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THE ROLE OF MARKETING AND ADVERTISING
IN THE INTEGRATION AND DEVELOPMENT OF CREATIVE INDUSTRIES
IN THE INTERNATIONAL CLASSIFICATION

This article highlights the impact of creative industries on economic development, with a particu-
lar focus on marketing and advertising. The creative industries have been the subject of much recent
discussion due to their potential to stimulate innovation and draw in talented individuals. The creative
economy of Kazakhstan is expanding, but it has not yet established advertising and marketing as core
economic activities. They also explore the potential for an international classification system that rec-
ognizes advertising as a separate sector of the creative economy. The research contributes to the under-
standing of how marketing and advertising influence creative industries, highlighting the importance of
marketing tactics to both attract and retain creative professionals, as well as promote economic growth
and innovation.

Through a systematic approach, comparative analysis, and logical reasoning, the study examines
existing literature on creative industries. The presented model integrates the marketing and advertising
components into the value chain of production and distribution of creative products/services. And the
results highlight new challenges faced by and solutions to principal stakeholders of a creative economy.
Although marketing and advertising are not extensively discussed in Kazakhstan, they are instrumental
in the development and distribution of innovative products and services.

It includes international examples and discusses current trends in Kazakhstan’s creative economy,
demonstrating the practical value of this work for regional strategy formulation. The implementation of
these measures could lead to better marketing and advertising practices in Kazakhstan’s creative indus-
tries, which could boost their economic growth and global competitiveness.

Key words: creative industries, creative economy, international classification, advertising, marketing
strategies, place branding.
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XaAbIKapaAbIK, KAACCU(pHUKALLMSIAQFbI LLbIFAPMaLLbIAbIK,
UHAYCTPUSIAAPADBI UHTETPaLMsIAQy MEH AaMbITYAafbl
MAapPKETHUHT MNeH YXapHaMaHblIH, POAI

Makanapa MapKeTHHT MeH >KapHamaHblH, KpeaTUBTI CaAaAapAaFbl POAIH epekLie 3epTTer, OAAPAbIH
3KOHOMMKAAbIK, AamyFa acepi KapacTbipblAaabl. COHFbl yakbITTa LUblFapMaLUbIAbIK, MHAYCTPUSIHbIH
MHHOBaLMSAAPAbI AAMbITY MEH TaAQHTTapAbI TapTy KabireTiHe 6afAaHbICTbI OFaH Ker KeHiA BeAIHYAe.
KasakcTaHaAaFbl KpeaTBTI SKOHOMMKA AAMbIM KEAE XKaTCa AQ, YKapHaMa MeH MapKeTUHI OCbl CEKTOPAbIH
Heri3ri 3kKOHOMMKaAbIK, KYpamAac 6OAIri peTiHAe 9Ai A€ TOAbIK 6aFaAaHFaH >KOK. ABTOPAAp XaAblKapaAbIk,
XKIKTeY >KYMECiHIH, LblFapMallbIAbIK, 3KOHOMMKAAAFbl >KapHaMaHblH epeklle CeKTop peTiHAeri
MYMKIHAIKTEPIH 3epTTeiai. byA 3epTTey MapkeTuHr MneH KapHamaHbIH, LbIFAapMallbIAbIK, CaAaAAPMEH
MHTErpaumsICbiH TEPEHipeK TyCiHyre MyMKIHAIK 6epeai, CoHAal-aK, WibliFapMallibIAbIK, KSCIMKOMAAPAbI
TapTy MeH yCTan TYPyAaFbl, 5SKOHOMUKAABIK, 6CYy MEH MHHOBALMSAAAPAbI bIHTaAQHABIPY AQFbl MAPKETUHITIK
CTpaTernsaAapAblH, WeLLYLi POAIH allaAbl.

3epTTey 6apbICbIHAQ LbIFapMaLLbIAbIK, CAAAAAPFA KATbICTbl BAEOMETTEP MEH KAACCUUKALMSIAAPAbI
JKYMEAl TypAe 3epTTey, CaAbICTbIPMAAbl TaAAQy >KOHE AOIMKAAbIK, ADAEAAEMEAED dAicTepi
KOAA@HbIAFAH. Makanaaa LWbIFApMaLLbIAbIK, TayapAap MeH KbI3MEeTTEepAI OHAIpY MeH TapaTtyaa
MapKeTWMHI MeH >KapHaMaHblH POAIH GipikTipeTiH KyH Ti3beri MoAeAi ycbiHbiAFaH. KopbITbIHAbIAGD
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The role of marketing and advertising in the integration and development of creative industries...

KaAaFbl Heri3ri KaTbICyLIbIAQp YLUIH >KaHA KMbIHABIKTap MeH wweliMaepai KepceTeai. KasakcraHaarbl
Ka3ipri WeKTeyAl XiKTeAyiHe KapamacTaH, MapKeTMHI MeH >KapHama LWblFapMallbIAbIK, 6HIMAEP MeH
KbI3METTEPAI AQMbITY MEH TapaTy YLUiH 6Te MaHbI3Abl GOAbIN TaObIAAAbI.

