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This report contains 161 charts prepared to highlight differences in the Australian The Startup Muster 2025 survey was available to complete online via startupmuster.com

startup founder experience for Al-focused and Al-enabled startups. from July to September 2025.

Each chart shows three segments: Our target audience has always been Australian startups with some connection to
o organisations providing support, and organisations supporting Australian startups
Startup Muster 2025 responses that were not building Al products or (accelerators, incubators, investors, mentors, educators, service providers, membership-
services, or using Al for key functions (non-Al startups) based organisations and government).

(coloured bars, 110 responses, 23%).

. Ny et s o All survey participants identified as either currently running an Australian startup (“a
Founders that said they were "Building an Al product or service

(dark grey bars, 199 responses, 51%). technology-enabled entrepreneurial pursuit”), or working at organisations that currently

offers support to startups in Australia.
Founders that said they were "Using Al for key team functions”
(light grey bars, 246 responses, 61%). Survey questions were sourced from past surveys where time-series data was deemed

valuable, and new questions in response to requests from organisations supporting

Australian startups.

In 2025, promotionwork was led by a network of Survey Coordinators in every single
Notable characteristic of non-Al startups Australian state and territory. We estimate this yielded a 14% increase in participation

9 Notable characteristic of Al startups

outside NSW (while retaining the same promotion methods).

The data collection for this report has been made possible by support from Optus, ARENA, Responses underwent an exhaustive validation and cleaning process, including multiple
Australian Research Data Commons (Research Link Australia), City of Sydney, ACS Labs, manual reviews of each participant to ensure compliance with our definitions. Startup Muster
Rippling, Stone & Chalk, Main Sequence, Queensland University of Technology, University defines a startup as an early stage business that has a potentially large addressable market
of Newcastle, Pledge 1%, National Al Centre, CSIRO, Ashurst, Baxter IP, Gild Group, that utilises technology to capture that market quickly.

ServiceRocket, Compass loT, JurisTechne, PollenOne and Passionberry Marketing. , , ,
P y J The total response count for each question varies as not all questions were compulsory. Some

questions with options were single-select and others multi-select depending on the needs of
the question. Manual thematic clustering was conducted for 51 free text questions, and
occasionally was redone for past years of data when new categories were used for 2025 data.

If you would like to support Startup Muster's work continuing in 2026, please contact
murray@startupmuster.com

We hope this report provides useful insights for all startup founders, startup supporters,

. . Unrealistic numerical outliers were removed, as were obviously incorrect answers.
investors, educators and policy makers across the country.




Australia’s startups play an essential role in our innovation
ecosystem. TheyTe often the bridge between research and
real-world impact - labours of love that turn ideas into
products, services, and industries that lift our productivity
and boost our prosperity.

Startups also make outsized contributions to Australia’s
jobs and exports. Theyre more likely to scale quickly, reach
global markets early, and generate the value that
ultimately underpins prosperity. Their success is
Australia’s success.

The Startup Muster 2025 Comparison Report on Al
provides a detailed picture of the startup landscape as
founders navigate the growing influence of Al.

As with the proliferation of cloud computing over a decade
ago, Al is reducing barriers to inmnovation by making it
cheaper and faster to create new ideas.

This important report examines the motivations that drive
founders, the enablers that support them, the challenges
they face, and the lessons they share with one another. It
also highlights the differences and similarities between the
startups that are building or using Al applications, and
those that are not.

FOREWORD

Avibrant startup ecosystem is central to delivering a
Future Made in Australia. Reports like this help ensure the
Australian Government understands what is working and
where we need to do more.

I'd like to thank and acknowledge the Startup Muster team
for their valuable work. Since 2013, they've built one of the
most comprehensive pictures of Australia’s startup sector
- grounded in data, shaped by founders, and increasingly
vital to the work of investors, researchers, and
policymakers. This report is yet another valuable
contribution to that project.

THE HON. DR ANDREW CHARLTON MP

Assistant Minister for Science, Technology and
the Digital Economy
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CRITICAL EVENTS IN THE FOUNDING OF STARTUPS

WHY STARTUP?

51%
=+ Identifying a compelling opportunity

=4 Solving a problem | was experiencing

Experience from founding a startup previously

WHAT FOUNDERS ENJOY ABOUT RUNNING A STARTUP

799, Having a supportive partner or spouse

Solving important problems 76%
7% Meeting my co-founders

Ownership of the value created

9 Developing technology that excites me
Being my own boss

Having a flexible work schedule and lifestyle
The opportunity for financial success
Developing new skills

Helping others

Testing and proving myself

The people in the ecosystem

Making money

0 Offering something new for my local community

Solving a problem in my local community

. 2025 non-Al

2025 building an Al product or service

63%

65%

I -

I
63%
63%
I 5
56%
58%
I 5
54%
55%

I 7%

56%
59%

I, 59%

50%
54%

I 7
47%

48%

I 34%
40%
44%

I 23%
25%

27%

I 157%

26%
27%

I, (3%
23%

24%

2025 using Al for key team functions

N%

73%
73%

Dissatisfaction with previous job

Circumstances made having my own business desirable
Inspiration from attending startup-related events
= Using Al for guidance or ideas

Inspiration from direct contact with startups

= Auniversity-based entrepreneurial program
Solving a problem | was not experiencing

Having an entrepreneurial father

A fun project that became a viable business

The COVID-19 pandemic and its effects

Aneed for additional income on the side

== Research commercialisation

Inspiration from online media about startups
Redundancy

Hackathon or startup weekend

Departure from a career inresearch

Being single

Having an entrepreneurial mother

A short educational course on startups

Innovation program in a large company
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CRITICAL ENABLERS

3 Experience in an industry

Q Specific skills (entrepreneurship and industry experience not mentioned)

Q Access to capital (not grants)

A newmarket opportunity

Team/talent
G Access to customers
Incubators or accelerators

QAl

Resilience/mindset

Universities/academia/research (education and incubators not mentioned)

7
. 2025 non-Al 2025 building an Al product or service

Unique IP
Government legislation changes
Past entrepreneurial experience

Co-founders

Government support (grants not mentioned)

Network/connections

Mentors/adyvisors

Education

Q Grants (R&D Tax Incentive not mentioned)

Experience (nonspecific)
R&D Tax Incentive
Unique data

Support from spouse
Support from family

Can't think of any

WHAT CRITICAL ENABLERS COULD FOUNDERS NAME?

N 1%

29%
23%

T 22%
14%

15%

T mI__——_—_—_—_—_————————,_18%
9%

10%

e — 0%

10%
1%

T — 2%
8%

%
e — 5%

0%

I 2%

A

— 3%
5%
%

I — 4%
2%
— 3%
3%
3%

I — 4%

2%

5%

2%

I— 4
3%
2%

[ 2%
1%
1%

0%
2%
1%

I 1%
2%
2%
I 2%
0%

0%

9%

10%
1%

14%
9%

QUESTION ASKED WAS:

If you had to list a few critical enablers of your organisation, what would they be?

For example, your unique access to a particular thing, certain skills, certain knowledge, legislation change, etc.

. Pui
16%

2025 using Al for key team functions

17%



CHALLENGES

. 2025 non-Al

2025 building an Al product or service

0 Life circumstances that require a stable income

9 Financial dependents (kids, mortgage etc)
Q Lack of access to investors or finance

Other life circumstances required my attention

Commitment to immediate family and / or spouse

Lack of the technical skills to start

Lack of time

Lack of confidence in my own ability

Need to save money first

Lack of confidence in the viability of my idea

Lack of support from a partner or spouse

Lack of the non-technical skills to start

Lack of support or support services in my area

Lack of community or collaboration opportunities

Lack of access to mentors inmy area

Lack of childcare support

Seemed too hard

| just don't knowwhere to start

Nothing

WHAT HINDERED FOUNDERS
WHEN STARTING

I, 40%
53%
56%

I, 35%
51%
52%

I o
28%

30%

I 1%
23%
22%

I 14%
21%
24%

7
19%
21%
I
19%
21%
—
13%

16%

I 9%
10%
12%

I 5%
1%
12%

_—
10%

10%

I 7%
8%
1%

I 9%
8%
8%
I %
9%
10%
I 5%
7%
8%

I %
4%
4%

| KA
3%

5%
B 4%
3%
3%

I 13%
9%

7%

2025 using Al for key team functions

Customer acquisition/marketing
Funding/finances/resourcing
Q Venture capital fundraising
9 Scaling difficulties
Hiring/recruitment
Regulatory/compliance challenges
Networking and partnerships
Technology challenges

