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· 30,000 client visits per year
· Strong brand recognition in 

its market
· Branding, systems, 

procedures, protocols 
in place and ready for 
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INVESTMENT OVERVIEW

WellQuest Medical and Wellness Corporation (“the Company” or “WellQuest”) 
capitalizes on emerging trends in its goal to bring a revolution to the 

nation’s multi-billion dollar primary healthcare and wellness industry. WellQuest 
integrates three revenue streams into each strategically located upscale center:

u  Accessible primary and integrative physician medicine
u   Proactive preventative and wellness services

u  Medical aesthetic services 

The Company infuses retail customer service principles into its client-based 
approach creating an experience seldom found in traditional clinics. The result is 
an extremely well received model for healthcare with a mission for their clients 
to get well, stay well, and look well. The business model’s success is evidenced 
in a 73% client loyalty return rate while continuing to attract new customers who 
constitute 27% of daily visitors. Based on the performance of its ! agship location, 
the Company expects to achieve annual revenues of $3.2 million and annual 
EBITDA of $600,000 per site.

By focusing on an outstanding experience in primary care medicine, wellness 
and aesthetics, WellQuest has forged a fresh branded model that is consistent 
and scalable. Having created a successful model operating its " rst site, the 
Company is positioned to leverage business functions, " nance, marketing, 
technology, processes and training into multiple locations. Moreover, the location 
of multiple sites within larger metropolitan areas will create opportunities for 
resource sharing between facilities as well as further operating ef" ciencies.

The Company’s unique solution addresses the challenges to lower healthcare 
costs through early access and prevention, while delivering superior value and 
education to its customers, corporate clients and insurers. WellQuest’s value 
proposition to investors includes:

§ A business model that is immediately scalable into multiple 
locations with projected EBITDA of $600,000 per mature 
location;

 
§ Consistent insurance-based revenues with medical clinic 

services drawing both new and repeat customers;

§ Consistent cash-based revenues through integrated wellness 
and aesthetics services, as well as products which leverage 
clinic traf" c; 

§ Meeting increased demand from individuals and employers for 
wellness and preventative medicine;

§ Serving the growing demand for improved appearance among 
women, and increasingly men, between the ages of 25-64. 

Get Well, Stay Well, Look WellGet Well. Stay Well. Look Well.



INVESTMENT CATALYSTS

Highly Scalable Business Model

WellQuest’s strategy is to open multiple locations across the U.S. With each additional clinic, corporate overhead per 
location would decrease as consolidated cash • ows and EBITDA increase. Each new center is projected to produce an 
estimated $3.2 million in annual revenues with $600,000 in EBITDA upon maturity, which is expected 18 months after 
opening.  The Company has set a goal to open 25 centers in • ve years. Based on 25 centers, projected annual revenues 
would be $80 million yielding an estimated EBITDA of $15 million. WellQuest is slated to open its second location in 
Tulsa, Oklahoma in 2010.

Proven Formula For High Customer Retention and New Customer Acquisition

WellQuest’s unique branded wellness environment has found signi• cant traction with its target market group. At its 
• agship location WellQuest has 19,000 registered clients, with 30,000 client visits per year. High levels of customer 
satisfaction have led to high return rates with 73% of daily visitors being repeat customers. Effective marketing and word 
of mouth generates 27% of daily traf• c from new visitors.  

Successful Branding and Wellness Experience Through Upscale Retail Environment 

The Company is founded on the interrelated principles of: Get Well, Stay Well, Look Well. WellQuest offers a very unique 
concept with an integrated facility meeting and exceeding customer needs while creating multiple revenue streams 
cross-selling clinic, wellness, and aesthetic products and services. Customers bene• t from an upscale retail environment 
where service is paramount and all health related needs are serviced in one location. The WellQuest center is open 7 
days a week, from 8am until 8pm Monday through Saturday, plus 12pm to 6pm on Sundays. While medical treatments 
and equipment are sophisticated, the WellQuest center does not look, act, or smell like a traditional medical of• ce.

Founder and President Has Track Record for Growth

The Company’s founder and President, Steve Swift, is a healthcare service industry veteran. He has led diversi• ed 
medical clinics with annual revenues of $200 million. Managing hospitals, out-patient surgery, diagnostic centers, large 
multi-specialty physician clinics and health insurance risk pools has given Mr. Swift a broad understanding of the bene• ts 
and limitations of healthcare delivery. With WellQuest he has formulated a solution for wellness-based healthcare 
delivery that is proving effective in customer satisfaction as well as in reducing healthcare costs.