Makanapa XaAblKapaAblk, MbICAaAAAP KamTbiAbIM, Ka3akcTaHHbIH KpeaTuMBTi 3KOHOMMKACBIHbIH,
arbIMAAFbl TEHAEHUMSAAPbI TAAAAHAABI, aMaKTbIK, CTpaTerusiAapAbl 83ipAey YiUiH 3epTTeyAiH npakTm-
KaAbIK, MaHbI3ABIAbIFbI KepceTiaeai. bya cTpaternsaap KasakcTaHHbIH KpeaTMBTI CaraAapbiHAAFbl Map-
KETUHITIK >K&HEe >KapHaMaAblK, ToXXip1OeHi XKaKCcapTbin, OAAPAbIH 3KOHOMMKAABIK, ©CYyi MeH >KahaHAbIK,
Gacekere KabiAETTIAIMIH dAEYETTI TYPAE apTThbIPybl MYMKIH.

TyiiiH ce3aep: KpeaTMBTI MHAYCTPUSIAAP, KPeaTMBTI 3KOHOMMKA, XaAbIKApaAbIK, KAaccudmKaums,
>KapHama, MapKeTMHITIK CTpaTernsinap, OpbiH GPeHAMHTI.
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Poab MapKeTHUHra U peKAamMbl B UHTerpauum
U pa3BUTUMU KPeaTUBHbIX MUHAYCTPUI
B M@XAYHapOAHOM KAaccMdUKaLMK

CraTbs yraybASIeTCS B BAMSIHUE TBOPUYECKMX MHAYCTPUIA HAa SKOHOMMYECKOE Pas3BUTME, C 0COObIM
aKLIEHTOM Ha POAM MapKeTMHra M pekAambl. TBOPUECKME MHAYCTPUM B MOCAEAHEE BPEMS MPUBAEKAM
3HAUUTEAbHOE BHMMaHMWE M3-3a MX MOTEHLMAAA CTUMYAMPOBATb MHHOBALMKM U MPUBAEKATb KBaAMU-
LMPOBaHHbIE KaAPbl. XOTS KpeaTunBHasl 3KOHOMMKA B KasaxcTaHe pa3BMBaeTCs, pekAama U MapKeTUHT
MoKa He MPU3HaHbl OCHOBHbIMM BUAAMM SKOHOMUYECKOM AESITEABHOCTM B 3TOM CEKTOpPE. ABTOPbI M3-
Y4aloT MOTEHLUMAA MEXAYHAPOAHOM CHUCTEMbI KAACCMUKALMM, KOTOpasl OMPeAEASET pekAamy Kak
OTAEAbHbI CEKTOP B KPEATMBHOM 3KOHOMMKE. ITO MCCAeAOBaHMe oborallaeT NMoHMMaHWe Toro, Kak
MapKeTUHT 1 peKAama NnepecekaloTcsl C KPeaTMBHbIMU UHAYCTPUSIMM, NIOAUEPKMBAS PELLAIOLLYIO POAb
MapKeTUHIOBbIX CTPATErnii KaK B MPUBAEUEHMM, TaK U YAEP)KaHUM KPEATUBHbIX CMELLMAAMCTOB, @ TakxKe
B COAEMCTBUM S3KOHOMMYECKOMY POCTY U MHHOBALIMSIM.

B McCcAEAOBAHMM UCMOAB3YETCSI CUCTEMHbIN MOAXOA, CPABHUTEAbHbIM aHAaAM3 U AOTUYECcKoe 060-
CHOBaHME AAS M3YUEHUs CyLLECTBYIOLLEN AUTEPATYPbl M KAACCUMDMKALIMIA, CBS3aHHBIX C KPEATHBHbIMM
MHAYCTPUSIMU. B HEM NpeACTaBAEHa MOAEAD LIEMOYKM CO3AAHMS CTOUMOCTH, KOTOPasi 06beAMHSIET IAe-
MEHTbI MAapKETMHIa 1 PEKAAMbl B CO3AAHMM U PACNPOCTPAHEHMM KPEATHBHbIX TOBAPOB U YCAYT. Pe3yAb-
TaTbl MOAYEPKMBAIOT HOBbIE NMPOBAEMbI M PELLEHMS AASI KAIOUEBbIX UIPOKOB KPEATUBHOM 3KOHOMMKM.
HecMoTps Ha MX TeKyLLYIO OrpaHUYeHHYI0 KaaccudmKkaumio B KaszaxcraHe, nokasaHo, YTO MapKETUHT 1
PeKAaMa UMEIOT XKM3HEHHO BaXKHOE 3HAUEHMEe AAS Pa3paboOTKM M PacrpoOCTPaHEHUs KPeaTUBHbIX MPO-
AYKTOB M YCAYT.

