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Architecture is a growing industry in Australia,
generating over $5b of revenue per year.

It's a branch of the crective industries which
involves a melding of theoretical and practical
disciplines; it demands a mastery of design
and construction, with more than a splash of
psychology thrown in. It's about understanding
how people live, work and move through
structures, and coming up with architectural
solutions that suit.

sections
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— A strong point of difference

— Ability to manage large projects
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Managing the work

— Financial: pricing, budgeting
and quoting
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work done

— Human Resources: Getting
the most out of your people
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other sort of business has to face.

you run it profitably.

OK, let’s get to work.

generate

iIntroduction

Here at Generate, we love working with our
architecture clients and learning from the
unique way they see the world. But we’ve also
noticed that running an architecture business
can be tough, and can present challenges no

That’'s why we’ve put together this eBook —

to share what we’ve learned from working
with architects and to help others build their
business. Whether you're starting out or have
a well established business, whether you’re

a sole trader or you run a multi-million dollar
company, we think there are a few tips in here
which can help grow your business and help

\

Two sides to every story

Like many businesses, architectural firms face
two main challenges in generating sustainable
business:

» Winning the work and
- Managing the work

Both are important and both are related to each
other. Winning the work is exactly what it sounds
like — maintaining a steady stream of jobs, which
in turn means putting together brilliant proposals
which excite the client while also working within
their restrictions on time and budget. Managing
the work is also exactly what it sounds like

— ensuring that the processes you have run
efficiently so as to protect and deliver the product
margin on both jobs.

Both present challenges for architectural firms.
Winning the work consistently and regularly

can be tricky in an industry where its difficult

to stimulate instant demand for architectural
services. And managing the work can be almost
impossible with the array of tasks, skills, approvals
and personnel that an architectural job demands.

But managing the work well can help win work.
And winning work which has potential to be
profitable can be a powerful motivator to managing
the work well and protecting that profit. It's a
self-fulfilling cycle.

So that’s why we’ve divided our eBook into those
two key areas. Because both are critical to running
a profitable architecture company.
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The cycle of taking client
briefs to writing proposals
to contracting with clients
to completing projects can
seem never ending. That's
because it is never ending:
as long as you run an
architecture firm, you'll
never stop having to win
the work. Sadly it's the part
most architects struggle
with. After all, they spent
years learning to be
architects, right”? No-one
told them they'd have to be
sales people as well.

winning the work

But there are things you can do to make winning
the work a bit easier. There are three main areas
to concentrate on in order to help you win as
much work as possible:

- A strong point of difference
- Ability to manage large projects

- Ongoing marketing
A strong point of difference

Architecture’s a crowded industry, with over
13,000 businesses in Australia. How will your
practice stand out from among the crowd?
With more and more architecture graduates
being produced each year, there’s no end of
competition in this growing field.

Customers need to know who you are and
what you do best so that they have a way

to differentiate you from other architects.
Traditionally, there are a few ways of doing this:

- Industry specialisation Developing an industry
niche in which you can concentrate and deliver
more and more specialised services helps
build up your expertise. Over time, it should

also allow you to charge a premium for your
services. Sectors like health care, education,
retail, government, sport and aged care
have all proven useful concentrations for
architecture companies.

Service specialisation Developing a specialised
service that more generalist architectural firms
haven’t got has also helped some companies
create a profile for themselves. Some specialise
in environmental architecture, heritage, access
and so forth.

Process specialisation A little harder, because
to many consumers, the processes architects
undertake seem more or less the same.
However, some have developed detailed
methodologies for engaging with client needs
or engaging communities which help to
distinguish them from the pack. And developing
a reputation for sticking to time and budget,
and knowing how to navigate through building
regulations can be very handy,

Locality specialisation Being the company
that knows a particular territory and how to get
new developments approved and built in that
territory can be useful for building a patch.

W
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Working out your position in the market — the sort
of work you’re going to specialise in, who is your
competition, whether you offer a premium or an
accessible service — is a good strategic process
for any architect. It helps in the marketing process
to be able to talk about your business specialties
so that potential customers remember you and
understand quickly what your skill set is. Being

a generalist architect in a sea of other architects
makes the job of winning business harder.

Here are a few other ways you might seek to build

a unique profile for your company:

» Technology The introduction of BIM systems
revolutionised architectural work in recent
years. What will be next? Using technology
to improve processes — but also integrating
technology into building design — could be an
effective way of differentiating your services.

