YELLOW PAGES SMALL BUSINESS INDEX - SPECIAL REPORT

Overview

Less than 10% of small businesses seek high growth, yet this small core has generated disproportionately high employm
growth over the past year. Thellow Page®%' Small Business IndéX% identified 8% of small businesses as seeking high or
significant growth and these proprietors report employment growth averaging 10% over the past year. These 8% of sme
businesses account for some 27% of the gross employment growth of established small businesses. Small businesses with |
growth aspirations also play a key role in Australia's export growth. These topics are examineeéfiathifageSmall
Business Index Special Report.

Profile of Small Businesses
Seeking Higher Growth

The profile of small businesses seeking high growth is quite ® are more likely to export overseas, or plan to do so -
different from those seeking moderate or no growth. The 17% of high growth firms export overseas compared
main distinguishing characteristics are that high growth with only 13% of moderate aspiration businesses and
aspirants: 14% of businesses with no growth aspirations; and
i are more likely to be in the business, finance and e are more likely to be male, younger and Australian
property services or recreational and personal services born.
sectors;

4 Businesses seeking expansion were asked to indicate the

. are more likely to employ five or more employees an ; )

to have higheyr tumoser?’ POy strategies they intend to take to ensure growth. In rank order,
’ these are:

. are more likely to have proprietary company status;

i are relatively younger than other small businesses with * to :Ievelo_p and market new produ_ct_s and services -
almost a third having commenced in the past five 61% of high growth aspirants definitely plan to do
years: so, compared with only 38% of moderate growth

’ seekers;
. are substantially more sophisticated in the use of . . . o
y P . increase expenditures on marketing activities - 71%

business planning tools such as formal budgets, cash
flow projections, written business plans and
computerisation. This is particularly so in the use of

of high growth firms compared to only 33% of
moderate growth firms;

written business plans where 78% of high growth '« dijversify into new businesses - 39% of high growth
firms have written business plans compared with only firms intend to do so compared to only 18% of
40% for the average small business; moderate growth firms;

. are substantially more confident about their own seek outside equity to fund growth - 19% of high
business prospects in the year ahead, with a net 71% growth firms intend to do so compared to only 6% of
currently expressing confidence compared to 50% for moderate growth seekers: and
the small business sector on average;

_ . start to export or increase level of exports - 20% of

i are more bullish about prospects for the economy over high growth aspirants intend to do so compared with
the next year; only 7% of moderate growth aspirants.

. are more likely to see Federal Government policies as
supportive of small business. This is consistent with
the greater use that high growth business make of
government programmes such as NIES or those of
Austrade;

o

|
N
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Exports

Almost a quarter of all small business proprietors (24%) Current export activity amongst small businesses is most
surveyed indicated that it was feasible for their businesses to widespread in manufacturing where 19% of businesses export.
export. Currently, less than half of these (11%) export but Manufacturing businesses are also more likely to be planning
importantly a further 5% plan to commence exporting in the to commence exporting (11%).

future.

Businesses with higher turnover are more likely to be involved
The implication of thisplanned move into export can be  with exports. Twenty percent of small businesses with
quantified by comparison with Austrade's register of turnover in excess of half a million dollars are now exporting
exporters. Small businesses (less than 20 employees) oncompared to only 6% of firms with a turnover of less than
Austrade’s register accounted for $2.4 billion of export half a million dollars.
revenue in 1994. This understates the small business export

contribution since the Austrade register covers firms Currentand planned export activity is most prevalent amongst
participating in Austrade programs only (only 13% of small businesses in Victoria and Queensland with Victorian

proprietors of exporting small businesses surveyed in the small businesses most likely to be planning to move into
Yellow Pagessmall Business Index have had any advice or exports.

involvement with Austrade).

However, even against the Austrade base of $2.4 billion for
small business exports, the planned entry of a further 5% of
Australian small businesses as measured iMelew Pages
survey, points to a minimum increase of in excess of one
billion dollars per annum in export revenue in the short to
medium term. The results of the lat¥stlow PagesSmall
Business Index, clearly suggest, therefore, that this sector
will make a significant contribution to improving the
Australian balance of payments in the next few years.

February, 1995 Page 2
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Introduction

TheYellow Page$mall Business Index is an ongoing series extent is exporting an integral part of growth planning; and,
of surveys designed to track confidence and behaviour in thein overall terms, how important are exports to the small
small business sector. business community.

