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Executive summary

This report represents theecond of two reports thataim to explosews about thee mployability of
aspifingcreatives. The first report, released in June 2009, presented findings fromvayof 507 aspiring
creativesdefined asrecent graduates and/or people with less than two years industry experiéiifee.
suney gathead data on thecharacteristicof aspiing creativesskills and attributes, bariers to
employment, workforce mobility, careerintentions, professional de velopneaegiitvities, mentoringnd
industry supports, and participation in communities of pradinegworks.

The second report (this repgmpresents findings from project that developedhe 60Sox Employer

Survey (seeAttachment /' > | YR GKSY T RYAYAAGSNBR G(GKA& &adzNBSe s
Digital Industries. The survey includggestions on employer characteristiaecruitment and training

pit OGA OSasx SY LifezapsbiNis@as@inG aeatived, Bind participation in communities of
interestnetworks, mentoring and intemships.

The main purpose of therojectwas toidentify capability gaps of aspiring creadbas well aghose

factorsthatentance ofinhibitS YLX 2 8SNE Q OASga 2F GKSchohabwhbch f A GA Sa
impact on theabilityof aspiring creativeso find workin their preferred occupations y ! dza G4 N} f A I Q&

Creative Digital Industrie To achiewhis purmpose the project team setitselthree objectives
1. Describe the characteristics and practices of employers

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

3. ldentifythe¥l OG2N&A GKIFIG Ay Tt dSyO0S SYLX 28SNAR.Q OASga 27

Theproject approach had three limitations. Firstigspondents were not &epresentative sample of

SYLX 28SNA Ay ! dza G N} t ASeoadlyheshall sam@Ssize sHlfedbiighbr Ly Rdza G N
standarderrors. Thirdly, the surnvey design that did not allow for detaitedponsesThe project team

used frequencies, descriptives and crt@Bulations to analyse the data

This report consists of six (6) diens :Exe cutivesummary(this section)data collection andanalysisa
section for each objective, and conclusidfey findings for each of thibree objectivesare as follows.

Objective 1:Describe the characteristicand practices of employers

* Emplogrs who responded to the suney were typicallysmall, establishethesses operating withir
the Sftware and Dgital Gntent industry sector/segmengnd located in New South Wales, Victorig

or Queensland.
* Employers were mostlikely tadicate employingraphic designers argtogrammers

* Over 80% of employers indicated that aspifing creatmy accounted for betweefi% and 20% of
allworkers.

* Over theprevious 12nonths, 56% of employers surveyed had recruited new workaasticulany
graphic designes and programmerswith around half of thewe w workerssource dfrom interstate
and owverseas.

Pagel|5
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Employers were mostlikely to indicate an intention to recruit programmers over the next 12 months.

9YLX 28SNA 6SNF Y2NB | GUNKDIFgROT2aWRNEE 2o OB[] Xif £ 5

when employing aspiring creatives.

Employers preferred to useord of mouth, networks and websites to recruit new workers
9YLX 28SN& 6SNB YvYz2aid tA1Ste (G2 AyRAMGSvtStheld K
WNAIKGQ alAftfta FyR FGidNxXOodziSao

h@SN) GKS LINB@PA2dza MH Y2y iKasz SYLX 28SNA KIR
areas to aspiring creatives and all workers.

Over the previous 12 months, the majority of employers parti cipdriecommunities of interest/
networks, 40% mntored aspifing creatives, and 42% offe ratk mshipsto aspiring creatives.