Market access
Grants/government support
Impact of economy

Research and development

Lack of time

Personal challenges

Impact of competitors

Gender or demographic issues

0 None or not sure

PRIMARY CHALLENGE FACED
BY FOUNDERS TODAY

I
39%
37%

-
8%
8%
0%
8%
5%

e
3%

33%
30%



PLANS

Undertake capital raising in Australia

0 Expand sales significantly inside Australia
9 Expand sales significantly outside Australia
Q Undertake capital raising overseas

0 Travel overseas for a program

Move to a larger office in Australia

Open another office overseas

Renew my office lease in Australia

Sell the organisation to an Australian purchaser
Move to an office of similar size in Australia

Sell the organisation to a foreign purchaser
Move to a smaller office in Australia

Move our primary office overseas

Shut down the organisation

List on the ASX

2025 building an Al product or service

NEXT 12 MONTHS

I 5%

51%
52%

I, 42%

59%
56%

I 25°%

42%
39%

I, 53
27%
25%
I 12
23%
19%

I 127

13%
14%

I 79

12%
1%

B 4
6%
7%
1%
4%
5%

B 2%

4%

4%
B 4%
1%
2%

I 4%
2%

2%

Bl =
2%

2%

1%

1%

1%

0%

1%

1%

2025 using Al for key team functions

Expand sales significantly outside Australia

9 Expand sales significantly inside Australia
Undertake capital raising in Australia

9 Undertake capital raising overseas

Move to a larger office in Australia

Travel overseas for a program

Open another office overseas

Sell the organisation to a foreign purchaser

Sell the organisation to an Australian purchaser
List on the ASX

Move our primary office overseas

List on a foreign exchange

Renew my office lease in Australia

AFTER 12 MONTHS

5

6%

59%

I, 3%

16%

19%

14%
18%

18%

14%
20%

18%

16%
10%

12%

-
10%
13%

B 5%

6%

6%

2%

3%

B 3%

3%

2%

B2

1%

1%

54%

51%

30%

35%

36%

37%

33%

Too early to plan for IPO

Prefer acquisition or trade sale

= Not right for our business model

High compliance and regulatory burden

Desire to remain private

Loss of control

Uncertain or undecided exit strategy

ASX not suitable for startups

REASONS FOR NOT
CONSIDERING A

FUTURE IPO
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WHY AUSTRALIA?'

WHY STARTUPS KEEP OPERATING IN AUSTRALIA

Quality of life in Australia / where | choose to live
= Family ties

Australian market and customers

Early stage/testing before expanding overseas
Australia-specific mission/products/services
Ecosystem/talent/research/resources in Australia
Patriotism/Supporting Australia

— Government support/R&D incentives

Stable environment (legal/political/economic)

Low cost : ] 0 Better market opportunities

56%
Capital availability

Not sure / nothing Better access to capital

9%

Q Better opportunities for my industry

13%
Q More support than in Australia l

4%

I 5
Q Better regulatory environment 3%
3%

‘ M

4%
‘ Better government incentives F
- 1%

10
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ADVICE

FROM FOUNDERS, FOR FOUNDERS

IF AFRIEND WANTED TO START A COMPANY, WHAT WOULD YOU TELL THEM TO DO?

e 2
9 Validate the problem and market demand 32%
34%

— 18%
Be resilient and prepared for the difficulty 18%
16%

%
Network, get mentors, and use the ecosystem 9%
1%

I
Secure funding and manage finances carefully 1%
7%

I 0
g Just start / Take action 8%
7%

Find a co-founder or build a strong team 5%
0 Create a business plan and strategy 7%
6%
Build and iterate quickly 2%
9 Start part-time / Don't quit your day job 3%

Don'tdoit 2%

Do it overseas 0%

11
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Al ©

ARE YOU BUILDING AN Al PRODUCT OR SERVICE?

HOW Al SOLUTIONS ARE
DIFFERENTIATING STARTUPS

32%

We integrate Al in a way that enhances user experience or efficiency o
(o}

Our Al model offers a competitive advantage that is hard to replicate
We focus on a unique or underserved market segment
Our solution significantly outperforms existing alternatives

We use a novel approach to data procurement

2025 non-Al 2025 building an Al product or service 2025 using Al for key team functions

Al features in existing products/services at no extra cost to the customer

Content creation for marketing

Al-enabled efficiency or productivity improvements within your business

New, standalone Al-based products/services, with an additional charge to the customer

New customer discovery

Al features in existing products/services with an additional charge to the customer

New customer conversion

Customer retention

Licensing of Al-based technologies to other businesses or customers

Providing fee-for-service advice / consulting on Al to other businesses or customers

Using but not monetising

HOW ARE STARTUPS
MONETISING Al

40%
32%

33
34%

33%
30%

30%
21%

20%
19%

23%
18%

—

8%
14%

15%
12%

1%

O

I %
o= 32
(2]
o~

1%

8%
23%



WHERE ARE YOUR LLMS HOSTED
LARGE LANGUAGE MODEL FAMILIES

PRODUCT OR SERVICE United States
GPT Other countries (all <1%)
291
STARTUPS USING Al FOR KEY FUNCTIONS Claude NEESITE
77% Proprietary/In-house CAN YOU NAME ANY VOLUNTARY Al
Grok SAFETY STANDARDS PUBLISHED BY
Llama AUSTRALIAN GOVERNMENT
e Al SERVICE SUPPLIERS .
JOB FUNCTIONS PERFORMED OR Mistral NAMED AS ESSENTIAL Voluntary Al Safety Standard (VAISS) - Ll
] ]cyo
SUBSTANTIALLY ASSISTED BY Al Qwen Openal Australia's Al Ethics Principles
2
. - %
Software development 5 Anthropic = ISO/IEC 42001 |
it 0%
Content creation / writing Google Al Guardrails E
Marketing i Microsoft : : 0%
. . i Safe and Responsible Al in Australia |
Social media o Cursor o o
Communications Canva NSW Al Assurance Framework |I
: : 0%
General business operations Grok National Framework for the Assurance of Al in Government
Graphic design Sl _ 08%

o
S

— No
Grant writing ks

GitHub

Strategy
Amazon Web Services

o [9)

UX design
Sales / business development = EXTENT TO WHICH
Artificial intelligence %" . FOUNDERS CONSIDER THEY International standards (ISO/IEC 42001:2023, IEEE, NIST)

Ll
> 0
2 8
Ern
O:U
:UZ
2 >
(DZ
o O
m
<Z>>
(DZ
- U
=
o O
gx

23%
%

—
o
S
=
[e5}
o
S

Legal HAVE THE SKILLS AND The Australian Voluntary Al Safety Standard o Al
Project management RNOWLEDGE TO USE Al International Regulation (e.g. EU Al Act) —
Data science / analysis TOOLS APPROPRIATELY None - these resources are not helpful for me _
: o Proposed mandatory guardrails for Al in High-risk settings

Customer service " 4 Toaverylarge extent S - P y9 S 9

22% ;

) ) . State or Federal Government Al Policy or Assurance Frameworks
Big data storage / analysis To a large extent —
N Organisations developing their own approach -
Scientific research o T q - 40% :
0 @ Mg At X e None - but will in future —
Hardware development / engineering , 6%
13 — To a small extent
5%
Not at all

2025 non-Al 2025 building an Al product or service 2025 using Al for key team functions



WHO IS LAUNCHING?

FOUNDERS WITH PAST STARTUP FOUNDING EXPERIENCE

Q Masters

48%

47%

Bachelor

FOUNDERS WORKING A JOB OUTSIDE THEIR STARTUP

(— I

41%

Graduate diploma or certificate

41%

Honours

FOUNDERS CURRENTLY STUDYING

(o)
Double bachelor

8%

7% High school or national equivalent

FOUNDERS WHOSE STARTUP IS RELATED TO THEIR
CURRENT OR PAST AREA OF STUDY

Vocational certificate (I, I, ll, IV, etc)

58%

56%

14
. 2025 non-Al 2025 building an Al product or service 2025 using Al for key team functions

LEVEL OF EDUCATION
24%

31%

24%

23%
8%

8%

14%

-
4%
6%
- 4%
5%
5%

l 2%
3%

3%

35%

PROPORTION OF FOUNDERS IN STARTUP MUSTER

WHO WERE WOMEN

32%

29%

31%

PROPORTION OF FOUNDING TEAMS
WHO WERE WOMEN

31%

28%

30%

PROPORTION OF FULL TIME EMPLOYEES
WHO WERE WOMEN

35%

32%

35%

PROPORTION OF PART TIME EMPLOYEES
WHO WERE WOMEN

42%

35%

42%




WHO IS LAUNCHING? ...

