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The Hon Simon Crean MP 
Minister for the Arts 
Parliament House 
CANBERRA  ACT  2600 

 

Senator the Hon Kim Carr 
Minister for Innovation, Industry, Science and Research 
Parliament House 
CANBERRA  ACT  2600 

 

Dear Ministers 

CREATIVE INDUSTRIES INNOVATION CENTRE ADVISORY 
COMMITTEE – SUBMISSION TO NATIONAL CULTURAL POLICY 

Introduction 

The Creative Industries Innovation Centre Advisory Committee (the Committee) welcomes the 
opportunity to make a submission upon the proposed National Cultural Policy. The Committee 
supports the development of a comprehensive National Cultural Policy that recognises the intrinsic 
value of the arts with the need for strong economic performance. 

The Committee’s comments in this document are based on the collective knowledge of its 
members together with key insights from the Creative Industries Innovation Centre’s (the CIIC) 
business advisory program, involving business advice to more than 400 creative enterprises over 
the last two and half years. 

Enterprises in the creative industries are part of the knowledge and services industries, which are 
crucial to Australia’s future productivity. Like other businesses, creative enterprises generate 
economic value in their own, as well as other, industry sectors. What distinguishes creative 
enterprises is their ability to simultaneously generate additional cultural, social and aesthetic value. 
This distinguishing factor gives rise to particular policy considerations and the need for focused 
industry data. 

As was highlighted in the UK report, Staying ahead: The Economic Performance of the UK’s 
Creative Industries (July 2007), there is no single magic initiative that drives creativity and creative 
industries forward – it will be a mixture of policy platforms across departments that works best. This 
observation is consistent with CIIC experience in Australia.1 

The Committee, therefore, supports the need for a broad and multi-faceted policy response to grow 
the creative economy in Australia. This view is based on a deep understanding and monitoring of 
key growth factors within the creative industries and a belief that supporting Australian businesses 
in the creative industries is a critical component in that policy response. 

The Committee believes that the CIIC’s business advisory program is generating significant 
qualitative and quantitative data about the Australian creative industries and their key growth 
factors. In response to this data, the CIIC plays a major role in equipping creative enterprises to 
contribute significantly to the economy and other social, cultural and aesthetic values.  

                                                        

 
1  The creative industries include the following segments: music and performing arts; film, television and radio; advertising 

and marketing; software development and interactive content; writing, publishing and print media; and architecture, 
design and visual arts. 
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Since its inception in February 2009, the CIIC has provided business advisory and development 
services to hundreds of creative enterprises across 13 industry sectors. The successful uptake of 
CIIC’s business advisory services reflects CIIC’s ability to work with creative enterprises of all sizes 
combined with the creative industries expertise of the CIIC team. Working with key industry bodies, 
tailoring marketing and communications and developing relevant program content for the different 
creative industries sectors has been critical to the program’s success. 

The Committee believes the CIIC has made a good start in achieving its vision for the creative 
industries in Australia – to improve the competitiveness, productivity and sustainability of creative 
enterprises. There is potential for Australia to see a significant return on its investment through 
CIIC’s business advisory program. Further potential can also be realised by continuing the 
excellent work with individual companies alongside strategies that integrate creativity and 
innovation into the broader economy. 

The summary of recommendations below largely capitalise on the knowledge, experience and 
investments of the CIIC to date to provide ongoing support to Australian creative industries. 

The Committee also welcomes inclusion in a broader ongoing discussion addressing the Australian 
policy architecture as part of the development of the creative industries strategy.  

Summary of recommendations 

In summary, the Committee makes six recommendations. 

1 That policies and programs for the creative industries take account of the particular 
characteristics of this emerging sector of the economy. 

2 That there is continued investment in the capture and analysis of the crucial intelligence 
being collected through the CIIC’s engagement with creative firms to support future policy 
and program development to grow the creative industries. 

3 That the National Cultural Policy highlights and supports investment in business strategy 
development for the creative industries. 

4 That the National Cultural Policy recognises the connection between developing domestic 
and global opportunities and the creation of a sustainable cultural sector. 

5 That both Ministers and their Departments carefully consider the outcomes of the 
programs and pilots being undertaken by the Enterprise Connect CIIC to inform future 
program development. 

6 That the National Cultural Policy considers investment in digital capability as a priority to 
ensure the creative industries are equipped to participate in Australia's NBN future. 

On the following pages we set out our detailed comments for your consideration. 

Yours sincerely 

 

 

 

Adam Moxon Simpson 
Chair 
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Distinctive features of the creative industries 
sector 

Contributes positively to the economy 
The creative industries have become a significant part of the global economy. The Creative 
Economy Report 2008 (UN, 2008: iv) stated that “trade in creative goods and services increased at 
an unprecedented average annual rate of 8.7%” between 2000 and 2005. The report puts world 
export of creative goods at a total value of $424.4 billion in 2005, almost double the 1996 figure of 
$227.5 billion. In Europe, the creative industries accounted for “654 billion Euros in 2003, growing 
12.3% faster than the overall economy of the European Union and employing over 5.6 million 
people.” 

In Australia in 2009 there were approximately 123,000 businesses operating in the creative 
industries, up from 107,000 in 20072, and employing around 438,000 people or 4.8% of total 
employment3.While 70% of these businesses had a turnover of less than $200,000, they 
collectively generated approximately $32 billion in industry value4 and contributed approximately 
3.3% to GDP in 20105.In the previous decade the creative industries grew at an average rate 
largely in line with the broader economy6. Assisting businesses improve their productivity during 
this period of industry growth could achieve a significant overall impact on national GDP. 