The primary objectives of the Index are to track small business

activity over the past three months; expectations over both

the next three and 12 months; and to measure overall This special report follows on from the November 1993
confidence within the small business community. A second investigation of the social issues associated with running a
purpose is to provide an independent, objective channel for small business and the "Women in Business" study in July
reporting proprietors' experience and attitudes on key issues.1994.

Each quarter, the Index examines one or more special issuesThe Index is an initiative of Yellow Pages Australia as part
in addition to these key economic indicators. In the February of its commitment to this vital business sector and is
1995 survey, we focus on growth aspirations of small business. conducted by the research firm Brian Sweeney and Associates.
To what extent do businesses wish to grow; what strategiesEconomic advice is provided by economic consultant, Dr.
will they adopt to achieve their growth objectives; to what John Marsden of Marsden Jacob Associates.

About this Special Report

The Index is the largest economic survey of small business / LOCATION OF BUSINESSES \

in Australia and focuses specifically on businesses employing
nineteen people or fewer.
TOTAL METRO  NON-METRO

The Index uses a panel of at least 1,000 randomly selected nNswiacT 200 160 40
small business proprietors who are interviewed by telephone vIC 200 160 0
every three months.

QLD 200 110 90
The panel was drawn from all metropolitan and non- SAINT 150 130 20
metropolitan regions of Australia. Quotas are set on WA 150 130 20
geographical location and type of business (ASIC) division TAS 100 60 20
to produce the standard sample breakdown shown opposite

Where replacement panellists are recruited this sample KTOTAL 1000 750 250
breakdown is maintained.

AN

o ) / ASIC DIVISION
Because this is a quota sample, at the analysis stage results

are weighted by ASIC division within the metro and non- C (MANUFACTURING) 180
metro region of each State to reflect actual small business
population distribution. The ABS Business Register as at
February 1994 is used to weight the sample to be | ¢ whoLesaLERETAIL 180
representative of the total business population.

E (BUILDING/CONSTRUCTION) 180

G (TRANSPORT/STORAGE) 100
Interviewing for this latest (February) survey was conducted | | gnaNcE/PROPERTY/BUSINESS SERVICES) 180
over the period 30th January to 8th February, 1995.
L (RECREATION/PERSONAL & OTHER SERVICES) 180
KI’OTAL SAMPLE 10(&
| February, 1995 Page 3
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Growth Aspirations

Small business proprietors were asked whether they were
actively seeking significant expansion; seeking to grow
moderately; seeking to stay the same size; or seeking to

-

Growth Aspirations

become smaller.

Eight percent of small businesses are seeking significant
expansion with a further 61% seeking moderate growth.
However, over a quarter (28%) are content to remain at their
current operating level, and 3% would like to reduce this to
some extent.

Across the states, NSW/ACT, Victorian and Western
Australian businesses tend to be more growth oriented;
Tasmanian companies are least likely to be planning
expansion.

Growth aspirations are higher for firms employing over ten
employees and for those with larger turnovers.

Aspirations forsignificant expansion are strongest in the
recreational and personal services (17%) and in the financial,
property and business services sector (12%). Small businesse
in the building/construction sector are least likely to be
seeking significant or moderate expansion.

We also note that women proprietors are less likely to be
seeking growth than male proprietors.

In the pages to follow, we examine the profile of the growth
oriented businesses in greater detail.

Those Seeking...

Maderate grawth
B1%

Significant axpansion
8%
To caontract
3%

Ta stay the same
28%,

SOURCE: Yellow Pages™ Small Business Index™
Brian Sweeney & Associates - February lggy

~

/G

rowth Aspirations in Detalil

Total 8% 61% |

62%
63%

56% |

599% |

NSW/ACT
Victoria

9%
8%
7%
6%
6%

Queensland
SAINT

Western Australia

65% |

Tasmania 4%

50% |

Manufacturing 7%

60% |

Building/Construction

39% |

Wholesale/Retail 6%

68% |

Transport/Storage

64% |

Business Services 12%

67% |

Personal Services 17%

49% |

Male 10%

64% |

Female

529 |

1-2 Employees

58% |

3-4 Employees 11%

64% |

5-9 Employees 13%

61% |

10-19 Employees

71% |

Turnover up to $500,00 7%

56% |

10%

Turnover $500,000+

70% |

|-Significant GrowthEIModerate Growtl{u

o

Source:Yellow Pages™ Small Business Index W/
Brian Sweeney & Associates - February 1995
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Strategies to Ensure Growth

In response to the questitWhat courses of action do you
plan to take to ensure that your business groywsigre than
two-fifths (43%) of those seeking expansion spontaneously

/ Strategies to Ensure Growth
Unprompted

~

mentioned marketing and promotion.

