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Executive summary 
 

 

This report represents the second of two reports  that aim to explore views about the employabili ty of 

aspiring creatives. The fi rst report, released in June 2009, presented findings from a survey of 507 aspiring 

creatives, defined as recent graduates and/or people with less than two years industry experience. The 

survey gathered data on the characteristics of aspiring creatives, skills and attributes, barriers to 

employment, workforce mobility, career intentions, professional development activi ties, mentoring and 

industry supports , and participation in communities of practice/networks. 

The second report (this report) presents findings from a project that developed the 60Sox Employer 

Survey (see Attachment 1ύΣ ŀƴŘ ǘƘŜƴ ŀŘƳƛƴƛǎǘŜǊŜŘ ǘƘƛǎ ǎǳǊǾŜȅ ǘƻ рл ŜƳǇƭƻȅŜǊǎ ƛƴ !ǳǎǘǊŀƭƛŀΩǎ /ǊŜŀǘƛǾŜ 

Digital Industries. The survey included questions on employer characteristics, recruitment and training 

prŀŎǘƛŎŜǎΣ ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ the capabilities of aspiring creatives, and participation in communities of 

interest/networks, mentoring and internships.  

The main purpose of the project was to identify capability gaps of aspiring creatives as well as those 

factors that enhance or inhibit ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜ ŎŀǇŀōƛƭƛǘƛŜǎ ƻŦ ŀǎǇƛǊƛƴƎ ŎǊŜŀǘƛǾŜǎ ς both of which 

impact on the ability of aspiring creatives to find work in their preferred occupations ƛƴ !ǳǎǘǊŀƭƛŀΩǎ 

Creative Digi tal Industries. To achieve this purpose, the project team set i tself three objectives: 

1. Describe the characteris tics and practices of employers. 

2. Explore the views of employers and the views of aspiring creatives in relation to the capabilities of 

aspiring creatives. 

3. Identi fy the ŦŀŎǘƻǊǎ ǘƘŀǘ ƛƴŦƭǳŜƴŎŜ ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜ ŎŀǇŀōƛƭƛǘƛŜǎ ƻŦ ŀǎǇƛǊƛƴƎ ŎǊŜŀǘƛǾŜǎ. 

The project approach had three limitations. Fi rstly, respondents were not a representative sample of 

ŜƳǇƭƻȅŜǊǎ ƛƴ !ǳǎǘǊŀƭƛŀΩǎ /ǊŜŀǘƛǾŜ 5ƛƎƛǘŀƭ LƴŘǳǎǘǊƛŜǎΦ Secondly, the small sample size resul ted in higher 

s tandard errors. Thirdly, the survey design that did not allow for detailed responses. The project team 

used frequencies, descriptives and cross-tabulations to analyse the data. 

This report consists of six (6) sections: Executive summary (this section), data collection and analysis, a 

section for each objective, and conclusion. Key findings for each of the three objectives are as follows. 

Objective 1: Describe the characteristics and practices of employers. 

 

 Employers who responded to the survey were typically small, established businesses operating wi thin 

the Software and Digital Content industry sector/segment; and located in New South Wales, Victoria 

or Queensland. 

 Employers were most likely to indicate employing graphic designers and programmers. 

 Over 80% of employers indicated that aspiring creatives only accounted for between 0% and 20% of 

all workers. 

 Over the previous 12 months, 56% of employers surveyed had recrui ted new workers, particularly 

graphic designers and programmers, with around half of the new workers sourced from interstate 

and overseas. 
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 Employers were most likely to indicate an intention to recrui t programmers over the next 12 months. 

 9ƳǇƭƻȅŜǊǎ ǿŜǊŜ ƳƻǊŜ ŀǘǘǊŀŎǘŜŘ ǘƻ ΨŎǊŜŀǘƛǾŜ ǘŀƭŜƴǘ ŀƴŘκƻǊ ǘƘŜ ƴŜŎŜǎǎŀǊȅ Ƨƻō ǎƪƛƭƭǎΩ ǘƘŀƴ ǉǳŀƭƛŦƛŎŀǘƛƻƴǎ 

when employing aspiring creatives. 
 