AVERAGE FOUNDER AGE

47

46

AGE DISTRIBUTION

35%
33%

30%

25%  23%

7%

20s 30s &» 40s 50s

26%

1%

@ 60+

15
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9%

Spoke english as their first language

Provided unpaid care for children in the last two weeks

Q Born overseas

Having difficulty paying bills/debts when due

9 Neurodiverse

Low-SES background

Q Person of colour

Invisible disability

LGBTQI+

Receiving financial aid

Apersonwith avisible disability
Aboriginal and/or Torres Strait Islander

Refugee

FOUNDER DEMOGRAPHICS
I -
83%
83%
I
45%
43%
I
34%
33%
2
24%
23%
B 4%
15%
1%
s
1%
14%
I
e
7%
N 2% TOP COUNTRIES OF BIRTH
7%
7% _ 99%
l 39 AU 66%
67%
5%
5% B 6%
UK 4%
- 6% %
3%
- . . 3%
India 5%
0% .
1% - 4%
1% NZ 3%
3%
0%
2% B 3%
1% USA 4%
2%
0%
|1%

Canada %%
3%



WHERE ARE THEY?

Home office

9 Coworking space

Our own office
University-based startup area
Cafes / restaurants / etc
Anywhere | can use my devices
Incubator space

Public spaces

Public libraries

TOP LOCATIONS WORKED FROM

I, 27°%

38%
36%

I
17%
19%
-
15%
17%
—
1%
14%
-
14%
13%
T
9%
N%
s
10%
9%

TR
7%
7%

FOUNDERS WORKING FULL TIME
FROM AN OFFICE OUTSIDE THEIR HOME

20%
17%

. 2025 non-Al

2025 building an Al product or service

€ Tech Central (NSW)

€ UTS

459 Q Stone & Chalk

73%

T Cicada
Lot Fourteen (SA)

Canberra Innovation Network
Integrated Innovation Network (I2N)
@ UNSW

Sydney Startup Hub (NSW)
Spacecubed

Q The Precinct (QLD)

ThincLab

Greenhouse

Q Western Sydney University

MOST NAMED INNOVATION PRECINCTS/CLUSTERS

I — 1.9%
I 0.9%

I, 0.9%

25%
2.8%

I, 0.9%

2.0%
2.0%

I 0.9%

20%
2.0%

I 1.9%

15%

2.0%
I 1.9%
1.0%
1.6%

— 2 8%

1.5%

0.4%

I 0.9%

2.0%
1.6%

0.0%
15%
16%

I — 9%
1.0%
0.8%

I 0.9%

1.2%

I 0.9%

0.5%

1.5%

12%

e 2.8%

0.5%
0.4%

DAYS PER WEEK IN AN OFFICE: FOUNDERS

28%

None 26% None
27%
2%
1 15% 1
17%
T 22%
2 19% 2
18%
- 1%
3 13% 3
15%
I 6%
4 4
7%
T 13%
5 14% 5
13%
P 8%
b6+ 6% b+

4%

2025 using Al for key team functions

55%
4.5%

4.5%
37%

Opportunities for collaboration and networking
0 Improved visibility, reputation and credibility
Incubators, accelerators, programs, and investors

Access to university talent

Shared services/equipment/infrastructure
Attractive infrastructure and lifestyle amenities
Access to university research partnerships

9 Proximity to customers and pilot opportunities

DAYS PER WEEK IN AN OFFICE: EMPLOYEES

T 72%
% population estimate.

| PV
7%
5%
N 5%
5%

5%
I 7
7%

8%

11%

4%

3%
N 10%

3%

6%

B 2%

1%
1%

NSW

QLD
TOP PRECINCT/
CLUSTER BENEFITS

vIC
- SA

51%
54%

R 2 Q WA
7%
40%
40%
4%
ACT
36%
36%
31%
- TAS
.

26%
24%

NT

STATE

50%
48%

20%
21%

13%
14%
-
10%
10%
7%
8%
s
6%
6%
l 3%
1%
2%
| 2%
1%
1%

Note this location data reflects who

73%

participated in Startup Muster and
provided addresses. This is not a

Some startups had offices and
home addresses in multiple states.

In 2025, Startup Muster employed
survey coordinators in every state
and territory with the same budget
allocated to each.



WHERE ARE THEY? ..

FOUNDERS IDENTIFYING AS BEING PART
OF AN INNOVATION PRECINCT OR CLUSTER

45%
45%

FOUNDERS THAT FELT ENGAGED IN
THEIR LOCAL STARTUP ECOSYSTEM

56%
60%

STARTUPS CONSIDERING MOVING
FROM THEIR CURRENT LOCATION

48%
48%

28%
25%

FOUNDERS WHO SAID THEIR HOME INTERNET QUALITY
NEGATIVELY IMPACTED THEIR WORK SIGNIFICANTLY

Using my own home
Convenient / close to home
9 Affordable

Startup community

9 Quality of workspace
University / lab space
Support available

Central location

Lifestyle / environment
Opportunities for partnerships
Proximity to customers

It was free

Good transport

17
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TOP REASONS FOR CHOOSING YOUR
OFFICE LOCATION

I 5
26%
26%
I 25
25%
22%
I 10%
24%
20%
I, 12%
17%
14%
I 6%
13%
10%
Need more space
I 0 © i
7%
- 9 Cost
_67 7% Q Desire for coworking/networking/community
8% . .
Q Need specific facilities
I 4
s Proximity to clients
8%
B 4% More opportunity overseas
4%
i Government support
-
3% Better transport
4%
- 4% Family considerations
3%
3% Proximity to investors
I
29 Ability to attract staff
3%
o Ability towork remotely
0%
4%
4% Difficulty working from home

TOP REASONS FOR PLANNING TO
CHANGE LOCATION

7%
12%
12%

. 8%
12%
11%
I 4%
11%
10%
I 12%
3%
4%
I 4%
6%
6%
I 2%
4%
5%
I 2%
3%
4%
I 2%
2%
3%
B 1%
2%
2%
10/_ 2%
2%
B 1%
1%
3%
B 1%
1%
2%
Bl 1%
1%
1%



W H AT A R E T H EY D O I N G? INDUSTRIES THAT APPLY STRONGLY TO

STARTUP PRODUCTS/SERVICES

e . I 12%
THEMES THAT APPLY STRONGLY TO @ Artificial intelligence o
I 7%
STARTU P PRODUCTS/SERVICES 9 Software development 17% 16%
43%
. I 26%
. . 65% Medtech, healthtech or biotech 9%
0 Mainly business customers (B2B) 78 20
77%
. I 14%
. I 6% Education 22
9 Software as a service (SAAS) 52% 2%
48% I 24%
I 2 Q Clean energy and waste 16%
Mainly consumer customers (B2C) 0% —— 11920/
33% (<}
Greentech 7%
, I, 36% 2%
Q Has or will have patents 9% I 25%
15% Decarbonisation 12%
I 17% o
Mainly government customers (B2G) 23% NATIONAL . I 1%
20% Consulting 7%
20%
| | — RECONSTRUCTION —
Environmental impact 14% Health o °
FUND ALIGNMENT
I 22% I 2%
Scientific research 15% Q Manufacturing 10%
16% 340/0 13%
. : " . I 13%
Android app I 6% . 4+ Enabling capabilities 43ty4<>/° Fitness or wellness x
© 16%
19%
I I 16%
6% . . . i %
iOS app 19% Renewables and low emission technologies Agriculture —
I 24
B 8% g Advanced manufacturing 7%
Social disadvantage or impact 7% _ , : 8%
9% Medical science . r—
. Internet of things 14%
° 13%
Marketplace 16% B 4%
-~ 16% — Agriculture c Content / media i e
9 Big data systems and analytics 2% . s
18% . Fintech 7%
I — Value-add inresources 9%
Physical product with embedded software 4% . I 7%
125 Disability .
. . I 10% — Defence capability B : 12%
Social enterprise ] pabitity Q Transport 1
2 7%
B 5% I 13%
Application programming interface (API) i — Transport [EZ Q Defence -
; 6% .
I 17% o - 5%
Q Hardware design and manufacture 0% _ e 6% Food and beverage -
10% Value-add in forestry and fisheries .
I 4% Cyber security o
Desktop software 15% T
14%
I %
I 14% @ Noneoftheabove Environmental services 2
Has or will have industry-specific licenses or accreditation &% B
9% M I 12%
0 inin &%
H 7, AS CHOSEN BY THE STARTUPS & J ™

