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Abstract 

This thesis examines how marketing is enacted in small indie game studios 

in Västra Götaland, Sweden, where formal marketing education, dedicated marketing 

departments, and structured marketing processes are often limited or absent. While 

entrepreneurial marketing literature has traditionally focused on orientations, capabilities, 

and behavioural traits such as innovativeness, proactiveness, and opportunity recognition, 

less attention has been given to how marketing is performed in everyday organizational 

life (Hills & Hultman, 2011; Kraus et al., 2010). To address this gap, the study adopts a 

practice-theoretical perspective and integrates insights from strategy-as-practice, 

marketing-as-practice, and entrepreneurship-as-practice. 

A qualitative research design was employed, using two-week work diaries 

and follow-up semi-structured interviews with ten indie game studios employing between 

one and five members. The data were analysed abductively through thematic analysis, 

with attention to practices, praxis, and practitioners (Whittington, 2006; Reckwitz, 2002). 

The findings indicate that marketing in indie studios is embedded within 

everyday work rather than organised as a separate function. Recurring practices included 

community engagement, content creation, platform management, analytics monitoring, 

networking, internal coordination, and development activities later repurposed for 

promotional purposes. Participants frequently engaged in marketing-related work without 

explicitly identifying it as marketing, suggesting that marketing knowledge was often 

tacit, experiential, and developed through practice. 

Based on these findings, the thesis proposes the concept of Entrepreneurial 

Marketing as Practice (EMaP), which conceptualises marketing in SMEs as an emergent 

set of value-creating practices enacted under conditions of resource constraints and 

limited formal expertise. The study contributes theoretically by extending entrepreneurial 

marketing into a practice-based framework, empirically by identifying concrete 

marketing practices in indie studios, and methodologically by demonstrating the 

usefulness of diary methods for capturing everyday organizational activity. 
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1. Introduction 

Marketing and strategy have long been conceptualised as formal organizational 

functions associated with planning, analysis, specialised expertise, and managerial 

decision-making. Traditional marketing theory has emphasised segmentation, 

targeting, positioning, branding, and coordinated communication strategies, while 

strategy research has often focused on competitive advantage, resource allocation, and 

deliberate planning processes (Kotler & Keller, 2016; Porter, 1985). Within such 

perspectives, marketing is frequently treated as a bounded managerial function carried 

out by trained specialists in established organisations. 

 

Over recent decades, however, this view has increasingly been challenged by 

practice-based perspectives in organisation studies and the social sciences. Practice 

theory argues that organizational life is constituted through routinised activities, 

interactions, material arrangements, and shared understandings rather than solely 

through formal structures or top-down decision-making (Reckwitz, 2002; Schatzki, 

2003). From this standpoint, organisations are continuously reproduced through what 

actors do in practice. This ontological shift has influenced several fields, including 

strategy-as-practice, which studies strategising as situated activity, marketing-as-

practice, which examines how marketing emerges through everyday actions rather than 

abstract managerial models and entrepreneurship-as-practice, all of which emphasize 

what actors actually do in everyday organizational life rather than what organizations 

formally claim to do (Whittington, 2006; Skålén & Hackley, 2011; Thompson et al., 

2020). 

 

At the same time, entrepreneurial marketing has developed as a field concerned 

with how smaller firms market under conditions of uncertainty, resource scarcity, and 

rapid change. Entrepreneurial marketing emphasises experimentation, opportunity 

recognition, customer closeness, flexibility, and creative resource use (Morris et al., 

2002; Hills & Hultman, 2011). Yet much of this literature remains conceptual or 

survey-based, focusing on orientations and capabilities rather than on the concrete 

practices through which marketing is actually carried out. 
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This limitation is particularly visible in small and medium-sized enterprises 

(SMEs), where marketing is often not separated into a dedicated department. In many 

early-stage ventures, founders, developers, and operational staff simultaneously 

perform strategic, entrepreneurial, and promotional tasks. They may engage users, 

monitor analytics, create visibility, and build communities without necessarily 

identifying these activities as “marketing.” Consequently, traditional models risk 

overlooking how marketing is enacted in entrepreneurial contexts. 

 

This thesis addresses that gap by investigating small indie game studios in Västra 

Götaland, Sweden. Indie studios provide a relevant empirical setting because they 

typically operate with small teams, limited budgets, fluid role structures, and strong 

dependence on digital visibility. They must attract attention in highly competitive 

platform ecosystems while often lacking formal marketing expertise (Tschang, 2007; 

Lipkin, 2013). 

 

Using a qualitative diary-based methodology combined with follow-up interviews, 

this study explores how marketing is performed in everyday work. Rather than starting 

from predefined textbook categories, it investigates the activities practitioners 

themselves perceive as helping people discover, understand, or engage with their 

games. In doing so, the thesis contributes to a grounded understanding of marketing as 

practice and proposes the concept of Entrepreneurial Marketing as Practice (EMaP): 

marketing as an emergent set of situated activities enacted through entrepreneurial work 

under resource constraints. 

2. Problematization 

Despite the growing body of research on marketing-as-practice (Skålén & 

Hackley, 2011; Skålén et al., 2023), strategy-as-practice (Whittington, 2006; 

Jarzabkowski et al., 2007; Vaara & Whittington, 2012), and entrepreneurship-as-

practice (Johannisson, 2011; Champenois et al., 2020; Thompson et al., 2020), there 

remains limited understanding of how marketing is actually enacted in small and 

resource-constrained entrepreneurial contexts. Existing practice-theoretical 

frameworks have significantly advanced knowledge of how marketing is performed in 

organizations from abstract structures and managerial intentions toward situated 
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“doings and sayings” (Reckwitz, 2002; Schatzki, 2003; Warde, 2005); however, they 

are still largely grounded in studies of established firms, professional marketers, or 

formalised organizational settings (Jarzabkowski & Spee, 2009; Dibb et al., 2014; 

Skålén et al., 2023). As a result, they tend to assume a level of marketing knowledge, 

functional differentiation, or professionalisation that may not exist in early-stage or 

informal entrepreneurial environments. 

This creates an important limitation when examining SMEs and entrepreneurial 

ventures, where marketing activities are frequently informal, decentralized, and 

embedded within broader entrepreneurial work (Gilmore et al., 2001; Hills et al., 2008; 

Morrish et al., 2010; Franco et al., 2014). In such settings, founders and developers 

often perform multiple overlapping roles simultaneously, combining production, 

strategy, communication, networking, analytics, and customer interaction without clear 

functional separation (Kraus et al., 2010; Jones & Rowley, 2011; Fürst et al., 2023). 

Marketing therefore emerges less as a distinct organizational department and more as 

an ongoing set of situated practices integrated into everyday work. 

Although entrepreneurial marketing literature acknowledges that SMEs operate 

through improvisation, experimentation, opportunity recognition, and resource 

leveraging (Morris et al., 2002; Hills & Hultman, 2011; Kraus et al., 2010), much of 

the field remains conceptual, trait-oriented, or survey-based (Alqahtani et al., 2022; 

Sadiku-Dushi et al., 2019). Existing research largely emphasizes entrepreneurial 

orientations, capabilities, or behavioural dimensions such as innovativeness and 

proactiveness rather than examining the concrete practices through which marketing is 

performed in everyday organizational life (Jones & Rowley, 2011; Hills et al., 2008). 

As a result, entrepreneurial marketing research often explains what entrepreneurial 

firms are oriented toward, but less clearly how marketing is enacted in practice. 

This gap becomes particularly visible in indie game development studios. Indie 

studios typically operate with very small teams, fluid organizational structures, 

uncertain market conditions, and limited financial resources (Jørgensen, 2017; Farmer, 

2021; Pereira, 2022). At the same time, they are highly dependent on digital visibility, 

community engagement, platform algorithms, and continuous audience interaction in 

order to survive within increasingly competitive platform ecosystems (Chia et al., 2020; 

Kozinets, 2022; The Swedish Game Industry, 2025). Developers are therefore required 
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to engage in activities such as content creation, analytics monitoring, community 

management, influencer outreach, platform optimization, and visibility-building while 

simultaneously developing the game itself (Kasurinen et al., 2017; Su et al., 2020; 

Burgess & Grace, 2025). However, existing literature on indie game development has 

primarily focused on labour conditions, identity, ecosystems, innovation, 

platformization, and creative work (Weststar, 2015; Lysova & Khapova, 2018; Klimas 

& Czakon, 2022; Styhre & Remneland-Wikhamn, 2021), while relatively little 

attention has been given to how marketing is practically enacted in these environments. 

Similarly, research on entrepreneurial marketing rarely examines industries where 

creators themselves simultaneously become marketers, community managers, 

strategists, and entrepreneurs through ongoing practice. 

This raises an important conceptual and empirical question: what counts as 

marketing when practitioners themselves do not possess formal marketing education, 

dedicated marketing roles, or explicit marketing frameworks? Furthermore, how is 

marketing recognized, interpreted, and enacted in contexts where practitioners may not 

even consciously identify their own activities as “marketing”?  

Practice theory provides a useful lens for addressing these questions because it 

conceptualizes social activity as constituted through routinized practices involving 

knowledge, meanings, material arrangements, and embodied action (Bourdieu, 1977, 

1990; Reckwitz, 2002; Schatzki, 2003). From this perspective, marketing should not be 

understood solely as a formal managerial function, but as something continuously 

performed through situated activity (Skålén & Hackley, 2011; Kjellberg & Helgesson, 

2007; Ots & Nyilasy, 2017). Yet existing practice-based marketing research has not 

sufficiently examined how actors outside professional marketing domains understand, 

label, and perform marketing-related activities in practice. 

Furthermore, although entrepreneurship research has increasingly adopted a 

practice lens, much of this work focuses on entrepreneurial processes, opportunity 

formation, and contextual embeddedness (Chalmers & Shaw, 2017; Johannisson, 2011; 

Thompson et al., 2020), rather than explicitly examining marketing as a situated 

entrepreneurial practice. Similarly, while marketing-as-practice research has developed 

valuable insights into value creation and interactive marketing work, it has not 
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sufficiently addressed how marketing emerges in contexts where formal marketing 

knowledge is absent or minimal. 

At the same time, strategy-as-practice research argues that strategy is not 

something organizations possess, but something practitioners do through ongoing 

activity (Jarzabkowski, 2004; Whittington, 2006; Jarzabkowski et al., 2007). This 

perspective becomes highly relevant in SMEs, where strategic, entrepreneurial, and 

marketing activities are often inseparable. In indie studios particularly, activities such 

as community engagement, platform adaptation, content production, and analytics 

monitoring simultaneously function as strategic, entrepreneurial, and marketing 

practices. However, these interconnected domains are still frequently treated separately 

in existing literature (Kohtamäki et al., 2022). 

Consequently, there remains a lack of empirically grounded research examining 

how marketing emerges through everyday entrepreneurial practice in SMEs operating 

without formal marketing expertise. There is also limited understanding of how 

practitioners themselves perceive, define, and enact marketing within digitally 

mediated and resource-constrained environments. 

This study therefore seeks to address this gap by empirically examining the 

everyday activities of indie game studio entrepreneurs and identifying the practices 

through which they attempt to create visibility, engagement, and user understanding. 

Rather than starting from predefined marketing categories, the study focuses on what 

practitioners themselves perceive as activities that “help people discover, understand, 

or engage with the game.” This allows marketing to be explored as an emergent and 

socially constructed practice rather than a fixed organizational function. 

In doing so, the study contributes to extending current understandings of 

marketing-as-practice, entrepreneurship-as-practice, and strategy-as-practice by 

conceptualizing marketing as an emergent, situated, and practice-based phenomenon 

enacted through entrepreneurial work under conditions of uncertainty and resource 

scarcity. The study ultimately proposes the concept of Entrepreneurial Marketing as 

Practice (EMaP), understood as the set of informal, adaptive, and value-creating 

practices through which entrepreneurs enact marketing in everyday organizational life. 
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Based on the problematization, the study addresses the following main research 

questions: 

• RQ1: How is marketing enacted as practice in SME indie game studios without 

formal marketing knowledge? 

o RQ2: What everyday activities do indie game studio practitioners 

perceive as contributing to “marketing”? 

o RQ3: What recurring practices and tools constitute marketing work in 

SME indie game studios? 

o RQ4: How can these empirically observed practices extend current 

understandings of marketing-as-practice in entrepreneurial contexts? 

3. Practice Theory 

Practice theory provides the ontological foundation for this study because it 

shifts analytical attention away from abstract structures, static models, and purely 

cognitive explanations toward the situated activities through which social reality is 

continuously produced and reproduced (Reckwitz, 2002; Schatzki, 2003; Nicolini, 

2011; Feldman & Orlikowski, 2011). In contrast to perspectives that explain action 

through individual intentions (homo economicus) or through compliance with norms 

(homo sociologicus), practice theory emphasizes the role of shared, routinized, and 

largely tacit forms of knowledge that guide everyday behaviour (Reckwitz, 2002; 

Bourdieu, 1977, 1990; Gherardi, 2012). From this perspective, social order is 

continuously produced and reproduced through practices rather than being the outcome 

of isolated decisions or stable structures. 

A central distinction within practice theory is between practice (praxis) and 

practices (praktik). Praxis refers broadly to human action, whereas practices are 

routinized types of behaviour consisting of interconnected elements such as bodily 

activities, mental activities, objects and their use, background knowledge, emotions, 

and motivational orientations (Reckwitz, 2002). Schatzki (2003) similarly 

conceptualizes practices as organized nexuses of actions and sayings that are socially 

shared and materially mediated. Instead of separating structure and agency, practice 

theory understands both as intertwined and continuously reproduced through action 

(Bourdieu, 1977; Nicolini, 2011). 
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This perspective differs significantly from more traditional managerial and 

organizational theories that often treat actors as rational decision-makers operating 

within relatively stable structures (Jarzabkowski et al., 2007). Practice theory instead 

highlights situated improvisation, embodied competence, tacit knowledge and 

contextual adaptation (Gherardi, 2012; Feldman & Orlikowski, 2011). What people 

actually do becomes more important than what organizations formally claim they do. 

Bourdieu’s (1977, 1990) work is particularly influential within practice theory 

through the concepts of habitus, field and practice. Habitus refers to socially acquired 

dispositions and embodied ways of acting that guide behaviour without requiring 

explicit conscious calculation. Bourdieu’s concept of field refers to structured social 

spaces with their own rules, norms and power relations (Bourdieu, 1990). Practices are 

always situated within such fields, meaning that what actors do is influenced not only 

by their dispositions but also by the specific context in which they operate.  Practices 

therefore emerge not only through formal strategy or deliberate planning, but also 

through learned routines, practical intuition and contextual familiarity. In 

entrepreneurial and creative industries, where uncertainty and ambiguity are common, 

actors often rely heavily on embodied practical understanding rather than formalized 

procedures (Johannisson, 2011; Chalmers & Shaw, 2017).  

Building on these foundations, practice theorists such as Reckwitz (2002) 

conceptualize practices as routinized configurations of bodily and mental activities, 

objects, and knowledge. Importantly, knowledge is understood as tacit and embodied 

rather than explicit. Schatzki (1996, 2003) further develops practice theory by defining 

practices as coordinated nexuses of doings and sayings linked through three main 

elements: understandings (practical knowledge and know-how), rules (explicit 

instructions and norms), and “teleoaffective” structures (goals, emotions, and 

motivations). Chia (2004) describes practices as “background coping skills” that actors 

draw upon without conscious awareness, while Warde (2005) emphasizes that practices 

unfold over time and space as interconnected nexuses of “doings and sayings”. This 

highlights that action is embedded in shared routines rather than driven by individual 

decision-making alone. These elements closely align with the framework proposed by 

Schau et al. (2009), who identify procedures, understandings, and engagements as the 
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core components of practices. Together, these perspectives emphasize that practices 

integrate cognition, action, and meaning. 

Schatzki (1996) also distinguishes between practices as entities and practices as 

performances. As entities, practices exist as structured patterns; as performances, they 

are enacted and reproduced through everyday activity. Individuals are therefore not 

autonomous actors but carriers of practices, reproducing and modifying them through 

their actions (Reckwitz, 2002). This highlights the dynamic nature of social life, where 

stability and change coexist through the continuous enactment of practices. 

Practice theory also emphasizes the importance of materiality and artefacts 

within organizational activity (Berglund & Glaser, 2021). Digital platforms, analytics 

dashboards, Discord servers, social media algorithms, Steam pages, trailers, memes, 

and development tools all become important mediating elements shaping how practices 

are performed. These material arrangements influence what practitioners can do, how 

visibility is achieved and how audiences engage with games (Kozinets, 2022; Chia et 

al., 2020). Practices are shaped by objects, tools and technologies, which both enable 

and constrain action (Orlikowski, 2007). In digital contexts, platforms, algorithms, and 

content formats become integral components of practice, influencing how marketing 

activities are performed and understood (Kozinets, 2022; Chia et al., 2020). 

In addition, practice theory provides a relational understanding of identity. 

Individuals are not seen as possessing fixed attributes but as carriers of multiple 

practices (Reckwitz, 2002). Identity and subjectivity emerge through participation in 

these practices and can change as practices evolve (Skålén, 2009, 2010). Practice theory 

highlights that practices are socially shared and collectively reproduced rather than 

purely individual (Warde, 2005; Hui et al., 2016). Indie developers often learn 

marketing-related activities informally through communities, online observation, 

experimentation and imitation rather than through formal education or professional 

marketing training (Freeman et al., 2020; Burgess & Grace, 2025). This is particularly 

relevant in contexts where actors do not formally identify as marketers but still engage 

in marketing activities as part of their everyday work. 

Overall, practice theory provides a framework that avoids both individualistic 

and structural explanations of social action. As Schatzki (1996) argues, it offers a 
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flexible and context-sensitive understanding of social life, where practices are the site 

through which meaning, knowledge and action are organized. In this study, practice 

theory is used as both a theoretical foundation and a framework, enabling an analysis 

of marketing as a situated, embodied and relational accomplishment. This perspective 

is particularly suitable for examining SMEs, where marketing emerges through 

everyday activities shaped by habitus, field conditions and ongoing interaction rather 

than formalized strategies. This “practice turn” has influenced several adjacent research 

fields, including strategy-as-practice, marketing-as-practice, and entrepreneurship-as-

practice (Whittington, 2006; Skålén & Hackley, 2011; Thompson et al., 2020). 

The following sections introduce Marketing-as-Practice (MaP) as the primary 

analytical lens of this study, supported by selected insights from Strategy-as-Practice 

(SaP) and Entrepreneurship-as-Practice (EaP). All three perspectives are grounded in 

the broader umbrella of Practice Theory. 

Within this study, particular attention is given to the concepts of practices, 

practitioners and praxis, which provide the core analytical vocabulary for examining 

how marketing is enacted in everyday organizational life. MaP is used to understand 

how marketing activities are performed and how value is created through situated 

practices (Skålén et al., 2023). SaP contributes insights into how strategic decisions 

emerge through everyday activities rather than formal planning processes 

(Jarzabkowski, 2004; Whittington, 2006), while EaP helps contextualize how 

marketing practices unfold within entrepreneurial settings characterized by uncertainty, 

experimentation, and resource constraints (Champenois et al., 2020; Thompson et al., 

2020). 

Accordingly, these perspectives should not be understood as separate theoretical 

frameworks but as complementary practice-based lenses that support the analysis of 

marketing practices within SMEs. 

3.1. Strategy-as-Practice 

Strategy-as-Practice (SaP) builds directly on the foundations of practice theory 

by conceptualizing strategy not as something organizations possess, but as something 

that people do in their everyday activities (Jarzabkowski, 2004; Chia, 2004; 

Whittington, 2006). The SAP perspective is strongly rooted in broader practice theory 
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traditions developed by scholars such as Bourdieu (1977, 1990), Reckwitz (2002), 

Schatzki (2003), and Nicolini (2011). Early contributions to SaP emphasized the need 

to move beyond traditional strategy research, which has largely focused either on 

strategy content (what decisions are made) or strategy process (how strategies emerge 

over time). While research acknowledges that strategy unfolds dynamically, it has been 

criticized for insufficiently capturing the micro-level details of managerial activity 

(Jarzabkowski et al., 2007). In response, SaP introduces an “activity-based view” of 

strategy that focuses on the practicality of strategizing, including the everyday actions, 

routines and interactions of practitioners (Johnson et al., 2003; Jarzabkowski, 2004). 

A central contribution of SaP is the distinction between practices, praxis and 

practitioners (Jarzabkowski et al., 2007; Jarzabkowski & Spee, 2009). Practices refer 

to the shared tools, norms, routines and procedures that guide action. Praxis refers to 

the flow of activity in which strategy is accomplished, while practitioners are the actors 

who carry out these activities. Together, these dimensions provide a framework for 

understanding how strategy emerges through everyday organizational activities 

(Jarzabkowski, 2004; Whittington, 2006). 

The relevance of SaP has expanded considerably over the last two decades, 

leading to what many scholars describe as a “practice turn” in strategy research (Vaara 

& Whittington, 2012; Kohtamäki et al., 2022). Early SaP research largely focused on 

managerial meetings, planning activities, workshops and formal strategy processes 

(Jarzabkowski et al., 2007). However, more recent contributions have broadened the 

perspective to include informal interactions, material artefacts, digital technologies, 

emotions and micro-level sensemaking activities (Jalonen et al., 2018; Seidl & 

Whittington, 2014). Jarzabkowski et al. (2022) describe this evolution as a shift from 

the “germination” phase of SaP toward broader propagation across multiple 

organizational contexts and disciplines. 

Importantly, SaP draws heavily on broader practice theory to emphasize that 

strategizing is not purely rational or deliberate. Chia (2004) argues that strategy is often 

rooted in tacit, embodied forms of knowing rather than explicit planning. Similarly, 

Chia and MacKay (2007) critique the tendency to treat individuals as autonomous 

agents and instead argue for a “post-processual” perspective, where practices 

themselves have ontological priority. In this view, strategy is not simply the result of 
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intentional actions but emerges from the immanent logic of practice, shaped by 

historically developed and largely unconscious practice-complexes. 

This perspective aligns closely with Bourdieu’s (1990) concept of the logic of 

practice, where action is guided by practical sense rather than formal reasoning. 

Strategizing, therefore, often involves intuitive, situational responses rather than 

deliberate planning. For example, practitioners may act based on what “feels right” in 

a given context, drawing on their habitus and prior experiences rather than explicitly 

articulated strategies. 

SaP also emphasizes the importance of “knowing-in-practice”, which refers to 

the idea that knowledge is enacted through action rather than stored cognitively (Chia 

& Mackay, 2007). Drawing on phenomenological insights, this perspective highlights 

that much of what practitioners know cannot be easily articulated. Experts often rely on 

tacit knowledge developed through experience and attempts to verbalize this 

knowledge may fail to capture the actual nature of practice. This has important 

methodological implications, suggesting that understanding strategy requires attention 

to what actors do, not only what they say they do. Practitioners are not passive followers 

of routines but actively adapt practices in response to changing contexts. Individual 

characteristics such as experience, background, and skills influence sensemaking 

processes, but these are always embedded within broader social practices (Bourdieu, 

1990). As a result, strategizing is both structured and emergent. 

Finally, SaP highlights the importance of context. Strategy does not occur in 

isolation but is embedded in specific organizational, institutional and material 

environments (Vaara & Whittington, 2012). These contexts influence which practices 

are available, how they are performed, and what outcomes they produce. For instance, 

digital platforms, industry norms, and resource constraints all shape how strategy is 

enacted in practice. 

Overall, Strategy-as-Practice provides a framework for understanding strategy 

as a situated, embodied and socially embedded activity. It shifts the focus from abstract 

strategy formulations to the everyday practices through which strategy is enacted. In 

this study, this perspective is particularly relevant for examining SMEs, where strategy 
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is not formally defined but emerges through ongoing activities such as content creation, 

community engagement and interaction with digital platforms.  

Furthermore, SAP complements entrepreneurship-as-practice and marketing-

as-practice perspectives by emphasizing the interconnectedness between strategic 

activities and broader organizational practices (Skålén et al., 2023; Gross et al., 2014). 

SMEs frequently combine development, branding, marketing, networking and 

community management within the same everyday workflows. Strategic actions 

therefore become embedded within ordinary production activities rather than existing 

as isolated planning exercises. 

3.2. Marketing-as-Practice 

Building on the foundations of practice theory and Strategy-as-Practice (SaP), 

Marketing-as-Practice (MaP) extends the practice perspective to the domain of 

marketing by conceptualizing marketing not as a function or set of tools, but as a set of 

everyday activities through which value is created. Rather than focusing on abstract 

models or firm-level outcomes, MaP emphasizes what marketers actually do in practice 

and how these activities are socially and materially embedded (Skålén & Hackley, 

2011; Brownlie et al., 2007; Skålén et al., 2023; Kjellberg & Helgesson, 2007). The 

perspective therefore aligns closely with broader practice theory traditions that 

understand social life as constituted through recurrent practices shaped by human 

activity, material arrangements, and shared understandings (Reckwitz, 2002; Schatzki, 

2003; Nicolini, 2011). 

MAP challenges the assumption that marketing exists primarily as a formal 

organizational department or a top-down managerial process (Webster, 2002; Ruekert 

et al., 1985). Recent work by Skålén et al. (2023) provides a comprehensive framework 

for understanding marketing as practice. The authors conceptualize marketing activity 

through the interrelated concepts of practices, practitioners, and praxis. Marketing 

practices are defined as templates of value-creating activities, practitioners are the 

actors who perform these practices, and praxis refers to the ongoing stream of activity 

in which marketing is enacted. This perspective broadens the understanding of 

marketing by recognizing that value creation emerges through ongoing interactions, 

performances, routines, and practical engagements between multiple actors, including 
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consumers, communities, platforms, and organizations (Echeverri & Skålén, 2011; 

Schau et al., 2009). 

A key contribution of MAP is its focus on practitioners and practical knowing 

(Gross & Laamanen, 2018). Marketing knowledge is not treated solely as formal 

expertise or theoretical competence but as situated knowledge developed through 

experience, experimentation, improvisation and participation in everyday work 

practices (Brownlie et al., 2007). This perspective becomes particularly relevant for 

entrepreneurial and small business contexts where formalized marketing structures are 

often absent and marketing activities emerge informally through daily operations 

(Gilmore et al., 2001; Gross et al., 2014). In addition to shaping markets, marketing 

practices are influenced by organizational and professional contexts. Studies have 

shown that marketing work involves specific forms of professional knowing, where 

practitioners draw on both explicit knowledge and tacit expertise developed through 

experience (Gross & Laamanen, 2018). This aligns with broader practice theory, which 

emphasizes that knowledge is enacted in practice rather than simply possessed. 

From a strategic perspective, MaP complements SaP by focusing specifically 

on marketing-related activities. While SaP examines how strategy is enacted more 

broadly, MaP highlights how marketing contributes to value creation through everyday 

practices. Bromiley and Rau (2014) argue for a broader practice-based view of strategy, 

suggesting that strategy emerges from the aggregation of multiple practices, including 

marketing. Browne et al. (2014) further illustrate how strategy is adapted through 

marketing practices, particularly at the level of middle managers. 

In this study, this perspective is particularly relevant for examining SMEs, 

where marketing is not carried out through formal departments or standardized 

processes. Instead, marketing emerges through everyday activities such as content 

creation, community interaction, and platform engagement. These activities are shaped 

by practitioners’ experiences, available tools, and ongoing interaction with audiences, 

making Marketing-as-Practice a suitable lens for understanding how marketing is 

performed in resource-constrained and dynamic environments. 

