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ABSTRACT

Purpose — This study investigates the influence of age on entrepreneurial propensity among graduates of
musical universities in Kazakhstan, aiming to identify strategies for fostering entrepreneurship within the cre-
ative industries.

Methodology — An in-depth expert opinion survey was conducted with 22 industry experts, divided into
two age groups: under 34 years old and 35 years and above. The McKinsey matrix was employed to analyze
the weight and expressiveness of ten crucial criteria for entrepreneurial success, providing a comparative as-
sessment of the two age groups.

Originality / value — The research offers novel insights into the interplay between age, individual character-
istics, and contextual factors shaping entrepreneurial intentions and behaviors among musicians. It proposes
tailored strategies to nurture entrepreneurship within the creative industries, addressing the specific needs and
challenges of different age groups.

Findings — The findings reveal distinct entrepreneurial prospects and needs for the two age groups. Younger
musicians demonstrate strong potential but lack business skills and state support, while older musicians require
continuous adaptation to modern technologies and market demands. Recommendations include specialized
training programs, masterclasses, government initiatives, streamlined administrative processes, and enhanced
communication about support measures.

Keywords: Entrepreneurship, Creative Industries, Age, Musical Graduates, Kazakhstan, McKinsey Matrix.

INTRODUCTION

The creative industries, such as music, art, design, and media, are essential to a nation's cultural identity and
economic prosperity. However, the COVID-19 pandemic exposed the vulnerabilities faced by creative profes-
sionals like musicians, whose livelihoods heavily depend on live performances and events. Disruptions caused
by the pandemic prompted many artists to explore entrepreneurial avenues to diversify their income streams
and gain financial independence.

In Kazakhstan, the music industry is a cornerstone of the country's rich cultural heritage, showcasing di-
verse artistic expressions and fostering national identity. Nevertheless, the pandemic revealed the precarious-
ness of relying solely on traditional music careers, as lockdowns and event cancellations left many musicians
facing economic uncertainty and the need to adapt.

Recognizing the importance of nurturing entrepreneurial mindsets and empowering creative professionals,
this research endeavor takes on particular significance. By examining the factors influencing entrepreneurial
propensity among graduates of musical universities in Kazakhstan, this study aims to unlock new avenues for
sustainable career development, economic resilience, and the cultivation of a thriving entrepreneurial ecosys-
tem within the creative industries.

The potential impact of such research extends beyond the music industry itself. As a key pillar of the na-
tion's creative economy, fostering entrepreneurship among musicians can have far-reaching implications for
driving innovation, job creation, and economic diversification in Kazakhstan.
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Literature Review. The nexus between age and entrepreneurial propensity has been extensively explored
by scholars [1], [2]. Certain perspectives posit that older entrepreneurs exhibit greater dynamic capabilities,
while their younger counterparts may excel at recognizing novel entrepreneurial opportunities [3], [4]. Con-
trarily, other authors have not observed significant generational effects on the relationship between age and
the inclination towards full-time or part-time entrepreneurship [5], [6]. Lévesque and Minniti [7] proposed a
theoretical model suggesting an individual's entrepreneurial propensity declines with age, attributable to shifts
in risk aversion and time discounting across the life course.

Furthermore, an individual's decision to venture into entrepreneurship is shaped by both personal age and
the regional age distribution, with prior research indicating an inverse U-shaped relationship between age and
entrepreneurial entry [8], [9]. These findings underscore the intricate interplay between individual characteris-
tics and contextual factors in shaping entrepreneurial intentions and behaviors [10], [11].

Beyond individual attributes like age and gender, entrepreneurial activity is influenced by the broader coun-
try and regional context, as the opportunities, resources, and environmental conditions available to potential
entrepreneurs vary significantly across locations [12], [13]. For instance, a study in Vietnam revealed that fe-
male entrepreneurs tend to have lower household incomes and greater fear of failure, while male entrepreneurs
perceive entrepreneurship as more accessible and are older on average, providing empirical evidence on age
and gender differences in entrepreneurship within the Vietnamese context [14], [15].

Cultural factors and differences in the surrounding environment where entrepreneurs were nurtured can
influence their decision-making processes and location choices [16], [17]. Notably, peripheral regions perceive
greater business opportunities compared to core regions, despite perceptions of less favorable entrepreneurial
resources and market access [18], [19].

Moreover, the geographic concentration of industry clustering exhibits an inverted U-shaped relationship
with new ventures' internationalization, with venture characteristics impacting the nature of this relationship
[20], [21]. This underscores the interplay between spatial factors, industry dynamics, and firm-level character-
istics in shaping entrepreneurial outcomes [22], [23].

Notably, entrepreneurs in post-socialist economies still grapple with significant institutional and cultural
barriers that impact their ability to establish and grow successful businesses [24], [25]. Similarly, in emerging
economies, factors such as access to financing, government support programs, and the overall entrepreneurial
ecosystem play a crucial role in fostering entrepreneurship, while cultural norms and risk perceptions can hin-
der entrepreneurial intentions and actions [26], [27], [28].

Drawing upon these theoretical perspectives and empirical findings, it is evident that entrepreneurial activ-
ity among graduates of musical universities is likely influenced by a complex interplay of individual factors
(e.g., age, gender), regional and cultural contexts, industry dynamics, and institutional frameworks. A com-
prehensive understanding of these multifaceted influences is essential for developing tailored strategies and
supportive ecosystems that can nurture and propel entrepreneurial endeavors within the creative industries,
particularly among individuals with specialized artistic training and backgrounds.