CraTbsl BKAIOYAET MEXKAYHAPOAHbBIE MPUMEPBI U aHAAM3UPYET TEKYLLME TEHAEHUMU B KPEATUBHOM
3KOHOMMKe KazaxcraHa, AEMOHCTPUPYsl MPaKTUYECKYO 3HAYMMOCTb MCCAEAOBaHUS AAS Pa3paboTKum
PErvoHaAbHbIX CTpaTernit. IT1 CTPATErMm MOTYT YAYULIMTb MAPKETUHIOBbIE M PEKAAMHbIE MPaKTUKK B
KpeaTMBHbIX MHAYCTPMsX KasaxcTaHa, MOTEeHUMAAbHO CTUMYAUPYS MX SKOHOMUYECKMIA POCT U rA0BaAb-
HYIO KOHKYPEHTOCNOCOOHOCTb.

KAtoueBble cAOBa: KpeaTUBHbIE MHAYCTPUM, KPEATMBHAS SKOHOMMKA, MEXKAYHAPOAHAs KAaccudm-
KaLusl, PEKAAMa, MapKETHHIOBble CTpaTerMn, GPEHAUHI TEPPUTOPUIA.

Introduction

The origins of Kazakhstan’s push towards culti-
vating its creative economy can be traced to March
17,2021, when a pivotal meeting was convened by
the Head of State in Almaty to discuss the city’s
socio-economic advancement. This meeting un-
derscored the importance of nurturing the creative
economy and affirmed support for Almaty’s ini-
tiatives in this domain. Additionally, the President
encouraged other regions to emulate Almaty’s suc-
cessful strategies.
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Since that time, Kazakhstan has made significant
strides in developing its creative economy through
concerted efforts at the governmental level and rel-
evant state agencies. Essential strategic documents,
such as the Concept for the Development of Cre-
ative Industries for 2021-2025 and its correspond-
ing Roadmap, have been introduced. These docu-
ments delineate key economic activities within the
creative sector and establish criteria for categorizing
small and medium-sized businesses as elements of
the creative economy. Additionally, recent legisla-
tive updates have been implemented to strengthen
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the legal infrastructure supporting the creative econ-
omy. These legal changes are designed to improve
the manufacturing, dissemination and advertising of
creative goods and services, this, in turn, maximizes
the financial returns from investments in human tal-
ent and creative abilities.

In practice, a notable challenge impeding the ef-
fective execution of strategies within Kazakhstan’s
creative economy is the fragmentation among essen-
tial market stakeholders, including businesses and
government entities. This lack of cohesion obstructs
productive collaboration and the achievement of
strategic objectives. To address these challenges,
it is crucial to enhance coordination and coopera-
tion among all players in the creative economy. This
includes integrating efforts across the marketing
spectrum — spanning strategic planning, advertising,
digital marketing, and public relations.

Thus, according to the results of the analysis of
statistical data provided by the Bureau of National
Statistics of the Agency for Strategic Planning and
Reforms of the Republic of Kazakhstan (hereinaf-
ter — BNS ASPR), the share of creative industries
in the structure of gross domestic product (hereinaf-
ter — GDP) by the end of 2020 amounted to 2.67%.
Throughout the analyzed period, from 2017 to 2020,
the contribution of creative industries to the econo-
my shows steady dynamics at the level of 2.8%.

The creative industries sector has grown 3.2
times in nominal terms since 2010. This dynamic is
comparable to the growth of the entire economy of
Kazakhstan over the same period (3.2 times).

The fastest growing creative industries in 10
years have become “Web portals and news agen-
cies” (65 times growth), “Cultural and entertain-
ment events and artistic activities” (3.8 times), “De-
sign, photography and Translations” (1.2 times) and
“Cinema and TV programs” (in 2 times).

Employment in the creative industries shows
an upward trend. By the end of 2020, 3.5% of all
employed, or 310.2 thousand people, work in the
above-mentioned industries.

The largest number of employed people in the
creative industries is observed in the cities of Al-
maty (7.3% of the total employed population),
Nur-Sultan (6.4%) and the West Kazakhstan region
(4.0%). Those employed in the creative industries
of these regions account for almost 40% of all those
employed in these sectors at the national level.

Over the past 10 years, the number of employed
people in the creative industries has increased by
74.2 thousand people, or 31.4%. Most of them are
urban wage workers with higher education and
working in their specialty.

Variations in the practical implementation
of marketing and advertising are inherent in Ka-
zakhstan due to its geographical location, demo-
graphic makeup, economic advancement level,
and cultural heritage. Take a look at some cru-
cial details:

Features of the Kazakhstan market:

Multiculturalism: Considering the diverse range
of ethnic groups, their languages, cultural values,
and preferences is crucial when designing advertis-
ing campaigns. Using only one language (Russian
or Kazakh) may not suffice.

