each month.  

Get in the habit of reviewing your goals each month, you’ll be glad you did!  

UNDERSTANDING GROWTH 
We want to see your division of LUCID grow and flourish. We also want to see you grow in your position 

as a Business Partner. To grow your division of LUCID in a meaningful way, you’ll need to understand more 

about how to grow your division.  

FIRST THINGS FIRST 
The first thing we need to understand is that growth comes from a multitude of various factors. These 

factors include your local economy, how many businesses are in your local area, your competition, how 

you interact and engage with your clients, etc.  

When you first open your division of LUCID you may or may not see a lot of growth within the first 6 

months to a year, however if you’ll keep setting your goals and review them on a regular basis you’ll see 

your division grow.  
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YOUR LOCAL ECONOMY 
Your local economy will have a huge impact on how quickly your division of LUCID grows, so it is extremely 

important to research your local economy to find out how it’s doing. You can find out about the local 

economy by visiting your states website or by doing a Google search about your state’s economic 

projections.  

When you do your research, look for industries that are on track for growth in your local area. This could 

be the restaurant industry, electrical industry, plumbing industry, fashion industry, and so on. Once you 

have determined which industries are on track to grow over the next few years, you’ll want to target those 

specific industries in your marketing efforts.  

For example, if the restaurant industry is booming in your local area, you’ll want to visit several 

restaurants, introduce yourself and discuss the services that you offer with the manager or owner. Action 

steps like this will help you significantly in acquiring more qualified clients.  

After you have done your research, write down 5 of the industries that are on track to grow in your local 

area. 

1. ____________________________________ 

2. ____________________________________ 

3. ____________________________________ 

4. ____________________________________ 

5. ____________________________________ 

 

Once you know which industries are on track for growth, we recommend that you visit 5 of these 

businesses per week. Our research has shown that Business Partners who do this small and simple step 

will grow their business by more than 35% within the first year of operation, even if the local economy 

has slowed down in other areas.  
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LOCAL BUSINESSES 
The amount of businesses located in your area will have an impact on the growth of your division. For 

example, if you are in a small city or town your pool of potential clients will be smaller. Conversely, if you 

live in a larger city, your pool of potential clients will be larger.  

If you do live in a small town or city, we recommend reaching out to the tri-city area to look for more 

potential clients. A good way to do this is to research the cities that are closet to you and determine which 

cities contain more local businesses. Doing this will further your reach and potential client pool.  

If you live in a lager city, you may not need to do this, however it’s always a good idea to at least take 

some time to look at the surrounding cities to see if there are opportunities available in those cities as 

well. Write down the cities closet to you here: 

1. ___________________________________ 

2. ___________________________________ 

3. ___________________________________ 

 

YOUR COMPETITION 
Knowing your competition is an extremely important part of any business. Knowing your competition 

helps you to understand what your competition is doing right and what your competition is doing wrong. 

Armed with this information, you can take steps to improve your division of LUCID.  

We recommend doing a quick search on Google, by searching for local web design companies. Look at 

your competitions ratings, customer comments, reviews, their website and the websites they have built 

for their customers. Reviewing this information will help you to understand more about them. In some 

cases, you will see that they produce high quality websites, however their customer support is lacking or 

in other cases you will notice they produce low quality websites, however they offer great customer 

support. Look at the area they fall short in and think about how you can fill that gap with your own 

customers.  

Write down your top 5 competitors below, if you see a platform like WIX, you can exclude it: 

1. ___________________________________ 

2. ___________________________________ 

3. ___________________________________ 

4. ___________________________________ 

5. ___________________________________ 
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UNDERSTANDING LUCID’S SERVICES 
Now that we have set our goals and our AGR and done a little market research, let’s talk about the services 

of LUCID. Understanding our services will help you to become more confident in your presentations and 

in your interactions with your potential customers. 

The first thing you need to know is that LUCID is a full-service web design company. By full-service, we 

mean that we provide other web based service such as domain names, hosting, website security, etc. 

along with social media management.  