The relationship between entrepreneurship and industry sectors has been a subject of significant scholarly
interest. Researchers have recognized that creative industries, such as music, arts, and design, exhibit distinct
characteristics and dynamics that necessitate tailored approaches to fostering entrepreneurial activity [29],
[30]. Unlike traditional industries, creative disciplines often require a delicate balance between artistic expres-
sion, commercial viability, and the navigation of complex intellectual property landscapes [31], [32].

Entrepreneurship within creative industries is often driven by the pursuit of autonomy, self-expression,
and the desire to transform creative passions into sustainable ventures [33], [34]. However, this pursuit is
frequently accompanied by unique challenges, such as the need to develop diverse skillsets that span artistic
mastery, business acumen, and marketing savvy [35], [36].

Furthermore, the nature of creative work, which often involves project-based collaborations and tempo-
rary engagements, can create additional complexities in terms of resource acquisition, team management, and
securing sustainable revenue streams [37], [38]. These distinct characteristics underscore the importance of
tailoring entrepreneurship education and support systems to address the specific needs and realities of creative
industries.
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A comprehensive understanding of these multifaceted influences is essential for developing tailored strat-
egies and supportive ecosystems that can nurture and propel entrepreneurial endeavors within the creative
industries, particularly among individuals with specialized artistic training and backgrounds.

THE MAIN PART OF THE RESEARCH

In the conducted interviews, an in-depth expert opinion survey was carried out with 22 experts who are rep-
resentatives of the music industry in Kazakhstan and possess the necessary skills, knowledge, and competence
in this field. Our experts were divided into two groups based on age: Group 1, whose age is up to 34 years old,
and Group 2, aged 35 and above.

The age limit of 34 years was chosen to differentiate between «young» and «adult» populations based on
Kazakhstan's regulations. According to the Law on State Youth Policy in the Republic of Kazakhstan, indi-
viduals aged 29 and below are considered «youth», while those aged 30-35 are classified as a «transitional»
group, and individuals over 35 are regarded as «adults» [39]. This age categorization aligns with international
practices and is widely used in policy-making and research related to youth development and entrepreneurship
in Kazakhstan [40].

The expert opinion method offers several advantages, making it a valuable approach for this study. Firstly,
it allows for the extraction of in-depth knowledge and insights from individuals with extensive experience
and expertise in the field of interest [41]. Secondly, it facilitates the exploration of complex and multifaceted
issues, enabling a comprehensive understanding of different perspectives and nuances [42]. Additionally, the
expert opinion method is particularly useful when empirical data is limited or difficult to obtain, as is often the
case in emerging or niche industries [43].

The experts were tasked with determining the weight and significance of ten selected criteria:

X1 —Role of government

X2 — University business education

X3 — Necessity of business skills

X4 — Financial literacy

X5 - Marketing

X6 — Project management

X7 — Management fundamentals

X8 — Accounting

X9 — Copyright

X10 — Digitalization

The weight of the criteria represents the individual assessments and opinions of the experts regarding the
importance of each proposed criterion for being an entrepreneur in the music industry. The expressiveness of
the criteria shows the extent to which each criterion is represented in the music industry of Kazakhstan.

Later in the analysis, we will employ the McKinsey matrix to identify the position of each age group based
on the weighted criteria. The McKinsey matrix is a strategic tool used to evaluate business units or products by
plotting their competitive strength (weight) against their market attractiveness (expressiveness) [44].

To construct the McKinsey matrix, the following steps are taken:

1. Identify the relevant criteria that contribute to competitive strength (weight) and market attractiveness
(expressiveness) for the industry or domain under analysis.

2. Assign weights to each criterion based on its relative importance, typically using a scale from 1 to 10 or
a percentage system summing to 100 %.

3. Rate each business unit, product, or service on a scale (e.g., 1 to 10) for each criterion based on their
performance or position relative to competitors.

4. Calculate the weighted score for competitive strength by multiplying the rating for each criterion by its
assigned weight and summing the products.

5. Similarly, calculate the weighted score for market attractiveness by multiplying the rating for each crite-
rion by its assigned weight and summing the products.

6. Plot the weighted scores for competitive strength (x-axis) and market attractiveness (y-axis) on a two-
dimensional matrix divided into quadrants.
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The McKinsey matrix is typically divided into four quadrants, each suggesting a different strategic ap-
proach:

1. High competitive strength and high market attractiveness (top right): Invest and grow;

2. Low competitive strength and high market attractiveness (top left): Invest selectively and build competi-
tiveness;

3. High competitive strength and low market attractiveness (bottom right): Harvest or divest;

4. Low competitive strength and low market attractiveness (bottom left): Divest or terminate.

In our study, we will calculate the weighted scores for competitive strength (weight) and market attrac-
tiveness (expressiveness) for the two age groups based on the expert assessments of the ten criteria. These
weighted scores will then be plotted on the McKinsey matrix to determine the strategic position of each age
group and recommend appropriate strategies accordingly.

The use of concordance, dispersion, and weight measures is crucial for quantifying and analyzing the quali-
tative data obtained from expert opinions. Concordance, measured on a scale from 0 to 1, indicates the degree
of agreement among experts regarding the significance of each criterion [45]. A higher concordance value sig-
nifies greater consensus. Dispersion, on the other hand, quantifies the variation in responses, with lower values
indicating less dispersion and higher agreement [46]. Finally, the weight assigned to each criterion represents
the collective assessment of its importance by the experts [47]. These measures allow for a systematic and
quantitative analysis of the qualitative data, enhancing the rigor and reliability of the findings.

The McKinsey matrix provides a structured and visual approach to strategic decision-making, enabling
organizations to allocate resources effectively and prioritize their efforts based on the relative strengths and
market potential of their offerings or business units.

By employing this framework, our analysis will offer actionable insights and recommendations tailored to
the distinct characteristics and needs of the two age groups within the context of entrepreneurship in the music
industry of Kazakhstan.

