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The “creator economy” or “influencer industry” is one of the fastest-growing digital industries in today's business landscape. Social media platforms like TikTok, YouTube, Instagram, and Twitch have opened up avenues for individuals to monetise their content creation, partnerships with popular brands, sponsored videos, and involvement with their viewers (Statista,2025). Today, influencers are a crucial driver for consumers' actions, product promotion and culture. Yet, while it's booming, the creator economy has to deal with several external challenges, such as new technologies, tighter regulations, ethical issues, governance of platforms, and changing consumer expectations. This report looks at the external factors that are impacting the creator economy using the STEEPLE framework, covering social, technological, economic, environmental, political, legal and ethical factors. The SWOT analysis is then used to analyse the strategic situation of businesses that work with influencers. This report critically analyses the external factors influencing the creator economy using the STEEPLE framework before applying a SWOT analysis to evaluate its strategic position.The report also includes the DPSIR framework and future lens analysis to help recognise emerging trends and challenges to the industry (Glenister, 2024).  
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Social factors are a significant factor in the development of the creator economy. The influencers can connect directly with the audience and create relatable content to foster strong connections on social media platforms like TikTok, Instagram, and YouTube. The younger generation is especially consuming the content of influencers for entertainment, product endorsements, and lifestyle ideas. But there are other social issues facing the industry. Mental health and self-esteem can be negatively impacted as influencers can promote unrealistic lifestyles, beauty standards and consumer habits. Furthermore, scandals, fake sponsorships, and misleading content can tarnish the audience's confidence in your content in no time, underscoring the importance of authenticity for sustained success (Saputra and Srikandi, 2025). 
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Technology is one of the key factors of the creator economy. Content creation is easier and more accessible with advanced smartphones, editing software, artificial intelligence and fast internet. Social media algorithms also decide on visibility and growth of creators. From video editing and automated captions to audience analysis and content planning, AI tools are enhancing the capabilities of influencers. This, however, is raising questions about authenticity and transparency with regard to AI-generated influencers and virtual avatars. The constant shifts and updates in algorithms on platforms like TikTok and Instagram further add to the instability, as these platforms are crucial for influencers to monetise their content and cultivate a following (Nasser El Erafy, 2023). 
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The creator economy has a major impact on the world's economy, with revenue generated from advertising, sponsorships, affiliate marketing and brand collaborations. There are numerous influencers who are independent and develop employment opportunities in the Digital advertising sector. But the industry is extremely competitive, as there are very few barriers to entry and millions of users can produce content on the internet. This is challenging for small influencers, as they are less likely to be able to thrive and grow their audiences. Additionally, businesses' budgets for influencer marketing campaigns might be smaller if the economy is unstable and there is inflation. Because of this, many content makers choose to diversify their income with merchandise sales, subscriptions, online courses, and brand partnerships to increase their financial stability (Florida, 2022). 
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The issue of the environment is gaining significant importance in the digital industries. Despite being mostly online, digital activities have still been found to produce carbon emissions in data centres, streaming services and electronic waste. Consumers are growing more and more demanding for brands and influencers to behave in an environmentally responsible manner. There are plenty of businesses out there that are now teaming up with influencers who advocate for sustainability, ethical buying and eco-friendly products. Conscientious consumers might condemn and damage the reputations of influencers who do not take climate change seriously. Socially responsible consumers could take offence at the brands of influencers who don't appear to be concerned about climate change, and cause reputational damage. Sustainability is expected to play an important role on the competitive playing field of the creator economy with increasing environmental awareness.
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Governments can also play a role in the creator economy by regulating, censoring, and intervening in its activities. There is a growing concern across the globe about misinformation, data privacy and the impact of social media. The government's ownership and data protection policies regarding TikTok are shaping the fate of digital creators, as seen in the political debate. Government policies on TikTok ownership and data security have direct consequences for digital creators, as illustrated by the political debate. Certain countries have implemented regulations on social media websites or more stringent content moderation policies. The digital landscape might also be impacted by political turmoil and shifting global dynamics, potentially influencing influencers' sponsorship prospects. Political unrest and international relations can also influence global digital operations, potentially impacting the sponsorship opportunities for influencers (Gorwa, 2024).  
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The industry of influencers is under increased legal investigation. There are new Advertising Standards Authority (ASA) guidelines for influencers to make it clear when they have a paid partnership or if they have been paid to post sponsored content. Non-compliance with the advertising rules can lead to fines, action or damage to reputation. One of the other important legal matters is copyright (Antoniou, 2021). Music, images and video clips are a regular feature of the content produced by influencers, and are often used without the proper permission. This makes it possible for legal conflicts to arise over intellectual property rights. Ethical and legal issues are relevant not just for influencers or social media firms, as audience data can be managed in an ethical and transparent way, in accordance with certain laws such as GDPR. Compliance is thus growing more and more crucial in the creator economy (Kassi, Sakmaf, and Suryana, 2024). 
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The industry of influencers has its issues of ethics, which continue to increase. Some influencers may endorse extreme lifestyles, false advertising, and/or unethical products without taking into consideration the well-being of their followers (MATCU and Roman, 2022). With the advent of AI-generated content and virtual influencers, questions of authenticity and deception have also arisen. Fake followers and engagement manipulation still exist as big problems, as some influencers boost their popularity by engaging fake followers to get a sponsorship opportunity. This hurts the trust between creators, brands and consumers. The younger generations are highly susceptible to the influence of influencers, which has raised concerns about exploitation and manipulation of consumers (Panwar, Kaur, and Kaur, 2025). 
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	Strengths
	Weaknesses