Here is a quick preview of our services:  

1. Web Design 

a. Web Design Services 

b. Search Engine Optimization 

c. Web Maintenance Plans 

d. Analytic Reporting 

e. Online Store 

2. Customer Relationship Manager 

3. Social Media Management 

4. Web Applications 

a. Hosting 

b. Domain Names 

c. Security 

d. Email Marketing 

HOW OUR SERVICES WORK FOR YOU AS A BUSINESS PARTNER 
Every service that we offer our customers is designed to support their business and help to increase their 

leads and sales opportunities. Each service we offer supports one or more of the other services, causing 

the services to work in harmony with one another. This means that as a Business Partner you’ll be able to 

offer more combinations of services and increase your profit margins.  

A good example of this would be the customer who comes to you seeking to redesign their website and 

increase their sales. In this example, we would recommend that you discuss Search Engine Optimization, 

Analytic Reporting and Email Marketing with them during your first meeting. The combination of these 

services will greatly increase their lead generation and sales opportunities.  
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SALES 

WHERE DO SALES COME FROM? 
As a Business Partner, it is important to understand your sales channels. Sales channels are a way of 

bringing our products or services to market so that they can be purchased by a customer. A sales channel 

can be direct if it involves a business selling directly to its customers, or it can be indirect if an intermediary 

such as a White Label Business Partner is involved in selling the product or service to customers. 

As a Business Partner, there are 4 primary sales channels in which you and LUCID will utilize to bring our 

services to the market to be purchased by our consumers:  

• LUCID advertisements or ad campaigns 

• Direct sales generated through LUCID’s website 

• Your networking endeavors 

• Your advertisement or ad campaigns 

LUCID advertisements or ad campaigns 
LUCID will run advertisement or ad campaigns on behalf of our Business Partners from time to time. These 

campaigns are designed to target our market segment in your local area. In most cases, our ad campaigns 

will run every 90 days for a period of 30 days.  

Direct sales generated through LUCID’s website 
LUCID’s website is another sales channel that is designed to engage our potential customers and generate 

leads for our Business Partners. An example of this is our FREE QUOTE form. Customers who complete 

this form will be directed to the closet Business Partner in their local area.  

Your networking endeavors 
Networking is the action of meeting people in your local community and sharing information about our 

services with them. Networking can be as simple as meeting someone at the grocery store and sharing 

our services with them or joining a business networking group. Another avenue for networking is the use 

of social media. Social media is a powerful way to connect with potential consumers and share information 

about our services. You will definitely want to share your new business with others via your social media 

channels.  

Your advertisement or ad campaigns 
As a Business Partner, you can run your own ad campaigns. You can choose to run these ad campaigns on 

social media websites, radio or T.V. If you wish to run ad campaigns, there are two things that you need 

to be aware of: You must pay for your ad campaign and your ad campaign must be approved by LUCID. 

Be sure to take a good look at your budget before you launch an ad campaign. You can also speak to a 

coach about what type of ad campaigns work. 
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Budgeting for Ad Campaigns  

The best way to budget for your ad campaigns, if you choose to run them, is to take a hard look at your 

budget. We generally recommend that you operate your division for a period of one year before you begin 

any ad campaigns. This reason for this recommendation is so that you can look back over the previous 

year and see how much you earned and how much you spent. This will provide you with the necessary 

numbers you’ll need for you ad campaign budget.  

For example, let’s say that you made $70,000 in your first year of operation. Congratulations! Let’s also 

say that 25% of that went to taxes. Bummer, I know. Let’s also say that your expenses for the first year of 

operation was $5,000. Not too bad. In order to calculate your projected ad budget, aka your marketing 

budget, you’ll need to take the total amount you made in your first year of operation and subtract your 

taxes and expenses. Once you’ve done this, go ahead and divide what’s left over by .05. Once you have 

this number, you’ll divide it by 12 to determine your monthly ad budget.  

Here is an example of the math:  

$70,000 X .75% = $52,500 

$52,500 - $5,000 = $47,500 

$47,500 X .05% = $2,357 

$2,357 / 12 = $197.92 

Of course, if you want to allocate more money to your ad campaigns, you can always up the percentages.  
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MARKET SEGMENT 
Market segmentation is the process of dividing a market of potential customers into groups, or segments, 

based on different characteristics. The segments that are created are composed of consumers who will 

respond similarly to marketing strategies and who share traits such as similar interests, needs, or 

locations. 

LUCID’S MARKET SEGMENT 
LUCID’s market segment is comprised of the following consumers: 

• Entrepreneurs between the ages of 24 – 40. 

