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Abstract 
 

The creative industries sector is the fastest growing in developed and 
developing countries. The relevance of this topic is high for countries 
in transition, such as Kazakhstan, which have regional specificities 
and political narratives. This study contributes to constructing a 
theory of the features of the development of creative industries in 
Kazakhstan. The primary purpose of the paper is to understand how 
organizations in developing countries deal with the complexity of a 
creative business. A study was conducted using the qualitative 
method to better understand the landscape of creative industries in 
Kazakhstan. A total 34 semi-structured interviews were conducted. 
This allowed us to understand better the type of business, the 
founders' activities, the financing structure, and the obstacles that had 
to be faced. The survey included areas such as type of business, 
founder activity, funding structure, and barriers to the development 
of creative industries in Kazakhstan to study how representatives of 
the sector cope with the difficulties of starting a creative business, in 
particular motivation about founders, factors, and obstacles to 
success. Overall, the results point to insufficient support from 
government agencies, a lack of available resources to support 
entrepreneurs, a lack of access to information, and a lack of skills. 
The results show a lack of government support and human resources. 
The results showed that the main problem for the development of 
creative industries is the brain drain from Kazakhstan, the lack of the 
latest technologies and materials, and their import. 
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1.  INTRODUCTION 

The nature of the modern economy, which is global, networked, and informational, 
has stimulated the concept of the creative economy. The importance of the creative 
economy in the modern world has been recognized in the academic and political arenas. 
Since the late 1990s, "cultural-creative industries" or "creative economy" has been 
attracting more and more attention due to their  practical application and usefulness for 
developing the country's economy. The concept of creative industries first emerged in the 
UK with the decision of the British Labor government to establish the Creative Industries 
Task Force (CITF) (Flew & Cunningham, 2010). 

Most countries consider the cultural or creative economy a key element in policy 
development (De Beukelaer, 2014). Initially, the development of creative industries 
originated in technologically advanced countries, but their influence quickly spread 
worldwide. Although the creative industry discourse was introduced in the United 
Kingdom, it soon spread worldwide, including in developed countries such as the United 
States, Singapore, and China. The experience of countries such as Korea, Singapore, and 
China, where the development of creative industries is on a trajectory unique in emerging 
markets, despite the lack of research on creative industries (Keane, 2016). These Asian 
countries have been considered the driving force behind developing creative industries 
in the Asian region for decades. In this regard, many states define development plans and 
methods of supporting creative industries. 

Creative industries bring certain benefits where they are located: they stimulate 
regional regeneration, accelerate economic growth, increase employment, increase social 
inclusion and improve economic activity (UNCTAD, 2018). 

Early research focuses on the experience of developing cultural and creative industries 
in technologically advanced countries. However, for countries with economies in 
transition, the lack of research on the development of the network core leads to a 
slowdown in the development of policies for the development of cultural and creative 
industries. 

Kazakhstan, realizing the importance of developing creative industries, is also 
interested in developing creative industries in the region. The peculiarity of the 
development of economic institutions due to the transitional stage of development is 
constrained by several factors. For example, the lack of official statistics and knowledge 
about the development of creative industries and inexperience in this area repels 
transition countries from developed ones (Neuwirth, 2014). These factors lead to a lag in 
the development of the industry. 

Kazakhstan is one of the large countries of Central Asia with an undiversified 
economy focused on the export of minerals; it is essential to determine the vector of 
development toward new technologies and creative ideas. This determines the 
importance of studying the factors hindering creative industries' development in 
Kazakhstan's developing economy.  

The study's primary purpose is to analyze the features of doing business in the creative 
industries. It highlights the barriers and conditions for developing creative industries in 
developing countries.  

RQ1. How are creative industries developing markets in developing countries?  
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Finally, we examine the motivations for and barriers to developing creative industries 
and make policy recommendations for such countries. 

 

2. LITERATURE REVIEW 

To study the development of creative industries in developing countries, we will 
focus on small and medium-sized enterprises (SMEs). There are a number of studies 
suggesting that SMEs are particularly well suited to the creation and development of 
creative industries (Boutinot & Delacour, 2020). Moreover, empirical research 
confirms that creative industries require managerial thinking based on flexibility, 
agility and creativity, which is typical for SMEs. 