 Employers preferred to use word of mouth, networks and websites to recrui t new workers. 

 9ƳǇƭƻȅŜǊǎ ǿŜǊŜ Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ ƛƴŘƛŎŀǘŜ ǘƘŀǘ ƛǘ ǿŀǎ ΨŘƛŦŦƛŎǳƭǘΩ ǘƻ ǊŜŎǊǳƛǘ ŀǎǇƛǊƛƴƎ ŎǊŜŀtives wi th the 

ΨǊƛƎƘǘΩ ǎƪƛƭƭǎ ŀƴŘ ŀǘǘǊƛōǳǘŜǎΦ 

 hǾŜǊ ǘƘŜ ǇǊŜǾƛƻǳǎ мн ƳƻƴǘƘǎΣ ŜƳǇƭƻȅŜǊǎ ƘŀŘ ΨǎƻƳŜǘƛƳŜǎΩ ƻǊ ΨƻŦǘŜƴΩ ǇǊƻǾƛŘŜŘ ǘǊŀƛƴƛƴƎ ƛƴ ŀ ǊŀƴƎŜ ƻŦ 

areas to aspiring creatives and all workers. 

 Over the previous 12 months, the majori ty of employers participated in communities of interest/ 

networks, 40% mentored aspiring creatives, and 42% offered internships to aspiring creatives. 
 

 

 

Objective 2: Explore the views of employers and the views of aspiring creatives in relation to the 

capabilities of aspiring creatives. 

 

 Employers ranked team work skills, communication skills, motivation, problem-solving skills, and 

adaptability as the most important skills and attributes to thei r workplaces. 

 Employers were most likely to indicate the capabilities of aspiring creatives for all 15 skills and 

attributes included in the employer survey were below their expectations when compared to the 

level of importance they placed on these skills and attributes to thei r workplaces. 

 When compared to the views of employers, aspiring creatives over-rated their capabilities for 13 of 

the 15 skills and attributes as well as thei r software skills; and slightly under-rated their capabilities in 

the areas of business skills, positive self-esteem and motivation. 

 Overall, employers were most likely to rate the importance of skills and attributes to thei r workplaces 

ŀǎ ΨƘƛƎƘΩ ŀƴŘ ǘƘŜ ŎŀǇŀōƛƭƛǘƛŜǎ ƻŦ ŀǎǇƛǊƛƴƎ ŎǊŜŀǘƛǾŜǎ ŀǎ ΨƳƻŘŜǊŀǘŜΩΣ ǿƘŜǊŜŀǎ aspiring creatives were 

Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ ǊŀǘŜ ǘƘŜƛǊ ŎŀǇŀōƛƭƛǘƛŜǎ ŀǎ ΨƳƻŘŜǊŀǘŜΩ to ΨƘƛƎƘΩΦ 

The two measures of capability gaps identified the largest capability gaps of aspiring creatives: 

 The ŘƛŦŦŜǊŜƴŎŜǎ ōŜǘǿŜŜƴ ǘƘŜ ƳŜŀƴ ΨƛƳǇƻǊǘŀƴŎŜΩ ǊŀǘƛƴƎǎ ƻŦ ŜƳǇƭƻȅŜǊǎ ŀƴŘ ƳŜŀƴ ΨŎŀǇŀōƛƭƛǘȅΩ ǊŀǘƛƴƎǎ ƻŦ 

employers indicated aspiring creatives have the largest capability gaps in the areas of problem-

solving skills, communication skills, ini tiative & enterprise skills, self-management skills, and team 

work skills. 

 The differences between ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜ ŎŀǇŀōƛƭƛǘƛŜǎ ƻŦ ŀǎǇƛǊƛƴƎ ŎǊŜŀǘƛǾŜǎ ŀƴŘ ŀǎǇƛǊƛƴƎ 

ŎǊŜŀǘƛǾŜǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜƛǊ own capabilities indicated aspiring creatives have the largest capability gaps 

in the areas of learning skills, careers goals/planning skills, and self-management skills. 
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Objective 3: Identify the ŦŀŎǘƻǊǎ ǘƘŀǘ ƛƴŦƭǳŜƴŎŜ ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜ ŎŀǇŀōƛƭƛǘies of aspiring creatives. 