Just under one in four indicate they would achieve this
outcome through improved product or service quality. A
similar proportion are looking towards expansion of their
range of products. Seventeen percent are planning to improve
their overall efficiency and the same proportion to extend
the area in which they market their goods or services. Fifteen
percent are looking to physical expansion - larger premises,

Marketing/promotion

| 43%

Quality improvements 23%
Product range expansion 22%

Efficiency improvements 17%

Market expansion 17%

Physical expansion 15%

more or better equipment, additional staff and so on.

Firms seeking expansion were asked their intentions with
regard to the following courses of action:

Developing and marketing new products and services
Increasing expenditure on marketing activities
Diversifying into new businesses

Seeking outside equity to fund growth

Starting or increasing exports

O~ WNPE

As illustrated opposite, around four in ten small businesses
with expansion plans definitely anticipate achieving their

SOURCE: Yellow Pages™ Small Business Index™
\Base: Firms with plans to grow Brian Sweeney & Associates - February 1995/

/ Strategies To Ensure Growth

~

growth objectives by developing/marketing new products or
services (41%), and by increasing expenditure on marketing

activities (38%). Around one in five (21%) envisage
diversifying their businesses and just 8% would definitely
seek equity finance from external sources to fund expansion.

Expanding into export markets (or increasing the current
level of exports) is the least likely strategy for expansion.
Whereas 8% definitely plan to do this, and a further 5% might
consider it, the vast majority (87%) indicate they are unlikely
to expand by seeking overseas markets.

Each of these five key strategies to ensure growth are
examined in more detail in the pages to follow.

o

Prompted
Definitely Plan Might Unlikely To

To Da Consider Do
Develop and markel new
praducts ar services 4194 27% 33%
Increase expenditure on
markating activitias g 28% 343
Civarsify into ngw
business 2174 20% fele 0
Seek putside aguity finance
to fund growth 8% 16% 76%
Slarl lo exporl or increase
current lovel of exports B2 5% B7%

SOURCE: Yellow Pages™ Small Business Index™
Base: Firms with plans to grow Brian Sweeney & Associates - February 1995
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Growth Strategy One:
Developing and Marketing New
Products and Services

Overall, 41% of those seeking to expand definitely propose
to use the strategy of developing new products and services
to do so (a further 27% might consider doing so).

Firms in Western Australia are a little less likely than average
to support this approach. Those in the wholesale/retail sector
most often favour this strategy but businesses in building/
construction rarely see this as a growth mechanism.

Those businesses with five or more employees are more
strongly oriented towards this strategy.

Sixty-one percent of proprietors seeking significant growth
have definite plans to market new products and services. This
compares with only 38% of those seeking moderate growth
who plan to use this strategy.

/ Proportion of Growth Seeking Firms Who

Definitely Plan to Develop and Market New
Products and Services

Total

NSW/ACT
Victoria
Queensland
SA/NT

Western Australia

Tasmania

Manufacturing
Building/Construction
Wholesale/Retail
Transport/Storage
Business Services

Personal Services

1-4 Employees
5-19 Employees

Significant Growth Seekers
Moderate Growth Seekers

o

| 41%

| 42%

39%

| 43%

43%

35%

| 46%

| 46%

19%

| 51%

35%
34%
37%

38%

| 47%

| 61%

38%

Source:Yellow Pages™ Small Business Index WJ
Brian Sweeney & Associates - February 1995
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Growth Strategy Two:
Increasing Expenditure on
Marketing Activities

Thirty-eight percent of proprietors seeking growth definitely

plan to increase marketing expenditure as a means of ensuring

growth with a further 28% giving it some consideration.

Businesses in the building/construction sector are least likely
to see this as a viable strategy.