Relies on innovation to ensure growth 
The creative industries offer innovative characteristics that may be relevant to other industries. 
These include7: 

• Generating additional forms of value: at the heart of the creative industries is the production 
of values that transcends financial value and monetary profit. The creative industries’ value 
creation includes cultural, social and other values.  

• Risk and reward: the creative industries are more inclined to experiment with monetising 
intellectual property in innovative ways and to explore new business models. Other less 
experimental parts of the economy might benefit from the creative industries’ appetite for a “trial 
and error” approach in determining what works and what does not. 

• Unique business models: the creative industries are accustomed to coping with high 
uncertainty and risk. In order to survive, the creative industries develop unique organisational 
structures and cultures, and innovative learning mechanisms that may have interesting 
implications for other firms and whole industries. 

                                                        

 
2 Australian Bureau of Statistics (ABS), Counts of Australian Businesses including Entries and Exits, Catalogue Number 

8165.0, Canberra 
3 Centre for International Economics (CIE), , 2009, Creative Industries Economic Analysis, Sydney, pp 33-34 
4 IBIS World Industry Reports  
5 Access Economics, August 2010, The NSW economy in 2020: A fore sighting study, pp 161 
6 CIE, pp 29-31 
7  Martin Kornberger, (University of Technology Sydney & Copenhagen Business School) March 2011 ,The Screen 

Economy. From Creative Industries to Socio-Economic Ecologies (Concept paper  as yet unpublished) 
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• Embracing new technology: as early adopters of new technology, the creative industries 
learn to cope with the impact of digitalisation and convergence of technologies because they 
experience their impact immediately. 

• Think global, act local: the creative industries escape the global/local divide by being 
simultaneously both. They are globalised as talent travels around the globe, following 
interesting projects. At the same time, the creative industries are localised as the culture of a 
particular place represents a crucial resource for its production process.  

Uses scalable business structures to ensure sustainability 
The creative industries have become a learning laboratory for the development of new 
management practices, organisational forms and industry structures.  

Research shows that creative businesses frequently collaborate with others to produce results for 
third parties.8 As a network of freelancers or small firms, creative enterprises collaborate on 
projects when and where they emerge. They are supported by technology and other elements of a 
“soft infrastructure” to ensure interaction and sharing of information within the network. This 
“networked ecology” offers a constant supply of entrepreneurs creating an organic, resilient 
structure, which contracts and expands as opportunities arise. This approach has the potential to 
become a more sustainable model in the future and has caught the attention of large corporations. 

For instance, IBM’s Global Innovation Outlook 2.0 suggests “the future might consist of a billion 
one-person ‘enterprises’ – people who move freely and frequently from project to project as their 
skills and focus shift. In such a collaborative, contribution-based environment, the role of the 
traditional enterprise could shift to orchestration and facilitation of the endeavours between these 
individuals or groups of individuals.”  

Indeed the way the creative industries operate might provide interesting blueprints for a networked 
economy in which multiple values are being produced.  

Reflects an emergent network of agile sub-sectors 
Any underlying assumptions of industry, firm, value and so on need to be used with caution when 
analysing an emergent sector in comparison to other industries (e.g. manufacturing). More detailed 
work is required on the particularities of the creative economy to give confidence in developing 
policies. 

The representation of the creative industries within ABS classification systems has significant 
strategic importance, determining the breadth and scope of the nation’s key data collection. The 
CIIC has identified that certain ANZSIC classes do not accurately represent emerging areas of the 
creative industries and that the indicators of emerging industries are not currently captured. 

To address this, a process of consultation with key users is necessary. The Committee advises 
that, in concert with other data users such as the ARC Centre of Excellence for Creative Industries 
& Innovation (CCI), we consult with the ABS as part of a creative industries data audit and strategy. 
This would also include a more involved and detailed discussion with the ABS about issues with 
extracting data from its data collection. 

                                                        

 
8 See e.g. DCMS 2007 An Assessment of Productivity Indicators for the Creative Industries; Third Austrian Report on 

Creative Industries, 2009 
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Some preliminary observations are set out below.  

• Two key ANZSIC classes encompass too broad a section of the creative industries and data 
collection would be better served if these classes were disaggregated further. The classes 
are: 

– 7000: Computer system design and & related services 

– 6924: Other specialised design services. 

• In the last five to ten years in the Australian economy the following new industries have 
emerged: 

– web development (web developers) 

– social media  

– interactive media  

– online marketing /search engine optimisation 

– transmedia 

• In the last five to ten years in the Australian economy the following new occupations have 
emerged: 

– web developers 

– social media analysts/specialists 

– interactive media developers 

In addition, so many new skills are being developed around online marketing, community buying, 
crowd-sourcing, search engine optimisation, etc. 

 

Recommendation 1: The Committee recommends that policies and programs for the creative 
industries take account of the particular characteristics of this emerging sector of the economy 

Recommendation 2: The Committee recommends continued investment in the capture and 
analysis of the crucial intelligence being collected through the CIIC’s engagement with creative 
firms to support future policy and program development to grow the creative industries. 
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How CIIC provides valuable business support to 
the creative industries 

Business advisory programs 
Since February 2009, the CIIC has carried out comprehensive business reviews for 269 clients, 
conducted 193 one-on-one business coaching sessions and provided more than $1 million in 
business improvement grants. In addition, the CIIC has undertaken intensive workshops with more 
than 120 companies in the areas of business strategy, business modelling and investment 
readiness.  

These programs are supplemented with a comprehensive website (creativeinnovation.net.au) 
containing case studies, resources, business building information and interviews with leading 
Australian creative entrepreneurs and companies to provide both information and inspiration. 

The Centre has developed key insights based on its experience and interactions with over 
400 firms.  