An analysis of previous studies shows the difficulty in defining a unified concept 
of the creative economy, especially for countries with underdeveloped economies. First 
of all, this is due to the motives for implementing the policy in developing creative 
industries. In developed countries where the level of development of creative industries 
is at a high level, such as the countries of Western Europe, North America, and 
Australia, the creative economy is mainly used to restore the economy and revitalize 
abandoned territories, especially in industrial regions, as well as to develop innovative 
strategies (Grodach et al., 2017; Isaac, 2020; Pratt, 2021; Zhang & Xie, 2017). At the 
same time, emerging economies use their comparative advantage in cultural production 
costs over creating new knowledge (Evans, 2009). Therefore, it is essential to note that 
each country has a difference in creating cultural values and social contexts. It mainly 
depends on economic development, political stability, technological development, etc. 
(De Beukelaer, 2014). As a result, it is reasonable to predict that creative economy 
policies will work differently in these countries and with different results. 

The research shows that the personality and motivation of founders significantly 
influence their ventures (O’Neil et al., 2020). The ecosystem and environment also play 
an important role (Landoni et al., 2019). However, previous studies have focused 
mainly on developed countries, and the extent to which these elements are essential for 
developing countries requires further study. 

Thus, the following proposals were formulated:  
Proposal 1 (first): Countries with developing markets have features of the 

development of creative industries. 
Proposal 2 (second): Enterprises in the creative sector are forced to develop with 

limited resources. 
This study identifies the main distinguishing features of the development of 

creative industries in a developing country like Kazakhstan. Our research contributes 
to the international literature on the creative industries by linking the opportunity-based 
view of SMEs to their survival in developing countries.  
 
3. METHODOLOGY 

Using a qualitative, interpretative, and inductive approach allowed this study to be 
exploratory while also focused on discovering, gaining insight from, and understanding 
the perspectives of the study participants (Merriam, 1998). 

Kazakhstan is the largest country in Central Asia, and its economic development is 
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primarily driven by exporting raw materials, including oil. Nevertheless, the government 
has been paying greater attention to developing small businesses and entrepreneurship. 
Because of the lack of established companies and large manufacturers in the creative 
industry, design and fashion develop mainly through the efforts of small businesses and 
individual entrepreneurs. 

According to experts and market participants, there are few examples of commercially 
successful projects in the creative industry in Kazakhstan; however, the industry's 
potential is underestimated for various reasons. Moreover, the creative sector of the 
economy is relatively new for Kazakhstan, and it is underdeveloped; nevertheless, it has 
a good export potential, which may contribute to forming a positive image of the country. 

Kazakhstan is a relatively underexplored context compared with other similar 
contexts, such as the economies of Brazil, Russia, India, China, and South Africa. Like 
many other post-Soviet countries, Kazakhstan has repeatedly witnessed serious shocks: 
the collapse of the Soviet Union, high inflation, the transition to a floating exchange rate, 
and the 2007–2009 global financial and economic crisis. Before the financial crisis, the 
economy of Kazakhstan had been developing and showing promising signs. Still, the 
devaluation of the national currency, which has weakened the currency 80 times over the 
years of independence, hampered the country’s growth. In addition, many challenges 
exist in the creative industries sector in Kazakhstan, including the lack of an ecosystem 
of great entrepreneurs and venture capitalists for new start-ups. Hence, this setting 
provides the range for understanding the post-penetration survival of creative industries, 
especially those that arise from such adverse conditions. This study explores how these 
organizations fostered their capacities despite challenging home environments and 
updated their core capabilities during and after the crisis. Given such scenarios, we 
believe it is time to explore the factors influencing creative industries' survival in 
Kazakhstan's emerging economy. 