Those with significant growth expectations are over twice as
likely as those with moderate growth plans to increase
marketing expenditure.

o

Proportion of Growth Seeking Firms Who \
Definitely Plan to Increase Expenditure on
Marketing Activities

Total g 38%

NSW/ACT 37%
Victoria 41%
Queensland 38%
SA/NT :I 30%
Western Australia 38%
Tasmania 34%

Manufacturing 38%
Building/Construction 28%
Wholesale/Retail 39%
Transport/Storage 35%
Business Services 39%
Personal Services 41%

5-19 Employees :I 41%

Significant Growth Seekers | 719

Moderate Growth Seekers 33%

K Source: Yellow Pages™ Small Business Index ””j
Brian Sweeney & Associates - February 1995
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Growth Strategy Three:
Diversification Into New
Businesses

One in five businesses seeking growth have definite plans to
diversify into new businesses - a further 20% might consider
so doing.

Tasmanian businesses show the greatest inclination to
diversify; firms involved in business services and personal
services also frequently favour this approach.

Those with significant growth plans are twice as likely to
strongly endorse this approach as those with only moderate
plans to expand.

/ Proportion of Growth Seeking Firms Who \

Definitely Plan to Diversify Into New Businesses

Total

NSW/ACT
Victoria
Queensland
SA/NT

Western Australia

Tasmania

Manufacturing
Building/Construction
Wholesale/Retail
Transport/Storage
Business Services

Personal Services

1-4 Employees
5-19 Employees

Significant Growth Seekers
Moderate Growth Seekers

o

I

22%

21%

22%

19%

]

17%

19%

35%

]
]

]
]

]

H

16%

19%

17%

20%

24%

| 29%

]
]

21%

21%

| 39%

18%

Source: Yellow Pages™ Small Business Index ”‘j
Brian Sweeney & Associates - February 1995
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Growth Strategy Four:
Seek Outside Equity Finance to
Fund Growth

Only 8% of growth oriented businesses definitely plan to seek
outside equity to fund their growth - a further 16% might
consider doing so.

/ Proportion of Growth Seeking Firms Who \

Definitely Plan to Seek Outside Equity

Tasmanian businesses and those in the business services sect
are least likely to be considering equity finance.

Almost one-fifth (19%) of those seekisignificant growth
are keen on following the equity finance path.

To examine further the issue of equity finance, all business
proprietors with plans for growth were asked:

"Are you willing to share control with an outside equity
partner or investor in order to obtain the capital required
for growth?"

Results are summarised overleaf.

Total

NSW/ACT
Victoria
Queensland
SA/NT

Western Australia

Tasmania

Manufacturing
Building/Construction
Wholesale/Retail
Transport/Storage
Business Services

Personal Services

1-4 Employees
5-19 Employees

Significant Growth Seekers

o

o

Moderate Growth Seekers

i

8%

6%

6%

JUU

11%

H

10%

9%

H

0%

H

11%

H

12%

7%

Il

9%

4%

UU

10%

7%

i

9%

| 19%

I

6%

Source: Yellow Pages™ Small Business Index
Brian Sweeney & Associates - February 1995
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Over three-quarters (77%) of growth seeking small business
proprietors say quite specifically that they are not willing to
share control of their business with an outside equity partner
or investor. However, those actively seekiignificant
expansion are much more likely to entertain this idea than
those with moderate growth aspirations (34% vs. 22%).

The following reasons were spontaneously put forward by
proprietors to explain unwillingness to access growth capital
by sharing control of the business with an outside equity
partner or investor:

/ Proportion of Growth Seeking Firms

Who Are Willing to Share Control

Total

NSW/ACT
Victoria
Queensland
SAINT

Western Australia

| 23%

| 25%

22%
20%
21%

| 28%

° Prefer to have control/total control (44%)
i Don't need capital/don't have a problem (27%) Manufacturing :I 20%
¢ Partnerships don't work (13%) Building/Construction | 30%
¢ It's a fam”y business (ll%) Wholesale/Retail 19%
i It is not that type of business (9%) Transport/Storage | 26%
i Outside control ruins companies (3%) Business Services | 26%
. Don't want to borrow (2%) Personal Services | 26%
1-4 Employees 21%
5-19 Employees | 27%
Significant Growth Seekers | 34%
Moderate Growth Seekers 22%
K Source: Yellow Pages™ Small Business Index T“‘j
Brian Sweeney & Associates - February 1995
|
February, 1995 Page 14
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Growth Strategy Five:

Start to Export or Increase Level

of Exports

Just 8% of those seeking growth definitely plan to expand

export markets as a key growth strategy; a further 5% might
consider doing so.