Regional differences: Kazakhstan is a vast coun-
try with distinct regional variations in living stan-
dards, culture, and infrastructure. To achieve this,
a marketing approach must take into account these
differences and be tailored to each region.

Developing infrastructure: Some areas may
have limited access to the Internet and other digi-
tal technology, making choice less important in
choosing communication channels. Facebook,
Instagram, VKontakte, TikTok and Telegram are
popular advertising and marketing channels among
the youth.

Social media: The use of social media channels
such as Instagram, Facebook, VKontakte, TikTok,
and Telegram is widespread in marketing and ad-
vertising.

Traditional media: Traditional media, such as
television and radio, remain significant in regions
with limited Internet connectivity.

Level of trust: The level of trust placed in the
recommendations of family members and friends
(word of mouth) is a major influence.

Practical application of marketing and advertis-
ing in Kazakhstan:

Digital marketing: SEO, contextual advertising
(Google Ads, Yandex.Direct), targeted advertising
on social networks, email marketing, SMM — all
these tools are widely used in Kazakhstan.

Video Marketing: YouTube videos, short vid-
eos on TikTok and Instagram Reels are becoming
increasingly popular.

Influencer marketing: Collaboration with popu-
lar bloggers and opinion leaders on social media is
effective for promoting products and services.

Offline marketing: Advertising on billboards,
in print media, outdoor advertising, sponsorship
of events, participation in exhibitions — remain rel-
evant methods.

Localization of content: The adaptation of ad-
vertising materials to the linguistic and cultural
characteristics of different population groups is a
prerequisite for a successful campaign.
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Multi-channel marketing: Using a combination
of online and offline channels to maximize the reach
of the target audience.

Affiliate Marketing: Cooperation with partners
to promote products and services.

Mobile Marketing: Developing mobile applica-
tions and using push notifications to interact with
customers.

Strengthening this synergy will not only im-
prove advertising campaigns and the promotion of
creative products and services but also establish a
cohesive ecosystem that nurtures innovation and
supports sustainable development. The critical is-
sue at hand is the absence of formal recognition for
“advertising” and “advertising activities” as distinct
sectors within the creative economy framework in
Kazakhstan. Despite this, effective promotion re-
mains fundamental to the success of creative indus-
tries. In an era marked by digital transformation and
globalization, marketing and advertising are pivotal
in elevating the visibility and market presence of
creative products and services, ensuring their wide-
spread accessibility and acceptance.

Literature Review

Creative industries and their role in economic
development are becoming increasingly relevant
topics in academic research. Special attention is giv-
en to marketing and advertising, which play a cru-
cial role in the creation and promotion of creative
products and services. The literature review covers
the works of leading researchers such as Richard
Florida and John Howkins, who have made signifi-
cant contributions to the understanding of creative
industries and their marketing strategies.

Richard Florida is one of the most renowned
researchers in the field of creative industries. In his
work The Flight of the Creative Class: The New
Global Competition for Talent, he analyzes the
global competition for attracting the creative class,
emphasizing the importance of creating attractive
conditions for creative professionals. Florida notes
that marketing strategies aimed at promoting cit-
ies as centers of creativity and innovation are key
elements of economic development. This includes
not only traditional advertising campaigns but also
the creation of infrastructure that supports the de-
velopment of creative potential (Cooper & Florida,
2005).

In the article Collaborative Marketing in a Re-
gional Destination: Evidence from Central Florida,
Florida and his colleagues explore a collaborative
approach to regional marketing using Central Flor-
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ida as an example. They demonstrate that coopera-
tion between various organizations can significantly
reduce costs and improve the efficiency of market-
ing campaigns. This is particularly important for re-
gions aiming to attract tourists and investors through
comprehensive marketing, including elements of
advertising and public relations (Youcheng et al.,
2013).

In «Collaborative Marketing in a Regional Des-
tination: Evidence from Central Florida», Florida
analyzes the impact of demographic changes and
cultural diversity on the economy. He discusses how
diversity in marketing and advertising strategies can
foster productivity and innovation growth. Florida
emphasizes that cultural diversity and tolerance are
crucial factors in creating a favorable environment
for creative industries (Nathan, 2015).

John Howkins, in his work A Pentagon of Cre-
ative Economy, explores the concept of the cre-
ative economy, highlighting the role of creative
industries, including advertising and marketing.
He argues that creative industries generate new ap-
proaches to business processes and supply- demand
chains, contributing to economic growth and inno-
vation (Levickaité & Reimeris, 2011). In the article
Four Approaches to the Creative Economy: General
Overview, Howkins examines the creative economy
as a new economic phenomenon, emphasizing the
interaction between creativity and economic ac-
tivity. He also discusses the role of marketing and
advertising in the development of creative indus-
tries, noting that these elements play a key role in
creating economic and cultural dynamics in cities
(Levickaite, 2011).