This study applied a qualitative design. We collected 34 semi-structured interviews to 
understand the concepts that reflect the key factors and barriers to the successful 
development of creative industries in a business survival environment. We followed 
inductive reasoning by concluding our observations (Eisenhardt et al., 2016; Mantere & 
Ketokivi, 2013). We follow an interpretive grounded theory approach by acknowledging 
interpretation in an enacted rather than purely objective world and privileging contextual 
understanding over a priory theory (induction) (Walsh et al., 2015). A qualitative 
thematic approach can gain valuable insights from key formats such as creative industry 
entrepreneurs (Doz, 2011). Moreover, there is insufficient qualitative research on 
managing creative industries in emerging markets (Birkinshaw et al., 2011). 

We chose a targeted sampling technique (Welch et al., 2011) and listed 34 
representatives of the creative industries who already function in the sector (Cavusgil & 
Knight, 2015). 34 participants participated in the interview, representing performing arts, 
design, craft, software, and computing systems. The survey was conducted between 
2019-2020. 

The main goal of this process is to draw conclusions and conduct checks within and 
between codes. As a tool for data analysis, we used the Nvivo 10 qualitative data analysis 
software (Sinkovics et al., 2008). During the analysis, the experts noted the following 
codes, most common among many respondents (Table 1). As patterns began to emerge 
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from the data, we combined codes into groups that formed categories. After the category 
was identified through pattern analysis (e.g., opportunities), it was further differentiated 
by breaking it into subcategories (e.g., marketing, technology, or management 
capabilities). After several rounds of iterations and comparisons between registers, we 
narrowed our focus to a core set of systematic enough capabilities to be acceptable. 
Thanks to this approach, we focused on the key opportunities that affect the survival of 
companies in this sector. 
 
TABLE 1. Structured Codes and Definitions 
Code Definition 

Financing 
 

Financial constraints for new, innovative businesses have been the subject of 
much research. Financing constraints are typical among creative businesses, 
limiting their growth and jeopardizing their survival. The leading causes of the 
difficulty in raising external capital are a lack of internal cash flows and 
collateral, asymmetric information, and agency concerns (Block et al., 2018).  

Human 
resources 
 

Companies’ success depends on their innovative capability (J. Henderson, 
2003; Lado & Wilson, 1994; Wright et al., 1994). Creative human resources 
can enhance a firm’s competitive advantage. 

Technology 

Technology is a body of knowledge that creates tools and extracts materials for 
implementing particular tasks to simplify our daily lives (Carpenter & Petersen, 
2002). It is a powerful tool that changes people’s intellectual environment and 
worldview (R. M. Henderson & Clark, 1990). 

Networking 
 

Networking improves management procedures and relationships while giving 
businesses a competitive edge (Attride-Stirling, 2001). Networks can exist 
within a company or between companies, and the flow or sharing of products, 
services, or resources, as well as the relationships between the companies, can 
vary greatly. 

Barriers 

Maintaining a business is seldom subject to the intentions that move the 
expected business vision (Staniewski & Awruk, 2015). Most of the time, the 
entrepreneur's decision results from a combination of factors and hurdles. 
Unfortunately, research shows that many entrepreneurs, particularly university 
graduates planning to start a firm, believe there are several challenges and 
impediments to maintaining a business and establishing one. 

Note: Compiled by the author 
 

4. FINDINGS AND DISCUSSION 

Financing of creative industries in Kazakhstan. In many countries, inadequate access 
to external financing seriously hinders entrepreneurship development (Boix et al., 2013). 
First, insufficient financial resources prevent the overall progress of entrepreneurship 
because, at the initial stage, every business is vulnerable to financial restrictions and 
heavily relies on money (Ajide, 2021). Several scholars believe that finance is an 
important component that should be considered when allocating resources for 
entrepreneurial activities. (Goel & Madan, 2019). 

To a high degree, financial exclusion may pose two possible economic hazards. 
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Financial exclusion can stifle business growth since financially disadvantaged people 
cannot expand their firms and achieve maximum growth. In addition, a high rate of 
unemployment and poverty can limit economic potential. As a result, encouraging 
financial inclusion in a country can directly respond to every entrepreneur's financial 
insecurity. Through monetary inclusion, essential financial aid can be supplied to 
vulnerable groups, such as micro-enterprises, poor farmers, and low-income groups. 
Financial inclusion programs ideally provide equal support to all economic members (Si 
et al., 2019). 