Mainly university customers (B2U)
7%

5%
9 Marketing 13%

13%

18
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TEAMS

AVERAGE SIZE OF FOUNDING TEAM

2]
20

AVERAGE FULL-TIME EMPLOYEES TODAY

3.6
4.7
0

AVERAGE PART-TIME EMPLOYEES TODAY

1.7
1.8
1.6

AVERAGE NUMBER OF OUTSOURCED
WORKERS IN PAST 12 MONTHS

5.2

59

AVERAGE NUMBER OF INTERNS IN PAST 12 MONTHS

1.0
1.6
1.4

NUMBER OF PLANNED HIRES IN NEXT 12 MONTHS @)

2.6
41
4.0

2025 non-Al

2025 building an Al product or service

Strategy

General business operations
Project management

= Software development
Managing people

Product management

Sales / business development
Financial management
Marketing

— Scientific research
Customer service

=+ Artificial intelligence
Stakeholder relations
Content creation / writing
Communications

Data science / analysis
Hardware development / engineering
UX design

Grant writing

Graphic design

2025 using Al for key team functions

SKILLS IN FOUNDING TEAM

47%
6

o
°" | o~
2

o~
w
o

51%
62
61%

| o
|

50%

Al
XN
2

24%

o1
4
X

46%

24%
37%
4%

30%

w
(&3]
IR
°\ [<)

29%
35%
36%

24%

N
gi!
X | °

19%
28%

36%

!

— o=

\°‘ =

3
N
3
X

14%

)
%
S~

8%

°
S
()]
3
>~

N
0
o=

14%

SR
3| 2

N

<

NN
2
S~

16%

N
N
o=

30%

—|=
s
— N
N =
2 <%
0\
N o
5 R SRS
2 2 a
B P
2

22%

21%
18%
14%

Marketing

Sales / business development

Fundraising

Legal

=4 Software development

=+ UXdesign

Financial management

Social media

Accounting

Graphic design

Grant writing

Artificial intelligence

Product management

General business operations

Strategy

== Public relations

Data science / analysis

SKILLS THEY WISH WERE IN
FOUNDING TEAM

8

5

o
o=

9

(e}
o=

32

14%
14%
15%

1%

13%

1%

1%

12%

17%

14%

7%

10%

8%

1%

9

32

10%

9%

7%

5%

6%

1%

12%

13%

19%

24%

28%

31%

29%

32%



TEAMS ..

SKILLS FOUNDERS PLAN TO
HIRE IN THE NEXT SIX MONTHS

[ 19%
9 Software development -
: I 37
Sales / business development O
. I — 27%
Marketing 38%
36%
. [ 16%
Customer service o
, . I 9
General business operations 9,
. I 7%
9 UX design L
ey . . 3%
9 Artificial intelligence T
. [ 71%
g Project management e
. . N 7%
Social media
. . 16%
Hardware development / engineering =
I 1%
Product management o
. - k2
Content creation / writing %

13%

. . . 9%
Q Manufacturing design or operations 6%

7%

. . . I 13%
Business operations in overseas markets =
I
Other engineering ZH W
M 2%
Data science / analysis BIE
Graphic design = .
I
Scientific research E ”
i 3%
Big data storage / analysis e
No hiring planned in the next sixmonths %4%3% TOP VISAS
. . I 5%
Graduate working visa (485) 0 o
STARTUPS WITH AN Student visa (500) _;‘// o
I . I 5%
EMPLOYEE ON A VISA @ Skilsindemandvisa (482) oo >
Employer nomination scheme visa (186) = 1/§°§
Skilled independent visa (189) = 10/:% 3%
Global talent visa (858) 0% .

2025 building an Al product or service 2025 using Al for key team functions

STARTUPS OUTSOURCING WORK IN LAST 12 MO

69%
2%
13%

General business operations

0
C
A
A
m
Z
—
-
m
>
K4
»n
=
-
r~
»

=<  Sales/business development ak

| S
R® |2

48%
58%
60%

Strategy

27%

TASKS BEING OUTSOURCED

<4+ Software development

57%
41%

' % . I —— 65%
Project management Accounting
58%
. 40%
Marketing 8% R 58%
= Legal 48%
32% 47%
YL e EE I 07
48% o
-~ 0 Software development 43%
i i ° 4%
Financial management 0% .
37% _ %
, 15% Graphic design 3
Customer service 3% 29%
Marketing TS0’
C arketin 28%
Communications S 2%
% _ I 4%
Social media z 9 UX design o
, " I 8%
Content creation / writing ‘ Financial management 16%
14%
. _14%
ABCOUTIE Social media 12%
1%
=+ Artificial intelligence o _ . 2
z Content creation / writing 12%

9%

Fundraising

UX design o SKILLS JOB CANDIDATES WERE MISSING
Grant writing =

g
=

25%

7% = Technical competencies (not software)

K

]
2

N

*
[~
2

Stakeholder relations Motivation/resilience

o
R
IS

3
B
QLS
& N B
=

Managing people v Software development skills

5

R
*

N
a
2

B

2

5

Communication skills

9%

Data science / analysis

Q
5

Experience in a specific industry

R
2

2

Business skills

o

== Scientific research

10%

o
2

I
—_
32 N
o~
)
a
B 3
3
o
2
B

I3
R

%

Problem-solving abilities

<

.
=}
3

Business operations in overseas markets 20% , :
5% Business development/sales skills

- Al skills
Data science/analytics
Reliability

Startup ecosystem experience

o
32

°
S
3
53
N
2

o
2

°
3
IS
&3

4

Graphic design

0

(=]
52
S
i
o
*
o
52

12%

"%I
3
N}
R
~g°
2

= Hardware development / engineering

o
2

° °
S S
Ny N
oy
%
o oy o
B B
s S s
B 3
Oél 051
o~ o~
@ o
2 2
2

2
o

7%

B

People skills

2

7%

2

Practical real-world experience

STARTUPS THAT HAD DIFFICULTY Creativity
HIRING IN THE LAST YEAR Legal/Compliance skills

Organisation/project management
16% Marketing
19% Design/UX skills

2

2
2

2

32

&

a
2

o
2
o
®
o
K

16% Research experience



GLOBAL EXPANSION

STARTUPS PLANNING TO HIRE OVERSEAS IN THE NEXT 12 MONTHS @

33%
26%

REASONS FOR HIRING OVERSEAS

. O/ %
59%

56%

To support our presence or expansion in global markets

I 2/ %
9 To access lower labour costs

I 13 %0

26%
24%

I 2 /7o
23%
14%
. /%
8%
&%
0%

Not sure 3%
5%

To increase productivity
Due to talent shortages or skill gaps in local markets

Growing complexity and demands of employment reforms

TOP LOCATIONS TO HIRE FROM

357 60%
i
27%
[ 20 %
40%
38%
I 13 %
24%
* 27%
19%
* 33%
o
14%
I 13%
9%
16%

Indonesia : :
= No, our global expansion plans remain unchanged
. I /%
Vietnam g _
o ’ No, we were not planning to expand globally
South America ’ _ =
I 7%
8%
5%

Yes, we've shifted focus to lower-risk markets
Singapore
Yes, we've postponed or cancelled international expansion

Yes, we're investing more in local/onshore growth instead

=+ Not sure

2025 non-Al 2025 building an Al product or service

2025 using Al for key team functions

Increased operational costs

Navigating local labour laws and compliance
Limited local market expertise

Protecting intellectual properties and data privacy
Ability to hire the right talent in a foreign market

Handling multiple currencies and tax complexities

Cultural differences and managing remote teams

Managing cross-border payroll and compensation

TOP CONCERNS ABOUT GLOBAL

HIRING AND COMPLIANCE
Understanding and complying with foreign labour laws — e
Hiring talent that fits company culture remotely oL - e
Complexity of cross-border tax compliance 2 8%
Managing local payrolls and employee benefits  E——— 59%

20%
201%

NI
o
32

Managing international employee onboarding

0%
14%

-
“.‘
B

)

