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   Since Th e Creative Collection covers topics which are not 
necessarily favourites of the creative mind, we have asked the 
guys at Naked Wines to suggest an appropriate wine which 
can help make this process more enjoyable. Happy reading!

  If you want to pre-order your selected wine before you  
start reading any particular chapter, please head over to  
www.nakedwines.com.au and hit the order button.



When putting this book together we wanted to include an 
example of someone that we feel has totally nailed the concept 

of incredible creative success whilst maintaining a very healthy dose 
of fun and adventure.

Lisa Messenger is the vibrant, game-changing Editor in Chief of Th e 
Collective magazine (which incidentally should be a must read for all 
creatives everywhere) and owner and Creative Director of Th e Messenger 
Group. She has worked globally in events, sponsorship, marketing, PR 
and publishing.

Lisa has authored and co-authored almost 20 books and Th e Messenger 
Group has custom published more than 400 books for companies 
and individuals. She has been a regular commentator on business, 
entrepreneurialism and property and has sat on a number of boards 
including the Australian Businesswomen’s Network and Publishers 
Australia.

A Perfect Example



She’s also a three time fi nalist in the Telstra Businesswoman of the Year 
and won Alumni of the Year for Southern Cross University. She’s trekked 
across India raising money for charity, ridden camels in the Sahara for 
fun and has laughed her way through communal showers in the Costa 
Rican Jungle in the name of personal development.

Her passion is to challenge individuals and corporations to change the 
way they think, take them out of their comfort zone and prove that there 
is more than one way to do anything. She encourages entrepreneurial 
spirit, creativity and innovation and lives life to the absolute max. Most 
mornings she wakes up and pinches herself as to how incredible her life 
is, but is also acutely aware and honest about life’s bumps and tumbles 
along the way. She has a fascination for continual growth and in between 
being a serial entrepreneur and avid traveller, she spends most of her 
time in Sydney with her beautiful dog, Benny.

We were delighted when Lisa agreed to take a few minutes out of her 
hectic schedule and give some advice to our readers.

In a world where the digital age is devouring so 

many traditional industries and customers love online 

convenience, what do you think has been the key to 

launching such a successful print magazine when all 

around you others are struggling? 

First and foremost a sense of community. Th is is a magazine by an 
entrepreneur for entrepreneurs. Th e platform is irrelevant (we just 
chose to start with a print mag and that has been a very strategic and 
purposeful play). We’re in the process of rolling out at least another 
18 platforms so that people can devour and connect with us when 
they want, how they want on a device that they want.



What are the key value points for the magazine and 

what part do you think they have played in its success? 

It’s about raw, real, authentic content. It’s about capturing the 
story behind the story. It’s about inspiring people and showing 
them the tools / the how to’s to help them on their own path and 
journey to success. 

With cost minimisation being such an important factor 

in business success, how has The Collective managed 

the split between employees v freelancers?

We have 15 full time internal staff  at the moment. But the 
majority of my team are freelance. We currently have close to 
70 freelance writers. Th is is partially due to me not wanting to 
manage a lot of people internally so I can concentrate on being 
the creative and the visionary. But also because the print mag 
is in 29 countries now and so we have writers from all over the 
world getting the best possible stories for us. I am grateful every 
day for the extraordinary talent we have working with us now.

The Collective has managed to achieve amazing 

international reach in an incredibly short period of 

time – how much have joint ventures played a part in 

this and how important do you think the strategy of 

partnerships is to the growth of creative businesses? 

We would have literally hundreds and hundreds and hundreds 
of partnerships and strategic alliances in place now all over 
the globe. Th is is my background. I’ve been formulating 
partnerships my entire career. I attribute the majority of the 
success of the mag to these partnerships.



What do you see as the main challenges and opportunities 

for the creative community? 

Finances. Always fi nance. Cash fl owing something of this magnitude is 
a huge ask. Creatives have got to be able to have business smarts as well 
as being creative. Getting a blend of the two is tricky and unique. 

If you had a business success message for the world’s 

creative talent, what would it be? 

Anything is possible. You can’t do it all on your own. Find incredible 
people and partnerships to help you scale and amplify.

For more information on Lisa and her fabulous magazine,    

head over to www.renegadecollective.com

T  lisamessenger / collectivehub

F  collectivehub

I  lisamessenger / collectivehub

L  lisamessenger
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Introduction

Creatives are those who, by and large, would much rather be 
dreaming up inspired and imaginative strategies than sitting 

down looking at P&Ls or dealing with staff  issues. Driven to create, they 
believe that structure and rules will negatively impact the space and 
freedom they need to explore their creative gift s. Th ey focus on their 
craft , not on the numbers. 

When we talk about creatives, most people automatically think about 
those who work in the art or design sectors such as fashion or graphic 
design, but this book addresses all kinds of creative entrepreneurs; 
it speaks to anyone who colours outside of the lines, who brings 
imagination, design and creativity into his or her business through 
clever branding and hip décor. Th is might include event planners or 
decorators, restaurant owners whose venue is an experience rather than 
just a place to eat, even real estate agents or fi nancial planners who are 
more visionary than practical.
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For the creative entrepreneur, fi nancial gain is oft en a secondary 
motivation; primary is the need to be recognised for their achievements 
or their contributions. And yet, so many of them shy away from the self-
promotion that will garner them the kind of attention they are seeking. 
So many of the creatives that I have worked with have either implied 
or stated outright that they consider intent focus on the bottom line to 
be a form of selling out; the collective creative mindset sees the image 
of successful business and the struggling (not to say starving) artist as 
diametrically opposed. Rather than focusing on the business side of their 
enterprise, creatives are oft en more inclined to sacrifi ce their fi nancial 
security at the altar of their artistic integrity. Th ey invest their time, 
capital, and energy in an unbalanced manner that all too oft en results in 
the failure of businesses positively overfl owing with unrealised potential. 

