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FOREWORD
Welcome to our 2013/14 Review. This review examines 
the contribution of Cultural Enterprise Office (CEO), 
reflects on our progress and identifies where it creates 
most value and impact. 

CEO seeks to enable clients to achieve their goals, 
whether this success is defined in commercial terms, 
by social impact or creative fulfilment. The challenges 
our client face can be finding direction, making the leap, 
achieving balance, learning how to, generating sales and 
simply surviving.

This review, constructed by Social Value Lab, has helped 
uncover the real impact that we have: strengthening 
creative practice; fostering entrepreneurial capacity; 
developing financial resilience; starting new enterprises; 
increasing turnover and creating employment.

Our challenge is to build on our experience and proven 
track record and to continue to invest for impact within 
Scotland’s creative industries.

Gwilym Gibbons
Chair, Cultural Enterprise Office

About Social Value Lab
Social Value Lab is an agency that specialises in social 
sector research, innovation and the measurement of 
economic, social and cultural value. It aims to produce 
evidence and ideas that help to make things work 
better... communities, organisations and services. With 
particular expertise in the creative sector it fields a large 
team of social researchers, service designers, business 
consultants and evaluators. Social Value Lab operates as 
a social business based in Glasgow and supports clients 
throughout the UK and internationally.

Find out more at www.SocialValueLab.org.uk

Credits
Starter for 6 is delivered by Cultural Enterprise Office 
and  funded by the Scottish Government via Creative 
Scotland’s Innovation Fund. 

Fashion Foundry was delivered by Cultural Enterprise 
Office in association with Wasps Studios and funded by 
Creative Scotland, with additional support from Scottish 
Enterprise. 

Flourish is delivered by Cultural Enterprise Office, 
supported by Creative Scotland with Smart Exporter 
workshop support from Scottish Development 
International.

This publication was made possible 
with the award of funding from Creative 
Scotland’s Cultural Economy Programme. 

Document designed by Root Creative:   
www.rootcreative.co.uk
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EXECUTIVE SUMMARY
For more than a decade, CEO has made a sustained and 
growing contribution to Scotland’s evolving creative 
economy.

CEO services help creative micro-businesses and 
practitioners across all sectors of the creative industries 
learn more about sound business principles and build the 
skills and knowledge they need to succeed, throughout 
their business journey. Most clients reject simple 
categorisation, collaborate across sectors, and juggle a 
mix of subsidised and commercial work.

During 2013/14, CEO delivered 8,357 instances of 
support and worked with 3,397 clients, delivering 994 
advice sessions, blending In-house Advisers and Industry 
Associates. 

40% of our clients are either at pre-start or start-up 
stage, and 60% are established businesses.

Although almost one-third had also accessed support 
from elsewhere, the majority of clients (57%) are unable 
to compare CEO with other services, demonstrating that 
we support creative practitioners which other services 
may not be reaching. 

Clients come to CEO for support that is specialist, 
empathetic, personalised and responsive.  98 - 99% 
of clients were fully or partially satisfied with the 
professionalism of advisers, the relevance of the advice 
and advisers’ understanding of their creative practice. 

Three of our bespoke programmes – Starter for 6, Fashion 
Foundry and Flourish – accounted for over a quarter 
(28%) of client interactions. Internal evaluation shows 
that our programmes foster innovation, allow creative 
businesses to take risks in a supportive environment, and 
enable creatives to get their ideas to market. 

CEO has a significant impact on the creative practitioners 
and micro-businesses it supports.

More than four in five (82%) of our clients reported that 
CEO had a positive or very positive influence on their 

success, a positive influence on their confidence (81%), 
knowledge of business practice (82%) and awareness of 
other support services available (85%).

Specifically, following CEO support:

70% understood their place in the creative 
marketplace

59% said that they would now take their creative 
practice in new directions

84% were more determined to pursue their 
creative practice

91% of clients reported a positive impact on 
‘clarity over what to do next’  

One-third registered as self-employed or formed a 
business 

53% increased their income, on average by 
£13,200 per annum

40% were better off financially

One-in-eight clients created new jobs – an average 
of three jobs for each of these businesses 

The concept of success for creative professionals does not 
always easily equate to the idea of commercial success. 
CEO recognises that creativity, creative excellence and 
creative fulfilment are often central to the aspirations of 
creatives and that these are an important pre-requisite 
for economic success.   

With a new creative industries strategy on the horizon, 
now is an excellent time for CEO to re-examine how 
it supports Scotland’s creative micro-businesses and 
practitioners.

The evidence suggests we have considerable strengths 
to build on and the opportunity to reshape services to 
deliver an even greater impact across Scotland’s creative 
economy in the years to come.
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INTRODUCTION
Scotland’s creative economy has taken centre stage. 
The creative industries have expanded significantly in 
scale, visibility and contribution. However, they remain 
dominated by sole practitioners, micro-businesses, 
and small companies and are characterised by fragile 
employment patterns and freelance activity.

There is now an environment in Scotland where creative 
businesses can flourish. We see an increasing number of 
artists and creatives pursuing new income streams and 
aspiring to both creative and financial success. This has 
resulted in a greater appreciation for the role and value of 
business skills in the creative sector.

The pace of change is accelerating. Improved online 
connectivity, digital channels and tools have brought the 
potential for new business models, new revenue streams, 
access to larger international markets and greater 
audience participation in the production and distribution 
of content.

One constant over the last decade has been Cultural 
Enterprise Office (CEO). CEO exists to develop 
entrepreneurial capacity across the creative economy 
and to foster commercial and creative success.

About Cultural Enterprise Office

CEO was established in 2002 to provide business support 
to creatives in Glasgow and has developed into a national 
organisation providing support and development services 
for creative micro-businesses.

CEO services help creative micro-businesses and 
practitioners to learn more about sound business 
principles and build the skills and knowledge they need 
to succeed. It helps clients through all stages of their 
business journey, by providing tailored information 
and advice, as well as events, workshops, training and 
networking opportunities. 

CEO services are delivered by In-house advisers based 
in Dundee, Edinburgh and Glasgow. This is enhanced 

by specialist technical and sectoral experience from a 
pool of trusted Industry Associates. CEO is an approved 
member of the Association for Coaching and an RD1st 
accredited company. In-house Advisers are all Premier 
Adviser accredited, the COSLA endorsed qualification for 
business support in Scotland.

CEO complements Business Gateway, Youth Business 
Scotland and other business support providers with 
specialist support for the creative industries. 

CEO operates as a not-for-profit company limited by 
guarantee. Creative Scotland, Dundee City Council, City 
of Edinburgh Council and Glasgow City Council financially 
support it.
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Now moving into 2015, CEO finds itself on uncertain 
terrain. The absence of an up-to-date Scottish creative 
industries strategy combined with modest levels of direct 
public funding for the creative economy have contributed 
to a number of challenges.

CEO is now taking time to reflect on its progress, to 
identify where it creates most value and impact, and 
share this learning with others.

This document, the first of a series of comprehensive 
annual Performance and Impact Reports, examines the 
contribution of CEO during 2013/14 and looks forward to 
2015 and beyond.

The analysis contained in the report has been 
commissioned from Social Value Lab (www.
SocialValueLab.org.uk) in order to:

Collate and analyse the performance information 
routinely collected by CEO.

Fill important gaps in evidence to help better 
understand CEO’s impact.

Canvas the views of important internal and 
external stakeholders to identify key messages 
about the current position and future direction of 
CEO.