The services provided by the CIIC operate within the Enterprise Connect framework. While CIIC 
provides a comprehensive business review to firms that meet the eligibility criteria (i.e., annual 
turnover of more than $1 million, ACN, operating for three years), it recognises that 93% of the 
creative industries cannot access this service. 

CIIC Biztro  
In November 2010CIIC launched CIIC Biztro, a one-hour business coaching session with a CIIC 
business adviser open to creative enterprises of any size and mainly focused on micro businesses 
and sole traders. Five sessions are available on the last Friday of every month in Brisbane, 
Sydney, Melbourne, Adelaide and Perth and businesses are able to register online. The service 
has been very popular, with clients consistently reporting how much is achieved within one hour. A 
young Sydney-based freelance photographer shares her Biztro experience at Appendix 1. 

CIIC’s business coaching sessions are also offered in a range of regional locations in partnership 
with local creative industry organisations. This enables CIIC to source local clients who are seeking 
strategic business advice in their area. 

For example, Biztro sessions were recently conducted in Mildura, a town that is still feeling the 
effects of floods, the wine industry downturn and the battle over the Murray. A CIIC business 
adviser held seven Biztro sessions in Mildura as well as conducted a strategic business review with 
one company. This in turn had a positive impact on several companies who all formed part of a 
supply chain and walked away with useful business information. 
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Key findings from CIIC’s business advisory 
programs 

Collecting data from creative enterprises 
CIIC’s key findings about the creative industries is based on data collected from 400 companies 
who have participated in business reviews and CIIC Biztro sessions. The value of this data will 
increase as the number of business reviews increase. The business advisory programs not only 
provide aggregated data on the creative industries, they also provide important insights into 
different industry sectors. Sample sizes in areas such as architecture and advertising have already 
enabled CIIC to provide some valuable insights into these sectors, as discussed further in this 
section.  

Business strategy the number one issue 
The standout issue for the creative industries is the lack of a business strategy, followed closely by 
implementation. While there is no shortage of ideas or potential, many businesses lack the skills to 
develop a business proposal that will attract external investors, do not use robust business 
planning methods and lack awareness of market knowledge/specialist support and relevant finance 
opportunities. It is clear from the CIIC’s data that the creative industries in Australia are 
experiencing similar issues to the UK experience. 

CIIC’s data also shows that companies place a high value on having a business adviser with 
creative industry expertise and this is often the catalyst for translating advice into action.  

CIIC’s key findings 
• 24% of business review recommendations are around business strategy and 58% of CIIC 

Biztro clients nominate strategic planning as their number one issue. 

• 72% of clients recently surveyed cite business strategy as the main area requiring improvement 
within their business. 

• 32% of clients note the quality of the business adviser as the most valuable element of the 
business review process, in contrast with 6% who cite the business review report as most 
valuable. 

• A lack of strategic planning, vision and direction is inversely related to stronger performance – 
measured in terms of turnover, number of staff employed and business longevity. 

• With the exception of architecture9, all creative industry sub-sectors give “strategic business 
activities” the highest rating recommendation. The top two recommendations by architectural 
clients are advertising/marketing and HR, with “strategic business activities” in third place.  

                                                        

 
9 Architecture is the strongest sector in terms of average revenue, number of staff employed, and years in operation and an 

architectural firm is less likely to require strategic business activities as its core area of need.) 
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• For all other creative industry sectors (advertising, design, film, TV and radio, music and 
performing arts, software and interactive content, visual arts, writing, publishing and print 
media) “strategic business activities” receives the highest occurring recommendation. 

• “Strategic business activities” is the top (or equal first) recommendation for businesses at all 
turnover levels and number of employees, except for firms at the highest points. Businesses 
with a turnover of more than $10 million need to work on internal systems, followed by 
advertising and marketing, with “strategic business activities” third. Firms employing more than 
30 employees have advertising and marketing, HR and “strategic business activities” as their 
top three recommendations. 

• The strongest players in terms of revenue and size are stronger in business strategy than their 
smaller counterparts. Typically operating in architecture at the $10 million+ turnover range or 
employing more than 30 employees, these firms are focused on the improvement of internal 
systems, HR, advertising and marketing. Their focus on strategy is less important than for firms 
with lower turnover and employing fewer people 

• Strategy is the top recommendation type for all years in operation (i.e. based on current 
analysis, years in business does not seem to affect the relative importance of strategic 
business activities to other business needs). 

Acting on business advice 
Through the Enterprise Connect’s Tailored Advisory Service, many of the companies that have 
interacted with CIIC have now sought external expertise to sharpen their business strategy in areas 
such as HR, finance and international market development, positioning their businesses to be more 
competitive. At Appendix 2 a Brisbane-based design agency shares its revised business strategy 
following discussions with a CIIC business adviser. 

Case study: Firefly Interactive 

Firefly Interactive Pty Ltd (Firefly) is an award-winning interactive design company. In 2009 it won 
an Emmy Award for its interactive design work with Sesame Street. Despite international acclaim, 
Firefly had failed to position itself as a niche market leader in Australia and internationally due to 
poor business management. 

While the business was financially sound, its lack of strategic direction and focus on niche markets 
meant revenue never exceeded the $1 million mark. 

Firefly recently took advantage of Enterprise Connect’s Tailored Advisory Service to invest in a 
business coach, and will use further funding to implement the business review recommendations on 
strategy, market research, business development and improved talent management and financial 
systems. 

As result of the business review and Tailored Advisory Service funding, Firefly now has:  

• a strategic plan for positioning and development of niche markets in Australia and 
internationally  

• improved talent and financial systems to support growth. 
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Understanding the strengths and weaknesses 
of creative enterprises 
As part of the CIIC’s business review a SWOT analysis is undertaken for each creative enterprise. 
Below we have summarised some preliminary findings to assist us in better targeting our services. 

