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Wedding Photos
It’s not what we have, it’s who we hold

Let’s connect. Document memories that will 
last generations. You will have a story to tell. 
Let’s tell it together.

There is one thing that makes your wedding 
unforgettable.

The story of your love and friendship.

A wedding photographer living in Houston, 
who loves waiting for moments to happen, and 
documenting them. 

www.zaynaphotos.com 
Info@zaynaphotos.com

537 Rockley St, 
Houston, TX 77365
1(888)88-ZAYNA
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Beautiful & Creative 
Photography

Zayna Photo’s - relaxed and easy going, 
memorable photography. Each session is 
custom designed for your specific needs.

Let us help you keep the memories! 
Photographing indoors and outdoors for unique 
family photographs. 

Available for but not limited to; 
-maternity photo sessions 
-prom photos 
-newborns 
-children 
-family 
-weddings
-graduation 

With a maximum of up to 4 people, Zayna’s 
Photos will work with you! 
-special photos for that special someone 
-headshots for a portfolio 
- ‘before and after’ pictures- Great for 
cosmotologists and beauticians to build your 
portfolio or have photos for display

It is OUR MISSION to provide a personal service, 
and provide you with the security that will allow 
for you to relax and enjoy your day in an 
authentic and joyful way, knowing that it is 
going to be preserved as a vivid reminder of the 
way in which it felt.

Self Portriats
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LVMH Confirms 
Launch of Multi-Brand 

Fashion Site

Launching in June, 
LVMH’s 24 Sevres will 
enter a fast-growing yet 
highly competitive luxury 
e-commerce space with 
fashion, cosmetics and 
luggage products from the 
group’s own portfolio as 
well as other brands.

PARIS, France — LVMH 
is launching a multi-brand 
e-commerce website 
inspired by its exclusive 
Parisian department store 
Le Bon Marche, as the 
world’s biggest luxury 
goods group steps up the 
digital side of its business.

The new website, named 
“24 Sevres” after the Rue 
de Sevres location of Le 
Bon Marche in the chic 
7th arrondissement, will 
offer fashion, cosmetics 
and luggage products from 
LVMH’s own portfolio as 
well as brands from outside 
the group.

Overall more than 150 
labels, including 20 of 
LVMH’s own stable such 
as Louis Vuitton, Dior, or 
Fendi, will be featured.

The size of the investment 
amounted to several million 
euros and marks the biggest 
digital initiative taken by 
LVMH since it hired former 
Apple music executive Ian 
Rogers in 2015 to craft its 
digital strategy and 
capitalise on the luxury 
sector’s online sales 
expansion.

LVMH, controlled by 
French billionaire Bernard 
Arnault, said the new site 
would go live on June 6 in 
more than 70 countries.

Competing with estab-
lished rivals such as Yoox 
Net-a-Porter , MyTheresa, 
Matchesfashion.com or 
LuisaViaRoma, it echoes 
the high-end positioning of 
the Le Bon Marche store.

It will give international 
clients “very Parisian 
choices” in the selection of 
exclusive products, Rogers 
told Reuters.

“The idea is to be attractive 
with unique products, not 
necessarily have a huge 
offering,” said Rogers.

E-commerce is still a 
relatively small part of the 
global luxury goods 
market, representing 7 
percent of industry sales, 
but this is expected to rise 
to 12 percent of industry 
sales by 2020, according 
to the Boston Consulting 
Group.

Luxury goods companies 
face a dilemma over trying 
to reach young 
Internet-savvy shoppers 
while preserving the sense 
of exclusivity that drives 
up the value of their 
products.

LVMH has already tapped 
into the increasing 
importance of online social 
media by setting up LVMH 
Luxury Ventures to invest 
in start-up luxury goods 
projects.

Until now each LVMH 
brand has had its own 
separate digital strategy, 
with some brands such as 
Fendi and Kenzo putting 
significant resources into 
this area while other brands 
such as Celine had no 
E-commerce website of 
their own.

The new website will 
complement the offering 
available on the respec-
tive websites of the LVMH 
brands, Rogers said.

Big fashion brands such as 
Prada, Gucci or Valentino 
will be sold on the site as well 
as Maison Margiela, seen as 
a more cutting-edge label, 
or others such as Kitsune or 
APC.

LVMH’s online sales of €2 
billion ($2.2 billion) last year 
equated to 5.3 percent of 
overall group revenues.

Beauty on a budget: 
Spa aims to put a day 

of pampering in 
everyone’s reach

Describe your 
business.

Seva Beauty is a fast-casual 
spa offering services like 
brow shaping, lash 
extensions, facials, all types 
of body waxing and more.

