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Introduction:
The creator economy centers on the ecosystem of independent content creators who gain a audience and earn revenue through multiple platforms such as YouTube, TikTok and Instagram. The creators goal is to monetise their content through a lot of things such as advertising, sponsorships (brand partnerships and promotions), and sometimes even selling products (Influencer Marketing Factory 2026). According to many statistics, the influencer industry has experienced an explosion of growth in terms of scale and economic significance:the value of the global market has been estimated at around £200 billion  for 2024, with growth anticipated to surpass £1 trillion by 2032 (SNS Insider, cited in AMT, 2026). This growth is being pushed by things like AI in content, platform rules, and different trends that aid exposure and consumer/viewer retainability. The STEEPLE analysis will be used to to analyse the external factors, and will also include the DPSIR framework as the primary analytical lens to examine their causal interactions. A SWOT analysis of a creator called MrBeast (also known as Jimmy Donaldson) will then be included to evaluate his strategic implications at the business level, his success in aspects outside of content, and how he used content to get there; as well as future-oriented predictions and recommendations. 


STEEPLE Analysis:
The use of STEEPLE analysis to examine the creator economy highlights some of the pressures faced by this sector at one go. On the social front, most consumers prefer authentic content over anything that is scripted and Gen Z feels the same way (Kelsall, 2025). As far as technology is concerned, the advent of AI technology has brought about changes in the content creation. Also, there are virtual creators that are just as popular and they compete with influencers through the use of AI and without ever showing their faces (Influencer Marketing Factory, 2026). Economically, the sector is experiencing growth and the marketing budget allocated for influencer campaigns is on the rise (AMT, 2026). The environmental impacts might not be direct but the use of energy in the creation of AI content should be considered. Legal and political factors include increased regulatory requirements like the Endorsement Guidelines of the FTC in the US and the labeling guidelines of the EU AI Act (Playbella, 2026). The ethics around all this still generate problems relating to transparency, authenticity, and burnout of the creators. All these problems combined result in the DPSIR approach presented below.

DPSIR

Drivers: 

The main thing that makes the changes in the industry is how fast AI is improving and developing. There’s constantly new tools appearing and creators and brands are all adapting to the newest models (Chang, 2025). Also, platforms are also very adaptive and they are constantly changing all the time. In 2025, TikTok gave their ownership to US investors and this is a clear example because that actions is reshaping how content reaches audiences (OpusClip, 2026). Alongside the technological stuff, social media keeps growing worldwide, meaning that there are more consumers, which means more brands see it as an opportunity to gain exposure. Also more people are trying to become creators too. (Influencer Marketing Factory, 2026). These 3 things together (AI, platform change, and social medias growth) are the backbone of everything that is to follow in the DPSIR.

Pressures: 

This pressure comes from many things. It mainly involves over-saturatedness, lots of people are wanting to become creators each year and that makes it very difficult to stand out and earn money (Influencer Marketing Factory, 2026). Recently, viewers are seen to reject stealthy marketing and insist on transparency concerning any marketing or promotional campaigns or any contact that was created by artificial intelligent. (Awisse, 2025). Thirdly, regulatory bodies are monitoring the situation very closely: and they are not afraid to enforce the FTC rules. This could result in fines (Launchpoint, 2026). Finally, platforms introduce new policies such as TikTok introduces the Creator Fund, and many other things like creators having to have a high video completion rate to promote their videos (Velreel, 2026)

State:
As of right now, the content industry is in an awkward and imbalanced state. Undeniably, it is a market that has become massive, valued at around £200 billion and it is continuing to grow more and more everyday (AMT, 2026). However, the revenue is not diversified through all content creators. The main chunk of money is mostly for the most popular people, irrespective of talent and output. Very few creators manage to build multi-billion portfolios like MrBeast for example, and a large portion of the creators see little money coming from occasional promotional videos (Bitget, 2026). The platforms themselves have evolved as well; they stopped being perceived as just a hobby, but now it is perceived as a opportunity for revenue and business. (Influencer Marketing Factory, 2026). Simultaneously, virtual/AI influencers have stopped being theoretical and they became a real part of the market, sharing the place with human creators without replacing them (Creally, 2026).

Impacts:
This tension between creators does have tangible effects on all parties involved. For creators, the effect is quite divided: the creators who make money in the highest level can earn a lot of money and most importantly, influence. However, the rest of the creators experience a lot of financial uncertainty, along with lots of burnout because they are not getting the same output as the upper bracket, even if they are investing more time and effort than them. They have to post numerous times to keep engagement high.This often results in them giving up (Nguyen and Duffy, 2026). The effect for consumers and viewers is increasing doubt in the authenticity and trust of the the products that influencers promote as research has shown that content made by actual humans is perceived better than AI-produced content, by consumers and viewers (Gerlich, 2023). For brands, the effect is mostly positive, as they continue earning money off influencer marketing campaigns, but now there is increased risk of legal issues for not disclosing their influence (Launchpoint, 2026). For the actual platforms, the effect will be a combination of both positives and negatives, with an increase in advertisement income due to an industry that is growing coupled with frequent regulations updates regarding content and algorithms. (Velreel, 2026)