Produce a document that tells a coherent story of 
the work of CEO and which provides a template for 
future impact reporting.

The report has been produced in parallel with academic 
research, which will offer a wider insight into the work 
of CEO and its role within Scottish cultural policy. It is 
also being accompanied by a set of case studies that 
powerfully bring to life the impact of CEO across creative 
sectors.

More about the study

This study was carried out by Social Value Lab on behalf 
of CEO during November and December 2014.

The study draws on relevant secondary evidence held by 
CEO. It included a review of CEO client data, all routinely 
gathered performance information, and performance 
reports relating to 2013/14 and the preceding year. It 
re-analysed the Annual Client Survey administered 
by CEO in April 2014 (which yielded 309 responses, a 
response rate of 16%). It incorporated a review of other 
ad hoc research and evaluation reports commissioned or 
produced by CEO.

Based on analysis of available evidence, Social Value 
Lab carried out additional primary research. One-to-
one and group interviews were conducted with CEO 
staff, selected board members and a small number of 
the organisation’s strategic partners and funders. A 
follow-up survey of 2013/14 clients was administered in 
December 2014 (yielding 319 responses, a response rate 
of 17%), which filled gaps in evidence relating to client 
satisfaction and impact.
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1. WHO DOES CEO SUPPORT?
CEO supports practitioners and micro-businesses across the creative economy. During 2013/14, CEO delivered 8,357 
instances of support (including through programmes) and worked with 3,397 unique clients. Here we profile these clients.

It should be noted that CEO has always aligned its support to the accepted definitions of the ‘creative industries’. However, 
clients increasingly reject simple categorisation and tend to collaborate across forms. Most juggle a mix of subsidised and 
commercial work.

11% 10% 8% 7% 6% 6% 6% 6% 5% 4%
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10 most common creative forms supported by CEO
Source: CEO Performance Data 2013/14

Note: Clients can be categorised in more than one field

Engaging across the creative economy

CEO works with a diverse creative community of artists, 
designers, makers, producers and directors. It supports 
creative micro-businesses that provide services, develop 
content, deliver experiences, and produce and sell 
original work.

CEO data for 2013/14 shows visual art and design as its 
main customer segments, although a long tail of clients 
across creative forms is evident.
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A concentrated effort

From humble foundations in Glasgow, CEO has developed 
into a national organisation providing services to creative 
practitioners and businesses.

During 2013/14, CEO supported clients located across all 
Scottish local authority areas. However, the coverage and 
engagement of services is somewhat inconsistent across 
Scotland. CEO clients tend to be located in the urban 
central belt – two-thirds of client interactions during 
2013/14 originated from Glasgow, Edinburgh and Dundee 
(hubs of Scottish creativity and the location of CEO’s 
three regional bases).

Map of client interactions
Source: CEO Performance Data 2013/14

Given the significance of the creative industries to 
every part of Scotland it is important that CEO ensures 
effective coverage. With real constraints on staffing 
and other resources available to deploy, CEO has been 
exploring more efficient models of dispersed delivery and 
has initiated targeted work in areas such as Dumfries 
(Dumfries and Galloway Council), Fife (Fife Cultural 
Trust) and the Scottish Borders (CABN) – both to develop 
its geographical footprint and cascade its services.

East Central 36%

Region
% of client

 interactions

Grampian 3%

Highlands & Islands 4%

South of Scotland 2%

Tayside 9%

West Central 46%

Edinburgh 27%

Glasgow 34%

Dundee 6%
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Engaging at an early stage

CEO clients are on a journey to develop their creative 
practice and commercial potential. This journey is a 
complex one, with clients at different stages and with 
progress not always linear.

Most CEO clients are established creative micro-
businesses, many young and fragile. One-third of 
practitioners are at the pre-start up stage and a number 
are actively starting-up during the year under review.

CEO client segmentation

Most creatives that CEO supports at the pre-start 
stage (38% of them) are in some form of employment 
(sometimes holding more than one job to make a living), 
while many others are graduating students (24%) or 
experiencing a period of unemployment (18%).

When creative businesses take form, clients tend to 
adopt self-employment or sole trader status (accounting 
for 71% of clients) while others take some collective or 
corporate form. These businesses operate both on a for-
profit and not-for-profit basis, with CEO staff reporting a 
trend towards clients establishing Community Interest 
Companies (an accepted form of social enterprise).

Reflecting diversity

CEO works with individuals from all social, economic 
and cultural backgrounds. The client base reflects the 
diversity of artists and creative practitioners in Scotland.

An analysis of client interactions during 2013/14 shows 
that CEO services are more likely to be accessed by 
women and minority ethnic groups when comparisons 
are drawn with the profile of the Scottish population at 
large.

Client characteristics

33%
clients at the 
pre-start
stage

7%
clients actively 
starting a 
business

60%
clients are 
established 
businesses

65%
of interactions 
with women

60%
of interactions 
with White 
Scottish

5%
of interactions 
with people 
with disabilities

35%
of interactions 
with men

40%
of interactions 
with other 
ethnic groups
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2. WHAT DO CLIENTS NEED 
FROM CEO?

The internal tension between creative integrity and economic necessity in the creative economy is well known, but it is 
not the only issue impacting on creative businesses. Here we examine CEO client aspirations, challenges and needs.

Diverse aspirations

CEO clients come with a mix of motivations. For 
simplicity, CEO staff identify three main drivers for 
creative professionals:

Creative excellence. Typically individual 
practitioners, these clients know that reputation 
is the key to their success and strive primarily to 
produce work that achieves recognition and critical 
acclaim in their field.

Commercial success. Often sitting comfortably 
within the recognised creative industries and 
generalised business support spectrum, these 
clients have recognisable business models and the 
potential or ambition to grow.

Social impact. An increasing number of creative 
ventures are seeking to use their creativity to 
tackle social and environmental concerns.

These motivations are sometimes clear but often poorly 
articulated, overlapping and a source of internal conflict 
for clients. Helping to balance the tension between these 
three drivers is at the heart of all CEO client engagement 
to some extent.

Seeking CEO support

Clients make initial contact with CEO to address concerns 
and progress aspirations that are specific to them.

Data from the Annual Client Survey of 2013/14 indicates 
a mix of main requirements that trigger engagement 
with CEO; to attend workshops/events and to receive 
non-specific or specialist industry advice.

“I’m trying to combine creating enough 
finance to allow me to continue to 
experiment and develop my own practice, 
and to be organised enough to feel there is 
a good balance between these two factors.“

CEO client
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Main reasons for contacting CEO
Source: CEO Annual Client Survey April 2014; Based on 289 Responses.

To attend a 
workshop or 
event

To access 
business support 
and advice

To access 
specialist, 
sector-specific 
advice

To find out about 
a programme

To tackle a 
specific business 
issue

On referral from 
another support 
agency

Other (please 
specify)

0% 5% 10% 15% 20% 25% 30%

Further analysis suggests that attendance at group-based events is more likely to be cited by new clients as the reason for 
contacting CEO, while one-to-one support is more likely to be the motivation of returning clients.
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A mix of needs

Creatives and creative businesses experience a range 
of challenges, sometimes individual and sometimes 
common to their creative field or business type.

Feedback from the CEO Annual Client Survey points to 
the most commonly reported challenges that clients 
grappled with during the year:

Finding direction. Understanding strengths 
and priorities, determining which creative path 
or business idea to pursue, and making sense of 
which opportunities and support to pursue.

Making the leap. Exploring the potential to turn a 
‘hobby’ into a viable business, understanding the 
implications of this decision, and developing the 
courage and confidence to become self-employed 
or commit to starting a company.