 

Table 23 on page 46 ǎǳƳƳŀǊƛǎŜǎ ǘƘŜ ŦŀŎǘƻǊǎ ǘƘŀǘ ŎƻƴǘǊƛōǳǘŜ ǘƻ ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ǘƘŀǘ ŀǎǇƛǊƛƴƎ ŎǊŜŀǘƛǾŜǎ 

have higher or lower capabilities for six key skills areas - team work skills, communication skills, problem-

solving skills, initia tive & enterprise skills, learning skills, and job-speci fic skills.  

The factors common to most of the six skills areas are as follows: 

 Enabling factors - Employers who employ visual artis ts and animators, and/or find it Ψeasy/very easyΩ 

ǘƻ ǊŜŎǊǳƛǘ ǘƘŜ ΨǊƛƎƘǘΩ ƎǊŀŘǳŀǘŜǎ ǿŜǊŜ Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ ƛƴŘƛŎŀǘŜ higher levels of capability of aspiring 

creatives.  

 Inhibiting factors - Employers from the Archi tecture, Design and Visual Arts  sector and/or have 

operated for less than five (5) years were most likely to indicate lower levels of capability of aspiring 

creatives. 
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Data collection and analysis 
 

 

¢ƘŜ ƻƴƭƛƴŜ ǎǳǊǾŜȅ ƻŦ ŜƳǇƭƻȅŜǊǎ ƛƴ !ǳǎǘǊŀƭƛŀΩǎ /ǊŜŀǘƛǾŜ Digital Industries (see Attachment 1) consisted of 

questions in the following areas:  

 Characteristics of employers - Industry sector/segment, organisation type, location, workers, and 

years operating 

 Recruitment and training practices - Recrui tment patterns, intentions and methods; and training 

provision 

 Skills and attributes of aspiring creatives - Importance of selected skills and attributes to employers, 

and capability of aspiring creatives in relation to these skills and attributes 

 Other - Participation in physical and online communities of interest/networks, mentoring, and 

internships. 

To address the second objective (i .e. Explore the views of employers and the views of aspiring creatives in 

relation to the capabilities of aspiring creatives), the project team aligned the questions related to skills 

and attributes in the employer survey to questions in the aspiring creatives survey. Similar to the aspiring 

creatives survey, the employer survey included questions about the capability of aspiring creatives for 

eight (8) key skills and four (4) of the 13 personal attributes from the Employability Skills Framework 

(Business Council of Australia and the Australian Chamber of Commerce and Industry, 2002)
1
: 

 Key skills - Communication skills, team skills, problem-solving skills, initia tive & enterprise skills, 

planning and organising skills, self-management skills, learning skills, and technology skills 

 Personal attributes - Posi tive self-esteem, motivation, adaptability, and personal presentation. 

The employer survey also included questions on job-speci fic skills, business skills, career goals/planning 

skills, and software skills. 

The project team used the convenience sampling approach to recrui t 50 employers. They utilised the 

60Sox network to attract participants, particularly the Australian Interactive Media Industry Association 

(AIMIA) that promoted the survey on i ts website. However, this sampling approach meant that 

ǊŜǎǇƻƴŘŜƴǘǎ ǿŜǊŜ ƴƻǘ ŀ ǊŜǇǊŜǎŜƴǘŀǘƛǾŜ ǎŀƳǇƭŜ ƻŦ ŜƳǇƭƻȅŜǊǎ ƛƴ !ǳǎǘǊŀƭƛŀΩǎ /ǊŜŀǘƛǾŜ 5ƛƎƛǘŀƭ LƴŘǳǎǘǊƛŜǎΦ hǾŜǊ 

90% of respondents were located in New South Wales, Victoria and Queensland; and 54% belonged to the 

Software and Digital  Content sector/segment. Other limi tations were the small sample size, resulting in 

higher standard errors; and the survey design that did not allow employers to provide detailed responses. 

For example, employers were not able to explain why aspiring creatives only accounted for a small 

proportion of all workers or what prevented some of them from mentoring aspiring creatives and offering 

internships.  

