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OFFICEWISE SOLUTIONS

The all-new OKI ES3640 business workstation offers 
outstanding colour image quality, unmatched reliability. 

Colour copies only 5¢ per page. $14,995

Available at Vancouver’s best office values:

14 W. 7th Avenue (at Ontario). Vancouver, BC.

More than 10,000 sq. ft. of new and used desks, chairs, file cabinets, boardroom tables, panel 
systems, bookcases, whiteboards, personnel lockers, storage cabinets and folding-leg tables. Also 
copiers, faxes, printers with full service contracts. We sell, rent or lease.

604-681-4800

• Network printing capable. 
• Integrated Fiery.
• Full colour printing at 36 CPM.
• Scanning feature allows 

creation of electronic files.
• Single pass  printer handles 

card stock (up to 150 lb.).
• Full finishing, including 

booklet, folding, 3-hole punch 
& stapling.

• Can print on sheets up to 12.9” 
wide by 47” long (full bleed).

• Full 3-year onsite warranty
• Total support from authorized 

provider.
• Toll-free technical assistance 

24/7/365.
• 5¢ per page based on 8.5” x 

11” standard coverage per 
colour.

OKI 3530 MFP
Full colour, 1200 x 600 dpi. Prints 
16 ppm in colour mode and 20 
ppm in mono mode. It also prints, 
copies, faxes and scans to PC 
network or email.

$995

OKI 5510n MFP
Full colour, 1200 x 1600 dpi. Prints 
16 ppm in colour mode and 20 ppm 
in mono mode. It also prints and 
scans to PC network or email.

$895

OKI B4545 MFP
Prints 21 ppm as mono printer. It 
also copies, faxes and scans to PC 
network or email. (Duplex tray & 
large capacity tray available for an 
additional $500.)

$750

M A R K E T I N G  C H A N N E L

Robert Ciccone

Bring in more green  
by being green leader
Trumpet eco-practices to earn kudos

The increasing pressure on 
businesses to become more 
environmentally sustainable is 
not a fad. It’s not going away; 

in fact, it’s only going to increase. It 
may seem like a big-business issue (oil 
and chemical companies, etc.) but it’s 
not just big industry that needs to fo-
cus on this. 

The “green” consumer market will 
only continue to grow, and it’s an op-
portunity just waiting for smart small 
businesses to get in early on what will 
be the inevitable.

At this relatively early stage of the 
corporate social responsibility agen-
da, being a socially responsible busi-
ness gives you something with which 
to differentiate yourself. It gives you a 
competitive advantage, some “news-
worthy/media appeal.” It’s an atten-
tion-getting opportunity.

A good social responsibility prac-
tice gives your business several very 
significant benefits: it enhances your 
corporate image; develops customer 
appreciation; builds brand trust; and 
creates leadership positioning in your 
industry or marketplace.

Over this past year in various ini-
tiatives and tests that I have run for 
my clients, the sustainability angles 
have tended to fare well in generat-
ing positive attention, overall feed-
back and response. People consistent-
ly report that, all other things being 
equal, they’ll buy a socially responsi-
ble/green product or service, because 
it makes them feel like they’re doing 
their part.

Will being socially responsible cut 
into your ability to be profitable and 
competitive? After all, the measures 
needed to be responsible could also 
make your product or service more 
expensive. If this is the case, I would 
like to suggest that you get innovative 
in your thinking and do what it takes 
to figure out how to make it work 
from a cost perspective.  

Often, cost savings can be found 
through design innovations that re-
duce materials, energy usage and 
waste associated with a product or 
service. Keep in mind this issue is not 
going away. Your efforts in this area 
will pay off in the long run.  

In many instances, you don’t al-
ways need to go out and develop a 
whole new “green” or socially respon-

sible product line. Sustainability can 
often be created inexpensively with 
a simple modification to an existing 
product or service. 

For example, instead of using sty-
rofoam packaging, switch to some-
thing recyclable, and then send out a 
press release explaining how and why 
you’ve made the switch. Or, create a 
program where you offer to take back 
the packaging for free so you can recy-
cle it, and highlight that in your sales 
message. 

I find a lot of companies are al-
ready green and sustainable in their 
practices; they just haven’t been pro-
moting it. 

When I analyze what they’re do-
ing, I might learn that they’re us-
ing recycled paper in their packaging; 
they have a fair labour policy in place 
when purchasing supplies; their fleet 
vehicles are “smart cars;” or something 
in their manufacturing process already 
meets certain environmental codes. 

I have one client in the building-
materials industry that has been us-
ing social responsible and sustain-
able practices for the past 20 years. We 
are now promoting this fact and us-
ing it as a unique feature. Guess what? 
It’s working. They are making “some 
noise” with this and are now getting 
some wonderful opportunities that for 
years have eluded them.

How about your back-office pro-
cedures or manufacturing processes?  
Are there any “green or socially re-
sponsible secrets” you’re already doing 
that could be uncovered and put in 
the forefront of your communications?

Being a socially responsible small 
business doesn’t have to be costly or 
painful, and the efforts you make in 
the short term will have huge long-
term payoffs for your business.  

Sure, having a corporate social con-
science is good from a people and 
planet perspective. But positioned, 
marketed and sold properly, it can also 
become your differentiating factor, 
which is great from a profit perspec-
tive. It’s a win-win all around.

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. 