Findings and Discussion. Based on the average values of the individual expert opinions, the weight and
expression of each criterion were determined, which is confirmed by high values of concordance (from 0.5
and above).

The results obtained (Figure 1) indicate the preferences and priorities in the assessment among experts
of two age groups for each criterion. Thus, for Group 1, the most significant criterion is «Need for business
skills», for Group 2 — «Digitalisation». The «Accountingy criterion is of minimal significance for both groups.

16

e Group 1: Up to 34 years old e Group 2: 35 years and above
Figure 1 — Distribution of criterion by two age groups

Note — Compiled by the authors based on the conducted survey sources
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As can be seen from Table 1, the total score for Group 1 across all criteria was 77 points, for Group 2 is
51 points. The difference in the total values of the two groups by 1.5 times can be explained by the fact that
almost all the criteria proposed by us are more significant and weighty for Group 1 compared to Group 2. The
exception is criterion X10. This is due to the fact that, according to the specialists of Group 1, for entrepreneur-
ship in the music industry, it is important to learn to use digital tools not only to optimise processes, improve
access to content and expand the audience through online platforms, which is a significant aspect for success-
ful entrepreneurship in the music industry. It is necessary to understand that digitalisation should not be at the
expense of the quality of musical content and, in order to preserve the professionalism and uniqueness of their
creativity, the entrepreneur needs the ability to manage the digitalisation process.

Table 1 — Criterion scores by two age groups

Groups X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 Total score
Group 1 12 5 15 8 8 5 4 3 5 12 77
Group 2 8 3 6 4 3 3 3 2 4 15 51
Total 20 8 21 12 11 8 7 5 9 27 128
Note — Compiled by the authors based on the conducted survey sources

Based on the total score for the criteria, we can conclude that the groups identified the following criteria
as the most important: «Digitalisation» (27 points), «Need for business skills» (21 points) and «Role of the
state» (20 points). Both groups emphasize the importance of digitalisation, as musicians face digital technolo-
gies in their professional activities. They highly appreciate the significance and impact of digitalisation on the
effectiveness and efficiency of the creative process, as well as on the successful development as entrepreneurs
in the music industry. Criterion X3 is named as one of the key ones in the professional path of a musician-
entrepreneur, because, according to the experts, business skills provide the opportunity to independently and
successfully build a career path, act consciously and be ready for challenges. The presence of business skills
not only provides confidence in one's own abilities, but also provides the opportunity to better control one's
professional path, delegate responsibilities and implement one's own ideas. The lack of business skills among
musicians is accompanied by such negative consequences as limitation in self-realisation, inability to effec-
tively present themselves and their services, incomplete use of potential, and also leads to mistakes, inefficient
financial management and insufficient readiness for the requirements of the modern economic environment,
which hinders the professional growth and success of the musician in the industry.

Experts rated the X1 criterion as important for the music industry, indicating that their activities are signifi-
cantly dependent on the state. State support is critical for large music groups and educational institutions that
create jobs and contribute to the cultural life of society. The stability of income in the public sector is also noted,
which was especially significant in the context of the Covid-19 pandemic. This creates a sense of security and
confidence in the future for many musicians. At the same time, a significant number of respondents expressed
the opinion about insufficient support and protection of entrepreneurs from the state during the pandemic, which
is seen by them as a risk and has a negative impact on their motivation to consider entrepreneurial activity as the
main one. Despite the low wages, many musicians prefer to remain partially or fully employed in the public sec-
tor. A large number of respondents noted the difficulties they face when interacting with government agencies.
They pointed to excessive bureaucracy, inefficiency in certain aspects of working with the state and the lack of
competence of representatives of government agencies in the field of the music industry, which complicates their
professional activities. Entrepreneurs in the music industry assess the role of the state as important, as the state
has a significant impact on their activities, including financial support, income stability and industry regulation.

The minimum total score for the X8 criterion (5 points) is due to the fact that the majority of experts in
Group 1 and Group 2 consider it more rational to attract competencies for this criterion with the help of third-
party organisations (outsourcing).
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A more detailed analysis by groups shows that Group 1 highlights the X3 criterion as the most significant,
arguing that many students of music educational institutions graduate not ready for real life, where skills in
planning, project organisation and entrepreneurship are required. Business skills, in their opinion, are neces-
sary for the successful implementation of ideas and projects. Digitalisation plays a key role in the modern
music industry, providing musicians with wide access to information, tools for promoting their creativity and
opportunities for learning and development. This statement is supported by experts with a high score of 12
points. It is important to realise that the successful use of digital technologies requires not only technical skills,
but also the ability to maintain quality and professionalism in their activities. However, for musicians, digitali-
sation not only provides new opportunities, but also requires constant updating of content and skills in order to
be competitive. The development of digital skills is necessary for musicians in the modern world, helping them
to successfully adapt to the changing musical environment and develop in their profession.

For the group over 35 years old, digitalisation has particularly high significance (15 points), as it represents
not only the prospect of the future, but also an important resource for modern life and professional activity.
They emphasise that digital technologies provide access to information, facilitate learning and development
processes, and allow them to promote themselves and their creations through various online platforms. Experts
support digitalisation, taking into account its inevitability and positive impact on modern society. They also
highly appreciate the convenience and accessibility of digital resources, such as digital scores, online courses
and content creation opportunities. In this regard, for this age group, digitalisation is not only an important
aspect of professional activity, but also a means of active adaptation to modern technological changes.