Although Howkins (2018) describes the creative economy as a concept that depicts 
the economic repercussions of an idea or intangible content rather than physical capital, 
all creative ideas ultimately rely on physical capital to be realized. With considerable 
upfront capital, the transfer from intellectual substance to execution and realization is 
possible in the creative industries. In Kazakhstan, more financing is needed to develop 
creative industries.  

Regarding funding for the industry, the primary funding source is the industry 
representatives. Interestingly, some of the respondents use their family budget or even 
accept help from parents:  

“I cannot hide financial assistance from my parents. Everything is so in any 
entrepreneurial activity; first, you need to invest; only then can there be profit.”  

As for state support, only 6% of respondents received funding from the state. This 
indicates low involvement of government agencies in the development and support of 
creative industries: 

“In principle, the state finances. The government invests in creativity, art, and 
finances. So, I think there is no problem with that. Moreover, many grants are allocated 
for creative specialties in our country.” 

However, there are times when government funding is ineffective. 
The state holds a tender for creative projects. What will win the tender—this will be 

won by the campaign that offered the lowest price. How can there be a low price on 
creativity? How can art be appreciated in such a way? Therefore, it turns out that the 
artists have to work on their primary job and hobby—art—only in their free time because 
they have to feed their families. Many people break down and quit. Especially the artists, 
they are simply begging. 

Additionally, only 5% of the representatives of this area received sponsorship. 
Insufficiently mature perception of the creative industry as an independent industry and 
the lack of confidence of sponsors in return on investment in an underexplored area are 
the main factors of low sponsorship.  

In theory, finance is one of the business essentials that can help entrepreneurs be more 
effective and aligned with economic progress. The potential of Kazakhstan is immense, 
and it has at its disposal various levels of opportunities. Its burgeoning youth population 
and fast urbanization have attracted a slew of investors. Furthermore, Kazakhstan's GDP 
growth is among the highest in the world, even though it started from a low point. On the 
other hand, exchange rate volatility and commodity price decreases have caused 
uncertainty in the region. All these factors contribute to the complexity of doing business 
in Kazakhstan, particularly in the creative sector. The economy’s instability leads 
existing companies in the creative sector to declare bankruptcy, which is already a 



 

Eurasian Journal of Economic and Business Studies, Volume 66, Issue 4, 2022           

151 

challenging financial situation. 
Human resources. Creative individuals are at the center of venture creation in the 

creative industry. According to the existing literature, creative personnel use their artistic 
and creative sensibility to identify opportunities and provide creative products, services, 
or experiences. Creative entrepreneurs are those who bring together resources to exploit 
these opportunities as a business. The staff's talent and behavior are crucial to a creative 
business's success. Furthermore, research has revealed that creative professionals are 
enthusiastic about their work and ready to demonstrate their creativity and artistic ability. 

Nowadays, in the creative sector, personal qualities are preferred. For the creative 
sector, it is not so much a degree of education that is important but the availability of 
skills such as entrepreneurship and creativity, which cannot be obtained just from a 
university or college. Short training courses or online platforms can also provide 
education and skills. Journalists confirm the dependence on the success of a creative 
company: 

“We have a big staffing problem. However, we still carefully select personnel. We 
often choose creative people ready to change and develop with us. Lack of education for 
us is not the main obstacle in personnel selection. We can teach them everything they 
need to know.” 

An analogous situation applies to the IT sector, which is dominant in terms of the 
quality of personnel: 

“In our industry, it is very important to understand technologies and new directions. 
The relevance and timeliness of using new technologies are the engines of our business. 
They don't teach this at the university. That is why we teach them ourselves.”  

Technological development of creative industries. Technology is integral to the 
development of the creative economy. In the creative professions, technology has become 
routine and pervasive. It is frequently utilized to stimulate creativity directly. It also adds 
to the life and culture of society as a whole, as Abdulla (2018) puts it, and defines ways 
to overcome hurdles or provide solutions to specific problems. The confluence of the 
Internet, computing, telecommunications, and television technologies, as well as the 
potential they provide for digital storage, big data, linked data, manipulation, 
transmission, and digital media reproduction, has had a significant impact on the creative 
industries (Abbasi et al., 2017). 

