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[bookmark: _Toc2041079778]Effective Summary (Not part of Word Count)
This report explores the growth of the creator economy and identifies the effects on businesses, consumers and online platforms. The report examines the industry using STEEPLE analysis, looking at the external factors including social, technological, economic, environmental, political, legal and ethical impacts. It also evaluates key relationships, problems and opportunities in the influencer industry by applying stakeholder analysis and DPSIR. Using critical analysis helps to analyse these factors, this report helps to find how organisations can adapt to technological changes, increased regulatory standards and changing consumer behaviours.
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[bookmark: _Toc5806459]A Critical Analysis of External Factors Influencing the Creator Economy 
[bookmark: _Toc436396596]Introduction
The projected expansion of the creator economy could surpass $480 billion by 2027 says Goldman Sachs (2023), highlighting the increased importance of online marketing and entertainment creators. This growth indicates a fundamental shift in consumer interaction with companies (Peres et al., 2024). With creators operating as small businesses, understanding external factors’ impact on the industry is crucial. STEEPLE analysis and DSPIR provide a structured approach to analysing key factors, but have shortcomings in exploring emotional labour, platform reliance and algorithmic instability. 
The PESTLE/STEEPLE framework is used by organisations to assess external factors that impact business decisions (CIPD, 2024).
[bookmark: _Toc275558003]Current Developments in the Creator Economy
Consumers are attracted to recommendations from online creators, seen as more relatable and trustworthy than traditional advertising. The shift means that brands spend more building partnerships with influencers and targeted micro- and nano-influencers, generating higher levels of engagement compared to celebrity endorsements (Joshi et al., 2023).
Despite this, a sudden increase in influencer marketing has led to consumers questioning their authenticity and becoming critical of content that seems overly promoted. Edelman’s (2023) Trust Barometer finds that online users value transparency and credibility. Creators who mislead audiences about sponsorships and adopt brands purely for financial gain could alienate themselves from their audience and lose viewership. Effective decision making requires individuals to analyse information, evaluate alternatives and choose appropriate strategies (Adair, 2019).
Online content has deepened parasocial relationships as consumers devise one-sided emotional bonds with creators. Although these relationships can increase community interactions and brand persuasion, they can also increase pressure on creators to maintain constant online visibility, impacting creators' mental health and leading to digital exhaustion.
[bookmark: _Toc680811997]Increased use of AI
Recent AI developments have removed skill barriers to content production and allowed creators to automate editing, scripts and analyse audiences. AI tools such as ChatGPT, Microsoft Copilot and AI-powered video editing software allow creators to create content faster, produce more and so reduce production costs (Libai et al., 2025). AI powered platforms are becoming more common. One of the industry’s biggest creators ‘Mr Beast’ is planning on creating his own AI powered platform (See Appendix 1). 
However, technology advances have also increased competition and inequality. With easy creation of online content, more people can join the creator economy. Another significant challenge is the use of algorithmic systems by online platforms such as YouTube, TikTok and Facebook. Algorithms can determine content visibility beyone creators’ control, changes to these algorithms can affect viewership and can lead to a decline in revenue. This reliance reduces creators’ strategic autonomy, as commercial success is impacted more by platform policies and algorithms than the quality of the content itself (Dolbec and Smith, 2025). 
[bookmark: _Toc496560216]Influencer Disparities
The creator economy contributes significantly to digital entrepreneurship with new employment opportunities and innovative business models. Sources of income have expanded from just advertising; to include merchandising, subscriptions, online courses and donations from online streaming, so successful creators can generate revenue from a wide range of sources. Unique problem-solving methods inspire innovation by helping individuals generate and evaluate new ideas (Proctor, 2019). Research suggests that diversification and linkage can be pivotal in how creators generate revenue and engage audiences (Rieder et al., 2023).
Although high-profile influencers generate a substantial income, many smaller creators cannot establish a secure level of income. This inequality shows how platform algorithms can disproportionately favour creators with larger followings. Research from Deloitte (2023) shows that a large proportion of creators rely on secondary employment due to their online income being insufficient. 
[bookmark: _Toc2106500130]Real World Examples of The Creator Economy
1. Ryan’s World
Ryan Kaji is a creator on YouTube; his channel began at the age of 3 and attracted global fans to his toy unboxing videos. In 2025 he earned £35 million from his online empire including a film in cinemas and streaming platforms (Forbes, 2025). Despite this, concerns of exploitation by his parents for financial gain have been raised.
2. Steven Bartlett
Bartlett’s podcast Diary of A CEO amassed over 35 million followers and 13 million subscribers on YouTube (BBC, n.d.). He turned his podcast into a $425 million company and became a Forbes (2026) Top Creator (See Appendix 2). His success in the online world led to him becoming a Dragon on Dragon’s Den. 
3. Polson Twins
The Swansea based influencers went viral for their relatable and authentic content, they have gained over 65,000 followers on Instagram and 96,000 on TikTok. A reliance on these platforms could affect their ability to stand out (See Appendix 3). 