MAP also overlaps significantly with entrepreneurship-as-practice and strategy-

as-practice perspectives (Gross et al., 2014; Skålén et al., 2023). Marketing activities 
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are rarely isolated from broader entrepreneurial and strategic practices. Instead, 

branding, networking, product development, communication and strategic positioning 

become deeply interconnected within everyday organizational work. This 

interconnectedness reflects Hui et al.’s (2016) concept of the “nexus of practices,” 

where multiple practices overlap and mutually shape one another. 

3.3. Entrepreneurship-as-Practice 

Entrepreneurship-as-Practice (EaP) extends the practice-theoretical perspective 

to the study of entrepreneurship by shifting the focus from entrepreneurs as individuals 

to entrepreneurship as a set of everyday activities. Rather than conceptualizing 

entrepreneurship as a function of individual traits, intentions, or opportunity 

recognition, EaP examines how entrepreneurial action emerges through situated 

practices, interactions, and material arrangements (Thompson et al., 2020; Johannisson, 

2011). 

Traditional entrepreneurship research has largely been dominated by 

approaches that emphasize either individual agency or opportunity structures. For 

example, the opportunity-based view conceptualizes entrepreneurship as the discovery 

and exploitation of opportunities (Davidsson, 2015), while action-based perspectives 

highlight decision-making under uncertainty (McMullen & Shepherd, 2006). Although 

these perspectives have provided valuable insights, they often treat entrepreneurship as 

a discrete event or outcome, rather than as an ongoing process embedded in everyday 

activity. In contrast, EaP conceptualizes entrepreneurship as something that people do 

through practices (Champenois et al., 2020).  

A key contribution of EaP is its focus on the doing of entrepreneurship in 

everyday contexts. Johannisson (2011) introduces the concept of “entrepreneuring” to 

emphasize the ongoing, processual nature of entrepreneurial activity. Similarly, Welter 

et al. (2016) call for greater attention to “everyday entrepreneurship,” highlighting that 

entrepreneurial action often occurs in mundane, routine settings rather than in 

exceptional or high-growth contexts. This perspective is particularly relevant for small 

and resource-constrained organizations, where entrepreneurship is embedded in daily 

practices rather than formal structures. 
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EaP also emphasizes the importance of practices, praxis, and practitioners, 

building on the same analytical framework used in Strategy-as-Practice and Marketing-

as-Practice. Practices refer to shared routines, tools, and norms that guide 

entrepreneurial action, praxis refers to the flow of activity through which 

entrepreneurship is enacted, and practitioners are the actors involved in these activities 

(Champenois et al., 2020). This framework allows for a more nuanced understanding 

of how entrepreneurship unfolds through interactions between individuals, practices, 

and contexts. 

Uncertainty also plays a central role in EaP, but it is understood differently 

compared to traditional perspectives. While McMullen and Shepherd (2006) emphasize 

decision-making under uncertainty, EaP highlights how practitioners cope with 

uncertainty through practical engagement. Rather than relying solely on deliberate 

analysis, entrepreneurs draw on tacit knowledge, routines and improvisation to navigate 

uncertain situations. This aligns with the broader practice-theoretical view that action 

is often guided by practical sense rather than explicit reasoning. 

Furthermore, EaP has been used to explore the relationship between 

entrepreneurship and marketing. Gross et al. (2014) argue for a practice-based 

understanding of entrepreneurial marketing, where marketing activities are seen as 

integral to entrepreneurial practice rather than as separate functions. This perspective 

reinforces the interconnectedness of entrepreneurship, marketing and strategy within a 

broader practice framework. 

Methodologically, EaP also encourages new approaches to studying 

entrepreneurship. Zhao & Ba (2022) highlight the value of visual and practice-based 

methods for capturing the dynamic and situated nature of entrepreneurial activity, that 

is what this study examines specifically in SMEs. 

Overall, Entrepreneurship-as-Practice provides a framework for understanding 

entrepreneurship as a situated, relational, and ongoing activity. It shifts the focus from 

individual traits and isolated decisions to the everyday practices through which 

entrepreneurship is enacted. By integrating insights from practice theory, Strategy-as-

Practice, and Marketing-as-Practice, EaP enables a more comprehensive understanding 

of how entrepreneurial activity emerges, evolves, and creates value. 
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In this study, this perspective is particularly relevant for examining SMEs, 

where entrepreneurship is not limited to founding activities but is embedded in ongoing 

practices. These practices are shaped by practitioners’ experiences, available resources, 

and interactions with digital platforms, making Entrepreneurship-as-Practice a suitable 

lens for analysing how entrepreneurial activity unfolds in dynamic and resource-

constrained environments. 

4. Theoretical Framework 

4.1. Framework Analysis 

This study adopts Practice Theory as its overarching theoretical foundation and 

Marketing-as-Practice (MaP) as its primary analytical lens. Strategy-as-Practice (SaP) 

and Entrepreneurship-as-Practice (EaP) are used as complementary perspectives where 

marketing activities overlap with strategic and entrepreneurial work. Together, these 

perspectives support an analysis of how marketing is enacted in everyday practice 

within SMEs. Rather than treating these as separate theoretical approaches, they are 

conceptualized as complementary perspectives within a broader practice-based 

understanding of social action. This integration allows for a more comprehensive 

analysis of how marketing-related activities are performed in everyday organizational 

contexts (Reckwitz, 2002; Schatzki, 2003; Nicolini, 2011; Feldman & Orlikowski, 

2011). The analysis is guided primarily by three concepts that recur across the practice 

literature: practices, practitioners and praxis. These concepts provide a coherent 

vocabulary for examining what activities are performed, who performs them and how 

they are enacted in everyday work. Consequently, the study does not seek to apply all 

aspects of SaP, MaP or EaP equally, but uses those concepts that are most relevant for 

understanding marketing practice in entrepreneurial SME contexts. 

At its core, practice theory provides the ontological foundation of the 

framework emphasizing that social reality is constituted through routinized “doings and 

sayings,” embodied competencies, material arrangements and shared understandings 

rather than solely through formal structures or individual cognition (Reckwitz, 2002; 

Schatzki, 1996, 2003; Warde, 2005; Bourdieu, 1977, 1990). For the purposes of this 

study, three concepts from practice theory are particularly important: practices, 

practitioners, and praxis. These concepts guide the empirical analysis by directing 
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attention to what indie developers do, who performs these activities and how such 

activities unfold in everyday work. Other elements of practice theory, such as habitus, 

field and material arrangements, provide contextual support but are not treated as 

primary analytical categories. 

 Building on this foundation, strategy-as-practice (SaP) extends the analysis to 

the domain of strategy by focusing on how strategy is enacted in everyday activities 

(Jarzabkowski, 2004; Whittington, 2006; Jarzabkowski et al., 2007; Vaara & 

Whittington, 2012). This perspective is particularly relevant for understanding how 

strategic decisions are embedded within daily work practices, especially in SMEs where 

formal strategy processes are often absent and strategic action emerges through ongoing 

interaction, adaptation, and practical judgement (Chia & MacKay, 2007; Golsorkhi et 

al., 2010; Kohtamäki et al., 2022). This study does not examine strategy as a primary 

phenomenon. However, insights from Strategy-as-Practice (SaP) are useful because 

marketing activities in small indie studios frequently overlap with strategic decision-

making. SaP is therefore used selectively as a complementary lens for understanding 

how visibility, audience engagement and platform decisions are enacted through 

everyday activities. 

Similarly, marketing-as-practice (MaP) moves beyond traditional views of 

marketing as a functional domain and instead examines how marketing emerges 

through everyday actions such as communication, interaction, and engagement (Skålén 

& Hackley, 2011; Brownlie et al., 2007; Kjellberg & Helgesson, 2007; Skålén et al., 

2023). Rather than conceptualising marketing as a formal managerial function, this 

perspective highlights how value is created through situated practices involving 

multiple actors, technologies, and material arrangements (Schau et al., 2009; Echeverri 

& Skålén, 2011; Ots & Nyilasy, 2017). This aligns closely with the focus of this study, 

which seeks to identify and analyse actual marketing practices as they are enacted in 

practice, particularly in contexts where actors may not explicitly identify themselves as 

marketers. Specifically, the concepts of practices, practitioners and praxis (Skålén et 

al., 2023) are used throughout the analysis to identify recurring marketing activities, 

the actors performing them and the ways these activities are reproduced in everyday 

work. 
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Entrepreneurship-as-practice (EaP) further complements this framework by 

emphasizing entrepreneurship not as a set of traits or outcomes, but as a series of 

practices through which opportunities are enacted and ventures are created 

(Champenois et al., 2020; Thompson et al., 2020; Johannisson, 2011). This perspective 

highlights the importance of context, interaction and material arrangements in shaping 

entrepreneurial action, making it particularly relevant for studying SMEs and creative 

industries (Chalmers & Shaw, 2017; Berglund & Glaser, 2021). Entrepreneurship is 

therefore understood as an ongoing accomplishment emerging through situated action 

rather than through isolated entrepreneurial decisions (Welter et al., 2016;). 

Entrepreneurship-as-Practice (EaP) is included as a supporting perspective because 

SMEs operate in entrepreneurial contexts where marketing activities are often 

intertwined with venture creation, experimentation and opportunity development. EaP 

is not used as a separate analytical framework but helps contextualize how marketing 

practices emerge under conditions of uncertainty and resource constraints. 

The integration of these perspectives is justified by their shared theoretical 

assumptions. All four approaches emphasize action over structure, practice over 

abstraction and situated knowledge over formalized models (Reckwitz, 2002; Nicolini, 

2011; Feldman & Orlikowski, 2011). They collectively focus on the everyday activities 

through which social and organizational phenomena are accomplished, making them 

well-suited for analysing contexts where formal processes are limited or absent 

(Schatzki, 2003; Hui et al., 2016). 

This framework was chosen for three main reasons. First, it allows the study to 

move beyond traditional, functionally bounded understandings of marketing and 

instead examine how marketing is embedded within broader organizational practices 

(Skålén et al., 2023; Gross et al., 2014). Second, it provides the conceptual tools to 

analyse activities performed by actors without formal marketing knowledge, capturing 

the tacit and experiential dimensions of their work (Bourdieu, 1990; Gherardi, 2012; 

Gross & Laamanen, 2018). Third, it enables an integrated analysis of marketing, 

strategy, and entrepreneurship as interconnected practices, reflecting the reality of 

SMEs where these domains are often inseparable (Jarzabkowski & Spee, 2009; Skålén 

& Hackley, 2011; Champenois et al., 2020). 
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The integration of these perspectives provides several analytical advantages for 

this study. First, it allows the research to examine how strategy, marketing, and 

entrepreneurship become intertwined in practice rather than artificially separated into 

distinct organizational domains (Gross et al., 2014; Kohtamäki et al., 2022). Second, it 

supports a process-oriented understanding of organizational activity that captures 

fluidity, improvisation, and adaptation (Feldman & Orlikowski, 2011; Chia, 2004). 

Third, it enables attention to both micro-level actions and broader structural conditions 

shaping practice including digital platforms, technological tools, and market 

infrastructures (Orlikowski, 2007; Kozinets, 2022; Chia et al., 2020). 

At the same time, combining multiple practice-based perspectives also creates 

theoretical complexity. Practice-based research has sometimes been criticized for 

conceptual ambiguity, fragmented terminology, and difficulties in operationalization 

(Nicolini, 2011; Feldman & Orlikowski, 2011). Terms such as practices, praxis, 

routines, performances and activities are occasionally used interchangeably across 

different streams of literature, which can create analytical overlap (Schatzki, 1996; 

Warde, 2005). Additionally, integrating SaP, MaP, and EaP risks producing theoretical 

redundancy because all three perspectives originate from similar ontological 

assumptions about situated action and social accomplishment (Whittington, 2006; 

Skålén et al., 2023). However, this overlap is also productive. Rather than representing 

a weakness, the convergence of these perspectives reinforces the study’s central 

argument: that organizational realities in SMEs cannot be adequately understood 

through isolated functional theories. In our study indie developers were at the same 

time marketers, entrepreneurs and strategists, thus we need all these theories combined 

to analyse the phenomenon. 

Furthermore, the framework allows attention to the material and digital 

infrastructures that shape action, including social media platforms, analytics 

dashboards, Steam interfaces, Discord communities and algorithmic visibility systems 

(Orlikowski, 2007; Kozinets, 2022; Chia et al., 2020). These artefacts are not merely 

tools but active mediators of practice, influencing what practitioners can do and how 

value is created and perceived (Berglund & Glaser, 2021). 

Overall, the use of an integrated practice-theoretical framework allows this 

research to provide a nuanced and empirically grounded understanding of marketing as 
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it is performed in everyday contexts. It also enables the study to contribute to the 

ongoing development of practice-based research by bridging multiple domains and 

demonstrating their relevance in real-world settings. 

4.2. Contradictory Theories 

While the integrated practice-theoretical framework adopted in this study offers 

a suitable lens for understanding marketing as an everyday organizational 

accomplishment, alternative theoretical perspectives could also have been applied. 

Examining these contradictory or competing frameworks helps clarify why practice 

theory provides the most appropriate analytical foundation for this research. 

One possible alternative is traditional marketing management theory, which 

conceptualizes marketing as a formal organizational function involving strategic 

planning, segmentation, targeting, positioning, and coordinated promotional activities 

(Kotler & Keller, 2016; Webster, 2002). From this perspective, marketing is typically 

understood as a specialized managerial process carried out by trained professionals 

within clearly defined organizational structures. Similarly, strategic management 

theories such as Porter’s competitive strategy framework emphasize deliberate 

positioning, competitive advantage, and market analysis as central to organizational 

success (Porter, 1985). While these perspectives remain influential, they are less 

suitable for this study because they assume a degree of formalization, role 

specialization, and strategic intentionality that is largely absent in SMEs. The empirical 

context examined here suggests that marketing is often informal, distributed, and 

embedded within everyday work rather than managed as a separate function. 

Another possible theoretical lens is the Resource-Based View (RBV), which 

explains firm performance through the possession and deployment of valuable, rare, 

inimitable, and non-substitutable resources (Barney, 1991). RBV has been widely used 

in entrepreneurship and SME research to explain competitive advantage and capability 

development. However, while RBV highlights the importance of internal resources, it 

tends to conceptualize resources as relatively stable organizational assets rather than 

examining how they are enacted, adapted, and transformed through everyday activity 

(Priem & Butler, 2001). In contrast, practice theory allows for a more dynamic 
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understanding of how actors mobilize limited resources creatively through situated 

action, which is particularly relevant in resource-constrained entrepreneurial settings. 

Closely related is the Dynamic Capabilities perspective, which focuses on an 

organization’s ability to integrate, build, and reconfigure resources in response to 

changing environments (Teece et al. 1997; Teece, 2007). This framework could help 

explain how indie studios adapt their marketing efforts over time, particularly in digital 

and rapidly evolving platform environments. However, dynamic capabilities research 

often remains focused on organizational-level capacities and managerial decision-

making, providing limited insight into the micro-level practices through which 

adaptation actually occurs (Jarzabkowski et al., 2007). Practice-based perspectives 

offer a more granular understanding of these processes by focusing directly on everyday 

activities and interactions. 

Another relevant alternative is Entrepreneurial Orientation (EO) theory, which 

emphasizes organizational characteristics such as innovativeness, proactiveness, and 

risk-taking as drivers of entrepreneurial behaviour and firm performance (Lumpkin & 

Dess, 1996; Covin & Slevin, 1989). EO has significantly shaped entrepreneurial 

marketing research and provides valuable insights into behavioural tendencies within 

SMEs. However, EO primarily measures organizational dispositions rather than 

examining what practitioners actually do in their everyday work. As such, it risks 

overlooking tacit knowledge, improvisation, and situated forms of practical 

competence that are central to this study. 

At the same time, SaP literature has also received criticism for occasionally 

becoming overly descriptive and fragmented. Jarzabkowski et al. (2016) warn that 

practice researchers sometimes isolate micro-practices without sufficiently connecting 

them to broader organizational, technological, or institutional contexts. Similarly, Seidl 

and Whittington (2014) argue that SaP research risks becoming too “flat” if it only 

examines localized interactions while neglecting power structures, material 

infrastructures, and wider social systems. This critique is especially important in the 

context of digital game development, where platform algorithms, publisher relations, 

digital marketplaces, and visibility economies significantly shape what studios can and 

cannot do (Chia et al., 2020; Kozinets, 2022). Consequently, this study does not 
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examine practices as isolated actions but situates them within broader digital 

ecosystems and platformized market conditions. 

However, MaP literature also contains tensions and limitations. While practice-

oriented marketing research effectively captures situated action, it sometimes 

underestimates structural inequalities within digital economies. Platform dependency, 

algorithmic visibility, and resource asymmetries may constrain marketing possibilities 

in ways that individual practices alone cannot overcome (Dolbec et al., 2022; Kozinets, 

2022). In the indie game industry, visibility is often unevenly distributed, meaning that 

some studios can strategically adapt while others remain marginalized despite engaging 

in similar marketing practices. Therefore, this study critically approaches MaP not as a 

purely celebratory framework of creativity and agency, but as a perspective that must 

also account for limitations, precarity, and unequal digital infrastructures. 

Ultimately, while alternative theories such as RBV, dynamic capabilities and 

entrepreneurial orientation contribute important insights, they do not fully capture the 

tacit, embedded, and processual nature of marketing work observed in this study. The 

integrated practice-theoretical framework therefore offers the most appropriate 

foundation for understanding how marketing, strategy, and entrepreneurship intersect 

and unfold in everyday organizational life. 

5. Entrepreneurial Marketing 

“There is more consensus over what entrepreneurs do rather than who they are.” 

(Stokes, 2000, p. 4) 

5.1. Definition and Conceptual Foundations 

Entrepreneurial marketing (EM) is broadly understood as a mode of marketing 

characterized by opportunity-driven behaviour, resource leveraging, and value creation 

under conditions of uncertainty. While earlier foundational definitions emphasized 

proactiveness and innovation (Morris et al., 2002), more recent research reframes EM 

as a dynamic and practice-oriented phenomenon, particularly within SMEs and 

entrepreneurial contexts (Alqahtani et al., 2022; Osuagwu, 2022). Entrepreneurial 

Marketing is treated in this thesis as the empirical phenomenon under investigation 
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rather than as an additional theoretical framework. The purpose of this chapter is 

therefore to establish how entrepreneurial marketing has been conceptualized in 

previous research and to provide context for interpreting the observed practices. 

Contemporary studies conceptualize entrepreneurial marketing not as a set of 

predefined tools, but as a configuration of behaviours and practices shaped by context, 

constraints, and entrepreneurial judgment. For instance, Alqahtani et al. (2022) develop 

and validate EM as a multidimensional construct, highlighting dimensions such as 

opportunity focus, calculated risk-taking, innovativeness, and customer intensity. 

However, these dimensions are increasingly interpreted as outcomes of ongoing 

practices, rather than as static firm characteristics. 

Similarly, recent grounded theory work by Chooset & Sukhabot (2025) 

emphasizes that entrepreneurial marketing in SMEs is enacted through situated and 

adaptive practices, particularly in digital environments. Their findings suggest that EM 

is less about applying formal marketing knowledge and more about continuously 

aligning actions with emerging opportunities and constraints. 

Thus, entrepreneurial marketing can be understood as a practice-based approach 

to marketing, where value creation emerges from the everyday activities of 

entrepreneurs rather than from formalized strategies.  

The origins of entrepreneurial marketing can be traced to the late 20th century, 

when scholars began to recognize that traditional marketing theories - developed 

primarily for large, resource-rich firms - failed to adequately explain marketing 

behaviour in small, entrepreneurial contexts (Stokes, 2000; Collinson & Shaw, 2001). 

Early work highlighted that SMEs rely less on formal planning and more on informal, 

network-based, and opportunity-driven activities. 

The field gained further momentum with the work of Gerald Hills and 

colleagues (Hills et al., 2008; Hills & Hultman, 2011), who institutionalized 

entrepreneurial marketing as a distinct research domain. These contributions 

emphasized the centrality of innovation, proactiveness, and customer intensity, while 

also acknowledging the role of uncertainty and resource scarcity. 
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More recent research extends EM into digital and platform-based contexts, 

highlighting how SMEs leverage social media, digital tools, and community 

engagement to compensate for limited resources (Zahara et al., 2023; Hidayati et al., 

2025). This evolution demonstrates that entrepreneurial marketing is not static but 

continuously reshaped by technological and institutional changes. 

5.2. Traditional Marketing Vs Entrepreneurial Marketing 

Entrepreneurial marketing diverges significantly from traditional marketing in 

both its underlying logic and its practical enactment. Traditional marketing is typically 

characterized by structured planning, segmentation, and the application of standardized 

tools such as the marketing mix (4Ps). It assumes relatively stable markets and 

emphasizes prediction, control, and optimization (Kumar, 2018). In contrast, 

entrepreneurial marketing operates under conditions of uncertainty and resource 

constraints. Rather than relying on formal market research, entrepreneurs often engage 

in iterative experimentation, learning through action, and direct interaction with 

customers (Morrish et al., 2010). Decision-making is less analytical and more intuitive, 

reflecting what La Pira describes as “entrepreneurial intuition.” 

Furthermore, while traditional marketing separates roles and functions within 

an organization, EM blurs these boundaries. Marketing activities are embedded within 

broader entrepreneurial practices such as product development, networking, and 

strategic decision-making (Kraus et al., 2010). This integration aligns with a practice-

theoretical view in which activities are interconnected and cannot be easily isolated into 

discrete functional domains. 

Another key distinction lies in the role of the customer. In traditional marketing, 

customers are often treated as targets of marketing efforts. In entrepreneurial marketing, 

they are active participants in value creation, often engaged through direct 

communication, feedback loops, and co-creation processes (Morrish et al., 2010). 

Stokes (2000) identified early that entrepreneurs interpret marketing in ways 

that deviate from standard textbook theory and practice. The notion of non-standard 

practices is mentioned also by Kumar (2018) who demonstrates how elements of the 

marketing mix are reinterpreted entrepreneurially, emphasizing creativity and 
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opportunity-driven action over standardized execution. But taking it further some 

entrepreneurs seem to be unaware that they are actively practicing marketing. Kumar 

(2018) states that SME managers did not explicitly report doing marketing per se, but 

reported talking to customers and networking, which he goes on saying might be 

called "promotion" in other organisations. Similarly, Stokes (2000) mentions owner-

managers spend considerable time and resources on marketing, but they call it by 

another names. 

But even though they might be unaware, EM can often work closely with 

traditional marketing models. Hadiyati et al. (2018) show that small and medium-

sized enterprises (SMEs) frequently combine traditional marketing practices with 

entrepreneurial approaches, adapting formal concepts in informal ways. Kumar 

(2018) further demonstrates how elements of the marketing mix are reinterpreted 

entrepreneurially, emphasizing creativity and opportunity-driven action over 

standardized execution. Gilmore et al. (2001) similarly describe SME marketing as 

informal, relational, and context-dependent, challenging assumptions of rational 

planning embedded in traditional marketing theory. Entrepreneurs also seem to 

perceive marketing as a fragmented rather than coherent, comprehensive, and 

strategic set of demand-generating variables that include the traditional marketing mix 

(Hills et al., 2008). 

More recent contributions extend EM by examining how marketing activities 

should be organized during firm infancy. Fürst et al. (2023) argue that early-stage 

ventures benefit from fluid marketing roles and iterative processes rather than 

dedicated marketing departments. However, research also identifies persistent 

challenges, including limited marketing knowledge and perceived skill gaps (Anas, 

2025) which might explain one of Kasurinen et al. (2017) findings regarding worries 

of game developers. These tensions underscore the relevance of EM as a lens for 

understanding how indie game studios market their products without formal 

marketing education. 
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Dimension Traditional Marketing Entrepreneurial Marketing 

Orientation Planning and control Opportunity-driven and adaptive 

Decision-making Analytical, data-driven Intuitive, experiential 

Resource use Resource acquisition Resource leveraging  

Customer role Target audience Co-creator and collaborator 

Structure Formalized functions Embedded in everyday activities 

Promotion Paid, structured campaigns Informal, digital, experimental 

Knowledge base Explicit, codified Tacit, practice-based 

Context Stable environments Uncertain, dynamic environments 

Table 1. Comparison Between Traditional Marketing and 

Entrepreneurial Marketing. Source: Authors’ own construction. 

This comparison reinforces the argument that entrepreneurial marketing is not 

simply a variation of traditional marketing but represents a fundamentally different 

approach grounded in practice, action, and context. 

5.3. Fundamental Elements of Entrepreneurial Marketing 

EM seems to be perceived as innovative at its core (Collinson, 2001; Hills, 

2008; Kraus, 2018; Kumar, 2018; Morris et. al, 2002). Collinson & Shaw’s (2001) early 

article identifies elements of EM: change focused, opportunistic, innovative in 

management as well as resource leveraging, such as in time, financial resources and 

restriction. Morris et al (2002) identifies similar fundamental elements of EM: 

proactiveness, opportunity orientation, innovation focus, risk management, resource 

leveraging, value creation and customer intensity. More recent EM research also 

emphasizes intuition, proactiveness, opportunity recognition and close customer 

relationships rather than formalized planning and analytical market research (La Pira, 

2010; Morrish et al., 2010).  

Entrepreneurs seem to prefer applying a “bottom up” strategy rather than a top 

down (Stokes, 2000; Kumar; 2018). Rather than relying on segmentation and analysis 

found in traditional marketing, EM utilizes a strategy which enables SMEs to serve a 

select group of initial customers and expand as their expertise and resources grow 

(Kumar, 2018; Stokes, 2000). Stokes (2000) mentions that informal ad hoc activities 
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identify possible market opportunities as well as having an attraction of an initial 

customer base and expand it by looking for more customers with the same profile.  

Jones and Rowley (2011) conceptualize EM as a hybrid logic that integrates 

entrepreneurial orientation with marketing activities, particularly suited to small 

businesses where roles overlap and formal structures are absent. Similarly, Kraus et al. 

(2009) argue that EM moves beyond conventional marketing in new ventures by 

privileging experimentation, flexibility, and learning-by-doing 

While traditional marketing operates best in stable environments EM thrives in 

dynamic, uncertain, and resource constrained environments (Collinson & Shaw, 2001) 

which might explain the deviating elements of EM and also strengthens the idea of 

utilizing EM as strategy. In regards of EM as a strategy in itself more recent scholars 

have pivoted to EM being something that can utilize rather than something that exists 

exclusively in entrepreneurs doing marketing (Hadiyati et al., 2018; Hills & Hultman, 

2011) which Kraus et. al (2010) believe be implemented irrespective of firm size. 

To summarize EM is Informal, adaptive, flexible, often starts with an idea, 

operates in uncertain, dynamic environments, bottom-up, intuitive processes. These 

characteristics of EM suggest that marketing knowledge is often tacit and embedded in 

practice, making it particularly suitable for investigation through real-time work 

journals. 

5.4. Entrepreneurial Marketing Practices in SMEs 

A key limitation in existing literature is that, although entrepreneurial marketing 

is frequently discussed in terms of dimensions and orientations, fewer studies provide 

detailed accounts of actual practices (Hills & Hultman, 2011; Kraus et al., 2010; 

Alqahtani et al., 2022). However, by synthesizing recent empirical research, it is 

possible to identify several recurring practices that characterize EM in SMEs (Jones & 

Rowley, 2011; Gross et al., 2014). 