Consistent Revenue Growth

For the 2008 • scal year ended December 31, 2008, WellQuest reported 
revenues of $3.3 million, a 39% increase over revenues of $2.4 million in • scal 
2007. The Company recently reported record revenues of $944,123 for the 
third quarter of • scal 2009, a 22% increase over revenues of $775,991 in the 
same period of the prior • scal year.  On a quarter-over-quarter basis, revenues 
have grown 13 out of 17 quarters since WellQuest’s • rst center opened. 
Revenue growth was driven by increasing visits to WellQuest’s Bentonville 
location by both repeat clients and new customers.  Revenues were buoyed 
by the addition of new services including occupational medical services for 
corporate clients on the clinic side as well as advanced laser technology 
treatments on the aesthetics side.

Demographic Trends
An aging baby boomer population of an estimated 76 million in the U.S., along 
with a growing trans-generational interest in healthy living, is characterized 
by individuals who are focused on their wellbeing as a form of preventative 
healthcare, as well as their aesthetic needs, is a primary demand driver for 
WellQuest’s services.  Economist Paul Zane Pilzer projects that by 2010 an 
annual $1 trillion of the U.S. economy will be devoted to the wellness industry. 
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INDUSTRY OVERVIEW

WellQuest was founded to address several pervasive dilemmas of the U.S. healthcare system. The U.S. ranks • rst in 
per-capita healthcare spending, according to World Health Organization rankings for developed nations, while ranking 
30th in the world in life expectancy and 33rd in infant mortality. Nearly 16% of the nation’s GDP is spent on healthcare 
services, primarily in treating sickness. There are several factors driving this disconnect between the cost of healthcare 
and the relative health of the U.S. population. Quick access to non-emergency care is inconsistently available. Individuals 
who do not have access to primary care physicians instead turn to emergency rooms where the cost to the hospital and/
or government far exceeds preventative visits to general practitioners. Medical service is an oxymoron to many patients 
and customers. Obesity is the number one preventable cause of death, while education and training in proper nutrition 
often fails to qualify as part of most insurance health plans. Early treatment of disease is an important solution, yet there 
is a shortage of primary care providers. Prevention is espoused by all, yet essentially ignored by insurance coverage 
and, therefore unaddressed by most conventional medical providers. Summarily, the U.S has a ‘sickcare’ system, not a 
healthcare system.

Clinic Segment
Traditional medical of• ces and clinics are characterized by physician-owned and managed facilities that for the most part 
offer medical services covered by insurance to its patients. Physicians are focused on treating patients who come in when 
they are already sick. Very little, if any, focus is given to wellness and preventative medicine. Moreover, physicians are 
trained to perform their speci• c job – diagnose the patient and treat them. Physicians are typically not oriented towards 
creating a customer-focused environment via retail strategies that include facility design, ambiance, location, convenient 
hours of operation and a client-based approach. One recent trend to address these issues is the emergence of clinics that 
are located in heavily traf• cked retail locations, offering longer hours and drop-in visits. Although customer satisfaction at 
these retail clinics has been relatively higher than at traditional medical of• ces, these clinics neither offer the integrated 
services nor the upscale customer-focused experience provided by WellQuest. 

Medical Spa & Aesthetic Services Segment
Although general day spas and destination spas may offer treatments that range from a massage to a manicure, medical 
spas speci• cally offer physician delivered, or physician supervised aesthetic services to clients. A 2007 study by the 
International Spa Association found that medical spas were the fastest growing segment in the $9.4 billion spa industry. 
Medical spa revenues for the industry as a whole doubled in that year, driven by increased personal spending and the 
availability of improved aesthetic services. Medical Spas now cater to an expanding demographic of customers who devote 
part of their disposable income to address their aesthetic needs. In contrast to WellQuest, other medical spas deliver 
aesthetic services without an integrated system that focuses on being healthy as an essential component of looking well.  
As an integrated facility, WellQuest offers retail sales of cosmeceutical products, a growing $5.4 billion industry.

Wellness Segment
The wellness segment is less delineated as a speci• c market because it is a newly emerging market encompassing a 
variety of businesses that deliver products and services which keep people healthy. These products and services range 
from healthcare, to aesthetics, to food and medicine. Nutraceuticals alone are a $25 billion industry. The wellness business 
bene• ts from proactive customers who voluntarily become clients. These individuals seek to feel healthier and reduce the 
effects of aging and proactively prevent disease from developing.  Although a plethora of products and services are offered 
around wellness, no brand name has emerged that serves customers through a retail facility the way WellQuest currently 
does.