Achieving a balance. Finding ways to juggle a 
portfolio career and find the balance between 
business, creative, and personal life. This also 
requires help in navigating difficult choices and 
determining the commitment and time necessary 
to grow a business.

Learning ‘how to’. Addressing gaps in business 
knowledge and skills – often specific to a particular 
creative field – and dealing with the practical 
aspects of business administration (e.g. dealing 
with tax, making VAT returns).

Generating sales. Finding ones role in the creative 
market, finding the most effective routes to 
market, accessing valuable industry contacts and 
securing business from prospective customers.

Simply surviving. In a time of economic hardship 
many were clutching for ideas or opportunities to 
sustain their creative practice.

“I was attempting to define my work and 
learn about setting up my own business - 
what is involved and what are the issues 
that could be involved.”

CEO client

“I find it difficult to have enough hours in the 
day to run my business, develop myself as 
a maker, learn about developing a business 
and then implement this, while making 
new work.”

CEO client
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3. HOW HAS CEO 
PERFORMED?

During 2013/14, CEO delivered 5,955 core instances of support (excluding programmes). This involved dealing with 
enquiries, providing advice, and delivering events. Here we examine the activity delivered and how CEO has performed.

Dealing with enquiries

CEO has introduced enquiry handling services to provide 
effective triage of client requests. During 2013/14, 
this dealt with 4,187 enquiries relating to information, 

bookings and subscriptions, and access to support in 
roughly equal measure.

Symbols used:

Performance against target            Performance against last year

Met or 
exceeded 
target

Improved on 
last year’s 
performance

Made progress 
(>90% of 
target) but 
aim for more

Achieved a 
similar level 
as last year 
(within 10%)

Missed the 
mark and 
trying to 
improve 
performance

Performance 
at a lower 
level than last 
year

Focus of enquiries
Source: CEO Performance Data 2013/14

BUSINESS SUPPORT

687
BOOKING AND SUBSCRIPTIONS

2,052
CLIENT ASSISTANCE

1,448
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106

668

308

686

308 In-house Adviser Sessions 106 Workshops

686 Industry Associate Sessions 668 Networking Events

Blending in-house and 
specialist support

CEO has delivered a mix of advisory support. In-house 
CEO Advisers (based regionally) discuss ideas and help 
draw up an action plan, set goals and signpost to further 
support. This is complemented by advice from Industry 
Associates that bring highly specialised expertise. Taken 
together, CEO has delivered 994 advisory sessions, more 
than two-thirds (69%) delivered by In-house Advisers. 
Sessions have been held in person, over the telephone or 
via Skype.

Advisory Sessions Delivered
Source: CEO Performance Data 2013/14

Attendance at events
Source: CEO Performance Data 2013/14

Delivering a variety of 
events

CEO delivered a variety of events to bring practitioners 
together, facilitate networking and strengthen business 
skills. 

During 2013/14, CEO delivered 41 events involving 774 
attendees and in doing so exceeded attendance targets 
by 20%.
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Attendance at key training workshops 1 :
Source: CEO Performance Data 2013/14

Eight events were delivered in partnership with other 
organisations, including two key networking events: 
Space and Place, People and Practice in partnership with 
Wasps Studios and The National Federation of Artists 
Studio Providers; and Stop, Collaborate and Celebrate 
co-created with Creative Dundee as part of partnership in 
the Open Innovation Project.

MAKING 
APPLICATIONS 
& PROPOSALS 

218
Attendees

1   Presentation Skills, The Next Step, Planning Your Time & Project, Creating Contacts

Content reach
Source: CEO Performance Data 2013/14

MARKET DAY

78 Attendees

OTHER 
WORKSHOPS

108
Attendees

Producing and sharing informative content

CEO has prepared online articles, case studies and listings 
to aid understanding of key areas of business and to raise 
awareness of the wider support landscape and relevant 
sources of advice. While the level of such activity was 
low in 2013/14, online publication helped to maximise its 
reach.

ISSUU VIEWS

30,866
VIMEO LOADS

10,826

STARTING OUT 

264
Attendees
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Reaching a growing number 
of clients

CEO has placed increasing emphasis on using an online 
environment and digital communications to support 
client engagement. During 2013/14, the CEO website 
attracted 34,344 unique visitors with 66,810 visits in 
total over the year. CEO has also increasingly reached out 
to new audiences through various social media channels.

Engagement and interaction
Source: CEO Performance Data 2013/14

Online engagement with prospective clients has been 
accompanied by face-to-face contact to promote CEO and 
heighten profile. During the year CEO staff: exhibited at 
Digital 2013, the Edinburgh Fringe Fair and New Start 
Scotland; worked with AmbITion Scotland, Missions 
Models Money and Arts & Business Scotland to deliver 
Culturing Our Creativity; and attended various events 
organised by Creative Scotland, Business Gateway and 
Creative Edinburgh among others.

Overall performance

During the period under review, CEO broadly met or 
exceeded the targets set and delivered a similar or 
growing level of activity.

Where Service Level Agreements have been in place, for 
example with City of Edinburgh Council, performance 
targets have been achieved.

The external funders and partners consulted as part of 
this review reported strong satisfaction with the level 
and effectiveness of CEO delivery during the year.

VISITS TO WEBSITE

66,810
FANS ON FACEBOOK

673
FOLLOWERS ON TWITTER

2,315
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4. HOW DO CLIENTS 
INTERACT WITH CEO?

CEO assists clients through all stages of their business journey, by providing tailored information and advice, as well as 
events, training and networking opportunities. Here we examine the way that clients interact with services and a typical 
support journey.

Frequency of interaction

CEO attempts to respond quickly, address needs 
efficiently and empower clients.

The CEO performance data suggests that most clients 
received just one or two instances of support (e.g. an 
initial discussion on enquiry and follow-up session with 
an Adviser). Half of the clients interacted with CEO just 
once during the year.

Number of interactions with clients
Source: CEO Performance Data 2013/14

CEO provides ongoing support in a minority of cases, 
where clients return periodically for advice or to 
participate in targeted programmes or training. Analysis 
shows that around one-in-eight clients (12%) received 
assistance on five or more occasions during 2013/14 and 
that almost half (46%) had also been supported in the 
preceding year.

1,638

800

348

214
135 76 51 19 14

100

10+ times9 times8 times7 times6 times5 times4 times3 timesTwiceOnce

Q A
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Interactions over time

Relationships with clients can stretch across a number of 
months and indeed years, and levels of support activity 
vary.

The available data points to an ebb and flow of client 
interaction over time. Spikes of support activity correlate 
with busy periods of programme activity for CEO and 
particular times of need for clients (e.g. Self-Assessment 
tax returns due).

Monthly client interactions
Source: CEO Performance Data 2013/14

Apr ’13 Aug ’13 Dec ’13Jun ’13 Oct ’13 Feb ’14May ’13 Sep ’13 Jan ’14Jul ’13 Nov ’13 Mar ’14

1,200

1,000

800

600

400

200

0
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Location accessed services and events

Adviser support and events are largely delivered out of 
CEO regional bases in Glasgow, Edinburgh and Dundee. 
Survey evidence suggests that around one-in-ten 
instances of advice occurred remotely (via Skype or 
telephone) and this is planned to increase.

Proportion of advice sessions accessed from each location
Source: CEO Annual Client Survey April 2014; Based on 283 Responses.