One central practice is opportunity-driven decision-making. Entrepreneurs 

rarely begin with clearly defined goals and structured plans; instead, they start with 

available means - such as skills, networks, and existing resources - and iteratively 
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explore possible opportunities (Morris et al., 2002; Kraus et al., 2010; Hills & Hultman, 

2011). This practice reflects a shift from predictive to adaptive logic where 

entrepreneurial action is shaped through experimentation and practical engagement 

rather than formal planning (Johannisson, 2011; Chalmers & Shaw, 2017). Rather than 

conducting extensive market research, entrepreneurs test ideas in real time, adjusting 

their strategies based on feedback and emerging conditions (Alqahtani et al., 2022). In 

practice, this may involve launching a minimal version of a product, observing user 

reactions, and refining the offering accordingly. This iterative experimentation is 

particularly visible in digital contexts, where rapid feedback cycles enable continuous 

adjustment (Freeman et al., 2020; Kozinets, 2022). 

Closely related is the practice of resource leveraging. SMEs often operate under 

severe resource constraints, which necessitates creative recombination and 

maximization of existing assets (Franco et al., 2014; Anas, 2025). Rather than acquiring 

new resources, entrepreneurs repurpose what they already have combining available 

tools, networks, and competencies in innovative ways (Berglund & Glaser, 2021). For 

example, a small game studio might use free digital platforms, personal networks, and 

user-generated content to promote its product. This practice is not merely about 

efficiency; it reflects a fundamentally different orientation toward value creation, where 

scarcity becomes a driver of innovation rather than a limitation (Morris et al., 2002; 

Gross et al., 2014).  

Another key practice is networking and relationship building. Entrepreneurial 

marketing relies heavily on social and professional networks as sources of information, 

support, and market access (Gilmore et al., 2001; Hills & Hultman, 2011). Unlike 

formal marketing channels, these networks are often informal, evolving through 

personal interactions and shared experiences (Johannisson, 2011; Welter et al., 2016). 

Networking is not a separate activity but embedded within everyday work practices, 

such as attending industry events, engaging with online communities, or collaborating 

with other entrepreneurs (Champenois et al., 2020). These interactions facilitate trust-

building and enable access to resources that would otherwise be unavailable (Nordin & 

Ravald, 2014). 

The practice of customer co-creation and engagement further illustrates the 

interactive nature of entrepreneurial marketing. Entrepreneurs frequently involve 
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customers in the development and refinement of products, treating them as partners 

rather than passive recipients (Morrish et al., 2010; Echeverri & Skålen, 2011). This 

may involve soliciting feedback, incorporating user suggestions, or building 

communities around the product (Schau et al., 2009). In digital industries such as 

gaming, this practice is particularly prominent, as developers interact directly with 

players through platforms like Discord, social media, and early access programs 

(Blancaflor & Miguel, 2022; Burgess & Grace, 2025). Co-creation not only enhances 

product quality but also strengthens customer relationships and loyalty (Kjellberg & 

Helgesson, 2007; Kozinets, 2022).  

Finally, informal and digital promotion practices constitute a central dimension 

of entrepreneurial marketing. Rather than investing in large-scale advertising 

campaigns, SMEs rely on cost-effective and flexible promotional activities such as 

social media posting, influencer collaborations, and community engagement (Boopathi 

et al., 2025; Al-Mulla Hasan, 2026). These practices are characterized by 

experimentation, creativity, and responsiveness to trends (Kozinets, 2022; Chia et al., 

2020). Importantly, they are often carried out without formal marketing planning, 

relying instead on intuition and real-time feedback (Freeman et al., 2020; Gross et al., 

2014). In digitally mediated markets, promotional work becomes deeply integrated into 

everyday organizational routines rather than functioning as a separate strategic activity 

(Skålen et al., 2023). 

Taken together, these practices illustrate that entrepreneurial marketing is not 

defined by specific tools but by a distinctive mode of engagement with markets - one 

that is adaptive, relational, and deeply embedded in everyday activity (Morris et al., 

2002; Hills & Hultman, 2011; Gross et al., 2014). 

The practice-based understanding of entrepreneurial marketing is particularly 

relevant to this study. While recent literature acknowledges the importance of practices, 

it still tends to focus on dimensions, performance outcomes, or capabilities, rather than 

on the detailed examination of everyday activities (Alqahtani et al., 2022; Kraus et al., 

2010). This study addresses this gap by investigating how entrepreneurial marketing is 

enacted in SMEs - specifically indie game studios - by individuals without formal 

marketing education. In such contexts, marketing practices are not guided by theoretical 
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knowledge but emerge from experience, experimentation, and situational judgment 

(Freeman et al., 2020; Burgess & Grace, 2025). 

By focusing on actual practices, this research contributes to extending 

entrepreneurial marketing literature in two ways. First, it provides empirical insight into 

the lived reality of marketing activities, moving beyond abstract conceptualizations. 

Second, it supports the integration of entrepreneurial marketing within a broader 

practice theory framework, highlighting how marketing is performed, understood, and 

reproduced in everyday work. 

In doing so, the study responds directly to calls in recent literature for more 

practice-oriented and context-sensitive research, particularly within SMEs and 

entrepreneurial environments (Hills & Hultman, 2011; Thompson et al., 2020; Ben-

Hafaïedh et al., 2024). 

6. Marketing Knowledge 

Marketing knowledge has traditionally been understood as the organizational 

ability to identify customer needs, understand markets, and develop activities that create 

value for both firms and consumers (Kohli & Jaworski, 1990; Webster, 2002). Early 

marketing literature often framed marketing knowledge as a managerial and functional 

capability focused on planning, segmentation, promotion, and competitive positioning 

(Ruekert et al., 1985; Grönroos, 2006). However, contemporary research increasingly 

argues that marketing knowledge should not only be viewed as formalized expertise or 

strategic information, but also as situated, practical, and socially embedded knowledge 

enacted through everyday organizational practices (Skålen & Hackley, 2011; Gross & 

Laamanen, 2018). 

Marketing knowledge in this study is conceptualised as a situated, practice-

based and tool-mediated form of knowing that is enacted through everyday marketing 

activities rather than existing as abstract managerial knowledge. Contemporary 

marketing literature increasingly moves away from functional definitions (Ruekert et 

al., 1985) toward an understanding of marketing as distributed, digital, and practice-

embedded activity (Webster, 2002; Kozinets, 2022; Kumar, 2018). From this 
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perspective, marketing knowledge is not only what practitioners know, but what they 

are able to accomplish through engagement with tools, platforms, and audiences. 

This perspective is also consistent with research on knowledge management in 

SMEs. Due to limited resources, informal organizational structures, and the absence of 

specialized departments, small firms frequently rely on tacit and experience-based 

knowledge rather than formalized knowledge management systems (Durst & 

Edvardsson, 2012). As a result, important organizational knowledge often remains 

embedded in individual practitioners and everyday work activities. Durst and Wilhelm 

(2012) further argue that SMEs face particular challenges in capturing, transferring and 

retaining knowledge because much of it is accumulated through personal experience 

and practical engagement rather than documentation. Consequently, knowledge 

creation and learning often occur through experimentation, interaction and problem-

solving in daily work. This aligns closely with the present study, where marketing 

knowledge was not primarily acquired through formal marketing education but 

developed through ongoing participation in activities. 

In SMEs in particular, marketing knowledge is expressed through a limited but 

flexible repertoire of recurring marketing practices, which are consistently identified in 

empirical research on contemporary marketing work. For example, social media 

content production and platform management is one of the most central marketing 

practices in digitally oriented firms. Coviello et al. (2002) and Dibb et al. (2014) show 

that SMEs rely heavily on interactive and digital marketing communications rather than 

formal mass marketing structures. This includes the creation, adaptation, and 

scheduling of content across platforms such as Instagram, TikTok, X, and YouTube 

Shorts, often supported by tools like Meta Business Suite or native platform 

dashboards. Kozinets (2022) further extends this by showing how marketing is 

increasingly shaped by algorithmic infrastructures, where content must be continuously 

adapted to platform logics. 

Marketing-as-Practice literature particularly emphasizes that marketing 

knowledge is deeply contextual and emerges through situated actions and 

organizational experiences (Skålen et al., 2023; Ots & Nyilasy, 2017). Rather than 

being limited to formal campaigns or strategic planning documents, marketing 

knowledge can be embedded in everyday practices such as social media posting, 
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audience engagement, community interaction, visibility management, and 

experimentation with digital content (Gross & Laamanen, 2018; Kozinets, 2022). In 

digital environments, practitioners continuously interpret platform algorithms, 

audience reactions, and performance metrics in order to adjust their practices and 

maintain visibility (Kumar, 2018; Kozinets, 2022). 

In digital industries, marketing knowledge is increasingly shaped by 

platformization, algorithmic systems, and data-driven visibility structures (Chia et al., 

2020; Kozinets, 2022). SMEs must therefore navigate rapidly changing platform logics 

across Steam, TikTok, Discord, Reddit, Instagram, and YouTube in order to maintain 

audience attention and market relevance (Su et al., 2020; Blancaflor & Miguel, 2022). 

Marketing knowledge in these environments becomes dynamic and highly experiential, 

requiring practitioners to constantly evaluate audience behaviour, engagement metrics, 

and platform performance (Donnelly et al., 2013; Su, 2022). 

A second key practice is email marketing and automated customer 

communication, which remains a widely used tool even in SMEs due to its cost-

effectiveness and scalability. Studies of digital marketing practices show that tools such 

as Mailchimp or HubSpot are used to design segmented campaigns, automate customer 

journeys, and maintain ongoing relationships with users (Kharde et al., 2026). These 

practices align with the broader shift toward relational and database-driven marketing 

structures identified by Coviello et al. (2002), where firms move from transactional to 

ongoing customer engagement models. 

Another central practice is performance monitoring and marketing analytics, 

which reflects the growing dominance of data-driven marketing logic. Webster (2002) 

argues that marketing has become increasingly accountable and measurable within 

organizations, while Kumar (2018) highlights the rise of transformative and data-

informed marketing systems. In practice, SMEs frequently rely on tools such as Google 

Analytics, Instagram Insights, or platform-native dashboards (e.g., Steam analytics for 

digital products) to evaluate engagement, reach, and conversion. Kaushik (2026) 

describes this as performance marketing logic, where marketing is continuously 

optimised based on measurable outcomes such as click-through rates, engagement, and 

conversions. 
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Closely related is the practice of search engine optimisation (SEO) and 

algorithmic visibility management, which has become central in digital markets. 

Kozinets (2022) shows that marketing is increasingly embedded in platform 

assemblages, where visibility is shaped by algorithmic systems. SMEs therefore engage 

in practices such as keyword selection, metadata optimisation, tagging, and content 

structuring to increase discoverability. These practices are particularly relevant in 

digital-native industries, where visibility is dependent on platform ranking systems 

rather than traditional distribution channels. 

Another important practice cluster is community engagement and user 

interaction management, which reflects the increasing importance of participatory 

marketing. Schau et al. (2009) demonstrate how brand value is co-created through 

community practices such as social networking, impression management, and 

community engagement. In SMEs, this often takes the form of active participation in 

Discord servers, Reddit communities, Steam forums, or social media comment sections. 

Al-Mulla Hasan (2026) further argues that contemporary marketing is shifting toward 

crowd-based systems, where consumers actively participate in shaping brand meaning. 

In addition, SMEs often engage in paid digital advertising and campaign 

optimisation, which reflects the professionalisation and platformisation of marketing 

practices. Kaushik (2026) conceptualises performance marketing as a central evolution 

in the marketing mix, where advertising decisions are guided by continuous testing and 

optimisation. In practice, tools such as Google Ads Manager, Meta Ads Manager, or 

TikTok Ads Manager are used to run targeted campaigns, test audiences, and adjust 

spending based on performance metrics.  

Importantly, these practices are not isolated technical tasks but form 

interconnected routines that constitute marketing work in practice. Feldman and 

Orlikowski (2011) emphasise that practices are both stable and dynamic, being 

continuously reproduced and modified through use. Similarly, Ots and Nyilasy (2017) 

show that marketing communication is not a fixed system but an emergent coordination 

of activities across tools, platforms, and actors. 

Overall, marketing knowledge in SMEs can be understood as a distributed, tool-

mediated, and practice-embedded form of knowing that is enacted through everyday 
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activities such as content creation, platform engagement, analytics interpretation, 

campaign management, and community interaction. These practices are shaped by both 

technological infrastructures and organizational constraints, and they evolve through 

ongoing experimentation and adaptation. This understanding allows marketing not to 

be treated as a predefined function, but as an emergent set of activities that can be 

empirically observed, analysed, and potentially expanded through this study’s findings. 

For the purposes of this research, it is important to clarify how marketing 

practices were operationalised in the data collection process, and how this relates 

directly to the concept of marketing knowledge. Since the participants in this study are 

not formally trained marketing professionals and do not necessarily frame their work 

through established marketing terminology, marketing knowledge is understood here 

as practical, situated, and enacted through doing, rather than as a formalised body of 

disciplinary expertise (Webster, 2002; Feldman & Orlikowski, 2011). In SMEs in 

particular, marketing knowledge is often embedded in everyday operational work and 

distributed across roles, meaning that practitioners may perform marketing without 

explicitly naming it as such (Coviello et al., 2002; Gross & Laamanen, 2018). 

To capture this form of tacit and practice-based marketing knowledge, a 

deliberately inclusive and practice-oriented definition of marketing activity was used 

in the journal instructions provided to respondents. Marketing-related work was defined 

in functional terms as: “If you think this helps people discover, understand, or engage 

with your game - include it.” This definition was designed to align with a practice-

theoretical understanding of marketing knowledge as something that is revealed 

through action and outcomes rather than through formal categorisation (Skålén et al., 

2023). In other words, it reflects the idea that marketing knowledge becomes visible in 

what practitioners do to enable engagement, visibility, and meaning-making, rather 

than in whether those actions are formally labelled as “marketing”. 

This approach is also consistent with research showing that marketing practices 

in SMEs are often enacted through everyday activities such as content creation, 

community interaction, and platform engagement, without clear functional boundaries 

(Dibb et al., 2014; Ots & Nyilasy, 2017). By focusing respondents on the experiential 

outcome of “helping discovery, understanding, or engagement,” the study 

operationalises marketing knowledge as a practice-embedded capacity to create value, 
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rather than a predefined set of managerial tasks. This makes it possible to surface a 

broader range of value-creating activities that might otherwise remain invisible within 

traditional functional or departmental definitions of marketing and ensures consistency 

with the study’s broader conceptualisation of marketing-as-practice. 

At the same time, scholars have criticized traditional marketing theory for often 

assuming stable market structures and clearly separated organizational roles (Grönroos, 

2006; Webster, 2002). Practice-based scholars instead argue that marketing knowledge 

is fragmented, evolving, and distributed across multiple actors, technologies, and 

interactions (Skålen et al., 2023; Warde, 2005). This is especially visible in indie game 

studios where developers themselves frequently become marketers, community 

managers, strategists, and content creators simultaneously (Weststar, 2015; Farmer, 

2021). Consequently, marketing knowledge cannot be reduced to formal expertise 

alone, but must also include embodied experience, platform literacy, creative 

experimentation, and community-oriented understanding. 

7. Research Gap 

Although entrepreneurship-as-practice (EaP), strategy-as-practice (SaP), and 

marketing-as-practice (MaP) have increasingly gained attention within management 

and organizational studies, limited research has examined how these practice-based 

perspectives intersect in the context of indie game development studios. Existing 

studies often examine entrepreneurship, strategy, or marketing as separate 

organizational functions rather than interconnected everyday practices enacted under 

conditions of uncertainty, resource constraints, and platform dependency 

(Jarzabkowski et al., 2007; Skålen et al., 2023; Thompson et al., 2020). This creates an 

important theoretical gap regarding how small creative studios practically perform and 

combine these activities in their daily operations. 

Research within Strategy-as-Practice has focused heavily on strategizing 

activities, practitioners, and micro-level organizational actions (Whittington, 2006; 

Jarzabkowski & Spee, 2009; Vaara & Whittington, 2012). However, much of this 

literature has concentrated on larger organizations and formal strategic settings, while 

smaller entrepreneurial and creative firms remain underexplored (Kohtamäki et al., 

2022; Jarzabkowski et al., 2022). Indie game studios represent highly fluid 
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environments where strategy is rarely formalized and instead emerges through iterative 

experimentation, improvisation, and platform interaction. Existing SaP research 

acknowledges the importance of situated practices (Chia & MacKay, 2007; Seidl & 

Whittington, 2014), yet there is still limited understanding of how strategy emerges 

through digital visibility practices such as social media posting, community interaction, 

content adaptation, and algorithmic engagement. 

Similarly, Marketing-as-Practice research has emphasized marketing as a situated 

and socially performed activity rather than a purely functional business process (Skålen 

& Hackley, 2011; Dibb et al., 2014; Gross & Laamanen, 2018). Scholars have argued 

that marketing practices are embedded in everyday organizational routines, material 

arrangements, and practitioner knowledge (Kjellberg & Helgesson, 2007; Feldman & 

Orlikowski, 2011). However, limited research has examined how such marketing 

practices unfold in highly digitalized and platformized creative industries such as indie 

game development. Existing studies on game marketing often focus on market 

outcomes, consumer behaviour, or distribution systems rather than the practical 

enactment of marketing work itself (Blancaflor & Miguel, 2022; Chia et al., 2020). 

Consequently, there remains insufficient knowledge regarding how indie studios 

operationalize visibility, branding, and audience engagement under algorithmic 

conditions and limited financial resources. 

At the same time, Entrepreneurship-as-Practice literature has increasingly 

emphasized entrepreneurship as something people do through situated practices, 

routines, and interactions rather than merely an individual trait or opportunity-

recognition process (Johannisson, 2011; Champenois et al., 2020; Teague et al., 2021). 

EaP scholars argue that entrepreneurial activities emerge through everyday organizing, 

experimentation, and social interaction (Chalmers & Shaw, 2017; Davidsson, 2015). 

Despite these developments, little attention has been paid to how entrepreneurial 

practices intersect with marketing and strategic practices in digital creative industries. 

Previous studies of indie developers have mainly focused on labor precarity, identity, 

platform dependency, or sustainability challenges (Farmer, 2021; Weststar, 2015; 

Styhre & Remneland-Wikhamn, 2021), while fewer studies investigate how 

entrepreneurial survival is performed through integrated marketing and strategic 

practices in everyday studio work. 
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Furthermore, existing literature increasingly recognizes the importance of 

platforms, algorithms, and digital ecosystems in shaping organizational practices 

(Kozinets, 2022; Chia et al., 2020). Yet there is still limited empirical understanding of 

how indie game studios adapt their practices to platform logics across TikTok, Steam, 

Discord, Instagram, Reddit, and YouTube. Studies have identified platformization as a 

structural condition of the game industry (Chia et al., 2020; Su et al., 2020), but fewer 

studies investigate how practitioners practically navigate these environments through 

continuous experimentation, improvisation, and community-building practices. This is 

particularly relevant in indie game development where visibility has become 

increasingly difficult due to market saturation and algorithmic competition (SteamDB, 

n.d.; The Swedish Game Industry, 2025). 

Another gap concerns the collective and relational dimensions of entrepreneurial 

and marketing practices. Much entrepreneurial literature historically centered on the 

individual entrepreneur (McMullen & Shepherd, 2006; George & Bock, 2011), whereas 

more recent practice-oriented studies argue for understanding entrepreneurship as 

collective, situated, and socially embedded action (Ben-Hafaïedh et al., 2024; Welter 

et al., 2016). Indie game studios often operate through collaborative, informal, and 

overlapping work arrangements where marketing, strategy, development, and 

community engagement become intertwined. However, existing research rarely 

captures how these practices overlap in practice or how practitioners shift continuously 

between creative, strategic, and marketing-oriented roles. 

Methodologically, there is also a gap regarding qualitative and practice-oriented 

examinations of indie game studios. Existing game industry research often relies on 

economic analyses, market reports, or broad industry-level observations (Baltezarević 

et al., 2018; Klimas & Czakon, 2022). Fewer studies adopt interpretive and practice-

based qualitative approaches capable of capturing the situated, emergent, and 

processual nature of everyday organizational activities (Gherardi, 2012; Nicolini, 

2011). Practice theory scholars emphasize the importance of examining actions, 

routines, interactions, materiality, and situated meaning-making processes (Reckwitz, 

2002; Schatzki, 2003; Hui et al., 2016), yet such approaches remain relatively rare 

within indie game research. 
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Therefore, this study addresses these gaps by integrating Practice Theory, 

Strategy-as-Practice, Marketing-as-Practice, and Entrepreneurship-as-Practice into a 

unified analytical framework for examining indie game studios. Rather than treating 

strategy, marketing, and entrepreneurship as isolated organizational functions, this 

study conceptualizes them as interconnected and continuously enacted practices shaped 

by platform environments, resource limitations, and community interactions. In doing 

so, the study contributes to a deeper understanding of how indie game studios 

practically perform visibility, survival, audience engagement, and organizational 

adaptation in contemporary digital markets. 

8. Contributing to Knowledge in Social Science 

This study contributes to social science research by advancing a practice-based 

understanding of marketing, entrepreneurship, and strategy, grounded in empirical 

observations of everyday activities within SMEs. Building on practice theory, the study 

moves beyond abstract conceptualizations and examines how marketing is actually 

performed by actors who do not possess formal marketing education. In doing so, it 

responds to calls within practice-oriented research to focus on situated action, lived 

experience, and the routine accomplishment of social phenomena (Reckwitz, 2002; 

Schatzki, 2003; Warde, 2005). 

By focusing on the “doings and sayings” that constitute marketing-related activities, 

the study demonstrates how practices are performed, reproduced, and adapted in real-

life settings. In line with existing theory, practices are understood as routinized 

configurations of understandings, procedures, and engagements (Schau et al., 2009; 

Warde, 2005). However, this research contributes by showing how these elements 

manifest empirically within SMEs, thereby strengthening the connection between 

theoretical constructs and observable activity. 

A key contribution is the integration of three related but often fragmented research 

streams: strategy-as-practice (SaP), marketing-as-practice (MaP), and 

entrepreneurship-as-practice (EaP). While each of these perspectives emphasizes the 

importance of everyday activities, they are typically studied in isolation (Jarzabkowski 

& Spee, 2009; Skålén & Hackley, 2011; Champenois et al., 2020). This study 

demonstrates that these domains are deeply interconnected in practice. In SME 
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contexts, and particularly within indie game studios, strategic decisions, marketing 

activities, and entrepreneurial actions are not distinct processes but overlapping and 

mutually constitutive practices. Marketing activities are embedded within broader 

strategic and entrepreneurial work, supporting the argument that strategy is something 

actors do (Jarzabkowski, 2004) and that markets and ventures are shaped through 

ongoing practices (Kjellberg & Helgesson, 2007; Johannisson, 2011). By empirically 

illustrating how these practices intersect, the study contributes to a more integrated 

understanding of practice theory, showing that SaP, MaP, and EaP can be understood 

as complementary perspectives within a unified framework of social practices. 

This study also contributes to entrepreneurial marketing literature by shifting the 

focus from theoretical constructs to lived practices. Existing research has primarily 

conceptualized entrepreneurial marketing through dimensions such as innovativeness, 

proactiveness, and opportunity orientation (Morris et al., 2002; Alqahtani et al., 2022). 

While these frameworks provide valuable insights, they often lack detailed accounts of 

how entrepreneurial marketing is enacted in everyday contexts. By examining the 

activities of SME actors, this study identifies concrete practices such as opportunity-

driven adaptation, resource leveraging, digital engagement, and customer interaction. 

These findings demonstrate that entrepreneurial marketing is not simply a set of 

orientations but a practice-based phenomenon, emerging through ongoing action and 

interaction. In this sense, the study contributes to the development of “entrepreneurial 

marketing as practice,” extending existing literature by grounding it in empirical 

observations. This perspective aligns with recent calls for more practice-oriented 

research within entrepreneurial marketing, particularly in digitally mediated 

environments (Zahara et al., 2023; Hidayati et al., 2025). 

Another important contribution relates to the understanding of marketing 

knowledge. Traditional marketing literature often assumes that marketing activities are 

guided by formal knowledge, frameworks, and education (Kumar, 2018; Webster, 

2002). However, this study demonstrates that marketing can be effectively performed 

without such formal knowledge. Participants in this study engaged in a wide range of 

marketing-related practices - such as content creation, community engagement, and 

visibility-building - based on intuition, experience, and contextual understanding rather 

than theoretical models.  
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Moreover, by using a broad and inclusive definition of marketing - focusing on 

activities that help people “discover, understand, or engage” with a product - the study 

captures a wider range of practices that may not traditionally be classified as marketing. 

This contributes to expanding the conceptual boundaries of marketing knowledge and 

aligns with practice-theoretical perspectives that emphasize the embedded and situated 

nature of action (Warde, 2005). 

Finally, this study contributes methodologically by demonstrating the value of 

capturing everyday practices through qualitative, activity-based data collection. By 

asking participants to document their daily activities, the research provides access to 

routine, taken-for-granted practices that are often difficult to capture through traditional 

methods such as interviews or surveys. This approach aligns with practice theory’s 

emphasis on observing “what happens in practice” (Orlikowski, 2010) and allows for a 

more nuanced understanding of how activities are performed in real time. It also helps 

to uncover tacit knowledge and habitual actions that may not be consciously articulated 

by participants.  

Overall, this study contributes to social science by providing a practice-based, 

empirically grounded understanding of entrepreneurial marketing, integrating multiple 

theoretical perspectives, and expanding current knowledge on how marketing is 

performed in everyday contexts within SMEs. 

9. Methodology 

9.1. Introduction: Indie Game Studios and Marketing Context 

In this research we will use small indie gaming studios as our SMEs context. The 

contemporary video game industry is characterized by rapid growth, technological 

dynamism, and increasing economic significance, evolving from a primarily 

entertainment-oriented sector into a complex global marketplace driven by digital 

distribution and platform-based ecosystems (Baltezarević et al., 2018; Goh et al., 2023). 

Within this broader landscape, independent (indie) game studios have emerged as a 

distinct and influential segment. Unlike large AAA firms, indie studios typically 

operate with small teams, limited financial resources, and a high degree of creative 
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autonomy (Avatavului et al., 2023). This structural position shapes not only how games 

are developed but also how they are marketed, distributed, and monetized. 

 

Indie game development is deeply embedded in community-oriented and 

collaborative cultures, where boundaries between production, consumption, and 

promotion are often blurred (Guevara-Villalobos, 2011). Developers frequently engage 

directly with players, communities, and other industry actors, making marketing an 

ongoing, interactive process rather than a discrete organizational function. This aligns 

with the broader shift toward participatory and relational forms of value creation, where 

visibility and engagement are co-produced through continuous interaction rather than 

delivered through one-way communication. 

 

At the same time, the rise of digital distribution platforms and the increasing 

“platformisation” of the industry have fundamentally transformed market conditions 

(Chia et al., 2020). While platforms such as Steam and mobile app stores have lowered 

barriers to entry, they have also intensified competition and created significant 

challenges related to discoverability. As a result, marketing has become a critical 

capability for indie developers, despite often being performed without formal training 

or dedicated roles (Burgess & Grace, 2025). Developers must navigate algorithmic 

visibility systems, platform-specific norms, and rapidly changing audience 

expectations, often relying on experimentation and informal learning processes. 