Richard Florida and John Hawkins highlight
the significance of marketing and advertising in the
creative industries. Based on the results of their re-
search, innovative marketing and advertising meth-
ods are effective in both attracting and retaining
talented individuals, as well as driving economic
growth and innovation. These results have a signifi-
cant impact on policy makers and researchers who
are dealing with economic development and cultural
planning.

Methodology

This article conducts a comparative analysis of
international classifications of creative economy
sectors to evaluate the role of marketing and adver-
tising, the issues associated with the classification
of creative industries in Kazakhstan, and propose
recommendations for enhancing city branding, de-
veloping niche areas within creative industries, and
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reinforcing the significance of advertising within
this ecosystem.

The creative economy has emerged as a new
economic paradigm in the context of globalization
and post-industrial economies. This is in contrast
to the industrial era which saw economic growth
driven by exploiting material resources (raw ma-
terials, manufactured goods and trade routes), but
today’s economic, political and social changes are
increasingly focused on intangible assets. Among
them are industries that depend on expertise, service
sectors, intellectual property, scientific and cultural
advancements, innovations, artificial intelligence,
global information networks, and state-of-the-art
technologies.

In the creative economy, growth of creative in-
dustries is based on growth in creativity and devel-
opment of the creative class. This class functions as
a catalyst for creating creative capital in cities, lead-
ing to the development of innovative urban areas.

Today, there is no widely recognized consen-
sus on the meaning of a “creative economy” or an
integrated category for “creative industries”. The
absence of standardization is mainly because of the
varied cultural and economic backgrounds across
different countries and regions, which makes it
challenging to establish a universal classification
system. Furthermore, the fast pace of technological
development and globalization introduces new cre-
ative activities which may not necessarily conform
to established classifications.

However, there are basic guiding principles
through which countries define their own national
classifications of creative industries. Firstly, to un-
derstand what constitutes “creative industries,” one

must first understand the larger concept of creativity
within the broad scope of the “creative economy.”

The creative economy’s central idea is that eco-
nomic development is linked to cultural develop-
ment and can be incorporated into a system of in-
clusive growth. However, the term was first used
in academic practice for all of United Kingdom
in 1998, when the Ministry of Culture, Media and
Sport made it a central focus of national strategy.
The creative economy was characterized as an in-
dustry that utilized personal creativity, skills, and
talents to generate income and employment by uti-
lizing intellectual resources.

Under the United Nations Conference on Trade
and Development (UNCTAD), the creative econo-
my is considered a developing area that concentrates
on utilizing creative resources to foster economic
growth. Among its essential components are:

- The capacity to create employment, increase
export revenues, and promote social integration,
cultural diversity, and personal growth.

- Economic, social and cultural integration with
technologies; mental health programs; tourism part-
nerships.

- A variety of economic activities that involve
knowledge, with a focus on development and the
interdependence of sectors at both macro and mi-
crolevels.

- Strengthen innovation, interdisciplinary policy
initiatives, and global collaboration efforts.

Creative industries are crucial to the creative
economy.

During the early 21st century, international or-
ganizations classified these creative sectors as out-
lined in Table 1.

Table 1 — Classification of creative industries by international organizations

- Valuation Chain Dynamics
- Market configuration
- Which are: — End products

gl:;:;?zt:::z Description Classification
Creative Service Providers: Enterprises that leverage intellectual property,
such as advertising agencies, design studios, architectural practices, and
In cultural and creative processes, PR ﬁms' o . .
the classification employs four Creatlve Content Producers are orgz.im;athns that 1nyest in and defend
main business models: 1nte1¥ec?ual property.for consumer distribution, 11}clud1ng theater groups,
- Business Model pubhshmg houses, v1de0‘ game devellopers, recording studios, film studios,
NESTA designers, and broadcasting companies.

Creative Experience Providers: Companies that offer opportunities for
certain events or performances, such as theater companies, musical event
organizers, cultural and artistic organizations, and sports or tourism events.
Producers of Unique Creative Goods: People who produce, sell, or trade
distinctive artifacts with artistic value, including visual arts, handicaps,
antiques, design works, and photography.
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Continuation of the table

torate-General
for Education
and Culture

outcomes). The last category deals
with the relationship between cre-
ativity and production.