Strengths Weaknesses 

The overwhelming finding in terms of strengths 
is in the arena of ideas. This can be broken 
down into the following characteristics: 

• staff capabilities and skills 

• innovation 

• management 

• leadership 

• product or service development  

• design team/design capabilities  

• culture 

• experience/ expertise  

• trend intelligence. 

The primary weakness is in the area of business 
implementation with the following areas being the 
biggest concern: 

• financial management  

• strategic planning  

• working “in” not “on" the business  

• over reliance on a key individual (single point 
of failure) 

• lack of risk management. 

  

Opportunities Threats 

Opportunities differ across the different creative 
industry sectors however they can be grouped 
in the following ways: 

• establishing strategic relationships within 
the creative industries and other sectors 

• harnessing digital media and e-commerce 
to increase sales and grow global markets  

• taking advantage of growing sustainability 
in green/environmentally friendly/carbon 
neutral, label, and bespoke promotional 
product areas 

• harnessing in-house design talent to create 
original and internally owned IP  

• tapping into new international market 
opportunities, e.g. competitive sourcing, 
especially internationally (China) where 
cost savings can be made without 
compromising quality. 

The main threats reported are: 

• skills shortage – difficulty in finding skilled staff 
with mid-range management experience and 
good quality staff being poached 

• foreign competition from substitution design 
sources, such as sourcing design from cheap 
labour countries 

• DIY options/self publishing 

• emergence of "crowd source" online design 
services (such as www.99designs.com; 
www.crowdspring.com and www.elance.com) 
that are extremely cheap and might be “good 
enough” especially in the current economic 
climate 

• not staying ahead of rapid technological 
advances 

• obsolescence as technology evolves and 
technology habits change. 
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CIIC’s key recommendations for industry growth 
Goal Four of the National Cultural Policy is to “increase and strengthen the capacity of the arts to 
contribute to our society and economy”. In light of the findings above, CIIC believes that the 
following activities are key to successful growth in the creative industries and should be included as 
key strategies of the policy. They are: 

• investment in business strategy 

• development of domestic and global market opportunities 

• investment in digital capability. 

In order for any of these interventions to be effective they will need to be tailored for different types 
and sizes of companies, offer a range of entry points and be supported with effective 
communication. 

Below we have discussed each of these activities in detail.  

Investment in business strategy 
The CIIC has identified opportunities to address critical issues for the creative industries in terms of 
business models and business strategy through continuing to work with key creative industry 
bodies to develop these skills with their members. 

In 2011, CIIC partnered with industry associations from the most commercial creative sectors to 
deliver a series of intensive business model workshops to fifty companies across Sydney, 
Melbourne, Brisbane and Adelaide. 

Participants were trained in using the Business Model Generation methodology – a one-page tool 
that helps business owners map and understand their business visually. The methodology was 
developed by Alexander Osterwalder and Professor Yves Pigneur in their book Business Model 
Generation. 

Workshops were facilitated by Alan Scott, a partner at Deloitte Private trained in the methodology 
by the authors. Participants were supported throughout the workshops by CIIC business advisers 
and industry representatives as they worked through their one-page visual business plan. At the 
end of the workshop each business owner developed a ‘plan on a page’ for their business, which 
they then could replicate with both staff and clients. 

Participants rated the workshops highly and responded particularly well to the hands-on support 
provided and the visual values based methodology. Appendix 3 looks at how two businesses 
benefited from the workshops and introduced changes to their business strategy. 

 

Recommendation 3:  The Committee recommends that the National Cultural Policy highlights 
and supports investment in business strategy development for the Creative Industries. 
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Development of domestic and global market opportunities 

Tapping into existing programs 
Austrade’s Global Access Program offers up to 15 hours of international market intelligence 
services to Enterprise Connect clients seeking international business opportunities. The program is 
open to five innovation centres within the Enterprise Connect network across the manufacturing, 
mining and creative industries sectors. To date, up to seventy firms have accessed the program. 

Service requests from creative companies cover a broad range of international markets with a 
particular focus on South East Asia, USA and Europe. Information is typically sought on general 
export intelligence, referrals to overseas distributors and assistance with promotion and market 
intelligence. A wide cross-section of creative companies has accessed the program with the 
dominant sectors being architecture, performing arts and design. 

Austrade’s program has become invaluable to creative companies because of its ability to provide 
targeted and specific advice into particular markets. These opportunities are recognised through 
CIIC’s business review process and form part of business strategy planning with its clients. 

Recommendation 4: We recommend that the National Cultural Policy recognises the connection 
between developing domestic and global opportunities and the creation of a sustainable cultural 
sector. 

 

Case study: The Song Company 

The Song Company has been in business 27 years and is one of the most vibrant vocal ensembles 
in the world consisting of six full-time professional singers led by internationally acclaimed Artistic 
Director, Roland Peelman. The ensemble gives approximately 130 performances each year across 
Australia and around the world. The group makes regular international tours to Europe and Asia 
and have performed at some of the most prestigious festivals and venues around the world to great 
critical acclaim.  

The Song Company was interested in engaging with India's music and performing arts industry. In 
order to scope the potential of touring across the country and to assess engagement plans, The 
Song Company approached Austrade for market intelligence. Austrade delivered information across 
three key areas:  

• Profiles of organisations that could potentially book The Song Company for tours  

• Feedback from these firms as to their interest in The Song Company  

• Market engagement recommendations.  

The Song Company was very satisfied with the assistance provided by Austrade. 