 

Marketing in indie game studios is therefore shaped by resource constraints, digital 

infrastructures, and entrepreneurial logic. Rather than following structured marketing 

plans, indie developers tend to adopt flexible and adaptive approaches, leveraging low-

cost digital tools, social media, and community engagement strategies. These practices 

often emphasize creativity, authenticity, and direct interaction with audiences, 

reflecting a shift from traditional marketing models toward more iterative and 

experience-based approaches. 

 

Furthermore, promotional dynamics in the gaming industry are influenced by 

network effects and spillover mechanisms, where visibility in one domain - such as 

eSports events or influencer engagement - can significantly impact product 

performance (Parshakov et al., 2020). Timing of market entry and platform engagement 
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also play a crucial role in shaping success, particularly in digital markets characterized 

by rapid saturation and attention scarcity (Chen et al., 2023). These factors reinforce 

the importance of understanding marketing not as a static function but as a dynamic 

and context-dependent set of activities. 

 

Taken together, these characteristics suggest that marketing in indie game studios 

is best understood as an embedded, practice-based phenomenon. This empirical context 

provides a strong foundation for adopting a practice-based methodological approach, 

as it allows for the investigation of how marketing is actually enacted, under conditions 

of uncertainty, resource limitation, and digital interdependence. 

9.2. Research Design 

This study adopts a qualitative, practice-based research design to investigate how 

entrepreneurial marketing is enacted in everyday work within small indie game studios 

in Västra Götaland. In line with a practice-theoretical perspective, marketing is not 

conceptualised as a formal organizational function or a set of predefined tools, but as a 

situated and ongoing accomplishment emerging through everyday activities. The 

research design is therefore structured to capture these activities as they unfold in 

practice, rather than relying solely on retrospective accounts of behaviour. 

The study employs work diaries as its primary data collection method. Diary 

methods are especially suitable for practice-based research, as they enable the 

documentation of everyday “doings and sayings” as they occur in real time. This 

reduces the risk of retrospective rationalisation and allows for the observation of 

activities that might otherwise remain unnoticed or taken for granted. In the context of 

indie game development, where marketing is often informal, iterative, and embedded 

within broader development processes, such an approach is essential for capturing the 

full range of marketing-related practices. 

The diary method also provides longitudinal insight into practice. By collecting data 

continuously over a defined period, the study is able to observe patterns, repetitions, 

and variations in everyday activities, as well as how practitioners respond to emerging 

situations. This is particularly relevant in dynamic digital environments, where 

marketing activities are shaped by ongoing interaction with platforms, audiences, and 
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performance feedback. The temporal dimension of the data therefore supports a more 

nuanced understanding of marketing as an evolving and adaptive process. 

The empirical focus of the study is on indie game studios located in Västra 

Götaland, Sweden. These studios typically operate with small teams and limited 

resources, and they do not employ dedicated marketing professionals. As a result, 

marketing activities are distributed across team members and are closely intertwined 

with other organizational practices such as product development, community 

engagement, and strategic decision-making. This makes the context particularly 

suitable for examining how marketing emerges in the absence of formal structures and 

specialised knowledge. 

Data collection was conducted over a two-week period, during which participants 

documented their daily work activities. This duration provides sufficient depth to 

capture recurring practices while remaining manageable for participants, thereby 

supporting consistent engagement. The use of diaries is complemented by follow-up 

semi-structured interviews, which allow for further exploration of participants’ 

interpretations, clarification of recorded activities, and deeper insight into how they 

understand and make sense of their marketing practices. 

Overall, this research design enables the study to capture marketing as it is enacted 

in everyday work, providing access to both observable activities and practitioners’ 

interpretations of those activities. By combining real-time documentation with 

reflective interviews, the design offers a comprehensive and context-sensitive approach 

to analysing entrepreneurial marketing as practice in resource-constrained and digitally 

mediated environments.  (see journal instructions at APPENDIX 1).  

Supportive communication was applied to sustain engagement and ensure high-

quality data without creating pressure. Throughout the study researchers sent weekly 

reminders. Participants were encouraged to contact the research team at any time with 

questions. If clarification is needed regarding diary entries, participants may be 

contacted after submission.  
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9.3. Research Context and Sample 

The empirical context of the study consists of 10 small indie game studios 

located in Västra Götaland, Sweden. The sample consists of small studios that employ 

1 - 5 developers and that have started their operation within the past 5 years. The 

selection of this region is motivated by its active indie game development scene and the 

researchers’ direct access to several studios. The study focuses on studios that do not 

employ a dedicated marketing professional, ensuring alignment with the research aim 

of understanding marketing practices in the absence of formal marketing roles. 

Participants are key members of each studio, such as founders and lead 

developers who are involved in both development and promoting activities. These 

individuals engage in a broad range of tasks, including communication with players, 

platform management, promotion, and strategic decision-making, making them well 

positioned to document marketing-related practices. 

A purposive sampling strategy is used to identify participants who can provide 

rich and relevant insights into everyday marketing work. 

9.4. Data Collection 

The data collection process was conducted over approximately one month and 

consisted of three sequential stages: participant identification and recruitment, diary-

based data collection, and follow-up semi-structured interviews. 

Initially, a purposive sampling strategy was employed to identify relevant 

participants. A list of independent game development studios located in Västra 

Götaland was compiled using online sources and the researchers’ local professional 

networks. This approach ensured access to small and medium-sized enterprises (SMEs) 

operating within the indie game development sector, which aligns with the research 

focus on entrepreneurial marketing practices. 

To assess eligibility, a screening questionnaire was developed (see Appendix 

2). The questionnaire included criteria related to geographical location, company size, 

and willingness to participate in a two-week work diary study. In total, approximately 
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150 studios were identified and contacted through multiple channels, including email, 

Discord, LinkedIn, Instagram, and, in some cases, in-person outreach. 

Out of these, around 30 studios responded. Fifteen declined participation during 

the initial contact phase, primarily due to time constraints. The remaining fifteen 

participants completed the eligibility questionnaire, from which ten studios met the 

inclusion criteria and were selected for the study. 

Following selection, participants received a confirmation email along with 

detailed diary instructions (see Appendix 1). The diary study required participants to 

document their daily work activities over a two-week period, with a particular focus on 

practices related to marketing and decision-making. To facilitate engagement and 

ensure continuity, ongoing communication, reminders, and clarifications were 

conducted via Discord throughout the data collection period. 

Upon completion of the diary phase, semi-structured interviews were conducted 

with the participants (see Appendix 3). The interviews aimed to further explore 

participants’ perceptions of marketing, clarify diary entries, and gain deeper insights 

into their everyday practices and routines. This combination of diary methods and 

interviews enabled both real-time capture of practices and retrospective reflection, 

thereby enhancing the richness and validity of the collected data. 

9.5. Methodology Limitations and Challenges 

As with any qualitative research project, this study was subject to several 

limitations and practical challenges that influenced both the research process and the 

scope of the findings. Acknowledging these limitations is important for ensuring 

transparency and for contextualizing the study’s contributions and constraints 

(Creswell & Creswell, 2018; Saunders et al., 2019). 

One of the primary limitations was time constraint. The study was conducted 

within a relatively short timeframe of approximately two months, during which both 

data collection and data analysis had to be completed. Qualitative research, particularly 

studies involving semi-structured interviews and interpretive analysis, typically 

benefits from longer periods of engagement to allow for iterative sampling, deeper 

participant interaction, and prolonged analytical reflection (Bryman & Bell, 2015; 
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Creswell & Poth, 2018). Due to the limited timeframe, opportunities for extended 

participant recruitment, follow-up interviews, and broader data triangulation were 

restricted. This may have limited the breadth of empirical perspectives captured and 

reduced opportunities to explore emerging themes in greater depth. 

A second significant challenge concerned participant recruitment and access to 

professionals within the indie game industry. Despite extensive efforts to contact 

relevant participants, many professionals did not respond to interview invitations. 

Multiple recruitment strategies were employed, including outreach through official 

business communication channels, company websites, professional networking 

platforms, and direct contact through personal social media accounts. However, 

response rates remained relatively low, which is a common challenge in qualitative 

research involving busy professionals and niche industries (Saunders et al., 2019). 

Access limitations may have affected sample diversity and introduced the possibility of 

self-selection bias, as those who agreed to participate may represent individuals who 

are more open, reflective, or engaged with discussions around marketing practices. 

Another limitation relates to the interpretive nature of qualitative analysis. As 

the study adopts a practice-theoretical perspective, the analysis relies on researchers’ 

interpretations of participants’ descriptions, experiences, and narratives (Schatzki, 

2003; Nicolini, 2011). While interpretive approaches enable deeper understanding of 

situated practices, they also introduce the potential for researcher subjectivity and 

selective emphasis (Feldman & Orlikowski, 2011). To reduce this risk, the researchers 

engaged in continuous reflection, discussion, and analytical comparison throughout the 

coding and interpretation process, aiming to ensure consistency and transparency in 

how themes were identified and developed. 

Despite these limitations, several strategies were employed to overcome 

methodological and practical challenges. To address recruitment difficulties, extensive 

online research was conducted to identify suitable participants across multiple 

platforms and networks. This process required significant time and persistence but 

ultimately enabled the inclusion of relevant voices from indie game studios that aligned 

closely with the study’s purpose. Although the final sample was limited, careful 

participant selection ensured that those included could provide rich and meaningful 

insights relevant to the research questions. 
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To mitigate the effects of the limited timeframe, the research process relied on 

structured planning, clear division of responsibilities, and continuous communication 

between the authors. Frequent discussions allowed for ongoing alignment in analytical 

interpretation and helped maintain consistency throughout the research process. In 

addition, regular communication with the thesis supervisor provided critical 

methodological guidance and helped strengthen the overall rigor of the study. This 

collaborative process supported reflexivity and enabled timely adjustments when 

challenges arose. 

Although these limitations should be considered when interpreting the findings, 

they do not undermine the value of the study. By openly acknowledging these 

constraints and actively addressing them through methodological rigor, reflexive 

collaboration, and extensive preparation, the study contributes meaningful and 

contextually grounded insights into how entrepreneurial marketing is practiced within 

indie game SMEs. 

10. Findings 

10.1. Presentation of Empirical Data 

The empirical material - two-week journals from ten indie game studios and follow-

up semi-structured interviews - was analysed using thematic analysis. The journal 

entries captured practical activities such as posting on social media, responding to 

community messages, monitoring performance metrics, participating in industry 

events, preparing promotional materials, and engaging in discussions related to 

marketing strategy. In several cases, participants also described challenges, 

interruptions, and adjustments made during the execution of these activities.  

The journal data varied in length and level of detail across participants, reflecting 

differences in individual work routines, time availability, and documentation style. 

Some entries provided concise summaries of completed tasks, while others included 

more extensive descriptions of ongoing projects, decision-making processes, and 

reflections on audience reactions. This variation contributed to a diverse empirical 

material that captures both structured and spontaneous aspects of marketing work. 
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A recurring feature of the data is the informal and often experimental character of 

marketing-related work. Participants described testing different forms of 

communication, adapting content to specific platforms, responding to community 

feedback, and adjusting promotional efforts based on available time and perceived 

effectiveness. These descriptions illustrate the dynamic and evolving nature of 

marketing activities within the participating studios and provide a rich foundation for 

examining how entrepreneurial marketing is enacted in practice. 

Taken together, the interview transcripts and participant journals form a 

comprehensive qualitative dataset that captures both participants’ interpretations of 

their marketing work and the practical activities through which such work is carried 

out. While the interviews provide broader contextual understanding and reflective 

accounts, the journals offer direct insight into everyday actions, routines, and decision-

making processes.  

 The coding process focused on identifying recurring activities, routines, tools, 

interactions, and decision-making patterns that contribute to making the game visible, 

understandable, or engaging to audiences. In line with practice theory, the analysis is 

structured around: 

• Practices (routinized activities),  

• Praxis (situated enactment of these activities),  

• Practitioners (actors performing them) (Reckwitz, 2002; Skålén et al., 2023).  

However, the approach also has limitations. Journals rely on participants’ 

willingness and ability to document their work consistently, and some practices may 

remain undocumented. The relatively short journaling period may not capture longer-

term marketing cycles. These limitations are acknowledged and addressed through 

careful interpretation and transparency in analysis. 

10.1.1. Work Journals 

In the coming section the data from the journals are presented in a 

descriptive manner. The paragraphs also vary in length and detail because of how much 

or detailed the studios actually wrote in the journals. 
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Studio 1  

Studio one worked mainly on market communication and visibility in both 

physical and digital places. The team created and adapted social media posts 

consistently throughout the week across platforms like Twitter, Threads, Bluesky, 

TikTok, Instagram, YouTube Shorts as well as jumping on trend-based posts and 

adapted formats per platform. The studio also engaged in ongoing interaction between 

audiences by answering comments on social media, being active on Discord, reviewing 

Steam discussions and reviews and checking wishlist and marketing data. Members 

also discussed trends internally, collaborated with artists for upcoming content, and 

coordinated marketing activities together with a marketing intern. Studio one worked 

with a marketing intern for planning, feedback, coordination and researched discord 

marketing strategies and Steam events. The team applied to events and showcases. In 

terms of real world visibility studio 1 prepared materials for in-person events (videos, 

flyers, decor) as well as participated in expos and showcased the game and attended 

coaching session with experienced community/social media manager. For marketing 

analysis studio one reviewed Steam discussions and reviews together with checking 

marketing data.  

Studio 2  

Studio 2 worked on improving their game’s Steam presence and visual 

marketing materials. This included iterating on banners, capsules, page text, textbox art 

and other storefront assets as well as adjusting layouts and framing issues identified 

during production. The Steam page was published after several iterations and 

collaborative adjustments with artists and team members. Studio 2 also planned future 

marketing activities, including TikTok content, broader marketing direction, and 

promotional opportunities connected to upcoming game content. The studio team also 

coordinated internally around future promotional material and discussed how in-game 

elements could be used in marketing. The team's work was also conducted on tools and 

assets intended to support future video production, including custom fonts and an 

Unreal Engine tool designed to streamline TikTok creation workflows.  

Studio 3  
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Studio 3 had marketing as secondary to game development and therefore 

dedicated one full workday per week to marketing activities as compared to others 

where it continuously was done throughout the week. Specific marketing 

responsibilities were assigned to two team members while the rest of the team 

contributed development material that could be used for marketing communication 

purposes. Marketing work was organized through team standups and dedicated 

marketing meetings where previous posts, strategy, and upcoming content plans were 

discussed. The team reviewed analytics from posts to adjusted strategies for later 

posting and planned weekly posting schedules including of both new and recycled 

content. Tasks related to scripting, asset gathering, visual production, audio production, 

voice-over recording, and editing were delegated between team members. In addition 

to social media production, the studio organized community-focused activities such as 

art contests and maintained regular interaction within their Discord server. A custom 

Discord bot was also developed to encourage recurring engagement within the 

community. The team further participated in several physical events, like conferences 

and fairs.  

Studio 4  

The studio worked primarily with short-form video production and social 

media management across multiple platforms. Activities included recording voice-

over, editing videos, scripts writing, gathering clips, assets and planning weekly short-

form content. The studio continuously maintained interactions with audiences by 

responding to comments across platforms, engaging in casual conversations on Discord 

and replying to direct messages on Bluesky. In addition to content production and 

community/player interaction, the studio tracked key performance indicators (KPIs) 

such as followers, wishlists, and sales figures. The team also described workflow 

related challenges like technical recording issues, administrative overhead, and time 

constraints that affected content production.  

Studio 5  

Studio 5 also had a strong focus on short-form content production and 

community interaction across multiple social media platforms. The studio posted both 

new and reused videos on Instagram, TikTok, and YouTube, including videos with 



 

  51 

Swedish voice-over, as well as photo-based posts. The studio also worked on preparing 

future content through brainstorming sessions, drafting Reddit posts and creating 

scripts for upcoming short-form videos. In addition, they maintained ongoing 

interaction with audiences across several platforms. This included responding to 

comments on TikTok, Instagram, YouTube and Reddit, reacting to social media 

comments, and replying to posts within the community Discord server. Marketing 

planning for the coming weeks was also conducted. The studio also participated in 

physical activities and had networking-related activities such as seeking advice from 

other developers.  

Studio 6  

Studio 6 focused heavily on community management and playtest 

coordination alongside social media activity. The studio posted promotional content on 

Instagram and TikTok and maintained continuous interaction with players by 

responding to comments on Instagram and TikTok, Discord messages and handling bug 

reports and player feedback. Discord activity increased significantly during the study 

period, which was reflected in repeated monitoring of both Discord member counts and 

Steam wishlist activity. A substantial part of the studio’s activities centred around 

organizing and managing the playtest process. This included creating and reviewing 

playtest applications, examining audience demographics, selecting approximately 80 

playtesters, publishing the playtest build on Steam, distributing Steam keys, assigning 

Discord roles and creating dedicated Discord channels for testers. The studio also 

recruited moderators from the community, onboarded them and created moderation 

guidelines for server management. The team described how the high level of 

community activity affected development work with the studio noting difficulties 

maintaining focus on game production due to the volume of ongoing interaction and 

support tasks.  

Studio 7  

Studio 7 worked on planning and coordinating ongoing social media 

activities by assigning weekly content responsibilities between team members and 

scheduling posts throughout both weekdays and weekends in order to maintain a 

continuous online presence. The studio reflected on the performance of posts including 
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observations regarding the success of low-effort content and the potential impact of 

posting times. External inspiration and references were gathered from Twitter creators 

and other indie developers Discord servers. Similarly to previous studios studio 7 

produced and published content across several platforms, including TikTok, Instagram, 

YouTube, and Twitter. Posts could include posting short-form videos, creating 

platform-adapted and trend-based posts, participating in online visibility initiatives 

such as “Wishlist Wednesday” and experimenting with more humorous social media 

content. In addition to content production, the studio monitored wishlist activity and 

observed lower wishlist growth during periods without active social media posting. The 

team also worked with external outreach and networking by contacting a games 

journalist, interacting with other developers online and applying to events and 

showcases.  

Studio 8  

Studio 8 also heavily worked with social media communication by creating 

meme-style content posted on Instagram, TikTok, and LinkedIn. Alongside these 

posting activities, the studio checked wishlist numbers and discussed a decline in 

marketing momentum leading to internal discussions regarding future marketing 

efforts. The studio also conducted competitor and audience research by examining 

similar games for marketing inspiration and analysing audience targeting strategies 

within comparable titles. A larger part of the journals focused on production of a game 

release trailer. In addition to digital marketing activities, the studio coordinated 

participation in external events and showcases. 

Studio 9  

Studio 9 focused primarily on marketing research and strategic planning 

activities. The studio researched similar games and identified competitors within the 

genre, while also analysing negative user reviews in order to better understand player 

criticism and audience expectations. Additional, competitor analysis was done through 

examination of sales data and market research templates. The studio participated in a 

marketing workshop where discussions centred around differences between social 

media management and community management, as well as broader communication 

practices. The studio developed plans related to social media strategy, community 
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interaction, and crisis communication. Other than researching and planning activities 

studio 9 brainstormed ideas for future short-form video content and discussed 

approaches for communicating negative news to players and community members.  

Studio 10 

 Studio 10 mainly focused on planning and community feedback. The studio 

held a weekly activity to interact and engage community members. Similarly to other 

studios the development team planned and posted short form content on social media. 

The team also conducted a first playtest of an early prototype and got valuable feedback.  

10.1.2. Semi Structured Interviews 

The empirical dataset consists of responses from 10 indie game studios, each 

represented by one participant with direct involvement in both game development and 

marketing-related activities. The respondents occupy a range of roles, including 

founders, chief executive officers, programmers, game designers, artists, community 

managers and developers although in most cases participants reported holding multiple 

responsibilities simultaneously. As one participant described, they were “the founder 

and CEO of the company but am also doing art and most of our marketing” (Studio 5) 

while another said “Studio 6 consists of me and my friend. Both of us are mainly 

programmers but also do art, game design and marketing.” (Studio 6) and studio 4 

claimed that “The studio is run by 4 co-founders and friends, my official roles are CEO, 

2D artist & marketing, but there are a lot of in-betweens there”. This overlap of roles 

was consistent throughout the sample and reflects the multifunctional nature of work 

within small game development studios. 

In terms of studio maturity, the majority of participating organizations identified 

themselves as being in an early-stage phase, accounting for 8 out of 10 studios (80%), 

while 2 studios (20%) described themselves as being in a growing or more established 

phase. Team sizes ranged from solo developers to studios with approximately ten active 

members. One respondent described their company as “a studio of 10 devs making 

games for PC” (Studio 1), while others referred to smaller collaborative structures or 

founder-led teams. Despite differences in size and maturity, all participants operated 
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within the indie game development sector and were actively engaged in bringing games 

to market. 

When asked how marketing was handled within their teams, responses indicated 

that decision-making was primarily centralized, although often supported by team 

consultation. Five participants (50%) stated that one individual had primary 

responsibility or final authority over marketing decisions, while three participants 

(30%) described a collaborative process led by one main decision-maker. The 

remaining two participants (20%) reported more equally shared responsibility. One 

participant explained, “I have final say but bigger decisions are consulted with the entire 

team” (Studio 1), while another stated, “Most decisions are handled by one person, but 

everyone comes with ideas and input” (Studio 4). No studio reported having a dedicated 

marketing department, indicating that marketing responsibilities were embedded within 

broader organizational workflows. 

Participants were asked what the term marketing meant to them, and responses 

revealed varied but overlapping interpretations. Several participants described 

marketing as communication and visibility-building. One respondent defined 

marketing as “the communication between one entity to another about a specific 

product or service. It's a concept that should be part of the creation of a product/game 

from start to finish. It should go hand in hand with creativity to create something people 

will actually want to consume. However, it's something that should be used as an 

amplifier to something that's already good.” (Studio 1), while another summarized it 

simply as “social media and paid ads” (Studio 5). Other responses reflected more 

nuanced or ambivalent perceptions. One participant described marketing as “potentially 

corporate/boring, but also potentially an art” (Studio 4), while 4 participants underlined 

the promotional aspect of marketing by claiming that “marketing is spreading 

awareness.” (Studio 10), “reaching people” (Studio 2) “Getting eyes on a product” 

(Studio 3) “To be seen online” (Studio 4). These responses demonstrate a broad 

conceptual understanding of marketing, ranging from strategic communication to 

creative expression. 

The use of digital platforms for marketing communication was highly consistent 

across the sample. Instagram, TikTok, and Discord were used by 100% of participants 

(10 out of 10 studios), making them the most frequently reported communication 
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channels. LinkedIn was used by 5 studios (50%), YouTube or YouTube Shorts by 5 

studios (50%), Twitter/X by 4 studios (40%), and Bluesky by 3 studios (30%). 

Additional platforms mentioned included Reddit, Steam, Threads, and email. These 

responses indicate a strong reliance on digital ecosystems for visibility and audience 

communication. Although 100% of the participants where using Steam and email but 

they did not consider them as marketing tools. 

Participants were also asked whether they performed activities that they would not 

normally describe as marketing but that could nevertheless be considered marketing-

related. Responses included a wide variety of activities such as networking, community 

interaction, branding, and internal communication. One participant explained that 

“meetings/calls that sometimes can seem irrelevant… could still lead to marketing or 

financial opportunities” (Studio 1). Another referred to “satire posts (memes) on 

LinkedIn” as an unconventional form of self-presentation, noting that “it’s an 

expression of our studio nonetheless” (Studio 4). Studio 6 described that their playtest 

open call on various platforms brought a lot of new people even though that wasn’t 

their goal. These responses suggest that participants recognized a broad range of 

activities as indirectly contributing to visibility and audience engagement. 

Regarding decision-making processes, participants were asked whether their 

marketing choices were primarily based on planning, intuition, or reacting to 

circumstances. Five participants (50%) identified intuition as their dominant decision-

making approach, three participants (30%) described their decisions as primarily 

reactive and two participants (20%) indicated a more planned approach. One participant 

explained, “We look at data and time. How much does this thing ‘cost’ time-wise to 

work on and how much data (wishlists) does it achieve” (Studio 1), while another 

stated, “I usually try to follow trends among other indie developers and look at what 

works for them” (Studio 5). Studio 10 said “I tried everything and saw what stuck. Then 

I've gone back, to TikTok for example, to try other stuff in order to rule out what works 

for what type of content” while studio 4 stated “Generally I try to test some things out 

and then continue on what didn’t take the most time and gave results.”. These responses 

illustrate a range of decision-making approaches, often combining instinct, observation, 

and practical constraints. 
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Participants were also asked whether they had changed or chosen not to change 

something based on feedback or trends. Several respondents described adapting content 

based on audience reactions or engagement metrics. One participant noted, “I’ve 

recently been experimenting with different hooks for the same video which usually 

improves engagement” (Studio 5). Another explained that “due to good feedback on 

our posts on LinkedIn, we recently decided to bring some of that same satirical tonality 

into other platforms such as Instagram and TikTok” (Studio 4). Studio 9 decided to not 

complete their game after 6 months of low interest meanwhile Studio 10 “I changed the 

design of my game multiple times over the course of development, entirely based on 

the feedback I got from early playtesters until someone said ‘hey, that's actually pretty 

good.”. These responses indicate that feedback and observable platform responses 

played a role in shaping promotional activities. 

The most commonly reported limitation affecting marketing efforts was time, 

identified by 8 out of 10 participants (80%) as their primary constraint. The remaining 

2 participants (20%) referred to combinations of time, staffing, and resource limitations. 

Several participants expressed a desire to expand their marketing efforts but noted an 

inability to do so due to workload pressures. One participant stated, “I’d love to make 

even more short-form content but simply do not have the time” (Studio 5), while 

another explained that conducting more market research “would require a full time 

marketing person” (Studio 4). 

When asked to provide examples of creativity under limited resources, participants 

frequently described reusing existing materials, adapting available tools, and 

repurposing internal content. One participant explained, “We try to reuse the material 

we already have at hand” (Studio 4), describing how previously recorded presentation 

footage was transformed into a new promotional trailer. Another participant noted the 

use of “quite simple programs” and a deliberately “badly photoshopped aesthetic” for 

social media content (Studio 4). These responses illustrate how studios documented 

resource-conscious approaches to promotional production. 

Participants were asked whether formal education in marketing was useful or 

whether marketing could be learned independently. Of the valid responses, 6 

participants (60%) favored self-education, while 4 participants (40%) emphasized the 

value of official education. Several respondents expressed that practical experience was 
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essential, while others acknowledged the usefulness of structured knowledge. 

Responses varied between “Official education” and “something that you can learn by 

yourself,” reflecting diverse perceptions of marketing competence development. 

Regarding when marketing was first considered during game development, 5 

studios (50%) reported beginning before the start of development, while 5 studios 

(50%) indicated that marketing considerations began during development. No 

participant reported postponing marketing consideration until after development was 

completed. Participants also unanimously reported that their marketing approach had 

changed over time, with 100% (10 out of 10) selecting yes when asked whether their 

marketing practices had evolved. 

Participants were asked to define what success meant for their studios. The most 

common response was working on their passion, selected by 6 participants (60%). Two 

participants (20%) selected sales performance, while two participants (20%) referred to 

broader measures such as customer sentiment, positive reception, or long-term 

sustainability, while others added maintaining creative independence or achieving 

financial continuity. 