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

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

Employers ranked teamvork skills, communication skills, motivation, probksoiving skills, and
adaptability as the most importantskills and attributes to their workptace

Employers were mostlikely to indicate the capabilities of aspiring cesfor all 15 skills and
attributes included in the employersurvey were below their e xpe ctatiwhen compared to the
level ofimportancehey placed on these skills and attributes to their workpka ce

When compared to the views of employers, aspiningéres overated their capabilities for 13 of
the 15 skills and attributes as well as theirsoftware skills; and slightigrrated their capabilities in
the areas of business skills, positive sslfee m and motivation

Overall, employers were mostdly to rate the importance of skills and attributes to their workplades

a WKAIKQ FyR GKS OF LI 0Af A GA S aaspifig cleatieBiweley 3
Yy2aild tA1Ste (2 N}YGS (okSEKMMIKQDLI 6Af AGASa | &

< O
Nz
Pl Eﬁ’
v =

TheRATFTSNBYy OSa 0S0GgsSSy GKS YSIYy WAYLRNIIYOSKQ N} G

employers indicated aspiring creatives have the largest capability gdips @meas of problem
solving skills, communication skills, initiative & entemprise skills;sa@ifagementskills, and team
work skills.

ThedifferencesbetweenS YLX 2 e SNEQ GASga 2F GKS OF LI oAf A

ONB I (A @S a Qowd kafabilities thdi catéidiapiningcreatives hahe largest capability gaps
in the areas of leaming skills, careers goals/planning skills, anchaekigement skills.
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Objective 3ldentify the ¥ I OG2NE GKI G Ay Tt dSyOS i&oldsphing Srbklives A S g a

Table 2dnpage 46 dzY Y NA&dS&a GKS FF Ot2N&a GKIF G O2y GNXO (Iizijé {2
hawe higheror lower capabilities fosixkeyskills areas team work skillscommunication skis,problem:
solving skills, iniiative & enterprise skills, leaming skills, anespewific skills

Thefactors common to rost of the six skills areas are as follows:

*+ Enabling factors Employers whe@mploy visual artists and animators, dadfind it Wasy/very eas
G2 NBONHA G GKS WNXAIKGQ 3 highaRemklsiobcapamlify ofspivhg a G| f A 1 S
creatives

* Inhibiting factors Employers from the Architecturdesign and Visual Arts sector and/or have
operated for less than fives] years were most likeltp indicatelowerlevels of capabity of aspiring
creatives.
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Data collection and analysis

¢CKS 2yt AYyS adzNBSe 27F SDigitilladashiesieeAtschmedrd conslstediol Qa /
questions in the followingreas:

¢+ Characteristics oémployers- Industry sectorsegment,organisation typeJocation, workersand
years operating

*+ Reauitment and training practices Recruitment pattems, intentions and methods; and training
provision

¢+  Skills and attributes of @afing creatives Importance of glectedskills and attributes t@ mployes,
and capability of aspiring creatives in relation to these skills and attributes

¢+  Other - Participation inphysical and online communities of interest/networks emtoring, and
intemships.

To address the secorabjective {.e. Explore the views of employers and the views of aspiring creatives in
relation to the capabilies of aspiring creatiyeshe project team aligned the questions related to skills
and attributes in the employesurvey toquestions in theaspifing creatives survey. Similar to the aspiring
creatives suney, the employer surey incdudgakbstionsabout the capability of aspiring creatives for
eight (8) key skills andour (4) of the 13 personal attributegrom the Employability Skills Framework
(Business Council of Australia and the Australian Chamber of Commerce and Industfy, 2002)

* Key skills- Gmmunication skills, team skills, problesolving skillsjnitative & enterprise skills
planning and organising dki] selfmanage ment skills, leaming skills, and te chnology skills

* Personal attributes Positive selfesteem, motivation, adaptability, and personal presentation.

Theemployesurveyalso incduded questions gob-specificskills, lusiness skills, caregoalsplanning
skills, and software skills.

The project team used the convenience sampling agpioto recruit 50 employers. Theglised the

60Sox networko attract participants particuladythe Australian Interactive Media Industry Association
(AIMIA)that promoted the survey on its websitelowever, his sampling approach meant that
NBalLRyRSydGa ¢SNE y2aG I NBLNSaSydalr GdA @S alyYLXS 27
90% of respondents were located in New South Wales, Victoridaeensland;and 54% belonged to the
Software and Digital Contesectorsegment.Other limitations werethe small sample size, resulting in

higher standarcrrors; and the survegesign that did noallow employes to provide detailed responses.
Forexamte, employers were not able to explain wagpiring creativesnlyaccounted for a small

proportion ofall workersor what prevented some othem from mentoring aspiring creatives araffering
intemships.

