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This report presents and discusses 
research investigating the percep-
tions and experiences of creative 
industries clients and business ad-
visors involved in Enterprise Con-
nect’s Business Review Report and 
Business Review Process.  In the 
report we outline emergent gaps 
and suggest improvements to the 
service, as well as comment on 
the perceived strengths of the pro-
gram. The report is based on an 
empirical study using semi-struc-
tured, in-depth interviews with 15 
client organisations in the Busi-
ness Review process, and five Busi-
ness Advisors. Our findings sug-
gest that the program is generally 
perceived to have significant value 
for the clients, especially around 
the quality of individual business 
advisors, and that strategic value 
is being delivered to the client or-
ganisations. We provide some rec-
ommendations to strengthen the 
program in lieu of our findings.
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An initial overview of relevant 
literature outlines the main 
challenges faced by creative 
industries organisations. Many 
small and medium-sized enter-
prises (SMEs) in the creative 
industries are driven by the 
creative spirit and tend to place 
primary concern on their prod-
uct/service. The strong identi-
fication with delivery that this 
can engender can come at the 
expense of financial goals, es-
pecially in the face of rapidly 
changing markets, evolving 
business models, and disrup-
tive technologies that overtake 
existing models for business. 
Conversely, where firms grow, 
the creativity of the founding 
partners/members often be-
comes increasingly subject to 
managerial controls and con-
straints. As such, some larger 
firms with more corporate am-
bitions downplay the signifi-
cance of creativity and place 
limits on creativity in the inter-
est of financial viability (Banks 
et al, 2002, Banks, 2000). 

Issues faced by creative in-
dustries are often similar to 
the challenges faced by SMEs 
in general. Research suggests 
that people running their own 
businesses are often resource 

Executive Summary

poor; because they are essential-
ly hands-on  across many areas of 
activity they do not have the op-
portunity to ‘stand back’ from the 
business. The space required for re-
f lection and learning from critical 
incidents is consequently lacking 
as ‘just managing’ takes priority. 
Business owners do need to adjust 
their own role as a business grows 
and free valuable time to work on 
the business, not only in the busi-
ness. As businesses grow, they ex-
perience significant growing pains 
which, at the best of times, can be 
challenging and in some cases lead 
to the business’ demise. It is dur-
ing these periods of ‘growing pains’ 
that businesses require the types of 
services offered by Enterprise Con-
nect’s Business Review programs.

Issues faced 
by creative 
industries are 
often similar 
to the chal-
lenges faced 
by SMEs in 
general.

Business own-
ers do need 
to adjust their 
own role as 
a business 
grows and 
free valuable 
time to work 
on the busi-
ness, not only 
in the busi-
ness. Ex
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The University of Technology, Sydney re-
search program investigated the experi-
ences and perceptions of clients and Busi-
ness Advisors (BAs) involved in Enterprise 
Connect’s Business Review process. Using 
in-depth qualitative research methods we 
interviewed fifteen client organisations 
and five Business Advisors, all of whom 
were actively involved in the BR process. 
Over 50 hours of interviews, as well as 
archival data, such as BR reports, were 
analysed by individual members of the re-
search team. The data was analysed to re-
veal common as well as unique experiences 
to provide insights into the perceived value 
of the BR process and relationship with the 
BAs. These themes were then discussed be-
tween the research team for validation and 
clarification.

The results yielded insights around three 
key client perceptions and the key BA per-
ception: 

•	 Clients perceptions of the value of the 
BR process.

•	 Clients’ perceptions of the BAs.

•	 Clients’ perceptions of the BR report.

•	 BAs’ perceptions of the BR process and 
report.  

Summary of Methods and Key Policy Issues

The Key Findings were that: 

1) Clients reported positive experi-
ences of the BR process, underlining 
the value of the program in providing 
room for strategic thought and an in-
dependent and knowledgeable advice 
on the state of the client’s business

2) The relationship between the cli-
ent organisations and the BAs pro-
vides significant value for clients. 
Clients value the BA’s understanding 
of the creative industries and their 
own businesses, their experience and 
professional background. Also noted 
were their empathy and willingness 
to help the businesses. 

3) The BR process and the BR report 
cannot be separated; they reinforce 
and complement each other in cre-
ating a positive client perception of 
the program. Clients valued the cur-
rent form of the report as an impor-
tant communication tool with other 
stakeholders including staff and even 
financiers and as a map of where they 
are at the moment with their business 
and the steps forward. 

4) The current format of the BR 
report is perceived by BAs as overly 
prescriptive, often requiring them 
to work around rather than with the 
template form. It is not f lexible and 
does not allow BAs to concentrate on 
the most important issues for individ-
ual clients. 
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Generally, our findings suggest that the 
program is perceived to have significant 
value for the clients, and that three criti-
cal components interact to provide posi-
tive experience of the program.

•	 The value of the BR process, specifical-
ly the ability to assist in the strategic 
growth of the business and to provide 
a space for strategic and  ref lective 
thinking on the part of the business 
leaders

•	 The value of the relationship with and 
the quality of individual BAs.

•	 The value of the BR report as a com-
munication tool and a map of the cur-
rent state of the business (see Figure 
1). 

These three components reinforce each 
other and any future changes to the pro-
gram need to consider the implications for 
each of the three components. 

Based on this study, further recommenda-
tions are provided, including the need to 
offer a repeat BR for a fee, the development 
of industry relevant data and ratios for 
benchmarking, and the improvement of the 
format of the BR report. To leverage value 
successfully will require building a long-
term relationship between the advisors 
and businesses, which suggests the need 
for a repeat review and the formation of an 
ongoing relationship between clients and 
the BAs. The BAs also value more f lexibility 
and the possibility to assist with implemen-
tation and to provide regular support and 
check of progress. These findings, together 
with relevant literature insights, suggest 
that implementing a form of men toring 
into the existing Enterprise Connect pro-
gram could be of value to creative SMEs, al-
lowing an ongoing relationship and a more 
individualised approach to creative indus-
tries in Australia. Overall, the study demon-
strates that Enterprise Connect’s business 
review program is perceived to be adding 
significant value even for initially sceptical 
business leaders and that it could be used 
as a model for future government services. 
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value of the br 
program!

Br process!

relationship 
with ba!

br report!

Figure	  1:	  The	  Components	  of	  the	  BR	  Program	  
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One limitation of the study is that there is 
a possibility of selection bias.  While we 
did everything in our power to avoid this, 
through cross-checking information where 
possible, the nature of the study cannot 
guarantee against selection bias.  There 
is a possibility that a) organisations who 
gained value of the process were more 
likely to agree to be interviewees; and b) 
only business where the relationships were 
positive were offered as points of contact.  
Future studies might also include stories of 
relationships that were perceived to have 
been problematic or had failed.  These voic-
es are not included in this study.  