Who are your 
customers?

The majority of our clients 
are women, but we also see 
many men and teenagers.

Seva makes pampering and 
beauty treatments 
approachable and 
achievable for an entirely 
new world of clients 
because of our pricing 
structure. We are located in 
a major 
department store and, 
because of the volume of 
customers, we are able to 
offer services at around half 
the price of other area spas.

What is your business 
philosophy?

“Beauty to the people” is 
what we are known for. Our 
goal is to make everyone 
feel great when they leave 
the spa.

I call our team “smile 
makers” because everyone 
who leaves our spa always 
leaves with a big smile, and 
that’s a great feeling.

What’s the most im-
portant part of your 
job?

The most important part of 
what we do is to be certain 
that every customer has the 
best possible experience 
and feels rejuvenated. To 
have someone come in after 
having a bad day and leave 
feeling fabulous and happy 
brings a lot of joy to us.

We also have many clients 
who see us before a major 
event, a date or a job 
interview. To us, providing 
that extra boost of 
confidence really does 
matter.

It really warms my heart, 
and I hear this every day, 
someone will say “I never 
thought in my lifetime that 
I would have the ability to 

By VEGAS INC staff

What is the hardest 
part about doing 
business in Southern 
Nevada?

I moved here from 
Southern California, and 
I’m still getting used to our 
local clientele as we work 
to earn repeat business. 
About 30 percent of our 
customers are from out of 
town, so we have to work 
extra hard to get exposure 
to local residents.

What is the best part 
about doing business 
here?

I’m a major foodie and 
now live in the food and 
entertainment capital of 
the world, so I try to take 
advantage of that every 
day. I love the restaurants 
and entertainment here. The 
international aspect of this 
city is great; you meet 
people from all over the 
world every day. It’s 
exciting.

What obstacles has 
your business over-
come in the market so 
far?

At first, staffing was a 
challenge. Las Vegas is a 
transient city, so it’s always 
a challenge to maintain a 
solid, well-trained staff. 
Now, we have a great team 
in place. Gaining 
momentum, letting locals 
know about our new 
locations, permit issues 
and construction delays 
also challenged us early 
on. Now, we know what to 
expect as we plan for our 
third location.

Get your pictures taken 
today!! Contact Zayna 
Photo’s at 
1(888)88-ZAYNA
Disount Pricing Below
Portrait Sessions begin at 
$350.
Wedding Collections
Silver Package $2000
Golden Package $2500
Platinum Package $3300
Visit our Website:
www.zaynaphotos.com

It’s more popular on 
Instagram than even 
the Eiffel Tower

Pics or it didn’t happen! 
The list of the world’s most 
Instagrammed places is out, 
providing a pretty clear vista 
on the places most people 
are traveling to, or the places 
most worthy of a #gram.

Of the top 5 most Insta-
grammed places worldwide, 3 
are in the United States, 
according to a study by 
TravelBird. France and 
Germany tie for second, with 
each home to two different 
places showing up on the 
“Top 5 Most Instagrammed 
Places” list.

Instagram, a unit of Facebook 
FB, -0.13% announced at 
the end of April that it had 
doubled its user base to 700 
million monthly active users 
in two years; 88.48 million 
of those users are from the 
United States, while Russia 
comes in second place, 
providing 27.52 million 
members of the Instagram 
user base.

This list, of course, might also 
be viewed as an indicator of 
where narcissists are 
traveling. According to a 
survey of 3,700 college 
students by LendEdu, 64% of 
millennials say Instagram is 
the most narcissistic 
social-media platform.

“With just a few filters, a 
little saturation, and a clever 
caption, social media can 
make even the most average 
Joe look like an esteemed 
socialite,” the LendEdu study 
noted. “They use these 
platforms to boast of their 
daily tidings, carefully craft 
their public image, and feed 
their egos in this 
interconnected digital age.”

The list ranges from the 
historic, including, in Paris, 
the Eiffel Tower and 
Notre-Dame, to the 
adventurous, with national 
parks and lush beaches. Of 
course, Disney’s DIS, -2.15% 
theme parks make multiple 
appearances on the list.

This is the 
most 
Instagrammed 
place in the 
world

5. Berlin Wall in 
Germany
Number of Instagram tags: 
4,595,501

4. South Beach in Miami
Number of Instagram tags: 
4,689,396

3. Walt Disney World in 
Florida
Number of Instagram tags: 
5,465,098

2. Eiffel Tower in Paris
Number of Instagram tags: 
7,253,011

1. Disneyland in 
California
Number of Instagram tags: 