- Adding services Additional technical services
such as interior design, surveying and mapping,
and urban planning may present opportunities
for growth.

- Innovation Can you design buildings using
materials others are yet to cotton on to?
Can you specialise in connected houses with
NBN linkages? What about houses that have a
positive net environmental impact?

generate

Think about what you need to develop or to

emphasise your specialisation. Additional training?

Specific qualifications? Or maybe just more jobs
of a certain type? Nut out what will help you stake
your place in the market and work that into your
business plans for the next few years. Build your
business around that point of difference.

Ability to manage
large projects

When starting out, most architects gather a range
of small jobs around them; the all too familiar
“alts and adds” of the residential housing world.
Small projects are fine, particularly when you’re
establishing a business. But for an architecture
company to grow, it needs an ongoing supply of
large projects.

It's these projects, typically from the institutional
and governmental sectors, which have the most
potential for economies of scale. They also have
greater promotional clout when they are finished,
helping you win more work. So your ability to take
on large projects and manage them effectively is
crucial. Clients are looking for architects who can
be entrusted with bringing projects of scale on
time and on budget.

\

But what if you’re a small player looking to play in

this big world? Here are a few tips:

- Partnerships are key Most architectural
companies of scale will offer a full suite of
services, including project management, interior
design and so on. Often it can be tricky for
smaller companies to compete for large jobs
when they don’t have the staff and resources
to offer an end to end service. So being able
to partner with other specialist companies to
provide a full service offering is important.

- Maintain a good pool of freelancers Smaller
architectural firms can’t afford to have lots of
people on staff. So having a team of freelancers
who you can quickly deploy on jobs when
demand dictates is important to having the
scale you need to take on the bigger jobs.

- Having good skills across multiple project
stages It’'s no use being brilliant at the
design but slow when it comes to getting the
documentation together. Or stumped when it
comes to negotiating changes with the client.
Or fussy when it comes to changes dictated by
the build. When selecting your team, choose
staff who you think are strong across the range
of project stages you’ll need. A small, well
chosen team — supplemented by freelancers —
can cover all the skills you need.

SO
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Effective cash flow procedures This can be a
real struggle for smaller firms. Set your progress
payments carefully, track your time effectively
and watch for overruns.

Ongoing Marketing

One of the problems architects face in building a
sustainable business is marketing their services.
Most architects would like to be on the tools,
working on projects... but seeking briefs, writing
proposals and winning the work are just as
important skills for architects to master.

It's additionally complex because traditional
marketing activities which are designed to push
consumers into a quick decision don’t work for
architects. Deciding to design and construct a
building is a long, slow and complex process,
often involving lots of different people with
different motives. You can’t cold call people on the
off chance they might be about to build a house.

So for architects, marketing is more about raising
and maintaining a profile, than direct selling. Here
are a few features of a strong marketing approach
for architects:

- An effective web presence, including regular
and consistent social media output

This is the first place many clients will look for
information about you, and first impressions

count. What does your site say about you?
How easy is it for people to find out about
you, your projects and get in touch? Think also
about your social media presence; how are you
represented on Facebook, Twitter and LinkedIn?
What have you got to say about topics that
relate to your work — your specialisation, place
making, working habits, trends in design...

there are plenty of angles on architecture

which you can use to share your knowledge
and build a following.

An approachable, inviting communications style

Lots of architects’ websites and creds docs are
beautifully designed, aesthetically brilliant...
and utterly intimidating for customers.
Remember who your audience is and

bear in mind that it’'s not other architects.

It's the people who you want to short list
you for their project. So tailor all your
communications — written and visual —

to them. Communicate to them in a way
which doesn’t make them feel like they need
a degree in architecture to talk you. Talk to
them, not at them.

Spectacular photography and videography

It almost goes without saying, but the visuals of
your work have to be impressive. Architectural
companies are familiar with the need to take

For architects, marketing
is more about raising and
maintaining a profile, than
direct selling

great shots of their finished work but don’t
neglect video, particularly animations, drone
shots and 360 degree shots. These can help
give your communications the wow factor which
can make a client pick up the phone to call you.
Keep an eye on where AR and VR technology is
heading; before long these will be the tools of
choice for marketers of architectural services.