Even so, the study covers a sufficient num-
ber of organisations to get a strong picture 
about the elements of a successful pro-
gram.  As such, we can view this study as a 
positive deviance sample (see Carlsen and 
Pitsis, 2008), in which the elements of suc-
cessful programs are investigated and of-
fered as a way of improving current prac-
tices and processes.

Another potential limitation of the study 
is that it cannot assess to what extent of-
fering the BR for free to creative SMEs 
impacts on the clients’ perception of the 
value of the service. The free nature of 
the service may have a major inf luence on 
clients evaluations of the value received 
through the program (Robson and Ben-
net 2010) and could be one reason for the 
overall very positive perception of value 
expressed by the interviewed clients. For 

Limitations to the Study
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example, Bennett and Robson (2005) com-
pared various suppliers of advice to SMEs 
in the UK and found client satisfaction and 
fee level (total cost) negatively related in 
general, which is particularly true for the 
use of private sector advisory sources. For 
public sector sources, however, they found 
no significant relation of fee level and sat-
isfaction.

Instead satisfaction and client impact ap-
pear to be chief ly related to service inten-
sity (consultant hours or days spent on a 
client assignment). 

It can be tentatively concluded, that the 
free nature of the BR services, and the po-
tential for selection bias might have some 
impact on the clients’ positive value per-
ception but existing research suggests 
that this impact is rather limited.
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Introduction

This report provides an analysis of the 
perceptions and experiences of creative 
industries SMEs and the BAs involved in 
the Creative Industries Innovation Centre 
and the BR process provided by Enter-
prise Connect. 

The objectives of the project were to de-
velop an understanding of the main is-
sues faced by the creative industries and 
to analyse the efficacy of the toolkits and 
intervention strategies used by the ad-
visors. Further, the report develops an 
understanding of the client-advisory re-
lationship in the context of the creative 
industries.  

The outcomes of the study are informed 
by qualitative insights into the practices 
of the BAs and the overall client experi-
ence. We detail recommendations from 
clients as well as advisors that ref lect per-
ceptions of best practice methodologies 
for firms in the creative industries. The 
report identifies valuable learning ex-
periences and implications for other En-
terprise Connect innovation centres and 
government services targeting small busi-
ness enterprises in general. The findings 
of the study are supplemented by relevant 
literature reviews to provide national and 
international context in relation to the 
creative industries and the role and prac-
tice within them of business advisors and 
management consultants.

Methodology

The project is based on an interview-based 
methodology. The chief investigator togeth-
er with another member of the research 
team conducted interviews with fifteen 
client organisations, as well as five BAs, 
all of whom had completed the BR process. 
The interviews concentrated on clients and 
BA’s views and experiences with the advi-
sory process, with an additional focus be-
ing on the identity, strategy, and outcomes 
of the BR process.

The Creative Industries Innovation Centre 
selected participating client organisations 
independently of the BAs. The selected cli-
ents come from a range of different crea-
tive industries but are quite similar with 
regard to their turnover, which enhances 
the comparison of the findings across dif-
ferent client organisations.

Over 50 hours of interviews, as well as 
archival data such as BR reports, were 
analysed by individual members of the re-
search team. The data was analysed for 
common as well as unique experiences that 
provided insights into the perceived value 
of (satisfaction with) the BR process. These 
themes were then discussed within the re-
search team in order to ensure validation 
and clarification.

Satisfaction is an important measure of 
client outcomes. It is intuitive and based 
on feelings and perception, often deriving 
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from the process of personal exchange that 
occurs between the client and adviser (Rob-
son and Bennett, 2010). Hence, it is a very 
effective means of assessing how far busi-
ness advisors provide a convincing, help-
ful and efficient service. It is particularly 
appropriate for services where clients may 
not have the skills or resources to evalu-
ate output in other more objective ways 
(Nowak and Washburn, 1998). Satisfaction 
reflects criteria such as level of personal 
attention, confidence clients feel in the ad-
viser, speed and efficiency in dealing with 
queries and other predominantly ‘soft’ ele-
ments of service delivery (Robson and Ben-
nett, 2010; also Shemwell et al., 1998).
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The second common measure of client 
evaluation, impact of the government ser-
vices, includes both ‘hard’ and ‘soft’ out-
comes, such as increased profits or sales, 
as well as improved ability to manage, 
solve problems or to learn (Robson and 
Bennett, 2010). The impact of the program 
could not be assessed at this stage due to 
the study taking place only few months 
after the interviewed clients had finalised 
their BR (see also p. 41).
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Key Challenges

Creativity requires autonomy, challenges, 
experimentation, diversity and support. 
Such a statement is relevant both for crea-
tive and more conventional business or-
ganisations in which innovation is sought. 
Most standard business imperatives, such 
as the need for coordination, productivity 
and control, usually make attempts at be-
ing creative extremely difficult (Amabile, 
1997; Amabile & Khaire, 2008, Townley et 
al, 2009). Routine makes the non-routine 
marginal, difficult to justify, and hard to 
initiate. For governments aiming to sup-
port the creative industries it is particu-
larly challenging because most govern-
ment programs used to support other 
sectors, such as agriculture or manufac-
turing, where the focus is on improving 
routines, will often prove counterpro-
ductive for a sector in which autonomy, 
diversity and f lexibility are so important 
and valued. Research has shown that at-
tempts to capture and manage creativity 
fail when the main focus is put on routine 
work practices and where value is derived 
from proven products and business mod-
els (Sutton, 2001). Some creative people 
would rather close the business than risk 
becoming stale (Banks et al, 2000). 

Researchers identify the conflict be-
tween creativity and control as a funda-
mental issue for creative industries. Eik-
hof and Haunschild (2006) suggest that 
artists in the creative industries have to

bridge the gap between the autonomy they 
require for doing artistic work and the eco-
nomic economic need for self-management. 
Some argue that the creative industries are 
a special field of economic production, in 
which artistic ego rules, and where manag-
ers are regarded as the enemy (Eikhof and 
Haunschild, 2006). There is a strong need 
in the sector for appropriate support with 
regard to managerial and organisational 
issues and challenges. Furthermore, as 
creative companies grow, new infrastruc-
ture risks relating to financial investment, 
employment of staff, resources, marketing 
etc are introduced. Aware of these carrying 
costs of increased size many firms prefer 
to remain small in order to avoid the risks 
associated with cost and management pro-
cedures, especially if they do not have ac-
cess to appropriate support and advice. 

Based on this overview of existing research 
on creative industries, we can conclude 
that offering appropriate support and ad-
vice to leaders in creative  industries and 
creative SMEs will strongly assist their de-
velopment and growth and help them bet-
ter manage the so-called paradox between 
creativity and control.

