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Executive Summary
The creator economy has become an important part of the digital economy, allowing individuals to create and earn income through platforms such as TikTok, YouTube and Instagram. This report analyses the external factors affecting the influencer industry using the STEEPLE framework, considering social, technological, economic, environmental, political, legal and ethical influences.
The analysis identifies that technology, particularly artificial intelligence and platform algorithms, has created new opportunities for creators while also increasing competition and uncertainty. Changing consumer behaviour has increased the importance of authenticity, while regulation has introduced greater responsibility around advertising and online content. A SWOT analysis highlights that although the creator economy benefits from global reach and multiple income opportunities, it also faces threats including market saturation, algorithm changes and increasing regulation.
The future of the industry is likely to be shaped by AI influencers, stricter regulations and changing audience expectations. The report recommends that creators diversify income sources and maintain transparent, ethical relationships with audiences to improve long-term success.










[bookmark: _Toc234617338]Introduction 
The creator economy refers to individuals and businesses that produce digital content and generate income through online platforms such as TikTok, YouTube, Instagram and Twitch. Creators can earn money through sponsorships, advertising revenue, subscriptions, affiliate marketing and product sales. The growth of social media has transformed traditional marketing by allowing individuals to build personal brands and communicate directly with audiences. Goldman Sachs (2023) estimates that the creator economy has significant future growth potential as more consumers engage with digital content.
However, the industry operates in a constantly changing external environment. Technological developments, changing consumer expectations, economic conditions and increasing regulation all influence the opportunities and challenges faced by creators. While social media platforms provide access to global audiences, creators are also dependent on platform algorithms and policies that they cannot control.
This report critically analyses the external factors influencing the creator economy through the STEEPLE framework. It then evaluates the industry's strategic position using SWOT analysis and applies the DPSIR framework to consider future challenges and opportunities. Finally, recommendations are provided for individuals and organisations operating within the creator economy.
[bookmark: _Toc234617339]Social Factors
Social changes have been a major factor in the growth of the creator economy. Consumers increasingly use social media platforms for entertainment, information and purchasing decisions. Unlike traditional advertising, influencer marketing often creates a stronger connection between the creator and audience because followers may view creators as more relatable and trustworthy (Abidin, 2018).
This relationship can benefit businesses because audiences are more likely to engage with recommendations from creators they follow. Research by Freberg et al. (2011) highlights the importance of social media influencers in shaping public perceptions and consumer behaviour.
However, social factors also create challenges. Creators face pressure to constantly produce content and maintain engagement, which can contribute to stress and burnout. In addition, audiences are becoming more aware of sponsored content and expect creators to be honest about advertising relationships. If creators appear inauthentic or promote unsuitable products, they risk losing audience trust.
Therefore, social trends create both opportunities and risks. Building genuine relationships with audiences can provide long-term success, but creators must carefully manage their reputation in an environment where public opinion can change quickly.
[bookmark: _Toc234617340]Technological Factors
Technology is one of the most influential factors affecting the creator economy. Platforms such as TikTok, YouTube and Instagram use algorithms to recommend content to users, allowing creators to reach large audiences without traditional marketing methods. Digital platforms have reduced barriers to entry, meaning individuals can create businesses with limited financial investment (Parker, Van Alstyne and Choudary, 2016).
Artificial intelligence (AI) is also transforming content creation. AI tools can assist with video editing, content planning, image creation and audience analysis, helping creators produce content more efficiently. The World Economic Forum (2024) suggests that AI will continue to significantly influence digital industries.
However, technology also creates challenges. Creators depend heavily on platform algorithms, meaning changes to recommendation systems can reduce visibility and income. This creates uncertainty because creators have limited control over the platforms that support their businesses.
The development of AI-generated influencers also creates both opportunities and threats. Virtual influencers can produce content continuously and reduce production costs, but they may also increase competition and raise ethical concerns regarding authenticity. Therefore, technology is a key driver of growth but also creates new risks for creators who rely heavily on digital platforms.
[bookmark: _Toc234617341]Economic Factors
Economic factors strongly influence the success and sustainability of the creator economy. Many creators generate income through brand partnerships, advertising revenue, affiliate marketing, subscriptions and selling products. This provides opportunities for individuals to develop their own businesses without relying on traditional employment. According to Goldman Sachs (2023), the creator economy has significant financial growth potential as brands increasingly invest in influencer marketing.