In what follows, I will provide strategies for the creative entrepreneur 
who wishes to overhaul this limiting mindset. It is important to note 
that when I speak of creative entrepreneurs, I am not speaking only of 
those who are working in creative industries. My work has brought me 
face to face with many entrepreneurs who superfi cially appear to be 
running traditional, non-creative businesses; beneath the surface, 
though, their unconventional thought and work patterns prove to be 
just as creative as those of designers or artists. 
So, whilst this book may refer a lot to the latter, 
the strategies detailed in what follows are 
appropriate for absolutely anyone who 
approaches their business, no matter what it is, 
with a creative or unconventional mindset. 
Being creative is not what you do; it is who you 
are. You are not a creative because you create 
things, you are a creative—therefore you create.

Being creative is 
not what you do; it 
is who you are. You 
are not a creative 
because you create 
things, you are a 
creative—therefore 
you create.
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It doesn’t matter how old you are or how old your business is. Whether 
the fi rst steps on the path to a successful business are ahead of you or 
long behind you makes no diff erence. You may be a freelancer or you 
may be the head of an agency; perhaps you are a recent graduate, or 
maybe even a sixty-year-old with a dormant creative streak who wants to 
transition into a career that is more in keeping with where your passions 
lie. No matter where you fi nd yourself, this book is for the creative who 
recognises the importance of profi t; in a creative business profi t is a 
means to a desirable end: the realising of the creative business owner’s 
potential. To unlock this potential, you’ll need the key, which is a business 
structure built upon organised, unshakeable fi nancial foundations. 

Th e world of business moves at an incredibly fast pace with new ideas 
and new trends emerging constantly. Add to that the global fi nancial 
crisis, the emergence of new markets of competitors, and the rising cost 
of raw materials, and it becomes apparent that the creative who wants 
to succeed and be recognised needs to understand precisely what this 
business climate demands.

Some creative people operate their businesses as though an implicit 
agreement with a client or a simple handshake is guarantee enough; then 
they wonder why they are rarely paid on time or the full amount agreed 
upon. Others fi nd it diffi  cult to know how to write up simple contracts 
that state the terms of a work agreement; they struggle with the demands 
of diffi  cult clients; they let freelancers dictate their own terms, which all 
too oft en leave them holding the short end of the stick.

If any of these scenarios sound familiar, you should know that there are 
tools and strategies available that can help you cut through the mental 
clutter and get organised so that you can run a profi table creative business.
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Running a successful creative business requires 
90% business savvy and 10% artistic ability 
– a fact overlooked by many of those creatives 
whose businesses fail in their fi rst few years. 
No matter how talented you are, if you focus 
the lion’s share of your energy developing and 
utilising your creative skills at the expense of the fi nancial foundations 
of your business, the failure of that business is almost guaranteed. 
Look at the most successful creative businesses: behind each there is a 
business-savvy partner whose left -brained logic and critical thinking 
skills balance out the right-brained intuition and artistry of the creative 
partner or partners. Th e reality is that many large and successful creative 
businesses are as corporately structured as are those found in the 
banking industry – don’t let appearances fool you! 

Th e Creative Collection is a practical, step-by-step, and jargon-free guide 
to maximising your profi ts without minimising your creative gift s. It 
is important to understand just how much the latter depends upon the 
former. Following the advice laid out in the following chapters will help 
your business to succeed, which is the only thing that will allow you the 
freedom to create to your heart’s content.

As a successful entrepreneur who has managed to merge creativity with 
business, blending the rebel with the realist, I completely understand the 
issues many creative entrepreneurs face. Like so many of them, my natural 
desire was to take risks and break with tradition—fi nancial gain was 
secondary to the exploration of my creative gift s. I was born into a family 
of artists, antique dealers, historians, and design specialists. My brother 
is the Modern Art specialist at one of the most prominent auction houses 
in Europe, and my great-great-grandfather was a famous, award-winning 

Running a successful 
creative business 
requires 90% 
business savvy and 
10% artistic ability 
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artist. Th ough I excelled academically as a child, my rebellious nature 
interfered with all of my attempts to follow a conservative career path. 

Aft er studying languages and business at university in the UK, I 
worked in the gemstone and fashion industries for many years, gaining 
experience in fi nance, import/export, marketing and management for 
small businesses. 

One of the benefi ts of working in small business is that you get to witness 
up close the mechanics of all the diff erent aspects of running a company. 
Th is ranged from helping out in the warehouse during busy times to 
juggling my normal role, which covered areas such as import pricing, 
cash fl ow forecasting, and distribution.