Engaging with the broader Australian economy 
The CIIC is working with Enterprise Connect to identify ways for creative companies to more 
effectively engage with other sectors. The CIIC also embarked on two pilot programs (outlined 
below) to identify new market opportunities for the creative industries. These projects are guided by 
an understanding of international best practice that has shown the creative industries can influence 
productivity in the broader economy and remain sustainable. 
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Design Integration Pilot 

Design has been recognised internationally as a key differentiator in global competitiveness. 
Enterprise Connect has invested in a pilot program modelled on New Zealand's Better by Design 
program. The investment of $12 million by the NZ government delivered a $1 billion return 
including an increase in export revenue to NZ of over $500 million. A similar program in the UK 
involved 2,000 firms and an independent analysis has shown a 25:1 return on investment for every 
pound spent by the UK government. 

This Design Integration Pilot builds business capability to compete at world-class standards, 
integrating design thinking and practices. In NZ the program not only delivered strong economic 
outcomes for the participating manufacturing firms but also built a strong business capability in the 
design sector and attracted increased investment. 

Enterprise Connect is piloting this program in NSW and SA with six manufacturing firms. The audit 
team comprises business advisers from Enterprise Connect and design specialists sourced 
through the Design Institute of Australia and the Australian Graphic Design Association. A 
complete outline of the program is provided at Appendix 4. Both the Queensland and Victorian 
governments have invested in similar initiatives and by mid-2012 there will be up to 20 companies 
in Australia who will have completed the pilot program. This will provide a clear indication of the 
potential that design integration has in increasing the global competitiveness of Australian firms. 

Interactive Skills Integration Scheme (ISIS) 

One of the biggest issues facing many gaming companies is maintaining a sustainable workforce in 
between large projects. In recent months we have seen a series of local games studios shut their 
doors – from the producers of the blockbuster game LA Noire to Melbourne-based company 
Visceral Games. These closures come at the same time that PwC media experts state that 
interactive entertainment and video games are the fastest growing (consumer) market over the 
next few years and forecast to be worth $2.5 billion in 201510. While this international growth is 
encouraging, it has not resulted in jobs and profit for Australian games developers. 

The Interactive Skills Integration Scheme is a pilot program that will demonstrate new market 
opportunities that can be created through a broader application of games and interactive media 
expertise to other industries and public sectors. The scheme will also demonstrate the role digital 
and interactive skills and resourcing can play in Australian business innovation and 
competitiveness, critical in an NBN-enabled market place.  

The pilot project recently called for applications from non-entertainment industries to host an 
Interactive Media Integration Pilot and required a commitment of resources and funds. There was a 
high level of interest with 16 full applications received from sectors as varied as animal production, 
mining, manufacturing, tourism, defence, charities, and education. This demonstrated to the CIIC 
that there is clearly awareness of the need and value of investing in creative digital capability.  

Other options also need to be considered in order to sustain the interactive industry in Australia. 
The R&D tax incentive has been identified as a potential boost for this industry and the Committee 
applauds the broader definition for eligibility. However, we reinforce the need for relevant advice for 
the interactive and games sector to ensure it can make the most of this opportunity.  

                                                        

 
10 PwC’s Global Entertainment & Media Outlook for 2011–2015 (a thought leadership publication providing global analysis 

of the entertainment and media sector). 
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Recommendation 5: The Committee recommends that both Ministers and their Departments 
carefully consider the outcomes of the programs and pilots being undertaken by the Enterprise 
Connect CIIC to inform future program development. 

Building partnerships between creative enterprises and investment 
The CIIC has been collaborating with business incubators, universities, entrepreneurs and 
investors through a series of initiatives to examine what is required to better connect creative 
enterprise and entrepreneurs with investment.  

There is growing interest and awareness of emerging markets and the rapid scalability now 
possible on the back of new technology and social media networks. However, there is still relatively 
little understanding of the global opportunities and contemporary business models for creative 
industries within angel and venture capital investor communities. 

While many investors are keen to be involved in the innovation stage, creative start-ups remain ill 
equipped to attract investment. CIIC has found that within the creative industries there is an 
endemic weakness in market and supply chain intelligence, capability in developing customer-
centric business models and strategies, and in presenting an appealing business value proposition 
rather than a creative pursuit or project. This is particularly the case with enterprises in the cultural 
sectors that commonly have a “grant-based” expectation.  

As one angel investor remarked: 

“Often we will draw on past experiences and work out how the model fits with your experience. For 
example – movies – they are much like mining – from how the script is financed and developed and 
then funded into production and distribution. You wouldn’t invest in a rare earth mine unless there 
was a downstream market for the ore and you could access that market. Similarly you 
wouldn’t invest in film production that didn’t have distribution agreements. However you make take 
a risk on the development of the script to get it to the pre-production stage if you thought the 
distribution wouldn’t be a huge issue for the likely producers – as in exploration for the mine – as 
long as there was an available market for the ore and you have a rough idea of how the 
company would get that ore into production/distribution. At each stage different approaches and 
investors and even entrepreneurs are needed.” 

Developing new and relevant investment models and vehicles will allow creators to continue to 
create, control and leverage intellectual property. 

The Microfinance Pilot Program – supporting the music industry 

The Minister for the Arts has provided $250,000 to the CIIC to develop a Microfinance Pilot 
Program. The program will trial an approach to supporting small creative enterprises within the 
Australian music industry seeking to grow and attract investment.  

The pilot program is targeted at the contemporary music industry supply chain, which includes 
songwriters, composers, bands, managers and publishers. It will seek new and exciting business 
ideas and propositions, which facilitate collaboration between music creation and production and 
other creative enterprises in fields such as gaming, film and online publishing.  