Navigating visa/work permit issues

Lack of resources for global HR operations s

%2
2
oy
32
~ &3
=
3
~0 ~0
@ 2

Lack of technology to support international HR operations

13%

Not sure ok

GJ
3
&

KEY CHALLENGES WHEN EXPANDING
INTO INTERNATIONAL MARKETS

33%

34%

=3
)
N o
o
(o))
N
o=

30%

24%

_i'u'
29%
28%
22%
24%
24%
MATIGRLISE ST

14%
'0
20%
8%
16%
14%

HAVE RECENT TARIFF WARS/TENSIONS CURRENT OR PLANNED
AFFECTED YOUR EXPANSION PLANS METHOD OF EMPLOYING
COMPARED TO LAST YEAR? OVERSEAS

41% 50%
57%

55%

31%
31%

Contracting freelancers or gigworkers

13%
10%
10%

8

29%
32%

°
©

— Setting up our own entities in each country

o
o=

Using an Employer of Record (EOR) service °°
- 8% N O%
- ) ot sure
°

32%
50%
50%

64%



C U STO I | E RS LARGEST CURRENT OR EXPECTED REVENUE SOURCES

. |©

B2B Sales 37%

37%
STARTUPS WITH REVENUE o I
0 Subscriptions . 2%
I, 4%
© orane
. . I 4
60% Services billed by the hour _ -
I, 10%
Q Purchases from our website 3%
62% %
. I 5
Transaction fees 2%

3%

3%
Sales throughresellers 2%
2%

YEARS TO ADD $10M IN ANNUAL REVENUE —
Commissions paid to us for referrals 2
A
App purchases 1% -
0%
6.4 Purchases from an online marketplace or platform 3%
. 22
6.3 B2G Sales 2
M 1%
1%

Licensing / franchising i

COUNTRIES WITH THE MAJORITY OF CUSTOMERS
PLANNED GEOGRAPHIES FOR EXPANSION

84% 81%

63%
60%

52%  53%
439 44%

339%  35%

10% A

Australia USA & UK New Zealand India

€» Australia @ USA Other

22
. 2025 non-Al 2025 building an Al product or service 2025 using Al for key team functions



CUSTOMERS ...

0 Mid-size corporates
Small to medium businesses
Enterprise businesses
Government

Consumers

Universities

Australian state/territory government(s)
Australian Commonwealth
Australian local council(s)/region(s)

Governments outside Australia

23
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TARGET CUSTOMER TYPES FOR STARTUPS WITH
BUSINESS CUSTOMERS

e 52%

62%
65%

N 54%

59%
57%

I 54%
52%

52%

I, 18%

23%
23%

I 21%

23%
24%

I 7%
8%
7%

TARGET LEVELS OF GOVERNMENT FOR
STARTUPS WITH GOVERNMENT CUSTOMERS

. 80%

89%
88%

. 65%

1%

82%

S, 50%
62%
60%

I 65%

51%
50%

Healthcare
Government & public service
Energy
Manufacturing
Agriculture
Education
Construction

Data & analytics
Financial services
Transport & logistics
Utilities & infrastructure
Environmental
Consumer products
Defence

Mining

Lifestyle & wellness
Retail

Healthtech
Climatetech

Food & drinks
Hospitality

Travel & tourism
Medtech

Advertising & media
Cleantech

Agtech

Deeptech

TARGET CUSTOMER INDUSTRIES FOR STARTUPS
WITH BUSINESS CUSTOMERS

I, 255 %o
28%
25%

6%
31%
31%

e 25%
21%
22%

I 2 3%
18%
2%

[ 25%
15%
19%

[, 11%
29%
25%
[ 13%
2%
23%
I 3%
27%
25%

I —13%
24%
21%

N 18%
18%
2%

8%
18%
20%
I, 13%
18%
21%
I 13%

15%
21%

2 3%
12%
16%

[ 3%
14%
16%

I 13%
19%
I 0%
2%

15%

I 9%
14%
15%

I 13%
1%
15%

I 7%
1%
13%
I 7
15%
15%
I 6
15%
13%
I 9%
12%
12%
I 4
15%
14%

I 10%

10%

12%
[, 9%
12%
1%

I 13%

10%

10%



RESEARCH COLLABORATION

STARTUPS ENGAGED IN R&D IN THE LAST YEAR

713%
68%

STARTUPS THAT HAVE COLLABORATED WITH
UNIVERSITIES OR RESEARCH ORGANISATIONS @

34%
34%

STARTUPS FORMED TO
COMMERCIALISE RESEARCH @

9%
8%

STARTUPS FORMED TO
COMMERCIALISE RESEARCH
FROM A PRIVATE ORGANISATION

6%

8%

2025 non-Al 2025 building an Al product or service

&» CsiRO

0 University of Technology Sydney
University of Sydney

University of Queensland

University of Newcastle

University of New South Wales
University of Melbourne

Macquarie University

Royal Melbourne Institute of Technology
Queensland University of Technology
Monash University

Western Sydney University
University of Adelaide

James Cook University

Australian National University
Griffith University

University of Wollongong

TOP ORGS INVOLVED IN
COLLABORATIONS

18%

29%

25%

9%
24%
16%

16%
13%
7%
9%
16%
9%
7%
10%
%
9%
8%
9%

13%
%
%
9%
8%
5%
9%
10%
%
9%
%
%
13%
5%
4%
7%
10%
3%

4%
10%
8%
2%
8%
9%
4%
%
%
7%
%
5%
7%
3%
4%

2025 using Al for key team functions

9 Student placements/internships/industrial project involvement

o Joint research projects funded by our organisation

Q Contract research

Joint research projects co-funded by us and university

Participation in fairs, seminars, workshops or other public forums

9 Publications or co-publications of research papers, reports, newsletters, etc.
Input into educational programs

0 Recruitment of recent graduates or postgraduates

Joint supervisions of research students

Q Formal consultancy or service provision (e.g. engineering services, lab access)
We paid for access to research equipment

University/research advisory board/university committee roles

Q Slow processes and bureaucracy

Difficulty finding the right people/organisations too complex
Misaligned objectives/incentives

Q IP ownership concerns

Inflexible contracts and negotiations

Unable to afford to engage

Risk aversion/conservatism

High costs/overhead costs

Poor communication

Lack of commercial understanding

Lack of commercially-relevant research/offerings

0 Haven't tried, or haven't experienced barriers

TOP FORMS OF
COLLABORATION

24%
37%
29%

21%

29%

33%

1%
21%
21%

24%
27%
25%

17%
19%
21%
5%
18%
15%

12%
18%
12%
0%
14%
1%
5%
8%
9%
12%
2%
8%
5%
8%
7%
0%

3%

8%

TOP BARRIERS TO
COLLABORATION

19%
13%
16%
7%
9%
8%
8%
%
8%
12%
4%
7%
3%
4%
6%
4%
4%
4%
4%
4%
5%
2%
1%
3%
3%
1%
3%
3%
3%
2%
2%

50%

59%
59%



INTERNATIONAL STUDENTS

FOUNDERS OF AUSTRALIAN STARTUPS THAT ARRIVED AS ADULTS AND
GRADUATED FROM A REGISTERED INSTITUTION FOR OVERSEAS STUDENTS (CRICOS)

11%
10%

STARTUPS WITH EMPLOYEES ON STARTUPS WITH EMPLOYEES ON
INTERNATIONAL STUDENT VISAS (500) GRADUATE WORKING VISAS (485)
6% 4%

5% 4%

STARTUPS WITH EMPLOYEES ON
EITHER/BOTH STUDENT VISAS (500/485) @

9%
9%

2025 non-Al 2025 building an Al product or service 2025 using Al for key team functions



INTELLECTUAL PROPERTY

STARTUPS COMMERCIALISING SOMETHING PATENTABLE &

38%
34%

HAVE CONDUCTED A FREEDOM TO OPERATE SEARCH @

21%
21%

Trade mark
Copyright
Trade secret

Q Provisional patent

Q Patent
Q Designright

0 None or not sure

26
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IP RIGHTS CURRENTLY
HELD BY STARTUPS

I 35%

36%
35%

I 19%

22%
21%

I 20%

22%
20%

I 27%

1%
12%

I 29%
9%
10%

I 8%

1%

2%

I 6%

40%
41%

Australia

USA

Europe

UK

China

Canada

Japan

New Zealand

India

Not sure

Commercial exploitation

Building reputation for the company or its inventors
Preventing competition

Secure background IP before collaboration/investment
Generating licensing revenues