• Small business owners between the ages of 30 – 50. 

• Mid-sized business owners between the ages of 30 – 60. 

• Upper management between the ages of 30 – 50. 

ENTREPRENEURS 
Our research has shown that our entrepreneurs consumers are between the ages of 24 – 40 and that 52% 

are female and that 48% are male. Entrepreneurs generally express an interest in becoming an 

entrepreneur because they have a great idea or they feel as though they are innovative, they want to be 

their own boss, or they simply have a passion within themselves to become an entrepreneur. 

Entrepreneurs are more inclined to purchase our services due to the affordability of our services. 

Entrepreneurs generally have little or no capital to pay for their website or web based applications. 

Entrepreneurs make up approximately 15% of LUCID’s targeted market segment and often choose a 

payment plan to reduce initial start-up costs. Entrepreneurs generally spend $2,000 - $3,500 on a website. 

SMALL BUSINESS OWNERS 
Our research has shown that small business owners are between the ages of 30 – 50 and that 42% are 

female and 58% are male. Small business owners generally express an interest in the ability to enjoy the 

work they are doing, being the boss, work flexibility, freedom, control over their business, and having a 

positive impact on their employees, customers, and community. Small business owners are more inclined 

to purchase our services due to the affordability of our services and our professionalism. Small business 

owners generally work within a limited budget. Small business owners make up approximately 45% of 

LUCID’s targeted market segment and often choose a payment plan to reduce initial start-up costs. Small 

business owners make up the largest market segment. Small business owners generally spend $4,000 - 

$8,000 on a website.  

MID-SIZED BUSINESS OWNERS 
Our research has shown that mid-sized business owners are between the ages of 30 – 60 and that 47% 

are female and 53% are male. Much like small business owners, mid-sized business owners generally 

express an interest in the ability to enjoy the work they are doing, being the boss, work flexibility, freedom, 

control over their business, and having a positive impact on their employees, customers, and community. 

Mid-sized business owners are more inclined to purchase our services due to the affordability of our 

services and our professionalism. 95% of mid-sized business owners have specific financial goals and will 

have a predetermined budget. Mid-sized business owners make up approximately 15% of LUCID’s 

targeted market segment and often choose to pay for our services in bulk or a split payment. Mid-sized 

business owners generally spend $6,000 - $10,000 on a website. 
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UPPER MANAGEMENT  
Our research has shown that upper management are between the ages of 30 – 50 and that 49% are female 

and 51% are male. Upper management generally express an interest in seeing their company perform 

well, seeing a return on their investment, a great deal, and some form of tangible reporting. 97% of upper 

management will have a comprehensive understanding of their budget and have set specific budget 

boundaries. Upper management are more inclined to purchase our services due to the affordability of our 

services and our professionalism. Upper management make up approximately 25% of LUCID’s targeted 

market segment and often choose to pay for our services in bulk or in split payments. Upper management 

is the second largest targeted market segment. Upper Management generally spend $4,000 - $10,000 on 

a website. 

ANALYTIC INFROMATON FROM OUR WEBSITE 
Knowing our market segment is important to say the least, however we also want to provide you with a 

snapshot of our website’s analytic data so that you have a better understanding of how it all ties in when 

it comes to our targeted demographics.  
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BUILDING BRAND EQUITY AND AWARENESS 
Once you have determined your marketing channels, you’ll need to begin the process of building your 

division’s brand equity and awareness. Your brand equity is how customers perceive your services as 

better than your competitors and what makes your services different. Your brand awareness is the extent 

to which consumers are familiar with the distinctive qualities or image of our services. 

There are a few areas to consider when generating your division’s brand equity through social media or 

ad campaigns. For example:  

• LUCID’s services and products are very affordable 

• LUCID offers a variety of payment plans with no interest 

• LUCID’s websites are always mobile friendly 

• LUCID’s websites are always easy to navigate 

• LUCID is a full-service web design company that provides hosting, domain names, etc.…  

You can also use LUCID’s social media posts as a script to help you build your division's brand equity. 

Another component of building brand equity can be found in our professionalism and customer support. 