Up to 50 talented/high potential businesses (or business ideas/start-ups) from around Australia will 
be asked to participate in business development workshops. Of these 50 businesses, up to 15 will 
be given intensive business strategy and development knowledge and skills, expert creative 
industry mentoring support and up to $30,000 seed investment to grow their business. 
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This pilot program is a great example of how government funding can leverage industry and private 
investment. While this initiative focuses on music business in the first instance, the potential for its 
application as a business development and investment attraction model is much broader. 

The performing arts sector has also attracted funding of $250,000 by the Office of the Arts and an 
additional $150,000 from APRA/AMCOS. 

Investment in digital capability 
The National Broadband Network (NBN) will provide a major platform for new business thinking 
and market opportunities. While some industries and businesses have started identifying new 
products and services, others have not and will need to do so to stay competitive. 

To capitalise on the NBN many SMEs need assistance with becoming NBN-ready. This means 
understanding not only what external changes the NBN will bring in the future but also grappling 
with what their business may look like in an NBN-enabled environment.  

Many creative enterprises will be in a position to provide critical services in an increasingly digital 
world. To test these opportunities, the CIIC in association with Enterprise Connect Tasmania will 
run a pilot program in the first quarter of 2012 to assist SMEs in a creative and hands-on way. 
Workshops will be run with SMEs to explore their business model, capabilities, products and 
services in order to respond to NBN-enabled consumer markets and/or improve the way their 
business operates (e.g. increasing productivity). 

In delivering this pilot with key Tasmanian industry and government stakeholders, Enterprise 
Connect is seeking to translate strategic and practical business impacts and opportunities identified 
through the workshop into regional development programs and plans. 

It is envisaged the pilot will: 

• test and shape an active, hands-on, SME NBN-ready program with national scalability potential 

• deliver real NBN business strategy outcomes (take away outputs) for the participating 
businesses  

• provide real world NBN-ready business intelligence for key local stakeholders. 

Recommendation 6: The Committee recommends that the National Cultural Policy considers 
investment in digital capability as a priority to ensure the creative industries are equipped to 
participate in Australia's NBN future. 

Future directions 
In many instances all of the pilot programs are providing important intelligence and prototypes for 
further investment. The Committee encourages further consideration of these initiatives as areas of 
economic development, enabled and driven by the creative industries. 
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Appendix 1 – CIIC’s Biztro program 
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Appendix 2 – CIIC business advisory services 

  





	  

Nicki: Tim is quite technical, he loves illustration, and he pays attention to the nitty 
gritty. I’m more likely to think about the big picture and cut to the chase. The whole 
life of our business we’ve stayed true to these strengths. We co-share our 
responsibilites, but Tim entrusts me to manage operational aspects of the business, 
while he assumes responsibility for marketing and new business.  
 
What are the pros and cons of running a business as a couple?  
 
Tim: We often talk about solutions out of business hours. That’s great for our clients, 
but it can be all consuming. Maintaining a work-life balance is an ongoing challenge. 
 
Nicki: Simple things like taking holidays together can be very difficult. In 2009, I was 
invited to be a Brand Positioning Analyst for the Queensland Government’s ‘Ulysses’ 
program, created to improve the profitability of manufacturing businesses through 
integrated design thinking.  
 
It’s an important program that delivers work back to the creative industries, but it 
takes me away from our business. We realized we needed to free up time for other 
projects, so we engaged a Business Adviser from the Creative Industries Innovation 
Centre. Following their recommendations, we reviewed our management structure 
and appointed a general manager. 
 
What’s your advice for running a successful business partnership?  
 
Tim: Mutual respect and the ability to play to your individual strengths as designers. 
From day one we’ve always had someone else to bounce ideas off and play the 
devil’s advocate. We can be brutally honest with each other without offending or 
damaging egos. We often disagree, but criticism is always constructive.  
 
As creative directors, there is always a danger of contradicting each other and 
confusing designers, so we are either responsible for projects/clients separately, or 
we check back in with each other to give consistent advice. 
 
As a couple, it’s important to make time for non-work, non-design related pursuits. 
You have to orchestrate time away from the office to re-charge. 
 
What’s been your biggest challenge to date?  
 
Nicki: In January, the Brisbane floods destroyed the lower level of our office. It’s 
taken nine months to repair the damage.  
 
Tim: It was all the more painful as we purchased this building, stripped it back and 
renovated it three years ago. This year, we had to rebuild it all over again. The floods 
have probably set us back two years.  
 
Nicki: In saying that, you have to look on the bright side. We have an amazingly loyal 
team, patient clients and suppliers, and we’ve all been working through it together.  
 
Did the financial downturn of 2009 impact your business? 
 
Tim: Post-GFC it has become harder to pick up major projects – clients are now 
more cautious, they take longer to make decisions, and want to understand the 
tangible value they will receive from going through a rebrand. This favours the 
specialist who can clearly demonstrate value and deep expertise, versus the one-
stop-shop that might throw in branding as a component of advertising, marketing or 
even web design.  
 



	  

Today, a lot of businesses are looking to companies like ours to redefine and 
communicate their purpose – particularly those companies who have grown 
organically but never utilised their brand as a profit centre. Tougher times means that 
businesses need best practice in every aspect of their operations, and that includes 
their brand. 
 
Is there a secret to winning new business?  
 
Tim: No secrets, but the conversation will be different depending on the situation. 
When talking to a prospective client, we draw on our broad experience gained from 
working with so many clients over the years. Very quickly we envision potential 
opportunities for the client and then discuss these with passion. It is all about 
demonstrating an understanding, exploring a direction and laying the foundations for 
trust.  
 
What areas of growth have you identified?  
 