« Credible testimonials

Positive, credible testimonials have a reassuring
effect on potential buyers. They help customers
imagine themselves in the shoes of previous
clients. And often clients will mention things
about your services which may seem self
evident to you — your attitude, your knowledge
base and so on — but which speak loudly to

a potential customer. So collect, update and
share. These are a critical part of your
marketing campaign.

N\W
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« Clearly identifiable specialisations

There are a lot of architects out there. You're
going to be much easier to find if your specialty
is clearly communicated throughout your
marketing. If you’re a school building specialist,
make sure your credentials for this type of work
are clearly signposted — and use some search
engine optimisation to help people looking for
experts in your niche to find you.

- Beautiful, crystal-clear proposals

The proposal you send to potential clients has
to do lots of things. It has to sell your client on
your vision for their project. It has to reassure
them that you’re the right architect for the job.
It has to clearly set out your process. It has to
be thorough yet readable. So it's worthwhile
putting some time and effort into your proposals
to make sure they are as compelling and
convincing as possible. Consider using an
online tool like _ to create your proposal
templates, track how and when people look at
them and move them quickly through

to the contracting stage.

» Ongoing relationship building and networking

In lieu of a direct sales approach, ongoing
networking is essential. If you have an industry
specialisation, you need to be attending and

speaking at industry events. If your locality is
your specialisation, you need to be attending
local events. Relationship building with people
who bring about large architectural projects
(developers, government staff, staff at major
institutions) is crucial; you never know when
they might need your services and you want
to be front of mind. And after a project, stay

in touch — you want to give them as many
opportunities as possible to refer you.

Strong community links

Architects are experts in place and how people
interact with spaces. Many jobs will come from
being part of a local community, and knowing
about how locals interact with the spaces they
frequent everyday. And architects help shape
the physical world that communities inhabit, so
don’t cut yourself off from your local community.
Get involved. Comment on local issues to do
with public space. Run community events and
hone your skills in community consultation
(often a crucial element of large projects).

It's another good way of keeping your profile
high among the group of people most likely

to bring you work.

@ managing the work

If the marketing of your
services is working well,
you'll be generating jobs.
Next step, managing the
jobs in order to maximise
your profit. This is where
lots of professional service
companies strike trouble;
the attention to detail

and commitment to good
processes is what often lets
them down and leads to
them bleeding profit.
Luckily, architects tend to
excel at attention to detail
and commitment to good

processes, so there's lots
that you can take from your
professional work and apply
to the administrative side.

There’s a raft of things to consider here, but all

of them are concerned with one thing: managing
the job to protect your profit margin. Remember
that a profitable service business is made up of a
succession of profitable jobs. If you’re undertaking
jobs where you’re losing money, over servicing

or creating inefficiencies (or all threel), you're
undermining the foundations of your business.

With that in mind, we’ve summarised our tips
on managing the work into three categories:
financial, operational and HR.

Financial: pricing, budgeting
and quoting
Architects deal with large and complex projects,

often involving large amounts of money. This
means managing the income and expenditure

on each project carefully. On top of that, you've
got your ongoing staffing and office function to
manage. If you’re not across this aspect of your
business, then you’ve created a key risk, because
money comes into architecture companies in
chunks. Here are a few aspects to keep in mind.

Set your hourly rates properly

You might be charging on a percentage of each
project’s cost, or charging fixed fees. But even
under these structures, the work of architecture
companies is based on labour, so it all eventually
comes back to hourly rates. Even if you're using
a pricing method not directly based on hours,
you need to be able to issue the quote with
confidence that the project will not only cover
costs but also be profitable. It’s likely you already
have set your hourly rates for your staff, but here
are a few ways to check if they’re right:

. Compare each staff member’s annual fees
generated to their annual salary. Are they
generating 2-3 times their salary? If not, their
charge out rate may need to be adjusted
(or their utilisation rate may need to increase,
but we’ll come to that)

SOOI
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Check how long it’'s been since the charge out
rates were increased. It may have been some
time! As salaries increase so should charge
out rates.

« Look at some benchmarking data to see what
industry norms are. The Australian Institute of
Architects has a benchmarking survey which
provides useful comparative data on charge
out rates (and other industry metrics).

Have a cash flow forecast

Architectural businesses need to manage cash
flow constantly and carefully. There really is no
alternative. In a business model where cash is
going to come into the business in lump sums

as progress payments are made, but where
expenses are going to come in regularly each
week without fail, a cash flow forecast is essential.