Internz.ltloflal Description Classification
Organization
Sector Definitions for Creative Products
- Promotion and marketing
- Design of Buildings
- Communications through Televi-
flzr(;}?ir;(\ifilzg(i;gszrigid:r?(sitgegsign -Specialized Creative Products
- Production of films and videos. -Uncommgnly Innf) vative Content
Different sectors split creative - Interactive Media (such as -The artistic cxperiences
UNCTAD products into 6 distinctive catego- | Games, Web sites, and mobile ap- 'And_ Related Services (Creative
ries across 10 types. plications) Services).
- Museums, Art Galleries and His- -A comp .le).( nature .
torical Site -. -P'roduf:twlty: —Cr'eatlve Products
- And Audio Arts. -Simplified Creative Goods
- The mediums of Visual Arts and
Craftsmanship
- In literature, publishing and
media
-Values: — Cultural and Natural Heritage
UNESCO Institute for Statistics | -Entertainment and event management (including musical instruments,
has identified seven categories of | recording equipment)
cultural activities to assess the eco- | -Being Visual and Fine Arts
UNESCO nomic impact of creative industries, | -Decorative and Craftsmanship
which includes various business |-Print Media and Publishing (magazines and books)
operations, employment rates and | -Access to audiovisual and interactive digital media is possible.
output. -Services such as Architecture and Creative Design, (including advertis-
ing)
Category Sector
KEA European | It outlines three divisions that span -
Affairs, on be- | from more culturally focused to Visual Arts
half of the Direc- | more creative industries (functional Core culture: Performing Arts

Identify and describe Cultural
Heritage

Cultural industries:

Film and Video

European Com-
mission

This classification offers a cohesive
framework across Europe to sup-
port the formulation of policy mea-
sures aimed at fostering growth.

Television and Radio

Video Games

Music
Publishing

Creative industries:

Design
Architecture

Advertising

Creatively oriented:

Producers of computers, MP3 play-
ers, mobile devices, and similar
technologies

Note — Compiled by the authors based on (Creative Economy Outlook, 2024)

Results and Discussion

The rise of technical and cultural rotation has
resulted in the creation and dissemination of in-
novative tools for culture, leading to a shift in ter-
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minology from “creative” to “cultural”. The term
“cultural industries” was initially used to describe

traditional sectors like cultural heritage, graphic and
acting arts, publishing, film, television, radio, print,
photography, and music.
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Yet this idea has expanded into what is now
known as “creative industries”. This development
has evolved into the framework of the European
Union’s “cultural and creative industries” (CCI),
which sets them apart. Cultural industries still en-
compass conventional fields, but creative industries
now include emerging sectors of the digital econo-
my, such as IT services and software.

(Creation) (Production)

(Consumption)

Also, the writers state that “the most crucial
aspect of the creative economy is its emphasis on
dissemination.” Specifically, creative goods and
services are promoted through specific distribution
channels (Figure 1). In addition, marketing has a
crucial role to play; advertising plays an essential
role in the value chain of creative industry products
and services.

(Marketing) (Advertising)

[ (Distribution) J

Figure 1 — Value Chain of Creative Industry Goods and Services
with an Emphasis on Marketing and Advertising
Note — compiled by the authors

A value chain of marketing and advertising is
a crucial component in the creative industry, which
comprises multiple essential stages to ensure the
product or service is effectively conveyed from mar-
ket to consumer. Let’s examine each phase in more
detail:

- Manufacturing:

Once a concept has been developed, the product
or service is then produced. This could be either cre-
ating a tangible item (such as printing books or cre-
ating designer clothing) or providing the necessary
services, such as designing a website or organizing
an event. Maintaining high quality is essential dur-
ing this phase, as it has a significant impact on con-
sumer perception and satisfaction.

- Creative ideas:

An idea or concept of a creative product or ser-
vice arises at the first level. This could be a fresh
design, original music, innovative maintenance, or
anything else that incorporates creativity. Estab-
lishing the target audience and understanding their
requirements is crucial. What is the most impor-
tant question at this point: How can the product or
service meet these needs? While creating original
songs for new music, it’s important to consider the
audience’s genre preferences and potential distribu-
tion channels.

- Marketing:

This stage demands the creation of a marketing
plan. One of the objectives in marketing is to make a
target audience aware of the product or service being

sold. Identifying effective communication channels
is essential, which can include social media plat-
forms, email marketing, search engine optimization
(SEO), and affiliate marketing. A successful promo-
tion of a creative product, such as high-end designer
clothing, can be achieved through social media and
influencer partnerships, which help to establish a
strong brand presence among the target audience.

- Advertising:

This is a component of marketing that involves
actively promoting the product or service. Advertis-
ing can take place either online or offline, depend-
ing on the target audience. Targeted advertising on
social media platforms like Google and Facebook
can be used to promote a new mobile app. For a
traditional product like an ‘autobiographical’ book,
advertising on television or radio, or in print media
may be appropriate. To ensure that the audience re-
members you, it’s important to consider how cre-
ative advertising messages and visual materials are
designed so.

- Distribution:

The distribution process involves delivering the
product or service to the consumer. Part of the pro-
cess may involve the physical delivery of a product
through retail outlets or online shops, and part of
digital distribution through internet platforms. The
distribution of music can occur through streaming
services like Spotify or Apple Music, and designer
clothing can be sold through online stores or bou-
tiques.
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- Consumption:

The end consumer is the recipient of the product
or service at this point. It’s crucial to consider the
consumer experience when deciding on a product.
It includes ease of acquisition, quality service and
perception on the product. If a service is web design,
it’s important that the client is happy with the out-
come and is willing to give their recommendation
to others. For a physical product such as clothing,
comfort and meeting expectations are important.

