ump
umpy
Your g/Brain @

Business Creativity Program




T
Based on wisdom of Jump))”Start

Your ¥ Brain

oxro oxrd b3
TOM PETERS
BOOK GFNSE"G PICK
— *l NATIONAL BESTSELLIIR-—

JUME START

Your

BUSIEINESS

SCIENTIFIC ADVICE & PRACTICAL IDEAS

Doug Hall
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Through Intense Investment of /‘;,g’lg’r\/Bfatfgf

Time
Money
Effort

Anyone can make a sale
of just about anything



Our Mission Today i oh A e

To show you how to bring more
creativity to your business &

Invent M EAN I NG FU I_ IDEAS

that make it easier to
Sell MORE with LESS Effort

So you can be the most EFFICIENT and EFFECTIVE at
creating ideas for your objective

e Your BRAND
e Your IDEAS
e Your Product
e Your Service
e Your Self



umpy/ 'Start
IYour\/ "

Cinciftat, Ohicjsh,
Est. 1986

Invention & Research of

Meaningfully More Effective
Ideas for Growing Your Business.

"A rigorous, quantifiable
process for inventing
breakthrough ideas for clients.
Unlike many creative gurus
hustling ideation wares in the
corporate marketplace,
Eureka! Inventing processes
are quantified every step of

the way."
- CIO Magazine
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Jump iﬁ'f/Start

Your ¥ Brain’

What Makes Us Unigue Is That
Data Drives All Our Methods.

Over 4,000 Business
Development Teams

Over 10,000 Marketing,
New Product & Service Ideas

.
; ¥ - *
x el * *
=
ME[Q/\/Y My
ConceptPResearch
Probability Overt Reason To Dramatic
Concept Name 100 = Average Benefit Believe Difference
Concept 1 65 Opportunity | Opportunity
Concept 2 191 Strength Strength Strength
Concept 3 112 Strength Opportunity
Concept 4 43 Opportunity | Opportunity | Opportunity
Concept 5 176 Strength
Wow!
Strong
Weak
Ugh
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Today’s Success Rates Jumpy ¢ Brain’

Your ¥
It’s Madness

Odds of Winning
New Product/Service Success 15 %

Venture Capital Investment 10 %
Slot Machine 32 %
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The Long Term Trend is Ugly AZRyz>ar

100%

New 80%
Product

SUCCESS  60%
Rate 40%
I

0%
1961 1971 1977 1985 2000

Journal of Marketing Research & Merwyn Research
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Creating MEANINGFUL ldeas Jump\) 7 Start

Your ¥ Brain

Using the 3 Simple
Laws Of




O
First Law: Overt Benefit  AZRy g

Brain

You TRIPLE the effectiveness of
your marketing efforts by OVERTLY
communicating your customer benefit

Overt Benefit Level Probability of Success

Low Overt Benefit - 13%

Medium Overt Benefit _ 26%
vighovertgenetit NN =2
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Be n efl tS are “What’s In it for the Customer”

What they will

Recelve, Enjoy, Experience

In exchange for their

Time, Trouble, Trust and Money
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Features Are NOT Benefits ~ Jumpy)Start

Your ¥ Brain’

Features are the
e [acts
e Figures
e Technology
e and Detalls

That make up your offering
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Benefits vs. Features Jumpy) - Start

Your ¥ Brain

Example - New Automobile Suspension System

Features Benefits

e Stabilization Control e Reduced Roll Over Risk

e Reduced wheel stiffness e Improved Ride Comfort



In the Old Days Jumpy) 7 Start

Your ¥ Brain’

=
=
=

i

T
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-

Customers are overwhelmed with
3.000 advertising messages a day

A
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The NEW NEWS Is

the importance of

OVERTNESS



N

. o )
Quick example...What is it? M feart
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Overtness Jampy£Start

J

\

‘Dining.

Confusion Is not a good strategy
for success.
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Golden Rule of Clarity KZpvget

Let a customer say NO because
what you offer doesn’t apply to
them.