The project team used frequencies, descriptives and cross-tabulations to analyse the data. The small 

sample size restricted the use of more rigorous procedures that indicate significance levels . 

 

                                                             
1 Business Council of Austra lia and the Australian Chamber of Commerce and Industry (2002). Employability Skills for the 
Future. Canberra: Commonwealth of Australia. 
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The employers 
 

 

This section aims to address the fi rs t objective of this report: Describe the characteristics and practices of 

employers.  

Employers characteristics 

Fifty (50) employers completed the employer survey. The data presented in Table 1 indicate that a typical 

employer was: 

 from the Software and Digital  Content industry sector/segment 

 an established small business 

 located in New South Wales, Victoria or Queensland 

 employed graphic designers and programmers, at a three-quarter workload 

 employed a low proportion of aspiring creatives ς over 80% of employers indicated that aspiring 

creatives only accounted for between 0% and 20% of all workers 

Table 1. Characteristics of employers 

Survey question Results Responses/ response  rate 

Q.1 Industry sector/segment 

Note: Employers may indicate more 
than one sector/segment 

Software and Digital Content (n=27, 34.2%) 

Advertising and Marketing (n=18, 22.8%) 

Film, TV and Radio (n=14, 17.7%) 

Architecture, Design and Visual Arts (n=12, 
15.2%) 

Music and Performing Arts (n=4, 5.1%) 

Publishing (n=4, 5.1%) 

Responses: n=49/98% RR 

Sector responses: n=79 

 

 

Software and Digital 
Content, 27, 34.2%

Advertising and 
Marketing, 18, 22.8%

Film, TV and Radio, 14, 
17.7%

Architecture, Design 
and Visual Arts, 12, 

15.2%

Music and Performing 
Arts, 4, 5.1%

Publishing, 4, 5.1%

 

 

Q.2 Type of organisation Business (n=36, 72%) 

Government (n=7, 14%) 

Non-profit (n=4, 8%) 

Self-employed e.g. subcontractor (n=2, 4%) 

Responses: n=49/98% RR 
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Survey question Results Responses/ response  rate 

Q.3 Location of organisation  NSW (n=17, 34%) 

 VIC (n=16, 32%) 

 QLD (n=13, 26%) 

 SA (n=2, 4%) 

 TAS (n=1, 2%) 

Responses: n=49/98% RR 

 

 

New South Wales, 17, 
34%

Victoria, 16, 32%

Queensland, 13, 26%

South Australia, 2, 4%

Tasmania, 1, 2%

No response, 1, 2%

 

 

Q.4 Length of time operating Less than 2 years (n=6, 12%) 

2-5 years (n=10, 20%) 

6-10 years (n=11, 22%) 

Over 10 years (n=21, 42%) 

Responses: n=48/96% RR 

 

Q.5 Number of workers 0-10 workers (n=23, 46%) 

11-50 workers (n=11, 22%) 

51-100 workers (n=3, 6%) 

More than 100 workers (n=12, 24%) 

Responses: n=49/98% RR 

 

Q.7 Average/mean work load 
of workers 

77.53% of full-time load Responses: n=47/94% RR 

Q.6 Employment of all workers 

by occupation 

Note: Employers may employ people 
from more than one of these 
occupations 

Graphic Designers (n=30, 27.8%) 

Programmers (n=28, 25.9%) 

Animators (n=11, 10.2%) 

Photographers (n=9, 8.3%) 

Writers (n=9, 8.3%) 

Visual Artists (n=7, 6.5%) 

Musicians/sound technicians (n=1, 0.9%) 

Other (n=13, 12%) 
 

 

Responses: n=43/86% RR 

Occupation responses: n=108 

 

Other: Web designers, film makers, 
project managers/bureaucrats, 
variety and light entertainment (as a 
part of community TV across 
Australia), directors, producers, 
sound recordists, interior designers, 
arts workers/facilitators, customer 
experience strategists, videographers, 
and interaction designers. 
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Survey question Results Responses/ response  rate 
 