Economic Importance

A study of the economic impact of creative 
industries undertaken by the Centre of Cre-
ative Innovation, Queensland University of 
Technology and the School of Econom-

Creative Industries: An Overview 
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ics, University of Queensland based on evi-
dence from many countries for the past 
decade suggests that creative industries 
have grown at twice the all-industry aver-
age in terms of their contribution to value-
added employment over the past decade 
(Potts, 2009). Such growth is attributed 
mainly to an increase in investment, quali-
tative improvement in output factors, and 
increase in demand as well as institutional 
changes. Jeffcut and Pratt (2002) see the 
recent focus on creativity as being related 
to corporate responses to competition and 
globalisation; as innovation drives compet-
itive advantage and creativity drives in-
novation, creativity becomes increasingly 
seen as the elixir for growth. Bailey (2010) 
suggests that because of their key business 
position in the value chain of their industry 
creative businesses are highly important. A 
low-turnover company can drive a larger

turnover business further up the value 
chain. Consequently, many governments 
now place emphasis on assisting these 
sectors (Chaston, 2008), seeking new op-
portunities and stimulating expansion of 
knowledge-based sectors. However, lit-
tle is known thus far about the degree to 
which these government policies and pro-
grams work and achieve their goals. There 
is not much research on the forms and im-
pact of this support because government 
intervention in the creative industries is 
a rather recent phenomenon. The present 
research project aims to close this gap by 
providing some evidence about the value 
of one particular government program im-
plemented in Australia in 2009: the Enter-
prise Connect Business Review program 
designed to support Australian creative 
industries SMEs.
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Overall assessment of the value of the Business Review (BR)

Overall, our research showed that client organisations are very satisfied with the qual-
ity and the form of the services offered. Many of the interviewed client organisations 
have recommended the service to other creative industries organisations, something 
that was confirmed by BAs who have now started to receive new clients through former 
clients’ referrals.  Word of mouth recommendation is a good indicator that clients have 
realised value from the program. 

Main Findings
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The interviewed clients’ reported very 
positive experiences of the BR process, an 
important finding given that the majority 
of those interviewed entered the BR pro-
cess with either no or very low expecta-
tions due to previous experiences with 
government programs. Some were initial-
ly quite sceptical with regard to the value 
they thought that they would receive, and  
only entered the program “because it was 
free” or offered access to the Tailored Ad-
visory Services (TAS) program and grant. 

Key Finding 1: 
Client organisations have positive perception of the Business Review

Figure	  2:	  Value	  of	  the	  BR	  Process	  

value of the !
br process!

Room for Strategic 
Thought!

Independent 
knowledgeable 

advice!

Networking 
Opportunities!

The research shows that client organisa-
tions perceive the BR as a proxy external 
audit that provides three key contributions 
to their business (see Figure 2).



20 CIIC REPORT 2011

1. Room for Strategic Thought

The program provided the senior management team with room for strategic 
thought, allowing the managers to separate themselves from the day-to-day op-
erational issues. Client managers often reported that it was ‘wonderful’ just to be 
able to focus on strategy and the future of the business:

“Very quickly that turned in to just appreciating the opportunity to talk with somebody 
who had a lot of experience about issues that, to be honest we’re so tired and starved 
in this organisation that I don’t make time to have those conversations. Especially not 
with somebody from outside the organisation, never. Never get time to do that.”

“For the whole of the organisation it’s really useful, especially in an under-resourced 
company to be able to step outside of the daily grind and think a little bigger. It gave 
us the opportunity to do that, which was really useful.”

“[] for me that was really good value as well because not only does that give me granu-
lar visibility on each business unit it also enables me to role that into an over arching 
strategic document and I can now work towards pulling those other business units that 
need that criteria up to that level.”

“So I suppose I’m very much always kind of caught in the, I don’t know, the eye of the 
storm and delivering the [service].  What was beneficial was to have the two hour ses-
sions and sit down and not think about, absolutely not think about, oh my god what 
are we doing about the [specific situation]. To actually concentrate on the business; I 
actually found it really quite inspirational a lot of the sessions that we had. You would 
talk and it would just trigger so many more things.”

This room for strategic thought often triggered change/action/decision making 
that managers had ignored or postponed for quite some time; in some cases clients 
found the BR process transformational;

“I actually found it really quite inspirational, a lot of the sessions that we had. You 
would talk and it would just trigger so many more things.”

“[The BA] gave us incredible insight which has actually formed the foundation for a lot 
of the work that we’ve been doing this year in our own organisational transformation.” 
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Research shows that people running their 
own businesses, metaphorically cannot 
see the wood for the trees, and are often 
unable to address key steps for develop-
ing their business model because there 
is never any time (Pitts 2008). Sullivan 
(2000) also supports the lack of time 
finding, noting that it is important that

businesses take the time and have the op-
portunity to ‘stand back’ from the busi-
ness to ref lect on critical incidents. As our 
study showed, by contributing to the stra-
tegic process of client organisations, the 
BR has an important business improve-
ment function highly valued by the clients.

2. Independant and knowledgeable advice

The BR process offered an independent and knowledgeable advice that outlined 
opportunities for future development, limitations that the business needs to ad-
dress, and affirmation of the current state of the business. 

 “I could be sitting there telling my operations manager or my managing director about 
the problems and they’ll go, yeah, understand, understand, understand but to have that 
there on a document that an independent third party has put together to ratify what 
I’m saying helps as well.”

“I think the first one is [the BA] brought to us a ref lectivity in making us sit down and 
be accountable and have someone ref lect that back to us and help us actually see what 
we were saying and see what was going on. I think that’s really valuable.”

“For me, I think what I wanted was someone to bounce ideas off that was outside of the 
business.”

“The key thing for me personally as the director and founder of the company was that 
it gave me an external perspective that I can trust. So because of the benchmarking 
and the process that [the BA] used I was very confident that [the] recommendations 
weren’t so much opinion as - because anyone can come and give you their opinion - but 
they were based on industry standards and experiences outside of my company. So, I 
got this external perspective that I knew I could trust in terms of its commercial valid-
ity and then from there I had action steps that I could take and it would be supported 
by the various grant funding schemes that were appropriate to those particular action 
steps. So for me I found it a very beneficial process for the company.”

Clients valued how the BR process could lead to the development of new ideas/sug-
gestions for future development relevant for their business:
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“I mean, I don’t think there was any moments of oh, my God we’ve been doing it 
wrong for so long, it was more of a case of [the BA] reinforcing my thoughts about the 
business, bringing some other business knowledge to that and some other ideas and 
some different ways of thinking, which made me think a little bit more broadly [].”

“[The BA] wasn’t there just to tell me what I already knew - which I found [the BA] was 
able. So [the BA] was able to drill a bit deeper and sort of make some suggestions where 
perhaps I might not have thought there was much need to go down that path and tease 
that out as a work for the future.”