However, creator income can be unpredictable because it depends on consumer spending and business marketing budgets. During periods of economic uncertainty, companies may reduce advertising costs, which can result in fewer sponsorship opportunities for creators (Deloitte, 2024). This highlights a weakness of the industry because many creators rely on external organisations for income.
The creator economy also reflects characteristics of the gig economy, where individuals have flexibility but limited financial security. Unlike traditional employment, creators often do not receive guaranteed income, employee benefits or job protection. This means successful creators need strong business skills and should develop multiple income streams to reduce financial risk.
Overall, economic factors create opportunities for entrepreneurship but also demonstrate the importance of financial planning. Creators who depend on one platform or one source of income may be more vulnerable to economic changes.
[bookmark: _Toc234617342]Environmental Factors
Environmental factors are becoming increasingly important as consumers and businesses focus more on sustainability. Creators influence purchasing behaviour, meaning they have the ability to encourage more environmentally responsible choices. For example, creators who promote sustainable fashion, recycling or ethical brands can attract audiences who value environmental responsibility.
However, influencer marketing has also faced criticism due to encouraging excessive consumption. Some creators promote fast fashion, frequent product purchases and luxury lifestyles, which may contribute to waste and unsustainable consumer behaviour. This creates a challenge because audiences are increasingly questioning whether influencers genuinely support sustainability or are only promoting products for financial benefit.
Businesses are also becoming more aware of corporate social responsibility (CSR) and may choose to work with creators who reflect their environmental values (Kotler, Keller and Chernev, 2022). This means sustainability can become a competitive advantage for creators who build an authentic reputation around responsible content.
Therefore, environmental factors are both a challenge and an opportunity. Creators who ignore sustainability issues may damage their reputation, while those who adopt responsible practices may strengthen audience trust.
[bookmark: _Toc234617343]Political Factors
Political factors increasingly affect the creator economy because governments are becoming more involved in regulating digital platforms. Social media platforms operate globally, but they must follow different laws and political decisions in each country.
A key example is the increased political attention surrounding TikTok due to concerns about data security and foreign ownership. Restrictions placed on digital platforms can directly affect creators by limiting access to audiences and reducing income opportunities. The removal of TikTok in India in 2020 demonstrated how political decisions can quickly disrupt the careers of creators who depend on a single platform.
Governments are also placing greater pressure on platforms to address misinformation and harmful content. This has increased the responsibility of companies such as YouTube, TikTok and Instagram to improve content moderation.
Political changes therefore create uncertainty for creators because they operate within systems controlled by governments and technology companies. Successful creators need to adapt quickly to changes in platform rules and international regulations.
[bookmark: _Toc234617344]Legal Factors
Legal factors have become increasingly important as the creator economy continues to expand. Influencers must follow regulations relating to advertising, consumer protection, copyright and data privacy.
One important legal issue is advertising transparency. In the UK, the Advertising Standards Authority (ASA) requires influencers to clearly identify paid promotions so consumers are not misled (Advertising Standards Authority, 2023). Similar requirements exist in the United States through the Federal Trade Commission (FTC), which requires creators to disclose commercial relationships (Federal Trade Commission, 2023).
Data protection is another important issue. Regulations such as the General Data Protection Regulation (GDPR) have increased expectations regarding how personal information is collected and used online. These rules protect consumers but also create additional responsibilities for creators and businesses.
The growth of artificial intelligence has introduced further legal challenges, including copyright ownership and the use of AI-generated content. As technology develops, governments are likely to introduce additional regulations to protect consumers and creators.
Overall, legal changes can improve trust within the creator economy but may also increase costs and responsibilities for smaller creators.
[bookmark: _Toc234617345]Ethical Factors
Ethical factors are becoming increasingly important because trust is central to the relationship between creators and audiences. Consumers expect influencers to provide honest opinions and clearly communicate when content is sponsored. If creators promote misleading products or fail to disclose advertising relationships, they may lose credibility.