In Kazakhstan, there is a lag in the development of technologies in many industries. 
Representatives of the IT sector noted that the lack of infrastructure and financing 
negatively affects the development of the sector in the region: 

“In Kazakhstan, of course, there is a technological lag. Given that today all 
technologies are available, everything depends only on the capabilities of the company 
itself and on its financing. As such, it is no barrier to accessing technology. The same 
technologies are available to us as in advanced countries. The possibilities of their use 
are simply limited. However, it is not cost-effective even if you bring such expensive 
equipment. Our sales market is tiny. The population of Kazakhstan, as you know, is only 
18 million people.” 

Networking. The development of creative industries and information and 
communication technologies are interlinked. Combining creative industries and digital 
technologies creates jobs, opportunities, services, and products that benefit the economy. 
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The creative economic notion emerges when innovation is linked with various forms of 
creativity. The creative industries notion is used in policy texts to indicate added value, 
expanded market, and new jobs—all of which are critical foundations for a competitive 
and rising economy. Policymakers emphasize the importance of innovation, creativity, 
and independent thinking in the global economy.   

The organization in the knowledge economy is fundamental to the discussion about 
the ascent of the "creative class" (Florida, 2002). Creators became standard in the mid-
2000s through the philosophical headway of middle-class business, through a method of 
creation because of inventiveness. Networks were quickly marketed as the driving force 
behind job search techniques in this "new" economy when the notion of the "creative 
class" became widely embraced, and its relevance was heightened by the 
individualization and privatization of employment (Gandini, 2016). In this context, when 
the entrepreneurial work style is taken as the basis for building a creative career, research 
has shown that the development of social relations removes the critical functions 
associated with knowledge transfer, reputation building, and learning. Behavioral 
standards and the development of interpersonal trust define the urban creative "scene". 
As a result, the creative activity must be embedded in this "magma" of relationships and, 
as a result, relationships must be developed as a major aspect of their work. 

A textbook example of networking comes from freelancers working in the blurred 
territory of the creative and technological economy. Freelancers often describe their 
socialization methods as a form of business interaction. For example, a freelance 
musician recalls that: 

“Networking is more important to me today than other resources. Cooperation allows 
me to find clients and suppliers and discover the latest trends and directions of 
development in my field.” 

Others, who are typically involved in more creative and artistic endeavors, describe 
this type of collaboration in more idealistic terms, referring to forming relationships with 
like-minded people as a form of community exchange centered on friendship, similar to 
the dynamics described earlier. A designer in her early 30s explains: 

“To develop networking, you need to be confident in your activities. You need to 
develop a network and create business and personal relationships when working with 
creative people. That is, you need to make your name. To do this, you need to start talking 
with people. You need to get along with people and work with people you like.” 

Workers must take full responsibility for their jobs and individually bear the risks of 
their independent careers. This context is increasingly prevalent as a casual and homeless 
labor market emerges. It is also linked to the rise of digital technology and social media, 
which have brought (at least technically) the ability to get work done anywhere, anytime, 
with an internet connection and have driven creative workers outside offices. According 
to a conductor: 

“Since we work for the state-owned conservatory, we are financed by the state. 
Nevertheless, we should not just sit and do the job we are told. We must take 
responsibility for ourselves. So, last year I attracted sponsorship money through 
networking, and we could go to Italy for training. In addition, the networking allowed me 
to invite eminent composers from Russia to the master class. The headers did not tell me 
to do this, but I took the initiative. With the help of Facebook, I was able to do all this. I 
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just wrote to them on Facebook and received an answer. Thanks for networking.” 
Networking allows you to find the connections you want and plays a role considered 

typical of the creative economy. 
Barriers. In developing countries, it has been discovered that a creative economy 

fosters economic development by allowing new entrepreneurs to enter the market and 
grow their businesses. Extraction rises in value-added items such as recording and 
copyright in the creative sector, which do not recirculate in developing economies. 
However, the development trajectories in developing countries differ from countries with 
developed creative economies. 

