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The creator economy is the growing digital system where independent creators produce and share content, earning money through platforms such as TikTok, YouTube and Instagram (Sprout Social, 2025). The sector has grown rapidly and is expected to increase from around US$250 billion in 2023 to US$480 billion by 2027, mainly because of continued investment in influencer marketing (Goldman Sachs, cited in MBO Partners, 2023). As a result, this sector has become an important part of the digital economy, creating new opportunities for entrepreneurship, brand partnerships and online businesses.
Creators operate in a fast-changing environment influenced by technological innovation, legal and political developments, changing consumer behaviour and ethical concerns. These influence how creators build audiences, generate income and maintain trust. Understanding these influences is important because they shape the long-term success of both individual creators and the wider creator economy. This report uses the STEEPLE framework to analyse these external factors (Marmol, 2015; CIPD, 2024), followed by a SWOT analysis, a future lens and recommendations.
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Social media platforms have gradually turned content creation into a recognised career, rather than a hobby. Many platforms now offer monetisation tools, including ad revenue sharing, subscriptions and brand partnership features, which has allowed more people to become full-time or part-time creators (Kaplan and Haenlein, 2010; MBO Partners, 2023). Influencer marketing has also become more professional, with creators increasingly working in long-term brand partnerships and using new technologies such as AI to produce content (Schaefer, 2025). This has increased competition, since creators must constantly adapt to changing technology, platform rules and audience expectations.
[bookmark: _Toc234491381]2.2 Why it is important
The creator economy is important because it has created new opportunities for entrepreneurship, employment and online business. Many creators now manage their content as a business by combining income from brand partnerships, subscriptions and their own products (MBO Partners, 2023). In addition, the industry raises important questions about trust, transparency, regulation and the responsible use of technology. Creators are also expected to appear authentic by sharing parts of their personal lives, making it more difficult to separate personal content from commercial content (Abidin, 2018). For businesses, choosing influencers who are seen as credible and who are a good match for their products can make influencer marketing more effective (Schouten, Janssen and Verspaget, 2021). Understanding how creators respond to these challenges provides useful insight into the future development of the wider digital economy.
[bookmark: _Toc234491382]2.3 What research has been performed and what has been found out
Research using the STEEPLE framework (Marmol, 2015; CIPD, 2024) has shown that the creator economy is influenced by social, technological, economic, political, legal, environmental and ethical factors. Previous research highlights the importance of audience trust and authenticity (Lou and Yuan, 2019; Abidin, 2018), technological innovation and artificial intelligence (Schaefer, 2025), economic growth and new business opportunities (MBO Partners, 2023), increasing regulation (European Commission, 2024a; 2024b), environmental concerns linked to AI (International Energy Agency, 2025), and disclosure in advertising (Advertising Standards Authority, 2025). Together, these factors continue to shape the future of the creator economy and influence how creators and businesses operate. A full STEEPLE analysis, with supporting evidence for each factor, is presented in Appendix A.
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This report uses the DPSIR framework to explain how the external factors identified in the STEEPLE analysis influence the creator economy. It also uses Stakeholder Theory to identify the groups affected by these changes and explain how their different interests shape the industry.
According to Freeman (1984, cited in Stakeholder Theory, 2018), organisations should consider the interests of all stakeholders, not only financial performance. Schein and Schein (2017) also argue that shared values and organisational culture influence how organisations behave and make decisions. This is relevant because social media platforms develop their own community standards and advertising policies, which shape how creators, brands and audiences interact online. In this market, the main stakeholders include creators, audiences, brands, social media platforms and regulators such as the ASA (Advertising Standards Authority, 2025). These groups have different priorities. For example, audiences expect authentic and transparent content, while brands want effective marketing and platforms aim to keep users engaged.