Marketing and advertising are crucial in dis-
tributing creative industry products and services to
end consumers. This value is reflected in interna-
tional classifications by organizations such as Nesta,
UNCTAD, UNESCO and the European Commis-
sion. Advertising, which plays a crucial role in prod-
uct promotion within these classifications, not only
promotes products but also serves as an autonomous
industry that significantly impacts the creative econ-
omy’s development.

These classifications, as pointed out by the au-
thors, highlight advertising’s significance in various

fields such as architecture and design, audiovisual
media, and interactive media. This means that in the
global market, advertising is critical for establish-
ing and maintaining connections between creative
products and their target markets across different
regions. By employing innovative and imaginative
tactics, advertising enables creative goods and ser-
vices to meet changing cultural and market needs,
bridging geographical and cultural divides.

Figure 2 presents data on the global exports of
creative products, broken down by category from
2006 to 2024. The composition of creative goods ex-
ported is always dominated by design goods. They
made up 62.9% of the total exports of creative goods
in 2024. Following this, there were new media prod-
ucts, with art products accounting for 8%, fine arts
for 6.2%, publishing for 5.4%, audiovisual content
for 3.1%, and performing arts for 1%. Design was
the dominant category for interior products, which
accounted for 20.1% of total creative exports, fol-
lowed by fashion items (15.9%), jewelry (15.3%),
and toys (11.4%).

400 /
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600 .
New media

500

= A1t crafts

—Visual arts
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200 A
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Figure 2 — Global exports of creative goods by commodity group in 2006-2024, billion US Dollars
Note — Compiled by the authors based on (Creative Economy Outlook, 2024)

As a result of the COVID-19 pandemic in 2020,
most sectors experienced a sharp drop in exports
from the global creative products sector. Despite
the economic downturn, new media products were
a source of hope as they witnessed a remarkable
18.1% rise in exports.

Exports suffered the most damage, with visual
arts falling by a staggering 36.4%, followed by de-
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sign goods at 15.2%, publishing at 14.3%, audio-
visuals at 7.1%, art crafts at 4.2%, and performing
arts at 3.2%. The only sectors to prosper were those
that satiated consumer changing needs during lock-
downs and travel restrictions.

Major export drivers were recorded media prod-
ucts, which saw a 25.7% increase in exports; cel-
ebration goods rose by 8.8%, followed by video
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games by 5.8% and toys by 5.3%, films by 2.9%,
and wickerware by 2.6%. However, many other ar-
tistic products suffered significant damage, includ-
ing paintings (-49.7%), jewelry (-35.2%), architec-
ture (-33.7%), and antiques (-33.2%).

Despite these obstacles, the creative product in-
dustry is still adapting and evolving to meet the ev-
er-changing tastes of consumers in an increasingly
post-pandemic world.

A central focus on the creative economy has
been established by national policy in Kazakhstan.
The creative economy’s evolution in Kazakhstan
began on March 17, 2021, during a crucial meeting
in Almaty organized by the Head of State to discuss
the city’s socio-economic development. The meet-
ing highlighted the need to promote the creative
economy, with a particular emphasis on Almaty’s
efforts in this area. The directive was evident and
urged other areas to follow Almaty’s lead in devel-
oping the creative economy.

Kazakhstan has made significant progress in
promoting its creative economy since 2021, with
financial support from both the Government of the
Republic of Kazakhstan and relevant state institu-
tions. On July 6, 2023, a crucial Government Decree
established a list of significant economic activities
related to the creative industries. 12 crucial fields,
including jewelry, film and animation, libraries, mu-
seums, cultural and recreational institutions, music,
architecture, fashion, television show, photography,
folk crafts, IT, and game development, are listed
here. These sectors collectively represent 43 distinct
areas within the creative industries.

Note that this list is an indication of the increas-
ing recognition “the creative industry” as a major
source of economic development in developed
countries. Through legislative reforms in the cre-
ative sector, Kazakhstan seeks to create an environ-
ment that encourages and promotes creative talent,
enables them to develop their skills effectively, and
generates economic value through innovation, ad-
vanced technologies, and new ideas.

The creation of this list was accompanied by
the careful consideration of using specific MTEA
codes, which aim to monetize products within the
creative industry to generate profit for creators/
authors and revenue for the state through tax rev-
enues. This approach also included the full range
of MTEA activities involved in creative products’
production and distribution, with distinctions made
between “substantial sectors” linked to creative in-
dustries and “ancillary sectors” that support cre-
ative activities.

Besides, it is essential to acknowledge the cru-
cial role of marketing and advertising in promoting
innovative products and services in an increasingly
competitive global market with swift technologi-
cal advancements. By utilizing creative tools like
design, video and audio, photography, IT technolo-
gies, computer services, and printing, marketing and
advertising enhances the visibility of creative indus-
try offerings.