Graphic designers, 30, 
27.8%

Programmers, 28, 
25.9%

Animators, 11, 10.2%

Photographers, 9, 8.3%

Writers, 9, 8.3%

Visual Artists, 7, 6.5%

Musicians/Sound 

Techicians, 1, 0.9%

Other, 13, 12.0%

   

 

11. Proportion of total workers 

who are aspiring creatives 

 

None (n=12, 24%) 

1-10% (n=18, 36%) 

11-20% (n=11, 22%) 

21-40% (n=0, 0%) 

41-60% (n=4, 8%) 

61-80% (n=1, 2%) 

81-100% (n=1, 2%) 

Responses: n=47/94% RR 

 

 

No aspiring creatives, 
12, 24%

1-10% of workers, 18, 
36%

11-20% of workers, 11, 
22%

41-60% of workers, 4, 
8%

61-80% of workers, 1, 

2%

81-100% of workers, 1, 
2%

No response, 3, 6%

 

 

Recruitment and training practices 

The data presented in Table 2 indicate that a typical employer: 

 had recrui ted new workers over the previous 12 months, particularly graphic designers and 

programmers 

 intended to employ programmers over the next 12 months 

 preferred to use word of mouth, networks and websites to recruit new workers 
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 was more attracted to Ψcreative talent and/or the necessary job skillsΩ than qualifications when 

employing creative graduates and technical  graduates 

 ŦƻǳƴŘ ƛǘ ΨŘƛŦŦƛŎǳƭǘΩ ǘƻ ǊŜŎǊǳƛǘ ŀǎǇƛǊƛƴƎ ŎǊŜŀǘƛǾŜǎ ǿƛǘƘ ǘƘŜ ΨǊƛƎƘǘΩ ǎƪƛƭƭǎ ŀƴŘ ŀǘǘǊƛōǳǘŜǎ 

 ΨǎƻƳŜǘƛƳŜǎΩ ƻǊ ΨƻŦǘŜƴΩ provided training for aspiring creatives and all workers over the previous 12 

months. 

Of those employers who had recrui ted new workers over the previous 12 months, 52% had recrui ted 

workers from interstate and 45% had recrui ted workers from overseas. 

Table 2. Recruitment and training practices 

Survey question Results Responses/ response  rate 

Q.36 Employment of aspiring 

creatives by occupation 

Note: Employers may employ aspiring 
creatives from more than one of these 
occupations 

 

 

Employed in previous 12 months: 

Animators (n=0, 0%) 

Photographers (n=0, 0%) 

Writers (n=1, 2%) 

Graphic Designers (n=12, 24%) 

Programmers (n=8, 16%) 

Visual Artists (n=2, 4%) 

Other (n=7, 14%) 

Not applicable (n=4, 8%) 

Employed in previous 12 

months: 

Responses: n=34/68% RR  

 

 

 

 

 
 

 

 

 

 

 

 

 

 

Intend to employ in next 12 months: 

Animators (n=2, 4%) 

Photographers (n=2, 4%) 

Writers (n=1, 2%) 

Graphic Designers (n=7, 14%) 

Programmers (n=14, 28%) 

Visual Artists (n=0, 0%) 

Other (n=6, 12%) 

Not applicable (n=3, 6%) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Intend to employ in next 12 
months: 

Responses: n=35/70% RR 

 

 

 

 

 

 

 

 

 

Other: Admin/managers, admin and 
marketing, arts workers/facilitators, 
post production and special effects, 
recruiters, teachers/ tutors, and 
entrants into graduate program 
(focus on advertising). 

Other: Animators, writers, 
programmers of community TV, 
games designers, filmmakers, 
teachers/tutors, post production 
and special effects. 