Participants were also asked what they would like to do more of in terms of 

marketing and what currently prevented them from doing so. Frequently mentioned 

aspirations included producing more short-form content, conducting more market 

research, and improving consistency across platforms. One participant stated, “We 

would like to make more market research, but doing so would require a full time 

marketing person” (Studio 4), while another noted, “I’d love to make even more short-

form content but simply do not have the time” (Studio 5). Studio 1 said “Time and 

money, they are tied together. If we had financing and did not have to worry about 

outsourcing projects, we could focus more on doing more things.” while Studio 9 stated 

that they would like to “take part in big events and have more people working in the 

team” and Studio 10 claimed “we would like to spend more time on marketing really, 

but it takes time from the development which we feel is our focus right now even though 

we should focus on them both.”. Studio 7 “would like to contact streamers and 

influencers to play our game… but we need more money to get bigger streamers to play 

it.”. Time and staffing constraints were consistently identified as the primary barriers. 
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Finally, participants reflected on whether marketing conflicted with their identity 

as game developers. Responses were relatively balanced, with 6 participants (60%) 

indicating that they had experienced some degree of conflict and 4 participants (40%) 

reporting no such tension. When asked whether keeping a marketing diary had changed 

how they thought about their marketing activities, 4 participants (40%) reported 

increased awareness or changed perspectives, while 6 participants (60%) reported no 

significant change as some where already keeping track of their actions. 

10.1.3. Sample and Demographic Characteristics  

The empirical material for this study consists of data collected from ten indie 

game studios operating within the small and medium-sized enterprise (SME) context in 

Sweden, primarily within the Västra Götaland region. The sample includes small, 

independent development teams characterised by limited financial and human 

resources, as well as a high degree of role fluidity among members. 

 

Across the sample, team sizes are small, typically ranging from a few 

individuals to small collaborative groups. None of the studios employ dedicated 

marketing professionals; instead, marketing responsibilities are distributed among team 

members, including founders, CEOs, developers, artists, and project managers. In some 

cases, specific individuals are temporarily assigned marketing responsibilities, while in 

others, marketing activities are performed collectively or on a rotating basis. 

 

Participants generally have backgrounds in game development or related 

creative and technical fields, rather than formal training in marketing. The primary data 

collection involved interviews with representatives from ten indie game studios. The 

participants held varying roles within their respective organizations, including 

founders, developers, producers, and individuals with partial responsibility for 

marketing-related tasks. This is reflected in both their practices and their perceptions, 

where marketing knowledge is largely experiential and self-taught. Several participants 

also engage with external resources, such as online communities, peer networks, or 

mentorship, to develop their marketing capabilities. 
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he interviews revealed considerable variation in studio size, organizational 

structure, and stage of game development. Some studios consisted of only one or two 

active members, while others operated with larger teams and more formalized internal 

structures. Several participants were in the process of developing and promoting their 

first commercial title, whereas others had prior experience launching multiple games. 

Despite these differences, all participating studios operated under conditions typical of 

indie development, including limited financial resources, small teams, and a strong 

dependence on digital distribution platforms and online communities. This variation 

provides a broader perspective on how marketing practices evolve across different 

phases of the game development lifecycle. Additionally, the studios operate across 

multiple platforms, including Steam and social media channels such as TikTok, 

Instagram, YouTube, and Discord, reflecting the multi-platform nature of 

contemporary indie game marketing. 

 

Overall, the sample is well-suited to the research aim, as it captures a diverse 

yet contextually coherent group of indie developers who actively engage in marketing 

without formal structures or specialised roles. This enables an in-depth exploration of 

entrepreneurial marketing as it is enacted in everyday practice within resource-

constrained and digitally mediated environments. 

11. Data Analysis 

The thematic analysis identified five recurring categories across the empirical 

material. These themes emerged abductively through iterative coding of the journals 

and interview transcripts and represent recurrent marketing-related practices performed 

by indie game studios in everyday work. Table 2 summarizes the identified themes, the 

observed practices, how participants perceived these activities, representative studio 

examples, and their theoretical interpretation through practice theory, Marketing-as-

Practice (MaP), Strategy-as-Practice (SaP), and Entrepreneurship-as-Practice (EaP). 
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Theme 

Observed 

Practices 

(Journals) 

Perceived as 

“Marketing” 

(Interviews) 

Studio Examples 
Theoretical 

Interpretation 

Community 

Engagement 

Daily interaction 

on Discord, 

replying to 

comments, 

moderating 

communities 

Often described as 

“talking to players” 

or “community 

stuff,” not always 

explicitly labelled as 

marketing 

Studio 1: daily 

Discord & 

comments, Studio 5: 

ongoing interaction, 

Studio 6: intensive 

Discord engagement 

during playtest 

Value co-creation 

practices (Schau et al., 

2009); markets-as-

practice (Kjellberg & 

Helgesson, 2007); 

relational entrepreneurial 

marketing 

Content 

Creation & 

Platform 

Adaptation 

Producing short-

form videos, 

adapting content 

per platform, 

using trends 

Clearly perceived as 

marketing, but 

framed as “posting 

content” or “trying 

trends” rather than 

strategic 

communication 

Studio 1: platform 

adaptation, Studio 3: 

structured content 

workflow, Studio 4: 

short-form 

production, Studio 7: 

trend participation 

Marketing praxis (Skålén 

et al., 2023); algorithmic 

branding (Kozinets, 

2022); entrepreneurial 

experimentation 

Data Monitoring 

& Feedback 

Responsiveness 

Tracking 

wishlists, KPIs, 

engagement, 

adjusting content 

accordingly 

Seen as “checking 

numbers” or “seeing 

what works,” rarely 

conceptualized as 

marketing analytics 

Studio 3: content 

performance review, 

Studio 4: KPI 

tracking, Studio 5: 

wishlist tracking, 

Studio 6: retention 

analysis 

Informal market 

orientation enacted 

through practice (Kohli & 

Jaworski, 1990); iterative 

knowledge production 

Market Shaping 

Activities 

Events, Reddit 

engagement, 

contacting 

journalists, 

showcasing 

games 

Often perceived as 

“promotion” or 

“getting exposure,” 

more clearly 

associated with 

marketing than other 

practices 

Studio 1: event 

applications, Studio 

3: exhibitions, Studio 

5: Reddit strategy, 

Studio 7: journalist 

outreach 

Markets-as-practice 

(Kjellberg & Helgesson, 

2007); entrepreneurial 

opportunity creation 

Resource-

Constrained  

Creativity  

Tool-building, 

multitasking, 

prioritizing 

development, 

adapting to 

constraints 

Not perceived as 

marketing, but as 

“just how we work” 

or “figuring things 

out” 

Studio 2: video tools, 

Studio 3: limited 

marketing time, 

Studio 4: technical 

struggles, Studio 6: 

scaling Discord & 

moderators 

Entrepreneurial 

marketing logic 

emphasizing 

improvisation, bricolage, 

and effectuation (Kraus et 

al., 2010) 

Table 2. Data Analysis 
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As shown in Table 2, marketing-related work within indie studios is highly 

distributed, informal, and embedded within broader development practices. Rather than 

functioning as isolated promotional tasks, these activities form interconnected routines 

through which visibility, legitimacy, and audience relationships are continuously 

produced. The themes also demonstrate that participants frequently engage in strategic 

and marketing-oriented practices without explicitly conceptualizing them as formal 

marketing work. This reinforces the practice-theoretical argument that organizational 

activity is constituted through situated everyday actions rather than predefined 

managerial structures (Reckwitz, 2002; Nicolini, 2011; Skålén et al., 2023). 

 

Following an abductive thematic analysis, five core categories emerged across the 

studios: Community Engagement, Content Creation and Platform Adaptation, Data 

Monitoring and Feedback Responsiveness, Market Shaping through events and 

Resource-Constraint Creativity and Improvisation. These themes emerged through 

iterative coding of both diaries and interviews and reflect how marketing-related work 

is enacted in everyday studio practices rather than organized as isolated marketing 

functions. The findings demonstrate that indie game developers continuously engage in 

strategic, entrepreneurial, and marketing-oriented activities, even when participants 

themselves do not explicitly define them as “marketing.” This supports practice-

theoretical perspectives which argue that organizational activity is constituted through 

situated and recurring practices embedded in everyday work (Reckwitz, 2002; Nicolini, 

2011; Feldman & Orlikowski, 2011). 

 

Rather than understanding marketing as a separate department or managerial 

function, the findings illustrate how visibility creation, audience interaction, platform 

management, and market positioning become integrated into ordinary development 

activities. This aligns with Marketing-as-Practice perspectives emphasizing that 

marketing emerges through what practitioners actually do in everyday organizational 

contexts (Skålen & Hackley, 2011; Skålén et al., 2023). Simultaneously, the material 

reflects Strategy-as-Practice assumptions that strategy is enacted through micro-level 

activities, routines, and interactions rather than solely formal planning processes 

(Jarzabkowski et al., 2007; Whittington, 2006). Entrepreneurship-as-Practice 

perspectives further help explain how these studios operate through improvisation, 
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experimentation, and situated opportunity creation under uncertainty and resource 

limitations (Johannisson, 2011; Thompson et al., 2020). 

 

A. Continuous Community Engagement as Everyday Marketing 

Practice 

 

A dominant theme across all studios is the ongoing, routine interaction with 

audiences through platforms such as Discord Instagram, TikTok, Reddit, and Steam. 

Participants repeatedly described being “active on Discord,” “answering comments,” 

and responding to community messages on a daily basis. However, participants rarely 

described these activities as formal marketing. Instead, they framed them as “talking to 

players,” “keeping the community alive,” or “getting feedback.” 

 

 Rather than being treated as a distinct marketing activity, community engagement 

was embedded directly within daily workflows. This aligns strongly with MaP 

perspectives emphasizing that marketing emerges through interactional and relational 

practices rather than planned campaigns (Kjellberg & Helgesson, 2007; Schau et al., 

2009; Skålén & Hackley, 2011). 

 

However, the findings also extend existing theory. Prior entrepreneurial marketing 

literature often frames customer closeness as a strategic advantage or orientation 

(Morris et al., 2002). In contrast, the studios in this study did not engage communities 

primarily to “build customer relationships” in a formal sense. Instead, engagement was 

pragmatic, immediate, and often reactive. 

 

For example, Studio 1 described spending significant time responding to Discord 

messages, reacting to community memes, and answering player questions after posting 

development updates, while Studio 5 consistently responds to comments, likes posts, 

and participates in community conversations. Similarly, Studio 6 reported that 

community activity became so intense during a playtest recruitment campaign that 

developers “couldn’t focus on making the game because so many people were writing 

in the Discord”. This suggests that community engagement does not merely support 

marketing - it can actively reshape organizational priorities and internal resource 

allocation. 
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From a practice-theoretical perspective, these interactions can be understood as 

relational and value-producing practices that continuously shape the relationship 

between studios and players. Rather than simply transmitting marketing messages, 

developers participated in co-creating meanings, expectations, and experiences together 

with audiences. This reflects Schau et al.’s (2009) argument that value emerges through 

community practices and collective participation rather than unilateral communication. 

The findings also resonate with Echeverri and Skålén’s (2011) understanding of value 

co-creation as an interactive and practice-based process. 

 

Furthermore, these practices align with Kjellberg and Helgesson’s (2007) markets-

as-practice perspective, where markets are continuously produced through interactions 

between actors rather than existing as static structures. Community engagement 

therefore becomes part of market formation itself. Indie developers are not merely 

promoting games within existing markets; they actively construct visibility, legitimacy, 

and audience attachment through ongoing participation. 

 

The findings also support entrepreneurial marketing literature emphasizing 

relationship-building and customer closeness as central under conditions of uncertainty 

and limited resources (Hills & Hultman, 2011; Morrish et al., 2010). Instead of relying 

on large-scale campaigns, studios depended on direct interactions and relational trust-

building practices. In this sense, community management functioned simultaneously as 

marketing practice, strategic positioning, and entrepreneurial survival work. 

 

This contradicts traditional marketing models that assume firms manage customer 

relationships strategically and deliberately (Kotler & Keller, 2016). Instead, 

relationships emerge through continuous maintenance, responsiveness, and negotiated 

interaction - closer to what practice theory describes as ongoing social accomplishment 

(Gherardi, 2012). These practices align with the notion that marketing is enacted 

through interactional and relational practices (Kjellberg & Helgesson, 2007; Schau et 

al., 2009), where value emerges through ongoing engagement rather than one-way 

communication. At the same time, they reflect entrepreneurial marketing 

characteristics, as these activities are informal, reactive, and resource-efficient (Jones 

& Rowley, 2011). 
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Importantly, these practices are not always strategically planned. Instead, they often 

emerge as responses to immediate community needs, illustrating how marketing is 

performed as praxis rather than predefined strategy. 

 

B.  Content Creation and Platform Adaptation as Core Visibility 

Practices 

 

Another central theme is the systematic creation and adaptation of short-form 

content across multiple platforms. Studios regularly created TikTok videos, Twitter/X 

posts, YouTube Shorts, memes, GIFs, trailers, and development logs. However, content 

was rarely produced through formalized marketing plans. Instead, developers described 

experimenting with trends, reacting to platform dynamics, and learning through trial 

and error. Studios do not simply produce content - they actively tailor it to platform-

specific logics. They repeatedly documented creating short-form videos, adapting posts 

across platforms, writing scripts, editing visuals, and scheduling content. Marketing 

knowledge here was not formal or textbook-based. It was embodied and developed 

through repeated doing - trial, error, adjustment, and observation. This aligns with 

practice-theoretical understandings of tacit knowledge (Bourdieu, 1990; Reckwitz, 

2002). 

 

Studio 4 described repeatedly testing short-form video formats often 

accompanied by platform-specific adjustments such as captions, hooks, and CTAs 

(Call-To-Action) to determine which types of content generated visibility, while Studio 

7 adapted memes and trending sounds to increase engagement on TikTok. Studio 1 

emphasized the importance of tailoring communication differently across platforms, 

recognizing that “what works on TikTok doesn’t work on Twitter.”, while Studio 3 

develops structured workflows involving scripting, editing, voice-over recording, and 

scheduled publishing. Participants described software crashes, failed recordings, 

broken video tools, and unexpected re-editing needs. These material disruptions 

demonstrate that marketing practices are not simply human decisions but socio-material 

performances shaped by technological infrastructures (Orlikowski, 2007). 
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These practices reflect the increasing platformization of marketing work within 

the game industry (Chia et al., 2020). Marketing activities become shaped by 

algorithmic systems, visibility logics, and platform-specific norms. Kozinets (2022) 

conceptualizes this as algorithmic branding, where visibility and brand identity are 

increasingly negotiated through digital platform assemblages rather than controlled 

directly by firms. The findings strongly support this perspective, as developers 

continuously adjusted content to align with changing platform expectations and 

engagement metrics. 

 

Furthermore, these practices illustrate how marketing knowledge is enacted 

through doing and experimenting, rather than formal training. The emphasis on trends 

(e.g., Studio 1 and Studio 7 engaging with Twitter trends or “Wishlist Wednesday”) 

demonstrates how visibility is achieved through alignment with platform cultures, 

echoing algorithmic branding dynamics (Kozinets, 2022). 

 

Moreover, content creation is often constrained by resources. Studio 2, for 

instance, develops internal tools to streamline TikTok production, while Studio 4 

struggles with recording and editing processes. This highlights the entrepreneurial 

nature of these practices, where marketing emerges through improvisation and 

bricolage rather than structured campaigns (Morris et al., 2002). 

 

C.  Data Monitoring and Feedback Responsiveness 

 

A third theme concerns the regular tracking of performance metrics and their 

use in shaping ongoing activities. The material revealed extensive use of analytics, 

engagement metrics, and audience feedback. Studios monitored Steam wishlists, social 

media engagement, retention rates, and content performance to evaluate visibility and 

audience interest. Yet participants rarely framed these activities as formal market 

research. Instead, they described them pragmatically as “checking what works” or 

“seeing if people care.” 

 

Studio 5 monitored Steam wishlist spikes after Reddit posts and adjusted 

communication strategies accordingly. Studio 3 regularly reviewed post performance 

to determine which visual formats generated more engagement, while Studio 4 
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systematically tracks KPIs such as followers, wishlists, and sales. Studio 6 examined 

player retention and Discord feedback after playtesting sessions to refine game 

mechanics and communication. Across nearly all studios, participants checked Steam 

wishlist counts, Discord member growth, and social media analytics repeatedly 

throughout the week.  

 

These practices reflect elements of market orientation (Kohli & Jaworski, 

1990), but in a highly informal and practice-based manner. While indie studios lacked 

formal marketing departments, the findings demonstrate that they nevertheless enacted 

market-oriented behaviours continuously through situated practices. Rather than formal 

analytics systems, data is interpreted through everyday routines and used to guide 

incremental adjustments. Notably, decision-making is often experimental. For example, 

Studio 3 shifts content formats due to “diminishing returns,” and Studio 6 evaluates 

video performance based on retention. This demonstrates how marketing knowledge is 

produced through trial-and-error learning, aligning with entrepreneurial marketing 

logics. 

 

The findings also illustrate how strategic sensemaking occurs through micro-

level practices (Jalonen et al., 2018). Developers interpreted metrics not as objective 

truths but as situated signals requiring interpretation, experimentation, and adjustment. 

This reflects Strategy-as-Practice assumptions that strategy emerges through practical 

coping and situated judgment rather than purely rational planning. 

 

Importantly, the findings complicate traditional understandings of data-driven 

marketing. Existing literature often frames analytics as formalized managerial systems, 

yet indie studios engaged with metrics in highly intuitive and improvisational ways. 

This suggests that data responsiveness within entrepreneurial contexts may operate 

more as situated practical knowledge than formal strategic control. 

 

Traditional marketing frameworks might interpret this as performance 

measurement or KPI management. However, the empirical material suggests something 

more dynamic: data was used not only for evaluation, but for immediate behavioural 

adjustment. One studio observed poor retention on a TikTok video and immediately 

diagnosed the issue as a “slow and non-attention grabbing intro” before changing 
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tactics. This reflects entrepreneurial experimentation (Morris et al., 2002) yet also 

reveals a contradiction. Entrepreneurial marketing theory often portrays 

experimentation as opportunity-driven and proactive. Here, adaptation was frequently 

defensive and reactive-responding to platform signals rather than shaping them. 

 

The findings therefore suggest that indie developers operate in what could be 

described as algorithmically conditioned entrepreneurship, where marketing decisions 

are increasingly guided by digital metrics and platform feedback. 

 

This extends practice theory by demonstrating how non-human actors - 

dashboards, recommendation systems, and engagement statistics - actively participate 

in shaping marketing praxis (Orlikowski, 2007; Chia et al., 2020). 

 

D.  Market Shaping through Events, Platforms, and External Visibility 

 

Studios actively engage in practices that extend beyond digital content, 

contributing to market formation and visibility through events, platforms, and external 

networks. A fourth theme concerns the use of public showcases, Steam events, 

playtests, and industry gatherings to generate visibility and legitimacy. These activities 

included applying to festivals, networking with journalists, posting in Reddit 

communities, contacting streamers, and participating in online events. Participants 

described applying for Steam events, attending expos, showcasing demos, and 

participating in “Wishlist Wednesday” campaigns. 

 

Studio 3 discussed showcasing games at exhibitions such as 

“Retrospelsmässan” and “Sweden Game Conference.” to increase legitimacy and 

attract publisher attention. Studio 5 strategically used Reddit communities to generate 

visibility among niche audiences, while Studio 7 contacted journalists and influencers 

to secure exposure during launch periods, while Studio 1 prepares for in-person events 

and applies to showcases, In addition, studios interact with broader ecosystems.  

 

These findings align strongly with markets-as-practice theory, which argues that 

markets are actively constituted through socio-material activities and interactions 

(Kjellberg & Helgesson, 2007). Rather than passively entering pre-existing markets, 
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indie developers continuously attempted to shape attention structures, legitimacy, and 

audience recognition through strategic participation practices. 

 

These practices align with entrepreneurial marketing’s emphasis on opportunity 

recognition and network mobilization (Gilmore et al., 2001; Hills & Hultman, 2011). 

From an Entrepreneurship-as-Practice perspective, these actions also represent forms 

of opportunity enactment under uncertainty (Chalmers & Shaw, 2017; Davidsson, 

2015). Opportunities did not exist objectively in advance but emerged through 

networking, experimentation, visibility work, and relational positioning. Developers 

therefore acted entrepreneurially not through heroic innovation narratives but through 

practical and ongoing engagement with industry ecosystems. 

 

Simultaneously, the findings reinforce Strategy-as-Practice literature 

emphasizing strategy as something people do rather than something organizations 

possess (Whittington, 2006; Jarzabkowski et al., 2007). Strategic positioning emerged 

through repeated micro-level activities such as posting, networking, pitching, and 

participating in communities. Strategy therefore became embedded within everyday 

routines instead of formal planning documents. 

 

However, findings suggest that events do more than provide exposure. They 

actively shape market understanding. Playtesting, for example, generated not only 

promotional value but direct product changes. Studios incorporated player feedback 

into balancing decisions and bug fixes almost immediately. This blurs the boundary 

between marketing and development, contradicting traditional functional distinctions 

between production and promotion. Instead, markets are co-created through interaction 

- a central argument in service and practice-based marketing theory (Echeverri & 

Skålén, 2011). 

 

E.  Resource-Constrained Creativity and Improvisation 

 

A final theme concerns the pervasive influence of resource constraints on 

marketing practices. Across studios, marketing is conducted with limited time, 

expertise, and personnel, leading to highly creative and improvised approaches. 8 

Developers frequently managed marketing tasks alongside programming, design, 
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production, and community management responsibilities. As a result, improvisation 

and adaptability became central organizing principles. Studios reused development 

assets as promotional material, built internal tools to automate TikTok creation, and 

repurposed existing work into marketing outputs. 

 

Studio 3 explicitly prioritizes game development over marketing, allocating 

only one day per week to marketing activities. Studio 2 develops custom tools to 

facilitate content creation, while Studio 4 struggles with technical issues and time 

limitations. Studio 6 relied on moderators and community volunteers to sustain Discord 

management during busy periods. 

 

These findings strongly reflect entrepreneurial marketing literature emphasizing 

improvisation, flexibility, and bricolage under resource scarcity (Kraus et al., 2010; 

Stokes, 2000). Rather than following formalized structures, studios continuously 

adapted practices according to changing constraints and emerging opportunities. 

However, the data extends this perspective by showing how such constraints shape not 

only strategy but also the micro-level enactment of practices.  

 

The findings also challenge idealized narratives within entrepreneurial 

discourse that often romanticize creativity and independence in indie development. 

While developers demonstrated adaptability and experimentation, the material 

simultaneously revealed exhaustion, multitasking pressures, and ongoing uncertainty. 

This supports critiques within Entrepreneurship-as-Practice literature arguing that 

entrepreneurial activity should be understood as socially and materially embedded work 

rather than purely individual agency (Thompson et al., 2020; Welter et al., 2016). 

 

Overall, the thematic analysis demonstrates that marketing within indie game 

studios operates as an interconnected constellation of situated practices rather than a 

formal organizational function. Community interaction, visibility creation, analytics, 

networking, and improvisation collectively form everyday marketing work embedded 

within broader entrepreneurial and strategic activity. The findings therefore support the 

integrated practice-theoretical framework of this study by showing how marketing, 

strategy, and entrepreneurship become inseparable within the lived realities of indie 

game development. 
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11.1.1. Participants’ Perceptions of Marketing and Intentionality 

In addition to observable practices, the data provides insight into how 

participants conceptualise marketing and the intentions underlying their actions. 

Analysing both the diaries and interview data reveals that marketing is not consistently 

understood as a formal or clearly bounded activity. Instead, participants hold fluid, and 

at times implicit, perceptions of what constitutes marketing, which in turn shapes how 

and why specific actions are performed. 

 

Across participants, marketing is primarily perceived as the act of creating 

visibility for the game rather than as a structured or strategic function. Activities such 

as posting on social media, engaging with audiences, and maintaining platform 

presence are understood as “doing marketing,” while more formal elements such as 

segmentation, positioning, or long-term planning are largely absent or only loosely 

articulated. This perception is reflected in the strong emphasis on output-oriented 

activities in the journals, such as producing posts, adapting content across platforms, 

and maintaining consistent engagement. For instance, multiple studios describe daily 

posting routines and ongoing interaction with audiences as core marketing work. Even 

when planning occurs, it is typically oriented toward content production (e.g., planning 

posts or videos) rather than strategic market positioning. This suggests that marketing 

is perceived less as a managerial discipline and more as a practice of maintaining 

attention and presence, shaped by the demands of digital platforms. 

 

Despite the absence of formal strategies, participants demonstrate clear 

underlying intentions guiding their actions. These intentions are often closely tied to 

measurable outcomes, particularly wishlist growth, community expansion, and 

engagement metrics. Developers frequently monitor wishlists and explicitly connect 

marketing actions to these outcomes. For example, participants note increases in 

wishlist activity following specific posts or events, indicating an awareness of cause-

and-effect relationships between actions and performance. Similarly, actions such as 

adding calls-to-action, directing users to Discord, or participating in events are 

intentionally designed to convert attention into measurable engagement. 
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Community-related intentions are also prominent. Activities such as responding 

to comments, organising events, or maintaining conversations are not only reactive but 

purposeful efforts to build and sustain a player base. In some cases, these intentions 

extend beyond promotion toward fostering long-term relationships, such as 

encouraging participation in playtests or community contests. 

Overall, intentions can be understood as oriented toward three main goals: 

• increasing visibility and reach  

• converting attention into wishlists or platform actions  

• building and maintaining an engaged community  

 

A notable finding is that participants often engage in marketing practices without 

explicitly labelling them as such. Activities like documenting development, interacting 

with players, or adjusting content based on feedback are not always framed as 

marketing, despite their clear promotional function. For example, several studios 

describe internal processes for collecting development material (e.g., recording 

gameplay, sharing assets internally) primarily as production or coordination tasks, 

which are later repurposed for marketing use. Similarly, participation in community 

discussions or responding to player feedback is often framed as part of general team 

interaction rather than deliberate marketing activity. This indicates that marketing 

knowledge is largely tacit and practice-based, embedded in everyday work rather than 

formalised as explicit knowledge. It also reflects the hybrid roles within indie studios, 

where developers simultaneously act as creators, marketers, and community managers. 

 

Participants also express an implicit tension between marketing activities and core 

development work. In several cases, marketing is positioned as secondary to game 

development, even while being recognised as necessary. For instance, one studio 

explicitly states that marketing remains a “secondary priority to actual development,” 

dedicating specific time slots to marketing while prioritising production work. Other 

participants describe challenges in balancing marketing tasks with development 

responsibilities, including time constraints and competing priorities. This tension 

influences both perceptions and intentions. Marketing is often approached 

pragmatically, with developers aiming to do “enough” to maintain visibility without 

detracting from development progress. As a result, marketing practices are frequently 
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optimised for efficiency, leading to the use of reusable content, scheduled posts, and 

streamlined workflows. 

 

Finally, participants demonstrate a strong orientation toward learning and 

adaptation. Marketing is approached as an experimental process, where actions are 

continuously evaluated and adjusted based on outcomes. 

Examples include: 

• analysing performance metrics to refine content  

• experimenting with trends and formats  

• seeking advice from peers or more experienced practitioners  

• iterating on messaging, visuals, and distribution strategies  

 

These behaviours indicate that developers intentionally engage in learning-by-

doing, compensating for the lack of formal training. This reinforces the idea that 

marketing knowledge is developed through practice rather than acquired through 

formal education or predefined frameworks. 