Both groups rated the Role of the State criterion as important, with scores of 12 and 8 points for Groups 1
and 2 respectively. Experts emphasise the importance of the state's role in the music industry, especially for the
classical genre, which ensures the preservation of large educational and concert organisations and the stabil-
ity of income for public sector workers. However, the difference in the number of points given by the groups
differs by 1.5 times. This is justified by the fact that the groups react differently to factors such as insufficient
support and protection of entrepreneurs from the state, bureaucratic difficulties for participation in support
programmes, competitions and project financing offered by the state, as well as the lack of information com-
munication from government structures regarding measures aimed at stimulating business development. Many
participants from Group 2 prefer to minimise interaction with government agencies, while respondents from
the first group, expressing criticism, show greater readiness for useful communication with the state.

The lowest scores received by the «Accounting criterion in Groups 1 and 2 (3 and 2 points respectively)
indicate the unanimous opinion of the experts on the low significance of this criterion compared to others.
This indicates the experts' preference for interaction with third-party. They do not encounter this task in their
work and lack sufficient experience to assess its importance. Experts acknowledge that some knowledge in this
area can be useful, especially if there are no funds to hire a professional accountant or to ensure proper over-
sight. However, they prefer to delegate these tasks to specialists or use digital tools that automate accounting
processes. This preference is driven by their desire to focus on more critical aspects of their activities. In this
regard, Group 1 highlights a broader range of criteria such as business skills, digitalisation, and the role of the
state, while Group 2 places more emphasis on the criterion of «Digitalisation» (Table 2).

Table 2 — Significance of each criterion per both groups

L. . Significance Total score
Criterion Weight Group 1 . Group 2 Group 1 Group 2
X1 10,5 8 8 0,84 0,84
X2 10,5 10 6 1,05 0,63
X3 10,5 10 6 1,05 0,63
X4 10,5 8 8 0,84 0,84
X5 9 8 6 0,72 0,54
X6 10,5 10 6 1,05 0,63
X7 9 8 6 0,72 0,54
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X8 6,5 6 4 0,39 0,26
X9 11,5 10 8 1,15 0,92
X10 11,5 8 10 0,92 1,15
Total 100 46 68 8,73 6,98
Note — Compiled by the authors based on the conducted survey sources

Table 2 presents the final assessment of the weight expression of criteria, with Group 1 scoring 8.73 and
Group 2 scoring 6.98. This 1.25 times difference can be explained by the fact that seven out of ten criteria are
more significant for Group 1 experts than for Group 2 experts, while Group 2 rated only one out of ten criteria
higher than Group 1. The highest weight score in Group 1 is 10 points, assigned to criteria X2, X3, X6, and
X9. This is due to the experts' conviction of the importance of these criteria for musicians to succeed in the
market. Regarding criterion X2, there is consensus among experts on the need for business education in music
universities. They express confidence in the value of such education, indicating its potential to change think-
ing and provide students with the necessary skills to implement their ideas and projects in the future. Some
experts also emphasise that the decision to learn business subjects should depend on the individual interests
and needs of students. Musicians speak about the importance of basic familiarity with business subjects such
as management, marketing, finance, and administration. Business education in music universities can be useful
and appropriate, especially if comprehensive programs are developed, including both theoretical and practi-
cal aspects, considering the specifics of the music industry and involving lecturers with real experience in the
music industry and business. From the analysis of experts' opinions on criterion X3, it is evident that most
acknowledge the necessity of business skills for musicians. They note that possessing business skills is crucial
for musicians as it helps them successfully develop and implement their creative ideas and projects. It is noted
that with business skills, musicians can more effectively manage their careers and finances, especially in the
modern industry. Many experts believe that criterion X6 is an important skill for musicians, as they often en-
counter the organisation of concerts and other musical events. Project management skills help musicians plan,
organise, and implement their creative projects, ensuring clarity and efficiency in achieving their goals. Some
experts highlight that project management contributes to the development of clear thinking and organisational
skills, which is particularly important for musicians working on their projects and performances. Introducing
project management knowledge and skills into educational programs for musicians can help them realise their
ideas and projects, as well as enhance their professional level. Thus, the overall opinion of experts confirms
that project management knowledge and skills are important for musicians and can be beneficial for their suc-
cessful career and creative development.

Regarding criterion X9, experts unanimously confirm that knowledge and skills in copyright are essential
for musicians in today's world, where protecting creative works and fair compensation are becoming increas-
ingly relevant. They highlight several key aspects, such as the protection of creative labour. Experts believe
that knowledge of copyright helps musicians protect their works from illegal use and theft, which can cause
significant material and moral damage. The next aspect is fair compensation. They note that copyrights ensure
fair compensation for musicians for the use of their creative works by others. This stimulates creativity and
protects the interests of authors. Additionally, in today's digital environment, where content is easily copied
and distributed, knowledge of copyright is especially important for preventing the illegal use of musical works.
Lastly, understanding copyright also provides musicians with additional opportunities to protect their creativ-
ity and earn additional income from the use of their works.

Criterion X8 received the lowest weight of 6 points, indicating that it is considered less important or not as
essential for musicians compared to other criteria. This is explained by the fact that while accounting knowl-
edge is important for business, it is not a primary task for musicians, who prefer to delegate this aspect to
specialists. In their professional activities, this criterion is not a primary (or priority) concern.