But NEVER let a customer say NO
because
they don’t understand
what you’'re offering.
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Benefits Are All Relative Jump - Start

Your ¥ Brain

Target Audience

Target Occasion
Target
Target Problem
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Target Audience ? Jump\ 7 Start

Your ¥ Brain

Biking
Walking
Sea Kayaking

Extraordinary Inn to Inn
& Camping Expeditions
Safe Experienced
Naturalist Guides and
Iemories for a Lifetime

For a complete brochure

1-800-207-3899

www.getoutside.com
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ew Brochure - OVERT ump\f‘/Start
Your ¥ Brain

(e

Yy rrfff for fhose with Oufdoor Audiences

Harbour Passage Kayak Tour - 3 hours
North Rustico Harbour, Charlottetown Habour & Brudenell River
Cur tour begns in th 1 A - bousAfter & hore safety and ine vwe'l padde out the chanrel and
it our partners, Frince Edward Isand Nitoral Park miter preters
Aug | “9am, lzm and 5pm Cost: 850

Seal Watch Kayak Tour - Full day
Brudenell River Provincial Parik

3 dawn the quint Brudens| River to St Andes
of the

From Brudeel Provise wateh sealé frolic n the watee and great

braches

Slue harons
Time: 5

Robinson's Island Kayak Tum - Full day - Nmth Rustico
We'l e from quist North R ts L tec at hw.h arf. 10 &
Islard Nabenal F

Time: Yam cully Cost: 575
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The Power of Clear Targets Jampy Start

Your ¥ Brain

Sea Kayaking

Extraordinary Inn to Inn
& Camping Expeditions
Safe Experienced
Naturalist Guides and
Aemories for a Lifetime

For a complete brochure

1-800-207-3899

www.getoutside.com

Km/aM “Biking - Lanoemg
[PAINCE EDWARD I5LANGD]

Overall Tourism off 30%
Most rain days in 20 yrs.
Sales UP 4090 !!I
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Overt Benefit
IS relative to a

Target Audience
Target Occasion
or Target Problem
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2nd Law: REAL Reason to Believe Jumpy) ’Start
Your ¥ Brain

You DOUBLE your ability to
“close the sale” by communicating a
REAL REASON TO BELIEVE.

Real Reason To Believe Probability of Success

Low Real Reason to Believe - 18%

Medium Real Reason to Believe _ 29%
High Real Reason to Believe _ 4204,



Lack of trust is at ]umpp \swt

EPIDEMIC PROPORTIONS Your\'/Bram

93% of consumers do not have

confidence In the advertising

messages of major corporations.
Yankelovich
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The New News ]L@@"/Bfatﬂft
Benefit RTB
20 Years Ago 4 1
Today 1 1
WWW 1 A
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#1 Credibility Strategy IumP\/BStart

BE REAL

Tell the

TRUTH &

do what
we promise.
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Benefit = WHAT you are promising
RTB = H OW you are going

to deliver promise.

Success Comes From

WHAT times H OW



N
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3rd Law: Dramatic Difference /YOU,\f e

You TRIPLE your chances of
Profitable success when you have a
DRAMATIC DIFFERENCE

Dramatic Difference Probability of Success

Low Dramatic Difference - 14%

Medium Dramatic Difference _ 40%
High Dramatic Difference _ 53%
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umpy, J Start
]Your\ /F Brain

Dramatically Different

(Harvard Business Review)

370%

Greater chance of profitable success
for iIdeas that are
Extremely/Very Unigque



F” D)
Pioneer ump ) Start

Impact of order of entry

1st to Market 100 %
2nd To Market 1%
3rd to Market 58 %
4th to Market 51 %

Profit differences are probably even greater!



J oV Start
- umpy,/J Star
P loneer Your" Brain’

o
—
-

Box Office Revenues

Original Movie 100 %
Sequels 67 %
2nd Sequels 413 %

Profit differences are probably even greater!
Stars rarely get paid less money.
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It's all about NEWS. Korply s Start
THE FIRST
THE ONLY

(Make a legal claim)

customers love NEWS & hope



)

Dramatically Different Ideas Are Jumpy Start
Your ¥ Brain

Relevant yet Unexpected

Meaning Novel
Purpose Unusual
Applicability Original

Customer Value Unique
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o / Start
The Key to Dramatic Difference /‘;,'(’)’L’f, Vg,

The DRAMA Must
Flow From Your
BENEFIT & RTB Pair



Now Let’'s APPLY

Jump ‘C’ ff/Start

Your ¥ Brain’

Target Focus (Individual)
Features to Benefits (Individual)
Why? How? (Pairs)

Kick it Up a Notch (Team)

Page 8-9

Page 10-11
Page 12-13
Page 16-17
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First Law: Overt Benefit  AZRy g

Brain

You TRIPLE the effectiveness of
your marketing efforts by OVERTLY
communicating your customer benefit

Overt Benefit Level Probability of Success

Low Overt Benefit - 13%

Medium Overt Benefit _ 26%
vighovertgenetit NN =2
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Features . . .
Benefits . ..
Clear Benefits . . .