The affirmation provided by the BR process provided clients with the confidence 
that they were doing well or were on the right track; additionally, it related to the 
critical issues that need to be addressed by the organisation as well as the business 
skills/capabilities of the management team. In other words, it demonstrated the 
extent to which the client understood their business and industry:

 “It [the Business Review] focussed on the areas of change we needed to do but it also 
obviously included the areas where we didn’t need to change it, we were doing well []. 
So it was I guess a good ref lection so we knew what we were doing well as well. “

 “So we came away realising that our sense and overview of the business was pret-
ty close.  In some respects it actually pointed out the weaknesses in how we deal with 
that, but it also made us realise that we actually were understanding our business to a 
great degree”.

“We viewed [the BA] as a good opportunity to have some objectivised look at the com-
pany from a holistic perspective and offer some advice on not just what isn’t working, 
but some reassurance on what we are doing well too.”

 “The business review was reaffirming some ideas that we had but also bringing in an 
outside perspective.” 

These findings are supported by existing 
research on the value created by exter-
nal consultants. Consultants are usually 
hired to provide expertise and assistance 
in matters of content and/or process, 
when an organisation comes to believe 
that some help is needed. External con-
sultants add value mainly by provid-

ing expertise which is lacking internally, 
revealing new insights, investigating new 
initiatives, transferring skills and knowl-
edge or simply providing temporary skills 
(Kubr, 1996). Furthermore, Lundberg & 
Young (2001) suggest that consultants 
also assist on an emotional level by pro-
viding psychological support through giv-
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ing reassurance, encouragement and the 
occasional ‘stroke’ for effective behaviour 
(Luke, 1993). The essence of psychological 
support is to help the client to feel under-
stood, as they experience stressful condi-
tions (Schein, 1990, 1995 &1997). Emo-
tional help further includes helping clients 

to see their situations differently by pro-
viding new insights and suggesting more 
realistic reformulation and by providing 
clients with new resources, such as new in-
formation, problem-solving tools, concep-
tual models, skill development, and time.

3. Networking Opportunities

Clients valued the networking opportunities provided by the BR process. The cli-
ents felt that the BR process opened up relevant contacts to other advisors/ser-
vices that could contribute to the strategic outcomes of the organisation or to the 
conduct of its services. The positive value was not restricted to identifying suitable 
TAS providers; many clients mentioned that the BA has helped them to identify 
other businesses that offer suitable services or products the advised organisation 
required:

“[The BA has] been fantastic so [the BA has] actually been working with us on identify-
ing a facilitator, which I think goes beyond the call of duty but [the BA] put [his/her] 
hand up to help us with that. [The BA has] been very much an observer in that process, 
just helping identify some people who might be useful and we’ve narrowed that right 
down. We’re about to make a decision so that’s been very helpful.”

“The other positive thing for me that’s come out of this is some of the doors that [the 
BA] can open through the contacts that [the BA has] had”. 

“A lot of key points did come from [the BA’s] previous background and insight into – 
even people we probably never thought of targeting before or speaking to”.

“And what [the BA] I felt did very well was [the BA] had a lot of contacts and I’ve met 
some amazing people”.

Existing research confirms the impor-
tance of social networks, network ties 
and referrals within the creative industry 
(Townley et al, 2009). Banks et al (2000) 
add that, by developing social and pro-
fessional networks, cultural entrepre-
neurs open up new work opportunities 
and collaborate with other subsectors.  

Many firms rely on networks and cultural 
communities in the absence of formal ad-
vice and training. The development of so-
cial and cultural capital through networks 
provides a platform for accessing informa-
tion and ideas through contacts to ascer-
tain how certain business ideas may work 
(Raffo et al, 2000).  Ke
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High value-to-investment ratio

Research into traditional management con-
sulting has found that many consultants 
waste time and stretch out work to max-
imise revenue, thereby diluting the value 
for the client (Bloch, 1999). In contrast, the 
interviewed clients emphasised that the EC 
program was very good value in relation 
to the required initial investment. Clients 
were very positive about:

1. The low level of bureaucracy of the 
program; the simple process, which 
made the value proposition of the pro-
gram and the steps required to go 
through it, very clear:

“The process was good in that it’s low 
level bureaucracy and simple application 
process.” (BA feedback)

 “My first impression was, very well pre-
sented. Everything was very clear.  There 
was obviously some effort put into it but 
nothing too erroneous.”

“It seemed that the grant was well 
thought out, it was a little bit more intui-
tive than a lot of the others. So, yeah, we 
were pleasantly surprised.”

“We’ve looked at a smorgasbord of poten-
tial funding on all different levels, state, 
federal, local, and have not utilised any of 
them because they are utterly impracti-
cal.  We don’t have the resources admin

istration-wise to be able to jump through 
the hoops that they require of us to war-
rant the value of what they’re offering, 
which is an incredible shame. Then this 
opportunity came up and it was so well 
laid out. It was so easy for a growing 
SME to be able to submit its value on re-
turn of our investment, outweighed any-
thing we’d looked at before and the peo-
ple that we were going through made it 
really easy for us.”

The non-competitive nature of the 
services offered further contributed 
to the positive perception related to 
the clients quick and easy access to the 
program:

“It’s refreshing to clients in that they’re 
not - it’s not a competitive process.  I 
think competitive grants in the past 
have perhaps tainted all government 
support in a certain way.  That people 
were required to put in a lot of effort 
and there’s no guarantee about what the 
outcome is. Whereas we’re a very simple 
- we’re an easy to deal with program.” 
(BA feedback)

“As a single person battling with all these 
issues on a day to day basis, just to have 
the opportunity to take a step back and 
have someone else have a look at this, 
without needing to go through the due 
diligence of how do you get a consultant, 
how are you going to raise the money 
you know - huge, huge, huge help.”

Ke
y 

Fi
n

d
in

g
 1



25CIIC REPORT 2011

2.   The free access to the services, i.e. 
there is no financial burden for the or-
ganisation:

“It was free. A big thing for a non-profit 
organisation so you’re willing to take 
more of a punt but yes it worked out re-
ally well.”

“It’s free, what have I got to lose? That 
was my attitude. It’s not going to cost me 
anything. It will help me subsidise any 
funding. So even if I disagreed completely 
with what [the BA] had to say I knew that 
there was going to be an opportunity at 
the back end of this to be able to invest 
in a marketing campaign that I believed 

Recommendation areas

The main recommendations provided to client organisations include the following 
functional areas (presented here in order of frequency):

1. Marketing and sales

2. Internal processes including communication, planning etc.

3. Finances and cost structure

4. Governance issues, i.e. management structure and roles, advisory boards, etc
.
5. Systems, i.e. better integration of existing systems, putting systems in place to 
deal with the future growth, etc.

6. Networking

7. Other, i.e. production systems, succession planning.

in and the Government would match it. 
So at a very, very selfish level that was 
my attitude, what have I got to lose? As 
it turned out I had everything to gain, so 
very happy with that.”