The DPSIR framework explains how the STEEPLE factors identified earlier affect the creator economy. The Driver is the growing demand for authentic digital content. This demand, combined with the rapid growth of the sector, is creating new opportunities for creators and businesses. This creates Pressure on creators to produce content regularly, use new technologies such as AI and comply with changing platform rules and regulations. The State is a highly competitive digital environment where creators depend on social media platforms, build personal brands and compete for audience attention. The Impact includes increased pressure to maintain consumer trust, follow advertising rules and use AI responsibly, while poor disclosure or a lack of honesty can damage audience confidence (Advertising Standards Authority, 2025). The Response includes stronger regulation, clearer advertising guidance and improved disclosure practices to increase transparency and protect consumers.
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SWOT analysis is a useful tool for evaluating strengths, weaknesses, opportunities and threats (Helms and Nixon, 2010). The analysis applies the STEEPLE and DPSIR findings to Grace Beverley, founder of the sustainable activewear brand TALA, showing how external factors influence an individual creator and business (Euronews, 2019).
Strengths: Beverley has built a strong personal brand and a loyal audience, giving her high visibility and increasing consumer trust. Research shows that influencers are often seen as credible and knowledgeable sources of information, strengthening their influence on consumers (Freberg et al., 2011). This reflects the social factors identified in the STEEPLE analysis, where influencer credibility positively affects buying decisions (Lou and Yuan, 2019; Schouten, Janssen and Verspaget, 2021).
Weaknesses: As both the owner of TALA and its main promoter, she combines personal and commercial content. This increases the risk of unclear advertising and reflects the ethical and legal pressures identified through the DPSIR analysis. The ASA found that some of her Instagram posts were not clearly identified as advertisements (Advertising Standards Authority, 2025).
Opportunities: The continued growth of the digital content industry has allowed Beverley to expand her personal brand into several successful businesses, including TALA, Shreddy, The Productivity Method and Retrograde (Retail Gazette, 2023). This reflects the economic opportunities identified in the STEEPLE analysis.
Threats: Increasing advertising regulation and higher expectations of transparency create ongoing challenges for businesses run by creators. Future disclosure breaches could damage Beverley's reputation and reduce credibility, reflecting the political, legal and ethical factors identified earlier (Advertising Standards Authority, 2025).
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Grace Beverley's experience reflects the wider changes affecting the creator economy. Stronger advertising regulation has real consequences for creators and businesses, as shown by the ASA ruling against TALA (Advertising Standards Authority, 2025). This reflects the increasing legal responsibilities introduced through regulations such as the Digital Services Act and the AI Act (European Commission, 2024a; 2024b). At the same time, Beverley's decision to build several businesses around her personal brand reflects the growing trend of creators building multiple income streams to reduce business risk (MBO Partners, 2023).
Based on these findings, a possible hypothesis is that founder-influencers may face a higher risk of advertising disclosure breaches than creators who only promote external brands. This is because the commercial relationship is less obvious to audiences when a creator promotes their own brand. However, several questions remain. It is unclear whether platform features will make commercial relationships easier for audiences to recognise. It is also unclear whether stricter enforcement, such as the ASA ruling against We Are TALA Ltd, will change how creators disclose advertising across the creator economy or remain an isolated case. Finally, as more creators build businesses around their personal brands, further research is needed to understand how advertising regulation will adapt to this growing business model.