The project team usifrequencies descriptive and crosstabulationsto analyse the dataThe small
sample sizaestricted the use of mor@igorous procedurethatindicate significance lewels.

! Business Council of Australia and the Australian Chamber of Commerce and IndustryEggfayality Skills for the
Future Canberra: Commonwealth of Australia.
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The employers

This section aims to address the first objective of this re @escribe the characteristecand practices of
employers

Employerscharacteristics

Fifty(50) employers completed the employer surnveketiata presented inTable lindicate thata typical
employerwas:

+ from the Software and Digitalo@tent industry setor/segment

¢ an established smablusiness

* |ocated in New SohtWales, Victoria or Queensland

* employed graphic designers and programmersa threequarter workload

+* employed a low proportion of aspiring creativesver 80% of employers indicated thaspiing
creativesonlyaccounted for between 0% and 20% of all workers

Table 1. Characteristicef employers

Survey question Resuls Responsestesponse rate
Q.1 Industry sector/segment Software and Digital Catent (=27, 34.26) Responsemn=49/98% RR
Note: Enployersmay indicate more  Advertising and Marketing=18, 22.8%) Sector responsesi=79

than onesector/segment . )
Film, TV and Radia£14, 17.7®%)

Architecture, Design andisual Artqn=12,
15.2%)

Music and Performing Arte€4, 5.1%)
Publishingri=4, 5.1%)

Publishing, 4, 5.1%

Music and Performing
Arts, 4, 5.1%

Architecture, Design Software and Digital
and Visual Arts, 12, Content, 27, 34.2%
15.2%

Film, TV and Radio, 14,
17.7%

Advertising and
Marketing, 18, 22.8%

Q2 Type of organisation Businessr{=36, 72%) Responsem=49/98% RR
Government =7, 14%)
Nonprofit (n=4, 8%)
Selfemployed e.g. subcontracton£2, 4%)

Pagel|9
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Survey question Resuls Responsesfkesponse rate
Q.3 Location of organisation NSW (=17, 34%) Responsemn=49/98% RR
VIC (=16, 326)
QLD (=13, 26%)
SA (=2, 4%)
TAS (=1, 2%)
No response, 1, 2%
Tasmania, 1, 2%
South Australia, 2, 4%
New South Wales, 17,
Queensland, 13, 26% 34%
Victoria, 16, 32%
Q4 Length oftime operating  Less than 2 years€6, 12%) Responsem=48/96% RR

25 yearsif=10, 20%)
6-10 yearsii=11, 22%)
Over 10 ye arsn(=21, 42%)

Q5 Number of workers 0-10 workers(n=23, 46%) Responsesm=49/98% RR
11-50 workess =11, 22%)
51-100 workers{=3, 6%)
More than 100 workersnE12, 24%)

Q.7 Average/mean work load 77.53% of fultime load Responsemn=47/94% RR

of workers

Q.6 Employment of all workers Graphic Designer§1=30, 27.8%) Responsemn=43/86% RR
by occupation Programmersi{=28, 25.%%) Occupation responses=108

Note: Employers magmploy people : _
from more than one of these Animators (]_11’ 10'2%)

occupations Photographersn=9, 8.3%)

Other. Web designers, film makers, Writers =9, 8.3%)
project managers/bureaucrats, . . -

variety and light entertainment (as a Visual Artistsr(=7, 6.5%)

part of community TV across Musicians/isound techniciansl, 0.9%)
Australia), directors, producers,
sound recordists, interiordesigners [— Other (=13,12%)
arts workers/gcilitators,customer
experience strategistvideographers
andinteraction designers

Pagel10
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Survey question Resuls Responsestesponse rate