Cross-licensing

TOP COUNTRIES WHERE KEY
IP RIGHTS ARE HELD OR
INTENDED TO BE HELD

9%
70%
65%
I 49%
36%
29%
I 55%
7%
13%

I 14%

18%
14%

I 22%
4%
5%
I 18%
6%
6%
I 18%
4%
3%
I 13%
6%
4%
I 15%
3%
5%
I 8%

21%
25%

REASONS THAT WERE IMPORTANT
FOR OBTAINING PATENT RIGHTS

e — 77%

68%
68%

N 56%
48%
45%

N, 54%
39%
42%

I 47 %
29%
26%
I 33%
29%
32%

I 7%
7%
8%



MARKETING

STARTUPS THAT NEED HELP WITH
MARKETING IN NEXT SIX MONTHS &

46%

46%

STARTUPS THAT LISTED MARKETING
AS A CURRENT PRIMARY CHALLENGE

39%

37%

B 2025 non-Al

2025 building an Al product or service

Word of mouth

9 Presenting at conferences
Email-based engagement

Advertising on social media platforms
Attending trade shows

9 Promotionvia content marketing
Taking part in panel discussions
Editorial coverage

Advertising online

Advertising via paid search results
Advertising in print media

Advertising in physical space, such as billboards
Advertisingon TV

None

TYPES OF PROMOTION PLANNED
IN THE NEXT SIX MONTHS

I (4%

68%
66%

I 3%

58%
58%

) 3%

45%
48%

I 5%

43%
45%

I 5%
38%
40%

I 5%

48%
46%

I 51

43%
43%

I 29 %

40%
39%

I 32

37%
36%

I 14

19%
20%

I 1%
7%
7%
Il 4%
7%
5%
I o

4%
3%

I 10%
5%

6%

2025 using Al for key team functions

Direct sales/outbound

Word of mouth/referrals

€ Linkedin

Q Partnerships/channel partners/resellers
Google/SEO/SEM

Personal/professional networks
Events/conferences/networking

Q Social media (unspecified)
Facebook/Instagram (Meta)

Content marketing/inbound/website
Email marketing/outreach
Government/tenders/procurement
Online communities/forums (Reddit/etc)
Youtube

Media coverage/PR/awards

MOST EFFECTIVE CUSTOMER
ACQUISITION CHANNELS

I, 2%

25%
23%

I 15%
19%
16%

I 77
19%
16%

I 1%
9%
12%

I 97
10%
10%

I 79
10%
1%

I 39
13%
1%

I 4%
7%
6%
I S
4%
7%
I 57
6%
7%
I 3%
7
5%
Il 22%
3%
1%
0%

1%
0%

2%
1%

1%

0%

2%
1%

%



FUNDING SOURCES IN USE

FUNDING

My own cash contributions 72%
72%

28%

R&D tax offset

STARTUPS THAT NEED FUNDING TO CONTINUE ”
Family and friends 0

713%

25%

‘

Private equity/VC in Australia 21%

65% 2%
18%
State government grant 22%
19%

‘

64%
19%
== Federal government grant

17%

RUNWAY IN MONTHS FOR THOSE STARTUPS Accelerator or incubator investment

1%

10.4 Private equity/VC overseas
10.2 : , , 6%
PE/VC as a convertible note in Australia
10.2 ”
Prize money
8%
6%
Credit card 7%
8%
STARTUPS CURRENTLY TRYING TO RAISE FUNDING 7o
Bank loan
7%
96% 6%
Local government grant 4%
4%
o0% »
PE/VC as a convertible note overseas
48%
4%

Venture debt in Australia

C w
% 2
3

L 3

3%
Welfare payments

N | N
X | R

2
Crowd funding on an Australian platform  [E&

32

Crowd funding on an overseas platform

PE/VC from a Significant Investor Visa recipient
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F U N D I N G FUNDRAISING EXPERIENCE
33%

= I'venever tried to raise funding
1%
17%
| tried and raised has| ki
HOURS SPENT ON SUCCESSFUL FUNDRAISING © riec andraised as much as Twas Seexing
- . 17%
249 == | tried but couldn't raise as much as | needed

13%
== | tried but couldn't raise any

~
o X
R
3
(<)

| was approached by investors and declined

| tried to raise and was oversubscribed

NUMBER OF INVESTORS SPOKENTO ©

3%

- | was approached by investors and accepted REASONS FOR NOT ATTEMPTING
57 '
TO RAISE FUNDING

2
2

== Qur business plan doesn't require external funding
<4 Ourplanrequires it, but not yet

Our planrequires it, but we lack expertise in this area 10%

WOULD STARTUPS WITH VC FUNDING RAISE AGAIN?

16% yes 7%

o Our planrequires it, but there's a lack of suitable funding options to pursue
/8% yes

83% yes

R o
RN

7%
Our planrequires it, but we haven't had time &
4%

DO STARTUPS WITH FUNDING HAVE INVESTORS WHO
ARE ALSO CURRENT OR PLANNED CUSTOMERS? @ @ Mo svailability

55% yes ,
y
More risk tolerant

44% yes
45% yes Specialised industry knowledge

Access to larger markets

2025 non-Al 2025 building an Al product or service 2025 using Al for key team functions

42%

27%

REASONS FOR USING
OVERSEAS INVESTORS

33%
44%
48%
42%
31%
2%

7%

8

! !
o o
o o
o
o
o
o=




EMPLOYEE SHARES

STARTUPS WITH EMPLOYEES WITH EQUITY OR OPTION PLANS (ESOP)
72% 42 /O n
759, 47%
45%

PROPORTION OF FOUNDERS WITH ESOPS WHO HAVE A PROCESS IN PLACE
FOR ISSUING ESOP IN COMPLIANCE WITH TAX AND SECURITIES LAWS

AVERAGE NUMBER OF EMPLOYEES (CURRENT AND PAST) WITH EQUITY OR ESOPS PROPORTION OF FOUNDERS WITH ESOPS WHO REGULARLY UPDATE THE EXERCISE

PRICE OF ESOP OPTIONS TO COMPLY WITH TAX LAWS

2.8
29

23%
26%
27%

AVERAGE ESOP VESTING PERIOD

34 months FOUNDERS WHO THINK ESOP REGULATIONS
29 months NEED IMPROVEMENT +

32 months 119%

18%
19%
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MANUFACTURING

STARTUPS CURRENTLY OR PLANNING TO MANUFACTURE OR ASSEMBLE PRODUCTS @

26%
26%

IS YOUR ORGANISATION PLANNING TO MANUFACTURE OR ASSEMBLE
PRODUCTS IN FUTURE IN AUSTRALIA (OR CONTINUE DOING SO)

Planning to manufacture both inside and outside Australia

Planning to manufacture entirely inside Australia
8%

0%
3%

2%

Planning to manufacture entirely outside Australia

31
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Cost of local facilities

Absence of local facilities

Access to funding

Access to talent

Distance from customers

Distance from suppliers

I 30%0
14%
16%

e 21%
9%

WHAT PREVENTS YOU FROM
MANUFACTURING IN AUSTRALIA?

67 %
65%

69%

— 5%
39%
46%

N 39%

42%

4%
I 21%

36%
28%
I 23%
7%
18%

I 18%

26%
13%



SUPPORTED BY

ACCELERATORS/INCUBATORS/COWORKING

STARTUPS THAT REPORT BENEFITTING FROM STARTUPS THAT REPORT BENEFITTING
AN ACCELERATOR OR INCUBATOR Q FROM A COWORKING SPACE +
33%
36%

THINGS MISSING FROM
COWORKING SPACES

STARTUPS THAT ARE CURRENTLY IN AN
ACCELERATOR OR INCUBATOR @ Mentors and networking

BENEFITS OF BENEFITS OF
ACCELERATORS/INCUBATORS COWORKING Meeting rooms

(0)
16% 3%
% Secure storage 5%
20% o | - [— 9 9
Networking/connections 51% Peer support %
55% 0%
o
I 2
Education/skills 32% .
5% Networking/connections % Internet/WiFi *1
I, 34%
Mentorship/advice 29% N Recording studio .
B 20% 4+ Space/facilities %
9 Peer support 32% " Laboratory/Wet lab facilities =
25% °
D 17% Event space %
Funding/capital 20% = Education/skills % %
21% A
B 5 Prototyping/workshop facilities 1%
(o] 2%
Exposure 3% 0%
& Mentorship/advice & Phone booths/private call areas
I
Space/facilities 2% : :
P Private offices

1%
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SUPPORTED BY e

EVENTS/MENTORSHIP

== Advice/guidance

= Past entrepreneurial experience

PROPORTION OF FOUNDERS ATTENDING AT LEAST
ONE EVENT PER MONTH §)