By offering your customers a professional experience and solid customer support, you will separate your 

division of LUCID from its competitors. Our research has shown that our customers will be more inclined 

to return to LUCID to purchase more services and refer friends or colleagues because of the professional 

experience and customer support they received. We encourage all of our business partners to become 

mindful of the power of a professional experience and positive customer support.  

STEPS TO MARKETING LUCID 
Now that we know about the market segment, LUCID’s services, marketing channels and branding, let’s 

talk about the steps you can take to market LUCID.  

STEP 1: SOCIALIZE/NETWORKING 

Socializing, also called networking is extremely important because it provides you with the opportunity to 

build long lasting relationships with potential clients. Over time these relationships will pay off. Be 

professional and friendly while you are building these relationships. Another powerful way to socialize or 

network is by joining a business networking group or a local chamber of commerce.  

STEP 2: SOCIAL MEDIA 

Social media is a powerful platform that you can utilize to promote your division. By posting or sharing 

posts about your division of LUCID you can build brand equity and awareness while also creating contacts 

and leads. Feel free to share LUCID’s post on your private or business page.  

STEP3: ADVERTISMENTS 

There are several ways to advertise LUCID, some advertising channels are free and others are not. Take a 

good look at your budget before you begin an ad campaign. You can also use LUCID’s ad campaigns to 

promote your division as well. We have several videos that we offer for free that you can use in your ad 

campaigns.  
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PROSPECTING 
Prospecting is the action of seeking out and building relationships with potential clients. We encourage 

all of our business partners to work on their prospecting skills to assist them in growing their division of 

LUCID. 

Cold Prospects 
Cold prospects are customers/organizations you've identified as well-qualified but that have little or no 

awareness of LUCID LLC (in other words, they have a business that needs a website or a redesign, however 

they are unaware of LUCID LLC services). They can be reached through word-of-mouth, public relations, 

cold calling and networking. Create a prospect list of qualified individuals/organizations, and support your 

marketing efforts with cold calling. To round out your efforts to reach cold prospects, begin networking 

within select groups where you're most likely to come into contact with members of your target audience. 

Once you've begun calling on top prospects and leads from your networking efforts, you'll need to enter 

this information into your CRM. This will help you consistently maintain ongoing contact with warm 

prospects-companies and individuals with whom you've previously spoken or met. Initiate a direct-mail 

or email campaigns to make frequent contact with your potential prospects. And support the campaign 

with sales activities, including follow-up phone calls as well as meetings with prospects generated by your 

direct mail, email campaigns, and networking activities. 

Moving Cold Prospects to Hot Prospects 
As a business partner, your goal will be to move cold prospects into hot prospects through consistent 

engagement. This means that when you meet a potential client, you will gather that potential client’s 

contact information such as name, business name, phone number and email. After collecting this 

information, you will call the potential client within 3 business days to discuss how LUCID can create a 

beautiful website for their business.  

• Gather Potential Client’s Contact Info 

• Contact Potential Client within 3 Business Days  

Hot Prospect 
Hot prospects are customers or organizations that you have met with and have confirmed an “Intent to 

Buy” through an initial meeting or current relationship with that prospect. Once a prospect has been 

determined to be a “Hot Prospect” you will meet with the prospect, listen to their needs, complete the 

purchasing process, assess, and provide solutions that will meet their needs.  

Steps: 

• Meet Prospect and discover their budget 

• Listen 

• Assess 

• Provide Solutions 

• Complete the online purchase 
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Paths to Follow-Up 
If the potential client expresses an intent to buy, you will then set a meeting with the potential client. 

Once the client has made a purchases decision direct the client to www.luciddms.com or your website, if 

you are White Labeling LUCID’s services under your own business.  

If the potential client expresses an interest in LUCID’s services, however they unable to make a 

purchasing decision at that time, follow-up that potential client within 2 weeks. If the potential client 

expresses no interest in LUCID’s services, send the client a follow-up email thanking them for their time 

and consideration. 

SALES TIPS 
Selling a service can be an exciting and yet it can be challenging as well. The tips below will help you to 

better understand how to engage a potential client and how to close a sale.  

TIP 1 
Greet and engage your customer. Even though you are participating in a business transaction, there's 

nothing wrong with befriending the person you will be selling to. Making a customer welcome will give 

them comfort in purchasing what you have to offer to them. 