Competitive Landscape
There is a dearth of integrated providers who can offer a one-stop shop for customers who seek a clinic, a wellness center, 
and aesthetic services. WellQuest is not aware of any other company that provides all three of its services in one integrated 
facility. Rather, there are some companies that may offer one or two of the categories offered by WellQuest.  

On a national level, Radiance MedSpa Franchise Group has 40 locations nationwide, while Sona Med Spas has 19 
locations across the U.S. Both of these companies only provide physician supervised non-surgical aesthetic services. They 
offer neither a clinic nor wellness programs. There are several regional companies in the southeastern U.S. that are only 
clinics, with just one • rm that offers combined aesthetics and wellness services without a clinic. WellQuest believes there is 
no dominant player in its niche and seeks to establish itself as that.
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BUSINESS OVERVIEW

WellQuest’s strategy integrates medical treatment for 
an individual, a family or a business with the medically-
supervised wellness services that are missing in many 
conventional medical of! ces. Seven-day access for 
interventional care including physicians, laboratory, 
x-ray and more, attends to the urgent and ongoing 
medical treatment needs of clients.  

At the same time and location, WellQuest is positioned 
to link treatment with continued wellness through 
education, supervision and structured wellness programs.  At 
WellQuest, healthcare goes beyond prescriptions and stitches to 
guide clients toward better lifestyle, nutrition and health practices. 
Preventive services such as " u shots, drug testing, wellness 
assessments and other programs are provided at business sites 
for occupational health customers.

WellQuest recognizes the expanding awareness and demand 
for aesthetic procedures including injections, laser, light therapy, 
therapeutic massage, skin care treatments and maintenance, as 
well as cosmeceuticals and skincare products. As technology has expanded the power and results of such treatments, the 
security of physician supervision has increased. The WellQuest model is a medically-integrated alternative to free-standing 
day spas. Clients realize that aesthetics, skin quality, nutrition and wellness are interrelated health issues.

The integrated delivery addressing these three elements of healthcare ful! lls the mission of the Company for its client - the 
Quest for Wellness.

Signi! cant Traction With Target Market
The Company’s management set out to create a brand and a retail user experience in its " agship Bentonville location that 
can be replicated anywhere in the U.S. and internationally. The brand was created to appeal to customers, with household 
incomes of $75,000 or higher, in urban metropolitan areas. 

WellQuest has created a new experience for health-conscious healthcare consumers who have increased service 
expectations and are seeking not just to get well, but to stay well, and look well. Facility design, aroma therapy, trained 
receptionists, programmed visual and sound media all create an atmosphere that looks, feels, and smells nothing like a 
traditional doctor’s of! ce. 

WellQuest’s unique branded wellness environment has found signi! cant traction with its target market group. At its " agship 
location WellQuest has 19,000 registered clients, with 30,000 client visits per year. High levels of customer satisfaction 
have led to high return rates with 73% of daily visitors being repeat customers. Effective marketing and word of mouth 
generates 27% of daily traf! c from new visitors.   

Catering to customers’ needs and busy schedules, WellQuest’s medical center offers long retail-like hours and is open 
seven days a week. The facility is open from 8am to 8pm Monday through Saturday and 12 noon to 6pm on Sunday. Silent 
pagers, controlled visual and sound environments, educational materials, and aroma therapy in the well-designed interiors 
are coupled with customer service practices to produce a peaceful, private and productive healing environment.

Revenue Model
WellQuest’s revenues are both insurance and cash driven. As an integrated center, WellQuest pulls in clinic visitors creating 
regular customer traf! c that pays with insurance, a stable and non-discretionary spending business. Clinic customers are 
offered wellness and aesthetic services which customers pay for out-of-pocket, creating a retail cash " ow business for 
WellQuest.
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Medical Services
WellQuest brings retail service to medical care by servicing their customers as clients, not 
patients. Scheduling protocols allow customers to schedule appointments to meet their 
busy schedules or to come without an appointment when unplanned sickness or injuries 
occur. For sudden sickness and minor injuries, WellQuest provides an alternative to the often 
long waits and excessive costs of hospital emergency rooms. The extended hours and open 
access are attractive alternatives for business clients seeking occupational services for their 
employees. Medical services are typically paid by customer insurers and/or their employers 
through corporate accounts. Clinical services include:
  

• Full-spectrum family practice services for adults and children;

• Advanced Electronic Medical Records (EMR) that enable rapid, accurate and consistent medical 
documentation and protocols, safety features, follow-up planning and billing information.  With the 
addition of new sites, connectivity between WellQuest locations will allow clients to access their 
information for treatment or prescriptions at any WellQuest facility;