Overt Benefits. . .

Specific & Numeric Benefits. . .



Examples of specifics

| =9 \S
ump /,f 7 Start
Your\t 4 Brain’

5
abbreviate your cold sore
abbreviate

with abreva

O . cold sore haal ume in half
‘%breva n

.;:.;’.""ﬁ

Abbreviats your cold sore with ® * ‘mmmmmmﬂ.

“Cut Cold Sore
Healing Time
In Half”



Examples of specifics

E)
Jump\/ 7 Start
Your ¥ Brain®

“Now you can
Shave your
Legs half

As often”
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umpyJ Start
]Your\ /F Brain

But ....
my customers are only
Interested in low price!
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To Fight Low Price  gfvaan

You must be just as
Specific & Numeric

Specific Price  Specific Benefit

Save 25% Lasts 4 times longer
Double Warrantee
Takes half as long to set up
50% lower maintenance costs
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2nd Law: REAL Reason to Believe Jumpy) ’Start
Your ¥ Brain

You DOUBLE your ability to
“close the sale” by communicating a
REAL REASON TO BELIEVE.

Real Reason To Believe Probability of Success

Low Real Reason to Believe - 18%

Medium Real Reason to Believe _ 29%
High Real Reason to Believe _ 4204,



Five Strategies for adding ]umpf; /\sm
B

Real Reason to Believe Your ¥ Brain

Probability of Success

Holding all else constant

1. Kitchen Logic 42%
2. Personal Experience 45%
3. Pedigree 41%
4. Testimonial 41%

5. Guarantee 60%
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Reason To Believe Story Your ¥

-

| — w/ ’ bt !
?%’%
,ev EVI)%IJ1§f\P47F =

asual. Blegant Isiand Dining l

FOR FRESH
SEAFOOD

cre?! SUMMER Tastes

| FRESH ISLAND SEAFOOD DALY | lWS TFR FES TI !’41.
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Reason To Believe Story Ak A Tt

Come Laste ' LIS DeSt

e ( )"J"lb |
|| N E AL L L

3 Chefs - 3 Years -
World Cooking Competition Medalists

Gt SUMMER 10 g g5
LoBSTER FEsTIVALD
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3rd Law: Dramatic Difference /YOU,\f e

You TRIPLE your chances of
Profitable success when you have a
DRAMATIC DIFFERENCE

Dramatic Difference Probability of Success

Low Dramatic Difference - 14%

Medium Dramatic Difference _ 40%
High Dramatic Difference _ 53%



How do you KNOW an idea Is ]umﬁfsm

DRAMATICALLY DIFFERENT?  Your¥Brain




How do you KNOW an idea is ]ump”\’-\sm
DRAMATICALLY DIFFERENT? Your ¥ Brain

DRAMATICALLY DIFFERENT IDEAS

Cause
Operational

CHAQOS



How do you KNOW an idea is lump://ﬁsm
DRAMATICALLY DIFFERENT? Your ¥ Brain’

Hard to Execute
Monopoly

Expensive waste
of resources

Endurpd sales
apeprofit growth

Same Old Dramatically
Stuff Different
Cheap W Quick Money
of respdrces Easily Copied
Commodity

Easy to Do



GEN

NO GUTS -- No GLORY APy

s N
—
-

Relevant yet Unexpected Ideas make money
High

Purchase
Probability
(RELEVANT)

Low

Not at all New & Different Very
(UNEXPECTED)
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The Real Keys To Success ]ump\f,’f/Start

Key word is first one Your ¥ Brain’

Winning Customers

Law #1: Overt Benefit MAR
e \What’s in i1t for me?
Law #2: Real R.T.B.
e \WWhy | should believe you?
Growing Profit Margins
Law #3: Dramatic Difference
e The first to....