Writers, 1, 2%

Graphic Designers, 12, 
24%

Programmers, 8, 16%

Visual Artists, 2, 4%

Other, 7, 14%

Not applicable/none, 
4, 8%

No response, 16, 32%

Animators, 2, 4%

Photographers, 2, 4%

Writers, 1, 2%

Graphic Designers, 7, 
14%

Programmers, 14, 28%

Other, 6, 12%

Not applicable/none, 
3, 6%

No response, 15, 30%

Employed in previous 12 months Intend to employ in next 12 months 
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Secondary school
2

4%

Certificate (VET/TAFE)
2

4%

Diploma/Advanced 

Diploma (VET/TAFE)
9

18%

Bachelor degree
14

28%
Postgraduate degree

1
2%

Talent/job skills
20

40%

No response
2

4%

Secondary school

3
6%

Certificate (VET/TAFE)
1

2%

Diploma/Advanced 
Diploma (VET/TAFE)

7
14%

Bachelor degree
14

28%

Talent/job skills

23
46%

No response
2

4%

Survey question Results Responses/ response  rate 

Q.12 & Q.13 Minimum 

qualification/experience when 
employing aspiring creatives 

έ 

Creative graduates: 

Creative talent/necessary job skills          

(n=23, 46%) 

Bachelor degree (university) (n=14, 28%) 

Diploma/Advanced Diploma (VET/TAFE) 

(n=7, 14%) 

Secondary school (n=3, 6%) 

Certificate (VET/TAFE) (n=1,  2%) 

Postgraduate (university) (n=0, 0%) 

Responses: n=48/96% RR 

 

 

 

 

 
 

 Technical graduates: 

Creative talent/necessary job skills          

(n=20, 40%) 

Bachelor degree (university) (n=14, 28%) 

Diploma/Advanced Diploma (VET/TAFE) 
(n=9, 18%) 

Secondary school (n=2, 4%) 

Certificate (VET/TAFE) (n=2,  4%) 

Postgraduate (university) (n=1, 2%) 

 

 

Responses: n=48/96% RR 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Q.40 Recruitment methods 
(used often/very often) 

Note: Employers may use more than 
one recruitment method 

Word of mouth (n=22, 44%) 

Networks (n=19, 38%) 

Advertising on org website (n=18, 36%) 

Recruitment websites (n=17, 34%) 

Direct approach (n=13, 26%) 

Through education institution (n=10, 20%) 

Recruitment agencies (n=7, 14%) 

Newspaper advertisements (n=5, 10%) 

Responses: n=35/70% RR 

Recruitment methods 
responses: 111 

Creative graduates Technical graduates 
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Survey question Results Responses/ response  rate 

 

 

 
 

 

 
 

 
 

Word of mouth, 22, 
19.8%

Advertising 
organisation's website, 

18, 16.2%

Recruitment agencies, 7, 
6.3%

Recruitment websites, 
17, 15.3%

Newspaper 
advertisements, 5, 4.5%

Networks, 19, 17.1%

Direct approach, 13, 
11.7%

Through education 
institution, 10, 9.0%

 

 

Q.41 Difficulty/ease in finding 

aspiring creatives with the 

ΨǊƛƎƘǘΩ ǎƪƛƭƭǎ ŀƴŘ ŀǘǘǊƛōǳǘŜǎ 

 

1. Very easy (n=2, 4%) 

2. Easy (n=5, 10%) 

3. Undecided (n=8, 16%) 

4. Difficult (n=11, 22%) 

5. Very difficult (n=3, 6%) 

Did not employ over previous 12 months 
(n=6, 12%) 

Responses: n=35/70% RR 

Mean (1.Very easy to 
5.Very difficult): 3.28 

(SD=1.099) 

 

 

 

 
 

 

 
 

 
 

 

Very easy, 2, 4%

Easy, 5, 10%

Undecided, 8, 16%

Difficult, 11, 22%

Very difficult, 3, 6%

Did not employ, 6, 12%

No response, 15, 30%

 

 

Q.9 and Q.38 Training given to 
workers over the previous 12 

months 

See Table 3 on the next page for type 
of training provided  

Aspiring creatives: 

1. Never (n=2, 4%) 

2. Rarely (n=5, 10%) 

3. Sometimes (n=10, 20%) 

4. Often (n=9, 18%) 

5. Very often (n=4, 8%) 

Not applicable (n=3, 6%) 

Aspiring creatives: 

Responses: n=33/66% RR  

Mean (1.Never to  5.Very 

often): 3.27 (SD=1.112) 
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Survey question Results Responses/ response  rate 

 All workers: 