Tim: As well as delivering holistic strategic branding for our clients, we are working 
with our clients to embed the brand in their DNA both internally and externally. This 
increasingly involves a long-term consultative approach utilising, among other things, 
the principles of design-led thinking. We are constantly evolving to deliver this. 
 
How do you define ‘design-led thinking’? 
 
Tim: For us, design-led thinking is all about applying problem solving skills to broader 
situations. The skills include deep enquiry, lateral thinking and the management of 
information combined with creativity and intuition. This allows us to address problems 
from a completely different and non-linear perspective. 
 
It is a point-of-difference that allows us to become trusted advisers to some of our 
clients on multiple levels, both as a provider and facilitator of strategic innovation. 
 
What are your strengths and weaknesses as business owners?  
 
Tim: Designers often blow out their costs because they waste too much time 
perfecting the work. We have the right management systems in place so we can 
allow the extra time for perfection.  
 
Nicki: One of our weaknesses, which is also one of our strengths, is the fact that we 
are both creatives. This means our creative heart sometimes rules our head. We 
temper this by surrounding ourselves with business advisers who keep us on the 
straight and narrow. 
 
Is there a secret to cultivating staff loyalty?  
 
Tim: Create a rewarding culture. We have a flat hierarchy and give everyone the 
chance to get involved, meet the client, explore new skill sets, and train in the areas 
that most interest them.  
 
We run staff workshops, and use an online training resource to keep our staff abreast 
of the latest productivity improvements in creative software. We recently started a 
‘buddy’ system to encourage collaboration between individuals, teams and 
disciplines, and host LGD (‘loves good design’) Friday afternoon sessions at our not-
so-dry bar, which gives everyone the opportunity to showcase what they have been 
working on or just discuss the latest TED talk.  
 
 



	  

Do you have any tips for balancing profit & loss?  
 
Tim: Even when you are busy, never let new business development slip. Think at 
least three months ahead to keep the pipeline full. Keep on top of invoicing and 
staged payments, and chase overdue accounts. 
 
We have an amazing accountant who we meet with every six months for the big 
picture, and we have a business coach who chairs our Board meetings each month. 
 
Why did you launch Lloyd Grey Design in Brisbane?  
 
Tim: Queensland is one of the fastest-growing states in Australia, which brings 
enormous investment and great demand for creative services. 
 
Nicki: In 1993, Brisbane’s design industry was very small, which had its advantages 
– you can shine brightly in a smaller market. Although with fewer competitors, 
sometimes you feel like you’re fighting to communicate the value of good design on 
your own. And there is a misconception in Brisbane that businesses have to look 
south for benchmark design, whereas we feel some of the best creativity in the world 
exists in Queensland.  
 
What is the biggest constraint facing your business?  
 
Nicki: It might well be Tim and myself. We want to ensure the quality of our designs 
remains high, however this can limit the pace of our growth. We are growing, but in a 
manageable way. 
 
Tim: Another challenge is recruiting people with the right level of experience. Very 
often people we interview are too constrained by designing on the computer, versus 
being able to conceive and visualise original ideas by hand. 
 
 
 
AT A GLANCE  
Location: Brisbane 
Launch date: 1993 
Sector: Graphic design & branding 
Staff number: 13 
Milestones: Named as one of Queensland’s leading private companies in 2009 in 
Queensland Business Review’s Q400 ranking; Nicki Lloyd receives Queensland 
Premier’s Smart State Design Fellowship in 2011.  
 
www.lgd.com.au 
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Appendix 3 – Business model workshops 

  





Case study

Creative Territory: 
An opportunity for sta! and clients 
to contribute feedback

Creative Territory is a public relations company that provides 
a range of services including reputation management through 
to strategic communications planning in the Northern 
Territory. 

After a long career, the Founder and Managing Director, 
Tracy Jones, launched the business in 2006 to allow her to, 
“push my personal and professional development, to learn 
and grow, and to work on the things that I wanted to work on.”

Tracy had recognised the need to change and believed that 
her company need to o"er services locally, but she wasn’t 
sure how to make this part of the business model. The CIIC’s 
Business Model Generation Workshop allowed Tracy to, 
“plant some seeds for how we might do it. The concept of 
de!ning our business model was attractive.” 

Prior to the workshop, Creative Territory were content with 
their business success, and knew that they could continue 
to succeed in their small market, due to their connections 
in the local community. It was the opportunity to attend the 
workshop that enabled not only their business model to be 
de!ned, but to be challenged. Tracy explains:

“Looking at the Value Proposition was interesting because 
we have a set of values and we evaluated whether they were 
the right values or not. They are not wrong but are they 
capturing our client expectations and values. However, it 
made us think, do they represent the true value that our 
clients are looking for?”

A feature of the Business Model Canvas is that it o"ers the 
ability to not only de!ne the business model, but to prototype 
the model with customers to enhance its application and 
practicality. For Creative Territory, “The Canvas o"ers the 
ability to take  this feedback and understand how it can be 
incorporated into our business. Especially around which of 
our activities or resources deliver value.” 

After the workshop, Tracy decided to take her sta", clients 
and partners to a 2-day o"site meeting, in order to, “work on 
the Canvas with them. They are clients that we know will be 
really honest about how we interact and how we work. We 
might hear some things that we might not want to hear but it 
will be valuable.”

The Canvas also helped Tracy to realise that what may be 
value to one customer may not be value to another.

“For some clients our Value Proposition is that we do 
everything, for others it’s around providing strategic advice 
and setting up systems so they can do it themselves,” she said. 

One of the key features of the workshop for Creative 
Territory was about learning new ways of doing things and 
getting their business plan on a single page again after many 
years of development and expansion. 

“At Creative Territory, we like learning and being open to 
new ideas. We jumped at the opportunity to do something 

di"erent and we have now changed how we format our 
communication strategy, making it similar to the Canvas and 
our clients love it already.”