It’s about Storytelling...



g\\

7 7 Start
Now Let’s APPLY A
Don’t Sell Me (Individual) Page 20-21

Secondary Credibility Methods (Pairs) Page 22-23



How to invent ]ump/‘ /\Start

measurably smarter ideas? Your ¥ Brain

Using the Three Laws of

GAPITALISTY

Creativity «



Traditional Model ey S

o ~draining
Individual BrainsioraHre—
Before After

| =

The Suck Method

Uses Your Brain Like A

LIBRARY
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Brain’

e Fuel Your Brain

e Sights, Sounds, Smells

e Stretch beyond your boundaries
e Customer Needs & Aspirations

Stimulus Available # of practical ideas invented

Low Stimulus - 22

Medium Stimulus - 38
High Stimulus D 4



| G”\DS
umpy,J Start
Your\g/ Brain

Use your brain like a COM PUTER

Stimuli

Stimuli

Stimuli

Stimuli

Stimulus sets off a CHAIN Reaction!!!



Where To Go On Vacation? Jumpy/ start

Your ¥ Brain
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Where To Go On Vacation? MmP), >Start

ur ¥ Brain

2Q0elionsns®

THE ROADS OF [EY

NORTH CAROLINA JE
EH

Explore At Last...
The Road Not Talen




F/\JN

There are 2 Different ]wnp’{fﬁ"smrt

Types of Stimulus Your ¥ Brain’
Stimulus That’s Stimulus That’s
RELATED To The UNRELATED To

Challenge The Challenge
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Related Stimulus honp St

Innocently review the existing situation.
Move from RELATED stimulus to UNIQUE ideas.

e Start with the obvious - First Person

“We find ourselves still looking at the same old data, but we now see
those data in a dramatically different way. We experience another
valid -- and sometimes more significant way of understanding what

1S.”
Copthorne Macdonald

Philosopher



Jump \// Start

/
/

(CAPITALIST Y B

Creativity «

Relevant Yet Unexpected

|ldeas \

Related Stimulus Unrelated Stimulus
Taken to Unexpected Taken to Relevant
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Unrelated Stimulus Iump\,/ Start

Your ¥ Brain’

Strategic Overview:
e To Stretch the Mind With Unexpected Connections.
e Move From Unrelated & UNIQUE to Practical

When we allow our minds to play with the illogical we
Increase our odds of making original connections.

e Approach it like an adventure
- You shouldn’t know how it ends before you start
- Be adventurous instead of cautious
- Adventurous types created 72% more ideas



Unrelated Stimulus Jump\~ Start

Your ¥ Brain’

Example

Task: Invent A New Candy for Kids
Client: VanMelle Candy Company

L ocation: Netherlands

Participants: 26 VanMelle Country Managers and
Eureka! Trained Brains®

WARNING: NOT POLITICALLY CORRECT
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Unrelated Stimulus... A T

-

Response:
Response:
Response:
Response:

Initial Stimulus: A Toy Gun
Response:
Response:
Response:
Response:
Response:
Response:
Response:

Make Candy You Can Shoot

Make Bullets Kids Can Bite With Red Blood Inside

Make Silver Bullets Like the Lone Ranger Had

Make Little Candy Bullet Wounds that Bleed

Make Candy Named After Famous Assassins

Make a Gun that You Shoot Into Your Mouth

Make a Gun that Shoots Sometimes and Other Times
It Doesn’t

Make a Russian Roulette Gun

Make a Russian Roulette Candy With Surprises Inside

Make Candies that Are Like Fire Balls or Fruity Fruit

Make It So You Can’t Tell If It’s Hot or Fruity

This Led To...



2D
Unrelated Stimulus "{/’S’L’,’,\'/Bfatfﬁt

-

veat) nhelleV acting I pets

CherryBerry Hard Candies

Artificially Flavored
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Unrelated Stimulus Jump ) Start

Your ¥ Brain®

Campbell Soup Company

Stimulus was a random word from Dictionary
“HANDLE”
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Unrelated Stimulus J YOL’,’,\'/Bmm

Campbell Soup Company

Free associating, it became FORK...




ED)
Unrelated Stimulus Jump)) Start

Your ¥ Brain

Campbell Soup Company

Thus was born - Campbell’s Chunky Soup
So Chunky You Can Eat It With A Fork.