Other, 13, 12.0%

Graphic designers, 30,
27.8%

Writers, 9, 8.3%

Programmers, 28,
25.9%

11. Proportion of total workers None (=12, 24%) Respmsesn=47/94% RR
who are aspiring creatives 1-10% (=18, 36%)

11-20% (=11, 22%)

21-40% (=0, 0%)

41-60% (=4, 8%)

61-80% =1, 2%)

81-100% =1, 2%)

response, 3, 6%

workers, 1,
rkers, 1,

No aspiring creatives,
12, 24%

1-10% of workers, 18,
36%

Recruitment and trainingpractices
The datapresented inTable dndicatethat atypical employer:

* had recruited new workers over the previoli2 months, particulany graphic designers and
programmers

* intended to employ programmers over the neb2 months

* preferred to useword of mouth, networks and websites to recruit new workers
Page|l1
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* was more attracted tdereative talentand/or the necessary job skitbhan qualifications when
employing creative graduatemd technical graduates
¢ T2dzy R A0 WRAFTAOdA (Q §NNBONYzAEN Alf & BIA NJ K 3+ GQING o (Al

¢+ Wa2YSiAYS poided Nainkg foraspiing creatives and all workever theprevious12
months.

Of those employers whbad recnited new workersover theprevious 12nonths, 52% had recruited
workersfrom interstate and 45% had recruitedbrkersfrom overseas.

Table 2. Recruitment and training practices

Survey question Resuls Responsesfesponse rate
Q.36 Employment of aspiring Employed irprevious 12months: Employed irprevious 12
creativesby occupation Animators (=0, 0%) months:

Note: Enployers may emplogspiring 0 Responsemn=34/68% RR
creativesfrom more than one of these Photographersr(=0, 0%) P

occupations Writers =1, 2%)

Graphic Designern€l2, 24%)
Other Admin/managers, admin and

marketing, arts workers/facilitatrs, Programmers§=8, 16%)

postproduction and special effects, Vistal Artists =2, 4%)
recruiters, teachers/ tutors, and !

entrants into gra_dl_Jate program — Other (=7, 1%%)
(focus on advertising). Not applicabler=4, 8%)

Intend to employin next 12 months: Intend to employinnext 12
Animators =2, 4%) months:
Photographersr(=2, 4%) Responsem=35/70% RR

Writers =1, 2%)
Graphic Designer®=7, 14%)

Other. Animators, writers, Programmersi§=14, 28%)
programmers of community TV, Visual Artistsr(=0, 0%)
games designers, filmmakers,
teachersftutors, post poduction ~ — Other =6, 126)

d ial effect .
and special efiects Not applicabler{=3, 6%)

Employed in previous 12 months Intend to employ h next 12 months

Writers, 1, 2%

Photographers,
Graphic Designers, 12,

No response, 16, 329 24% No response, 15, 309

Not applicable/nol

Pagell2
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Q12 & Q.13Minimum Creative graduates: Responsemn=48/96% RR

qualification/experience when  Creative talentnecessary job skills
employing aspiringreatives (=23, 46%
¢ Bachelor degree (university)£14, 28%)
Diploma/Advanced Diploma (VET/TAFE)
(n=7,14%)
Secondary schooh{3, 6%)
Certificate (VET/TAFEHL, 2%)
Postgraduate (univsity) H=0, 0%)

Technical graduates: Responsem=48/96% RR

Creative talentnecessary job skills
(n=20, 40%)

Bachelor degree (university)£14, 28%)

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

Secondary schooh£2, 4%)
Certificate VET/TAFERE2, 4%)
Postgraduate (universityp€l, 296)

Creative graduates Technical graduates

Certificate (VET/TAFE) Certificate (VET/TAFE)
2
Secondary schoat

Q40 Recruitment methods Word of mouth f=22, 44%) Responsesn=35/70% RR
(used often/very often) Networks (=19, 38%) Recruitment methods
Note: Enployers maysemore than  Aqyertising on org website/€18, 36%) responses: 111

one recruitment method
Recruitment websitesnEl7, 34%)