Connections/networks/introductions/customers

=4+ Sounding board

Past industry experience/knowledge

64%
. Encouragement/support/motivation AREAS WHERE MORE
St MENTORSHIP IS NEEDED
Sales/GTM strategy
7%
Keeping focus/prioritization/accountability + Fundraising
WHAT FOUNDERS WANT TO

S

External perspectives/point of view 4+ Business growth/scaling

SEE IN STARTUP EVENTS

| 4%
%
5%
. Funding/capital raising advice
o 4%
Better structure/relevance 6% 59, Strategy
& Learning from their mistakes
I 57 | 5%
Industry-vertical focus Sales
4% Asking challenging questions
B
Networking 2 Business operations/finance
3%
B1%
Access to investors 4% =  Marketing
5%
B 4%
3%

Real stories/truth sharing Networking

3%

0%
Access to customers 3%

o FOUNDERS THAT THOUGHT THEY — legalandregulatory
I 3% HAD ADEQUATE MENTORSHIP
Access to funding advice/education | /3/ \erdrsh o isain ekl
5% 63%
No improvements needed 68:;,% Product development/management

64%

65% Team-building/HR
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GOVERNMENT

9 RED Tax Incentive

MVP Grant (NSW)

Industry Growth Program

Q Export Market Development Grant
Accelerating Commercialisation

Ignite Ideas (QLD)

CRC-P

Ignite (AEA)

Boosting Female Founders

ARENA

CRC

9 No grants applied to

TOP GRANTS
APPLIED TO

A
5%
5%

B 4%
4%

3%

N 2%
3%

4%
B3%
3%
2%
3%
3%
2%

B 3%
4%

3%
B3%

0%

2%

| 1%
2%
2%
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€» R6D TaxIncentive

Q Export Market Development Grant
MVP Grant (NSW)

Accelerating Commercialisation
Boosting Female Founders
CRC-P

Industry Growth Program
CSIRO Kick Start

CUREator

Ignite Ideas (QLD)

Business Basics (QLD)

ARENA

9 No grants received

TOP GRANTS
SECURED

.

13%
10%

B 10%
5%

5%

J 2%

4%
4%

B 4%
2%

1%

I 2%
3%

1%

B 3%
1%
1%
|1%
1%
2%
0%
1%
2%
B 3%
1%
1%

| 1%
2%
1%
0%
2%
1%
0%
0%
1%

I, 56°%
63%

67%

2025 using Al for key team functions

R&D Tax Incentive

Q Industry Growth Program
Export Market Development Grant
MVP Grant (NSW)

ARENA

CRC-P

Seed-Start (SA)

Australia's Economic Accelerator
MRFF

Ignite Ideas (QLD)

Accelerating Commercialisation
(discontinued)

National Reconstruction Fund

9 No grants planned

TOP GRANTS
PLANNED

-
9%
10%

-

5%

5%

o &%

5%

6%

T

5%
5%

W 4%
2%
2%

§ 2%
3%
3%
11%
3%
3%
§ 2%
2%
1%

I 2%
1%

1%
0%
2%

2%

N 2%
2%

2%

Duration of process

Lack of transparency in process

Complexity of process

Lack of applicable grants

Effort/reward calculation

Long waiting times for decisions

Lack of confidence in success

Perceived bias inwho receives grants

Evidence/documentation requirements

Poor judgement in grant reviews

Difficulty in timing of grants

Repetitive information requests

Nothing

TOP

DIFFICULTIES

.
15%
19%
7
19%
15%
5
13%

10%

B 1%
8%

1%
B 1%
5%

7%
5
6%
6%
B 5%
7%
5%

B 6%
4%
5%

| 2%
4%
4%

B 5%
3%

2%

B 5%
3%

2%

| 2%

4%
3%

I, 23%
33%



GOVERNMENT ...

PROPORTION OF STARTUPS AND SUPPORTERS
RATING THEIR STATE'S SUPPORT AS ABOVE AVERAGE

ELECTORATES FOR

STARTUPS

THESE CHARTS REFLECT WHO TOOK PART IN STARTUP MUSTER, PRIMARY
OFFICE ADDRESSES ONLY, AND AREN'T A POPULATION ESTIMATE.

TOP FEDERAL ELECTORATES

12%

50% =+ Sydney - 25%
4 Adelaide  ———
== Melbourne i
Canberra = g
5%
Parramatta
, 0%
Leichhardt
Newcastle -
Wentworth ol -
sermetona B 6% =< Sydney(NSW)
S
TG 0% <4 Adelaide (SA)
Perth 3% — Melbourne (Northern Metropolitan) (VIC)
Kurrajong (ACT)
TOP LOCAL GOVERNMENT AREAS
Newtown (NSW)
12%
= Sydney (NSVV) |5 77 Parramatta (NSW)

< Adelaide (SA)
Brisbane (QLD)

I N
32
o 32 2 N
o
a1 o~
B
~
Osoo\
o=
o=

21%

Perth (North Metropolitan) (WA)

Newcastle (NSW)
= Melbourne (VIC) 7 Ryde (NSW)
yde
4%
ACTIACT) ety . Mulgrave (QLD)
Parramatta (NSW) ’
Cairms (QLD) 0% Balmain (NSW)
airns £
Tagmama, A(?T and NT were omltjced from Newcastle (NSW) 4%
this comparison due to sample size.
Gold Coast (QLD) _
0%
Northern Beaches (NSW) o
2%
Vincent (WA) 2

2025 non-Al

2025 building an Al product or service
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TOP STATE ELECTORATE DIVISIONS

9%
18%
17%

%
o=

~
2

9%

%
J%o\
-
3
|3
B

&
<%
o~

NI
X B

%

=
3
=

5%

2
N

<%
2

3

4%

5%

2

H I
X =2 2
3
X
N 3
o o~
3 B
N
2

S
2

!
N RN
= RN |
N
2



GOVERNMENT ...

MEMBERS OF PARLIAMENT THAT WERE NAMED
AS PARTICULARLY SUPPORTIVE OF THE
AUSTRALIAN STARTUP ECOSYSTEM

TOP RECOMMENDATIONS TO GOVERNMENT

40%

Support skills development

2%
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Susan Close (SA)

Provide funding 40%
39% )
Ed Husic (Federal) 99%
, , I 0% 12.9%
Provide connections 10%
13%
Stephen Dawson (WA 3.0%
o — P (WA e
9 Improve grant accessibility 1%
W 2.4%
I 59 Victor Dominello (NSW) [ 2%
Buy from startups 1% I ' %
7 12%
I 7 David Pocock (Federal) - 21%
Reduce compliance burden 7% 1.6%
- 0.6%
. . I 0% Anoulack Chanthivong (NSW) 21%
Q Support incubators/coworking spaces 4% 1.6%
5%
. 0.0%
- M 57 Jacqui Munro (NSW) I 2.
Support programming for startups 5% 5
6% :
I . Bt
Engage more with startups 5% Allegra Spender (Federal) [N 21%
I 7
. I 3% 12%
9 Focus support on early-stage startups specifically 8% Malcolm Turnbull (Federal) . 09%
5% 09%
- 0.0%
Help promote startups &% Steven Marshall (SA) - 1.3%
S 13%
o B 4 12%
Incentivise investors 55:/% Tim Ayres (Federal) F 09%
’ 0.3%
I 6% -
Restore grants / be more consistent 4% 0'6/(’0
2% Matt Kean (NSW) = 09%
0.6%
0 . ] 1% .
upport mentorshi 6% . 2
PP P 5% Wilson Tucker (WA) [l 04%
0.0%
I 39 o
Improve procurement 5% 12%
it Andrew Powell (QLD) ' 0.4%
B 3o 0.3%
Improve tax incentives 5%
% Alison Byrnes (Federal) 0.0%
I 3% 0.0%
1%

1.2%
0.0%
Bo3%




STARTUPS THAT HAVE USED AN R&D TAX FINANCE PROVIDER

GOVERNMENT ...