The simplicity and easy access to the pro-
gram services, as well as the fact that the 
BR is offered for free, contributed greatly 
to the positive perception of created value 
expressed by the client organisations. Low 
up-front investment made the program ac-
cessible to a much larger number of organi-
sations and was interpreted by the clients 
as an acknowledgement of the value the 
creative industries offer the economy and 
society as a whole.
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The interviewed clients were very positive 
about their relationship with their BA, par-
ticularly with those elements shown in Fig-
ure 3. 

Although the BAs all have their own “con-
sulting style”, the interviewed clients ex-
pressed their satisfaction with the perfor-
mance of their BA and with their working 
style. The clients found that the BAs, with-
out exception, were of the highest quality 
and even clients who were a little scepti-
cal at the outset were convinced that the 
BA were experts and had strong, sound 
knowledge and experience about the 
challenges facing businesses such as their 
own. 

“So to me the pinnacle of making this a suc-
cess is the right people to make this success. 
Without knowing other people I can’t com

Key Finding 2: 
Client organisations have positive perception of the relationships with the BAs

ment, but [our BA] for us was the perfect 
person to do what [s/he] did”. 

“I wanted [her/him] immediately. I think 
the fact that [the BA] had a really good un-
derstanding of the company in advance and 
also I think a passion for what we do is re-
ally useful. I’m still comfortable calling on 
[the BA] for advice, given that [s/he] now 
has such an intimate knowledge of the busi-
ness. [The BA is] in a good position to offer 
advice”.

“[The BA] came across and we very quick-
ly realised that [the BA] had a really good 
business background, had actually been 
there and done that. It formed a really good 
basis for discussions which ended up giving 
us more than anything else was a sounding 
board.”

“I found I respected [the BA] and I enjoyed 
working with [the BA].”

“[] we had to give everything if we were go-
ing to get an honest report anyway, whether 
it be with [our BA] or anyone else that was 
there. [The BA] made us feel at home.”
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Figure	  3:	  Value	  of	  the	  Rela,onship	  with	  BA	  
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1. BAs’ understanding of creative industries and experience

All clients felt that selecting BAs with some background/understanding of the crea-
tive industries and small business issues is a critical success factor for this pro-
gram:

“[The BA] absolutely understood the business and I suppose on a much bigger picture, 
more what was important for the business and what were the questions to ask and how 
to progress the research”.

“I think [the BA] did a bloody good job of capturing us and herding us and I think that 
it really comes down to the fact that [the BA] had industry knowledge of who we were.  
I think [the BA] captured it very well.”

“I think because [the BA] came with already such a good understanding of, not just our 
business, but the sector, it made it much easier; because [the BA] already had a lot of 
knowledge about the context within which we operate.”

“If you had sent me somebody that didn’t know anything about this industry I think it 
would be almost impossible to capture. I think [the BA] was very cognisant of some of 
the areas that we have problems with and why we have problems with them, the cor-
porate world might not. So, yeah, I think that solely depends on the kind of person that 
you send out to do these kind of reviews.”

“[The BA] seemed to understand creative industries, which was important for me be-
cause if you don’t understand the business and how it operates, it’s quite different to a 
manufacturing or other business even different to another services business, although 
there are similarities.”

The depth of experience each BA contributed was positively valued. All clients were 
impressed by the BAs experience and professional background; they suggested that 
it was very valuable that BAs could bring in insights from their previous work as 
well as contacts to other service providers where relevant:

“It boiled down to what [the BA] knew what questions to ask. So when [the BA would] 
hear something, [the BA would] go, yeah they’ve done that, what would you do here. 
Well, we did this.” 

“That was the main reason [why it worked out so well], because we were talking to 
someone who actually had been there before.”
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“Professionally [the BA] seemed to be instantly aware of how this industry worked.  
[The BA has] got good experience in it as well.”  

“I think [the BA’s] credibility was [the BA’s] experience and [] understanding.”

“So I thought that the [BA’s] background there was good and [the BA] quite quickly 
understood all of the concepts we were dealing with and what our business looked like, 
and [the BA] had experience with other business in similar situations locally.” 

Research has shown that small business 
owners often have concerns that consult-
ants lack the insight into the specific situa-
tion and context of the small firm (i.e. Kubr 
1996). In a study on consulting to creative/
cultural industries undertaken by Raffo et 
al (2000), most feedback on business sup-
port and advice was negative, citing a lack 
of understanding of what the cultural in-
dustries were and how they operate as a 
key issue. Advisors were often viewed as 
inauthentic and advice as inappropriate for 
the experiences and approaches adopted by 
cultural entrepreneurs. Too often standard 
solutions were offered without understand-
ing the prob blem at hand (Davis, 1999). In 
addition, SMEs have difficulties identifying 
competent consultants if only because most 
managers in SMEs have little previous con-
tact with consultants (Kubr 1996). As this 
study showed, the BA’s understanding of 
creative industries and their prior experi-
ence in this sector as well as knowledge of 
issues typical for SMEs were major factors 
seen to contribute to the value-added to cli-
ent organisations as well as to the positive 
perceptions of the whole program.Ke
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2. BA’s mpathy and willingness to help and trustworthiness

Clients suggested that because of the fact that BAs don’t have any vested interest in 
what they recommend, in comparison to commercial consultants, they are seen as 
more trustworthy and honest in their assessment of the organisation and their 
recommendations, and that they show empathy and a willingness to help:

“Because [the BA] is not an external consultant charging us fees [her/his] view can be 
very objective. [The BA] doesn’t have any barrier to push if you like – [s/he] doesn’t 
need to protect [her/his] fees or any particular area of my ego in order to keep [her/
him] as a consultant. So to have an external consultant that has no hidden agenda that 
was of great value.”

[The BA] understood what we do, [] spent time researching to get an understanding of 
some of the areas that [the BA] didn’t really know about.”  

“[The BA] was really, really articulate; [] was switched on.  Even better, [the BA] actu-
ally - they had sent us someone who had a background in technology so [the BA] really 
understood our issues, there was a really good feeling of empathy at the beginning.”

“[The BA was] also passionate about the creative industries. [] had worked in the in-
dustry before so [the BA] sort of understood the model. [The BA] had an understanding 
of the pressures of this whole business and had a general interest in making this busi-
ness more sustainable.” 

Advisors who show empathy and de-
velop a long-term relationship with the 
client can be of great benefit to crea-
tive SMEs. Such trusting relationships 
are, similarly to mentoring, well suited 
for creative SMEs, as they relate to the 
whole complex of emotional, personal 
and business aspects (SQW 2009). Em-
pathy, patience and ability to relate to 
people can be more important than spe-
cific skills and expertise relating to opera-
tional matters of the business (Kent et al., 
2003). Our study suggests that offering

a form of mentoring through the EC pro 
gram is a viable option to further expand 
the support to creative industries SMEs.
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The combination of the BR process and the 
BR report is critical to the program’s posi-
tive impact. Generally, clients perceived 
the current form of the report positively; 
they saw it as a comprehensive review and 
a map of the current state of their organi-
sation. They assessed positively the fact 
that it not only outlined what needs to be 
improved but also made clear those areas 
where they were doing well (as a form of 
affirmation). Some clients commented that 
the report provided new information/in-
sights, e.g. charts on financials.