CHUNKY.

| Soup That Eats Like A Meal l
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Related Stimulus Sources  Jumpy, Sert

Your ¥ Brain

Create a Competitive Strength Balance Sheet
e Compare Ingredient Lists
e Montgomery Inn BBQ Sauce
e \What does your name say Vvs. theirs

V- -;d ® .
: |S= =1 | "Percent Daily Values are based 1(80
INTGlINEF P | ona 2,000 calorie diet. A
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Related Stimulus Sources ’Yo[fr\' /Start

Brain

Visit the Scene of the Crime

e Focus on the actual tangible “stuff”

- Actual products, brochures, data
e Genuine, first person types of stuff
e \What are people most proud of

Review the Next Best Option
e \What is the “next best option” to your category




Related Stimulus Sources “Yourt

| G \S
umpy,J Start
‘/ Brain

Kitchen Chemistry

e Gather the physical props of your situation.
nicken When Working On Chicken™
0 a sweat when working on Gatorade”

e “Cook C
e “Work u

e Use ang

abuse your product/service




Related Stimulus Sources

f\

Jump
Your ¢

\/

’Start
/ Brain’

Observe Candid Comments
e Complaints & Compliments

e Perception is reality
e Top 5 Negatives Rarely Change

So, whatd ya think?...

3 Male 3 Female

E-mail

v v " VvV VU VWV VvV VvV VvVYwVveYTvVvvyw
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Great Ones
e Best of anything
e List of award winning advertisements
e Most popular web sites
e Fastest growing companies
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Unrelated Stimulus Sources 60 Vamn

Pump Up Your Brain

e Smithsonian, National Geographic
e Book Stores, Video Rental Stores

e Libraries, Museums, Art Galleries
e Fairs, Carnivals, Festivals
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Brain®

Expert Portfolios
e Paint chips for colors and names

e Greeting cards for ways to express emotions
e Cookbooks & Restaurant Menus




Stimulus Response Is Similar
How The Brain Works

=)
O ]umpc\;f,"‘f;’Start
Your ¥ Brain’

e \We all have about 10 Billion Neurons

e Stress Kills Brain Cells

e Difference in brain power Is the # of Synapses

- Connections between the brain cells
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Multiplies the impact of Stimulus

Diversity of Thinking # of practical ideas invented

Low Diversity - 19

Medium Diversity - 30
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Clones Create Clones Ju VA (7 wiead

—P “Beauty”

G5

What is a rose? /
\ | ) —> éﬁ —» “Beauty”

T~ 5@% —» “Beauty”



N

Diversity Multiplies Stimulus liogx,/éfatfgf

7
éjg’g% —» “Beauty”

What is a rose? /v =&

> «\/itamin C Tea”
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Leveraging thinking-
style Diversity
takes personal

courage!



Thinking Styles Defined
(95% confidence level)

G
Jump \67 7 Start
Your ¥ Brain®

Logical LEFT Brain

e DETAILS

e Asked about business
e Neat & Organized

e Trust the Facts

Radical RIGHT Brain

e DREAMS

e Asked about new ideas
e Messy and Chaotic

e Trust Gut Instinct
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(95% contidance lovel) T 0o Jump\)-Start
Your ¢ Brain

Logical LEFT Brain Radical RIGHT Brain

= Structured Techniques e Unstructured Approaches

e Love Step by Step Processes e Love People & Emotions

e RELATED Stimulus e UNRELATED Stimulus

= \WWork from Realistic Premise e \Work from Fantasy

WhHEX AO&‘LE@ d
Vel

NaKERterREIEN

180 Degree

Relevant Opposite

Taken to Unexpected
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: Jumpy/) / Start
RIGHT Brainers are Energy Source Your\s\/Bram.
Logical LEFT Brain Radical RIGHT Brain
= Cautious = Adventurous
e Common Sense e Big Dreams
e Silent Supporter e Cheerleader
e Rule Maker e Rule Breaker
= Predictable e Spontaneous
The Enerqgy
Source for

CHANGE
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LEFT Brainers Make Ideas REAL ]‘{,’;’Lﬁ’,\f/B,a,,f

Logical LEFT Brain

e Planner

e Rational

e Process Oriented
e | ead with Head
e Ready, Aim, Fire

Radical RIGHT Brain

e Dreamer

e Emotional

e People Oriented
e | ead with Heart
e Fire, Aim, Ready

They have the discipline

to turn ideas into Reality
“They SHIP...on time, on budget.”
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Opposite Internal Resources
e Those with a different perspective inside the
company |
- Finance
- Marketing
- Accounting
- Research
- Logistics
- T
- Sales
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Rookies
e Not hampered by the “system” or
“how things are done around here”

Retired Workers
e Have seen the company grow up
e Have the Long View
« Not hindered by effects of ideas
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Law #3: Minimize Fear Your\s\' bt

e |t takes courage to change
e Live an adventurous attitude
e Drive out fear

Fear Level # of practical ideas invented
Medium Fear _ 34

NOTE: Differences are probably greatly understated
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3 Ways to Gain Courage Mmpy,Sart

Do What's Right

Personal
Will you feel regret at age 75 if you don't do it?