Smile with your eyes. The human subconscious can easily detect a fake smile from a real one. How? Real 

smiles activate the eyes, whereas fake smiles don't. 

Be careful about maintaining too much eye contact. Researchers at Harvard University have found that 

salespeople who maintain eye gazes actually may discourage would-be buyers. The theory here is that 

eye-contact signifies dominance — not something that makes you want to buy. 

TIP 2 
Qualify their needs. Spend as long as necessary qualifying a customer so that you sell them what they 

need. There's nothing worse than selling a product or service that the customer is later dissatisfied with. 

The best and most commonly used question in qualifying is, "What will you be using this for?" Continue 

to ask questions to narrow down the search for what the customer really wants. This shows a willingness 

to learn and a legitimate interest in the needs of the customer. 

Even if a customer has already purchased a website with LUCID, it is always a good idea to ask qualifying 

questions to determine their specific needs. 

TIP 3 
Recommend the right product or service. It is important to understand how all of the products and 

services you have to offer work. By understanding this, you'll be able to offer the one that best fits your 

customer's needs. Be sure to offer as many relevant products or services that you have, to enhance 

customer satisfaction. 

Many successful web design companies allow their customers to review their portfolio. If you haven’t 

created a portfolio yet, use LUCID’s portfolio. That way, they can combine expertise and experience in 

their sales pitch when a diner asks, "What do you recommend?" 

http://www.luciddms.com/
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Make it your job to test many, if not all, of the items you are selling. Customers can smell amateurism and 

disinterest from a mile away. Even if the item(s) you're offering don't come discounted or free of charge, 

make it part of your job to test them out. 

TIP 4 
Listen and watch for buying signals from your customer. Buying signals can be both verbal and non-verbal. 

Questions like, "How may this benefit me?" or "What product most suits my needs?" are classic examples 

of verbal buying signals. Non-verbal buying signals (if you are dealing with a customer in person) might 

include the customer holding or using a product as if they already owned it. 

TIP 5 
Close the sale. Once you observe buying signals, stop selling and close the sale. A common mistake that 

can lose a sale is to continue to sell and offer products/services after the customer has already indicated 

that they are willing to make the purchase. 

TIPS ON CLOSING A SALE 
Closing a sale is where you make your money. You can talk till you’re blue in the face, however if you don’t 

close a sale all that time will be wasted. That being said, here are some techniques and strategies for 

closing a sale.  

CLOSING THE SALE: TIP 1 
Think about opening with a direct or indirect close. These are two of the most basic closes. You may want 

to learn toward the indirect close at first. Unless you are pretty sure that the customer is chomping at the 

bit and is ready to make the deal, the direct close is somewhat discouraged among sales circles. 

Direct Close: "May I write this up for you?" or "Should I forward a contract so you can get started?" 

Indirect Close: "How do these terms look to you?" "Is this agreeable to you?" 

CLOSING THE SALE: TIP 2 
Try the balance sheet close if you want to appeal to the customer's rational side. A lot of sales situations 

are really emotional decisions in which the buyer has convinced him- or herself they're making a rational 

decision. (Buying a car, for example.) Still, some sales situations are really all about rational pros and cons. 

Use the balance sheet close, also known as the Ben Franklin close, to appeal to the rational customer: 

In the balance sheet close, the salesperson will make a list of the pros and cons with the customer. The 

good salesperson will make sure that the pros outnumber and outweigh the cons. 

CLOSING THE SALE: TIP 3 
Try the puppy dog close if you're confident in your product. The puppy dog close is often employed by — 

you guessed it — pet store owners by letting doubtful customers take home a puppy with the option of 

returning it if the customer is unhappy. The customer takes the puppy home, plays with them, and the 

sale is effectively cinched, not by the salesperson, but by the puppy. If you're confident that what you're 

selling has lots of appeal and will be hard to give up once it's been used and enjoyed, this is a great closing 

technique to use.  

To use this technique with LUCID, simply direct a client to an existing website LUCID has built and allow 

them the time to play with the website. 
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CLOSING THE SALE: TIP 4 
Try the assumptive close only with considerable skill. The assumptive close is where the salesperson 

knowingly assumes that the customer has already agreed to purchase the item and begins to wrap up the 

sale: “The website will be so easy to navigate, and the website will load so much faster than your 

competition." Notice how the salesperson assumes that the sale is closed; she doesn't give the customer 

a chance to object. The pitfalls of this approach are pretty obvious; use with caution! 