Note: figures do not add to 100% as clients may access advice at multiple locations

Remotely via Skype/

Telephone

Other locationsDundeeEdinburghGlasgow

60%

50%

40%

30%

20%

10%

0%
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An illustrative client journey

CEO attempts to tailor appropriate interventions to the needs of each client. The following illustrates three different journeys.

Dance Graduate
(Edinburgh)
Having heard from others about 
the services available, this client 
contacted CEO in July 2013. She 
had just graduated with an MSc 
in Dance Science and Education 
from the University of Edinburgh. 
She planned to collaborate with a 
musician friend on a community 
outreach project, but needed 
support to establish this on a solid 
business footing. Having then had 
the opportunity to speak with a CEO 
Business Support Co-ordinator she 
attended a Starting Out workshop 
in Edinburgh. A further meeting 
with a CEO Adviser also built on 
the learning from the workshop. 
The client then spent the next 10 
months developing her idea and 
defining her practice. When she 
needed further advice on securing 
funding for her venture, she got back 
in touch with CEO and was referred 
to a Making Applications & Proposals 
workshop. Successful in her funding 
application, she began to work on 
a collaborative performance-based 
event. Reading the CEO monthly 
newsletter, she noticed and later 
attended a Market Day workshop 
which helped her to develop a 
marketing strategy for the upcoming 
event.

Textiles Business
(Scottish Borders)
This client first heard about CEO 
whilst attending the CEO Pret-
A-Exporter event in February 
2014 - a Fashion Foundry event 
delivered in partnership with Smart 
Exporter. Having been introduced 
to CEO at the event, she visited the 
website and booked onto The Next 
Step workshop in Glasgow. At the 
workshop the trainer advised that 
she should speak to CEO’s Fashion 
and Textiles Industry Associate by 
getting in touch with the Business 
Support team. She contacted 
them in the same week and a 
Skype meeting was set up with 
the Industry Associate. Having 
mentioned an intention to export, 
she was referred to the Flourish 
Programme which would be 
opening for applications soon. With 
her application later successful, she 
received useful mentoring support 
to develop her textiles business.

Digital Design Partnership 
(Dundee)
Business Gateway referred this 
client to CEO at the New Start 
Scotland Exhibition in Glasgow 
in November 2014. The partners 
involved in the venture had started 
an innovative new digital design 
business and needed advice on 
protecting their idea and work. A 
CEO team member spoke to them 
at the exhibition but gathered 
contact details to enable a more 
in-depth enquiry to be handled 
back at the office. The next day, 
a Business Support Co-ordinator 
contacted them to understand the 
situation, and sent links to relevant 
resources relating to Intellectual 
Property on the CEO website and 
elsewhere. CEO also arranged 
for an appointment with a Legal 
Industry Associate the following 
week. At the meeting, the Starter 
for 6 programme was identified as 
being potentially of benefit to the 
business. The client’s application 
was successful and the business 
then received incubation support 
through Starter for 6.
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FEBRUARY 2014

Networking
Event

NOVEMBER 2014

Business Gateway 
Referral

FEBRUARY 2014

Enquiry

NOVEMBER 2014

Partnership
Event

MARCH 2014

The Next Step 
Workshop

NOVEMBER 2014

Enquiry

APRIL 2014

In-house Advice 
Session 

DECEMBER 2014

General Advice 
Session

APRIL 2014

Fashion & Textiles 
Advice Session

DECEMBER 2014

Legal Advice
Session

SEPTEMBER 2014

Flourish
Programme

MARCH 2015

Starter for 6 
Programme

JULY 2013

Enquiry

JULY 2013

In-house Advice 
Session

SEPTEMBER 2013

Starting Out 
Workshop

OCTOBER 2013

In-house Advice 
Session

SEPTEMBER 2014

Making Applications & 
Proposals Workshop

NOVEMBER 2014

Market Day
Workshop
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5. HOW EFFECTIVE ARE 
CEO PROGRAMMES?

CEO delivers a number of programmes to foster innovation, allow creative businesses to take risks in a supportive 
environment and take their ideas to market. These programmes accounted for 28% of 8,357 client interactions during 
2013/14. Here we examine the three main CEO programmes – Starter for 6, Fashion Foundry and Flourish.

Starter for 6

Starter for 6 is a competitive start-up and investment 
programme for creative industry entrepreneurs. In 
2013/14 it provided business training and specialist 
adviser support to 24 innovative start-up businesses. As 
part of the process, participants pitched for investment 
and 17 businesses secured funding of up to £10,000 to 
protect IP, undertake prototyping and market testing, 
and take their business to market. The businesses 
awarded funding received aftercare support and were 
signposted to other services.

An internal review of the programme2 shows:

90% of participating businesses created a business 
and marketing plan, for many the first time a 
business idea was articulated in this way.

Over half of businesses reported an increase in 
turnover 18 months after participating in Starter 
for 6 and one-in-five reported a profit.

There is clear evidence that participants benefit 
from Starter for 6 in terms of skills development 
and increased ambition for their business.

This and previous Starter for 6 programmes have shown, 
however, that considerable time and patience is required 
to refine a business idea, prototype a product and take it 
successfully to market. The turnover and profitability of 
Starter for 6 businesses can also initially be very low and 

it can take time for a creative to make a full-time living 
from the business and eventually create employment for 
others.

@CEOSTARTERFOR6

1,147 FOLLOWERS

2   Cultural Enterprise Office, Evaluation of Starter For 6, 2012/13

“The fact that it’s tailored to the creative 
industries makes you feel reassured that 
those you speak to really understand your 
field and can empathise with your situation. 
From the Starter for 6 programme, it was 
the ability to strip back the business plan 
and then help re-build it in a collaborative 
environment with others in a similar 
position. I think what makes Starter for 
6 so unique is that you can network with 
other start-ups and realise that everyone 
is facing the same challenges however 
learning from the different approaches is 
really beneficial.”

Starter for 6 client
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Starter for 6 activity 2013/14
Source: CEO Performance Data 2013/14

ENQUIRIES AND 
SUPPORT

405 STARTER FOR 6 
CELEBRATION EVENT

52

TRAINING 
SESSIONS

175

NETWORK 
ATTENDEES

113

INTERVIEWS

99

AFTERCARE

160

PITCHING 
PANELS

38

ADVICE 
SESSIONS

111

TOTAL 1,157

COACHING 
SESSIONS

30

MENTOR 
MEETS

68



PERFORMANCE AND IMPACT 2013/14

PAGE 24

Fashion Foundry

Fashion Foundry is the business incubator and talent 
hub for fashion and textile designers in Scotland. 
Launched in September 2012, the pilot offered 18 months 
business incubation support to 10 creative businesses. It 
included five industry events open to the wider fashion 
community.

An independent evaluation of the programme3 shows: 

A great deal was achieved in the pilot: a delivery 
team built; a first cohort recruited and supported; 
processes adapted to meet the needs of this more 
intensive delivery programme; and activities 
connected to other Scottish fashion sectoral 
development work. All done with a small team and 
very limited budget.

One of the greatest successes has been the 
confidence, professionalism and discipline fostered 
through the provision of studio space for the 
cohort, the first time CEO has made physical space 
available to clients.

There was a high degree of variation in the 
satisfaction levels of the participants with the 
programme, and given the diversity of experiences 
it proved difficult to identify the impact on 
participants.

This incubator model enabled experimentation on the 
part of CEO and generated considerable learning that 
might be applied elsewhere.