[bookmark: _Toc234491386]2.7 Recommendations

Creators should strengthen their businesses by developing several income streams, such as brand partnerships, subscriptions, affiliate marketing and digital products, instead of relying on a single source of income (MBO Partners, 2023). They should also make sponsored content clearly identifiable to help audiences recognise advertising and meet legal requirements (Advertising Standards Authority, 2025).
Social media platforms and regulators should provide clearer guidance on advertising disclosure and the responsible use of AI-generated content (European Commission, 2024b). They should also develop platform features that make commercial relationships easier for audiences to recognise, helping to improve transparency and consumer trust (Advertising Standards Authority, 2025).

[bookmark: _Toc234491387]3. Conclusion

This report has shown that this sector offers significant opportunities for entrepreneurship and business growth, but it also creates new challenges for creators, businesses and regulators. The analysis found that technological change, increasing regulation and changing audience expectations are reshaping the industry, making consumer trust more important than ever.
Overall, the analysis showed that long-term success depends not only on creativity but also on the ability to adapt to external change. As this industry continues to develop, creators who build sustainable business models and maintain transparent relationships with their audiences are likely to be better prepared for future challenges.

[bookmark: _Toc234491388]4. Future Lens

The creator economy is expected to continue growing, but it is also likely to become more competitive and more regulated. AI will probably play a bigger role in content creation, and AI-generated influencers are also becoming more common (Euronews, 2024). However, it may also create new challenges related to authenticity, copyright and transparency (European Commission, 2024b).
As new technology and regulations continue to develop, the way creators and platforms operate is likely to continue changing. Because the future is uncertain, flexible planning is likely to be more effective than fixed long-term plans (Marchau et al., 2019). This may help creators and businesses remain competitive while maintaining audience trust.
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Appendix A: STEEPLE Analysis of the Creator Economy
	Category
	Factor
	Stakeholder

	

Social
	Audiences trust influencer credibility more than traditional celebrities. This affects their buying decisions (Lou and Yuan, 2019)
	General public

	
	Audiences prefer authentic, relatable content over traditional advertising, since it helps creators build stronger relationships with followers (Kaplan and Haenlein, 2010)
	General public

	
	Influencers are seen as confident and credible endorsers for brands, which makes them valuable marketing partners (Freberg et al., 2011)
	Brands

	

Technological
	AI tools make content production faster and more efficient, but cannot replace human trust (Schaefer, 2025)
	Content creators

	
	Creators depend on digital platforms to reach audiences and generate income. This makes them vulnerable to platform changes (Sprout Social, 2025)
	Content creators

	
	Social media platforms let creators build global audiences quickly, which creates new business opportunities (Kaplan and Haenlein, 2010; Sprout Social, 2025)
	Content creators

	


Economical
	The creator economy is expected to grow to US$480 billion by 2027, giving entrepreneurs new possibilities (Goldman Sachs, cited in MBO Partners, 2023)
	Business owners

	

	Many creators earn very little and experience burnout. Financial stability can be difficult as a result (MBO Partners, 2023)
	Content creators

	
	Creators often build several income streams through products and brand partnerships. This reduces dependence on one source of income (MBO Partners, 2023)
	Content creators

	
	Influencer marketing supports economic growth by creating new opportunities for entrepreneurs and online business (Sprout Social, 2025)
	Business owners

	

Environmental
	Data centre electricity demand is set to more than double by 2030 due to AI (International Energy Agency, 2025)
	General public

	
	Higher energy use may increase the environmental impact of digital content production. This could push the industry towards more sustainable technology (International Energy Agency, 2025)
	Business owners

	

Political
	The Digital Services Act increases platform transparency and responsibility, which improves user protection (European Commission, 2024a)
	Content creators

	
	Governments are introducing stronger regulation of online platforms. Compliance requirements for creators are increasing as a result (European Commission, 2024a; 2024b)
	Content creators

	

Legal
	The EU AI Act and advertising rules increase legal responsibilities for creators and brands, requiring greater transparency (European Commission, 2024b)
	Content creators

	
	Advertising must be clearly disclosed on social media so that consumers can recognise ads (Advertising Standards Authority, 2025)
	Content creators

	
	The ASA ruling on Grace Beverley and TALA shows that own brand promotion must also follow advertising rules (Advertising Standards Authority, 2025)
	
Content creators

	


       Ethical
	Undisclosed sponsorships and AI-generated content can reduce consumer trust, because audiences may not recognise that the content is advertising (Schein and Schein, 2017)
	General public


	
	AI-generated content raises concerns about authenticity and honesty. Audiences may find it harder to know whether content was made by humans or AI (European Commission, 2024b)
	General public

	
	Creators are expected to be honest and transparent when promoting products. This helps build long-term audience trust (Abidin, 2018)
	Content creators
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