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The focus of my practice is to assist entrepreneurs in 
growing their businesses.  I act as an offsite controller 
and assist in all financial and taxation matters, 
including:
• Financial Statements and Tax Returns 
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• Accounting & Bookkeeping 
• Management Consulting & Financing
• GST, PST
• Payroll
• New Business Setup
• Cash Flow Management
• Budgeting & Forecasting
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Rob Ciccone

Is your image credible 
in eyes of your clients?
“Low-risk” look found to reassure  

When my editor told me 
about the theme for 
this issue – business 
fashion – he said, “I re-

alize this is not your area of expertise. 
Feel free to write on something else.” I 
thought to myself: “Not my area…why 
would he think that? Is it because I’m 
a marketing guy and therefore what 
do I know about fashion?”

Well, marketing has to do with 
business growth. Business growth has 
to do with many things, including 
credibility, trust and first impressions. 
And that has everything to do with 
fashion. Is this a stretch? Read on and 
judge for yourself.

Credibility is the foundation upon 
which your success is built. To estab-
lish credibility, you have to position 
yourself as the low-risk provider; your 
customers have to believe that in do-
ing business with you, they have the 
least possible amount of risk.

Credibility is created in many ways. 
To name a few, there’s your company: 
the history, time in business, market 
share. The quality of your products 
and services is important, as are your 
guarantees and testimonials. Even 
your telephone and e-mail manners 
make a difference.

Then there is also you and your 
team – your appearance, attitude and 
personality. How you represent your-
selves impacts how others perceive 
your company.

The basic rule of success is: every-
thing counts. It means that nothing 
you do is neutral; everything you do 
either works for, or against, your goals 
for success. It’s a mistake to assume 
that your choice of wardrobe is an un-
related detail, because it’s the details 
(or lack of attention to them) that get 
you every time.

My editor is not alone in assum-
ing that as a marketing consultant, I 
wouldn’t need to address fashion. Re-
cently, even my wife expressed sur-
prise when she learned that I’m work-
ing with a company to reinvent their 
office dress code and front-line uni-
forms – until I explained to her the 
credibility factor and how our objec-
tive was to create a perception of cred-
ibility greater than their competitors, 
and that this dress code issue was just 
one of the ways we would do so. The 
hard reality is – we are judged on ap-

pearance. You might resist that reality, 
but you won’t change it.

Personal appearance has a lot to do 
with first impressions. First impres-
sions are made within four seconds, 
and solidified within 30 seconds. After 
that, the brain rejects all information 
to the contrary, making it difficult to 
change that first impression. So treat-
ing your appearance as a minor detail 
could sabotage every other business-
building activity you’re doing.

But who decides what’s appropri-
ate, and what’s not? The short answer 
is the customer, not the fashion indus-
try. Remember that fashion magazines 
are not necessarily geared towards 
helping the businessperson establish 
credibility and make the proper first 
impression. What you see in maga-
zines might not be appropriate for 
meeting your customers … unless you 
work in the fashion industry.

A good rule of thumb when deal-
ing with your customers is to dress 
the way their advisers would dress 
– the people they respect and listen to. 
When in doubt, dress conservative-
ly. That doesn’t mean you can’t find 
a way to add some personal touches, 
but dress in a way that gives the ap-
pearance of being solid, dependable 
and low risk.

Stay away from cheap goods, both 
in clothing and accessories. In busi-
ness fashion, less truly is more. In-
vest in a few high-quality items rather 
than a closet full of inferior goods. The 
reason for this is both practical (be-
cause you look and feel more pow-
erful when you are dressed in qual-
ity) and economical (because quality 
clothing lasts longer over time). 

Business fashion should comple-
ment the impression you want to 
make, not detract from it. You want to 
stand out for your know-how, your 
products and services, and the supe-
rior way in which you do business. 
When your appearance projects that 
credible, trustworthy first impression, 
the marketplace can then see clearly 
what you really have to offer. 

Robert Ciccone is the president and founder of 
Success Unlimited Sales and Marketing Group 
(www.susmg.com), a full-service marketing con-
sulting firm that helps companies increase their 
sales and profits. He can be reached at 604-688-
7733 or rob@susmg.com. 
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A gourmet coffee system 
in your office at no cost?
Believe it. Impress clients and staff with 
a revolutionary specialty coffee service, 
exclusively from Beloved Coffee Time.

• No cost to you for a state-of-the art machine
• No obligations or term contracts
• Single button operation – no mess
• Up to 8 different hot beverages

Call today for a free demonstration

604-594-6860 or 
info@belovedcoffeetime.com
www.belovedcoffeetime.com