However, there were downsides to this experience. Th ere is a painful 
truth that almost all employees learn at some point or another: 
ultimately, it doesn’t matter how loyal you are to your employer, neither 
does it matter how much time and eff ort you put into your role within the 
organization—you will never be indispensable. I learned this lesson in 
2005, and with the proceeds of a redundancy payout, I ventured into the 
world of self-employment with a bookkeeping and cash fl ow consulting 
agency. I knew that my savings wouldn’t keep my business afl oat for very 
long, so I decided that if I could not get my business up and running 
within four months, I would go back to being a full-time employee. It 
turned out that the end of the fi nancial year was the perfect time to start 
this particular business and, since then, I’ve never looked back.

Today, that business is thriving. Over the years, I have dealt with the 
fi nances of hundreds of businesses, with around 80% of our client base 
being in creative industries such as graphic design, interiors, homewares, 
marketing, fashion, accessories, photography just to name a few. 
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As an award-winning business owner with over twenty years’ experience 
working in fi nance with well-known fashion and design brands such as 
Coco Ribbon, Max Mara, Rachael Ruddick, and many others, and as 
a lecturer in fi nance and small business at one of Sydney’s top fashion 
colleges, FBI, I have come face to face with the issues that are specifi c to 
creative industries. I have lived through many of these issues myself, and 
my success has depended upon the tools and strategies I have developed 
to either confront or avoid them. 

Th e keystone to my success and the success of my clients is this: strong 
fi nancial foundations are the sine qua non of profi table businesses; they 
are the key to the freedom you want and need to pursue your passions. 
Th is book will show you that by securing that 
solid fi nancial base, you will deliver yourself more 
freedom of both time and capital with which you 
can indulge your creative talents. What is more, 
the recognition you seek for you talents can be 
yours if you will take the steps to secure it.

the recognition you 
seek for your talents 
can be yours if you 
will take the steps 
to secure it
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The 5 Steps to Running a    
Successful Creative Business
Having worked with hundreds of creative business owners over the 
last 25 years, there are 5 common challenges that they all face in their 
attempt to live a life of successful creativity.

Th is book aims to show you how to realise your earning potential doing 
what you love, in a way that will enable you to free up your time to focus 
on what you are good at and enjoy, and shift  focus away from those areas 
of business that you fi nd frustrating or boring.  

 1.    Mindset 
       What most oft en comes between creatives and fi nancial 

independence is precisely that which sets them apart from the 
business community at large. Th eir natural gift s, oft en highly 
specialised, too oft en lead creatives to excel exclusively in their 
area of expertise, leaving them unable to transfer their skills into 
those areas that will guarantee them a fi nancially sustainable 
business.  Having the right mindset, and an understanding of 
the keys to profi tability is critical to creative success.

 2.  Visualise and Plan 
      Most people view their business as a means to an end. Others 

(especially those in creative fi elds) view the business as an end 
in itself. If you are one of the former then it will be helpful if 
you understand how much your dreams (and the freedom to 
pursue them) will cost. If you don’t know how much that is, you 
are fl ying blind. Not doing so only complicates and confuses the 
path to freedom. Th e actual cost might be less than you think.
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 3.   Funding
      74% of businesses fail due to cash fl ow 

problems – yet 73% of them are profi table 
businesses.  Find out the secrets that will 
prevent you from heading down this 
path.

 4.   Automation
      For so many of the creative businesses that I have helped, 

automation is the cornerstone of a viable fi nancial strategy, 
however, the constantly fl owing tide of new technologies can 
leave even the most tech-minded creatives feeling overwhelmed.   
It is important to get some clarity around what is on off er and 
what is going to work for your business success.

 5.   Streamline
      Once you have set up the fi nancial foundations of your business, 

ensure that you have a team and systems in place that will 
regularly evaluate your performance and keep you on track.

Interspersed throughout this book, you’ll fi nd a number of case studies, 
industry-specifi c issues, and interviews with successful creatives.

You can choose to read the book from cover to cover or, if you are pressed 
for time and want to address those issues that you feel are most urgent, 
then this book can also be used as a quick reference guide.

74% of businesses 
fail due to cash 
fl ow problems – yet 
73% of them are 
profi table businesses
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Expectations
and Mindset1

Chapter

The world is full of very talented individuals 
who wish to turn their abstract ideas into 

concrete profi t. Some seem preternaturally 
endowed with the ability to make their visions 
realities while others, no matter how brilliant, 
struggle when it comes to bringing their 
products or services to market. It’s not drive 

or talent they lack, but the requisite business skills, market knowledge, 
and focus.

By focusing too much on the creative side of your business, it is likely that 
you are ignoring the ever-changing creative marketplace. As brilliant 
as your service or product is, unless you thoroughly understand your 
market and the keystones of business, success is a long shot at best. 

Anybody who has attempted a foray into a creative industry knows that 
the competition in such markets is fi erce. Creative fi elds are inundated 

S
ec

ti
on

 1

       Mark Pollard, Wine Guru 
from Naked Wines, suggests 
accompanying the reading of 
this chapter with a glass of ...

      Andevine Hunter Valley Of f 
Dry Semillon 2014 

    
      Fresh, fruity and low 

alcohol,  ease into the book.
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with people trying to stand out from the crowd and be recognised; those 
who have risen above the crowd in the worlds of music, performing 
arts or fashion have rarely had their success handed to them on a silver 
platter. Th e glamour of some of these types of jobs appeals to so many 
that success eludes all but the most persistent, motivated, and yes, the 
lucky as well. In large part due to the fi erce competition to be found in 
creative industries, any number of small mindset problems can balloon 
into business killers.