Responses: 
These multiple pressure points are being addressed in diverse ways by different stakeholders. Regulators have gone beyond issuing guidelines and are now enforcing their policies; the FTC are now fining people who do not disclose their sponsorships (stealthy marketing). The eu AI act demands that from August 2026, all AI content must be labelled as Ai created (Launchpoint, 2026). Platforms are now adding these transparency measures, such as labelling collabs and AI content because they are trying to pre-empt regulations (Velreel, 2026). Creators are always changing their strategies and have now stopped relying solely on one platform or one single revenue source. For example, MrBeast did this by launching businesses like Feastables and MrBeast Lab that operate independently of his YouTube ad revenues (Bitget, 2026). Also, creators have started creating paid communities and subscriptions on apps like Patreon to become independent of the unstable algorithm and brands (Billion Dollar Boy, 2026).

SWOT Analysis: MrBeast (Jimmy Donaldson)

Strengths:
MrBeast creates content because he utilises it as a way to attract customers for his independent companies and he does not want to depend on solely YouTube as a final destination, as he has made use of his following to create things such as MrBeast Lab, Feastables and other endeavors which do not fully rely on ad’s / algorithm. 

Weaknesses:
The way he conducts himself and his business is heavily dependent on him as a person, which leaves him exposed whenever there is something wrong. For example, a scandal. This actually happened when during the case of 2023 MrBeast Burger where his personal brand took the hit because of a lawsuit from a company called Virtual Dining Concepts for alleged low-quality food products. MrBeast had even criticised his own products because of the same reasons he was facing the lawsuit (Chow, 2023). 

Opportunities:
The growth of social commerce (the economic and technological factor identified previously) gives MrBeast room to venture into selling his own consumer products without needing to collab with third parties, thus avoiding the risks associated with MrBeast burger.

Threats:
AI content and virtual influencers is getting more and more popular (Technological factor) and they are going to be long-term competition even for the well-established popular creators because with the current advancement of AI technology, small creators can now create that content at a way cheaper cost. Disclosure requirements are getting stricter day by day under the European Union AI act and Federal Trade Commission guidelines (Legal Factor) increase the risks of compliance for a business running on a large scale.
 

Future Lens: Predictions
Looking ahead, three trends will shape the next several years. First, AI will likely work alongside humans rather than replace them, serving mainly as a creator’s tool as brands continue to value human-created content (Gerlich, 2023). Second, regulation will tighten, with more markets potentially following the EU’s approach to AI-content labelling (Launchpoint, 2026). Finally, market saturation may push more creators to follow the MrBeast model by developing their own products and income streams, reducing reliance on a single algorithm.

Recommendations:
I would recommend for individual influencers to diversify their income at an early stage instead of waiting till they have a significant following. They can go to Patreon. However, there are differences between these two models in terms of risks and rewards. Physical products require a bigger upfront investments and quality risks (such as MrBeast burger) while subscriptions carry less risk but bring less reward per one follower (Bitget, 2026; Billion Dollar Boy, 2026).

For brands and platforms, the recommendation will be to create processes of disclosure of AI beforehand when there are no regulatory deadlines since there will be financial penalties imposed per violation under the EU AI act (Launchpoint, 2026). Another recommendation is to platforms to share revenue generated from advertisements with creators more generously (Nguyen and Duffy, 2026).



Conclusion:
The creator economy sits at a genuine turning point. STEEPLE analysis outlines how the external factors are present in the industry, but the DPSIR reveals how the factors all are connected. AI and platform change are making the industry more competitive. The MrBeast case shows both sides of this because of the diversification giving him protection from the unstable algorithm, but also heavily dependent on him as a person.




Appendix A: STEEPLE Analysis

	Factor
	Key Points

	Social
	Gen Z demand authentic, relatable content over scripted material (Kelsall, 2025)

	Technological
	AI transforming content creation; virtual/AI influencers competing with humans without ever showing a real face (Influencer Markering Factory, 2026)

	Economic
	Market valued over £200 billion, growing toward £1 trillion by 2032; rising brand ad spend on influencers (AMT, 2026).

	Environmental
	Indirect impact because of energy use for AI content tools; not yet a major industry focus

	Political
	Government tightening oversight (e.g. TikTok’s 2025 ownership shift) (OpusClip, 2026)

	Legal
	FTC endorsement Guides (US) AND EU AI act labelling requirements from August 2026 (Playbella, 2026; Launchpoint, 2026)

	Ethical
	Concerns over transparency, authenticity and creator burnout (Nguyen and Duffy, 2026)



Appendix B: SWOT analysis - Mr Beast

	Strengths
	Uses content as a customer-acquisition funnel for independent businesses (Feastables, MrBeast Lab), reducing reliance on ad revenue (Bitget, 2026)

	Weaknesses
	Businesses heavily tied to personal reputation; 2023 lawsuit damaged his brand via third-party quality control failure (Chow, 2023)

	Opportunities
	Growth of social commerce (Economic/Technological factor) allows expansion into owned products, reducing third-party risk

	Threats
	Rising AI-generated competitors (Technological factor); tightening EU/FTC disclosure rules increase compliance risk (Legal factor)
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