	Strong audience engagement
	Dependence on platform algorithms

	Global market reach
	Income instability

	Low barriers to entry
	High market saturation

	Powerful brand influence
	Reputational vulnerability



	Opportunities
	Threats

	AI tools for content creation
	AI replacing human influencers.

	Growth of short-form content
	Increased regulation

	Expansion into global markets
	Cybersecurity risks

	Brand partnerships
	Consumer distrust


The creator economy enjoys the advantage of strong engagement among audiences and a broad digital presence internationally. Influencers find it easy to promote products and create online communities. The problem is the high dependence on algorithmic recommendations by platforms. Artificial intelligence provides a lot of possibilities, but virtual influencers, regulatory measures, and general scepticism could pose risks (Kolo, 2024). 
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DPSIR Framework
	DPSIR Element
	Example

	Drivers
	Growth of social media and AI technologies

	Pressures
	Competition, algorithm dependence, sponsorship pressure

	State
	Saturated influencer market

	Impact
	Mental health concerns, misinformation, reduced trust

	Response
	Regulation, ethical guidelines, platform transparency


There will be more regulation, more transparency and more use of AI in the creator economy in the future. The next ten years could see a large-scale transformation of the industry with AI-generated influencers and automated content production. There is also a growing scepticism among consumers about online ads and the authenticity of influencers. This means that influencers who exhibit transparency, ethical practices, and authenticity with their followers can be more successful in the long-term. The potential for virtual reality, augmented reality (VR/AR), and artificial intelligence (AI) in reshaping digital content creation and audience engagement is intriguing. The future of digital content creation and audience interaction is poised to be transformed by technologies such as virtual reality, augmented reality (VR/AR) and artificial intelligence (AI) (Boateng et al., 2025). 
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Recommendation 1: Considering the multiple income streams that influencers can have, while advertising revenue and platform monetisation are one source, there should be diversification. Alternatively, there are other ways of generating revenue, like merchandise, subscriptions, affiliate marketing, and digital products, which can help increase financial stability and alleviate risks from algorithm shifts, loss of sponsorships, and economic fluctuations in the creator economy (Kumbo, Mero, and Sikumbili, 2024). Based on the finding of the STEEPLE and SWOT analyses influencers should diversify their income streams rather than relying solely on adverting revenue and platform monetisation.
Recommendation 2: Social media companies should increase transparency and make public their algorithms, content moderation policies and sponsored content policies. Better communication will lead to a better understanding and awareness of visibility and monetisation systems, and enhance fairness and trust in audiences. Transparency can help minimise misinformation, confusion and issues of unfair treatment on digital platforms (MacCarthy, 2020).