Th e most commonly faced mindset problems responsible for the failure 
of creative businesses are:

 ■ Reluctance to self-promote. 

 ■ Fear of rejection.

 ■  Undervaluation of what you produce—passion is not marketable; 
value is.

 ■  The self-destructive notions that one must suffer for one’s art and 
that money somehow corrupts creativity.

 ■  Ignorance of or lack of interest in the business skills (e.g. finances, 
administration, corporate structuring) one needs to thrive in   
today’s business climate.

 ■  Inability or unwillingness to adapt to changing markets.

More oft en than not, creative entrepreneurs are themselves responsible 
for keeping the fi nancial success they deserve at arm’s length. Th ere is 
the myth of the starving artist – the notion that the authentic creative 
must in some way suff er for his or her talent. Th is leads many to balk 
at assigning a high value to their products. Th e roots of this are oft en 
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deep within the psyche. Th ey may have been taught from a young age 
that money and success in fi elds like art and design are elusive at best or 
illusory at worst. 

Recently, a young artist approached me and asked whether it was really 
true that you could earn a living as an artist—so conditioned was he by 

his father’s insistence that to earn a 
decent salary he had to be either a 
lawyer, a doctor, or, at a stretch, an 
architect that he could barely believe 
it when I told him that creatives the 
world over are pulling down salaries 
that rival those of the occupations 
his father respected. 

Creatives possess gift s that, in some 
cases, make the act of creation come 
naturally, easily even. Th erefore, 
since they can produce with their 
eyes closed, they tend to undervalue 
their talent. Just because it comes 
easy to you doesn’t mean that it 
comes easy to everyone else. Stop 
asking yourself why anyone would 
want to pay you handsomely for 
something that you fi nd so eff ortless.

I know a successful artist who travels 
the globe and is paid fairly well to do 
so—albeit only once or twice a year 
and not enough to really live on. He 

 Tips for Success

Geoff Anderson

Video Producer and Author

www.sonicsight.com.au 

The inherent confl ict that creatives 

have about charging for their "art" 

is not appropriate for business. 

We need to remind ourselves that 

we have a business because we 

provide a service or product that is 

valued by our customers. 

At times when customers have tried 

to unreasonably negotiate on price I 

remind them that if I was to charge 

them that little, I unfortunately 

wouldn't be in business for the next 

time they'd need my service. Which 

of course would be a disservice to 

both them and myself.
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loves what he does and has stayed true to his passion, determined not to 
sell out for the sake of money and a better standard of living. However, 
he also has a family—a wife and 3 children, who have to live with the 
results of the decision he has made. Even if being fi nancially stable is 
not important to you, remember to consider those family members and 
loved ones who might also be aff ected by your decisions.

Starting and maintaining a successful business is a full-time job; it requires 
a committed mindset—there is no such thing as overnight success. Oft en 
you will read about or watch a show that features a business that started 
from a garden shed, and now, seemingly overnight, it has grown to employ 
hundreds and to make millions. Th e truth is, there is only one way that 
meteoric success like that happens: outside investment. Fast growth 
quickly brings with it big cash fl ow issues, a factor oft en overlooked, so 
be aware that rags-to-riches success stories almost always include a lot 
of back story that you won’t hear about. Chances are, the success that 
appears to emerge out of nowhere is, at least in part, the result of a massive 
investment of capital from either business partners or outside investors.

Success in creative industries is an impermanent thing. Th e market 
has a goldfi sh-like memory when it comes to past successes. Th e most 
prominent question desirable clients ask creatives is, “what have you done 
for me lately?” In the advertising industry, for example, you are only as 
good as your last campaign. Many years ago, I worked for an ad agency 
and was shocked to see how quickly directors were bought out of their 
contracts and shown the door when a campaign for a big client fl opped. 
Th e agency I worked for had been set up to service a single Australia 
client. Needless to say, the client’s brand was a recognisable one, and their 
marketing directors were paid exorbitantly. One such well-paid marketing 
executive was released only six months into his three-year contract. Th e 
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client preferred to swallow the cost of his contract than to continue 
working with the person responsible for an unsuccessful campaign. 

Since keeping up with or staying ahead of the game requires a signifi cant 
investment of both time and energy, you’ll need to be clear from the 
outset as to what your expectations are and how much of each you are 
willing to invest in your business. If you just want to cover your living 
expenses and have time to pursue your art, your commitment will, of 
course, be signifi cantly less than it would be if you want to make yourself 
or your product a household name. What matters most is that your 
expectations and your mindset, especially in terms of commitment, are 
symmetrical. 

 Tips for Success

Robert Gerrish 

www.fl yingsolo.com.au

i. Understand your value

Every time a discussion about 

cheap logo outsourcing pops up 

on Flying Solo a small band of 

designers get very worked up. Of 

course they do. No one wants to 

see what they’ve trained for years 

to create, trading for chips.

Sadly though, this is today’s  

world and creatives must adapt.

To succeed in your creative 

business the starting point is 

to know your worth. What is it 

that you do? How is what you do 

different to your competitors? 

Why would anyone come to you 

in preference to someone else? 

Hmmm. Is that an iphone in your 

pocket? You know you could  
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have bought something that 

functions the same for a lot less, 

right? 

ii. Position, position, position

Hot on the heels of understanding 

value is positioning. Let’s continue 

the iphone analogy.  Just look 

at where they’re retailed (Apple 

Store), where they’re promoted 

(Apple.com) and how they’re 

marketed and promoted. You’ve 

probably seen the minimalist,  

Jony Ive videos. Yummy.