Such a business change was an example of the value 
received by Creative Territory and other business owners who 
attended the workshop in Brisbane, QLD.  

“It has been good to question why we do things. We are 
a classic people business. Our sta" are our assets. When 
one sta" member changes, it impacts the whole business. 
Business sustainability for us relates to managing that change 
and impact. The Canvas will help us to do this,” she said. 

Do you want to access the Canvas?

The CIIC recommends creative enterprises of any size use 
the Business Model Canvas to understand and develop 
transformational business strategies. (These tools are free 
and covered by Creative Commons.)

•   Access the Canvas tool and associated materials: 
Businessmodelgeneration.com

•  Read the author’s blog: Businessmodelalchemist.com 

•  Purchase the Business Model Toolbox iPad App on iTunes

Discuss your own business model with 
an expert CIIC Business Adviser

Book a 1hour free business consultation, the CIIC Biztro, 
with one of the CIIC’s Business Advisers, who have been 
trained in the Business Model Canvas methodology. These 
are held on the last Friday of every month in Sydney, 
Brisbane, Melbourne, Adelaide and Perth. Visit www.
creativeinnovation.net.au/business/ciic-biztro to register and 
!nd out more. 

On this website, you can also read inspiring stories about 
Australia’s creative enterprises which have developed a 
unique value propositions and di"erentiated business models. 

Page 2

FIND OUT MORE
Visit www.creativeinnovation.net.au, 
www.enterpriseconnect.gov.au or call the CIIC 
on 02 8217 5000 to find out how we can help your 
creative business. 

ABOUT CIIC
The CIIC supports the business of creative 
enterprise. It is an Australian Government initiative, 
part of the Enterprise Connect program and is 
supported by the University of Technology, Sydney. 





Case study

Media on Mars: 
Understanding the value of 
Partnerships and Channels

Media on Mars is a web and graphic design agency founded 
by designer Kammi Rapsey, who saw the workshop as an 
opportunity to work ‘on the business’. 

“Having spent time previously doing business development, 
I know how useful and valuable this is. The invitation to 
participate gave me the chance to pull out of the business and 
work on the business and look at the business di"erently,” 
Kammi said.       

Recognising that available time is limited, the simplicity of 
the Canvas had a signi!cant impact on Kammi and allowed 
her to view areas of her business di"erently. 

“No one had even talked to me about ‘Partners’, the way 
it was addressed in the workshop. I am now thinking about 
suppliers as potential partners and challenging myself to 
make appointments to build these relationships.

“’Channels’ were also another new way of thinking.  For 
me, ‘Channels’ are usually marketing, but it made me think 
about it in terms of how you get work. I now realise that some 
of the random channels we have really work, and we should 
pay more attention to these,” she said.       

The Canvas also provided a succinct and clear way to 
provide new sta" with an overview of the business. Kammi 
was joined in the workshop by new design assistant Rita 
Mjomba, a recent recruit for the company.  

“The idea that I could do a business plan on one page was 
enormously appealing. The one pager (Canvas) allows me 
to quickly and easily say, ‘This is what we are on about, this 
is what we are trying to do’ and it’s visual, which is great for 
designers.”

For Rita, populating the Canvas with Kammi, “helped give 
me a better idea of what the company was about, what they 
wanted to achieve and that made it easier to understand (the 
business).” 

The Business Model Canvas is equally powerful with 
start-up businesses as with analysing and enhancing existing 
models. So when asked how this will be used in the future, 
Kammi saw this as a perfect tool to not only simplify and use 
as her business plan, but to analyse her customer segments.

“For us, we are trying to substantially change where our 
income comes from. So I have done a Canvas with percentage 
!gures against customers, looking at what we want to get and 
what is realistic. For me, this is really useful exercise as I can 
see it on one page. 

“We will also introduce the canvas at our next Annual 
General Meeting and consider using it as a marketing tool to 
individually assess our customers segments,” she said. 

For Media on Mars, Kammi believes that the Business 
Model Canvas provided a, “succinct, clear, understandable 
model that through its visual and simple nature, will be 
updated progressively and more readily. 

“I can see us continually using the Canvas and for my 
designers, the fact that it is visual means they will be prepared 
to engage with it,” she said.  

Do you want to access the Canvas?

The CIIC recommends creative enterprises of any size use 
the Business Model Canvas to understand and develop 
transformational business strategies. (These tools are free 
and covered by Creative Commons.)

•   Access the Canvas tool and associated materials: 
Businessmodelgeneration.com

•  Read the author’s blog: Businessmodelalchemist.com 

•  Purchase the Business Model Toolbox iPad App on iTunes

Discuss your own business model with 
an expert CIIC Business Adviser

Book a 1hour free business consultation, the CIIC Biztro, 
with one of the CIIC’s Business Advisers, who have been 
trained in the Business Model Canvas methodology. These 
are held on the last Friday of every month in Sydney, 
Brisbane, Melbourne, Adelaide and Perth. Visit www.
creativeinnovation.net.au/business/ciic-biztro to register and 
!nd out more. 

On this website, you can also read inspiring stories about 
Australia’s creative enterprises which have developed a 
unique value propositions and di"erentiated business models. 

Page 2

FIND OUT MORE
Visit www.creativeinnovation.net.au, 
www.enterpriseconnect.gov.au or call the CIIC 
on 02 8217 5000 to find out how we can help your 
creative business. 

ABOUT CIIC
The CIIC supports the business of creative 
enterprise. It is an Australian Government initiative, 
part of the Enterprise Connect program and is 
supported by the University of Technology, Sydney. 
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Appendix 4 – Design Integration Pilot program 
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