1. Never (n=4, 8%) 

2. Rarely (n=8, 16%) 

3. Sometimes (n=16, 32%) 

4. Often (n=17, 34%) 

5. Very often (n=3, 6%) 

Not applicable (n=0, 0%) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

All workers: 

Responses: n=48/96% RR 

Mean (1.Never to  5.Very 

often): 3.15 (SD=1.052) 

 
 

  

 
Table 3. Type of training provided by employers over the previous 12 months 

Aspiring Creatives  
 Online tutorials, courses, and seminars 
 On-the-job tutoring, training, coaching, mentoring, and 

advice from senior staff 
 One-on-one training 
 Flash training 

 Detailed induction, cultura l awareness training, 
facilitation training and communication training  

 Final Cut Pro editing course  
 On-the-job training - camera operation and crew, 

equipment training, reception training, and OH&S 

 AFTRS short courses 

 Giving designers basic prog ramming knowledge and 
programmers some knowledge of design 

 Training to create generalists instead of individua l 
specialists 

 Get Digital and lost C31? 

 Seminar attendance 
 In-house programming and database 
 Adobe suite 
 Verbal, online and external training courses 
 Varies based on business requirements 

 Motion, After effects, Colour, and Final Cut Pro 

All workers  

 Industry courses, seminars, presentations, conferences, 

and workshops 
 Recognition of prior learning 
 Online tutorials/seminars 
 On-the-job training 

 One-on-one training 
 Internal technical skills  courses 
 External admin courses 
 AIMIA conferences and workshops 
 Programming, software & project management courses 

 Business systems and web management 
 Coaching and systems support 
 Programming and computer science 
 Professional development opportunities as identif ied by 

each employee 

 Formal editing course 
 Leadership skills 
 Internal presenta tions 

 Sales and marketing training 

 Internships 
 Individual courses for employees 
 Informal documented procedures and templates 
 Get Digital and lost C31? 

 Visiting Channel 31 Melbourne website c31.org.au 
 Postgraduate and underg raduate education 
 Professional development related to delivery of education 
 On-the-job training in sales, photography and photo 

retouching 

 Skills specific courses 
 General recruitment training 
 Speaker invitations 
 Outplacement tra ining and business development training 
 Post-production, digital special effects, animation and 

editing 
 Varies across business units  and different divisions 

Never/not applicable, 

5, 10%

Rarely, 5, 10%

Sometimes, 10, 20%

Often, 9, 18%

Very often, 4, 8%

No response, 17, 34%

Never/not applicable, 
4, 8%

Rarely, 8, 16%

Sometimes, 16, 32%

Often, 17, 34%

Very often, 3, 6%

No response, 2, 4%

Aspiring creatives All workers 
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Participation in communities of interest/networks, mentoring and internships 

The data presented in Table 4 indicate that a typical employer: 

 participated in online and physical communities of interest/networks over the previous 12 months. 

Forty percent (40%) of employers had mentored aspiring creatives and 42% had offered internships over 

the previous 12 months. 

Table 4. Participation in communities of interest/networks, mentoring and internships 

Survey question Results Responses/ response  rate 

Q.42 Over the previous 12 months, has this organisation:   

Participated in online communities of 
interest/networks 

No (n=1, 2%) 

Yes (n=34, 68%) 

Responses: n=35/70% RR 

 

Participated in physical communities of 
interest/networks 

No (n=1, 2%) 

Yes (n=34, 68%) 

Responses: n=35/70% RR 

 

Mentored aspiring creatives No (n=15, 30%) 

Yes (n=20, 40%) 

Responses: n=35/70% RR 

 

Offered internships No (n=14, 28%) 

Yes (n=21, 42%) 

Responses: n=35/70% RR 

 

 

 

 
 

 

 
 

 
 

 

68% 68%

40% 42%

2% 2%

30% 28%

Participated in online 
communities

Participated in physical 
communities

Mentored new entants Offered internships

(n=34) (n=34)

(n=20) (n=21)

(n=1) (n=1)

(n=14) (n=14)

YES

NO

 
   

Section summary 

This section addressed the fi rs t objective of this report: Describe the characteristics and practices of 

employers. Key findings are as follows: 

 Employers who responded to the survey were typically small, established businesses operating wi thin 

the Software and Digital Content industry sector/segment; and located in New South Wales, Victoria 

or Queensland. 