@FASHIONFOUNDRY

2,236 FOLLOWERS

Fashion Foundry activity 2013/14
Source: CEO Performance Data 2013/14

3   Cultural Enterprise Office, Fashion Foundry and its Participating Businesses: What Can we Learn from the Pilot Set? 2014

“I think the building of relationships with 
mentors is a huge value, they understand 
you, your vision and your company so the 
advice becomes better and better as you 
grow together.”

Fashion Foundry clientINDUSTRY 
EVENTS

Instances of Support

338

BUSINESS DEVELOPMENT 
SESSIONS

Instances of Support

74

COACHING 
SESSIONS

Instances of Support

47

SPECIALIST 
CLINIC

Instances of Support

31

TOTAL 490
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Flourish

Flourish is a mentoring programme that helps established 
creative micro-businesses to develop and grow. Launched 
in 2013 this six-month programme works with founders 
of creative businesses to develop sustainable business 

models, improve business capabilities and processes, 
build investment-readiness and explore international 
markets. A cohort of 10 businesses was supported 
through the programme.

Flourish activity 2013/14
Source: CEO Performance Data 2013/14

FOUNDER 
FOCUS - DAY 1

11 TAKING STOCK

10

FLOURISH - MENTOR/
MENTEE LUNCH

15

FINANCE 
SESSIONS

23

JOHNSTONS OF ELGIN 
FACTORY VISIT

5

PROGRAMME SUPPORT

120

FOUNDER 
FOCUS - DAY 2

11

BACK TO 
REALITY

9

INDUSTRY 
ASSOCIATE SESSIONS

4

MENTOR MEETS

44

TOTAL 275
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The programme afforded CEO the opportunity to refine 
its mentoring model, identifying ways to better support 
business founders and established creative businesses.

An internal review of the programme4 shows:

The programme raised the ambition of 
participants, with four-in-ten participants raising 
their projections for turnover and profitability.

The training and support provided led to 
measureable improvements in the business 
awareness and skills of the participants, enabling 
them to make more informed business decisions.

Four of the ten participating business created 
additional full-time jobs (one taking on four new 
employees to double its workforce) while others 
created freelance opportunities and positions for 
interns.

The focus on raising external investment and 
in moving into international markets was not 
as prominent a feature of the programme as 
expected.

Currently it is too early to quantify the the full impact of 
the Flourish programme on participating businesses.

4   Cultural Enterprise Office, Flourish Evaluation, 2014

“The programme has given me a greater 
sense of personal confidence in my ability 
to take the company forward. It has a 
helped me take key decisions on our 
customers, staffing and marketing. The 
impact of these changes are still in their 
infancy but feel as though they are already 
having a positive impact on the business.”

Flourish client
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6. HOW DOES CEO RELATE 
TO OTHER SUPPORT?

The needs of creative businesses are often multiple and complex. It is therefore important that CEO is at the centre of a 
wider network of support. Here we explore how CEO interacts with, and compares to, other forms of support.

Drawing on support from various sources

The complexity of motivations and needs of creative 
businesses mean that they may require support from a 
variety of sources.

During 2013/14, almost half of CEO clients were on the 
Creative Scotland portfolio (48%) and many others 
accessed support through Business Gateway (41%). A 

variety of other generalised and specialist services were 
also reported.

Other sources of support included: Creative Edinburgh, 
Firstport, Entrepreneurial Spark, Bright Idea Scotland, 
Intellectual Assets Centre, Design Trust, TRC Media, and 
the Scottish Institute for Enterprise.

Percentage of clients receiving external support from named sources
Source: CEO Annual Client Survey April 2014; Based on 270 Responses.

Note: Multiple responses possible, percentages do not add to 100%

Creative Scotland
48%

Youth Business Scotland 
(Formerly PSYBT)

3%

Local Authority
18%

Highlands and Islands 
Enterprise (HIE)

2%

Business Gateway
41%

Smart
Explorer

3%

AmbITion
Scotland

4%

Other Sources
24%
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Part of a wider support network

Effective signposting is essential for CEO, both in reaching 
clients and ensuring that all client needs are met.

Performance data relating to 2013/14 has confirmed 
that active signposting from outside agencies along with 
word of mouth are critical to CEO.

CEO also signposts widely and keeps an up-to-date 
Support Directory. CEO staff have reported that clients 

with a strong commercial motivation are typically 
referred to Business Gateway or Scottish Enterprise, 
and that CEO has developed a number of partnership 
projects with Textiles Scotland, Smart Exporter, Wasps 
Studios and Co-operative Development Scotland. By 
contrast, social ventures are signposted to specialist non-
profit advisory services, including the Just Enterprise 
programme, Firstport and others.

Source of referral for CEO client support
Source: CEO Performance Data 2013/14

External 
organisation

Internal
referral

Event
follow-up

Word of
mouth

CEO
marketing

Other
source

35%

25%

30%

20%

15%

10%

5%

0

30%

28%

17%

14%

6%
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Working closely with Business Gateway

Mainstream business support explicitly targets 
companies of scale, sometimes excluding creative 
micro-businesses due to criteria based on turnover and 
growth potential. CEO focuses on micro-businesses 
and its specialism in the creative sector is intended to 
complement the national Business Gateway service.

CEO has attempted to forge a close relationship with 
Business Gateway, and it provided 40 delivery days out 
of Gateway Offices in 2013/14. The representatives of 
Business Gateway consulted as part of this review have 
indicated that CEO provides a unique, complementary, 
and specialist form of support.

Cross-referrals are also evident. Business Gateway start-
up advisers refer appropriate clients to CEO for specialist 
creative advice, training and information. In turn CEO 
staff signpost ambitious and growing clients to Business 
Gateway. The evidence indicates a somewhat higher 

volume of referrals to Business Gateway than from 
Business Gateway, although referrals are not always 
fully or formally recorded. There is the need for CEO to 
collect better data relating referrals into the organisation 
and onwards.

The evidence that is available, however, suggests some 
potential for improvement. Referrals during 2013/14 
in both directions were lower than the preceding year 
(when referrals peaked) – referrals from CEO down 47% 
and referrals from Business Gateway down 9%. The 
pattern of referrals is also uneven across the country 
(inevitably strongest in those areas where CEO has a 
regional base). Some concerns have also been expressed 
by clients regarding the appropriateness of referrals and 
subsequent responsiveness of support, with a sharp 
contrast drawn between CEO and Business Gateway in 
this respect.

125
BUSINESS GATEWAY 
REFERRALS TO CEO

203
CEO REFERRALS TO 
BUSINESS GATEWAY

Cross-referrals with Business Gateway
Source: CEO Performance Data 2013/14

Note: Current data collection systems are likely to under-report referrals

“Business Gateway were men in grey suits; 
Cultural Enterprise Office were full of vision, 
hope and encouragement in full Technicolor“

CEO client
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Playing a unique role

Within a diverse and evolving creative sector ecosystem 
it is important that each support organisation plays a 
unique role and adds value. This seems to be the case 
with CEO.

The latest client survey evidence (December 2014) shows 
that almost one-in-three CEO clients who responded had 
accessed support from elsewhere (32%).

Exploring further, where comparisons are drawn, 
CEO generally fares better than other providers in the 
estimation of clients. However, a majority of CEO clients 
(57%) are unable to compare CEO with other sources 
– this seems to confirm the uniqueness of CEO in the 
marketplace as reported in our interviews with CEO 
stakeholders.

So what makes CEO unique or special in relation to 
the other forms of support available? Drawing on the 
perspectives of external stakeholders and clients, a 
number of factors have been revealed.