How do you front up? Does 

your shopfront - or market stall 

or website or business card or 

personal appearance – project an 

image that aligns with the value 

you’re pursuing?

Too frequently creative businesses 

try to be a ‘catch all’ creative hub. 

Far better to dominate a niche 

than be an also-ran in a crowded 

marketplace.

Stake your place. Own your 

position in the eyes of your 

customer and conversations about 

price become a thing of  the past.

Would fl yingsolo.com.au have 

worked as smallbusiness.com.

au…I don’t think so.

iii. Set your boundaries

Many small creative businesses 

are run by individuals who would 

rather create than deal with 

admin and annoying clients!

Boundaries allow us to work at 

our creative best and in that way 

everyone benefi ts. 

Choose your hours. Choose your 

clients. Learn to say no. And 

remember, boundaries only 

work when people know they 

are there, so be open and clear 

and never budge. 

iv. Be upfront with money

The best time to talk about 

money is very early in the 

relationship. Clients are far more 

likely to respect and acknowledge 

your worth when they can see  

you do too. 
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If you ever discount, show the 

discount clearly as a line item on 

your invoice – this not only lets your 

client know it’s a special price, it 

drives it home for you as well. 

Beware of friends and family 

and don’t let their unique status 

trample all over your systems  

and processes. 

v. Nurture relationships 

Many creative businesses breathe 

a sigh of relief when a new job 

comes in, but can speedily spiral 

downwards once it’s delivered 

and the phone is silent.

Marketing is not something to do 

when business is quiet, it needs 

to be a daily or weekly activity.

And the best form of marketing 

for a small, creative business is 

word-of-mouth. Stay in constant 

contact with your best clients 

and advocates. Be proactive and 

make suggestions to support 

their business. Show them you 

care about them and they’ll do 

the same in return. 

Robert Gerrish/Flying Solo: A brief bio

Robert Gerrish is the founding director of Flying Solo, an online solo 
and micro business community, boasting a membership of over 
60,000 Australian businesses. Each day their site, forums and social 
channels welcome over 5,000 visitors and around the country Flying 
Solo meetup groups gather to share ideas and strategies.

Robert’s been a business commentator on ABC Four Corners, A 
Current Affair, Sky Business, Fairfax Digital, CBS, 2UE and ABC Radio 
and he regularly presents at small business events and conferences.

His fi rst book, the bestseller, Flying Solo: How to go it alone in 
business has recently been updated with his co-authors Sam Leader 
and Peter Crocker.

Prior to Flying Solo, Robert worked as a ‘suit’ in a major packaging 
design agency in London followed by a stint as General Manager of a 
leading agency in Sydney (now part of Landor).
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Chapter
Your Attitude 
Towards 
Abundance2
“Real freedom is having nothing. I was freer 
when I didn’t have a cent.” - Mike Tyson

What connects creatives is the common 
desire for freedom—freedom to chase 

their passion and to be recognised for their 
gift , freedom from the restrictive structures 
and rules that keep them from realising their 
potential. As much as Mike Tyson may argue 
otherwise, money is the fastest route to the 
freedom creatives want.

Many creatives shy away from profi ting fi nancially from their gift s, 
equating fi nancial success with materialism as though selling out 
is a necessary step on the road to, even an inevitable by-product of, 
success. Creatives want to be left  alone to do what they love; they want 

money is the fastest 
route to the freedom 

creatives want

S
ec

ti
on

 1

       Mark Pollard, Wine Guru 
from Naked Wines, suggests 
accompanying the reading of 
this chapter with a glass of ...

      Horner Family Reserve 
Hunter Valley Viognier 2014 

    
      Luscious, mouthful of 

apricots, silky. A wine of 
abundance.
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to be recognized for their achievements or gift s, but they don’t want to 
compromise their values or let go of their pre-conceived notions of what 
it means to be an artist. Th eir motivations are not the same as those of 

other business owners, and neither are their 
defi nitions of success. 

We all need money to survive. It will be 
diff erent amounts for diff erent people and, 
whilst a single person with few responsibilities 
might need very little, in another year or two, 
they might suddenly 

fi nd themselves with a family to look aft er and 
provide for. Th e successful modern creative, 
whilst perhaps not wanting to be involved in the 
fi nancial ins and outs of their business, at least 
understands the importance of making a profi t. 
As unwilling as they might be to invest the time 
and eff ort into understanding their fi nances, they 
will fi nd someone who is inclined and qualifi ed to 
manage their fi nances for them.

Take a close look at the money beliefs you have 
consciously or subconsciously inherited from 
your family and upbringing. It is quite likely that they aff ect how you 
spend your money, but they can do more than that as well. Th ey can also 
infl uence your beliefs as to how much you think you deserve to make 
or have. 

A recent study found that people from wealthy backgrounds were much 
more likely to invest their money, whilst those from middle class families 
were more likely to spend what they earn with not much left  over. If 

The successful 
modern creative, 
whilst perhaps 
not wanting to 
be involved in 
the fi nancial ins 
and outs of their 
business, at least 
understands the 
importance of 
making a profi t.