• Digital radiology for views of chest, abdomen, extremities, and head.  The digital images can be 
electronically delivered to referral specialists, employers for work-related injuries or other WellQuest 
sites. The digital equipment has enhancement features that virtually eliminate repeat ! lms;

• Laboratory services include on-site testing and referral testing to major outsource lab 
companies. Electronic bridges deliver results directly to the client’s EMR for faster and more accurate 
results. WellQuest clients will soon be able to view their laboratory test results through a secured, 
PIN-enabled site;

• Blood pressure, temperature, pulse rates, EKG and pulmonary testing are also tied directly to the 
client’s EMR;

• Women’s health, annual ! tness and wellness exams; Executive health services and extended health 
assessments; and

• Occupational health services including treatment of work injuries, pre-employment exams, drug 
testing, company sponsored " u shots and education programs for workers.

Wellness and Preventive Health Services
Under the direction of WellQuest physicians, clients are provided with personalized programs for nutrition, lifestyle 
improvement, targeted health treatments and preventions. These services are performed by physicians, nutritional 
counselors or other trained health clinical personnel, and the plans are recorded in the clients’ EMR. Wellness and 
prevention are not adjuncts to medical treatment, but rather, an integrated part of the clinical treatment and service.  
Wellness programs are either covered by insurance, corporate bene! ts packages or are paid out of pocket by 
clients. These services include:

• Functional Intracellular Analysis (FIA) is a next-generation blood test for measuring speci! c vitamins, 
minerals, antioxidants, and other essential micronutrients within an individual’s white blood cells;

• Computerized body composition analysis that determines body mass composition by quadrants and 
measures intracellular water;

• Nutritional counseling for weight loss that addresses nutrition, proper lifestyle, exercise and 
supplements;

• Targeted health counseling for integrated treatment of diabetes, high cholesterol, high blood pressure, 
heart and circulatory problems;

• Wellness protocols include counseling for nutritional supplements, vitamins and weight control 
products. WellQuest carries private label and other label nutraceutical products;

• Therapeutic massage; and

• Stress management.
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Aesthetics Services
With a physician on-site at all times, registered nurses, certi• ed estheticians and licensed massage therapists provide 
advanced skincare and massage services for clients. Aesthetics services are paid for out-of pocket by clients, and 
constitute a strong cash ! ow business for the Company. WellQuest’s medical spa offers the following services:

 • Personal esthetic concierge - a consultant to help clients plan and achieve their esthetic goals;

 • SkinPrint Facial Analysis utilizes high resolution camera, ultra-violet light photography and electronic 
probes to measure facial skin characteristics. A sophisticated computer analysis reports the 
information to a WellQuest certi• ed esthetician and to compounding chemists in New York. The 
analysis is used to produce customized skin care serums for each client’s personal needs. The 
analysis is also used to discuss the treatment plan for long term results;

 • Specialized lasers are used for procedures such as hair removal, skin resurfacing, micro laser peels, 
spider-vein removal and wrinkle reduction;

  • Broad Band Light (BBL) equipment treats skin discoloration, blemishes, photo damage, collagen 
stimulation for skin tightening, and acne treatment;

 • WellQuest utilizes custom protocols for facials, chemical peels, micro-dermabrasion and other 
fundamental procedures;

 • In addition to stress-relieving massages, WellQuest therapists collaborate with physicians to address 
clinical therapies through massage;

 • Injectibles (such as Botox, Juvederm, Radiesse, and Sculptra) that address wrinkles, • llers and 
sagging;

 • Cosmetic consultations assist clients in selecting and applying high quality mineral makeup, glosses 
and cosmetic products; and

 • Custom Spa Party events are offered for businesses, families and friends.

Remove Sun Damage:  4 Free Facials with BBL Photo Facials.

Remove Freckles and Age Spots. Have Noticeably Smoother Skin with a Fresh Glow.

Spider Veins:  20% Off Sclerotherapy Treatments

Small Injections Causing your Spider Veins to Constrict and Eventually Fade Away.

Firm Up Your Skin: 20% Off Skin Tightening

Broadband Light Therapy Creates Tighter, Firmer Skin For your Face, Neck, Abs, or Arms.

Juvéderm:  Buy 1, Get 1 Half Off

Fill in creases around the mouth. Have Natural Looking Fuller Lips.