Specialist. Industry expertise and knowledge was 
widely cited as the USP of CEO in comparison to 
other sources of support.

Empathetic. Advisory support from practicing 
professionals who really understood the needs and 
aspirations was regarded as unique.

Personalised. The highly personal and 
individualised nature of the service, together with 
its flexibility, was also highlighted as distinct.

Responsive. The feedback suggests that CEO 
uniquely delivers business information, training 
and advice in a language and style that creative 
businesses feel comfortable with.

“Cultural Enterprise Office are very unique in 
the way they support clients. Their team of 
advisers have a wealth of knowledge, many 
of whom run their own creative business, 
therefore know first hand how to cope 
with the challenges that can come up. The 
workshops and networking events are also 
extremely beneficial, as well as offering 
opportunities to gain and engage with the 
general public, I personally would not be 
able to move my business forward without 
their assistance and support.”

CEO client

How CEO compares with support elsewhere
Source: CEO Client Survey December 2014; Based on 224 Responses.

57% Cannot compare

24% Better

15% About the same

4% Worse



PERFORMANCE AND IMPACT 2013/14

PAGE 31



PERFORMANCE AND IMPACT 2013/14

PAGE 32

7. HOW SATISFIED 
ARE CEO CLIENTS?

CEO aims to deliver quality services that make use of skilled advisers, industry experts and excellent content. Here we 
examine client satisfaction across the key features of the services and its main modes of CEO service delivery.

Satisfaction across the board

There are a number of factors that tend to drive client 
satisfaction. The research systematically investigated 
these. It found very high levels of satisfaction, 
particularly relating to the handling of enquiries and the 
professionalism of staff.

There is very limited outright dissatisfaction with the 
service; less than 5% across the main features of CEO 
information, support and training. Where dissatisfaction 
does exist, CEO staff have cited unrealistic expectations 
on the part of clients or an unwillingness to fully open-
up or wholly engage in the CEO support process.

Client satisfaction ratings
Source: CEO Client Survey December 2014; Based on 313 Responses

Notes: Excludes clients unable to comment; Percentages may not add to 100% due to rounding errors.

Handling of the initial enquiry

14%85% 1%

KEY

Fully
Satisfied

Not at all 
Satisfied

Participation in a programme

20%70% 9%

Adviser understanding of the creative field

26%71% 3%

Content of training workshop(s)/events

28%68% 4%

Professionalism of the Adviser

11%88% 2%

Relevance of information/advice

24%74% 2%

Adviser understanding of the creative practice

25%73% 2%
Partially
Satisfied
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Personal engagement is 
important

CEO clients access information, advice and support in a 
variety of ways.

The feedback from the most recent survey of CEO clients 
(December 2014) indicates that overall the services 
fully meet the needs of seven-in-ten clients (69%) and 
partially meet the needs of almost all others.

Drilling down further, the feedback shows that one-
to-one adviser interaction is the mode of delivery most 
frequently cited as fully meeting client needs (both 
face-to-face advice and interaction by phone, email and 
Skype). The personal touch remains important.

While there is little outright criticism of any mode of 
delivery, the somewhat lower level of satisfaction with 
online, self-access content is an issue that must be 
addressed as CEO shifts the balance to online delivery.

A valued process

The feedback from clients and staff has revealed some of 
the main factors that drive the success of CEO and create 
value for clients.

The main critical success factors are:

A flexible client journey. The process is agile, 
responsive and tailored to the needs of client, 
often involving co-ordination of various support 
inputs.

Using a coaching methodology. The coaching 
skills and approach deployed helps to tease out 
client needs and make them feel really listened to.

A person-centred approach. CEO staff work with 
clients to make sense of future directions based on 
social, creative and financial aspirations.

A process designed to empower. Support is 
based on the principles of empowerment and self-
support, equipping clients with the confidence, 
skills and contacts they will need to succeed.

Drawing on deep expertise. The support process 
draws on industry knowledge and connections 
that span the creative economy.

Empathetic advice. The background of CEO 
advisers as practitioners helps them understand, 
empathise and deal with needs in a sensitive way.

Helping to navigate. Advisers help translate 
jargon, unpick complex issues and concepts, and 
identify practical solutions as well as manageable 
steps.

Percentage of clients fully satisfied with each 
mode of delivery
Source: CEO Client Survey December 2014; Based on 261 Responses.

Note: Excludes clients where method of delivery was not relevant

ADVICE BY PHONE, 
SKYPE OR EMAIL

68%

ATTENDANCE AT A 
WORKSHOP/EVENT

64%

ONLINE ACCESS TO 
INFORMATION/RESOURCES

58%

FACE-TO-FACE ADVICE

71%
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8. DOES CEO MAKE A 
DIFFERENCE?

CEO seeks to create better-equipped creative practitioners and businesses. Here we examine the intermediate outcomes 
arising from CEO advice and its influence on establishing, sustaining and growing creative businesses.

Broadly effective advice

The effectiveness of CEO advice is measured pre-advice 
and post- intervention, where clients are asked to 
self-assess themselves against five key metrics before 
meeting with an adviser and then again after.

The results and associated survey feedback suggests 
that CEO advice connects personally and professionally 
with clients. In particular, the data shows immediate and 
measurable results relating to the awareness of available 

support, clarity of direction and knowledge of business 
skills. The evidence suggests that clients leave advisory 
sessions with a more balanced perspective on their 
situation.

CEO Advisers suggest that it can often take longer for 
creative practitioners to develop an entrepreneurial 
outlook, confidence and skills. This can require ongoing 
support.

Client self-assessment, pre-advice and post-advice
Source: CEO Performance Data 2013/14
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Impacting on clarity and 
capacity

But how widespread and lasting are these benefits? 
Surveyed in December 2014, the most frequently cited 
influence identified related to clients’ clarity over what 
to do next, with widespread gains also in awareness, 
knowledge and confidence. CEO advisers have reported 
the cumulative effect of CEO interventions over time, 
which seems to create a sustainable shift in clarity and 
capacity.

CEO does not make a difference in all cases. Indeed, in a 
small number of responses to the survey (less than 3%), 
clients have reported some form of adverse reaction. The 
feedback suggests that in these cases the information 
provided can serve to reduce the perception of skills 

as clients gain more knowledge or challenge long-held 
assumptions about the feasibility of ambitions. Advisers 
have reported that most clients are open and willing 
to listen and welcoming of honest and constructive 
feedback.

Domains of influence
Source: CEO Client Survey December 2014; Based on 278 Responses.

AWARENESS
of the support services

available

KNOWLEDGE
of business practices

CONFIDENCE
in achieving your

ambitions

CLARITY
over what you need to do next

UNDERSTANDING
of the skills you need to be

successful in your field

85%

81%

73%

82%
91%

Positive impact

No impact

Negative impact

“I came away from the advice session and 
workshop with much clearer ideas about 
the practicalities of setting up a business 
and increased confidence in working 
towards this goal.”

CEO client
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A positive influence on success

CEO seeks to enable clients to achieve their goals, 
whether this ‘success’ is defined in commercial terms, by 
social impact or creative fulfilment.

The latest survey evidence indicates some form of 
positive influence on success in just over 80% of cases, 
and three-in-ten clients (32%) report a very positive 
influence. The feedback attributes this to the validation 
of aspirations, the confidence instilled, and access to 
connections and resources enabled.

CEO influence on client success
Source: CEO Client Survey December 2014; Based on 280 Responses.