Directapproachr(=13, 26%)

Through education institutiom&L0, 20%)
Recruitment agencies£7, 14%)
Newspaper advertisements£s, 10%)

Pagel|i13



Through education
institution, 10, 9.0%

Word of mouth, 22,

19.8%

Advertising
organisation's website, |
18, 16.2%

ncies, 7,

Q.41 Difficulty/ease in finding 1. Very easin=2, 4%)

aspiring cregtives with the 2. Easyr(=5, 10%)

YNRIKUQ a1At A,y gecidedi=s, 16%)
4. Difficult (n=11, 22%)
5. Very diffcult (=3, 6%)

Did not employ over previous 12 months

(n=6,12%)

Easy, 5, 10%

No response, 15, 309

Responsemn=35/70% RR

Mean (1.Very easy to
5.Very difficul): 3.28
(SB-1.099)

Very easy, 2, 4%

Q9 and Q.38 Training given tc Aspiring creatives
workers over the previous 12 ¢ Never(n=2, 4%)

months 2. Rarelyi(=5, 10%)
SeeTable 3on the next page for type .
of training provided 3.Sometimesi(=10, 20%)

4. Often =9, 18%)
5. Very oftenif=4, 8%)
Not applicabler{=3, 6%)

Aspiring creativs:
Responsemn=33/66% RR

Mean (1.Never to 5.Very
often): 3.27 8D=1.112)
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Survey question Resuls Responsestesponse rate
All workers: All workess:
1. Never(n=4, 8%) Responsemn=48/96% RR

2. Rarelyr{=8, 16%)

3. Sometimesr{=16, 32%)
4.0ften (=17, 34%)

5. Very oftenif=3, 6%)
Not applicabler{=0, 0%)

Mean (1.Neverto 5.Very
often): 3.15 SD=1.052)

Aspiring creatives

Never/not applicable,
5, 10%

Rarely, 5, 10%

No response, 17, 349

All workers

Never/not applicable,
4, 8%
sponse, 2, 4%

3, 6%

Rarely, 8, 16%

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

Aspiring Creatives

* Online tutorials courses andseminars * Giving designers basic programming knowledge and
* Onthe-job tutoring, training, coaching, mentimg, and programmers some knowledge of design
advice from se nior staff * Training toecreate generalists instead of individual
* Oneon-one training specialists
* Flash training * GetDigital and los€31?
* Detailed induction, cultural awareness training, # Saminar dtendance
facilitation training and communication training * In-house programming and database
* Final Cut Pro editingotirse # Adobe suite
* Onthe-job training - camera operation andrew, * Verbal, online and e xte mal training courses
equipmenttraining, reception trainingand OH&S * Varies based on business requirements
* AFTRS short courses * Motion, After effects, Colour, and Final Cut Pro
All workers
* Industry courses, seminars, presentations, conference * Sales and marketing training
and wokshops * Internships
* Recognition of prior leaming * Individual courses for employees
* Online tutorials/seminars * Informal documented procedures and templates
* Onthe-job training * GetDigital and lost C31?
* Oneon-one training * Visiting Channel 31 Melboumeebsite c31.org.au
* Internal technical skills courses * Postgraduate and undergraduate education
* External admin courses * Professional development related to delivery of educatiol
* AIMIA conferences and workshops * On-the-job training in sas, photography anghoto
* Programming, softare &project management courses retouching
* Business sysins and web management * Skills specific courses
* Coaching and systems support * General recruitment training
* Programmingand computer sie nce * Speaker invitations
* Professional development opportunities as identified b # Outplacement training and business development trainin
each employee * Postproduction, digital special effects, animation and
* Formal editing course editing
* Leadership skills * Varies across business units and different divisions
L

Internal presentations
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Participation in @mmunities of interest/networks, mentoring and internships
The datapresented inTable 4ndicate that atypical employer:
* particpatedin online and physatcommunities of interest/networks over therevious 12nonths.