11.2. Towards an Entrepreneurial Marketing as Practice (EMaP) Framework 

Based on the empirical findings, this study proposes an extension of existing 

frameworks through the concept of Entrepreneurial Marketing as Practice (EMaP), 

which conceptualizes marketing in SMEs as an emergent, practice-based phenomenon 

situated at the intersection of entrepreneurship-as-practice and marketing-as-practice. 

This framework emerges from the observation that entrepreneurial marketing in indie 

game SMEs is not adequately captured by traditional understandings of marketing as a 

formal organizational function, nor by entrepreneurial marketing literature that 

primarily conceptualizes entrepreneurial behaviour through dimensions, orientations, 

or firm-level capabilities (Morris et al., 2002; Hills & Hultman, 2011; Jones & Rowley, 

2011). Instead, the findings suggest that entrepreneurial marketing is best understood 

as a situated and ongoing accomplishment, enacted through everyday practices that are 

adaptive, relational, materially mediated, and deeply embedded within broader 

organizational work (Reckwitz, 2002; Schatzki, 2003; Nicolini, 2011; Feldman & 

Orlikowski, 2011).  
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The proposed EMaP framework builds upon the theoretical foundations established 

earlier in this study by integrating insights from practice theory, Marketing-as-Practice 

(MaP), Entrepreneurship-as-Practice (EaP), and Strategy-as-Practice (SaP). While each 

of these perspectives offers valuable analytical contributions, the empirical findings 

demonstrate that they converge in important ways when examining entrepreneurial 

marketing in resource-constrained SMEs. Marketing activities were not experienced by 

participants as distinct or isolated tasks, but rather as interconnected practices 

performed simultaneously with development work, strategic decision-making, and 

entrepreneurial experimentation. This supports previous arguments that organizational 

phenomena should be understood through the practical accomplishment of everyday 

activity rather than through abstract functional categories (Whittington, 2006; 

Jarzabkowski et al., 2007; Skålén et al., 2023). 

 

A central contribution of the EMaP framework is its emphasis on marketing as 

practice rather than marketing as possession. Existing entrepreneurial marketing 

literature often focuses on organizational capabilities, orientations, or strategic 

behaviours, suggesting that firms possess entrepreneurial characteristics that enable 

effective market engagement (Kraus et al., 2010; Alqahtani et al., 2022). However, the 

findings from this study indicate that entrepreneurial marketing is not something these 

SMEs possess in a stable or deliberate form. Rather, it is something practitioners 

continuously perform, negotiate, and reproduce through everyday action. Marketing 

emerges not through formal strategic plans but through repeated interactions, 

improvisation, and situated responses to changing circumstances. 

 

The EMaP framework further demonstrates how marketing, strategy, and 

entrepreneurship are inseparable in the context of indie game SMEs. Strategic decisions 

about visibility, platform engagement, product development, and audience interaction 

were often made simultaneously and informally, without clear boundaries between 

functional domains. This confirms insights from Strategy-as-Practice literature, which 

argues that strategy is enacted through everyday organizational activities rather than 

exclusively through formal planning processes (Jarzabkowski, 2004; Whittington, 

2006). It also aligns with Entrepreneurship-as-Practice perspectives that conceptualize 

entrepreneurial action as an ongoing accomplishment shaped by context, interaction, 

and material conditions (Johannisson, 2011; Champenois et al., 2020). The integration 
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of these perspectives within EMaP offers a more holistic understanding of 

entrepreneurial marketing, reflecting the lived reality of practitioners who navigate 

multiple responsibilities simultaneously. 

 

Importantly, the proposed framework also contributes theoretically by challenging 

the functional separation of marketing from other organizational activities. Across the 

empirical material, marketing was rarely treated as a distinct or recognizable category 

by participants themselves. Instead, promotional work, community interaction, 

strategic experimentation, and product refinement were deeply intertwined. This 

observation supports recent calls within Marketing-as-Practice research to move 

beyond traditional managerial definitions of marketing and instead examine how 

market-related activities are enacted in practice, often by individuals who do not 

identify as marketers (Gross & Laamanen, 2018; Skålén et al., 2023). The EMaP 

framework extends this argument by demonstrating that in entrepreneurial SMEs, 

marketing is often embedded within broader entrepreneurial problem-solving and 

creative production processes. 

 

Overall, the Entrepreneurial Marketing as Practice framework offers a new 

conceptual lens for understanding how entrepreneurial marketing unfolds in everyday 

organizational life. Rather than conceptualizing entrepreneurial marketing as a set of 

traits, capabilities, or strategic choices, EMaP positions it as a dynamic constellation of 

interconnected practices shaped by social interaction, material infrastructures, practical 

knowledge, and ongoing adaptation. By bridging entrepreneurial marketing literature 

with broader practice-based theory, the framework contributes both empirically and 

theoretically to ongoing debates about how marketing should be understood in 

contemporary SME contexts (Reckwitz, 2002; Nicolini, 2011; Skålén et al., 2023). It 

also provides a foundation for future research exploring entrepreneurial marketing not 

simply as a strategic outcome, but as a lived and evolving practice. 

 

As illustrated in Image 1., marketing is enacted through a set of everyday practices 

- including community engagement, content creation, data monitoring, and market-

shaping activities - performed under conditions of resource constraint and limited 

formal marketing knowledge. 
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These practices generate value directly through interaction and visibility, aligning 

with the Marketing-as-Practice perspective, which emphasizes praxis over abstract 

strategy. However, the findings reveal a misalignment between enacted practices and 

practitioners’ own perceptions of marketing. While participants engage in complex and 

effective marketing activities, they tend to conceptualize marketing narrowly, often 

reducing it to content posting or promotion. 

 

This creates an abductive gap between practice and perception, where marketing 

knowledge is not absent but tacit, situated, and embedded in action. The EMaP 

framework therefore extends existing literature by demonstrating that, in SME contexts, 

marketing is not a predefined function but an emergent outcome of entrepreneurial 

practice. 
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Figure 1. Entrepreneurial Marketing as Practice (EMaP) Framework. Source: 

Authors’ own construction. 
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11.3. Theoretical Contributions 

This study contributes theoretically by developing a practice-based 

understanding of entrepreneurial marketing within indie game development studios 

through the integration of Practice Theory, Strategy-as-Practice (SaP), Marketing-as-

Practice (MaP), and Entrepreneurship-as-Practice (EaP). Rather than treating these 

theoretical streams as isolated perspectives, the study demonstrates how they can 

collectively help explain the interconnected and situated nature of marketing-related 

activities in entrepreneurial digital environments. In doing so, the study responds to 

increasing calls for more integrative and practice-oriented approaches within marketing 

and entrepreneurship research (Skålen et al., 2023; Thompson et al., 2020; 

Jarzabkowski et al., 2022). 

 

The primary theoretical contribution of this thesis is the proposal of the 

Entrepreneurial Marketing as Practice (EMaP) framework. Existing entrepreneurial 

marketing literature has largely conceptualized entrepreneurial marketing through 

dimensions, orientations, capabilities or firm-level behaviours such as innovativeness, 

proactiveness, opportunity orientation, customer intensity and resource leveraging 

(Morris et al., 2002; Hills & Hultman, 2011; Kraus et al., 2010; Sadiku-Dushi et al., 

2019; Alqahtani et al., 2022). While these approaches have contributed significantly to 

understanding entrepreneurial firms, they often remain detached from the situated and 

everyday activities through which marketing is actually enacted in practice. As Gross 

et al. (2014) argue, entrepreneurial marketing research has often remained rhetorically 

practice-oriented without fully theorizing entrepreneurial activity as practice itself. 

 

Based on the findings from ten game studios, this study suggests that 

entrepreneurial marketing may be understood not only as a static organizational 

capability but also as an emergent constellation of interconnected practices 

continuously reproduced through everyday action. In this regard, the study aims to 

extend the growing Marketing-as-Practice literature, which seeks to understand 

marketing as something practitioners do rather than something organizations possess 

(Skålen & Hackley, 2011; Dibb et al., 2014; Skålén et al., 2023). The findings indicate 

that marketing activities within indie studios emerge through mundane yet strategically 

significant actions such as Discord moderation, short-form content production, 
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analytics interpretation, community interaction, visibility management and platform 

adaptation. These activities appear to be embedded within broader organizational 

routines rather than separated into formal marketing departments. 

 

The findings also contribute to practice theory more broadly by empirically 

illustrating how practices are materially mediated, socially situated and continuously 

reproduced through interaction between actors, technologies, platforms and audiences 

(Reckwitz, 2002; Schatzki, 2003; Nicolini, 2011). The role of digital infrastructures 

was particularly visible throughout the study. Platforms such as Steam, TikTok, 

Discord, Reddit and YouTube actively shaped how visibility practices were performed, 

evaluated and adjusted. This aligns with Kozinets’ (2022) discussion of algorithmic 

branding and Chia et al.’s (2020) analysis of platformisation in game development. 

Rather than functioning merely as communication tools, platforms became constitutive 

elements of entrepreneurial marketing practice itself. 

 

The study additionally contributes to Strategy-as-Practice research by 

describing how strategizing emerges through dispersed and routine activities rather than 

formal strategic planning processes (Whittington, 2006; Jarzabkowski et al., 2007; 

Vaara & Whittington, 2012). Within the studied studios, strategy was enacted through 

iterative experimentation, timing decisions, platform participation, content adaptation 

and community responsiveness. Strategic activity therefore became inseparable from 

everyday marketing practice. This finding supports Chia and MacKay’s (2007) post-

processual understanding of strategy as adaptive flow and practical coping rather than 

purely rational planning. 

 

Furthermore, the study contributes to Entrepreneurship-as-Practice literature by 

showing how entrepreneurial action emerges through situated responses to uncertainty, 

scarcity, and platform dependency (Johannisson, 2011; Champenois et al., 2020; 

Thompson et al., 2020). Indie developers continuously moved between development 

work, community engagement, branding, networking and visibility management. 

Entrepreneurial action therefore appeared deeply embedded within practical 

accomplishment rather than individual entrepreneurial traits alone. This challenges 

more individualistic perspectives of entrepreneurship that prioritize heroic founders, 
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stable opportunity recognition or purely cognitive entrepreneurial capabilities 

(McMullen & Shepherd, 2006; Davidsson, 2015). 

 

Another theoretical contribution lies in demonstrating how the boundaries 

between marketing, strategy and entrepreneurship become increasingly blurred within 

digitally mediated entrepreneurial contexts. Existing literature often treats these 

domains as analytically separable organizational functions (Ruekert et al., 1985; 

Webster, 2002). However, the empirical findings reveal that in resource-constrained 

indie studios these activities become highly intertwined. Developers simultaneously act 

as strategists, marketers, community managers, creators and entrepreneurs. This 

supports Jarzabkowski et al.’s (2016) argument that practices should not be studied in 

isolation but understood relationally through the connections between actors, activities 

and material arrangements. 

 

The study also contributes to entrepreneurial marketing scholarship by 

questioning assumptions regarding formal marketing expertise. Many participants did 

not identify themselves as marketers despite engaging in highly sophisticated audience-

building and visibility practices. Marketing knowledge therefore appeared tacit, 

experiential and embodied rather than formally codified. This reflects Bourdieu’s 

(1977, 1990) notion of practical logic and Gross and Laamanen’s (2018) argument that 

professional knowing is situated within practice itself. The findings therefore challenge 

managerial perspectives that equate marketing competence primarily with formal 

education, strategic planning models or specialized organizational roles. The findings 

suggest that, in entrepreneurial SMEs, marketing is often embedded within broader 

entrepreneurial problem-solving and creative production processes. Within the context 

of this study, EMaP serves as a tentative conceptual integration of these perspectives. 

 

Moreover, the findings contribute to ongoing discussions regarding value co-

creation and community participation within digital environments (Echeverri & Skålén, 

2011; Schau et al., 2009; Skålen et al., 2015). Community interaction within indie game 

development was not limited to promotional communication but became part of product 

development, legitimacy construction and strategic adaptation. Players, streamers, 

Discord members and online communities actively influenced visibility, feedback loops 
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and market positioning. Entrepreneurial marketing therefore emerged as relational and 

co-constructed rather than unidirectional. 

 

Finally, the EMaP framework contributes conceptually by offering a bridge 

between fragmented practice-based literatures. While SaP, MaP, and EaP have 

developed in parallel, relatively few studies have attempted to integrate them into a 

unified analytical framework. This thesis therefore contributes by showing how these 

perspectives collectively illuminate entrepreneurial marketing activity in digitally 

mediated SMEs. The framework provides an initial foundation for future research 

examining entrepreneurial marketing as a lived and evolving practice across different 

SME contexts. 

 

Overall, the Entrepreneurial Marketing as Practice (EMaP) concept should be 

understood as a preliminary conceptual contribution derived from a specific empirical 

setting rather than as a fully developed or universally applicable framework. The 

findings are based on a limited sample of indie game studios and a relatively short 

observation period and therefore should be interpreted with appropriate caution. 

11.4. Practical Implications 

For indie studios and similar SMEs, the results indicate that effective marketing 

does not necessarily require a formal department or large promotional budgets. Instead, 

marketing capability may be developed through consistent community interaction, 

reusable content systems, regular performance tracking, cross-functional collaboration, 

and ongoing experimentation. 

 

The findings of this study provide several practical implications for indie game 

studios, entrepreneurial ventures, marketing practitioners, incubators, educators, and 

policy actors operating within digitally mediated creative industries. By 

conceptualizing entrepreneurial marketing as practice rather than as a formal 

organizational function, the study highlights how visibility, audience engagement, and 

strategic positioning emerge through everyday organizational activities embedded 

within broader entrepreneurial work. 
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One important implication concerns how indie studios approach marketing 

organization. The findings demonstrate that marketing within small game studios is 

rarely performed through specialized marketing departments or formalized strategic 

planning processes. Instead, marketing activities are distributed across development 

teams and integrated into daily operational routines such as community interaction, 

content production, analytics monitoring, platform participation, and development 

updates. This suggests that small studios may benefit less from attempting to imitate 

traditional corporate marketing structures and more from developing flexible, practice-

oriented systems that support continuous visibility work and audience interaction 

(Skålen & Hackley, 2011; Gross et al., 2014; Fürst et al., 2023). 

 

The findings also indicate that marketing competence within indie studios often 

develops experientially rather than formally. Participants frequently learned through 

experimentation, observation, platform participation, and iterative adaptation rather 

than through structured marketing education. This has implications for 

entrepreneurship education and incubator programs, which often prioritize formal 

business planning and traditional marketing frameworks. The study suggests that 

educational initiatives supporting indie entrepreneurs should place greater emphasis on 

practical learning, platform literacy, content experimentation, community engagement, 

and adaptive visibility management. Such an approach aligns more closely with 

practice-based understandings of entrepreneurial learning and situated knowledge 

development (Johannisson, 2011; Gherardi, 2012; Thompson et al., 2020). 

 

A further implication relates to the growing importance of platform dependency 

in entrepreneurial marketing. The findings demonstrate that platforms such as Steam, 

Discord, TikTok, Reddit, and YouTube significantly shape how studios gain visibility, 

build communities, and sustain audience attention. Consequently, entrepreneurial 

marketing increasingly requires understanding platform-specific logics, algorithmic 

visibility systems, and content adaptation practices (Kozinets, 2022; Chia et al., 2020). 

For practitioners, this means that marketing effectiveness is no longer only connected 

to promotional creativity but also to the ability to continuously adapt practices 

according to changing platform infrastructures and audience behaviours. 
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The findings additionally suggest that community-building should not be 

treated merely as a promotional tool but as a central strategic activity. Across the 

studios, communities actively contributed to feedback generation, legitimacy 

construction, product development, and visibility amplification. This reflects broader 

shifts toward co-creative and participatory marketing environments (Schau et al., 2009; 

Echeverri & Skålén, 2011). Practically, indie studios may therefore benefit from 

viewing community interaction as an ongoing relational practice rather than a short-

term marketing campaign. Sustained engagement with players, streamers, Discord 

members, and online audiences can strengthen both product development processes and 

long-term visibility. 

 

Another practical implication concerns resource constraints and organizational 

flexibility. Many studios operated with limited financial resources, small teams, and 

unstable market conditions. Under these circumstances, entrepreneurial marketing 

emerged through improvisation and continuous adaptation rather than large-scale 

campaigns or expensive advertising investments. This reinforces entrepreneurial 

marketing literature emphasizing resource leveraging and flexibility in SMEs (Morris 

et al., 2002; Hills & Hultman, 2011; Jones & Rowley, 2011). For practitioners, this 

suggests that consistency, adaptability, and sustained interaction may often be more 

valuable than highly polished but infrequent promotional efforts. 

 

The study also has implications for policy makers and support organizations 

working with creative industries and digital entrepreneurship. Existing support 

structures often prioritize technological innovation, business scalability, or financial 

growth metrics. However, the findings indicate that visibility work, community 

engagement, and platform participation are equally central to entrepreneurial survival 

in the indie game sector. Support programs, incubators, and funding initiatives may 

therefore benefit from integrating training and mentorship focused specifically on 

entrepreneurial marketing practices, platform management, audience development, and 

digital community building. 

 

In addition, the findings suggest that interdisciplinary skill development is 

increasingly important within entrepreneurial digital industries. Developers were 

required to move fluidly between coding, design, branding, communication, 
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networking, analytics interpretation, and strategic adaptation. This challenges 

traditional assumptions regarding specialized organizational roles and indicates that 

hybrid competencies are becoming increasingly valuable within small entrepreneurial 

firms (Weststar, 2015; Farmer, 2021). Educational institutions preparing students for 

creative industries may therefore benefit from integrating technical, strategic, and 

communicative capabilities rather than treating them as isolated domains. 

 

The findings further imply that entrepreneurial marketing should be understood 

as an ongoing process rather than a separate stage following product development. In 

many studios, marketing activities started long before product release through  

prototype sharing, social media experimentation, Discord communities, and iterative 

visibility building. This challenges linear assumptions that marketing begins only once 

a product is complete. Instead, marketing becomes embedded throughout the 

entrepreneurial process itself, supporting George and Bock’s (2011) argument that 

entrepreneurial activity and business model development evolve simultaneously 

through practice. 

 

Finally, the study suggests that indie studios represent valuable learning 

environments for understanding contemporary digital marketing more broadly. Due to 

their resource limitations and dependence on online visibility, these studios make 

visible many dynamics increasingly affecting other industries, including algorithmic 

dependency, creator branding, participatory communities, and platform-mediated 

entrepreneurship. As digital markets continue evolving, the practices observed within 

indie game studios may therefore offer broader insights into the future development of 

entrepreneurial marketing in creative and digital economies. 

11.5. Discussion 

Regarding the first research question, marketing was enacted through recurring and 

situated practices such as posting content, interacting with online communities, 

monitoring platform data, attending industry events, coordinating internally, and 

integrating promotional thinking into product development. These activities were often 

distributed across multiple team members rather than assigned to a specialist. This 

supports practice-theoretical arguments that organizational phenomena are constituted 
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through shared everyday activity rather than solely through formal structures 

(Reckwitz, 2002; Schatzki, 2003). 

 

Regarding the second research question, practitioners tended to define marketing 

pragmatically rather than theoretically. Activities were considered marketing when they 

helped people discover, understand or engage with the game. At the same time, many 

participants carried out clearly promotional or relational activities without explicitly 

labelling them as marketing. This indicates a distinction between enacted practice and 

explicit conceptual awareness. Marketing competence was present, but often tacit and 

embodied in routines rather than formally articulated. 

 

Regarding the third research question, several recurring practices were identified: 

continuous community engagement through platforms such as Discord and social 

media; creation of visual and textual content; monitoring wishlists and analytics; 

networking with peers, influencers, and industry actors; internal coordination of tasks; 

and repurposing development work into promotional material. These findings suggest 

that marketing in indie studios is highly hybridised, combining communication, 

analytics, relationship management, and product development. 

 

Regarding the fourth research question, the study extends current understandings of 

marketing-as-practice by demonstrating that marketing can emerge effectively even 

where formal marketing knowledge is limited or absent. Existing frameworks often 

assume professional marketers, dedicated departments, or established expertise. This 

study instead shows that developers, founders, and creators can become carriers of 

marketing practices through iterative learning and everyday participation. 

Adopting a practice theory perspective has shaped the way this thesis understands 

marketing and entrepreneurship in indie game development. Rather than viewing 

marketing as a separate business function or a formalized strategic process, this 

perspective highlights how marketing emerges through everyday actions, interactions, 

routines, and improvisations performed by indie developers in their daily work 

(Reckwitz, 2002; Nicolini, 2011; Gherardi, 2012). This became particularly relevant in 

the context of small game studios, where structured marketing departments rarely exist 

and where developers themselves continuously shift between creative, technical, and 

promotional roles. 
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The empirical findings of this thesis reflect the central argument of practice theory 

that social reality is constituted through practices rather than isolated individual 

decisions (Schatzki, 2003; Warde, 2005). Across the studied studios, marketing was not 

experienced as a stable organizational function but as something enacted through 

recurring activities such as posting on social media, interacting with players on Discord, 

participating in gaming events, sharing development updates, or adapting content to 

platform algorithms. These practices became embedded in the studios’ everyday 

routines and were shaped by available resources, platform infrastructures, and 

community expectations. This aligns with Skålén et al. (2023), who argue that 

marketing should be understood as value-creating activity emerging through situated 

practices. 

 

The practice lens also helped reveal how entrepreneurial action is deeply connected 

to uncertainty, experimentation, and continuous adaptation. Indie developers rarely 

followed predefined marketing plans; instead, they adjusted their activities based on 

audience reactions, platform visibility, or resource limitations. This supports 

entrepreneurship-as-practice research, which views entrepreneurship as something 

people “do” through situated action rather than something individuals inherently “are” 

(Johannisson, 2011; Thompson et al., 2020; Teague et al., 2021). The findings 

demonstrate that entrepreneurial marketing in indie studios is often improvised, 

intuitive, and highly relational, reflecting the arguments of Gross et al. (2014) and 

Morrish et al. (2010). 

 

Furthermore, the study illustrates how practices are interconnected and cannot be 

analyzed in isolation. Developers simultaneously engaged in game production, 

branding, networking, community management, and strategic positioning. These 

overlapping activities reflect the “nexus of practices” discussed by Hui et al. (2016), 

where multiple practices intersect and shape one another. In many cases, gameplay 

development itself became a marketing practice, as studios intentionally designed 

content that could generate visibility on TikTok, Steam, or YouTube. This also 

resonates with Kozinets’ (2022) discussion of algorithmic branding, where platform 

infrastructures increasingly influence how marketing practices are performed and 

valued. 
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Another important reflection concerns the collective and social nature of practice. 

The findings showed that marketing knowledge was often learned informally through 

communities, online observation, experimentation, and interaction with other 

developers rather than through formal education or strategic frameworks. This reflects 

Feldman and Orlikowski’s (2011) argument that practices are socially organized and 

continuously reproduced through participation. It also connects to Gross and 

Laamanen’s (2018) discussion of the “knowledgeable practitioner,” where professional 

knowing emerges from practical engagement rather than abstract theoretical expertise. 

 

The findings may also be interpreted through a knowledge management 

perspective. Consistent with Durst and Edvardsson (2012) and Durst and Wilhelm 

(2012), marketing knowledge within indie game studios appeared largely tacit, 

experiential and embedded within individuals rather than codified organizational 

routines. Participants often relied on learning-by-doing, peer interactions, observation 

of competitors and continuous experimentation to develop marketing capabilities. This 

suggests that marketing knowledge in SMEs functions as a practice-based 

organizational resource that is difficult to separate from everyday entrepreneurial 

activity and therefore may remain invisible to practitioners themselves. 

 

From a broader theoretical perspective, practice theory provided a useful 

framework for understanding the complexity and fluidity of SMEs. Traditional 

marketing theories often assume stable organizational structures, clear divisions of 

labor, and formal planning processes (Webster, 2002; Ruekert et al., 1985). However, 

the realities observed in this thesis demonstrate that indie studios operate in highly 

dynamic environments characterized by limited resources, unstable visibility and 

platform dependency. Practice theory therefore allowed this research to capture the 

messy, adaptive and processual nature of marketing work more effectively than 

traditional managerial perspectives. 

 

At the same time, the application of practice theory also created challenges. Because 

practices are highly contextual and constantly evolving, it becomes difficult to clearly 

separate where one practice begins and another ends. Marketing, community building, 

branding, and development activities often overlapped in the empirical material. This 

reflects critiques within practice theory research regarding the complexity of defining 
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practices analytically (Jarzabkowski et al., 2016; Seidl & Whittington, 2014). 

Nevertheless, embracing this complexity was important for capturing the realities of 

indie game development rather than forcing the findings into rigid theoretical 

categories. 

 

Strategy is shaped not only internally within organizations but also externally 

through interactions with audiences, communities, collaborators, and platforms 

(Jarzabkowski et al., 2016; Vaara & Whittington, 2012). In indie game development, 

community feedback, influencer engagement, online visibility, and player participation 

significantly influence strategic direction and market positioning (Freeman et al., 2020; 

Schau et al., 2009). This reflects Kjellberg and Helgesson’s (2007) argument that 

markets are continuously performed through interconnected practices and relationships. 

 

Another important contribution of SaP is its methodological orientation toward 

studying practices empirically through observations, interviews, diaries and process-

based qualitative methods (Jarzabkowski & Spee, 2009; Gherardi, 2012). This 

methodological emphasis aligns closely with the abductive and qualitative design of 

this thesis, which seeks to understand how marketing and strategic activities are enacted 

in practice by indie developers rather than relying solely on formal organizational 

narratives. By focusing on everyday activities, SAP allows this study to capture the 

lived realities of strategic work within indie studios. 

 

The literature also helped explain why strategic activities in indie game studios 

often appear fragmented, informal and iterative. Chia and MacKay (2007) argue that 

strategizing is frequently shaped through practical coping and ongoing adjustments 

rather than deliberate rational planning. This became highly visible in the findings, 

where developers adjusted their marketing activities based on platform algorithms, 

audience engagement, financial limitations, or unexpected opportunities. The empirical 

material therefore supports the SAP perspective that strategy is continuously performed 

and reconstructed through situated action (Jarzabkowski et al., 2007; Vaara & 

Whittington, 2012). 

 

Another important reflection concerns the role of digital platforms in shaping 

strategy practices. The literature increasingly emphasizes materiality and sociomaterial 
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arrangements in strategizing (Jarzabkowski et al., 2016; Feldman & Orlikowski, 2011). 

In this thesis, platforms such as Steam, TikTok, Discord, and YouTube were not passive 

distribution channels but active structures influencing visibility, timing, communication 

styles, and strategic priorities. Kozinets’ (2022) concept of algorithmic branding 

became particularly relevant for understanding how strategic decisions were influenced 

by platform infrastructures and algorithmic logics. 

 

The SAP literature also contributed to understanding strategy as collective rather 

than individual. Strategic direction often emerged collaboratively between developers, 

communities, players, and online audiences rather than solely from founders or 

managers. This reflects Jarzabkowski et al.’s (2016) argument that strategizing involves 

interconnected actors, practices, and contexts. Similarly, Schau et al. (2009) 

demonstrate how communities contribute to value creation through shared practices, 

which resonates with how indie studios relied heavily on community participation and 

feedback. 

 

At the same time, engaging with SAP literature revealed certain analytical 

challenges. Because practices overlap and continuously evolve, distinguishing between 

marketing, entrepreneurship, development and strategy became difficult. Many 

activities simultaneously served multiple purposes. For example, posting gameplay 

footage could function as community engagement, branding, market testing, and 

strategic positioning at the same time. This complexity reflects critiques raised by Seidl 

and Whittington (2014) regarding the expanding and increasingly fluid boundaries of 

SAP research. 