Get Ready For Summer
 !"#$ %#&$$&''('')))#)*++,-*./#01''(''2*3/4356++*'

 !""#$%#&'()#*+',-#$./01#23##45'60+7#869,:#'0#*'/7;+<#=.>91?####@####Medical Director: Wade Fox, MD

Special offers expire June 30, 2009. Offers may not be combined with other promotions. Call for details. Other re strictions may apply.

•
Get Well. Stay Well. Look Well. 

Call for a
 ComplimentaryConsultation 

Today

•

Get Well. Stay Well. Look Well. 

•Botox Days - Jan 16th/17th and Feb 20th/21st - $10/unit ($13 regular price)
•In as little as 10 minutes, just a few Botox or Dermal Filler in jections improve      
  the appearance of lines and wrinkles.

479.845.0880  •   www.wel lquest.md

3400 SE Macy Road, Suite 18  (Walton Blvd. at Rainbow Curve) • Medical Director - Wade Fox MD
Offers may not be combined with other offers. Botox is a min. of 30 units. Other restrictions may apply.

479.845.0880  •   www .wel lque st.m d

Quest for a New You
20% off Laser Hair PackagesCarefree, Smooth Skin. Permanently reduces unwanted hair.
$99 WellQuest Custom Facial ( new clients only)Removes dead skin, reduces pore size, and restores a youthful, fresh glowSculptra, Juvederm, and Radiesse - Buy 2 and get the 3rd 1/2 off

Call for a FREE Consultation Today479.845.0880
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Products
As an adjunct to services, WellQuest offers retail skincare products such as cleansers, moisturizers, body 
lotions, exfoliating gels, eye moisturizers, lip balms, bio-peptide lotions, body wash gels, and other related 
skin items and enhancers. Also offered are cosmeceutical products such as mineral make-up, eye shadows, 
lip glosses, foundations. Products are sold on a cash basis and contribute to the average dollar amount 
spent per customer visit. 

Operations
WellQuest owns and operates the wellness and aesthetic spa services segments of the business. The 
Company operates the clinic side of the business under a management and medical services agreement 
with a physicians group, Northwest Arkansas Primary Care Physicians, P.A. WellQuest receives a monthly 
management fee of 7.5% of the practice’s net revenues plus a bonus after all operating expenses and 
physician compensation is paid. 

WellQuest holds the primary lease on its location, exclusively owns all of its branding, and proceeds from the 
practice are assigned directly to WellQuest. From those proceeds, WellQuest pays employee compensation 
for the medical group as well as all expenses associated with the practice. Northwest Arkansas Primary Care 
Physicians has the exclusive rights to provide medical care at the Company’s Bentonville ! agship location as 
well as at all future WellQuest sites that may be opened in Northwest Arkansas. 

WellQuest intends to replicate its model of operations including site-lease, as well as establishing 
agreements with different physicians groups when opening locations outside of Northwest Arkansas.  

EMR
Since opening its " rst location three years ago, WellQuest has established an information technology 
infrastructure to accommodate upcoming regulations requiring electronic medical records (EMR). This 
decision was made not only to meet future regulations, but more importantly to implement the most ef" cient 
and advanced systems, as well as creating full transparency between WellQuest locations. Digital diagnostic 
equipment and EMR make documentation ef" cient and transportable to other WellQuest sites. 

Corporate Clients
In addition to serving individual clients who may pay for clinic services via their insurance carriers and pay 
for wellness and aesthetic services out-of-pocket, WellQuest has made signi" cant inroads into catering to 
corporate clients. WellQuest offers occupational health services that include: preventative medicine through 
services such as ! u shots; wellness services including weight management, smoking cessation programs, 
and health education; pre-employment exams including drug testing; and treatment for minor on-the-job 
injuries. 

WellQuest’s occupational health services have gained signi" cant traction in its market as employers seek 
to reduce their exposure to increasing health insurance costs. As medical statistics prove that proactive 
wellness programs reduce long term healthcare costs, companies are increasingly " nding a positive return 
on their investment when paying for wellness services that not only increase worker productivity, but also 
reduce the Company’s long term insurance costs.

Marketing
WellQuest’s marketing strategy includes: marketing and advertising; direct sales of occupational services 
to companies; public relations efforts with local charities, hospitals, medical service providers; networking; 
and promotional events. The Company actively markets internally to customers already in its facility through 
brochures, posters, educational materials, and health promotion articles with a goal towards cross-selling 
services. The Company’s well-honed marketing strategies have been very effective in generating a large 
percentage of repeat customers as well as a continued stream of new customers.
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GRO WTH STRATEGY

Replicating Successful Strategy
WellQuest established its • agship location in Bentonville, Arkansas with the intent of designing a retail 
environment that can be replicated throughout the U.S. and abroad. WellQuest’s assets to be leveraged through 
ef• cient replication include: WellQuest’s brand name; its marketing programs; facility layout and design; service 
and supplier contracts - particularly insurance carriers; physician contracts; EMR; operational, human resources, 
and employee training policies and procedures; administrative, billing and collection services. 