From this, it follows that for musicians, criteria related to their creative process, skill development, the role
of the state in supporting and developing the music industry, and digital technologies for promoting their mu-
sic and brand are more important. Accounting is a less priority aspect for a successful musician's career. The
final weight assessment showed that Group 1 experts highly value the criterion «Copyright», assigning it the
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maximum score of 1.15. This reflects their belief in the importance of protecting their creative products from
illegal use, including projects, methodologies, audio and video recordings, and the need for fair compensation
for the use of these works by others. Most experts noted the importance of this criterion but lacked experience
in copyright protection procedures and obtaining certificates. Additionally, high scores of 1.05 for each of
the criteria «University Business Education», «Skill Requirement», and «Project Management» indicate their
importance for Group 1 in the context of business development and professional activities. This suggests that
they consider it important to develop skills in business and management for successful activities in the music
industry. The ability to effectively manage projects and understand business processes also contributes to the
development of professional careers and competitiveness in the market. Group 2 assigned the highest score of
1.15 to the criterion «Digitalisation», indicating the necessity of using modern technologies and innovations
in the music industry. This includes not only cloud storage, material digitisation, and digital platforms for
distributing music content, but also the creation of new concert formats, interactive events, visual effects, and
other digital innovations. Experts note the importance of applying modern technologies to attract the audience
and expand their reach.

The score of 0.92 for the criterion «Copyright» is justified by industry specifics and the necessity of protect-
ing rights to creative products. This includes controlling the use of their compositions, arrangements, public
performances, or reproductions of audio and video recordings, as well as ensuring fair payment for their use.
Observing this criterion will contribute to the industry's development and stimulate musicians' creativity. The
criterion «Accounting» was the least significant for Group 2. Apart from the above factors, the low score is
justified by the availability and use of many tools and specialised programs that automate and simplify ac-
counting processes.

Experts from both groups agree that accounting is the least significant criterion among all proposed, as-
signing it minimal scores - 0.39 for Group 1 and 0.26 for Group 2, arguing that these tasks can be delegated to
specialists or automated with modern technologies, allowing them to focus on creativity and career develop-
ment in the music industry (Table 3).

Table 3 — Score of creative industry attractiveness in Kazakhstan (expert opinion of both groups)

Criterion Weigh % Significance Total score
Group 1 Group 2 Group 1 Group 2
X1 15,62% 3 2 0,4686 0,3124
X2 6,25% 1 1 0,0625 0,0625
X3 15,62% 3 2 0,4686 0,3124
X4 9,38% 2 1 0,1876 0,0938
X5 9,38% 2 1 0,1876 0,0938
X6 6,25% 1 1 0,0625 0,0625
X7 6,25% 1 1 0,0625 0,0625
X8 6,25% 1 1 0,0625 0,0625
X9 6,25% 1 1 0,0625 0,0625
X10 18,75% 3 3 0,5625 0,5625
Total 100% 18 14 2,1874 1,6874
Note — Compiled by the authors based on the conducted survey sources

From Table 3, it is evident that Group 1 and Group 2 are consistent in their evaluations of criteria X2, X6,
X7, X8, and X9, each receiving a score of 0.0625. This reflects the low significance of these criteria for both
groups. For Group 1, the low score is attributed to the lack of entrepreneurial skills and knowledge provided
during university education. The low importance of criteria such as X6, X7, X8, and X9 results from either
the absence of business-related courses in music universities or the irrelevance of such courses to the specific
needs of the music industry.
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Group 2 indicates that business skills training was absent in their education, and any business knowledge
they possess was acquired independently through courses or business schools. 18 % of Group 2 experts have
higher education in business administration, and another 18 % are enhancing their business competencies
through courses. Nonetheless, criteria X6, X7, and X8 are rated low due to a general lack of knowledge and
skills in these areas among most experts.

Both groups assign minimal significance to accounting (X8), as these tasks can be delegated to specialists
or automated with modern technologies, allowing musicians to focus on creativity and career development.
The low rating of the copyright criterion (X9) reflects a lack of sufficient knowledge and skills in copyright
protection or its application in their professional activities.

Digitalisation (X10) has the highest rating, with both groups scoring it at 0.5625. Experts actively use
digital technologies to create online content, use resources from music libraries, audio-video products, cloud
storage, digitise sheet music, and promote their activities via social media. Many respondents enhanced their
digital skills during the COVID-19 pandemic and continue to leverage the potential of digital technologies.

The state's role in the activities of musicians is also rated highly, indicating significant state influence. Gov-
ernment institutions are the primary and stable employers in the music industry. The existence and condition of
academic musical arts depend directly on state support. Thus, the state significantly impacts the representatives
of the country's musical culture. However, shortcomings in industry management, such as weak entrepreneur
protection, bureaucratic barriers, and a lack of information communication from government structures about
support measures, programmes, competitions, and projects aimed at stimulating business development, limit
the capabilities and opportunities for successful entrepreneurial development in the industry, reducing its at-
tractiveness as a favourable climate for business creation.

Table 3 shows a 1.25 times difference in the final factor scores between Group 1 and Group 2. This can be
explained by Group 1's slightly higher evaluation of the creative industry's attractiveness for criteria X1, X3,
X4, and X5 compared to Group 2. Interviews revealed that most Group 1 experts are considering creating their
own startups or have experience in this field. They understand the importance of these criteria for the success
of their projects. Consequently, the conditions and opportunities created by the state, business knowledge
and skills, financial literacy, and marketing tool proficiency influenced the significance of these criteria in the
group. Unlike Group 2 participants, some respondents from Group 1 have taken management-related courses
within their music university programmes.

An analysis of each group's assessments reveals that both groups value similar criteria. For instance, the
criteria «Role of the State» and «Skill Requirement» are rated higher by Group 1 than by Group 2. The high
significance of the state's role and the need to acquire certain skills results from recognising the lack of knowl-
edge and experience and insufficient state support and involvement. This awareness of their vulnerabilities in
these aspects drives experts to rate these criteria as particularly important for their success and development.