It's a month by month breakdown of what cash
revenue you receive and what you pay out. It
helps you plan for those months when cash

is tight and helps you plan out your progress
payments for projects. You don’t need to be an
accountant to put one together either — the maths
involved is no more complex that looking doing
your personal monthly budget. And we’ve got a
free template you can use to get you started.

generate

Send the invoice, get paid.
Sounds simple enough, but
the crazy truth is that often
people have trouble with
cash flow because they
simply aren't sending
invoices for their work.

Invoice promptly, correctly and often!

Send the invoice, get paid. Sounds simple
enough, but the crazy truth is that often people
have trouble with cash flow because they simply
aren’t sending invoices for their work. Issue
invoices regularly throughout the job and stop
work if invoices are unpaid and overdue. Here are
some good pointers for issuing invoices:

« Make sure the invoice is clear and easy to
read and understand — from who, for what,
how much?

« Include as many payment options as possible
so there are no excuses for non-payment.

\

Send the invoice to the right person — ask
upfront who the invoices should be sent to.

. Don’t send the invoices included with other

work or documents or else they might get lost.

Always send them separately and you can try
sending them from a different email address
(e.g. accounts@) to ensure don’t get confused
for anything else.

- Have a robust collection procedure. Delegate
this task to someone on your team. Chase up
promptly after the due date. Send reminders
and set targets for monthly debtors collection.

Stay on top of this — after all, who wants to be

the bank for someone else’s business?
Read and understand financial reporting

When | was learning to drive, someone said to
me, ‘There’s a tipping point where after loads of
practice, you can suddenly drive the car. But up

until then, the car drives you. The same principle

can be applied to business owners and their
finances. Many of them can’t understand their
financial statements, and until they do, their

business is driving them. That said, many owners

don’t like to admit they don’t understand the

numbers or that if they do, they don’t like to admit

how infrequently they review the numbers.

N
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See if you can answer these basic financial
questions about your business:

- What was your total revenue for last year?
« How much profit did you make?
« How much profit do you make per staff member?

« How much does the business have in cash
and trade debtors?

« How much debt is on your balance sheet?
- How old are your accounts receivable?

The answers to these questions represent the
baseline information a business owner should
have at any given time. You may (or may not) be
surprised to hear that many business owners
can’t answer these questions readily.

Want a starting point? Book a meeting with
your accountant and ask them to explain the
three most common financial reports: profit &
loss statement, balance sheet and cash flow
statement. Afterwards, if you can then explain
them to someone else, you’ll know you’ve got
them licked.

With these three reports under your belt, you’ll not

only be able to talk money with confidence, you'll
be driving your business instead of the business
driving you.

Quote the jobs accurately and quote to win

Getting the quotes right is critical to running an
architectural company profitably. Under estimating
the time need to undertake a job is poison to
running it profitably. Sure, it can be hard to get it
right 100% of the time and there are unexpected
incidents which change the job that can always
pop up. And in the long run, experience in
estimating how long each part of a job will take

is the best path to accurate quoting. But as you
garner this skill, here are a few tips:

- Add a two person sign off to quotes, with one
person being a senior staff member. That senior
staff member’s job is to ensure there’s enough
profit margin in the job to ensure that it’s viable.
And to that point...

« Calculate the profit margin at the point of
quoting. Review it as part of the sign off
procedure. Make it a standard part of the
process.

« Always include a contingency. 10% of quoted
hours is a good start.

« Review your quotes for similar past jobs. Was
there anything that caused problems on a
similar job and have you accounted for it?

Check that you have counted for additional
costs (travel, reference material and so on)
which need to be passed on to the client).

Have a standard quoting format which is easy
for the client to read and understand. Make it
easy for them to get the information they need.
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Operational: Getting the
work done

Next up: making sure the jobs get done in the
most efficient way. Again, this is something which
gets easier with practice. But it also involves
setting up your operations in a way which

makes it easy to monitor and track the work

as it progresses. The nightmare scenario is where
the job spirals out of control: it’s only half done,
but the budget’s all spent and no-one’s exactly
sure what stage it’'s up to and who’s done work.
This is the way architecture firms lose money.

So let’s avoid it!

