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Introduction and background
The creator economy or influencer industry are people who create online content on platforms such as YouTube or Instagram. They can typically earn money through sponsorship, advertising, partnering with different brands or support from their followers. The social media now is linked to advertising and online shopping. GlobalData (2026) forecast social commerce to grow from $1.6 trillion in 2025 to $6.2 trillion by 2030 (See Appendix 1). Also, GlobalData (2025) forecast digital advertising to grow to $729 billion by 2029 (See Appendix 2). So, the content creators are not only entertainers, they are part of a wider commercial system. In my report I will use STEEPLE analysis, SWOT and for a future lens using DPSIR and recommendations.

STEEPLE Analysis
Social factors
The most important social factor is why people follow influencers. They are not only followed because they are famous or entertaining. Many people follow them because they seem real and also, they give lifestyle advice, show products or creates a bond between the viewer and creator. Lee et al. (2022) found that people follow Instagram influencers for reasons like authenticity, consumerism, inspiration and envy. Another reason why a consumer might follow creators because of trust and connection (Firmansyah, Losa and Yahya, 2026). This explains why influencers can affect what we trust in and what we buy.
The audience size also important. Ofcom (2025) reported that YouTube reached 94% of UK online adults in May 2025, while Instagram reached 78% and TikTok is 56% (See Appendix 3). This gives creators access to large viewer bases. However, if people feel that too much content sponsored or only made to sell something, they may stop trusting. So, on other hand the social strength of the industry also one of its weak point.
Technological factors
Technology is a major factor because the creator economy could not exist without platforms like YouTube or TikTok. These platforms help creators reach people quickly and cheaply, often even for no money at all. At the same time, creators are not fully control them. The platform algorithms decide which content is recommended and what becomes visible. Möhlmann, Gregory and Henfridsson (2025) explain that content platforms use algorithmic governance to manage relationship between the creators, consumers and advertisers. The creators may feel independent, but they are still working inside a system, controlled by the platforms they work on.
AI is another technological pressure. Whilst it can help creators make content faster, it can also create competition as well. Kim and Wang (2024) found that human like virtual influencers can sometimes be effective and followed like human influencers, although messages regarding profit can reduce authenticity and source credibility. Also, that virtual influencers can be seen similarly to human influencers in some areas (Zeng and Lin, 2025). This means virtual influencers maybe useful for brands but the bond between viewer and influencer get broken.
Economic factors
The creator economy has strong opportunities because digital advertising and social commerce are growing, as I mentioned in the introduction. That GlobalData (2025) forecast also show, mobile advertising made up to 72.6% of the market in 2024. The reason is because most content is made for mobile heavy platforms.
Another factor is the market stability. Not every creator makes the same money, this depends on views and platform monetization. These income sources can change quickly if a platform change its rules or a brand stop sponsoring.
Environmental factors
The environmental factor is less apparent. But influencers can shape what people want to buy, especially in fashion, beauty, lifestyle and travel. This can be positive if content creators promote sustainable products but it can also encourage over consumption through constant marketing.
Wan et al. (2026) discuss about AI powered virtual influencers in green marketing, which shows in theory that technology could promote environmental messages. But this can creates trust issues. The CMA (2025) warns about creators should not claim something is eco-friendly if they can`t prove it.
Political factors
A political factor is that governments are changing law and put more pressure on social media platforms to take responsibility for online safety and harmful content. In the UK, the Online Safety Act puts new duties on social media platforms (GOV.UK, 2025). These political decisions can change platform rules and what type of content allowed. This will heavily affect content creators.
Legal factors
Legal factors are becoming more important because influencer content can sometimes blur the line between personal opinion and advertising. The ASA (2025) says that when an influencer receive payment or has commercial connection with a brand, the content must be clearly labelled as advertising. Also, the CMA (2025) explain that hidden ads can be illegal and harmful because they may make people think about seeing an independent opinion, when actually it is a paid content.
Ethical factors
This is the hardest part for the creators and the brands. They need to make money, but they also need to keep trust between viewers and them. Clear information about advertising protect consumers but they can feel the content more commercial. Liu and Zhao (2025) found that sponsorship disclosure can increase people awareness, but also can reduce credibility because viewers become more skeptical. Transparency is necessary, but influencers need to keep their content feeling honest.