Based on interviews with 34 different founders, we identified several mechanisms that 
founders pursue to overcome the barriers encountered in their identity work. These 
mechanisms depend on the nature of the market, their reliance on digital technologies, 
and the founders’ perceived credibility. In addition to the financial barriers identified 
earlier, there are also barriers associated with human resources. As is commonly known, 
creative people rarely have the skills of a businessman or an investor. Therefore, there is 
an acute problem in the lack of relevant personnel in creative industries (e.g., marketer 
or an accountant) those for operations-related tasks that could be carried out free of 
charge on the created business sites. The most cited barrier is the lack of qualified 
specialists. As most respondents stated, the absence of personnel who know what to do 
and how to do what is necessary for the creative industry curtails its development. Thus, 
it is possible to reduce the threat of a shortage of specialists with professional business 
education and education in high technologies.  

People of retirement age continue to work in some areas of local activity. As the 
conductor notes: 

“In my team, many people with more than 30 years of experience are already retired, 
but there is no replacement for them. We ask them to stay until a replacement is found. 
We have now found a way to teach and conduct classes. After training, we sign a contract 
with them for a year or two.” 

This barrier creates another demotivating factor which is low wages. Additionally, the 
local government is not interested in investing in the creative industry. According to the 
art director: 

“Artists in our country do not attract the necessary attention. Most of the 
representatives of the state sector are far from art. When you go to a meeting to ask for 
sponsorship, they are surprised that we have such a team in the region. Then you realize 
that there is no point in talking further. It is very sad.” 

This barrier decreases the demand for domestic products and services. Providing 
highly qualitative products and services helps deny the local consumers' trust. The 
peculiarity of creative industries lies in their isolation of the human factor; therefore, the 
intellectual potential and creative abilities are far from always appreciated by the 
audience at the proper level. Therefore, the demand for innovative products is relatively 
narrow, and it is not easy to attract new customers.  

In general, the creative industry is a relatively new term for locals in Kazakhstan. 
Because of the cultural characteristics, mentality, and adherence of the Kazakh society to 
traditional views, industry representatives note the immaturity of the industry's 
perception as a separate branch of the economy. As a jeweler with 30 years of experience, 
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note: 
“We started as students 30 years ago. At that time, it was unnecessary to say that this 

was some entrepreneurial activity or even a creative industry. Then it was just a 
profession. It's great that we are now singled out in a certain category, allowing us to 
attract more attention to our work.” 

In Kazakhstan, there is still no program aimed at developing the creative sector of the 
economy. Nevertheless, the country has adopted the Strategy for the Development of the 
Creative Industries, which provides various directions for improving the activities of this 
industry.  

“We have to rely on ourselves entirely. We are not being celebrated in any way now. 
We cannot even win in some contests because the jury prefers production to mass 
production. Moreover, our small-scale - individual production is not evaluated in any 
way.” 

Moreover, there is no accounting for enterprises in the creative industry: it is 
challenging to calculate what share of GDP these industries occupy, what is the 
employment of people, as well as the sector's income, primarily due to the large 
percentage of the shadow economy. In this regard, presumably, it can be said that the 
state pays insufficient attention to this area in Kazakhstan. Influencer told: 

“My profession is not reflected anywhere. I don’t pay taxes; I don’t report anywhere. 
I have a YouTube channel; it brings me income. I assigned it to my mother. She has her 
production, according to which she pays taxes. Our digital technologies do not conduct 
statistics in any way.” 

In general, the development of the creative industries in Kazakhstan can be viewed as 
a bricolage (Baker & Nelson, 2005). When the resources are limited, representatives of 
the creative industries are more likely to conduct the study and make use of all available 
resources to capitalize on the most promising prospect.  

The stage of development of creative industries In Kazakhstan is at an embryonic level 
and requires the state's active participation. The critical success factor is the active 
involvement of talents and creative people, the local creative enterprises and businesses 
in the socio-economic development of the regions through the provision of appropriate 
powers, participation in the process of making recommendations and developing 
programs, and considering the increase in personal responsibility. At the same time, at 
the regional level, it is necessary to gradually move to a decentralized economy, taking 
into account each region's advantages, opportunities, and threats. In the regions, it is 
important to activate the work of creative clusters, which will allow the formation of 
training centers and support centers for representatives of the creative sector.  