Have a well drafted service agreement in place,
signed by the client

This is a bedrock document for you to rely on if
needed. This should clearly specify what you're
doing, at what stage and crucially — that you’ll
charge for additional hours outside the scope of
work. It's the document you’re going to have to
refer to if you need to go back to the client and
renegotiate the fee, so it needs to be in good
shape. Review it every year.

Beware scope creep

Scope creep is your enemy and must be
destroyed! It’s the tendency for a job to be
extended by the client (and occasionally by

generate

staff who are over eager to please) to the point
where the quoted price no longer covers the time
needed to complete the job. When this happens,
profit diminishes, and if the creep continues,

the profit will disappear. After that point, the job
becomes a cost to the business and you would
have been better off saying no to the job in the
first place.

Here are few tried and tested methods for
stopping the creep in its tracks:

« Specifically mention in the quote what happens
if the scope blows out. That way the possibility
is flagged up front.

- Where additional tasks are requested mid job,
point out to the client that they are outside the
scope of work. Do this when the requests are

made, not once the hours have run out. It makes

for a much easier negotiation.

« Offer the client alternatives to either downing

tools or charging more money. Specify what you

can deliver for the original quote. Provide clear
pricing for each additional element.

- Maintain good client relationships in case you
have to have the conversation about additional
fees. Again, it's much easier if you’re on
pleasant terms.

« Choose your job management system carefully.

\

Timesheeting and job management systems are
common in the architecture industry. What’s not
so common is using the data from these systems

to guide your decision making. That’s what
turns a timesheeting software system into

a job management regime. You could say that
it's impossible to run an effective firm without
such a system in place.

N
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Systems are only as good
as the people using them -
rubbish in rubbish out -

SO ensure you have a
‘champion' in the office to
keep the system tidy and
functioning properly.

There are many options for job management
software, but all should include timesheeting,
invoicing, client database, job tracking and
reporting functions. Industry specific examples
include Archioffice and Total Synergy, but more
general options like WorkFlowMax and Harvest
are also suitable for architects.

An important aspect of any system is its ease
for staff to use. If it’s clunky, hard to access or
overly complex, staff won’t want to use it. And
encouraging staff buy in is important; if it helps
make their job easier, they’ll be less resistant
to filling in the data you need.

You also want one which suits the way you
work. Out on site a lot? You'll need one which
works across all mobile devices. Got a separate

document management system? You’ll need one
which integrates with that. Want to track your jobs
in categories such as residential, industrial and

so on? You'll need one that can slice and dice the
data in the way you want. For architects, being
able to identify the stage each project is at

is crucial.

And remember that these systems are only as
good as the people using them — rubbish in
rubbish out — so ensure you have a ‘champion’
in the office to keep the system tidy and
functioning properly.

Regularly review the data your system produces

A weekly WIP meeting with your full team is a
must. As is a quarterly management meeting.

At each, you should review the data from your job
management system. Set up signals within the
job management system which flag when a job

is at 75% of budget hours, as a cue to look at the
budget and see that it’'s on track. And track the
reasons why jobs go over — don’t browbeat your
staff about it, but get them to articulate what’s
happened on each job so that you can learn from
it, and feed it back into the quoting process.

Have an effective document management system

Architects deal with information in many
formats: CAD plans, electronic documents,
photos, animations and so on. And when it

comes to paper formats, plans are often printed
on enormous sheets of paper! Variations in
plans have to be tracked, sign offs collected
and versions tightly controlled. All in all, it's an
archivist’s nightmare. So an effective document
management system is a must, and it’'s not

just about the software. It's an organisational
commitment to easy and fast access to the right
documents in the moment which encourages
people to file and maintain records correctly.
It's no overstatement to say that document
management is crucial to operational efficiency
for architects.

Know the utilisation rates for each staff member

This is an important measure for architectural
companies. It's the number of hours billed
compared to the number of available hours per
staff member. So if one of your staff has billed
20 hours last week, and there were 40 hours
available, their utilisation rate is 50%.

The higher the utilisation rate, the more profitable
that employee is compared to their wage. 80%
per staff member is an ambitious rule of thumb,
not a bad one to aim for, remembering that
management and administrative staff will have
lower target utilitisation rates. Track this by staff
member and for the company as a whole and
review them regularly. Which brings us to...
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Track a few key metrics

Your management meetings should kick off with

a dashboard report showing a few key metrics.
Choose them carefully and keep them few in
number; the whole point of a dashboard is that
you get just the information you need and nothing
you don’t, in one glance. Your job management
system can often set these up for you, but
sometimes you’ll need to include data from your
accounting system as well. Dashboard systems
like Fathom and Futrli can kick start these.