Business
Focus on serving customers
What is the real true need they have?

Instinct
What's the right thing to do?
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3 Ways to Gain Courage Mmpy,Sart

Reduce The Cost/Pain of Failure By
PROTOTYPING

Build a system for Failing Fast & Failing Cheap

How can we prototype parts of the challenge?
How can we get "customer" feedback cheaply?

How can we Make A little, Sell A Little, Learn A Lot?
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3 Ways to Gain Courage Mmpy e

Reduce Uncertainty By GAINING
KNOWLEGE

Make the Unknown Known
How can we make the unknown known?

Where can we study and gain wisdom?

Who could we talk to who has experience?
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Universal Law of Creativity J You,\/B,amr

Validated at 99.9% Confidence Level

E = Eureka! - The idea
S = Stimulus

D = Diversity

F = Fear



Recap the Six Laws Jump'y-Start

ur ¥ Brain’

1. Overt Benefit
2. Real R.T.B.
3. Dramatic Difference

1 . Explore Stimulus
2 . Leverage Diversity
3 . Minimize Fear
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Take Responsibility Jump\/)Start

Your ¥ Brain

“Did customers ask for the electric light? No. They
never asked for it, the producer produced it. No
one asked for a car, nor a telephone. No one asked
for a copying machine or a fax machine.

Innovation does not come from the customers.
Innovation comes from the producer, from people
who are responsible for themselves and have only
themselves to satisfy.”

Dr. W. Edwards Deming
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1006‘ Jump Start

Your'!” Brain

Seminars & Lectures

Teaching
2006-07 Edition

Jolt Your Innovation 1Q
with Today’s Most Advanced &
Actionable Business Discoveries

100% New Edition Released Each April

Based on the latest learning from the previous 12 months



We Condense & Translate The LATEST ,_‘\\

| &/
LEADING EDGE Wisdom Jum v BStar t
Into Actionable Insights You Can Use Our rain
Advances in Consumer Research Advertising and Consumer Psychology
American Journal of Sociology American Sociological Review
Australian Journal of Management Current Issues & Research in Advertising
European Journal of Marketing Harvard Business Review
International Journal of Advertising Journal of Abnormal Social Psychology
Journal of Advertising Journal of Advertising Research
Journal of Applied Psychology Journal of Applied Social Psychology
Journal of Consumer Marketing Journal of Consumer Research
Journal of Market-Focused Management Journal of Marketing
Journal of Marketing Research Journal of Personality & Social Psychology
Journal of Product & Brand Management Journal of Product Innovation Management
Journal of Public Policy & Marketing Journal of Social Behavior & Personality
Journal of Socia Psychology Journal of Academy of Marketing Science
Journal Personal Selling & Sales Management M anagement Science, Marketing Bulletin
Marketing Research, Marketing Science Personality and Social Psychology Bulletin
Sales & Marketing Management Psychological Science
Public Opinion Quarterly Research & Development Initiative
Psychological Bulletin Sloan Management Review
Socia Forces The American Economic Review.

PLUS - Original REAL WORLD Research
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1. Cluster findings into the 24 Most Important Findings

e Mining Smarter INSIGHTS

 Creating Bigger IDEAS

e More Profitable IMPLEMENTATION

» Advanced Organizational LEADERSHIP

2. Translate into PAIN FREE - Learning

* Relevant Accelerated Learning Activities

e No “Stupid Human Tricks”
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Open Enrollment Programs Monthly at
The Eureka! Ranch in Cincinnati

Private programs available for your team

For more information on Jump Start Your Brain 2006-2007 just

DROP YOUR BUSINESS CARD
AT THE FRONT
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Thank You

If You Have Any Questions or Would Like to Learn
More About Eurekal Ranch Services:

Call Us: (513) 271-9911
Email Us: Info@EurekaRanch.com
Visit us Online: www.EurekaRanch.com