Very negative 

influence

Negative

influence

Neither positive

nor negative

Positive

influence

Very positive

influence

60%

50%

40%

30%

20%

10%

0%

32%

50%

15%

2%
1%

“Being able to speak to practicing 
professionals working within the creative 
industries is invaluable. They are like-
minded people, understand your situation 
and go out of their way to help. I can’t 
believe this service is free.”

CEO client
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Helping to establish, grow and sustain businesses

It is assumed that more capable clients, better equipped 
to achieve their personal goals, will result in business 
success. Given the differing starting points for clients, this 
may either be defined by success in establishing, growing 
or sustaining business activity.

The research shows a broad and even contribution from 
CEO – not one focused simply on starting new creative 
businesses. In more than three-in-five cases (65%), 

CEO is reported as a very or fairly important influence in 
establishing a creative business, similarly in helping the 
business survive (63% of cases) and likewise in helping it 
reach scale (61% of cases). 

It is important to note that the trajectory of creative 
micro-businesses is rarely linear, and it appears that CEO 
plays an important role for clients in the early stages and 
during subsequent periods of growth and contraction.

Importance of CEO in developing businesses
Source: CEO Client Survey December 2014; Based on 279 Responses.
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9. WHAT IMPACTS DOES 
CEO DELIVER?

Like all mission-driven organisations, CEO should be judged not by the activity that it delivers but by the things that 
change as a result. Here we examine the direct impacts reported by clients that can be attributed to support from CEO. We 
focus on outcomes relating to the creative and commercial success that CEO seeks to help bring about.

Strengthening creative practice

The concept of success for creative professionals does 
not always easily equate to the idea of commercial 
success. CEO appears to recognise that creativity, creative 
excellence and creative fulfilment are often central to the 
aspirations of creatives and that these are an important 
pre-requisite for economic success.

The most recent client survey evidence (December 2014) 
suggests a number of positive impacts arising from 
CEO advice and support. In particular, fostering a better 
understanding of practitioners’ positioning within the 
creative market, a stronger connection and legitimacy 
among peers, and renewed direction in their creative 
practice.

Respondents reporting positive impact as a result of CEO
Source: CEO Client Survey December 2014; Based on 274 Responses.

“Whether this particular incarnation of my 
practice continues or not, I am now self-
employed and feel confident to create a 
career, taking on all manner and shape of 
opportunities, to grow and innovate as a 
creative practitioner. And that has been 
facilitated and guided by Cultural Enterprise.”

CEO client

% of respondents

Attracting funding to pursue new projects and works 48%

Connection with, and legitimacy among, peers 61%

New creative collaborations 43%

Taking your creative practice in new directions 59%

Understanding of your place in the creative market 70%

Building a national or international reputation 39%

Making the decision to stay located in Scotland 42%
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Fostering entrepreneurial 
capacity

Many creative practitioners find themselves running a 
business in order to produce the type of work they aspire 
to do; most do not have a well-developed entrepreneurial 
skillset, a solid grounding in business principles or a 
strong desire to manage a business. CEO seeks to foster 
this entrepreneurial mindset, commitment and skills.

The survey evidence suggests that in four-out-of-five 
cases CEO helps to foster greater determination to pursue 
a successful creative practice. It also helps to increase 
commitment, skills and resilience in around two-thirds of 
cases.

Developing financial 
resilience

The background and financial circumstances of creative 
practitioners differ greatly. Many live a subsistence 
existence for a number of years, nourished by their 
creative practice and driven by the prospect of either 
creative or commercial success. Navigating financial 
uncertainty and ensuring financial survival are critical.

The financial prospects of creative practitioners appear 
stronger as a result of CEO. In around two-in-five cases 
survey respondents report being more able to make a 
living from their creative work and in some cases are less 
reliant on income from other sources. A similar proportion 
of creatives have been able to invest in their business.

% of respondents

More determined to pursue my 
creative practice

84%

Increased my time commitment 
to my creative practice

62%

The skills to run a successful 
creative practice/business

68%

The resilience to overcome 
difficulties and obstacles

67%

More able to earn a living from 
my creative practice

44%

Less reliant on income from a 
second job

29%

Made a financial investment in 
my creative practice

40%

Respondents reporting positive impact as a 
result of CEO
Source: CEO Client Survey December 2014; Based on 281 Responses.

“I still can’t put my finger on what it was in 
particular, perhaps the whole experience 
but I seem to have developed a more 
business savvy mind. I seem to be able to 
think about my business differently now in 
a way that I didn’t before. “

CEO client

“A lot more confident in running a business 
and feel they have improved the way I see 

‘business’, no longer feeling wrong to focus 
on sales and sustainability of my practice.”

CEO client
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Starting new enterprises

The creative industries is made up of a diverse 
community of inventive practitioners and agile micro-
businesses that work together, help sustain each other, 
and often come together in short bursts of creative, fixed-
term business activity. CEO seeks to support a steady 
stream of start-up businesses that will innovate, give 
rise to future companies of scale and collectively fuel the 
growth of the creative economy.

CEO is helping give birth to new creative businesses. 
The best evidence available (from the recent CEO client 
survey) indicates that one-third of clients supported 
during 2013/14 have registered as self-employed or 
formed a business as a result of CEO. There are also some 
encouraging signs of the green shoots of new businesses 
emerging, with modest numbers of clients taking on their 
first premises and reporting a level of annual trading 
now exceeding the VAT threshold (taxable turnover of 
£81,000).

Respondents reporting positive impact as a result of CEO
Source: CEO Client Survey December 2014; Based on 261 Responses.

“I am just starting out - but CEO has given 
me direction and focus in terms of how to 
position my services in the market, how to 
focus on my market and a plan of action in 
between jobs.”

CEO client

% of respondents

Registered as a business 33%

Taken on premises or studio space for the first time 14%

Registered for VAT 10%
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Increasing turnover

The path to growth for creative businesses is complex. 
Growth in turnover after the first year of trading is 
often slow and can fluctuate where businesses expand 
and contract as they deliver projects. Creative micro-
businesses also often grow to an optimal size and stop. 
CEO seeks to help clients exploit commercial opportunities 
where they arise and to grow steadily where there is 
ambition to do so.

The financial picture is again encouraging in this respect. 
According to survey evidence, approximately half of 
respondents reported an increase in income to their 
business during the year and two-in-five clients indicated 
that they were better off financially as a result of CEO 
intervention. Although often difficult to do so, where 
clients were able to quantify the financial benefits, 
they pointed to an average increase in annual income of 

£13,200 as a direct result of the advice from CEO. This 
might be compared with an average income of £16,000 
from the activity of full-time craft businesses in Scotland5 
and a context where the financial hardship of most artists 
is real and considerable.

5   Craft Scotland Makers Survey 2013

CEO impact on the financial position of clients
Source: CEO Annual Client Survey April 2014; CEO Client Survey December 2014.

“The adviser made me rethink my creative 
practice in terms of what was most 
marketable - an approach that has been 
very useful, and resulted in an increase in 
income.”

CEO client

53% 
OF CLIENTS
INCREASED THEIR
INCOME

40% 
BETTER OFF FINANCIALLY 
AS A RESULT OF CEO 
ADVICE/SUPPORT

£13,200 
AVERAGE INCREASE 
IN ANNUAL INCOME 
ATTRIBUTED TO CEO
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12% 
OF CLIENTS CREATED JOBS 
FOR OTHERS AS A RESULT 
OF CEO ADVICE/SUPPORT

77% 
OF POSITIONS CREATED 
WERE ON A FREELANCE 
BASIS

Creating employment

Employment within the creative industries can be 
uncertain. Freelance work is common; this is both a life 
choice and reflection of the labour market. Many creative 
entrepreneurs and micro-businesses go on to create 
jobs, although often project-based and time limited. CEO 
recognises and supports the potential for employment.