[bookmark: _Toc2083610487]Future Lens
The DPSIR framework provides a useful approach for analysing the future of the creator economy. Combining STEEPLE analysis, stakeholder analysis and DPSIR, helps to explain external forces and effects on key stakeholders (Carnohan et al., 2023). The creator economy relies on balancing the interests of influencers, platforms and consumers through appropriate rewards (Bhargava, 2022). STEEPLE analysis identifies key external influences including political, economic, social, technological, legal and ethical factors.  Stakeholder analysis shows the interest of creators, platforms, governments, consumers and advertisers, the DPSIR framework can help explain how these factors create issues, impact the industry, cause problems and require effective solutions. 
[bookmark: _Toc1287482096]Drivers
The main drivers of the creator economy extend further than technological innovation. The growth of influencer culture has led to increased investment in influencer marketing and a strong demand for more original content. Brand partnerships and affiliate marketing have allowed digital creators to grow their sources of income, rather than relying on advertising revenue. These advancements reflect the technological, social and economic factors highlighted in the STEEPLE analysis (See Appendix 4). Simultaneously, businesses increasingly recognise creators as valuable investments to develop trusted relationships with niche markets. Hugh Wilkie et al. (2022) say influencer credibility depends on factors such as trust and audience engagement. From a stakeholder perspective, these factors create an opportunity for creators to develop a viable business, while platforms and advertisers benefit from increased consumer spending and user engagement, however a crowded market puts the algorithms out of creators' control (See Appendix 5).
[bookmark: _Toc1879032173]Pressures
However, these drivers also create significant pressures that threaten sustainability such as increased market saturation. With more entrants, new starters struggle to establish an avid fanbase due to intense competition. The creator economy is extremely competitive due to financial rewards including creator funds and revenue programs to entice and retain creators. Incentives can improve network impacts by expanding active creators and platform audiences, this gives firms a competitive edge in the market (Yin and Lin, 2025). Despite this, financial incentives lead to more competition, this contradicts the incentives as it can lead to worsened creator wellbeing.
[bookmark: _Toc1499789656]State
The creator economy reflects rapid growth but also the need for content that resonates with consumers. Many creators now operate as small businesses, generating income from multiple avenues, giving them the chance to sign lucrative deals with large platforms and organisations. This implies that professionalism is increasing in the industry as bigger companies become involved. Cause and effect analysis is difficult to establish as business outcomes are affected by a range of interacting factors rather than a single action by a creator (Onofri, 2025).
[bookmark: _Toc733260919]Impacts
The creator economy has provided strong social and economic impacts through new income opportunities, online entrepreneurship and allowing direct relations between influencers and viewers. Despite this, positive impacts aren’t felt by most creators. Although a small number of highly influential creators reap rewards, smaller creators face financial uncertainty and unfair algorithms due to market saturation. This shows how the media and platforms overstate the potential for success. Although the creator economy provides significant opportunities, the industry's long-term effects rely on external online ecosystems instead of individuality and effort.
[bookmark: _Toc302164997]Responses
Stricter regulations also impact online advertising, data privacy and consumer protection through increased compliance regulations for both creators and digital platforms. This affects how platforms and advertisers gather data for personalised marketing. Stricter privacy laws reduce the effectiveness of targeted advertising while encouraging higher transparency and compliance (Miller et al., 2025). These legal and ethical factors highlighted from the STEEPLE analysis indicates the greater scrutiny on governments and platforms to improve transparency and accountability. Kotler (2022) suggests that marketing should generate value for both society and organisations, highlighting the importance of ethical content creation, responsible marketing by influencers and trust from the consumer.
[bookmark: _Int_9uZijVlP]In conclusion, the creator economy is controlled by a myriad of social, technological, economic, political, legal and ethical factors. Although advancements in technology encourage growth, this adds pressures including intense competition, algorithm reliance, worsened mental well-being and increased regulations which pose as threats. The use of real-world examples highlights the prospects and challenges in the industry. DPSIR is good at looking at cause and effect relationships but oversimplifies the reality, neglects the well-being of creators and assumes relationships are linear whereas in reality algorithms are unpredictable.
Ultimately, the creator economy is growing significantly, but for a positive future it must combine commercial prospects with good ethics and viable creator well-being. With increased proficiency, influential organisations will want to invest in more digital creators, but for the industry to succeed they must find solutions that are fair, trustworthy and sustain stability.
[bookmark: _Toc1500024290]Recommendations
1. Macroeconomic Sustainability- (See Appendix 6)
                For economic stability to be sustained in the industry, creator businesses must diversify sources of income by creating subscription services, merchandising, online products and brand deals to reduce platform algorithm reliance and maximise advertising revenue. Using Hofstede's cultural dimensions, commercialisation strategies should also mirror cultural differences. For example, markets with uncertainty avoidance have a higher chance of valuing trusted brands.  Safe subscription models support consumer loyalty and financial security. 
2. Regulation Guidance-
The influencer industry needs further external regulation to protect the emotional wellbeing of content creators from the volatility of social media platforms and their audiences.  Regulation also needs to be strengthened to require creators to be completely transparent about their sponsorship and use of AI. This will increase creator authenticity and consumer trust.
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[bookmark: _Toc19690301]Appendix 2- SWOT Analysis- Steven Bartlett
	Strengths
. Has an established large online presence.
. Host of a Diary of a CEO a very successful online podcast, can attract influential guests.
. Successful entrepreneur and investor, has experience in start-ups and venture capital.
. Great communication skills, makes complex business topics accessible.
. Has a strong network of leaders, founders and investors.
. Strong appeal to generation Z and aspiring business owners.