WellQuest’s strategy for its • rst phase of growth is to open multiple facilities in geographic proximity within 
select metropolitan areas in the southeastern and the southwestern U.S. This clustering strategy is intended to 
reduce costs through resource sharing including: shared management, staf• ng, service contracts, and physician 
contracts and marketing. The Company plans to open 25 centers in the next • ve years, with its second location 
slated to open in Tulsa, Oklahoma in 2010.

Each new facility would mature in approximately 18 months, producing an estimated $600,000 in EBITDA based 
on $3.2 million in annual revenues. Based on 25 centers, projected annual revenues would be an estimated $80 
million yielding an estimated EBITDA of $15 million.

FINANCIALS

WellQuest’s revenues have increased consistently since the opening of its • agship location. The Company 
recently reported record revenues for the third quarter of • scal 2009, ended September 30, 2009.  Revenues 
were $944,123, a 22% increase over 2008 third quarter revenues of $775,991. 

Operating income for the quarter was $6,371 compared to an operating loss of $77,741 in the third quarter of 
the prior year. Net loss for the third quarter of 2009 was $47,323 or $0.002 per share, compared to a net loss of 
$157,644, or $0.007 per share in the third quarter of 2008. 

Operating and net income results for the quarter were impacted by an increase in revenue in the Company’s 
medical clinic segment due to increased demand.  This increase in revenue resulted in slightly higher operating 
costs in the medical clinic. Operating costs in the medical aesthetic segment were also lower due to increased 
ef• ciencies and a reduction in administrative staf• ng.  

For • scal 2008, WellQuest’s revenues were $3,332,433, a 39% increase over 2007 revenues of $2,393,453. This 
$938,980 increase in annual revenues was driven by a $771,489 rise in medical clinic revenues and a $167,441 
increase in medical spa revenues. Medical service revenues grew due to an increased volume of medical visits, 
which increased from 21,680 total visits in 2007 to 29,579 visits in 2008. Medical spa revenues increased due to 
the addition of new services including advanced laser technology as well as increased marketing efforts.

Operating loss for • scal 2008 narrowed to $445,822 or 13% of revenues as compared to $573,555 or 24% of 
revenues in 2007. This resulted from a higher increase in revenues relative to increased operating expenses. 

Net loss for • scal 2008 was $(732,098) or $(0.03) per share, a 12% decline from 2007 net loss of $(831,070) or 
$(0.04) per share. The decrease in net loss was a result of continued revenue growth. 

WellQuest believes revenue and cost trends at new locations would show similar patterns, however corporate 
overhead costs would be reduced per-location as they are allocated across multiple facilities. At its • agship 
location, WellQuest receives approximately 60% of its revenues from general medical clinic services – its Get 
Well category, 20% from wellness services – its Stay Well category, and 20% from aesthetic services – its Look 
Well category. 

Get Well. Stay Well. Look Well.



3 Months Ended
09/30/2009

3 Months Ended
09/30/2008

12 Months Ended
12/31/2008

12 Months Ended
12/31/2007

Net Revenues $944,123 $775,991 $3,332,433 $2,393,453

Operating Expenses:
Salaries, Wages, Bene! ts 315,990 320,632 $1,256,706 1,081,077
Rents & Facility Exp. 71,806 60,367 304,391 259,681
Clinic Direct Exp. 366,344 263,896 1,138,221 793,445
Spa Direct Exp. 70,753 93,944 341,591 245,416
General Corp. Exp. 84,082 87,736 622,969 485,026
Depreciation   & Amort. 28,777 27,157 114,377 102,363
Total Operating Expenses $937,752 $853,732 $3,778,255 $2,967,008
Operating Income (Loss) $6,371 $(77,741) $(445,822) $(573,555)
Net Interest Exp. (53,694) (79,903) (286,276) (257,515)
Net Income (Loss) $(47,323) $(157,644) $(732,098) $(831,070)
Net Income (Loss) Per Share $(0.002) $(0.007) $(0.03) $(0.04)

Weighted Average Shares 
Outstanding 29,010,167 23,698,245 23,608,429 19,505,250

Period Ended
9/30/2009

Period Ended
12/31/2008

Current Assets:
Cash $51,289 $103,265
Receivables 262,535 293,363
Other 48,650 50,737
Total Current Assets $362,474 $447,365
Property & Equip. Net 307,085 387,125
Total Assets $762,142 $834,490