There is evidence of some CEO contribution to job creation 
in the creative economy. In the latest survey research, 
almost one-in-eight clients reported creating new 
jobs as a result of CEO support and advice, an average 
of three jobs per business that created employment. 
Approximately three-quarters of the new positions were 
freelance.

CEO impact on employment
Source: CEO Annual Client Survey April 2014; CEO Client Survey December 2014

“CEO gave me tools and confidence to grow 
my business from a one man band to a 
seven person team (and counting). From the 
outset, they were encouraging, practical and 
realistic in their advice.”

CEO client
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10. WHERE NOW FOR CEO?
This report has reflected on the progress and achievements of CEO during 2013/14, and now looks forward to the next 
year and beyond.

The evidence contained in this report clearly indicates 
that CEO is performing well and delivering on 
expectations.

The landscape in which CEO finds itself is changing 
however, and the organisation is now at an important 
crossroads. The following summarises the perspectives 
of the internal and external stakeholders consulted as 
part of this review.

Strengths

Unique and important role in relation to the 
creative economy

Close understanding, trust and relationship with 
creative businesses

Complements and adds value to mainstream 
business support

Respected organisation with highly skilled staff 
and specialist expertise

Effective and tailored offering to the creative 
sector

Well networked and with wide reach across 
creative sectors

Weaknesses

Lacking a strong presence outside of the central 
belt of Scotland

Limitations on staff capacity and industry 
expertise necessary to respond to all client 
demand

Insufficient evidence to demonstrate outcomes and 
impact

Too reliant on uncertain core funding from Creative 
Scotland

Opportunities

Continuing recognition and rationale for business 
skills in creative economy

Online and digital technologies creating more 
efficient modes of delivery

Increased discretion and flexibility of partnerships 
with Business Gateway

Untapped funding streams, both charitable and 
commercial

International reputation and recognition to 
capitalise on

Threats

Lack of coherent creative industries strategic 
framework creating policy vacuum and incoherent 
support

Insufficient understanding and visibility among 
policy makers

Mainstream economic policy does not prioritise 
support to micro-business

Continued uncertainty and squeeze on funding for 
cultural intermediaries

CEO serving a market unable to meet the full costs 
of the service
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The data analysed, feedback received from stakeholders, and observations of Social Value Lab, point to ten things that 
CEO should do to chart a steady course into 2015 and beyond. In no particular order, these can be summarised as follows.

1. Move forward with purpose
CEO has played a consistent role and made a growing (if 
somewhat unrecognised) contribution over the course 
of more than a decade. With a new creative industries 
strategy forthcoming, it is important that CEO retains 
focus and reasserts its purpose clearly and with 
confidence. It is time to stress its uniqueness, build on its 
values and strengths and clearly articulate the difference 
that it seeks to make to the creative economy (as well as 
to national outcomes).

2. Retrench where necessary
CEO moves into 2015 with reduced core funding and, 
in the short-term, must make some tough choices 
regarding what in can and should deliver. It must protect 
the frontline services that are widely valued by clients, 
continue to diagnose client needs effectively, and ensure 
that support resources are deployed to where they will 
achieve greatest impact. CEO might also consider ways to 
further reduce core operating costs and remain as agile 
as possible. Moving forward this may mean saying ‘no’ to 
new ideas and initiatives which will stretch CEO further 
but not generate new income streams.

3. Streamline the delivery model
CEO continues to respond to client needs, learn from 
experimentation and develop its offering. The next 12 
months provide the opportunity to revitalise services. 
This should continue to push CEO towards a more 
efficient and scalable model of service; one that makes 
more extensive use of digital content, remote delivery 
and peer-to-peer support.

4. Find the right blend of learning
CEO has already experimented with online content, 
group-based training, and one-to-one coaching and skills 
transfer. There is scope for further experimentation and 
for joining up the CEO online and offline offer. Some form 
of CEO multi-channel blended learning model (combining 
e-learning, face-to-face seminars and mentoring 
support) should be appropriate for dynamic and busy 
creative entrepreneurs, for whom the boundaries 
between creativity, business and learning blur, and 
where learning must be more collaborative, continuous, 
and connected.

5. Package services
CEO has retained an open and flexible core service 
over many years and has more recently pushed at the 
boundaries by introducing new initiatives. Programmes 
such as Fashion Foundry have enabled CEO to draw on 
its expertise and to deliver tailored information, advice 
and training in new ways. Given the wider applicability 
of this approach, CEO should consider ways to redesign 
and package support, working with partners to take 
specialised programmes beyond fashion and textiles to 
other segments of the creative industries.

6. Continue to extend reach
CEO has evolved substantially from its genesis in 
Glasgow, but is still to achieve consistent national 
coverage. While coverage is to some degree a virtue of 
organisational scale, there may be ways to extend its 
reach. CEO must continue to explore the opportunities 
for digital and remote delivery, reaching more clients 
more efficiently, and to build on earlier experimentation 
to cascade on-the-ground training and support to rural 
areas. Given its network of current and previous clients 
there may also be opportunities to foster and grow peer-
to-peer support.
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7. Present the case more clearly
CEO continues to perform well and deliver on the 
expectations of clients and other important stakeholders. 
However, the rationale and contribution of CEO is not 
always clear or fully understood by others. CEO must 
therefore continue to expand on the evidence available of 
its economic, cultural and social impact and get better at 
using performance data, survey and case study evidence 
to tell the full story of its work. At the same time CEO 
would benefit from further evidence on the distinctive 
characteristics and contribution of creative practitioners 
and micro-businesses. This and other evidence will give 
strength to the sector and to the rationale for continuing 
CEO intervention.

8. Continue to nurture relationships
CEO is generally a well networked and known 
organisation within the creative economy that will find 
increasing value in collaboration. Given the strategic 
significance of the forthcoming creative industries 
framework, CEO should take the opportunity to clarify 
its contribution to the work of the Scottish Creative 
Industries Partnership and add value to the work of 
agency partners. Operationally it should continue 
to extend and deepen its relationship with Business 
Gateway, strengthening cross-referrals and maximising 
the value of support for clients across the country. It 
might also further nurture and sustain relationships 
with previously successful clients who might in future 
champion or support the work of CEO.

9. Diversify the funding base
CEO remains overly reliant on core funding from Creative 
Scotland. Although CEO is always likely to require an 
element of public subsidy in return for the public good it 
delivers, it must rapidly begin the process of diversifying 
its funding streams. This might mean attracting a 
greater range of project funding across which it can 
allocate its core costs. It will certainly mean increasing 
the range of sources from which it attracts funding, 
potentially including other agency funders such as 
Scottish Enterprise as well as charitable funding and 
donations for work in Scotland and EU funding to develop 
transnational projects.

10. Develop a more entrepreneurial outlook
CEO is an organisation that has always relied 
substantially on public funds to deliver its services. Like 
its clients it must increasingly look entrepreneurially 
at opportunities to trade and sustain its activity. This 
might mean exploring revenue sharing or fee-for-service 
models (commercially focused incubator models, fees for 
specialist services, payment for premium online content 
and so on). There may also be franchising or licensing 
models that exploit the uniqueness and intellectual 
property of CEO, support its geographical expansion and 
international replication.
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