Meanwhile, the criterion «Digitalisation» is equally highly rated across both groups, indicating a shared
recognition of its significance in Kazakhstan. From Group 1's interviews, we conclude that they value and
understand digitalisation's importance in their professional activities. Experts recognise digitalisation's critical
role in self-presentation and promotion across various fields, including the music industry. Digital technolo-
gies make music more accessible and help spread creativity through the internet, social networks, and online
platforms. They have experience using digital tools for promoting their work, conducting competitions, or-
ganising master classes, and modern teaching methods. Their experience and understanding of digitalisation
help them develop their careers and activities, attract audiences, retain and share knowledge, and grow their
personal brand and business.

Therefore, Group 1 has a high level of digital literacy, actively using digital technologies in their practice,
which aids in achieving success and growth in their field. Group 2 experts also highly value digitalisation in
the music industry. They actively digitise sheet music, use social media and messaging apps for promotion
and content publication, create advertising videos, and conduct online events. They experiment with new
technologies such as artificial intelligence and VR, monitor audience interest, and use various programs and
tools for data analysis. Online schools, social media courses, and more become accessible through digital
transformation.
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Both groups emphasise the importance of digitalisation. However, Group 1 focuses on its practical appli-
cation in promotion, education, marketing, and cultural heritage preservation, highlighting its significance
in the contemporary context. In contrast, Group 2 raises the issue of balancing online and offline formats,
noting that using online platforms in music education and audience interaction can be a beneficial and ef-
fective addition to traditional offline methods but cannot replace them entirely. They also emphasise main-
taining quality in creative processes, insisting on the necessity of preserving the human element in creating
musical works, regardless of digital technology use, to prevent music from becoming an artificial product
of artificial intelligence.

Despite the challenges and limitations, digitalisation offers a wide range of opportunities for the music
industry and promotes its overall development. The high score for X2 in Group 2 is linked to some experts
having an MBA and their own businesses or independently gaining business knowledge and skills while con-
tinuing to develop in this area.

Group 2 experts have a tendency to acquire skills through work experience or as needed for their projects,
achieving certain successes. However, both groups have experts with limited or no skills. The state signifi-
cantly influences the conditions and opportunities for musicians, determining their professional and creative
activity. Experts note that state support for academic musical arts ensures the existence of theatres, philhar-
monics, and music educational institutions with large musician staffs, providing jobs, financial stability, and
social protection, creating conditions for education and creativity in this field. However, overcoming bureau-
cratic obstacles in participating in state support programmes, competitions, and obtaining funding, and the
lack of information support, are problems musicians face. They point out that service acquisition procedures,
programme participation conditions, and reporting requirements are not fully adapted to the creative sector's
specificities and do not create favourable conditions for participating in state programmes. This limits their
ability to implement creative concepts and develop their musical careers, reducing the attractiveness of entre-
preneurship in the creative sector.

Sectors 1, 2, and 4 — Groups have better or average values for industry attractiveness and criterion assess-
ment compared to others. Sectors 3, 5, and 7 — Low attractiveness but high criterion assessment; medium at-
tractiveness and criterion assessment; high attractiveness and low criterion assessment (Figure 2).

McKinsey Matrix
Attractiveness of the Music High |
Industry in the Republic of (8-10)
Kazakhstan
Medium (4-7) 4
Low
(1-3) !
High Medium (4-7)
(8-10) (1-3)

Importance of Criterion

Figure 2 — Positioning of Groups in the McKinsey Matrix

Note — Compiled by the authors based on the conducted survey sources

Group 1 is positioned in Sector 7 (Figure 3), indicating low attractiveness of the music industry in Kazakh-
stan for this group, despite high expert ratings for the criteria. This position in the matrix suggests potential
for growth but highlights a need for changes to increase the industry's attractiveness to stimulate musicians'
entrepreneurial potential.

ISSN 2789-4398 Central Asian
e-ISSN 2789-4401 202 Economic Review




I'OCYAAPCTBO U BU3HEC: TEOPUS U TTPAKTUKA YIIPABJIEHUA
STATE AND BUSINESS: THEORY AND PRACTICE OF MANAGEMENT

Attractiveness of the Music High
Industry in the Republic of (8-10) 1 2 3
Kazakhstan
Medium (4-7) 4 5 6
Low
(1-3) 7 8 9
Medium (4-7) Low
(1-3)
High
(8-10)

Importance of Criterion

Figure 3 — Strategic Positioning of Group 1 Using the McKinsey Matrix

Note — Compiled by the authors based on the conducted survey sources

Group 2 occupies Sector 8 (Figure 4), indicating that the music industry in Kazakhstan is not attractive to
them, and despite average criterion ratings, they are in a critical zone. Representatives of this age group show
limited prospects for entrepreneurial development.

High
8.10) 1 2 3
Attractiveness of the Music
Industry in the Republic of Medium (4-7) 4 5 6
Kazakhstan
Low
(1-3) ’ ?
High . Low
(8-10) Medium (4-7) (1-3)
Importance of Criterion

Figure 4 — Strategic Positioning of Group 2 Using the McKinsey Matrix

Note — Compiled by the authors based on the conducted survey sources

CONCLUSION

A comparative analysis of the groups' positions on the matrix indicates that age influences musicians' pros-
pects in the industry, necessitating distinct strategies for each group. For musicians under 34 years of age, the
following entrepreneurial development strategy is recommended. It is crucial to establish specialised training
programmes that include courses on business skills such as project management, marketing, and financial plan-
ning. These programmes will enable young musicians to develop their skills in alignment with the demands
of the contemporary industry. Additionally, it is essential to organise masterclasses and seminars featuring
successful entrepreneurs and industry experts, providing young musicians with practical knowledge and pro-
fessional advice.