Artificial intelligence has created new ethical concerns. AI-generated influencers, deepfake technology and automated content can make it more difficult for audiences to distinguish between real and artificial media. This may reduce trust and increase concerns about misinformation (World Economic Forum, 2024).
Another ethical issue is the impact of influencer culture on mental health. Creators often present carefully edited versions of their lives, which may create unrealistic expectations among audiences. At the same time, creators themselves can experience pressure due to the need to constantly create content and maintain online popularity.
Ethical behaviour is therefore becoming a competitive advantage within the creator economy. Creators who prioritise transparency, responsibility and authenticity are more likely to develop strong long-term relationships with their audiences.
[bookmark: _Toc234617346]SWOT Analysis 
The STEEPLE analysis shows that the creator economy has significant opportunities but also faces several challenges. A SWOT analysis can be used to evaluate the industry's strategic position.
[bookmark: _Toc234617347]Strengths
· Global reach through platforms such as TikTok, YouTube, and Instagram.
· Strong relationships between creators and audiences.
· Multiple income opportunities including sponsorships, subscriptions, and product sales.
[bookmark: _Toc234617348]Weaknesses
· High dependence on platform algorithms and policies.
· Unstable income compared with traditional employment.
· Increasing competition due to market saturation.
[bookmark: _Toc234617349]Opportunities
· Growth of AI tools to improve content creation.
· Expansion of social commerce and direct selling.
· Increased demand for authentic niche creators.
[bookmark: _Toc234617350]Threats
· Increased regulation and advertising requirements.
· AI-generated influencers creating more competition.
· Changes to algorithms reducing creator visibility.
Overall, the SWOT analysis proves that the creator economy has steady growth potential but requires creators to adapt to external pressures. Reducing platform dependence and developing sustainable business models will be important for future success.
[bookmark: _Toc234617351]Future Lens (DPSIR)
[bookmark: _Int_cCIwEgCJ]The creator economy is expected to continue growing, but future success will depend on how creators respond to technological, legal and consumer changes. The DPSIR framework helps explain these future challenges.
The main Driver is the increasing demand for digital content and influencer marketing. Businesses are investing more in creators because they can reach large and highly engaged audiences (Goldman Sachs, 2023).
[bookmark: _Int_0ABvVakL]This creates Pressures, including increased competition, rapid developments in artificial intelligence (AI), changing algorithms and stricter government regulation. More people are becoming creators, making it harder to stand out, while AI tools allow content to be created faster than ever before.
The current State of the creator economy is one of rapid growth but also high uncertainty. Many creators rely on a small number of platforms for income, leaving them vulnerable to policy changes and algorithm updates.
The Impact of these pressures includes greater competition, lower average earnings for smaller creators, increased concerns about misinformation and new legal responsibilities relating to AI and advertising. Audience expectations are also changing, with consumers demanding more authentic and transparent content.
Finally, the Response should involve creators adapting to these changes by using AI responsibly, following advertising regulations and developing income from multiple sources rather than relying on one platform. These actions will help creators remain competitive in an increasingly complex digital environment.
[bookmark: _Toc234617352]Recommendations
Based on the analysis, two recommendations are made for creators and influencer businesses.
Firstly, creators should diversify their income by combining sponsorships with merchandise, subscriptions, affiliate marketing and digital products. This reduces the risk of losing income if algorithms change or sponsorship opportunities decrease (Osterwalder and Pigneur, 2010).
Secondly, creators should focus on transparency and ethical behaviour by clearly identifying sponsored content and using AI responsibly. Following advertising regulations and maintaining audience trust will become increasingly important as governments introduce stricter rules (Advertising Standards Authority, 2023).
[bookmark: _Toc234617353]Conclusion
The creator economy has transformed the way individuals build businesses and communicate with audiences through digital platforms. The STEEPLE analysis demonstrates that social, technological, economic, environmental, political, legal and ethical factors all influence the success of creators and influencer-based businesses.
The SWOT analysis shows that although the industry offers significant opportunities, creators also face challenges such as platform dependence, increasing competition and changing regulation. Looking ahead, artificial intelligence, market saturation and stricter legal requirements are expected to reshape the industry further.
Overall, creators who diversify their income, adapt to technological change and maintain authentic relationships with their audiences are more likely to achieve long-term success in the evolving creator economy.
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