CLOSING THE SALE: TIP 5 
Learn to appeal to emotions. Emotions are an extremely powerful thing, especially when coupled with 

money. If you learn to massage the emotions of your potential customers without making them feel 

manipulated, you're in for a payday: 

Try the possibility of loss close: This is where the salesperson tries to close a sale by noting that the product 

is going to run out or that it won't be available at its rock-bottom price for much longer. This appeals to 

customer's sense of regret. 

Try the cradle to grave close: This close also appeals to a customer's sense of regret. In it, the salesperson 

rebuts a potential customer's objection that it's too soon to buy by saying that it's never too soon to make 

a major life purchase. 

CLOSING THE SALE: TIP 6 
Try to angle your way in with the minor point close. The minor close assumes that agreement about a 

minor issue means agreement about the sale. "Would you prefer our search engine optimization service 

with your current package? No? Alright, we'll leave it minus the SEO." 

CLOSING THE SALE: TIP 7 
Close with one or two negative assumptions. Repeating questions like "Is there anything about the 

product you're still unsure of?" or "Is there any reason you wouldn't want to pull the trigger?" puts the 

customer in a situation where they are not given the option to refuse the sale. Continue asking them 

negative assumption questions until they agree to the sale. 

PURCHASING PROCESS AND REFUNDS 
The purchasing process is very simple for business partners who are operating a division of LUCID or White 

Labeling our services under their own business. 

DIVISION OWNERS  
For a client to purchase a service under a division of LUCID, he or she will visit www.luciddms.com to make 

a purchase. For example, if your client is seeking to buy a new website, he or she will visit the LUCID 

website, navigate to the Pricing tab and select the service they are paying for and then select a payment 

plan. 

PURCHASING 

• Direct your client to the specific payment page.  

• Have the client select the payment plane. 

• Ensure that your store number is selected when the customer makes a purchase.  
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REFUND POLICY 
LUCID firmly believes in treating our customers with the highest level of professionalism possible, however 

refunds are determined by the following factors: 

• If a service has already been rendered, the client is not entitled to a refund.  

• If work on a project has already begun and the customer has changed their mind about using 

LUCID to provide a service, the customer will be entitled to receive 50% of their down payment.  

• If you have not started working on the project and the customer requests a refund, the customer 

will be entitled to 100% refund, less any online transaction fees. 

WHITE LABEL  
If you are White Labeling LUCID’s service, please direct the client to your website and the payment pages 

that you have created. To create a payment page, please visit the Training Center and review the White 

Label page to see how to set up your payment pages.  
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CUSTOMERS 

HOW YOU SHOULD INTERECT AND ENGAGE WITH CUSTOMERS 
The way you interact and engage with your customers is very important. Ultimately, the way you interact 

and engage with your customers will determine how many sales you will close each month. So, let’s talk 

about some general guidelines that will help you to close more sales.  

Think Long Term Relationship – Our primary goal is to build long term relationships with our customers. 

We know that you want to close sales as quickly as possible, however building a long-term relationship 

with your customers will increase your long-term revenue streams.  

Honesty – We believe in being honest with our customers and we have seen that honesty pays out in the 

long run. As a customer, there is no worse a feeing than to realize that you have been misled by a sales 

rep. When a customer feels misled, he or she will often convey their disappointment in a review and on 

social media which significantly impacts your reputation and the reputation of LUCID. Having said that, 

make it a point to be honest, even if you think that you may lose a sale.  

Be Professional – Being professional is the staple of our business. We want our customers to know us as 

“Your Web Design Professionals.” Having said that, always seek to be professional in your conversations 

with your customers. Dress professionally and keep your appearance professional. Doing this will build up 

the customer’s confidence in the services that you offer.  

Be Friendly – Being friendly is also extremely important! Do not hesitate to befriend a customer. Be 

friendly with your customers at all times, even if they are being unfriendly to you.  

Be Sincere – When you communicate with your customers, whether in a meeting, through an email or 

over the phone, be sincere. In most cases, customers can sense insincerity a mile away and this will cause 

them to lose interest in the services you offer. Make an effort to always be sincere.  

 

 