“I’d rather be a free man 
in my grave, than living 
as a puppet or slave.”  
- Grateful Dead,  
Th e Harder Th ey Come
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you have grown up in an environment 
in which money was in short supply, you 
have probably inherited an attitude of 
scarcity around fi nances; such attitudes can 
seriously limit how much you think you 
are entitled to. Th ese subtle messages and 
behaviours from our childhood can have a 
deep infl uence on the way we manage and 
approach money. Don’t forget, we live in 
a very diff erent age to that of our parents, 
one in which the Internet makes new 
millionaires every day.

Money management is a learned skill, not 
something one is born with. It is just like 
learning how to type or play an instrument: 
the more you practice, the better you will get. It 
might not be what you prefer to spend your time 
doing, but that does not mean that you will not 
be good at it if you practice. If you have made 

attempts to understand your fi nances without success, this doesn’t 
mean you are fi nancially inept, only that you have not been taught in 
the right way. Ignoring or mismanaging your fi nancial situation gives 

it control over you, not you control over it. Take 
control of your fi nancial well-being and, with a 
little time and eff ort, you’ll free up your hands 
for all of those projects that your money cares 
are currently keeping you from. Stress is the 
biggest killer of creativity, and the biggest cause 
of stress is almost always money. Start looking 

Ignoring or 
mismanaging your 
fi nancial situation 

gives it control 
over you, not you 

control over it.

Stress is the 
biggest killer of 

creativity, and the 
biggest cause of 
stress is almost 
always money

“Being the richest man 
in the cemetery doesn’t 
matter to me … Going 
to bed at night saying 
we have done something 
wonderful… that’s what 
matters to me.”  
- Steve Jobs
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at how you are spending your money and start making some of the 
diffi  cult choices about how to manage your expenditures and your 
revenues; you’ll fi nd that the things you want and the time you need 
are oft en not as far out of reach as they appeared to be.

Take my business for example. For the past couple of years, we have been 
headquartered in a beautiful penthouse offi  ce with panoramic views and 
plenty of space. Our lease recently came up for renewal, and, rather than 
staying with the status quo, I explored my options, looking at some of the 
other offi  ce spaces available nearby. I soon discovered that for roughly 
half the cost I could rent another offi  ce in the same building, on the same 
fl oor, with almost the same views, that would be more than adequate for 
our needs. Th e savings would cover my daughter’s school fees. Choices. 
We all make them every day, and few choices are as important to your 
business as those surrounding money. Take a long, hard look at your 
spending habits and the fi nancial choices that you have been making. 
Some of them might need changing. Th e same goes for your fi nancial 
mindset: if you are letting your past relationship with money determine 
your future, it might be time to overhaul your mindset as well. 

“ Th e truth is I love being alive. And I love feeling free. So if I can’t 
have those things then I feel like a caged animal and I’d rather not 
be in a cage.”  

- Angelina Jolie
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INDUSTRY-SPECIFIC ISSUES

The perils of the fashion industry 
have become particularly 
apparent in the past few years. 
The Australian fashion industry 
has witnessed the demise of 
even well-known brands like Lisa 
Ho, Ksubi and Kirrily Johnston. 
For a number of reasons, it is a 
business model that is particularly 
susceptible to cash fl ow issues. 
Below, you’ll fi nd some of the 
most common issues that you’ll 
want to monitor closely if you’re 
in the business of fashion.

  The Supply Chain – This 
relates to the planning 
and controlling of stock 
moving in and out of your 
business—from point of order 
to manufacture to delivery. 
Common issues include 
quality control, minimum 
order requirements, samples, 
and shipping lead times. 
We commonly hear from 
designers who receive orders 
from a new factory overseas 

only to fi nd that the quality is 
not what they had anticipated. 
In some cases, entire orders 
have to be thrown out and 
costs (sometimes signifi cant 
ones) absorbed.

  International competition – 
This has become a much more 
pressing issue in the past few 
years due not only to online 
retail, but to big overseas 
brands as well that have 
established themselves with 
Australian retail spaces. With 
two jumbo jets full of fashion 
products landing in Australia 
every week from e-tailers, 
PricewaterhouseCoopers 
has estimated that online 
shopping will grow from 
$16 billion last year to 
$27 billion in 2016. It is 
imperative for Australian 
designers to understand their 
competition—online and 
otherwise—in order to stay 
competitive.

Each industry has its unique issues and problem areas that 
business owners need to address. Throughout the book we will 
look at a few of the creative industries and some of the industry-
specifi c issues that business owners frequently encounter therein.

Fashion / Accessories Design 
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  Speed to market – Because 
the customer is now able to 
access sites like Asos and 
Zara where trends are updated 
almost daily, the industry is 
under tremendous pressure to 
get new designs to market at 
a rate that is putting pressure 
on production lines and cash 
fl ow, straining both to or 
beyond their breaking points. 

  Excess stock issues – With 
the increase in online 
shopping comes issues for 
designers who, thanks to 
overproduction, are left 
with more excess stock 
than they can possibly 
dispose of without accepting 
signifi cant losses. There is 
an increasing trend for large 
wholesale customers (such 
as department stores) to 
return unsold stock and take 
up discounts and credits with 
little or no warning. We have 

 

   seen instances of them doing 
this almost a year after 
the goods were originally 
purchased. The designer will 
suddenly fi nd themselves 
with thousands of dollars’ 
worth of returned, unsold 
stock and a subsequent 
short payment by the 
wholesaler on future orders 
to compensate themselves 
for the returns.  Combine this 
with overproduction and it is a 
recipe for disaster.

