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OFFICEWISE SOLUTIONS

Unmatched Quality
Unbelievable Value

The all-new OKI ES3640 business workstation offers 
outstanding colour image quality, unmatched reliability and 
impressive return on investment.

Colour copies only 5¢ per page.
• 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).

• 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.

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

How would your business 
do if you had to relocate to 
a new country every two 
years where you had no 

customers, no contacts and no experi-
ence with local customs and business 
practices? Sounds like a nightmare, 
right?

This is the business model for Mov-
ing Products Inc. Their focus is the 
Olympic Games – they work with 
Olympic sponsor companies to out-
fit their guests, staff and technicians 
with customized clothing and acces-
sory items. This eight-person company 
provides everything from footwear to 
headwear, and they handle every de-
tail from sourcing product to delivery. 
To date they have been involved in 10 
Olympic Games and worked with 150 
Olympic sponsor programs.

 And every two years, they move 
on to work in a new country. They 
just recently opened offices in Van-
couver so I got the chance to sit down 
and chat with Ian MacDonald, CEO of 
Moving Products. I was curious to find 
out how a small Canadian company 
became such a big player in the busi-
ness of the Olympics. Ian told me that 
the key to their success in this field is 
the same as it is for any other business 
in any market: to build trust with cus-
tomers and prove that you can deliver.

“Our primary focus is not on selling 
stuff – it is to make sure the sponsor 
companies have the right Olympic ex-
perience,” says Ian. 

The most recent example of this is 
the Johnson & Johnson project.  J&J 
are official sponsors of the 2008 Bei-
jing Games. The Moving Products 
team identified that few people are 
aware of the enormous number of 
personal care products made by J&J, 
so they approached them with the 
idea of putting together an ameni-
ties kit filled with sample sizes of their 
various products to maximize their 
Olympic exposure. J&J loved the idea. 
The Moving Products team has since 
taken the kit to all the other 2008 
sponsors to have them use it as part 
of their own Olympic programs. Spe-
cial kits have also been created for the 
2008 Games volunteers, athletes, and 
officials. By using their experience in 
past games working with other spon-
sors, Moving Products was able to 
help J&J build strategic relationships 

with other corporate sponsors and get 
the J&J brand and products in front of 
world and corporate leaders.

For any company wanting to take 
advantage of 2010 business opportu-
nities, here are Ian’s rules for Olympic 
business success:

1. Know where you fit and what 
your core business is. Moving Prod-
ucts is very clear about what their ex-
pertise is and they have a clearly de-
fined niche market. They only pursue 
opportunities that fit their core busi-
ness.

2. Know what strengths your com-
pany brings to the table. Be very hon-
est in analyzing how your strengths 
and expertise will benefit a 2010 op-
portunity. Keep in mind that the 
Olympics are a major financial invest-
ment for these companies. There is no 
room for error. Everything must be 
done well and on time. 

3. Work within your niche market 
to identify 2010 business opportuni-
ties for your company. There are many 
potential opportunities out there and 
it is easy for a company to get over-
whelmed and feel like they are wast-
ing time and money. 

4. Clearly define who your targets 
are. It could be the Olympic sponsors, 
the organizing committee or other 
companies who will have an Olym-
pic presence. For Moving Products, the 
key targets are companies that want 
to build partnerships with organizing 
committees.

5. Spend time getting to know your 
customer – do your research. What 
do they need? The CEOs and boards 
of directors of all major companies 
worldwide attend the Olympic Games 
so there is a lot of pressure to deliver. 
Look to build a partnership with them.

As Ian says, “It is not about the size 
of your company. Olympic success de-
pends on your ability to clearly iden-
tify the right business opportunity for 
you and then go out and make it hap-
pen.” Moving Products is a prime ex-
ample of a small company who identi-
fied Olympic gold and pursued it.

Fiona Walsh is one of only three business coaches 
in North America approved to provide the highly 
successful and popular Ghost CEO coaching pro-
gram. An expert in sales and business develop-
ment, she offers tips for growing your business 
at www.fmwalsh.com.
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Small size no barrier to success 
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