There is a growing emphasis on where one
comes from in terms of origin and territorial brand-
ing within the creative industries, which highlights
the importance of capitalizing on Kazakhstan’s
unique natural beauty, cultural heritage,and interna-
tionally acclaimed personalities to boost exports and
position the country as a leading hub for creative
economy products. To conform with modern mar-
keting practices, territories are viewed as products
that offer distinct experiences and products to con-
sumers through territorial branding.

Kazakhstan’s creative economy, which is thriv-
ing, requires comprehensive policies that address all
aspects of this dynamic sector. In response to exist-
ing challenges and the current state of the art, we
have put forward several suggestions for improv-
ing city branding, creating a more targeted market
within creative industries, and elevating advertising
as an essential factor in driving success.

Out of all of that, the following are suggestions:

- The process of integrating local communities
into the creative industry is crucial for long-term
sustainability and success, as it provides an opportu-
nity for local communities to be empowered. Local
residents’ involvement in decisions and implemen-
tation will increase their sense of ownership, which
will lead to greater support for innovative projects.

- The region’s cultural heritage presents a unique
opportunity to sell creative products and services
through marketing. By utilizing modern creative
manifestations and traditional elements, businesses
are able to appeal to a wider audience.

- The creation of a culture of innovation and cre-
ativity is essential for the creative industry to remain
competitive in a rapidly evolving market. Through
the use of experimentation, collaboration, and cross-
disciplinary approaches we can foster innovation to
drive continuous improvement.

- Enhancing the capacity building and skills de-
velopment of creative professionals is essential to
remain competitive in a global market. The provi-
sion of educational programs, workshops and men-
toring will promote the development of talent to en-
sure a continuous flow of skilled workers.
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- The integration of sustainability and social re-
sponsibility: The inclusion of sustainable practices
and initiatives can enhance the industry’s reputation
and appeal to consumers who prioritize their health.
Companies can profit while also promoting social
benefits by aligning their business interests with
ethical values.

Guidelines for implementing above recommen-
dations:

1. Building partnerships with global organiza-
tions, cities and businesses will help showcase Ka-
zakhstan’s unique characteristics on a global scale.
Through the exchange of best practices, hosting
cross promotion events and exchanging ideas, the
cities will have a higher global exposure.

2. Through social media, cities can establish
partnerships with influencers to produce engaging
content that promotes and promotes their brand. By
doing so, they will broaden their appeal and enhance
their standing. The presence of social media and in-
fluential voices can serve as a means to capture the
attention of a worldwide audience and showcase the
unique qualities of Kazakhstan’s cities.

3. By incorporating data analytics and consumer
research, along with other data-driven marketing
techniques, campaigns can be made more precise
and effective. Cities can enhance their brand recog-
nition and promotional efforts by utilizing data to
better understand the preferences and behaviors of
their target demographic.

4. Focusing on sustainability and the environ-
ment: By highlighting Kazakhstan’s cities’ sus-
tainable initiatives, citizens can differentiate them-
selves from other cities in the country and draw in
environmentally conscious consumers and tourists.
Through sustainable branding and marketing to cre-
ate an image that resonates with the population.

Challenges and trends of marketing and adver-
tising in Kazakhstan:

1. Increasing competition: The market is be-
coming more competitive, requiring innovative ap-
proaches to marketing and advertising.

2. Changing consumer behavior: Consumers are
becoming more informed and demanding, which re-
quires a personalized approach.

3. The need for data analysis: Analyzing data on
consumer behavior allows you to optimize market-
ing campaigns and increase their effectiveness.

Conclusion

In conclusion, effective application of market-
ing and advertising in Kazakhstan requires a deep
understanding of the local market, its features and
trends. The combination of online and offline meth-
ods, consideration of cultural differences and the
use of data is the key to the success of marketing
campaigns in this country.

Kazakhstan’s creative economy is taking a dif-
ferent approach, exhibiting both positive and nega-
tive aspects. Although it may sometimes evade the
customary norms concerning distribution through
advertising and marketing, it is also creating its own
distinct classification system within the creative in-
dustry. However, Kazakhstan’s creative economy
could benefit greatly from developments in urban
marketing and territorial branding strategies through
strategic partnerships with influencers. In this case,
these influencers could function as local ambassa-
dors, promoting a positive image and highlighting
the special qualities of specific regions.

A crucial approach is to leverage digital tools
and influential influencers to effectively commu-
nicate the unique benefits of different areas. Thus,
Kazakhstan can attract foreign visitors who are in-
terested in distinctive and inspiring places of inter-
est to the country, which will help expand its global
reach by creating new opportunities for economic
development as well as creative exchange.

Besides economic benefits, the creative indus-
tries also generate significant cultural and social
values. Their presence is responsible for the devel-
opment of meanings, material assets, and trends that
collectively shape society.
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