/Proportion of Growth Seeking Firms Who \

Definitely Intend to Start Exporting or
Increase Level of Exports

Those who have already established a beachhead into export
markets are much more likely to see this as a viable option.
Forty-eight percent of those who currently export definitely
plan to increase their export value as a means of growing
and a further 21% might consider this option.

By contrast, just 3% of current non-exporters see entry into
export markets as a definite course of action and another 3%
might consider this strategy.

Victorian, Queensland and SA/NT firms are most strongly
intent on growth through export.

Firms in manufacturing and transport/storage are most likely
to see export as a growth strategy, and those with larger
workforces are also more in favour of the export strategy.

Proprietors seeking significant growth are almost three
times as likely as those seeking moderate growth to see
export as a strategy to ensure growth.

Total

NSW/ACT
Victoria
Queensland
SANT

Western Australia

Tasmania

Manufacturing
Building/Construction
Wholesale/Retail
Transport/Storage
Business Services

Personal Services

1-4 Employees
5-19 Employees

Significant Growth Seekers
Moderate Growth Seekers

This brief discussion of export as a strategy for secuying

growth leads to a more general examination of expprt
behaviour and attitudes which forms the next majg
section of this special report.

=

o

o

i

8%

]

3%

H

12%

13%

H

15%

5%
8%

| 16%

5%
9%

| 15%

%
3%

|

6%

13%

H

|

%

Source: Yellow Pages™ Small Business Index
Brian Sweeney & Associates - February 1995
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Exporting

Export Feasibility and Behaviour

Just under a quarter of small business proprietors believe it
is feasible for small businesses like theirs to export to overseas|
markets. Of these:

-

Export Orientation

forty-three percent already export;
just over a fifth (22%) plan to do so in the future; and
just over a third (35%) have no export plans.

This means that across all small businesses 11% currently
export and a further 5% plan to commence exporting in the
future. The chart opposite looks atirrent and planned

Nol Feasible
to Expart
76%

\

Feasible to Export

Now Export
43%

Plan to Export
22%

No Export Plans
35%

2a%,

—

SOURCE: Yellow Pages™ Small Business Index™
Brian Sweeney & Associates - February 1995

-

Proportion of Small Businesses Who
Currently or Plan to Export Overseas

~

export behaviour in some detail.

As illustrated, small businesses in Victoria and Queensland
appear to be most export oriented - those in Tasmania are
least likely to have found or be seeking export markets.

Small businesses in the manufacturing sector are almost twice|
as likely to be exporting as the average small enterprise and
are also more likely than average to be planning to enter the
export market. Export orientation is lowest in building/
construction, where just 1% of small businesses export their
goods or services.

Businesses with a larger turnover are, perhaps predictably,
most likely to export. Twenty percent of those with an annual
turnover of over $500,000 currently export vs. just 6% of the
smaller enterprises. However, amongst lower turnover
businesses there is the potential for a dramatic increase in
export behaviour with as many planning to enter the export
field as export now.

Non-family businesses are more likely to be involved in export
activity (15%) than small businesses which are purely family
concerns (9%).

Total

NSW/ACT
Victoria
Queensland
SA/NT

Western Australia
Tasmania

Manufacturing
Building/Construction
Wholesale/Retail
Transport/Storage
Business Services
Personal Services

1-2 Employees
3-4 Employees
5-9 Employees
10-19 Employees

Turnover up to $500,000

Fifteen percent of small business proprietors born overseas
currently export or plan to export compared with 18% of
their Australian born proprietors.

Turnover $500,000+

1% 5%
8% 5%
13%
15%
o [ 4%
1000 [ 5

7% 1%

ST 8
:_ 1%/4%
14%
17%
9%

5% -4%

7% 5%
9% - 7%

18%

8%
5%

6%
2%
4%

5%

20% B >
6% I 6%
20% | PR

||:|Currently Export ™ Plan to Export |

Source: Yellow Pages™ Small Business Index TM/
Brian Sweeney & Associates - February 1995
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The chart opposite looks at export orientation of those firms
with significant, moderate and no future plans for growth. Export Orientation by Growth Aspiration

As illustrated, the more ambitious, growth oriented firms
are also more export oriented.