  Investment – Fashion is 
seen as a risky business, so 
securing investors or obtaining 
fi nance can be tricky. Due 
to industry mechanics and 
production requirements, 
fashion businesses need access 
to healthy amounts of working 
capital. The vast majority of 
fashion businesses without 
investors can leave themselves 
open to fail before the end of 
their fi rst couple of seasons.
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 Tips for Success

Dina Bonke

www.fashionwhisperer.com

5 top tips to succeed in a 

creative business:

1.  Know who your target   

market is. Be really clear on 

this as your marketing and 

sales processes will be defi ned 

by this fi rst and important  

step in any business.  Without 

sales or clients, you will have  

no business.

2.  Have your sales process clearly 

defi ned so you know how 

you are going to get clients/

contracts/income.  Make sure 

it is something you can repeat 

over and over again and it is 

time effi cient.  Review these 

processes regularly based on 

feedback received from clients 

and your own experience as you 

start down the path of having 

your own business.

3.  Keep a close eye on your 

income/expenses and ensure 

you have a proper accounting 

method for keeping track of all 

the fi nancials.

4.  Find a point of difference – 

between what you do and 

others who are doing the same 

or similar to you. This assists 

you in explaining to potential 

clients why they would hire you 

and not someone else.

5.  Add value to what you offer 

rather than compete on price.

About Dina Bonke

Dina runs personal styling 
business, The Fashion 
Whisperer, and is also involved 
in fashion events.  She has 
been a regular blogger for Miro 
Door, and was also contracted 
by them as the Manager of 
the Volunteers program for 
Mercedes-Benz Fashion Week 
Australia 2013 and 2014 
and Mercedes-Benz Fashion 
Weekend Edition 2014. 
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 Chapter Action List

   Ask yourself whether you believe that you deserve to profit from 
your creativity.

    What are the beliefs surrounding money—particularly 
abundance—that you have inherited? Do a Google search on 
this topic or go to your local bookstore—there are countless 
resources to help those who are scared of prosperity. If you want 
to change your habits or overhaul your financial mindset, you’ll 
first need clarity as to what those habits or mindset issues are. 

    Have you ever been taught money management skills? If not, 
it may be worth spending a couple of hours to learn the basics. 
Talk to your bookkeeper or accountant if you have one; they 
might be able to help you in this area or, if they can’t, they can 
probably recommend somebody who can.  

    Are your spending habits out of control? Where and how you 
spend your money is one of the first places where small changes 
can produce big results. If you don’t already keep business and 
personal budgets, start doing so today.
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Chapter Your Current 
Situation3

Now that we’ve taken stock of your 
expectations and your mindset, it is time 

to start looking at your business itself. 

Th e checklist below covers seven categories, 
each of which will have some bearing on how 
we will proceed. When you’ve reached the end 
of the checklist, add up how much of each 

answer you have. Th e next section will advise you as to what your next 
steps should be.

S
ec

ti
on

 1

       Mark Pollard, Wine Guru 
from Naked Wines, suggests 
accompanying the reading of 
this chapter with a glass of ...

      Heresy Syllabus of Errors 2013 
    
      Unique blend off ering a 

unique taste. Hopefully not 
too many errors in your 
current situation.
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Do you have a computerised bookkeeping system 
(not spreadsheet)?

Do you update the data at least monthly?

Does your accountant look at your fi gures more than once 
a year?
Does he/she offer effective advice and discuss your     
business health?
Does your accountant / bookkeeper have specialised 
knowledge of your industry?
Do you look at management reports (e.g. Profi t and Loss) and 
understand them?

Do you keep your business and personal accounts separate?

Do you put money aside each week for taxes/GST?

Do you pay yourself superannuation?

Can you afford to pay yourself a regular wage?

Do you have a budget forecast that you track against?

Do you know your annual turnover?

Do you know your annual profi t?

Did you set your prices based on profi t rather than competitor 
rates?

Do you regularly back up your work?

Do you regularly perform supplier price checks or 
comparisons?

Do you track yourself against industry benchmarks?

Do you track marketing success rates?

Do you have key fi gures against which you measure 
your performance?

SYSTEMS YES NO

FINANCES YES NO
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Do you know the average spend per customer?

Do you know the average profi t per customer?

Do you have repeat customers?

Do you have a single client who accounts for more than 30% 
of your annual turnover?

Have you raised your prices in the last 2 years?

Do you know who your competitors are?

CASH FLOW

Do you struggle to pay your BAS / tax bills?

Have you ever had to go on a payment plan with the ATO?

Do you rely on credit cards or overdraft to pay your bills?

Do you pay your supplier bills on time?

If applicable, do you write off samples and damaged stock?

Do you know your break even fi gure?

Do you pay your creditors on time or early?

Do you keep a cash fl ow forecast?

Do you understand the difference between cash fl ow and 
profi t?

Do you know how much your customers owe you?

Do you invoice customers within 5 days of job completion?