An important element of this strategy is also the support for start-ups. It is necessary to create government
programmes that offer grants, scholarships, and benefits to young musicians aspiring to open their own studios,
record albums, and hold concerts. To simplify procedures, the implementation of online platforms and services
is recommended. These platforms would facilitate communication with government bodies, management of
copyrights, and financial administration. Moreover, bureaucratic barriers should be reduced, and the time re-
quired to process necessary documents minimised, allowing young musicians to focus on their creativity and
business development.

For musicians aged 35 and older, the following entrepreneurial development strategy is advised. Special-
ised courses and training sessions should be organised to help them adapt to modern technologies and market
requirements. These educational programmes should encompass not only the mastery of new technologies but
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also business skills training, assistance in developing business models, and strategic planning. Additionally,
procedures for obtaining government support should be simplified, and bureaucratic barriers reduced to facili-
tate access to these opportunities for entrepreneurs within the industry.

For both groups, it is recommended that government agencies enhance information communication to en-
sure that musicians have better access to information regarding support measures, programmes, competitions,
and projects aimed at stimulating business development.

The analysis of entrepreneurial activity among graduates of musical institutions reveals that age signifi-
cantly influences the prospects and needs of musicians within the industry. Musicians under 34 years of age
demonstrate a strong potential for growth and entreprencurial development, yet they face challenges due to a
lack of business skills and inadequate state support. To address these challenges, it is essential to implement
specialised training programmes that focus on essential business skills, such as project management, market-
ing, and financial planning. Furthermore, the organisation of masterclasses and seminars with industry experts
can provide young musicians with valuable practical knowledge and guidance.

Government support plays a crucial role in fostering the entrepreneurial ambitions of young musicians.
The establishment of state programmes offering grants, scholarships, and benefits can greatly assist them
in launching their own studios, recording albums, and organising concerts. Simplifying administrative pro-
cedures through online platforms and reducing bureaucratic barriers will further enable young musicians to
concentrate on their creative pursuits and business ventures.

For musicians aged 35 and older, the need for continuous adaptation to modern technologies and market
demands is paramount. Specialised courses and training sessions that enhance both technological proficiency
and business acumen are vital for this group. Simplifying access to government support and reducing bureau-
cratic hurdles will also facilitate entrepreneurial activities among older musicians.

Across both age groups, there is a clear necessity for improved communication from government bodies re-
garding available support measures, programmes, competitions, and projects aimed at business development.
Enhanced information dissemination will ensure that musicians are well-informed about opportunities that can
aid their entrepreneurial success.

In conclusion, tailored strategies addressing the specific needs of different age groups are essential for
fostering entrepreneurial activity among graduates of musical institutions. By providing targeted education,
practical support, and streamlined administrative processes, we can create a more conducive environment for
the entrepreneurial growth and sustainability of musicians in the industry.
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KOCHIKEPJIIK IAHAITA®TTBI ITAPJIAY: KASAKCTAHIAAFBI ’KACBI, "KACTAPABIPY
7KOHE HIbIFAPMAUIBIIBIK CAJIAJIAPABIH INUHAMUWKACHI

A. K. Jl:xxymaceiitoBa!, I. O. Mcaxosa'*, JI. A. bumenueBa’
'Kaszakcran-bpuran TexHUKaNbIK yHUBepcuTeTi, Anmarsl, Kasakcran PecryOnnkach
2On-Oapabu atsinaars Kasax ¥ arTeik YauepcureTi, Anmarsl, Kazakcran PecyOmukach

AHJATIIA

3epmmey maxcamoi. KazakcTanmarbl My3bIKa KOFapbl OKY OPBIHAAPBIHBIH TYJEKTEPl apachlHAa Kac
epeKIICTIKTePiHIH KICIIKepIiK OeHIMIUTIKKE 9CepiH 3epTTey JKOHE IMIBIFAPMAIIbUIBIK HHIYCTpHUsIIapaa
KOCIIIKEPIIKT] JAMBITY CTpaTeTHsIIapbIH aHBIKTAY.

3epmmey a0icmemeci. Cana OolibiHIIA 22 capalllbIHBIH KaTBICYBIMEH TEPEHJETUITEeH capanTaMaibIK
cayajiHaMa XYpri3uii, ojap eKi »ac ToObIiHa OemiHi: 34 jxacka Jeiid xoHe 35 kacTaH xorapbl. McKinsey
MaTPUIACHI OH KOCIMKEPIIK TaOBICTHIH HETi3I' KpUTEPUHIIEPiHIH calMarbl MEH alKbIHBUIBIFBIH TaJIay YIIiH
KOJIIaHBLIIBI, OVJI €Ki 5Kac TOOBIH CaJIBICThIPMAJIbl Oarajay bl KaMTaMachl3 eTe/ll.

3epmmeyoiy Oipezetiniei / KyHObiIbIbl. 3ePTTEY MY3bIKAHTTAP apachliHa KOCIIKEPIIIK HUETTEP MEH MIHE3-
KYJIBIKTBI KaJIBIITACTBIPATHIH 5KAC, TONITAPBIMEH JKEKe culiaTTamMmalap MeH KOHTEKCTTIK (DaKTopJiap apachiHIarbl
e3apa OpEeKeTTeCTIK Typaibl >kaHa OimiM Oepeni. On MIBIFapMaIBUIBIK HHIYCTpUsUIApJA KOCIITKEPIIKTi
JAMBITYIbIH OeiMIENTeH CTPaTerusuIapblH YChIHABL, SPTYPIIi JKac TONTAPBIHBIH HAKTHl KaXKETTUTIKTEPI MEH
MaceJIesIepiH eCKepe/I.