Key Finding 3: 
Client organisations have positive perception of the BR Report

Clients used the report in the following 
way (see also Figure 4):
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Figure	  4:	  Value	  of	  the	  BR	  Report	  
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1. A communications tool with other stakeholders

A communication tool with other stakeholders, i.e. employees, board of direc-
tors, accountants, potential investors, etc.

“Having something on paper has been critical; it’s allowed us to use the information 
much more widely  than we otherwise would have been able to, to potential inventors.”

“One of things I did when the bookkeeper started was, give him the business review.  I 
said, you want a snapshot of where this business is at right at the time - this is where I 
want to go with the business. He had a true ref lection of where the business is at warts 
and all.  So he knew what he had to do in terms of bringing this business up.

“[The report] formed part of the meeting papers and the reporting criteria for my 
monthly board meetings.”
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2. A reference form and a list of priorities for future action

A reference form and a list of priorities for future action/steps to be taken; 
having a report with outlined steps and dates for action was seen as a motivator to 
act; many clients claimed they often refer to the report.

 “So it was really good just to sit down with [the BA] and [the BA would] just go, give it 
all to me and I’ll have a look at it and come back to you and give you a full analysis of 
your business - all comprehensive.” 

“It’s given me an action plan of what [the BA] believes needs addressing immediately 
right down through to point 10.”

“So I suppose then having a report is really helpful because it gives me personally 
something that’s real to work from. As bizarre as it is to have dates in the report for 
the applying for funding and all of that kind of pushes me. It pushed me along to actu-
ally make some of these things happen.”
“I think if we work through all of those recommendations, it’s a couple of years’ work. 
It’s not something you can tick through the pages really quickly. It’s quite comprehen-
sive.”

“[] it’s given me an action plan of what [the BA] believes needs addressing immediately 
right down through to point 10.”

 “I think that’s probably the most important thing is there’s a clear pathway in the 
final report as to how to develop or implement the changes you need to make to those 
areas.”

“As an ongoing tool I guess we can go back to it and use it as a checklist.”
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3. A formalized general summary

A formalized general summary of the main issues addressed and the recommen-
dations. In a sense, clients viewed the report as a map of where they are at as a 
business.

“If say I were to leave and somebody else were to take my place and were to use the 
review as a touch point for where the organisations are at, if they read it carefully it 
would give them a really significant head start in to what the major issues were.”
“For me I would just very much look at the executive summary and say, hang on, this 
is what we recommended, let’s look back and ref lect on how did we actually come out 
of that.”
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“The report that came out at the end pretty well summarised where we were at. High-
lighted a lot of the areas that - some of which - look a lot of the things we spoke about 
and a lot of the conclusions we came to were things we knew but we hadn’t had a 
chance to articulate properly.”

The consulting report is recognised as an 
important part of any consulting project, 
as it provides a tangible, accessible and 
permanent form of communication of the 
consulting exercise (Wickham and Wick-
ham 2008). Practitioner-oriented texts on 
consulting stress that the consulting re-
port does not need to be a long document 
because managers do not like to read long 
reports (Rassam 1998). Consulting reports
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for SMEs, in particular, should be short 
and simple in their focus and advice (Kubr 
1996). It is recommended that consulting 
reports concentrate on the main findings 
in order to make an impact with their pres-
entation of the opportunities identified 
for the business and to motivate future 
action (Wickham and Wickham 2008).
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PART 3
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Recommendations for Improvements of the Program

Despite clients’ positive perceptions of 
the BR program, there are areas that need 
to be improved. To further strengthen 
the BR process and the report, clients 
and BAs have identified several areas of 
weakness, the kernel of which include 
the need for a repeat offer of the BR to 
participating businesses, the choice of a 
more f lexible format for the BR and BR 
report and the provision of relevant and 
timely information on their industry.

The most important issues raised by 
clients were:

1. All clients see the value of having a 
long-term relationship with their ad-
visor: the interviewed clients suggest-
ed that they have already or will be con-
tacting their BA after completing the 
review to discuss parts of the report if 
needed or to generate or discuss new 
ideas. All client organisations felt com-
fortable to contact their BA if needed.

In addition, all clients saw great value 
in undertaking the BR again, either on a 
yearly basis or every 2-3 years depend-
ing on the conditions of the business:

“I’d love for [the BA] to be, for want of 
a better phrase, our account manager, 
to be able to do the post reviews, even 
if it’s six months down the track and 
not three. I think that’s fine but I don’t 
think you can do these kind of reviews 

and say to somebody this is what I rec-
ommend you do without coming back 
at some point to see how you’re go-
ing and if you’ve gone off the rails.”

“I think that maybe should be an ongoing 
[review] until it’s at a position where the 
business doesn’t want to, absolutely be-
cause you are trying to develop the busi-
ness and change the business.”

“That might be in very simplistic terms 
that might be a quarterly meeting with 
the coach where you go back to the origi-
nal document - you do it in any manage-
ment structure - you back to the original 
plan and say where are we at? Are you se-
rious about doing this? Or has something 
changed? Or how can I help.”

“Nine times out of 10 with all these things 
it’s not about telling the business own-
er something they don’t know - it’s just 
about getting them into action.  So that’s 
probably the only thing from my perspec-
tive that’s been missing.”

“The two areas for improvement would 
probably be the ongoing engagement but 
also obviously if there’s more benchmark-
ing information that we could get, that 
would be great too.”

“Maybe more like once a year or once every 
two year at the outside. I think it is an excellent 
process for a growing company to go through 
and in five years, who knows what will be hap-
pening in five years - I think that is too long. R
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So I would say annually or biannually 
would be about as long as I would want 
to go.”

“If it [the government] is serious about a 
program like this, that it can’t be a once 
off. Most key strategic initiatives like this 
in business don’t work if only done once. 
Much like a strategic planning session or 
counseling a staff member - if you do it 
once it doesn’t work. If you repeat it two 
or three or four times then maybe on the 
second or third time you really start to 
get some traction and really get some 
substantial results. The first one is just a 
process of getting things started, so yeah 
I would like to see it happen more often.”

Clients emphasise the value of a re-
peat, long-term relationship with their 
BA; this was a view that was also sup-
ported by the BAs, who claimed that in 
its current form, the program does not 
provide incentives for the BAs to assist 
their clients with implementation of the 
recommendations. They perceive that 
there is a high risk that many of the rec-
ommendations will not be implemented 
as clients return to their day-to-day du-
ties. Clients need regular support and 
checks on progress. At the moment, the 
program does not allow BAs to really 
be a catalyst for change:

 “The two unrewarding aspects of [the 
report] are - and they’re related - is one, 
that you finish the report and your sense 

of  achievement comes from finishing 
the report, not from feeling like you’re 
about to give someone some terrific ad-
vice or some helpful insights. Then the 
one related to that is the fact that you 
don’t ever get to see what the company 
looks like in 12 months time.”