SALES

CASH FLOW

YES NO

YES NO
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Finances
For your business to be the picture of fi nancial health, the answer to all 
14 of these questions should be “yes.” Whilst keeping your accounts up 
to date on at least a monthly basis is of utmost importance, it is not much 
use if you, your accountant, or both are not looking at what the fi gures 
say and, if there are any points that need clarifi cation, your bookkeeper 
or accountant should be demystifying them for you. Make sure to pick a 
bookkeeper or accountant who understands small businesses. So many 
of them have merely learnt how to input data into an accounting package 
as opposed to really understanding how businesses work and what 
strategies might be useful to you. Also, if you can fi nd a bookkeeper 
or accountant with experience in your industry who understands your 
mindset, you will be two steps ahead of your competitors in terms of the 
type of the quality of fi nancial advice that you are going to get.

Do you know if your staff members are covered by Award 
rates?
Do you know how to distinguish an employee from a 
contractor?
Are you aware of the $450 superannuation rule for 
employees?

Are your staff members on salary rather than hourly rate?

Have you ever applied for staff training grants?

Are your staff members under contract?

Do you put your staff on a trial period when they start?

Are you clear on the rules regarding the fi ring of staff?

Do you pay superannuation on time?

STAFF YES NO
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Be clear on your pricing—we go into this in greater detail in Chapter 18, 
but it is a point that bears repeating. Th is is where creative businesses 
oft en undersell and undervalue themselves. 

Systems
Back up your data. Th is sounds obvious, but many people simply don’t 
do this or do it the wrong way. One of our clients prided himself on 
religiously backing up his data. When his computer started to act up, 
he called in an IT specialist and, as they were sitting in front of the 
computer talking about what the problems were, it started smoking and 
literally blew up. Th is compounded the problem: his backups had all 
been stored on the same computer that he had done all his work on, so 
all of his eff orts to safeguard his data were in vain. Luckily, he was able 
to fi nd a data retrieval company that was able to restore the information, 
albeit at a cost to him of over $1,000.

Use supplier price checks. Oft en, business owners will establish 
relationships with regular suppliers and will be reluctant to shop around. 
Good customer service can be blinding when it comes to supplier prices. 
Th is is where a lot of people go wrong. In the business world, when we 
talk about improving profi t or cash fl ow, too much emphasis is placed 
on marketing and getting new clients, or fi nding ways to better service 
your existing ones. If more business owners were aware of how much 
money they could save by looking at what they are spending and where 
they can cut costs, marketing and sales gurus might begin to fall out of 
favour. Review all your supply costs annually—this means re-evaluating 
everything including credit card interest rates, various subscriptions 
that you may not really use or need anymore, even getting new quotes 
from stationery or printing suppliers.
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Watch industry benchmarks closely. Th ere are easy-to-use tools that will 
help you compare your fi nancials with those of your competitors. If this 
is something you want to try, Google “ATO small business benchmarks.” 
Th is information has been collated from years of tax returns, GST 
returns and surveys. Whilst not all business types are covered, many are, 
including some in the creative arena such as architecture, retail fashion 
and jewellery, entertainment media retail and fl orists. 

Needless to say, your answers to all of this section should be yes.

Sales
Know your customers and your competition. Th ere are obvious 
advantages to tracking your customers—their wants, their business 
goals, how much they are spending with you. It is equally crucial, 
though, to track your competition. You should be doing a competitor 
review twice a year. In the current age of fast-moving entrepreneurialism 
and modern technology, new businesses can appear virtually overnight, 
and Gen Y-ers are particularly good at launching businesses with very 
strong branding, which can make them a competitor to be reckoned 
with in no time at all.

Whenever possible, avoid having one major client that accounts for a 
large percentage of your business. It is hard to turn down big customers, 
so before taking on a new client (no matter what the size), be aware of 
the risks involved. Treat newfound windfalls as temporary cash fl ows, 
as a bonus, not something that can be depended upon. Don’t base your 
entire turnover estimates on a single client. Th e answer to the question 
we asked you above, “do you have a single client that accounts for more 
than 30% of your annual turnover?” should be the only one that the 
answer you give should be no.
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Cash fl ow
Be watchful in terms of your cash fl ow—the biggest entrepreneur killer 
in the business. We have allocated all of Chapter 10 to cash fl ow—what it 
is, why it is important, how to keep an eye on it, and what to do if/when 
it gets out of control. I strongly suggest EVERY reader reads this chapter 
thoroughly. No matter who you are or how your business is doing, 
Chapter 10 has something to off er you that will improve your ability to 
control the fi nancial health of your business.

If you answered yes to any of the fi rst three questions in the cash fl ow 
section of the above checklist, you are probably having cash fl ow issues. 
If you answered yes to all of the remaining questions, you are probably in 
good shape—there’s always room for improvement, though.

Staff
Your staff , properly managed, can be your greatest resource. Knowing 
how to handle issues with your staff  is crucial to good business 
practices. Like eff ective parenting, striking a delicate balance between 
permissiveness and heavy-handedness is crucial. 

Chapters 16 and 17 deal with all the ins and outs of hiring and fi ring 
staff , how to pay them, train them, and manage them. Chapter 14 
contains information on how to set up a team of outsourced staff  rather 
than in-house employees. If your answers to the staff  section of the above 
checklist were all yes, you probably don’t have many staff  issues. If you 
answered no to any of the questions, you may want to pay close attention 
to these chapters.



 Chapter Action List

   Which of the following areas of your business did you score low 
on and need to focus on?

 Finances

 Systems

 Sales

 Cash fl ow

 Staff 

   Now, put the answers to the above in order of priority.



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage false
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 400
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