As for what to track, here are the baseline
numbers you should be looking at each month,
and tracking the trends for:

Winning the work Managing the work

Number of and value of proposals issued

Revenue, expenses & profit/loss

Number of and value of proposals won

Fees invoiced per staff member

Number of and value of proposals lost

No. of jobs exceeding budget

Number of leads generated

$ value of jobs exceeding budget

$ value of work with live proposals

Overall performance against budget

Net promoter score

Amount of trade debtors

Proposal metrics (if using online system)

Wages vs revenue

generate
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HR: Getting the most out
of your people

Staff are your number one asset, and in an
architecture business where teamwork is
essential, ensuring your staff are happy and
healthy is a worthwhile investment. You want to
ensure the relationship is a long and fruitful one
because replacing staff and dealing with high
staff turnover can have a massive impact on
your bottom line.

At your next management meeting, have a think
about this list of staff-related issues and discuss
how you think your company is handling them.

Salary

You should be regularly reviewing information

from a wide range of sources to ensure your pay

packages are fair and marketable. You can do
this via publicly available surveys, browsing the

online job listings, discussing with fellow business

owners in the industry, etc. Be competitive so
that salary isn’t a reason for your team to start
shopping around. That said, don’t let it become
the be all and end all — if you’re not in a position
to pay market rates, be transparent about this
and offer things you can afford (for example,
extra leave).

N
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Setting clear goals

People like to know what is expected of them
and there are few things more demotivating than
not knowing what your boss expects of you and
what the path to success looks like. Ensure that
all team members have clear job descriptions
which include a clear outline of their duties,
responsibilities, reporting lines, as well as key
performance indicators and the path to success.

Bonuses

There are many ways to do this and much
evidence around that once they are expected,
they start to lose some value. Find out what is
important to your staff and reward them for a job
well done on an ad hoc basis, remembering it
may not be money. Keep things surprising so it
doesn’t become anticipated.

Birthday leave

Some staff like cakes and having a room full of
well-intentioned people singing happy birthday
at them, and some do not. With that in mind, why
not offer your team members a day off on their
birthday? Just keep in mind that some people
really like coming in on their big day, so perhaps
make it available any time within a week of the
actual day.

Social events

Everyone has a story about a miser boss who only
took the team out once a year and they had to
pay for their own drink. Don’t be that person. Staff
outings don’t need to be expensive or debauched.
What they should do is let the team know that

you care and give them an opportunity to unwind.
Most importantly they are an opportunity for team
members to bond outside of the office — the team
who plays together, stays together! These kinds of
events are also great fodder for your firm’s social
media and can help when it comes to recruiting
new staff, particularly the younger ones.

Interesting work

Speak with your team members regularly about
the kinds of work your business handles and what
in particular interests them. They may like working
with particular types of clients, or particular types
of work or they may be interested in helping you
run your business by handling things such as HR
matters, systems and policies, IT, marketing, social
media, etc. Ask, listen, and action to keep your
team members engaged and happy.

Regular feedback

Don’t save feedback up for the annual review.
Give feedback regularly! Positive feedback should
be made publicly where possible so the team
member can feel valued and to ensure other staff

are aware of the person’s achievements. Negative
feedback should always be handled with care and
should include a path to improvement.

Take care of their health and safety

Have sensible policies and procedures for when
staff go out on site. And since architects spend a
lot of time sitting at their desks, make sure you’re
encouraging them to get up and move around.
Look out for the people working loads of hours;
that way leads to burn out, so encourage them to
take a break and to take their holidays. And don’t
neglect their mental health — give them access
to safe places and services where they can talk
about their concerns and be sensitive to mental
health issues in the work place.

Where to from here?

Architecture’s a unique and vibrant industry.
It attracts people with both creative and
analytical minds — just the sort of people
we love helping at Generate.

If you're looking for accountants and advisors
who get what makes architecture such a unique
business to be in, drop us a line. We've got a
range of services to suit no matter what stage
your business is in. We know the creative
industries backwards and we’d love to help.
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