While there is no systemic support for creative industries, at the same time, large-scale 
global competition for creative and entrepreneurial personnel is growing in Kazakhstan. 
According to the respondents, the creative industries are not supported by the state on a 
long-term basis. The lack of development programs and funding mechanisms hinders the 
sector's development. Moreover, the lack of support is also confirmed by the reluctance 
to invest in creative industries due to the high risk or low return compared to the 
extractive industries. In addition, developing creative industries in emerging markets 
requires support from the state through development and training programs, improving 
funding mechanisms, and preparing the appropriate infrastructure. 
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5. CONCLUSIONS  

This research contributes to constructing a theory of features of the development of 
creative industries in Kazakhstan. The activity of creative industries in conditions of 
limited resources and the presence of many barriers to development and success 
characterizes Kazakhstan. The dynamic changes and uncertainty inherent in such an 
environment expose people to lessons that may apply to various fields, such as project 
management and entrepreneurship. Specifically, this study highlighted the significance 
of mentorship and inspiration in creative industries in emerging markets. 

In theory, this research adds to the literature on both creative sectors and SMEs. In 
practice, such businesses are typical for creative industries. Educational institutions have 
a lot to offer in terms of training for the creative sector and individuals interested in 
learning a variety of entrepreneurial, project, and strategic management skills to work in 
the creative industries. 

At the political level, proper funding and grant schemes should reflect the 
collaborative character of work. At the same time, essential entrepreneurial skills should 
be required. Strategic thinking should be encouraged when creating projects and 
innovations. Allocating resources for mentoring and coaching programs to foster the 
development of new and existing networks can also be emphasized.  

In Kazakhstan, there is a significant technological backlog of creative industries. 
Considering that all technologies are available today, everything depends only on the 
capabilities of the company itself and its financing. Even though in the context of 
globalization, the same technologies are available as in advanced countries, many 
Kazakhstani creative sector representatives do not have the resources to acquire new 
technologies. Their uses are simply limited. It should be noted that another factor is the 
unprofitability of such technology since the Kazakhstan market is tiny since the 
population of the country is only 18 million people. 

The development of globalization processes in the economy allowed Kazakhstan to 
become an integral part. Many respondents note that there are currently no barriers to 
cooperation. Especially in conditions where networks are presented as the driving force 
behind job search methods in this “new” economy, when the concept of “creative class” 
has become widespread, and its relevance has increased due to the individualization of 
employment. In this context, when an entrepreneurial style of work is taken as the basis 
for building a creative career, studies have shown that the development of social relations 
removes the most important functions associated with transferring knowledge, reputation 
building, and learning.  

An example of networking comes from freelancers working in the blurry territory of 
the creative and technology economy. Freelancers often describe their socialization 
practices as a form of business interaction. For example, an independent musician recalls 
that networking is more important than other resources today. Cooperation allows one to 
find customers and suppliers and learn about the latest trends and development directions 
in a particular area. Others, who are usually involved in more creative and artistic 
endeavours, describe this collaboration in more idealistic terms. They refer to forming 
relationships with like-minded people as a form of friendship-based social exchange. 
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As a result of the analysis, it was found that the development of creative industries in 
Kazakhstan can be considered a bricolage. When resources are limited, representatives 
of the creative industries more often conduct research and use all available resources. As 
a result of the synergy of resources and strategic focus, creative industries are more likely 
to succeed in their endeavors. Consequently, the resource advantage of these 
entrepreneurs may be weakened by a lack of strategic interaction. 

Future research might look into how collaborative bricolage is used in the creative 
industries and how it could benefit other industries. This research can also shed light on 
how people are developing creative industries in emerging markets that are characterized 
by resource constraints and barriers. A longer-term perspective on relationships and 
balancing strategic intents with mentoring abilities can also improve project 
management, marketing management, and other specialized management situations. 
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