3epmmey nomuorcenepi. HoTmkeep ekixxac TOObI YIIIH KOCIITKEPIIiK CaJIaChIH IaFbl SPTYPJIi IEPCIICKTHBAJIAD
MEH KaXETTLIIKTep/i aHbIKTaiabl. YKac My3bIKaHTTap *KOFapbl dJICYeTTI Kepcereli, Oipak ojiapra Ou3HeC
JaFblIapbl MEH MEMJICKETTIK KOJIJAy JKETICICH I, all aFa My3bIKaHTTapFa Ka3ipri 3aMaHfbl TEXHOJIOTHsIIAP
MEH HapbIK TaJlaliTapblHa YHeMI OedimMeny KaxkeT. ¥ ChIHbIM/Iap/ia — apHaiibl OKy OarjaapiiaMainapbl, MacTep-
KJlactap, MEMJICKETTIK OacTamainap, SKIMIIUIIK MPOLECTEepAl KEeHUIIETY JKOHEe KoJjay Inapaiapbl Typaibl
KOMMYHHKAIIUSHBI )KAKCapTYy.
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Tyuin ce30ep: KCIIKEPIIK, MIBIFAPMAIIBUIBIK WHIYCTPHSIIAP, Kac, My3bIKa KOFapbl OKY OPBIHJAPbIHBIH
tynekrepi, Kazakcran, McKinsey Marpuiiachol.

HPEAITPUHUMATEJIBCTBO B KASAXCTAHE: BJIMSIHUE BO3PACTA
M ITOKOJIEHUM HA PA3BUTHUE KPEATUBHBIX UHYCTPUIA

A. K. Jl:xxymaceiitoBa!, I. O. Mcaxosa'*, JI. A. bumenueBa’
'Kazaxcrancko-bpuraHckuii TexHHYeCKUil yHUBepcuTeT, AnMaTbl, Pecniyonuka Kasaxcran
*Kazaxckuit HanmonasnbHeiit Y HuBepcuteT umenu Anb-®apabu, Anmatsl, Pecriyonuka Kazaxcran

AHHOTALUSA

Llenv  uccnedosanusi. W3ydeHWE BIMSHUS —BO3pacTa Ha  TPENNPUHUMATEILCKUE  CKIOHHOCTH
CpeIu BBINYCKHUKOB MY3bIKAIbHBIX BYy30B B Ka3zaxcraHe ¢ 1eJb0 BBISBJICHHUS CTpPATETHH pa3BUTHS
MPEIIPUHUMATEIILCTBA B TBOPUCCKUX MHIYCTPHSIX.

Memooonozus ucciedosanus. ObUT IPOBEICH YIIIYOJICHHBIN OMPOC IKCIEPTOB C YUaCTHEM 22 SKCIEPTOB
OTpaciiy, pa3zeiicHHbIX Ha JIBE BO3PACTHBIC TPYIIIbL: 10 34 neT u 35 net u crapiie. Marpuia McKinsey Obuia
WCIIOJIb30BaHa JJIsl aHAJIM3a Beca U BBIPA3UTEILHOCTH JCCSATH KIFOUEBBIX KPUTEPHEB MPEANPHHAMATEIHCKOTO
ycrexa, o0ecreunBasi CpaBHUTENFHYIO OLIEHKY JIBYX BO3PACTHBIX TPYIIIL

OpueunanbHocmy / YeHHOCMb UCCIe008aHS. UCCIIEIOBAHHE ITPEIaracT HOBbIC 3HAHUS O B3aUMO/ICHCTBUH
MEXJIy BO3PacTOM, MHIMBUIYaIbHBIMU XapaKTEPUCTUKAMU U KOHTEKCTHBIMU (PaKTOpamu, GOPMHUPYHOIIUMHU
NpeANpUHAMATEIbCKHE HAMEPCHHUSI M TOBEJICHHE cpelr My3blkaHToB. OHO mpenjaraeT ajanTHpPOBaHHbBIC
CTpaTEruy ISl Pa3BUTHUS IPEANPUHUMATEILCTBA B TBOPUYCCKUX UHIYCTPHUSIX, YUUTHIBAIOIIHNE CHICIIUPUUSCKUE
NOTPEOHOCTH M MPOOIEMBI Pa3IMYHBIX BO3PACTHBIX TPYIIIL.

Pesynomamul uccredosanusi. pe3ynbTaThl BBISBISIIOT Pa3iuYHbIE EPCIEKTUBBI M MOTPEOHOCTH B 00JIaCTH
MPEANPUHAMATEIBCTBA JUISL JIBYX BO3PACTHBIX IPyMIl. MoJoJble MYy3bIKAHTBI JEMOHCTPUPYIOT BBICOKUH
MOTECHIMAI, HO UM HE XBaTaeT OM3HEC-HABBIKOB U TOCYJAPCTBEHHOW MOJJIEPKKH, B TO BpeMsi Kak Ooiee
CTapIllMe MY3bIKAHThI HY)KJIAFOTCS B TMOCTOSIHHOW aJanTaliii K COBPEMCHHBIM TEXHOJIOTHSIM M TPEOOBAHUAM
pbIHKa. B pexoMeHanmsax — crnenuain3upoBaHHble y4eOHbIe POrPaMMBbl, MacTeP-KIacChl, TOCYJapCTBCHHBIC
WHUIIMATHUBBI, YIIPOIICHHBIC aIMUHUCTPATHBHBIC IIPOIIECCHI U YITyUIIICHHASI KOMMYHHUKAIHS O MEPAX MOICPIKKH.

Kniouesvle cnosa: npeApUHAMATENBCTBO, TBOPUECKHE HHAYCTPHH, BO3PACT, BBITYCKHHKH MY3bIKaJbHbBIX
By30B, Kazaxcran, matpuna McKinsey.
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