Signif-
icant Moderate
All Growth Grawth No Growth
Businesses  Businesses  Businesses  Businesses
Currenlly Export 1% 13% 4%
Plan to Expert 5% 7% 7% 2%
No Plans to Export 84%, 76% B0 Q4%

@ ahove induslry average SOURCE: Yellow Pages™ Small Business Index™
Brian Sweeney & Associates - February 1995

The Non-Exporters

As we have seen, 35% of those for whom export is a feasible/ o \
option do not currently export and have no plans do so. Reasons for Export Rejection
Reasons for rejecting the idea of exporting were canvassed Too expensive |27%

amongst this group. The most prominent reasons were:

H

18%
16%
13%

Concentrate on local markets

H

No need (company big enough)
° too expensive Company not big enough

|

. concentration on the local markets Freight costs 12%
. no wish to grow the business (company already big No plans for expansion | 9%
enough) Lack of time 7%

]

Lack of knowledge 6%

In addition, some feel that they are too small for the export \ SOURCir’;g'?V\ye:naeie;rsjcrnégﬁgngwlggg;y
business, are concerned about freight costs, have insufficient

knowledge about the overseas markets, or have insufficient

time to develop an export market.

o

| February, 1995 Page 17
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Share of Sales Turnover

On average, exporting small businesses estimate the value
of their exports to represent just over a quarter (26%) of their
total sales turnover - however, almost two-thirds (63%)
estimate that exports account for 10% or less of their sales.

Export Experience

The majority of small business exporters are relatively new
to the export game. Almost half have started to export in the
1990's - 42% in the 1980's.

Quite a high proportion of exporters were 'born' exporters -
that is, they commenced exporting as soon as the company
started operation.

Twenty-five percent of exporters started exporting in the year
the firm was founded; over 40% within two years of
foundation.

-

~

Export Share of Sales Turnover

21% to 50°% Bharc {122,

6" to 104 Share (8%)

1175 1o 204 Share (4%)

) Up Lo 5% Share (63%)

Over 5096 Share (129)

\

Average Share = 26%

SOURCE: Yellow Pages™ Small Business Index™
Brian Sweeney & Associates - February lQQy

-

~

When Did Company Start Exporting?

1980-1489 429

1970-1879 7%

1870 25
1990-1894 48% Fre 1970 2%

SOURCE: Yellow Pages™ Small Business Index™
Brian Sweeney & Associates - February 1995/
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Export Destinations

As illustrated in the chart opposite, small business exporters/ \
are strongly focused on the APEC region. New Zealand is Export Destinations

the most common export customer, followed by the USA and

UK, with PNG, Malaysia, Singapore and Indonesia also New Zealand T44%
targeted by at least one in ten exporters. VSR E—T7es™"

PNG————— 116%
alaysia o
Singapore:I 11%
Indonesia 11%

Asia (Non-specific) 9%
Japan 9%

Fiji 9%

China 9%

Hong Kong[—16%
pacific fslands 1 4%
Canada 4%
Nauru 3%

New Caledonia :|_LA_|°
Other 9

\ SOURCE: Yellow Pages™ Small Business Indey

Brian Sweeney & Associates - February 1995

Motivations to Export

An analysis of what motivated small businesses to venture / ) ) \
into exports in the last ten years indicates that the initiative What First Motivated Company to

to look to foreign markets came, in at least half the cases, Start Exporting?

from people outside the firm who approached the local small

business. Was approached |54%

Looking for new markets 13%

0 . . .
However, 12% of small businesses just recognised a good Saw good business opportunity 12%

business opportunity in selling overseas, while 13% felt the
need to expand into new markets. Eight percent were forced Lack of domestic business :IS%

to look overseas due to lack of local demand. Demand :IS%

Our type of business :IS%

SOURCE: Yellow Pages™ Small Business Index™
Brian Sweeney & Associates - February 1995/

Advice on Export Marketing

Exporters who commenced exporting since 1985 were asked:/ \
Source of Export Advice

"When you started exporting, did you seek assistance or

advice from any government bodies or from private Austrade|  |13%
companies specialising in export marketing or State Government:|12%
consultancy?“ Private Expert :I 9%
Federal Government:|8%
Overall, 45% sought advice, with Austrade and other federal Accountant/Financial Ad\,iser] 3%
or state government bodies featuring prominently as the Taxation Office ]3%
source. Other Manufacturers]Z%
No Advice Sought |55%