“So I think that a lot of thought hasn’t 
been given to solutions and I find that 
bizarre, given the whole purpose of the 
program is to produce immeasurable in-
crease in productivity of the businesses 
and simply diagnosing the problems, it 
doesn’t produce a productive result. Di-
agnosing problems then actually imple-
menting solutions and assisting to im-
plement solutions is actually diagnosis 
rather than cure.” 

“So overall, I think the program needs 
to become more focused on measuring 
outcomes.”

“When you certainly want to continue 
to be able to help them [the clients], and 
tell them about other programs they 
might not know about, help them to 
make connections. But at the same time 
they can’t be too hands-on, too much of 
a hands-on in the relationship, because 
you can’t service all the other ones that 
you’re supposed to be doing.”

“The KPIs that the business advisors 
have encourage transactional short 
term engagement.” 
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“What will happen I think is that [BAs 
will] be less receptive to those kinds of 
re-  quests [for ongoing help] because of 
that KPI that we have to try and strive 
towards in terms of getting new reviews 
completed.”

“Obviously if we spent - if we still deliv-
ered a business review report but were 
able to have some other services of some 
sort - whether it’s follow up services or 
updates or I don’t know what it is - that 
would obviously strengthen that rela-
tionship. Because at the moment, yes we 
keep in touch with our clients but really, 
[] well actually there’s nothing else we 
can do for them really.”

“I would think that having another busi-
ness review follow up that we could 
do every 12 months after the reviews 
been complete, would be really worth-
while. [] we could get some metrics or 
we could then use to track perform on 
the business but also to - for the busi-
ness advisor - to go back and actually

have a follow up deliverable that is look-
ing at, restates where the business was 
at the time of the review. Where are they 
now? What recommendations have they 
implemented? Do any of them need to be 
amended or revised or do any of the out-
standing ones need to be revised due to 
the changes in the business environment? 
[] It doesn’t have to be an expensive en-
gagement but it would be useful if we 
could do another benchmarking exercise 
in terms of their financial position poten-
tially and lead with them for a couple of 
hours. Then spend another half a day or 
so.  So it might be a day’s worth of work 
providing a progress report that we can 
give back to them that sort of says well 
we think you should still proceed with 
this but because of these changes in the 
industry we actually think now you need 
to start looking at this as well. I think 
would be a good thing.”

Key Recommendation 1:

EC to consider a form of repeat BR made available to successful client organisa-
tions who have previously participated in the program. The repeat BR should be 
offered for a fee. An appropriate fee would ensure that businesses are able to reap 
further benefits from a long-term, mentor-like relationship with their BA which can 
be offered on a just-in-time basis without putting too high financial burden on the 
organisations. Previous research considers ‘just-in-time’ targeted 
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2. Clients commented that some parts of 
the report are not relevant as they are 
mostly based on manufacturing issues/
ratios that do not make sense for the 
creative industries sector. Clients sug-
gested that the following areas are 
currently underrepresented in the 
report:

a. non-profit organisations and their is-
sues;

b. arts-based organisations and their 
issues:

“So there were a lot of questions and jar-
gon that wasn’t appropriate or relevant 
to our industry, especially because we’re 
a not-for-profit; which makes a funda-
mental difference to the way that busi-
nesses are run.”

“I think the model [report] itself at some 
point should be more open to clarity on 

what’s relevant to an arts company.”

Furthermore, some clients stressed 
that the report could be provided in a 
modular form and possibly in a web-
based platform, which could allow or-
ganisations to use individual parts in 
a plug-and-play mode in their commu-
nications with staff or external stake-
holders, for example:

“Whilst the whole review process has 
saved me a lot of time, a lot more time 
could have been saved for me by having 
it [the report] segmented in a way that I 
could pull out and present as proper cor-
porate documents. [] So if it’s a modular 
form in a proper corporate way, the cor-
porate documents that you would ex-
pect to see bounced around a facility [].”

“From the business owner’s point of view 
we want less information rather than 
more. We are already, as I mentioned, 

support provided directly and provided by a mentor as more efficient and effective 
than upfront training approaches, and notes that research shows that the just-in-
time factor provides the greatest added value (Sullivan 2000). 

However, experience with government advice services offered to SMEs from the UK 
shows that a fee strategy should only be contemplated as offering opportunistic 
and limited opportunities for funding of the program (Robson and Bennet 2010). 
Studies by Robson and Bennet show that any emphasis on fees as targets should be 
avoided, as this can be severely distortionary to both SME managers and advisors.
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are time poor and have huge amounts 
of information that we need to under-
stand [] and make decisions upon. So for 
us, a shorter document with more well 
made points that are relevant is much 
more important to us than an extensive 
document.” 

The need for a more f lexible, client-
driven and modular format for the BR 
was also shared by the interviewed 
BAs:

“Well the template, as we’re supposed to 
use it, doesn’t fit the creative sector 

much at all, so we’ve all gone in and al-
tered it.”

“So I think it needs to be a lot more per-
sonalised. So they’d be important ele-
ments. There are then missing elements 
to the template. So a lot of our businesses 
have a sales and account management 
type front end to the way they drive busi-
ness in the door, but a lot of the template’s 
still driven around a broader marketing 
brief. It has more a sort of manufactur-
ing type bent in that respect.”

Key Recommendation 2:

EC to develop a new, modular format for the BR that allows BAs to customise their 
advice and report to the individual needs of each client.

3. The service suffers at the moment 
from lack of industry-relevant data; 
clients strongly suggested that they 
could have received even greater val-
ue if there would be data available for 
benchmarking:

“There’s very little information I think 
data on our industry. [] Perhaps the 
only thing would be maybe the advisor 
could have had more time to do a lot 
more research.”

“The main shortcoming or the main 

criticism that I have with the bench-
marking process is that it didn’t actually 
address our industry.”

Similarly to clients’ comments, BAs 
emphasised that the current industry 
data and benchmarking tools avail-
able are not up-to-date, do not have 
detailed information and the data is 
aggregated on a very high level, which 
does not allow them to provide more 
specific/relevant benchmarking; this 
significantly reduces their ability to 
conduct proper benchmarking for
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their clients:

“I think we don’t have the sort of infor-
mation that would actually be very help-
ful [to the clients].” 

Key Recommendation 3:

EC to invest in research to gather industry data relevant to the creative industries 
sector.

“The [IBIS] Report which says, the Aus-
tralian advertising industry is worth 
$2 billion a year and it’s dominated by 
these six firms. The companies that we 
speak to are nothing like the six firms 
that dominate it.”

