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Introduction
The creator economy has developed into an important part of the digital business environment, allowing individuals to build audiences and generate income through platforms such as TikTok, YouTube and Instagram continue to dominate digital media consumption worldwide (Ofcom, 2025). Influencers now contribute to value creation for brands, platforms and consumers, their success remains strongly influenced by algorithms, platform rules and audience engagement (Libai et al., 2025). Creators may also experience unstable visibility and limited control over how their content is distributed (Duffy and Meisner, 2023). Although the creator economy provides new opportunities for entrepreneurship and global digital engagement, it also creates increasing dependence on platform algorithms, advertising markets and changing consumer expectations. Consequently, creators face growing uncertainty despite the continued expansion of the industry.
This report critically analyses the external factors affecting the influencer industry using STEEPLE, SWOT and DPSIR. It also considers platform differences, country-based earning inequalities, AI influencers and future industry risks before presenting practical recommendations.
STEEPLE Analysis
 
Social
The growth of social media has made influencer marketing an important part of the creator economy, with platforms such as TikTok, Instagram and YouTube influencing consumer behaviour worldwide. While celebrity influencers reach larger audiences, micro-influencers often build stronger trust through authentic relationships (Chen, Yan and Smith, 2023; Bi and Zhang, 2023; Alam et al., 2022)). However, increasing sponsored content has made audiences more sceptical, forcing creators to balance commercial partnerships with authenticity to maintain long-term trust (Zhang, Mercado and Bi, 2025).
Technological
Artificial intelligence, recommendation algorithms and virtual influencers are rapidly changing content creation and digital marketing. AI improves efficiency and lowers production costs, but it also increases competition and content saturation, Recent algorithm changes on platforms such as TikTok and Instagram demonstrate how platform decisions can rapidly influence creators’ visibility and monetisation. (Duffek et al., 2024; Wang and Ding, 2024). Furthermore, creators have little control over platform algorithms, meaning changes can quickly reduce visibility, engagement and income.
Economic
The creator economy continues to grow as brands invest more in influencer marketing and social commerce (Influencer Marketing Hub, 2025). However, financial success remains uneven because income depends on audience location, content niche and advertising rates (Adefemi and Mutanga, 2025). This difference exists because advertisers are willing to pay higher CPM rates in countries with stronger purchasing power, larger advertising budgets and higher consumer spending. Consequently, views generated in countries such as the United States, the United Kingdom or Germany are generally more valuable than those from lower-income markets, even when creators achieve similar audience sizes (MediaCube, 2026). CPM (Cost Per Mille) refers to the amount advertisers pay for every 1,000 advertisement views, making it a key factor influencing creators advertising revenue. For example, although Khaby Lame has achieved global success, creators with similar audience sizes in lower-CPM countries may earn considerably less because advertising rates depend on advertiser investment and purchasing power rather than audience size alone.
Environmental
Environmental sustainability is becoming more important as consumers expect responsible products and ethical partnerships. Influencers can encourage sustainable behaviour (Dekoninck and Schmuck, 2024), but increasing environmental marketing also raises the risk of greenwashing, which may reduce consumer trust.
Political
Governments are introducing stronger policies to improve transparency and accountability across digital platforms. New rules on content moderation and platform governance increasingly affect how creators produce and monetise content (Taylor, Bishop and Goanta, 2025). While stronger regulation improves transparency and consumer protection, it may also increase compliance costs and administrative burdens for smaller creators. As governments introduce different regulatory approaches, international creators face greater complexity when operating across multiple markets, making global expansion more challenging.
Legal
The creator economy faces increasing legal responsibilities relating to advertising disclosure, copyright, consumer protection and platform regulation. Creators who fail to follow changing rules risk reduced visibility, demonetisation or account restrictions (Meisner, 2023). As regulations continue to develop, legal compliance is becoming an important competitive advantage.
Ethical
The rapid commercialisation of influencer marketing has created growing ethical challenges. Pressure to produce continuous content and satisfy platform algorithms contributes to stress and burnout among creators (Khedhaouria and Cucchi, 2019; Thorne, 2022 Consiglio et al., 2023). At the same time, parasocial relationships and personalised marketing raise concerns about audience manipulation, making responsible marketing increasingly important.

SWOT Analysis
The key findings from the STEEPLE analysis are summarised in the SWOT analysis (see Appendix A). The analysis highlights that the creator economy benefits from strong audience engagement, global digital reach and growing monetisation opportunities. However, these strengths are increasingly challenged by platform dependence, algorithm changes and market saturation. At the same time, AI innovation, social commerce and expanding global markets create new opportunities, while increasing regulation, legal compliance and declining consumer trust represent significant threats. Overall, long-term success will depend on creators’ ability to adapt to technological, regulatory and consumer changes.