SOURCE: Yellow Pages™ Small Business Index™
wse: Commenced exporting since 1985 Brian Sweeney & Associates - February 1995/

o
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Problems with Developing Export

Markets
Those who entered the export field in the last ten years were / \
asked: Problems Experienced
"What have been your main problems, challenges or Bureaucracy 13%
impediments in developing your export markets?" Shortage of capital 10%
Cost of travel or transpor 9%
. I . Competition from oth t 9%
Encouragingly, one in five of those who ventured into export ompettion m:hz ti;'eeiﬁ’f;'wj; i o
. . (]
ma_lrkets in the Igst decadg claim they haye had no pro_blems Insufficient production 7%
or impediments in developing the export side of their business. Obtaining information 7%
Lack of government assistance/funding 6%
Significantly, '‘bureaucracy' is one of the major problems cited. Difficulty in developing contacts|_]4%
None 21%

SOURCE: Yellow Pages™ Small Business Index™
\ Brian Sweeney & Associates - February 1995/
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Other Yellow Pages Small Business Index "Special Reports”

Since the inception of the Small Business Index a range of Special Reports has been produced. Major reports include:

FINANCE AND BANKING ISSUES - AUGUST 1993

- an investigation into capital availability and sources of finance; attitudes to banks and other financial institutions;
sources of financial advice.

SOCIAL ISSUES - NOVEMBER 1993

- an examination of the social issues associated with running a small business; the demographic profile of smd|
business proprietors; the drawbacks and benefits associated with running a small business; the role of the family.

WOMEN IN BUSINESS - JULY 1994

- an analysis of the different attitudes of male and female small business proprietors; the perceived barriers to succgss
and the perceived advantages of the female business proprietor; a profile of the "typical" female small busineq
owner.

[

INDUSTRIAL RELATIONS AND THE NEW NATIONAL TRAINING WAGE - SEPTEMBER 1994

- an examination of attitudes and experiences of small business employers concerning industrial relations; the impact
of the recent Federal Industrial Relations Reform Act on employment; response to the new National Tegjaing W

ATTITUDES TO GOVERNMENT - OCTOBER 1994

- an analysis of proprietors' attitudes to State and Federal Government policies as they impact on small
business.

THE IMPACT OF THE DROUGHT ON RURAL SMALL BUSINESS - NOVEMBER 1994

- an analysis of the effect of the latest drought on the viability and confidence of small business.
SMALL BUSINESS GROWTH ASPIRATIONS AND THE ROLE OF EXPORTS - FEBRUARY 1995

Other special topics investigated include NSW Bushfires, the Sydney Olympics, Exports, Business Technology, Australia
Made and other Credential Advertising, and Employment Skills and Training.

=

For further information on these reports please contact: Public Relations Department
Yellow Pages Australia
Building 3, 301 Burwood Highway
Burwood, Victoria 3125
FAX: (03) 246 4876
PH: (03) 246 4888

Pacific Access Pty Ltd was established in Melbourne, Australia in 1991. The company brings together Australian expertige
in sales, marketing and compilation of directional advertising, with the experience of its partners in international markets.
Pacific Access Pty Ltd continues to invest in skills and resources to extend its reach into the Pacific Rim Region.

In Australia, Pacific Access Pty Ltd trades as Yellow Pages Australia. Yellow Pages Australia is commercially responsiblg
for the sales, marketing, billing, compilation and customer service operation to produce 68 directories natieiaily.
Pagesis a 100% Australian-owned product.

Yellow Pages Australia services more than a quarter of a million customers every year. Eighty pelfedmydfages
customers are small businesses. Yellow Pages Australia values the support of small businesses, and are therefore comnfitted
to supporting this vital sector of the business community.

This support is demonstrated through a number of initiatives like the Small Business Index, Small Business Succefs
magazine and Ausbiz Small Business Seminars.

If you have any inquires relating to Yellow Pages Australia and its initiatives, please phone (03) 246 4744.

Yellow Pages Australia, a business name of Pacific Access Pty. Ltd., ACN 007423912, official advertising contractor to Telecol
Australia, and officers hereby disclaim, to the full extent permitted by law, all liability, costs and expenses whatsoever arisin
from or in connection with copy, information or other material in this report.

© Copyright 1995 Pacific Access Pty. Ltd. ® w Trademarks of Telstra Corporation Limited
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