Recommendation 3: Companies should only work with influencers who have an ethical approach, genuine engagement, and adherence to advertising laws. Collaborating with reputable influencers can enhance brand reputation, boost consumer trust, eliminate concerns about fake followers, deceptive promotions, unethical marketing, and damage to the reputation of the creator economy (Muhammad, 2025). 
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In conclusion, the technological advancement reshaped consumption patterns and led to further laws and regulations; the creator economy is still evolving quickly. The industry presents many economic and marketing opportunities but faces problems such as the influence of AI, ethical issues, market saturation, and legal risks that need to be overcome through strategic adjustments. Transparency, innovation, and responsible digital practices will be crucial for long-term success in the influencer industry.


[bookmark: _Toc230902084]References 
Antoniou, A. (2021). Advertising regulation and transparency in influencers’ endorsements on social media. Communications Law-Journal of Computer, Media and Telecommunications Law, 26(4), pp.190-207.
Boateng, R., Boateng, S.L., Anning-Dorson, T. and Penu, O.K.A. eds., (2025). AI and the creative economy: Transforming content creation and influencer entrepreneurship. CRC Press.
Florida, R. (2022). The rise of the creator economy. The Creative Class Group.
Glenister, G. (2024). Influencer marketing strategy: How influencers can help grow your business. Kogan Page Publishers.
Gorwa, R. (2024). The politics of platform regulation: How governments shape online content moderation. Oxford University Press.
Kassi, Y., Sakmaf, M.S. and Suryana, A., (2024). Navigating Influencer Liability on Social Media: Balancing Profits and Legal Risks. Sinergi International Journal of Law, 2(3), pp.231-246.
Kolo, C., (2024). Social media influencers as content creators in the creative economy. Journal of Creative Industries and Cultural Studies: JOCIS, (11), pp.52-82.
Kumbo, L.I., Mero, R.F. and Sikumbili, R.M., (2024). Monetising the digital persona: Strategies, challenges, and future trends in social media income generation. Scientific Research Journal of Science, Engineering and Technology, 2(2), pp.1-18.
MacCarthy, M., (2020). Transparency requirements for digital social media platforms: Recommendations for policy makers and industry. Transatlantic Working Group.
MATCU, M. and Roman, M., (2022). Why influencers should encourage sustainable consumption: A qualitative approach to moral influencer marketing. Journal of Macromarketing, 42(4), pp.493-506.
Muhammad, A.A. (2025). Influencer marketing ethics: the role of influencer intermediaries in shaping ethical standards for social media influencers.
Nasser El Erafy, A., (2023). Applications of Artificial Intelligence in the field of media. International Journal of Artificial Intelligence and Emerging Technology, 6(2), pp.19-41.
Panwar, A., Kaur, G. and Kaur, J., (2025). Unpacking influencer marketing: societal shifts, ethical challenges, and strategic solutions. International Journal of Progressive Research in Engineering Management and Science, 5(3), pp.697-709.
Saputra, F.B.S. and Srikandi, M.B., (2025). Analysing the effectiveness of content strategies by social media influencers: A systematic literature review. Hudan Lin Naas: Jurnal Ilmu Sosial dan Humaniora, 6(2), pp.333-366.
Statista (2025) Influencer Marketing Industry Statistics. Available at: https://www.statista.com/ (Accessed: 28 May 2026).

2

image1.png
Prifysgol Cymru
¥ Drindod Dew Sant

J University of Wales
Trinity Saint David