Current Liabilities:
Line of Credit $167,500 $202,494
Accounts Payable 224,568 293,312
Accrued Liabilities 192,165 232,034
Due Physicians & Parties 565,195 521,118
Note To Related Party 40,000 349,608
Current Maturities LTD 436,457 517,324
Current Capital Leases 27,026 23,902
Current Debentures 490,497 523,409
Total Current Liabilities $2,143,408 $2,663,201
Total Liabilities $2,684,499 $2,781,847

Total Liabilities & Shareholder Equity $762,142 $834,490
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Net revenues, as reported, are comprised of net clinic revenue and gross revenues derived from sales of medical 
spa services and related products. Wellness revenues are booked as net if they are billable to insurance. Gross 
clinic and select wellness revenues are reduced by provisions for doubtful accounts and contractual adjustments 
with insurance carriers resulting in the net revenue number. In 2008 91% of clinic revenues were derived from 
private commercial insurance, 4% from self-payment by clients; and 5% from Medicare.



MANAGEMENT & BOARD

Steve Swift, Founder, President and Chairman 

of the Board

Having founded the Company in November 
2004, Mr. Swift is WellQuest’s President and 
Chairman.  Mr. Swift began his career in healthcare 
management with a commitment to improving 
healthcare via wellness and effective delivery of 
services. Managing hospitals, out-patient surgery, 
diagnostic centers, large multi-specialty physician 
clinics and health insurance risk pools has given 
him a broad understanding of the bene• ts and 
limitations of healthcare delivery. Prior to founding 
WellQuest, between May 2000 and June 2004, 
Mr. Swift was the Chief Administrative Of• cer and 
Executive Director of Springer Clinic, Inc., a Tulsa, 
Oklahoma based medical treatment facility with 
annual revenues of $60 million. He was a regional 
Vice President at PhyCor, managing annual 
revenues of $200 million at four clinics. Previously 
he held an executive management position at Holt 
Krock Clinic in Fort Smith, Arkansas where annual 
revenues grew to $95 million under Mr. Swift’s 
management.  He earned a Masters Degree in 
Healthcare Administration from Trinity University 
in 1974 and became a Fellow in the American 
College of Healthcare Executives.  Mr. Swift 
received his Bachelor of Arts degree in Sociology 
from Texas Christian University in 1970 and did his 
residency at Baylor University Medical Center in 
1973 and 1974.

Greg Primm, Chief Financial Of! cer
Mr. Primm joined WellQuest as Chief Financial Of• cer in April 2008. Mr. Primm is a Certi• ed Public Accountant 
and started his career at Ernst & Young where he audited large publicly traded healthcare companies. Prior 
to joining WellQuest, Mr. Primm served as Chief Financial Of• cer and Operations Manager for CrossWood 
Associates, Inc., a food distribution company in Fayetteville, Arkansas.  From February 2002 through September 
2006, Mr. Primm was Controller for Hanna’s Candle Company, a manufacturing company.  He was previously 
the Accounting Manager for Ozark Aircraft Systems of Bentonville, Arkansas from 1999 until 2002. Mr. Primm 
received his Bachelor of Science in Business Administration from the Sam Walton College of Business at the 
University of Arkansas in 1996, and his Master of Business Administration from Terry College of Business at the 
University of Georgia in 1999.

Curtis Rice, Vice President, Co-Founder, Director
Mr. Rice has been WellQuest’s Vice President since helping found the Company.  Mr. Rice is a business 
executive and entrepreneur.  He received his Masters in Business Administration from Tulsa University in 2001 
and his Bachelor of Science degree in Business Administration from Oklahoma State University in 1999. Mr. 
Rice has been active in the energy industry as the Natural Gas Energy Trading Manager for Conagra Foods 
(NYSE:CAG) an $8 billion food company.  He is also the President of Patriot Energy, a Tulsa, Oklahoma based 
energy production investment company. He also serves as the Vice President for BlastMyMusic.com, Inc., a 
Tulsa, Oklahoma based online music distribution company.  Prior to 2006, Mr. Rice worked for Williams Power 
Company (NYSE:WMB) an $8 billion Tulsa, Oklahoma based energy production company where he served in 
various management positions. 

LONGER AND BETTER

Complimentary

PLUS: The HOTTEST Laser Treatments for COOL Autumn Months

SAVE ROOM 
FOR DESSERT: 
Healthy tips 

for a 
balanced 
lifestyle.