SWOT Analysis
I used two real examples for my analysis. MrBeast, currently one of the biggest content creator and Poppy O`Toole, who is a smaller food specialized creator. They are two different types of influencers. This shows that the creator economy does not work in only one way, but is different for everyone.
Strengths:
MrBeast prove that creator can grow into a large business, beyond a YouTube channel. Bertoni (2026) listed him as the top creator, with very high followers and earnings. Poppy shows different strength. She is known for food content and recipes, so her value is based on clear food area and viewers trust (Nicholson, 2025). This links to STEEPLE because people often follow creators when the contents feel authentic or trustworthy.
Weaknesses:
Both influencers still depend on platforms. MrBeast is huge, but YouTube and other platforms are important to reach his content. Poppy O`Toole has even written her cooking books, but online platforms are still important for reaching her viewers and keeping public attention. This is weakness because they can`t control algorithms and visibility.
Opportunities:
MrBeast shows that creators can build partnerships and bigger businesses. Poppy example prove that smaller content creators can still valuable if they have specific followers who support them. This also connects to STEEPLE, because social commerce growth means creators can be more involved in product discovery.
Threats:
MrBeast faces pressure from high costs for each video and public attention. Poppy O`Toole has different risks. She needs to keep her trust and community alive. Both could be effected by algorithm changes and advertising rules. However, the SWOT shows that more growth is possible but trust and platform dependence are serious issues.

Future Lens using DPSIR
The future of the creator economy explained through DPSIR, which looks at drivers, pressures, state, impacts and responses (Smeets and Weterings, 1999).
The main drivers are virtual influencers, social commerce growth, stronger regulation and platform competition. These are pushing the industry forward but also making it harder for most creators.
The pressures are easy to see, even for us. There is more content online than ever before, more creators trying to get attention and earn money. This can make the market feel crowded. Also, harder to be transparent with viewers because ASA and CMA guidance makes it clear that paid content must be labelled properly.
The current state of the influencer industry is that growing, but it is very dependent on platforms. Creators can reach high viewer numbers but they can`t control algorithms and visibility.
The impacts are mixed. Some creators will benefit from new tools and social commerce but smaller influencers may find it harder to stand out. Actual human content creators maybe also face more competition from virtual influencers.
The response should be real. Creators need to be more transparent and need to build stronger communities around specific interest. The future issue is how creators can keep their trust while the industry becomes more commercial and regulated.

Recommendations
Creators should not depend on only one platform. If an influencer only uses just TikTok for example, an algorithm can change their reach very quickly. So, instead they should use other platform as well, even it takes more time, but this reduce the risk of losing visibility.
Second recommendation is creators and brands should be clearer about paid content. ASA and CMA guidance shows that paid content must be easy to recognize as advertising. It is better to be honest with followers than hide sponsorships and damage credibility.
Smaller or new creators should focus on clear audience and actually useful content, not only follower numbers. A loyal viewer base is more valuable than some random views.
Conclusion
Overall, the creator economy has strong growth potential, but it is not a simple industry without risk. STEEPLE analysis shows that creators are effected by viewers behavior, technology, platform control, regulation and trust. The SWOT and DPSIR show us that the same factors can create opportunities and threats as well. In the future, those creators who are transparent and less platform dependent are more likely to survive and grow, with lower risk if one platform changes.
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[Table 5: Global digital advertising market value forecast: § million, 2024-29

Vear S million € million % Growth
2024 4727408 4369875 2
2025 5176044 4751301 95%
2028 5621819 5148505 6%
2027 6127498 5615845 90%
2028 668,070 6132201 or
2029 7280918 - 6685467 20% ]
ChGR 2024-29 s0%
‘Source: GlobalData @ GlobalData

[Figure 4: Global digital advertising market value forecast: § million, 2024-29
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Figure 22: UK online adult reach of top ten social media and VSP sites/apps, and time spent on services: May 2023, 2024 and 2025
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