TOP RECOMMENDATIONS TO IMPROVE
THE R&ED TAX INCENTIVE

I 15% MOST USED R&D FINANCE

Simplify the application process %
e % PROVIDERS

I 60
6%
5%
- I 3%
9 Better accessibility/help/support for pre-revenue/early stage startups 6% KPMG  BE
6% i
- . N I 6% :
Maintain certainty and stability of the program 2% Innercode
4%

_30/ 4% Fullstack

Improve clarity and guidance on rules and eligibility .
Radium Capital ™ pa

2%
1%

Increase the rebate or percentage
2%

2% Rt
Reduce reliance on consultants 2%
2%
I 2%
— 2% Name not provided
I 3%
3%
2%
I 5o : !
% o% Question asked was "Have you used an
2% R&D Tax Incentive finance provider for

o . . . . n
-1241’ your organisation, if so which one(s)?
3%
1%
2%
2%
1%
1%
3%
1%
3%
2%

o
I 2%
1%

Other organisations (all <1%)

3%
3%
2%

Broader eligibility on what kind of expenses can be claimed
Reduce administrative burden (application not mentioned)
Q Allowmore international/overseas expenditure

Expand eligibility to be more suitable for software

Provide payment in advance or on a more regular basis
Less focus on traditional research methods
Improve program integrity / reduce misuse

Lower thresholds for eligibility .

o
1%
2%
2%
I 2%
1%
1%
1%
1%
1%
1%
1%
1%
I EEEEEEEEEE————————————. 567

Q No improvements needed or unsure - 63%

Better education and awareness-raising for the program
Faster processing times
Reduce risk of audits and repayments

Focus on national priority areas
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IMPACT

Operations informed by impact measurement
Regularly report on impact

Have funding tied to impact measurement
Have a CSR policy inplace

Donating employee time

Committed equity towards a foundation
Donating money to social impact

Are members of Pledge 1%

Intending to set up a foundation in the future

IMPACT AND
PHILANTHROPY

S57%
61%

59%

23%
25%

23%

30%

27%

24%

24%

22%

19%

44%
48%

42%

14%

12%

10%

59%
45%

4%

| BE

9%

6%

18%

19%

18%

Women

Regional

Increasing climate adaptation and resilience

Improving the environment / biodiversity / natural capital

Rural / remote

Enabling emissions reduction or removal

Directly preventing emissions from being released

People with disabilities

Youth

First nations

Culturally and linguistically diverse (CALD)

Directly taking current emissions out of the atmosphere

None
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TOP STARTUP IMPACT
AREAS

I 5
22%
21%
I
18%
20%
I
15%
16%
I
12%
15%
I
14%
15%
I >
N%
12%
I
7%
10%
.
N%
12%
I
9%
10%
.
N%
N%
W
8%
7%
-
2%
3%
I
29%
27%

Industry, imnovation and infrastructure

Good health and well-being

Climate action

Decent work and economic growth

Sustainable cities and communities

Reduced inequalities

Affordable and clean energy

Quality education

Responsible consumption and production

Gender equality

Life on land

Clean water and sanitation

Partnerships for the goals

Peace, justice and strong institutions

No poverty

Zero hunger

Life belowwater

None

TOP STARTUP
SUSTAINABLE
DEVELOPMENT GOALS

I 7
44%
41%

I 3%
30%
33%

I 2

16%
20%

I 6
25%
22%

I, 2%
20%
21%

I 10
20%
19%

I
13%
14%

I
18%
17%

I
13%
14%

I
15%
14%

-
10%
12%

I 0%
6%
8%

B
1%
9%

| B3
8%
8%

-
6%
7%
-
5%
5%
.
6%
7%

I
18%
18%



IMPACT ...

make
empower
help
business
world
people
through
more

use
technology
support
improve
build
sustainable
provide
reduce
better
solutions
community
life

Al
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TOP WORDS IN STARTUP MISSIONS

I 1%
26%
22%
I -
18%
17%
I 11%
17%
15%
I 57
19%
7%
I /%
12%
13%
kX
%
10%
I ¢
%
1%

10%
1%
[ 127
9%
7%

WHAT IS MOST IMPORTANT IN DECISIONS MADE IN

STARTUPS
A% 70%,
62%
23%
- 16% 1% W
4%
b ..
@ Impact € Profit & impact Profit Neither
equally

MOST COMMONLY KNOWN PHILANTHROPIC

I ;-
7%
_8%7% ORGANISATIONS WORKING IN AUSTRALIA'S
7%
” STARTUP SECTOR
I 5°
ot
7%
. ) I 0.6%
KX . 9 Atlassian Foundation 26%
o 3.1%
10%
I 3%
[ WA 0 Pledge 1% -
7%80/ 2.7%
B ) I 3%
_— Paul Ramsay Foundation 09%
. 1.4%
9%
I (0% ) . I 0.6%
&% % Minderoo Foundation 09%
7% 1.7%
I o I
~ 10% StartGiving  o0%
8% 1.0%
I - . I 5%
7% Malka Foundation oo
6% 0.7%
[ A ) I 3%
it Snow Foundation o
8%
I % _ 13%
o Bill and Melinda Gates foundation [ o0s%

6%

0%
13%
7%

07%
0.0%

Grok Ventures [0s%

0.7%

2025 using Al for key team functions

integrity

9 innovation

trust

collaboration

transparency

impact

sustainability

people

customers

community

TOP WORDS IN STARTUP VALUES

10%
12%



INFO SOURCES

FOR FOUNDERS

9 Startup Daily

Q Australian Financial Review
StartupSmart / SmartCompany
TechCrunch

InnovationAus.com

Business Insider

The Australian

Sydney Morming Herald

Forbes

Hacker News

Business News Australia
Overnight Success

Capital Brief

None

TOP
NEWS SOURCES
I 0%
40% Diaryof a CEO
38%
32% ,
* Y Combinator
28%
B All-In Podcast
25%
I 1% My First Million
18%
17%
B 19% How | Built This
14%
13%
B 2% This Week in Startups
13%
12%
B Acquired
9%
1% 1
aléz
B 3%
9%
10%
Lenny's Podcast
B 5%
1%
e The Startup Podcast
N 3%
10%
9% Startups for the Rest of Us
I 9%
7%
7% Startup 360
N 3%
6% .
= Tribe Global
3%
Zi First Cheque
I 53

25%
27%

2025 building an Al product or service

Q None

0.0%
3.3%
N 0 The Lean Startup
|1.0%
3.3%
3.2%
[10% 0 Zero to One
2.7%
2.7%
|1.0%
1.6% The Innovators Dilemma
1.8%
|1.0%
11%
5% The Hard Thing About Hard Things
0.0%
1.6%
2.3%
0.0% Purple Cow
11%
1.8%
0.0%
1.6% .
" Running Lean
0.0%
11%
1.4%
Blitzscaling
0.0%
1.6%
1.4%
0.0%
11% Lean In
1.4%
0.0%
11%
1.4% Hooked
0.0%
1.6%
1.4%
|1.0% Startup Focus
11%
09%
I ¢

66.5%
None
63.9%
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TOP
BOOKS

49%

48%
-
28%
29%
. 8%
17%
16%

B 9%

15%

18%
| 2%
15%
14%
B
9%
7%
I3%
9%

9%
B 4%
6%

5%

I3
6%

4%

| A

3%

2%

31%

31%

€» ChatGPT

YouTube

LinkedIn groups

LinkedIn Learning (added 2025)
Udemy

Coursera

Stack Overflow / Stack Exchange

Facebook groups

Khan Academy

Discord groups

TOP
ONLINE LEARNING

I 5

72%
79%

I 5%
60%
65%

I 2+

26%
23%

I -
23%

21%

B 9%

16%
15%

B 5%
16%
15%

B 5%
1

5%
14%
m-
10%
10%
B 5%
7%
10%

LinkedIn

Slack

WhatsApp

Facebook

Discord

Teams

Reddit

Instagram

Climate Salad

None

TOP

SOCIAL NETWORKS

I
4%
40%
-
19%
22%
B 2%
14%
16%



Startup Muster recommends engaging with
Australia's National Al Centre

NAIC Al Directory “Al 6” - Guidance for Al Adoption
Australia’s national body for A national platform showcasing Six core practices to help organisations
supporting Al adoption and Australia's Al ecosystem plan, manage and use Al inways that
responsible use. build trust and deliver value.
e Lists Al startups, providers, and

- Provides practical guidance, tools research organisations 1. Decide who is accountable

and programs to help businesses * Helps businesses find partners and 2. Understand impacts and plan

adopt Al suppliers accordingly
* Supports organisations to use Al * Increases visibility of Australian Al Measure and manage risks

safely and responsibly capability Share essential information

Test and monitor systems

NG B N

Maintain human control

These practices form a baseline
governance framework aligned with
national and international standards.

industry.gov.au/national-artificial-intelligence-centre