How old is 
your face?

Technology 
Goes Skin 

Deep To 
Reveal All

How old is 
your face?

Technology 
Goes Skin 

Deep To 
Reveal All

MEDICAL REIMBURSEMENT ACCOUNTS

A Healthy Savings Plan

Get Well. Stay Well. Look Well.



John O’Connor, Director, Secretary
Mr. O’Connor has been WellQuest’s Secretary and a member of the Board of Directors since November 2004. Mr. 
O’Connor is the Chairman of the law • rm Newton, O’Connor, Turner & Ketchum, based in Tulsa, Oklahoma. Mr. 
O’Connor is also a director of 3DIcon Corporation, a Tulsa, Oklahoma based public company. Mr. O’Connor received 
his Bachelor of Arts degree in Political Science from Oklahoma State University in 1977 and his Juris Doctorate 
degree from University of Tulsa College of Law in 1980. 

Lawrence D. Field, Director
Mr. Field has been a member of the Board of Directors since November 2004. Since January 1989, Mr. Field is Co-
Founder and Managing Director of Regent Private Capital, a Tulsa, Oklahoma based private investment company. 
He has been a principal advisor in over 70 investment banking and M&A transactions. He serves as Chairman of the 
Board of Industrial Shipping Enterprises Corporation and Caja Logistics, as well as serving on the board of 3DIcon 
Corporation, a Tulsa based public company. Mr. Field received his Bachelor of Science degree from the University of 
Texas at Austin in 1982.

Robert J. Zasa, Director
Mr. Zasa has been a member of the Board of Directors since April 2005. Mr. Zasa is the Founder and Partner of 
Woodrum/Ambulatory Systems, a Los Angeles, California based ambulatory and outpatient care company. Mr. Zasa 
was the Founder, President and CEO of Premier Ambulatory Systems, Inc., an owner and operator of ambulatory 
surgery centers. He has also served as Vice President of American Medical International and Chief Operating Of• cer 
of AMI Ambulatory Surgery Centers, Inc. Mr. Zasa is an Adjunct Faculty Member of the Graduate Program in Health 
Services Administration at the University of Alabama in Birmingham, and serves as a guest lecturer on ambulatory 
healthcare topics at the UCLA School of Public Health. Mr. Zasa earned a Masters of Science degree in hospital and 
health administration from the University of Alabama Birmingham.

We recommend you use the information found here as an initial starting point for conducting your own research and conduct your own due 
diligence (DD) on the pro• led company in order to determine your own personal opinion of the company before investing. We are not registered 
broker-dealers and do not recommend the purchase and sale of securities. Neither the information, nor any opinion expressed, shall be construed 
to be, or constitute an offer to sell or a solicitation of an offer to buy the securities mentioned herein. The information and statistical data contained 
herein have been obtained from the company, and/or sources which we believe to be reliable but in no way are warranted by us as to accuracy or 
completeness. We do not undertake to advise you as to changes in • gures or our views. The above statements are the opinion of Corporate Pro• le 
LLC and are not a guarantee that predicted business results for the company will occur. We provide investor relations services to the company 
for fees and on an ongoing basis, which services include preparation of this report. We are not liable for any loss directly or indirectly incurred 
by anyone relying on any information obtained from this report including, but not limited to, any loss caused in whole or in part by reliance on the 
content, expression or opinions or interpretation of news, events, • nancial information and other information found in this report.

SAFE HARBOR STATEMENT UNDER THE PRIVATE SECURITIES LITIGATION ACT OF 1995

With the exception of historical information, the matters discussed in this report are forward-looking statements that involve a number of risks and 
uncertainties. The actual future results of WellQuest could differ signi• cantly from those statements. Factors that could cause actual results to differ 
materially include risks and uncertainties such as the inability to • nance the company’s operations, inability to hire and retain quali• ed personnel, 
and changes in the general economic climate. In some cases, you can identify forward-looking statements by terminology such as “may,” “will,” 
“should,” “expect,” “plan,” “anticipate,” “believe,” “estimate,” “predict,” “potential” or “continue,” the negative of such terms, or other comparable 
terminology. These statements are only predictions. Although we believe that the expectations re! ected in the forward-looking statements are 
reasonable, such statements should not be regarded as a representation by WellQuest, or any other person, that such forward-looking statements 
will be achieved. We undertake no duty to update any of the forward-looking statements, whether as a result of new information, future events or 
otherwise. In light of the foregoing, readers are cautioned not to place undue reliance on such forward-looking statements.

Get Well. Stay Well. Look Well.


