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The aim of the article is to examine the work in Brazilian creative industries in the new era of globalization. The
main argument indicates that creative professionals are increasingly encouraged to assume entrepreneurial skills.
Although work in creative industries is typically characterized by expressive, intrinsically motivating, and
autonomous content, socio-occupational conditions are typically unfavorable. The adverse work conditions of the
Brazilian creative class, in the context of globalization, can be identified in precarious contracts, the lack of social
guarantees, the management of fear and moral harassment, and the imposition of unattainable production goals on

workers.

Keywords: creative economy, creative industries, creative class, creative work, Brazil, globalization

Introduction

The new era of globalization is characterized by the innovation, the pressure on free market-oriented
governments due to societal transformations, and the connectivity of capital, goods, information, and people
(Hendrix, 2012; Jesus, 2009a; 2009b; 2010; 2011c; 2014a; 2014b; 2014c). Creative economy—activities based
on talent or ability—supposedly integrates sociocultural and economic goals and opportunities based on
entrepreneurship and gives support to high-tech companies (Jesus, 2011a; 2012a; 2012b; 2013a; 2013b; Jesus
& Kamlot, 2016; 2017). The potential of creative industries results from the alliance among technology,
creativity, and entrepreneurship in traditional arts (theater, dance, music, painting), mass cultural industries
(radio, television, newspaper) and knowledge-intensive domains (design, fashion, architecture, software)
(Bendassolli & Borges-Andrade, 2011; Jesus, 2017a; Figueiredo, Jesus, Robaina, & Couri, 2019). The aim of
the article is to examine the work in Brazilian creative industries in the new era of globalization. The main
argument indicates that creative professionals are encouraged to assume entrepreneurial skills. Although work
in creative industries is characterized by expressive, intrinsically motivating, and autonomous content,
socio-occupational conditions are typically unfavorable. The adverse work conditions of the Brazilian creative
class, in the context of globalization, can be identified in precarious contracts, the lack of social guarantees, the
management of moral harassment, and the imposition of unattainable production goals on workers.

Critical Success Factors for Creative Industries and Professionals in a Globalized World

The general critical success factors in creative industries are the high ability to adopt new technologies, the
attraction of talents, and the protection of intellectual property. They also include great cooperation capabilities,
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diversified funding sources, effective brand management, innovative business models, and successful
international expansion. Some specific factors for each creative industry must also be considered. In advertising
agencies, for example, the experience in specific projects, the success of previous campaigns, and a wide
range of products and services are important factors. In computer programming activities, it is possible to
indicate the high familiarity and understanding of clients’ needs and the quality of software (Dziurski, 2016).
Many general and specific success factors depend heavily on the creative talent of the professionals involved in
these sectors.

Among the most common identity strategies for creative professionals, one can mention public exposure,
which includes the use of various media, especially the internet, and participation in events to create visibility.
Another strategy is the diversification of activities, which multiplies the fronts of professional activity to the
point of including a large part of the activity’s value chain, such as giving classes, courses, and lectures in
his/her expertise and act in the sale of necessary inputs to produce creative work, for example. A third strategy
is to participate in projects with a limited duration, which implies a continuous making-and-breaking of links
that paradoxically feeds the motivation of many creative professionals. A fourth strategy is career development,
which translates into a permanent effort to improve performance. Finally, entrepreneurship refers to the
perception that the professional must manage his/her career as a company or business (Bendassolli &
Borges-Andrade, 2012).

Under the pressure brought by the challenges of the globalized world, creative professionals and people
who work in other areas such as sports (Jesus, 2011b; 2014c; 2018b) are encouraged to assume entrepreneurial
skills. Among them, it is worth highlighting the competences of opportunity, concerning the recognition of new
business opportunities; organizational skills, related to the organization of human, physical, financial, and
technological resources; relationship skills, which refer to relationships among individuals; strategic skills,
associated with the evaluation and implementation of strategies in the company; commitment skills, which lead
the entrepreneur to move forward with the business; and conceptual skills, related to conceptual abilities
reflected in the entrepreneur’s behavior (Jesus, 2017c; Jesus & Dubeux, 2018; Makhamed & Bendassolli, 2017;
Man & Lau, 2000; Jesus, Kamlot, & Dubeux, 2019). These skills proved to be necessary to face challenges that
impacted the economy of several countries, such as the COVID-19 pandemic (Jesus, 2020a; Jesus, Kamlot, &
Dubeux, 2020).