 Employers were most likely to indicate employing graphic designers and programmers. 

 Over 80% of employers indicated that aspiring creatives (i .e. recent graduates and/or people with less 

than two years industry experience) only accounted for between 0% and 20% of all workers. 
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 Over the previous 12 months, 56% of employers surveyed had recrui ted new workers, particularly 

graphic designers and programmers, with around half of the new workers sourced from interstate 

and overseas. 

 Employers were most likely to indicate an intention to recrui t programmers over the next 12 months. 

 EƳǇƭƻȅŜǊǎ ǿŜǊŜ ƳƻǊŜ ŀǘǘǊŀŎǘŜŘ ǘƻ ΨŎǊŜŀǘƛǾŜ ǘŀƭŜƴǘ and/or the necessary job skillsΩ ǘƘŀƴ ǉǳŀƭƛŦƛŎŀǘƛƻƴǎ 

when employing creative aspiring creatives. 

 Employers preferred to use word of mouth, networks and websites to recrui t new workers. 

 Employers were most likely to indicate that it ǿŀǎ ΨŘƛŦŦƛŎǳƭǘΩ ǘƻ ǊŜŎǊǳƛt aspiring creatives wi th the 

ΨǊƛƎƘǘΩ ǎƪƛƭƭǎ ŀƴŘ ŀǘǘǊƛōǳǘŜǎΦ 

 Over the previous 12 months, employers ƘŀŘ ΨǎƻƳŜǘƛƳŜǎΩ ƻǊ ΨƻŦǘŜƴΩ ǇǊƻǾƛŘŜŘ ǘǊŀƛƴƛƴƎ in a range of 

areas to aspiring creatives and all workers. 

 Over the previous 12 months, the majori ty of employers participated in communities of interest/ 

networks, 40% mentored aspiring creatives, and 42% offered internships to aspiring creatives. 
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Capabilities of aspiring creatives 
 

 

This section of the report aims to address the second objective of this report: Explore the views of 

employers and the views of aspiring creatives in relation to the capabilities of aspiring creatives. 

The project team used two measures to identify the capability gaps of aspiring creatives: 

 The differences between ΨƛƳǇƻǊǘŀƴŎŜΩ ǊŀǘƛƴƎǎ of skills and attributes by employers and ΨŎŀǇŀōƛƭƛǘȅΩ 

ratings of skills and attributes by employers 

 The differences ōŜǘǿŜŜƴ ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜ ŎŀǇŀōƛƭƛǘƛŜǎ ƻŦ ŀǎǇƛǊƛƴƎ ŎǊŜŀǘƛǾŜǎ ŀƴŘ ŀǎǇƛǊƛƴƎ 

ŎǊŜŀǘƛǾŜǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜƛǊ ƻǿƴ ŎŀǇŀōƛƭƛǘƛŜǎ 

9ƳǇƭƻȅŜǊǎΩ ǾƛŜǿs of the capabilities of aspiring creatives 

Figure 1 presents data on employerǎΩ views about the importance of skills and attributes to thei r 

workplace and their views about the capabilities of aspiring creatives. Overall, employers indicated that 

the capabilities of aspiring creatives for all 15 skills and attributes were below their expectations when 

compared to the level  of importance they place on these skills and attributes to thei r workplaces.  

Employers were most likely to indicate team work skills, communication skills, motivation, problem-

solving skills, and adaptabili ty were the most important skills and attributes to their workplaces; and 

business skills, career goals/planning skills, planning and organising skills, and personal presentation the 

least important to thei r workplaces. 

 

Figure 1. 9ƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ǎƪƛƭƭǎ ŀƴŘ ŀǘǘǊƛōǳǘŜǎ όƳŜŀƴ ǊŀǘƛƴƎύ Ǿǎ ŜƳǇƭƻȅŜǊǎΩ ǾƛŜǿǎ ƻŦ ǘƘŜ 

capabilities of aspiring creatives (mean rating) 

 


































