 

Skålén et al. (2023) conceptualize marketing-as-practice as value-creating 

marketing activity emerging through situated performances and interconnected 

practices. This understanding becomes particularly important within indie game 

development, where visibility and audience engagement are often created through 

ongoing interactions with gaming communities and digital platforms rather than 

through traditional advertising campaigns. Similarly, Schau et al. (2009) demonstrate 

how value is co-created through community practices, highlighting the active role of 

audiences in shaping marketing outcomes. 
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An important contribution of EaP is its recognition of improvisation, intuition and 

experimentation as central aspects of marketing work (Gross et al., 2014; Vanharanta 

et al., 2014). Indie developers often operate under conditions of uncertainty, financial 

precarity and limited resources, requiring them to continuously adapt their marketing 

activities in response to platform changes, audience behaviour, and market trends. 

These adaptive practices align closely with entrepreneurial marketing literature 

emphasizing flexibility, opportunity recognition, and relational engagement (Morrish 

et al., 2010; Hills & Hultman, 2011). 

 

At the same time, the literature also reveals a tension between agency and structure. 

While practice theories successfully illuminate creativity, improvisation, and situated 

action, they sometimes risk underestimating how digital infrastructures, platform 

capitalism, and market inequalities constrain practitioners (Kozinets, 2022; Chia et al., 

2020). Reflecting on this tension became particularly important in this study because 

many studios demonstrated high levels of creativity and entrepreneurial initiative while 

still struggling with visibility, algorithmic dependence, and resource limitations. 

Consequently, this study understands practices not simply as expressions of free agency 

but as negotiated activities shaped by broader technological and market conditions. 

 

Overall, practice theory contributed significantly to the analytical depth of this 

thesis by enabling a more nuanced understanding of entrepreneurial marketing as lived 

practice. It shifted the focus away from static strategies and toward the everyday 

activities, routines, improvisations, and interactions through which indie developers 

continuously create visibility, legitimacy, and market presence. Through this 

perspective, marketing is understood not simply as promotion, but as an ongoing social 

accomplishment embedded within the everyday work of independent game 

development (Skålen & Hackley, 2011; Vaara & Whittington, 2012). 

12. Conclusion 

This study set out to investigate how marketing is enacted in small indie game 

studios operating without formal marketing education, dedicated marketing 

departments, or structured marketing processes. Drawing on an integrated practice-

theoretical framework combining practice theory, strategy-as-practice (SaP), 
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marketing-as-practice (MaP), and entrepreneurship-as-practice (EaP), the study 

explored how marketing emerges through everyday organizational activities rather than 

through formal managerial systems (Reckwitz, 2002; Schatzki, 2003; Whittington, 

2006; Skålén & Hackley, 2011; Thompson et al., 2020). By focusing on the situated 

activities of practitioners, the study contributes to ongoing discussions regarding how 

organizational realities are produced and reproduced through practice rather than solely 

through formal structures or strategic intentions (Bourdieu, 1977, 1990; Nicolini, 2011; 

Feldman & Orlikowski, 2011). 

 

The findings demonstrate that marketing in indie game studios is not experienced 

as a separate organizational function but as an embedded and ongoing aspect of 

everyday work. Developers continuously engaged in activities such as social media 

management, community engagement, analytics monitoring, networking, content 

creation, platform optimization, and audience interaction while simultaneously 

developing their games. These findings support previous entrepreneurial marketing 

research suggesting that SMEs frequently blur the boundaries between marketing, 

strategy, entrepreneurship, and operational work (Gilmore et al., 2001; Kraus et al., 

2010; Jones & Rowley, 2011; Gross et al., 2014). The study also aligns with SaP 

research emphasizing that strategic activity emerges through situated organizational 

practices rather than solely through deliberate planning processes (Jarzabkowski, 2004; 

Jarzabkowski et al., 2007; Vaara & Whittington, 2012). 

 

Importantly, many participants did not explicitly identify their activities as 

“marketing” despite these activities clearly contributing to visibility, audience 

engagement, and value creation. This finding strongly reflects earlier observations by 

Stokes (2000), Hills et al. (2008), and Kumar (2018), who argue that entrepreneurs 

often engage in marketing activities without labeling them as such. Instead, marketing 

emerged as tacit, experiential, and practice-based knowledge developed through 

experimentation, interaction, and ongoing engagement with platforms and communities 

rather than through formal education or managerial frameworks (Gherardi, 2012; Gross 

& Laamanen, 2018). This further supports practice-theoretical arguments that 

knowledge is enacted through practice and embodied competence rather than existing 

solely as explicit cognitive knowledge (Reckwitz, 2002; Schatzki, 1996, 2003). 
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The findings also reinforce broader MaP perspectives emphasizing that marketing 

should be understood as a situated and relational accomplishment rather than as a 

bounded managerial function (Skålén & Hackley, 2011; Ots & Nyilasy, 2017; Skålén 

et al., 2023). Marketing practices within indie studios were deeply shaped by digital 

infrastructures, platform algorithms, analytics systems, and online communities, 

highlighting the socio-material dimensions of practice emphasized within 

contemporary practice theory (Orlikowski, 2007; Kozinets, 2022; Chia et al., 2020). 

Steam pages, Discord communities, TikTok content, analytics dashboards, and social 

media algorithms functioned not merely as tools but as active mediators shaping what 

practitioners could do and how visibility was achieved (Berglund & Glaser, 2021). 

 

Furthermore, the study demonstrates the interconnectedness of strategy, 

entrepreneurship, and marketing within SMEs. Activities such as community 

interaction, content creation, and platform adaptation simultaneously functioned as 

entrepreneurial, strategic, and marketing practices. This supports earlier arguments 

within practice-based research that organizational activities cannot easily be separated 

into distinct functional categories in entrepreneurial contexts (Gross et al., 2014; 

Kohtamäki et al., 2022; Hui et al., 2016). In indie studios particularly, strategic visibility 

work emerged through continuous adaptation, experimentation, and interaction rather 

than through formal strategic planning (Chia, 2004; Chia & MacKay, 2007). 

 

Based on these findings, this thesis proposes the concept of Entrepreneurial 

Marketing as Practice (EMaP). EMaP conceptualizes marketing as an emergent set of 

situated, adaptive, and value-creating practices enacted through entrepreneurial work 

under conditions of uncertainty, resource scarcity, and limited formal expertise. Rather 

than conceptualizing entrepreneurial marketing primarily through orientations or 

capabilities (Morris et al., 2002; Hills & Hultman, 2011; Alqahtani et al., 2022), EMaP 

shifts analytical attention toward the concrete activities, interactions, tools, and routines 

through which marketing is practically accomplished. In doing so, the study contributes 

to extending entrepreneurial marketing into a more empirically grounded and practice-

oriented framework. The framework is not proposed as universally generalizable but as 

analytically useful for understanding marketing work in resource-constrained creative 

industries. 
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Methodologically, the study also contributes by demonstrating the usefulness of 

diary-based qualitative methods for capturing everyday organizational practices. While 

interviews provide retrospective reflections, the work diaries enabled insight into 

routine, fragmented, and often overlooked activities that may otherwise remain 

invisible (Feldman & Orlikowski, 2011; Gherardi, 2012). This methodological 

approach proved particularly valuable for examining tacit and informal practices 

embedded within everyday workflows. 

 

At the same time, the study highlights the structural limitations and challenges 

facing indie game studios operating within platformized digital economies. Although 

entrepreneurial marketing practices enabled adaptability and creativity, practitioners 

remained heavily dependent on platform algorithms, visibility systems, and digital 

infrastructures largely outside their control (Chia et al., 2020; Kozinets, 2022). This 

reinforces critiques within MaP and digital marketing literature suggesting that 

platform dependency and unequal visibility structures shape the possibilities and 

limitations of entrepreneurial action (Dolbec et al., 2022). 

 

Overall, this thesis contributes theoretically, empirically, and methodologically to 

practice-based research and entrepreneurial marketing literature. Theoretically, it 

extends existing understandings of entrepreneurial marketing through the concept of 

Entrepreneurial Marketing as Practice (EMaP). Empirically, it provides insight into 

how marketing is enacted within indie game studios operating without formal 

marketing expertise. Methodologically, it demonstrates how diary-based methods can 

capture the situated and processual nature of organizational activity. More broadly, the 

study reinforces the importance of examining what practitioners actually do in everyday 

organizational life rather than relying solely on formal managerial categories or abstract 

organizational models (Whittington, 2006; Skålén et al., 2023; Thompson et al., 2020). 

13. Ethical Considerations 

This study was conducted in accordance with established ethical principles for 

qualitative social science research, with particular attention given to informed consent, 

confidentiality, anonymity, voluntary participation, and the responsible handling of 

sensitive data. Since the research focused on small indie game studios operating within 
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relatively niche professional networks in Västra Götaland, ethical considerations 

became especially important due to the potential identifiability of participants despite 

anonymization efforts. 

All participants were informed about the purpose of the study, the nature of their 

participation, and how the collected material would be used prior to the beginning of 

data collection. Participation was entirely voluntary, and participants were informed 

that they could withdraw from the study at any stage without providing justification. 

Informed consent was obtained before the diary period and interviews commenced. 

Participants were also informed that the study focused on everyday work practices 

rather than evaluating business performance or professional competence. 

Because the study relied on work diaries documenting everyday activities over a 

two-week period, particular ethical attention was paid to the possibility that participants 

could unintentionally disclose commercially sensitive information, confidential 

development processes, or internal organizational issues. Indie game studios often 

operate under uncertain financial conditions and highly competitive market 

environments (Jørgensen, 2017; Farmer, 2021), meaning that information related to 

platform strategies, community management, development progress, or marketing 

approaches could potentially affect studios if disclosed publicly. To minimize this risk, 

all identifying information, including studio names, personal names, project titles, and 

specific platform references, was anonymized during transcription and analysis. 

Additionally, participants were encouraged not to include confidential business 

information or personally sensitive material within their diary entries. 

Furthermore, because the indie game industry is frequently characterized by 

precarious labour conditions, emotional investment, long working hours, and financial 

uncertainty (Weststar, 2015; Styhre & Remneland-Wikhamn, 2021), there was also a 

need to approach participants respectfully and avoid placing unnecessary demands on 

their time. The diary structure was therefore intentionally designed to remain relatively 

flexible and minimally intrusive, allowing participants to document activities in ways 

that suited their work routines. 

Finally, all collected data were securely stored and handled in accordance with data 

protection principles and university ethical guidelines. Access to raw data was restricted 
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to the researchers, and all material was used solely for academic purposes related to this 

thesis. 

14. Future Research 

This study contributes to entrepreneurial marketing and practice-based research by 

examining how marketing is enacted in everyday organizational life within small indie 

game studios. However, several opportunities remain for future research to further 

develop and extend the findings of this study. 

 

First, future studies could further develop the proposed concept of Entrepreneurial 

Marketing as Practice (EMaP) through comparative empirical research across different 

industries and organizational contexts. Comparative studies could help determine 

whether the practices identified in this research are specific to game development or 

reflect broader patterns within entrepreneurial and creative work environments (Gross 

et al., 2014; Thompson et al., 2020). 

 

Second, future research could explore entrepreneurial marketing practices 

longitudinally. The present study captured practices during a relatively limited two-

week period, which provided valuable insight into everyday activity but could not fully 

capture how practices evolve over longer timeframes. Since practice theory emphasizes 

the recursive and evolving nature of practices (Schatzki, 2003; Feldman & Orlikowski, 

2011), longitudinal studies could examine how marketing practices change throughout 

different stages of studio development, product launches, funding cycles, or platform 

shifts. 

 

Another important avenue for future research concerns marketing knowledge and 

informal learning. The findings suggest that participants developed marketing 

competencies primarily through practice, experimentation, observation, and interaction 

rather than through formal education. Future studies could therefore examine how 

entrepreneurial actors learn marketing informally. Such research could contribute to 

broader discussions regarding tacit knowledge, situated learning, and practical 

competence within entrepreneurial environments (Gherardi, 2012; Gross & Laamanen, 

2018). 
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Finally, future research could further examine the intersection between strategy-as-

practice, marketing-as-practice, and entrepreneurship-as-practice. This study found that 

strategic, entrepreneurial, and marketing activities were deeply intertwined within 

everyday work. However, existing literature still often treats these domains separately 

(Kohtamäki et al., 2022; Skålén et al., 2023). Further research could therefore 

contribute to developing more integrated practice-based frameworks capable of 

explaining how multiple organizational practices overlap, interact, and co-evolve 

within SMEs and entrepreneurial ecosystems. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

  96 

References 

Al-Mulla Hasan, M. (2026). Marketing transformations from organizations to crowds: 

A theoretical reading of crowd marketing as a modern perspective on classical 

marketing. Tanmiyat Al-Rafidain, 45, 281-304. 

https://doi.org/10.33899/tanra.v45i149.55962 

Alqahtani, N., Uslay, C., & Yeniyurt, S. (2022). Entrepreneurial marketing and firm 

performance: Scale development, validation, and empirical test. Journal of Strategic 

Marketing, 1-22. https://doi.org/10.1080/0965254X.2022.2059773 

Anas, A. F. (2025). Marketing challenges in entrepreneurship: Perspectives from 

business students. Merits, 5(7), 1-17. DOI: 10.3390/merits5010007 

Avatavului, C., Sandu, I. O., Iovita, C., Vasile, B., Duta, C., Boiangiu, C. A., Voncilă, 

M. L., Tarbă, N. (2025). Indie vs AAAs: A Fair Comparison, Journal of Information 

Systems & Operations Management, 17(2), 23-44. 

Baltezarević, R., Baltezarević, B., & Baltezarević, V. (2018). The video gaming 

industry: From play to revenue. International Review, 3(4), 71-76. 

https://doi.org/10.5937/intrev1804071b 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 

Management, 17(1), 99–120. https://doi.org/10.1177/014920639101700108 

Ben-Hafaïedh, C., Champenois, C., Cooney, T. M., & Schjoedt, L. (2024). 

Entrepreneurship as collective action: The next frontier. International Small Business 

Journal: Researching Entrepreneurship, 42(1), 3-13. 

https://doi.org/10.1177/02662426231208369 

Berglund, H., & Glaser, V. (2021). Research handbook of Entrepreneurship as 

practice, Edward Elgar Publishing, https://doi.org/10.4337/9781788976831.00017 

Blancaflor, E., & Miguel, J. M. G. S. (2022). Analyzing digital game distribution in 

gaming industry: A case study. In Proceedings of the 2nd Indian International 

Conference on Industrial Engineering and Operations Management, 674–681, 

https://doi.org/10.46254/in02.20220232 

https://doi.org/10.33899/tanra.v45i149.55962
https://doi.org/10.1080/0965254X.2022.2059773
https://doi.org/10.5937/intrev1804071b
https://doi.org/10.1177/014920639101700108
https://doi.org/10.1177/02662426231208369
https://doi.org/10.4337/9781788976831.00017
https://doi.org/10.46254/in02.20220232


 

  97 

Boopathi, M., Sharma, N., Raj, R., Patil, P. S., & Dhamija, A. (2025). Entrepreneurial 

marketing: Analyzing the effects of social media marketing on business enterprise 

performance. Journal of Marketing Communications, 1-27. 

https://doi.org/10.1080/13527266.2025.2590533 

Bourdieu, P. (1977). Outline of a theory of practice. Cambridge University Press. 

Bourdieu, P. (1990). The logic of practice. Stanford University Press. 

Bromiley, P., & Rau, D. (2014). Towards a practice-based view of strategy. Strategic 

Management Journal, 35(8), 1249-1256. DOI: 10.1002/smj.2238 

Brownlie, D., Hewer, P., & Ferguson, P. (2007). Theory into practice: Meditations on 

cultures of accountability and interdisciplinarity in marketing research. Journal of 

Marketing Management, 23(5), 395-409. DOI: 10.1362/026725707X212739 

Browne, S., Sharkey-Scott, P., Mangematin, V., et al. (2014). Adapting a book to make 

a film: How strategy is adapted through professional practices of marketing middle 

managers. Journal of Marketing Management, 30(9-10), 949-973. DOI: 

10.1080/0267257X.2014.933867 

Bryman, A. & Bell, E. (2007). Business Research Method. Oxford University Press, 2nd 

edition, DOI: 10.1093/hebz/9780198869443.001.0001. 

Burgess, J., & Grace, A. (2025). Exploring effective marketing training for video game 

developers. In Proceedings of DiGRA Australia 2025. 

Chalmers, D. M., & Shaw, E. (2017). The endogenous construction of entrepreneurial 

contexts: A practice-based perspective. International Small Business Journal: 

Researching Entrepreneurship, 35(1), 19-39. 

https://doi.org/10.1177/0266242615589768 

Champenois, C., Lefebvre, V., & Ronteau, S. (2020). Entrepreneurship as practice: 

Systematic literature review of a nascent field. Entrepreneurship & Regional 

Development, 32(3-4), 281-312. DOI: 10.1080/08985626.2019.1641975 

https://doi.org/10.1080/13527266.2025.2590533
https://doi.org/10.1177/0266242615589768


 

  98 

Chen, X., Zhou, D., Zhan, Z., & Lu, R. (2023). When do you enter? Entrepreneurial 

firms’ entry timing and product performance in the digital platform market. 

Sustainability, 15, 5313. https://doi.org/10.3390/su15065313 

Chia, R. (2004). Strategy-as-practice: Reflections on the research agenda. European 

Management Review, 1(1), 29-34. https://doi.org/10.1057/palgrave.emr.1500012 

Chia, R., & MacKay, B. (2007). Post-processual challenges for the emerging strategy-

as-practice perspective: Discovering strategy in the logic of practice. Human Relations, 

60(1), 217-242. https://doi.org/10.1177/0018726707075291 

Chia, A., Keogh, B., Leorke, D., & Nicoll, B. (2020). Platformisation in game 

development. Internet Policy Review, 9(4). https://doi.org/10.14763/2020.4.1515 

Chooset, N., & Sukhabot, S., (2025). Developing entrepreneurial marketing dimensions 

for SMEs in the digital era: a grounded theory approach. Cogent Business & 

Management, 12(1). DOI: 10.1080/23311975.2025.2480748. 

Collinson, E. M., & Shaw, E. (2001). Entrepreneurial marketing: A historical 

perspective on development and practice. Management Decision, 39(9), 761-766. DOI: 

10.1108/EUM0000000006221 

Coviello, N. E., Brodie, R. J., Danaher, P. J., et al. (2002). How firms relate to their 

markets: An empirical examination of contemporary marketing practices. Journal of 

Marketing, 66(3), 33-46. DOI: 10.1509/jmkg.66.3.33.18500 

Covin, J. G., & Slevin, D. P. (1989). Strategic management of small firms in hostile 

and benign environments. Strategic Management Journal, 10(1), 75–87. 

https://doi.org/10.1002/smj.4250100107 

Creswell, J., W., & Creswell, J., D. (2018) Research Design: Qualitative, Quantitative, 

and Mixed Methods Approaches, SAGE Publications, Inc. 

Creswell, J., W., & Poth, C., N., (2018), Qualitative Inquiry and Research Design 

Choosing among Five Approaches, 4th Edition, SAGE Publications, Inc. 

https://doi.org/10.3390/su15065313
https://doi.org/10.1057/palgrave.emr.1500012
https://doi.org/10.1177/0018726707075291
https://doi.org/10.14763/2020.4.1515
https://doi.org/10.1002/smj.4250100107


 

  99 

Davidsson, P. (2015). Entrepreneurial opportunities and the entrepreneurship nexus: A 

re-conceptualization. Journal of Business Venturing, 30(5), 674-695. 

https://doi.org/10.1016/j.jbusvent.2015.01.002 

Dibb, S., Simões, C., & Wensley, R. (2014). Establishing the scope of marketing 

practice: Insights from practitioners. European Journal of Marketing, 48(1-2), 380-404. 

DOI: 10.1108/EJM-04-2011-0212 

Dolbec, P. Y., Arsel, Z., & Aboelenien, et al. (2022). A practice perspective on market 

evolution: How craft and commercial coffee firms expand practices and develop 

markets. Journal of Marketing. 86(6). 50-69.  

https://doi.org/10.1177/00222429221093624 

Donnelly, C., Simmons, G., Armstrong, G., & Fearne, A. (2013). Digital loyalty card 

‘big data’ and small business marketing: Formal versus informal or complementary? 

International Small Business Journal, 33(4), 422-442. 

https://doi.org/10.1177/0266242613502691 

Durst, S., & Edvardsson, I. R. (2012) Knowledge management in SMEs: a literature 

review, Journal of knowledge Management, 16(6), 879-903. DOI 

10.1108/13673271211276173 

Durst, S., Wilhelm, S. (2012), Knowledge management and succession planning in 

SMEs, Journal of Knowledge Management, 16(4). 637-649, 

DOI: https://doi.org/10.1108/13673271211246194 

Echeverri, P., & Skålén, P. (2011). Co-creation and co-destruction: A practice-theory 

based study of interactive value formation. Marketing Theory, 11(3), 351-373. 

https://doi.org/10.1177/1470593111408181 

Farmer, C. (2021). Arrested (game) development: Labour and lifestyles of independent 

video game creators in Cape Town. Social Dynamics, 47(3), 455-471. 

https://doi.org/10.1080/02533952.2021.1999632 

Feldman, M. S., & Orlikowski, W. J. (2011). Theorizing practice and practicing theory. 

Organization Science, 22(5), 1240-1253. DOI: 10.2307/41303116 

https://doi.org/10.1016/j.jbusvent.2015.01.002
https://doi.org/10.1177/00222429221093624
https://doi.org/10.1177/0266242613502691
https://doi.org/10.1108/13673271211246194
https://doi.org/10.1177/1470593111408181
https://doi.org/10.1080/02533952.2021.1999632


 

  100 

Franco, M., De Fátima Santos, M., Ramalho, I., & Nunes, C. (2014). An exploratory 

study of entrepreneurial marketing in SMEs: The role of the founder-entrepreneur. 

Journal of Small Business and Enterprise Development, 21(2), 265–283. 

https://doi.org/10.1108/JSBED-10-2012-0112 

Freeman, G., McNeese, N., Bardzell, J., & Bardzell, S. (2020). “Pro-amateur”-driven 

technological innovation. Proceedings of the ACM on Human-Computer Interaction, 

4(GROUP), 1–22. https://doi.org/10.1145/3375184 

Fürst, A., Gabrielsson, M., Gabrielsson, P., & Prigge, J.-K. (2023). The role of 

marketing in new ventures: How marketing activities should be organized in firms’ 

infancy. Journal of the Academy of Marketing Science, 51(5), 966–989. 

https://doi.org/10.1007/s11747-022-00920-4 

George, G., & Bock, A. J. (2011). The business model in practice and its implications 

for entrepreneurship research. Entrepreneurship Theory and Practice, 35(1), 83–111.  

DOI: 10.2139/ssrn.1490251 

Gherardi, S. (2012). How to conduct a practice-based study: Problems and methods. 

Edward Elgar. 

Gilmore, A., Carson, D., & Grant, K. (2001). SME marketing in practice. Marketing 

Intelligence & Planning, 19(1), 6–11. https://doi.org/10.1108/02634500110363583 

Goh, E., Al-Tabbaa, O., Khan, Z., (2023), Unravelling the Complexity of the Video 

Game Industry: An Integrative Framework and Future Research Directions, Telematics 

and Informatics Reports. 12(8), DOI: 100100. 10.1016/j.teler.2023.100100. 

Golsorkhi, D., Rouleau, L., Seidl, D., & Vaara, E. (2010). Cambridge handbook of 

strategy as practice. Cambridge University Press. 

Grönroos, C. (2006). On defining marketing: Finding a new roadmap for marketing. 

Marketing Theory, 6(4), 395–417. https://doi.org/10.1177/1470593106069930 

Gross, N., Carson, D., & Jones, R. (2014). Beyond rhetoric: Re-thinking entrepreneurial 

marketing from a practice perspective. Journal of Research in Marketing and 

Entrepreneurship, 16(2), 105–127. https://doi.org/10.1108/JRME-01-2014-0003 

https://doi.org/10.1108/JSBED-10-2012-0112
https://doi.org/10.1145/3375184
https://doi.org/10.1007/s11747-022-00920-4
https://doi.org/10.1108/02634500110363583
https://doi.org/10.1177/1470593106069930
https://doi.org/10.1108/JRME-01-2014-0003


 

  101 

Gross, N., & Laamanen, M. (2018). The knowledgeable marketing practitioner: 

Practice and professional knowing in marketing work. Journal of Marketing 

Management, 34(13–14), 1172–1195. DOI: 10.1080/0267257X.2018.1542412 

Guevara-Villalobos, O., (2011), Cultures of independent game production: Examining 

the relationship between community and labour, Proceedings of DiGRA 2011 

Conference: Think Design Play 

Hadiyati, E., Martaleni, & Suprayitno. (2018). Traditional marketing practice model 

and entrepreneurship marketing in SMEs in Indonesia. International Journal of 

Business and Management, 14(1), 95. https://doi.org/10.5539/ijbm.v14n1p95 

Hidayati, H. A., Astuti, E. S., Kusumawati, A., & Iqbal, M. (2025). The nexus between 

entrepreneurial and market orientation on digital marketing capabilities and marketing 

performance of SMEs in emerging markets. Cogent Business & Management, 12(1), 

1–19. https://doi.org/10.1080/23311975.2025.2526150 

Hills, G. E., & Hultman, C. M. (2011). Academic Roots: The Past and Present of 

Entrepreneurial Marketing. Journal of Small Business & Entrepreneurship, 24, 1-10. 

https://doi.org/10.1080/08276331.2011.10593521 

Hills, G. E., Hultman, C. M., & Miles, M. P. (2008). The evolution and development 

of entrepreneurial marketing. Journal of Small Business Management, 46(1), 99–112. 

https://doi.org/10.1111/j.1540-627X.2007.00234.x 

Hui, A., Schatzki, T. R., & Shove, E. (Eds.). (2016). The nexus of practices: 

Connections, constellations, practitioners. Routledge. 

https://doi.org/10.4324/9781315560816 

Jalonen, K., Schildt, H., & Vaara, E. (2018). Strategic concepts as micro level tools in 

strategic sensemaking. Strategic Management Journal, 39(10), 2794–2826. DOI: 

10.1002/smj.2924 

Jarzabkowski, P. (2004). Strategy as practice: Recursiveness, adaptation, and practices-

in-use. Organization Studies, 25(4), 1-35. DOI: 10.1177/0170840604040675 

https://doi.org/10.5539/ijbm.v14n1p95
https://doi.org/10.1080/23311975.2025.2526150
https://doi.org/10.1111/j.1540-627X.2007.00234.x
https://doi.org/10.4324/9781315560816


 

  102 

Jarzabkowski, P., Balogun, J., & Seidl, D. (2007). Strategizing: The challenges of a 

practice perspective. Human Relations, 60(1), 5–27. DOI: 10.1177/0018726707075703 

Jarzabkowski, P., Kaplan, S., Seidl, D., & Whittington, R. (2016). On the risk of 

studying practices in isolation: Linking what, who, and how in strategy research. 