Forty percent (40%) of employers had mentored aspiring creafimes42% had offered intemships over
the previous 12 months

Table 4. Participation in ommunities of interest/networks, mentoring andternships

Survey question Resuls Responsestesponse rate

Q.42 Over therevious 12months, has this organisation:

Participated ironline communities of No =1, 2%) Responses=35/70% RR
interest/networks YES(l;?)4 68%)
Participated imphysicalcommunities of No (=1, 2%) Responsem=35/70% RR
interest/networks Yes (=34, 68%)
Mentored aspiring creatives No (=15, 30%) Responsemn=35/70% RR

Yes (=20, 40%)

Offered internships No (=14, 28%) Responsem=35/70% RR
Yes(=21, 42%)

(n=1)

Participated in online Participated in physical ~Mentored new entants Offered internships
communities communities

Section summary

This section addressed the first objective of this repDescribe the characteristics and practices of
employers Key findings are as follows:

* BEmployerswho respondedto the surey were typically sma#stablishedusinesses operating within
the Software and @ital Gontent industry sector/segmengnd located in New South Wales, Victoria
or Queensland.

* Employers were nitlikely toindicatee mploynggraphic designers amtogrammers

* Over 80% of employers indicated tedpiring creativef .e.recent graduates and/or people with less
than two years industry experiencehly accounted for between 0% and 20% of all workers.
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Over theprevious 12nonths, 56% of employers surveyed had recruited new wotkeasticulady
graphic designers and programmers, with around half ofribev worke rssourcedfrom interstate
and owerseas.

Employers were mostlikely to indicate an intention to recruit programmers over the next 12 months.

EYLX 28SN& 6SNE Y2NB I and/odhéne&ssanijd skl N §A @Sz § IATFI ¢
when employing createvaspiring creatives.

Employergpreferredto useword of mouth, networks and websites to recruit new workers

Employerswere mostlikely to indicate thatid I & WRA F T AaSpiahglic@ati i wittNtBe O NdizA
WNRAIKGQ alAatfa FyYyR FidNXodziSaod

Over theprevious 12nonths,employersKk F R WA 2 YSGAYSEA Q 2 NinWafd&y Q LIN2 ¢
areas toaspring creatives and all workers.

Over theprevious 12nonths,the majority ofemployers participatedin communities of interest/
networks, 40% mentored aspiring creatives, and 42% offemdelmshipsto aspiring creatives.
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Capabilitiesof aspiring creatives

This section of the report aims to address the second objective of this refpoptore the views of
employers and the views of aspiring creatives in relation to the capabilities of aspiring creatives

The project team use two measures to identify theapability gapof aspiring creatives

* The dfferencesbetween WA Y LJ2 NI I yof3Kll@antNattibiite®s dmployersandW Ol LIQo A € A (G &
ratingsof skills and attiibutes by employers

* Thedfferencss6 S 6SSy SYLX 28SNaQ @ASgsga 2F (K

OF LI 6 Af A
ONBlI GA@2SaQ @GASsa 2F GKSANI 28y OF LI 0Af AGA

9 Y LX 2 @& S\t capabifitiés ofaspiring creatives

Figure Ipresents éta on employed Wiews about thamportance of skills and attribtes to their
workplace and thi views about thecapabiliesof aspiring creatives. Owerallpployers indicated that
the capabilities ofispiring creativesor all 15skills and attri butesve re below their e xpe ctationsvhen
compared to thdewel ofimportance they plaan theseskills and attributes to their workplase

Employerswere mostlikelyd indicateteam work skillscommunication skillanotivation, problem
solving skillsand adaptabilitywere the most important skills and attributes to their workplagand
business skillsareer goals/planning skills, planning and organising skillsparsonal presentatiothe
least important to their workplace

Figurel. 9YLJX 28SNRQ @OASsa 2F (GKS AYLRNIFIyOS 2F aiitta I yR
capabilities of aspiring creatives (mean rating)
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