The Meaning and the Meaningfulness of Work in Brazilian Creative Industries

Creative workers are usually younger than the general workforce; have higher rates of unemployment and
various forms of underemployment, such as part-time work, intermittent work, and few hours of work per week;
and are more likely than the working population to hold two or more jobs at the same time. The unequal wage
distribution, the strong culture of flexibility, and a project-based work organization prevail (Bendassolli &
Borges-Andrade, 2011; Bendassolli, Borges-Andrade, Alves, & Torres, 2015). Regarding the meaningfulness
of creative work (the characteristics of both the work and the people associated with the sense of direction,
purpose, and consistency between self and work), many creative professionals see their work allows them to
contribute to other people’s aesthetic processing. They also perceive their work as permanently changing and
rich in novelty because tasks do not necessarily follow specific procedures, which seems to trigger creativity
and innovation. They believe their performance can be improved through training and continuous development
to monitor their maturation, particularly when they have no immediate boss or manager to provide feedback.
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The professional recognition comes from the public, peers, and others such as the market, art dealers, agents,
and the state (Bendassolli & Borges-Andrade, 2015; Jesus, 2017b; 2018a; 2020b).

The meaning of creative work—the knowledge, representations, and cognitions about work—can be first
related to the representation of work as flow and pleasure. In the flow experience, they experience a feeling of
deep integration with the object of their activity. Although these activities bring a high level of intellectual and
emotional demands, creative professionals feel that they have the skills for performing them and their
dedication to goals may go beyond immediate interests, such as career advancement. Through their activity,
many creative professionals seek to achieve high values in terms of aesthetic, technical, and social standards.
Therefore, there may be tensions when creative professionals do not experience authenticity and consistency
between the representation of him/herself and the work and activity he/she performs. Other tensions are based
on the low demand for the arts in Brazil, the occasional replacement of creative professionals by people with no
training, pressures to reduce costs with a direct impact on the quality of the creative work, and the low level of
some creative works’ attractiveness to investors. Some tensions may be created because of the excessive
workloads, tight deadlines, the complexity of the tasks, and precarious physical conditions such as the use of
toxic materials. Some creative professionals believe that an overly commercial orientation can destroy the value
of art and generate cultural consumption of the masses (Bendassolli & Borges-Andrade, 2015).

In Brazil, many creative professionals work in a situation of great informality, which is associated with the
economic environment of unstable growth and the transformations of contemporary capitalism that resulted in
the flexibilization of labor relations. Such relations are linked to productive restructuring, permeated by
heterogeneity in the ways of employing the workforce in the production process, such as informal work in
places and conditions of unstable demand (Torres, Bendassolli, Coelho-Lima, Paulino, & Fernandes, 2018). In
creative sectors, these workers lack access to rights conquered by the working class. The informal creative
work is related to the lack of politics to assist workers by granting income or ensuring basic rights, and the
deterioration of work conditions. Unemployed workers may conduct different gigs or start their own business in
creative and non-creative sectors. In the gig economy, companies take advantage of hiring workers as
freelancers by using a discourse of partnership. This type of informal work is stimulated by discourses which
see the superiority of self-employment through entrepreneurship as a way out to unemployment. Informal
creative activities such as the handicraft and food street markets acknowledge and value the product of their
work, but they must interact with a market governed by principles of capitalist organization. Other creative
workers connected to the trading of industrialized goods see the meaning of their work in the income it
produces. Even when creative workers point to the advantages of their work over formal activities, their income
is typically lower and most of them have more working hours and do not contribute to the social security
system. There are also exposed to health vulnerability (Carvalho & Bendassolli, 2019; Coelho-Lima &
Bendassolli, 2020; Jesus, 2021).

Conclusion

The work for creative professionals demands a high level of affective commitment, but requires training
and preparation, so that the possibility of an individual’s emotional distance from their own work or
professional role may be more difficult. The risk associated with creative activities makes them challenging and
exciting, as the individual can get wherever he/she wants if there are involvement and continuous improvement.
As a result, leisure and work, personal and professional life may have no clear boundaries for many creative
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professionals. The overvalued image of creative careers due to the affirmation of the individuals’ own identity
through their works may be responsible for this situation (Bendassolli & Borges-Andrade, 2011). The adverse
work conditions of the Brazilian creative class, in the context of globalization, can be identified in precarious
contracts, the lack of social guarantees, the management of fear and moral harassment, and the imposition of
unattainable production goals on workers. The loss of individual and collective identity of workers also
weakened labor organization (Druck, 2011; Jesus, 2020a; Jesus, Kamlot, & Dubeux, 2020; Maranh&, 2020).
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