Strategic Organization, 14(3), 248–259. https://doi.org/10.1177/1476127015604125 

Jarzabkowski, P., Lê, J. K., Seidl, D., & Vaara, E. (2025). Two decades of 

revolutionizing strategy research: How strategy-as-practice illuminates the complex, 

dynamic and consequential ways of doing strategy. Academy of Management 

Collections, 4, 55–76. https://doi.org/10.5465/amc.2023.0005 

Jarzabkowski, P., & Spee, P. (2009). Strategy-as-practice: A review and future 

directions for the field. International Journal of Management Reviews, 11, 69–95. 

https://doi.org/10.1111/j.1468-2370.2008.00250.x 

Jarzabkowski, P., Seidl, D., & Balogun, J. (2022). From germination to propagation: 

Two decades of strategy-as-practice research and potential future directions. Human 

Relations, 75(8), 1533–1559. https://doi.org/10.1177/00187267221089473 

Johannisson, B. (2011). Towards a practice theory of entrepreneuring. Small Business 

Economics, 36(2), 135–150. https://doi.org/10.1007/s11187-009-9212-8 

Johnson, G., Melin, L., Whittington, R., (2003). Micro Strategy and Strategizing: 

Towards an Activity-Based View, Journal of Management Studies. 40(1), 

DOI:10.1111/1467-6486.t01-2-00002. 

Jones, R., & Rowley, J. (2011). Entrepreneurial marketing in small businesses: A 

conceptual exploration. International Small Business Journal, 29(1), 25–36. 

https://doi.org/10.1177/0266242610369743 

Jørgensen, K. (2017). Newcomers in a global industry: Challenges of a Norwegian 

game company. Games and Culture, 14(6), 660–679. 

https://doi.org/10.1177/1555412017723265 

Kasurinen, J., Palacin-Silva, M., & Vanhala, E. (2017). What concerns game 

developers? A study on game development processes, sustainability and metrics. In 

https://doi.org/10.1177/1476127015604125
https://doi.org/10.5465/amc.2023.0005
https://doi.org/10.1111/j.1468-2370.2008.00250.x
https://doi.org/10.1177/00187267221089473
https://doi.org/10.1007/s11187-009-9212-8
https://doi.org/10.1177/0266242610369743
https://doi.org/10.1177/1555412017723265


 

  103 

2017 IEEE/ACM 8th Workshop on Emerging Trends in Software Metrics (WETSoM). 

15–21. https://doi.org/10.1109/WETSoM.2017.3 

Kaushik, S. (2026). Performance marketing: The fifth P in the evolving marketing mix. 

Gurukul International Multidisciplinary Research Journal, 14, 1–7. 

Kharde, S., Sagar, S., Mohite, V., & Kharde, S. (2026). Email marketing, Kripa Drishti 

Publications 

Kjellberg, H., & Helgesson, C. F. (2007). On the nature of markets and their practices. 

Marketing Theory, 7(2), 137–162. DOI: 10.1177/1470593107076862 

Klimas, P., & Czakon, W. (2022). Gaming innovation ecosystem: Actors, roles and co-

innovation processes. Review of Managerial Science, 16, 2213–2259. DOI: 

10.1007/s11846-022-00518-8  

Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: The construct, research 

propositions, and managerial implications. Journal of Marketing, 54(2), 1–18. 

https://doi.org/10.2307/1251866 

Kohtamäki, M., Whittington, R., Vaara, E., & Rabetino, R. (2022). Making 

connections: Harnessing the diversity of strategy-as-practice research. International 

Journal of Management Reviews, 24, 210–232. https://doi.org/10.1111/ijmr.12274 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson 

Education. 

Kozinets, R. V. (2022). Algorithmic branding through platform assemblages: Core 

conceptions and research directions for a new era of marketing and service 

management. Journal of Service Management, 33(3), 437–452. DOI: 10.1108/JOSM-

07-2021-0263 

Kraus, S., Harms, R., & Fink, M. (2010). Entrepreneurial marketing: Moving beyond 

marketing in new ventures. International Journal of Entrepreneurship and Innovation 

Management, 11(1), 19. https://doi.org/10.1504/IJEIM.2010.029766 

https://doi.org/10.1109/WETSoM.2017.3
https://doi.org/10.1111/ijmr.12274
https://doi.org/10.1504/IJEIM.2010.029766


 

  104 

Kumar, R. (2018). Application of entrepreneurial marketing to the marketing mix: Why 

it Matters to SMEs in Malaysia?. Journal of Research in Business and Management, 

6(4), 64-69. DOI: 10.6007/IJARBSS/v8-i12/5079 

Kumar, V. (2018). Transformative marketing: The next 20 years. Journal of Marketing, 

82(4), 1–12. DOI: 10.1509/jm.82.41 

La Pira, F. (2010). Entrepreneurial intuition: An empirical approach. Journal of 

Management and Marketing Research, 1–22. 

Li, Q., & Jarzabkowski, P. (2025). Reinstating the radical: Trajectory, debates, and 

proposals for strategy as practice. Journal of Business Research, 187, 115055. 

https://doi.org/10.1016/j.jbusres.2024.115055 

Lipkin, N., (2013), Examining Indie’s Independence: The Meaning of “Indie” Games, 

the Politics of Production, and Mainstream Co-optation, Loading...  The Journal of the 

Canadian Game Studies Association, 7(11), p. 8-24 

Lumpkin, G. T., & Dess, G. G. (1996). Clarifying the entrepreneurial orientation 

construct and linking it to performance. Academy of Management Review, 21(1), 135–

172. https://doi.org/10.5465/amr.1996.9602161568 

Lysova, E. I., & Khapova, S. N. (2018). Enacting creative calling when established 

career structures are not in place: The case of the Dutch video game industry. Journal 

of Vocational Behavior, 114, 31–43. https://doi.org/10.1016/j.jvb.2018.06.004 

McMullen, J. S., & Shepherd, D. A. (2006). Entrepreneurial action and the role of 

uncertainty in the theory of the entrepreneur. Academy of Management Review, 31(1), 

132–152. https://doi.org/10.5465/AMR.2006.19379628 

Morris, M., Schindehutte, M., & LaForge, R. (2002). Entrepreneurial marketing: A 

construct for integrating emerging entrepreneurship and marketing perspectives. 

Journal of Marketing Theory and Practice, 10, 1–19. 

https://doi.org/10.1080/10696679.2002.11501922 

https://doi.org/10.1016/j.jbusres.2024.115055
https://doi.org/10.1016/j.jvb.2018.06.004
https://doi.org/10.5465/AMR.2006.19379628
https://doi.org/10.1080/10696679.2002.11501922


 

  105 

Morrish, S. C., Miles, M. P., & Deacon, J. H. (2010). Entrepreneurial marketing: 

Acknowledging the entrepreneur and customer-centric interrelationship. Journal of 

Strategic Marketing, 18(4), 303–316. https://doi.org/10.1080/09652541003768087 

Nicolini, D. (2011). Practice theory, work, and organization: An introduction. Oxford 

University Press. 

Nordin, F., & Ravald, A. (2014). Managing relationship gaps: A practitioner 

perspective, Journal of Business Research, 69(7). DOI: 10.1016/j.jbusres.2016.02.018 

Osuagwu, L. (2022). Entrepreneurial marketing: Conceptualizations, dimensional 

peculiarities and research instrumentation. Journal of Business and Entrepreneurship, 

10(2), 122. https://doi.org/10.46273/jobe.v10i2.310 

Ots, M., & Nyilasy, G. (2017). Just doing it: Theorising integrated marketing 

communications (IMC) practices. European Journal of Marketing, 51(3), 490–510. 

DOI: 10.1108/EJM-08-2015-0595 

Parshakov, P., Naidenova, I., & Barajas, A., (2020), Spillover effect in promotion: 

Evidence from video game publishers and eSports tournaments, Journal of Business 

Research, 118, 262-270, 10.1016/j.jbusres.2020.06.036. 

Pereira, L. S. (2022). The elusive “indieness.” Loading, 14(24), 48–69. 

https://doi.org/10.7202/1084838ar 

Porter, M., E., (1985), Competitive Advantage: Creating and Sustaining Superior 

Performance, THE FREE PRESS 

Priem, R. L., & Butler, J. E. (2001). Is the resource-based “view” a useful perspective 

for strategic management research? Academy of Management Review, 26(1), 22–40. 

https://doi.org/10.5465/amr.2001.4011928 

Reckwitz, A. (2002). Toward a theory of social practices: A development in culturalist 

theorizing. European Journal of Social Theory, 5(2), 243–263. 

https://doi.org/10.1177/1368431022222543 

https://doi.org/10.1080/09652541003768087
https://doi.org/10.46273/jobe.v10i2.310
https://doi.org/10.7202/1084838ar


 

  106 

Ruekert, R. W., Walker, O. C., Jr., & Roering, K. J. (1985). The organization of 

marketing activities: A contingency theory of structure and performance. Journal of 

Marketing, 49(1), 13–25. DOI: 10.2307/1251172 

Sadiku-Dushi, N., Leo-Paul, D., & Ramadani, V. (2019). Entrepreneurial marketing 

dimensions and SMEs performance, Journal of Business Research. 100(1), 

DOI:10.1016/j.jbusres.2019.03.025. 

Sarason, Y., Dean, T., & Dillard, J. F. (2006). Entrepreneurship as the nexus of 

individual and opportunity: A structuration view. Journal of Business Venturing, 21(3), 

286–305. https://doi.org/10.1016/j.jbusvent.2005.02.007 

Saunders, M., N., K., Lewis, P., & Thornhill, A. (2019), Research Methods for Business 

Students, 8th Edition, Pearson 

Schatzki, T. R. (1996). Social Practices: A Wittgensteinian Approach to Human 

Activity and the Social. Cambridge University Press. 

https://doi.org/10.1017/CBO9780511527470 

Schatzki, T. (2003). The practice turn in contemporary theory. Scandinavian Journal 

of Management. 19, 385-401. https://doi.org/10.1016/S0956-5221(03)00029-0 

Schau, H. J., Muñiz, A. M., Jr., & Arnould, E. J. (2009). How brand community 

practices create value. Journal of Marketing, 73(5), 30–51. 

https://doi.org/10.1509/jmkg.73.5.30 

Seidl, D., & Whittington, R. (2014). Enlarging the strategy-as-practice research agenda: 

Towards taller and flatter ontologies. Organization Studies, 35, 1407–1421. 

https://doi.org/10.1177/0170840614541886 

Skålén, P. (2009). Managing Service Firms : The Power of Managerial Marketing. 

Presented at the European Marketing Academy, Special topic forum on the Nordic 

School of Service, Nantes, France. Retrieved from 

https://urn.kb.se/resolve?urn=urn:nbn:se:kau:diva-9793 

Skålén, P. (2010). Managing Service Firms : The Power of Managerial Marketing. 

Routlege, DOI: 10.4324/9780203854495 

https://doi.org/10.1016/j.jbusvent.2005.02.007
https://doi.org/10.1016/S0956-5221(03)00029-0
https://doi.org/10.1509/jmkg.73.5.30
https://doi.org/10.1177/0170840614541886


 

  107 

Skålén, P., Cova, B., Gummerus, J., & Sihvonen, A. (2023). Marketing-as-practice: A 

framework and research agenda for value-creating marketing activity. Marketing 

Theory, 23(2), 185–206. https://doi.org/10.1177/14705931221123949 

Skålen, P., & Hackley, C. (2011). Marketing-as-practice: Introduction to the special 

issue. Scandinavian Journal of Management, 27(2), 189–195. 

https://doi.org/10.1016/j.scaman.2011.03.004.  

SteamDB. (n.d.). Steam releases statistics. https://steamdb.info/stats/releases/ (retrieval 

date March 2026) 

Stokes, D. (2000). Putting entrepreneurship into marketing: The processes of 

entrepreneurial marketing. Journal of Research in Marketing and Entrepreneurship, 

2(1), 1–16. https://doi.org/10.1108/14715200080001536 

Styhre, A., & Remneland-Wikhamn, B. (2021). The video game as agencement and the 

image of new gaming experiences: The work of indie video game developers. Culture 

and Organization, 27(6), 476–489. https://doi.org/10.1080/14759551.2021.1919893 

Su, Y., Backlund, P., & Engström, H. (2020). Business intelligence challenges for 

independent game publishing. International Journal of Computer Games Technology, 

2020. 1–8. https://doi.org/10.1155/2020/5395187 

Teague, B., Tunstall, R., Champenois, C., & Gartner, W. (2021). An introduction to 

entrepreneurship as practice (EaP). International Journal of Entrepreneurial Behavior 

and Research, 27(3). DOI: 10.1108/IJEBR-04-2021-872 

Teece, D. J. (2007). Explicating dynamic capabilities: The nature and microfoundations 

of (sustainable) enterprise performance. Strategic Management Journal, 28(13), 1319–

1350. https://doi.org/10.1002/smj.640 

Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic 

management. Strategic Management Journal, 18(7), 509–533. 

https://doi.org/10.1002/(SICI)1097-0266(199708)18:7 

https://doi.org/10.1016/j.scaman.2011.03.004
https://steamdb.info/stats/releases/
https://doi.org/10.1108/14715200080001536
https://doi.org/10.1080/14759551.2021.1919893
https://doi.org/10.1155/2020/5395187
https://doi.org/10.1002/smj.640


 

  108 

The Swedish Game Industry. (2025). Game developer index report (3rd ed.). Retrieved 

on March 2026 from https://www.dataspelsbranschen.se/wp-

content/uploads/2026/01/Game-Developer-Index-2025-ENG-WEB.pdf 

Thompson, N., Verduijn, K., & Gartner, W. (2020). Entrepreneurship-as-practice: 

Grounding contemporary theories of practice into entrepreneurship studies. 

Entrepreneurship & Regional Development, 32, 247–256. 

https://doi.org/10.1080/08985626.2019.1641978 

Tschang, Ted. (2007). Balancing the Tensions Between Rationalization and Creativity 

in the Video Games Industry, Organization Science, 18(6), DOI: 

10.1287/orsc.1070.0299. 

Vaara, E., & Whittington, R. (2012). Strategy-as-practice: Taking social practices 

seriously. Academy of Management Annals, 6, 1–52. 

https://doi.org/10.1080/19416520.2012.672039 

Vanharanta, M., Chakrabarti, R., & Wong, P. (2014). Institutional life of intuitive 

insights: Legitimacy of virtuoso intuitive marketing management. Industrial Marketing 

Management, 43(5), 760–768. https://doi.org/10.1016/j.indmarman.2014.04.006 

Warde, A. (2005). Consumption and theories of practice. Journal of Consumer Culture, 

5(2), 131–153. DOI: 10.1177/1469540505053090 

Webster, F. E., Jr. (2002). The role of marketing and the firm. In B. Weitz & R. Wensley 

(Eds.), Handbook of marketing. 66–83. Sage. 

Welter, F., Baker, T., Audretsch, D. B., & Gartner, W. B. (2016). Everyday 

entrepreneurship - A call for entrepreneurship research to embrace entrepreneurial 

diversity. Entrepreneurship Theory and Practice, 41(3), 311–321. DOI: 

10.1111/etap.12258/full 

Weststar, J. (2015). Understanding video game developers as an occupational 

community. Information, Communication & Society, 18(10), 1238–1252. 

https://doi.org/10.1080/1369118X.2015.1036094 

https://doi.org/10.1080/08985626.2019.1641978
https://doi.org/10.1080/19416520.2012.672039
https://doi.org/10.1016/j.indmarman.2014.04.006
https://doi.org/10.1080/1369118X.2015.1036094


 

  109 

Whittington, R. (2006). Completing the practice turn in strategy research. Organization 

Studies, 27(5), 613–634. DOI: 10.1177/0170840606064101 

Whittington, R., (1996), Strategy as practice, Long Range Planning, 29(5), 731-735, 

https://doi.org/10.1016/0024-6301(96)00068-4. 

Zahara, Z., Ikhsan, S., Santi, I. N., & Farid. (2023). Entrepreneurial marketing and 

marketing performance through digital marketing capabilities of SMEs in post-

pandemic recovery. Cogent Business & Management, 10(2). 

https://doi.org/10.1080/23311975.2023.2204592 

Zhao, W. G. W., & Ba, L. (2022). Studying entrepreneurship-as-practice visually: Data 

strategies and analytical considerations. Frontiers in Psychology, 13, 751270. 

https://doi.org/10.3389/fpsyg.2022.751270 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://doi.org/10.1080/23311975.2023.2204592
https://doi.org/10.3389/fpsyg.2022.751270


 

  110 

Appendix 1  

Diary Instructions as they were given to the participants 

Diary Instructions 

Indie Gaming Marketing Study 

 

Purpose of the journal 

This study explores how marketing and promotion are carried out in everyday work 

within indie game studios. 

We are interested in how marketing happens in practice, from your perspective. 

 

What should you include in your journal? 

We are not interested in everything you do during the day. 

Instead, please focus on activities that you personally perceive as related to marketing, 

promotion, visibility, or reaching players. 

This can include both: 

• Activities you clearly consider “marketing” 

• Activities that might indirectly affect visibility or player engagement 

 

There is no correct definition of marketing in this study. 

We are interested in your own understanding of what counts as marketing. 

 If you are unsure whether something counts, include it. 
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Examples of what to include: 

• Posting on social media 

• Updating your Steam page 

• Talking to players or communities 

• Contacting streamers or press 

• Looking at analytics or wishlist data 

• Discussing how to present or promote the game 

• Deciding when/how to release or share content 

 

Examples of what NOT to include: 

• Pure programming/development tasks 

• Bug fixing or technical work 

• Tasks unrelated to promotion or audience interaction 

(Unless you personally feel they are connected to marketing) 

In short: 

If you think “this helps people discover, understand, or engage with our game” - 

include it. 

 

Daily Entry 

(optional) Beginning of the day (1-2 min): 

• What are you planning to work on today in regard to marketing? 
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(Main Request) End of the day (3-7 min): 

Please briefly describe 

• What did you actually work on today? (related to marketing/promotion) 

• Who did you interact with? (team, players, influencers, etc.) 

• What tools/platforms did you use? (Steam, Discord, social media, etc.) 

• Any spontaneous or unexpected decisions? 

• Any challenges? 

 

 How to write 

• Write freely - bullet points are completely fine 

• No need for formal language 

• No need to “explain” or justify your actions 

• Short, simple notes are perfect 

 

There are no right or wrong answers. 

We are interested in your real, everyday work as it happens. 

 

EXAMPLE ENTRY 

• Posted an update about our game on Twitter and Discord 

• Replied to ~5 comments from players 

• Discussed with team whether we should change the game description on Steam 

• Checked wishlist numbers on Steam (slightly increased after post) 
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• Looked at another indie game’s page for inspiration 

• Messaged a small streamer about trying our demo 

• Decision about posting timing was mostly intuitive 

 

If you have questions please don’t hesitate to write to us! 

 

b22karbr@student.his.se or kallebroberg on discord 

b25dimko@student.his.se or dimikol00 on discord 

Please send us your journal at the end of each week! 
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Appendix 2  

Eligibility questionnaire 

This short form helps us determine eligibility for a 2-week diary study on everyday 

work practices in indie game studios. The data will be used for our master thesis at the 

University of Skövde.  

It takes about 2 minutes to complete.    

Disclaimer - Data Privacy and GDPR Compliance All information you provide, 

including names, indie studio names, and brands, will be treated confidentially and used 

solely for the purpose of this master thesis research. Your data will not be shared 

publicly or disclosed in the final thesis results. We collect this information only to verify 

the authenticity of responses for our supervisor and examiner. This study fully complies 

with GDPR regulations, and your participation is voluntary. You may withdraw your 

data at any time by contacting us. 

 

 

1. What is your role in the studio? 

• Founder 

• Developer 

• Other:  

 

 

2. How many people are currently in your studio?  

• 1-2 

• 3-5 

• 6-10 

• 10+  

 

 

3. Does your studio have a dedicated marketing professional or team?  

A marketing professional or team refers to someone whose primary role is marketing, 

promotion, or communication (e.g., social media manager, marketing manager, PR, 



 

  115 

community manager). If marketing activities are handled informally by developers, 

founders, or team members alongside other responsibilities, please select “No.” 

• Yes 

• No  

 

 

4. How long has your studio been active?  

• Less than 1 year 

• 1-3 years 

• 3-5 years 

• More than 5 years  

 

 

5. Is your studio based in Västra Götaland?  

• No 

• Yes  

 

 

6. Are you willing to write short daily work entries (3-7 minutes) for 2 weeks? 

Starting from Monday 23.03.26, you will be asked to spend 3-7 minutes each working 

day (at least 5 days per week) for two weeks writing brief entries about your daily work 

activities. The purpose is to capture your perceptions of marketing practices and tools 

in your routine. You do not need to report everything you do - just the tasks or actions 

you personally consider as marketing. Your daily entries will remain confidential and 

are only used for this research. 

• Yes  

• No  

 

 

7. GDPR - Consent to Participate By completing this questionnaire, you consent 

to the collection and use of your data (including your name, indie studio name, 

brands and practices) for the purposes of this master thesis research. You 

understand that your responses will remain confidential, will not be shared 

publicly, and will be used only to validate the authenticity of our data for our 
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supervisor and examiner. You may withdraw your consent at any time by 

contacting us. 

• I consent to participate under the terms described above  

• I DO NOT consent to participate under the terms described above 
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Appendix 3 

Semi structured interview questionnaire 

Entrepreneurial Marketing Practices in Small Game Development Studios  

Estimated duration: 5-10 minutes  

Purpose: To understand how marketing is actually practiced in everyday work within 

small game studios  

There are no right or wrong answers - we are interested in your experiences and 

perspecitves.  

With your permission, this questionnaire will be saved and used for research purposes 

only. All data will be treated confidentially and anonymized in the final thesis.  

You are free to skip any question or stop at any time. 

 

Background  

1. Can you briefly describe your studio and your role in it?  

 

 

2. How did you get into game development?  

 

 

3. How would you describe the current stage of your studio?  

• Early-stage  

• Growing  

• Established  

 

 

4. How is marketing handled within your team?  

• One person takes all marketing descisions  

• Descisions are discussed equally within the team  

• External help  

• Other 
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Marketing & Practice 

 

5. When you hear the word marketing, what comes to your mind? 

 

 

6. Which platforms do you use for your marketing communication? (you 

can choose more than 1) 

• Facebook  

• Instagram  

• TikTok  

• LinkedIn  

• Discord  

• Other:  

 

 

7. Are there things you do that you wouldn’t normally call “marketing,” 

but could be considered as such?  

 

 

8. How do you usually decide what marketing actions to take? / Can you give an 

example of a recent marketing-related decision and how you arrived at it?  

 

 

9. Would you say your decisions are more based on: 

• Planning 

• Intuition 

• Reacting to situations  

 

 

10. Can you recall a time when you changed - or chose not to change - something 

based on feedback or trends?  
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11. What is the main limitation affecting your marketing efforts? (Choose 1) 

• Time 

• Budget 

• Knowledge 

• Team 

• Other:  

 

 

12. Can you share a recent example where you had to be creative with limited 

resources? 

 

 

13. Do you believe that official education on marketing is usefull or is it something 

that you can learn by yourself? 

• Official education  

• Self education  

 

 

14. At what point of your game development did you consider marketing? 

• Before the start of development  

• While developing  

• After the finished product  

 

 

15. Has your approach to marketing changed over time? 

• Yes  

• No  

 

 

16. What does success mean for your studio? (Choose 1) 

• Fame 

• Sales  

• Working on your passion  

• Other 
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17. What would you like to do more of in terms of marketing and what is currently 

preventing you from doing that?  

 

 

18. Have you ever felt that marketing conflicts with your identity as a game 

developer? 

• Yes  

• No  

 

19. Has keeping the diary changed how you think about your marketing activities? 

• Yes  

• No  

• Other:  

 

 

20. Is there anything else you would like to add about your experience with 

marketing? 

 

 

21. With your permission, this questionnaire will be saved and used for research 

purposes only. All data will be treated confidentially and anonymized in the 

final thesis. 

• I consent  

• I do not consent 
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Appendix 4 – Personal Reflections 

Dimitra Kolovou 

Working on this thesis has been one of the most demanding but also 

rewarding academic experiences for me. During the Christmas break, me and Karl 

started discussing possible directions for the thesis and quickly realized that we were 

both interested in creating something that would have a practical impact. 

An important early influence on the project was our consultation with 

Lukas Frejd, a gaming marketing expert we met during a workshop at the Science Park 

Skövde. After refining the initial idea, we consulted our supervisor, Danilo Brozovic, 

who helped guide us regarding the theoretical background and the overall direction of 

the project.  

From the start, we tried to organize the project in a collaborative and 

structured way. First, we divided the initial literature review between us - I focused on 

practice theory and practice-based perspectives, while Karl focused on entrepreneurial 

marketing. To coordinate our work, we used Zotero to exchange notes and keep track 

of references. Then together, we created a large database of indie game studios using 

both Karl’s personal contacts and extensive online research. We divided the outreach 

process between us and throughout the process, both of us remained actively involved 

in communication with the participants, scheduling interviews, following up on 

responses and managing practical coordination. When the time came for data analysis, 

Karl focused on the analysis of the journals, while I focused on the interviews. 

However, the thematic development itself became a highly collaborative process. The 

remaining parts of the thesis were also divided equally between us. Over time, we 

developed a workflow where Karl often acted as the “idea generator,” proposing 

conceptual directions and theoretical connections, while I often focused on practical 

implementation, organization and problem-solving. This dynamic worked very well 

because our strengths complemented each other rather than overlapping. 

Despite the pressure, the thesis motivated me to apply for a second 

master’s degree and pursue a PhD. Overall, although the process was demanding, it 

became an experience that contributed significantly to both my academic development 

and personal growth. 
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Karl Broberg 

Writing this master thesis has been both intellectually stimulating and 

challenging. Given my background in video games, the topic was not only personally 

engaging but also highly relevant to my future career. Prior to the study, I explored 

existing literature on marketing practices in indie and SME game studios and found a 

notable lack of research despite the economic and cultural significance of the gaming 

industry. This gap motivated our investigation into how marketing is understood and 

practiced within this context. 

At an early stage, we consulted Lukas Frejd, a marketing professional in 

the gaming industry to identify a research topic with both academic and practical value. 

Guided by our supervisor, we explored several theoretical perspectives before focusing 

on practice theory and entrepreneurial marketing. A key challenge was integrating these 

frameworks into a coherent analytical approach. Through extensive discussion and 

reflection, we found that combining practice theory, entrepreneurial marketing, and 

journaling provided a suitable lens for understanding marketing activities in resource-

constrained and dynamic environments. 

Throughout the project, our collaboration developed complementary 

strengths. While I primarily contributed conceptual ideas and theoretical development, 

Dimitra focused on implementation, organization and identifying relevant literature. 

We utilized digital tools such as Google Drive for collaboration, Zotero for articles and 

notes sharing and Discord for participant recruitment and communication, which 

proved particularly effective within the gaming community. 

Overall, I am highly satisfied with the outcome of this thesis. The project 

allowed us to investigate a relatively underexplored area in marketing research while 

contributing insights that are directly relevant to my professional interests in the gaming 

industry. I’m also glad that this is a somewhat novel context in marketing. Since my 

bachelor's was in video games and it is going to be my domain in which I will work, 

this was a golden opportunity to examine something that is going to be highly relevant 

for me. 
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Thesis Report submitted by Dimitra Kolovou and Karl Broberg to the University of 

Skövde, for the Master's Degree (MSc) at the School of Business 

 

18.05.2026 

 

We hereby certify that all material in this thesis, which is not our own work, has been 

identified, and that no work is included for which a degree has already been conferred 

on us. 
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