Future Lens Analysis
While the STEEPLE analysis examined the current external environment, the Future Lens analysis explores how these trends may shape the creator economy over the coming years. Using the DPSIR framework, this section evaluates how technological innovation, platform governance, changing consumer behaviour and global market differences may influence the future of influencer marketing. Rather than predicting a single outcome, the analysis considers possible future developments and their implications for creators, platforms, brands and consumers.
Driver
Rapid advances in artificial intelligence, platform innovation and the continued growth of social media are the main drivers shaping the future of the creator economy. AI improves efficiency and creates new opportunities for creators and brands, but it also increases competition as more people enter the industry (Influencer Marketing Hub, 2025; DataReportal, 2025). Furthermore, earning potential varies significantly between countries because advertising rates reflect differences in purchasing power and advertiser investment. As a result, creators targeting audiences in the United States or the United Kingdom generally earn more than those in lower-CPM markets, even with similar audience sizes (MediaCube, 2026). Therefore, success depends not only on content quality but also on audience location, platform algorithms and market conditions.
Pressure
Increasing competition, algorithm dependence and rising audience expectations place significant pressure on creators. As more people enter the creator economy, platforms become more selective, making it harder to achieve consistent visibility. At the same time, continuous content production and frequent platform changes increase workload and the risk of creator burnout (Khedhaouria and Cucchi, 2019; Consiglio et al., 2023). Consequently, creators face greater uncertainty in maintaining both audience engagement and income.
State
The creator economy has become highly competitive and increasingly dependent on platform algorithms. While AI and digital platforms have expanded opportunities for content creation, market saturation makes it more difficult for creators to maintain visibility and stable income. At the same time, consumers expect greater authenticity and transparency, requiring creators to balance commercial success with audience trust (Chen, Yan and Smith, 2023).
Impact
The combined effects of increasing competition, algorithm dependence and changing consumer expectations affect all stakeholders within the creator economy. Creators face less predictable income and greater job insecurity, while brands must identify trustworthy partners to maintain consumer confidence. Consumers benefit from greater content choice but may find it more difficult to distinguish authentic recommendations from sponsored content (Bi and Zhang, 2023; Libai et al., 2025). Consequently, maintaining transparency and trust is becoming essential for long-term industry sustainability.
Recommendations
Firstly, creators should diversify their presence across multiple platforms instead of relying on a single algorithm. This would reduce the risk of sudden visibility or income loss caused by platform changes.
Secondly, creators and brands should prioritise authentic, transparent and long-term partnerships rather than focusing on short-term promotional content. Building audience trust is likely to improve engagement, strengthen brand credibility and support sustainable growth within the creator economy.
Conclusion
The creator economy continues to offer significant opportunities for creators, brands and consumers, but it also faces increasing challenges from technological change, platform dependence and market saturation. The STEEPLE, SWOT and DPSIR analyses demonstrate that future success will depend on adaptability, authenticity and responsible platform governance. However, long-term sustainability will also require creators to diversify their income sources, comply with changing regulations and respond to evolving consumer expectations. At the same time, differences in advertising investment and purchasing power mean that financial opportunities remain unequal across countries, making global success increasingly dependent on both market conditions and audience location rather than audience size alone. As digital platforms continue to evolve, creators who combine innovation with transparency and strategic decision-making are more likely to build resilient businesses and maintain long-term audience trust.
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Appendices

Appendix A - SWOT Analysis
	Strengths
 
 
	Weaknesses
	Opportunities
	Threats

	Strong audience engagement and authentic creator–consumer relationships


	High dependence on platform algorithms

	AI innovation and new content formats
	Frequent algorithm changes

	Global digital reach through social media platforms

	Unequal earning opportunities between countries and niches

	Expansion of social commerce
	Increasing regulation and legal compliance

	AI improves content creation efficiency

	Market saturation increases competition


	Sustainable and ethical marketing
	Declining consumer trust due to excessive sponsored content

	Growing influencer marketing and social commerce

	Limited control over visibility and monetisation

	Growth of emerging global markets

	Creator burnout and income instability





Appendix B – DPSIR
	DPSIR Stage
	Key findings
	Main stakeholders

	Driver
	AI, platform innovation, social commerce, increasing brand investment and global digital connectivity create new opportunities but also increase competition and unequal earning potential.
	Creators, Brands, Platforms, Consumers

	Pressure
	Growing competition, algorithm dependence, changing consumer expectations and increasing government regulation place pressure on creators and platforms.
	Creators, Platforms, Governments

	State
	The creator economy has become highly competitive, platform-dependent and increasingly influenced by AI, platform governance and changing consumer expectations.
	Creators, Platforms, Consumers


	Impact
	Less predictable income, stronger regulation, declining trust in sponsored content and increasing pressure on brands to identify credible creators.
	Creators, Brands, Consumers, Governments

	Response
	Diversify across platforms, strengthen transparency, comply with regulations and build authentic long-term partnerships.
	Creators, Brands, Platforms, Gover






















Appendix C - STEEPLE Summary
	Factor
	Key issue
	Business implication

	Social
	Growing audience scepticism
	Creators must balance sponsorship with authenticity


	Technological
	AI and algorithm dependence
	Greater efficiency but reduced control over visibility

	Economic
	Country and niche differences in CPM
	Income depends on market conditions, not only audience size

	Environmental
	Sustainability expectations

	Ethical partnerships improve brand reputation

	Political
	Platform governance

	International regulation creates uncertainty

	Legal
	Advertising disclosure and copyright
	Compliance becomes a competitive advantage

	Ethical
	Burnout and parasocial influence
	Responsible marketing is essential for long-term trust














Appendix D Marketing Science
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Appendix E – CPM 2026 Rates by Country
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YouTube CPM Rates by Country
in 2026

Let’s start with high CPM countries (Tier 1), which
receive the highest advertising rates. The reasons
for this are both economic (high incomes) and
demographic (these countries have a large
percentage of YouTube users).

Country Average CPM
Norway $30-$55
Switzerland $30-$55
USA $20-$42
Australia $15-$32
Canada $15-$32
Germany $12-$28

UK $12-$28
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