4. The current structure of the TAS grant 
excludes many of the arts-based organ-
isations that cannot commit to spend 
this amount of cash resources up-front; 
TAS are seen as not f lexible enough. As 
a result, the value of the BR is reduced 
or cannot be completely realised as cli-
ents know what they need to be doing 
to take their business further but do 
not have the resources and time to do 
it:

“I think that the way in which you are al-
lowed to utilise the grant is also not best 
suited to what we do, because a lot of 
businesses actually need probably more 
fundamental assistance.” 
“For me having another consultant come 
in and say this is what you need to do, 
just gives me more things I know I need 
to do and some of them I already know I 
need to do them, it doesn’t give me any 
resources to make it happen.” 

We do not have insights into the TAS ser-
vices offered by Enterprise Connect and 
suggest, based on this study, that an in-
depth, qualitative study of organisations 
that have used TAS services might be re-
quired in order to explore ways to improve 
the quality and value of the program.
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Business advisors suggestions for im-
provements

In addition to the suggestions above, the 
BAs identified the following weaknesses 
of the program/service in its current form:

1. Need to develop tools to support client 
organisations with regard to talent 
management—this is a main success 
factor for creative industries organi-
sations but is not well understood and 
analysed:

“The other thing is we deal with busi-
nesses that their fundamental assets, 
their talent base and we’re really light 
on in terms of assessment of that capa-
bility, as a platform for them determin-
ing how they might build it and develop 
it. Then they have a soft intuitive feel 
for how good their talent pool is versus 
the competition, but that’s all it is. So 
I think something a little bit hard and 
fast around that would be extremely 
valuable.”

2. Need to allow time for research into 
the organisations’ customer base—
BAs should have more time for each 
client in order to gain insights into the 
organisations’ customer base and use 
these for the development of recom-
mendations:

“One of the things that I think is funda

mentally lacking in the review process 
is to actually touch the marketplace and 
touch the customers and understand from 
a customer perspective how the business 
is perceived, what value is sought ver-
sus what’s the business is thinking being 
delivered. I would certainly encourage 
more of that in the process but we don’t 
really have the scope to do it or the time 
to do it.”

3. The program should allow BAs to focus 
on certain industries that are in tur-
moil or high growth if they are to as-
sist organisations desperately needing 
advice:

“I don’t think there is enough focus on 
where we should be looking. So there are 
certain industries which are in crisis or 
turmoil or change much more than other 
ones are and we’re not - they’re not being 
actively pursued.”

4. Need to allow for shorter, more fo-
cussed reports: in its current form, the 
report is a good reference point but is 
too repetitive and too long with regard 
to the client organisation as the main 
recipient. BAs feel that the reports are 
written in a form more suitable to the 
government and that more focus on 
recommendations is needed:

“There’s lot of repetition and the pure 
template in itself can be completely over-
kill for a three employee business as 
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opposed to a 30 employee business or a 
hundred employee business, where I can 
start to see it being more relevant.”

“The executive summary of the report is 
a pretty good reference point from what 
I think you need to actually break down 
for the client.”

“I think providing [the clients] the rec-
ommendations make sense and providing 
them a report of some type makes sense. 
What doesn’t make sense to me is the 
depth - not even the depth, not even the 
depth the report goes to. I just think the 
report is way too long for what they get 
out of it.” 

“So I tend to tailor things in that particu-
lar way and I think keeping that report 
length to a really small, manageable size 
broken up with some visuals is actually 
more powerful.”

“There’s not a meeting between the pro-
cess and the document and the industry 
sector from my point of view just broad-
ly. I can see why because it’s something 
that’s been successful in one industry 
sector, oh well we’ll throw it over there 
without actually looking at what the ac-
tual nuances and subtleties are in the in-
dustry sector.”

5. Need to improve the targeting of 
potential clients; at the moment, the 
BAs perceive that there is not enough 
marketing for the program.

“So if there’s anything I dislike about the 
program it’s - it’s that - that we don’t 
know - we don’t know who our potential 
clientele are and don’t know how to tar-
get them.”

“There’s still a lot of cold calling and 
things that are done to generate clients.  
I think increased activity to generate 
clients at the start of the process would 
be beneficial to increase assistance to 
advisors to help them actually get cli-
ents.”
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Findings on Impact or Actions taken by Client Organisations

It is important to emphasise that our data 
cannot provide a quantitative assessment 
of the impact of the service. Rather, we 
only refer to clients’ perceptions with re-
gard to the value of the service (clients 
satisfaction with the service) and wheth-
er steps have been taken since completing 
the BR.

Despite our study taking place only few 
months after the interviewed clients had 
finalised their BR, most clients reported 
that they have acted on at least one or two 
of the recommendations. Many perceive 
that their organisations are starting to 
change or to realise some benefits from 
the BR. Many have applied and some have 
already started their engagement with a 
TAS advisor. 
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We suggest that to assess the impact of the 
program, another study that assesses both 
hard and soft data on client business’ de-
velopment since completing the BR is re-
quired at a later stage. 
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Conclusion and Summary of Findings and Recommendations

The findings of this study suggest that the 
program is generally perceived to have sig-
nificant value for creative SMEs, especially 
in terms of the strategic value delivered 
to the client organisations, the quality of 
individual business advisors, and the use-
fulness of the BR report. At the same time, 
both clients and BAs suggest that there is a 
need for a repeat review and emphasise the 
value of an ongoing relationship that would 
allow BAs to assist in implementation and 
to provide regular support and check of 
progress. It is suggested in this study that 
advisors who show empathy and develop a 
long-term relationship with the client are of 
great benefit to creative SMEs, which leads 
to the idea that more informal systems 
such as mentoring could be an appropriate 
long-term format for the program and its 
offerings. Mentoring targets creative SME’s 
individualised needs, and relates well to 
emotional, personal and business aspects. 
We recommend that a repeat BR is made 
available for a fee, which would make the 
program sustainable and the relationship 
with the BAs to a partnership for growth.

Another key recommendation is the devel-
opment of relevant industry relevant data 
and ratios for benchmarking. It was found 
that the current industry data and bench-
marking tools are lacking in detail and can-
not be used effectively to assist creative 
SMEs. A difficulty in defining several sub 
sectors within the creative industries is 
leading to inconsistent and unrelated defi-
nitions, causing widespread confusion. The

situation is worsened by an over-reliance 
on secondary data sources and a lack of 
frameworks for comparative verification, 
international benchmarking, and perfor-
mance assessment at the practitioner lev-
el.

Furthermore, it is recommended that En-
terprise Connect considers the introduc-
tion of a f lexible, modular format for the 
BR report that would allow BAs to tailor 
their advice to the individual needs of 
each client.

Table 1 summarizes the key findings and 
main recommendations of this report.
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