	Weaknesses
. His public image is closely tied to his reputation; controversies could affect his ventures.
. Point of view is sometimes criticized for being anecdotal and not based on evidence.
. Promotion of certain products, guests have been scrutinized and marketing strategies.
. He relies heavily on online platforms and algorithms for reaching viewers.
. Controlling multiple businesses and other commitments may affect focus.
. Some may say his journey online may not fully reflect start up realities.

	Opportunities 
. Could appear in international media, marketing and television.
. Could write more books, create more online courses.
. Create more brands could increase audience base and revenue.
. Opportunity to work with global corporations for partnerships, consulting and interviews.
	Threats
. More competition from other business focused podcasts.
. Uncertainty in the economy could affect investment opportunities.
. Guests, sponsorships and investments could affect his reputation.
. Regulations surrounding influencer marketing. 



[bookmark: _Toc875505265]Appendix 3- SWOT Analysis- Polson Twins
	Strengths
. Their brand is built around them being twins, this makes their content more recognizable.
. Original and relatable, this encourages a wider audience.
. Strong experience in social media development and can engage an audience.
. Capable of creating multiple sources of income, this includes brand deals, merchandising and marketing.
. Understanding of social media marketing is a strong point.

	Weaknesses
. They cover a wide range of topics including comedy, fitness and fashion, this dilutes their positioning.
. They rely heavily on personality-based content, this could affect the scaling of their content.
. Their success relies heavily on algorithms; this includes Instagram reels/videos especially. 
. They are alike to other creators, skits and comedy-based content is commonly done by many creators. This could affect their ability to stand out.
. Brand identity is closely linked to business performance.

	Opportunities
. Could use platforms like YouTube to create more long form videos.
. Develop their clothing brand through creator collaborations and influencer events.
. Create online products e.g. online courses and subscription services.
. Opportunity to work with well-known brands.
. Engage with audience in-person (live shows, meet-and-greets).

	Threats
. Regular changes to algorithms could reduce their reach.
. Growing competition from creators in comedy, fitness and lifestyle.
. Audience may lose interest if content is too repetitive.
. Economic uncertainty could impact marketing budgets available to influencers.
. More risk to reputation with public-facing creators.




[bookmark: _Toc1852681382]Appendix 4- STEEPLE Analysis
	Factor-
	Issue-
	Effect on The Creator Economy-
	Limitations of STEEPLE-

	Social
	· Growth of influencer culture and demand for authentic content
	· A larger number of people are pursuing content creation as a career 
· Audiences want more relatable and diverse digital creators.
	-Social trends changing rapidly.
Evaluation:
Ever-changing consumer preferences, social media trends and platform algorithms make social analysis difficult to keep up to date.


	Technological
	· More AI generated content, short-form videos, live streaming and digital tools
	· Content production improves and AD revenue but leads to increased competition and affects originality.
	Struggles to predict disruptions-
New technologies including AI, changes in algorithms and new regulations can massively affect the industry in ways STEEPLE cannot accurately predict.

	Economical
	· A high rate of inflation
· Ever-changing advertising budgets
· Different sources of income
· Huge gap between creators in revenue
	· Brand deals may drop off due to economic downturn
· Creators may have to rely on merchandising, subscriptions and donations
	Poor internal focus-
Only analyses external factors, does not assess internal strengths and weaknesses of creators and platforms.

	Environmental
	· Sustainability has become a more relevant issue recently
	· Consumers expect influencers and brands to push environmentally conscious products more and decrease digital usage
	Static Snapshot
STEEPLE gives a picture of external of the environment at a point in time but does not show how factors interact or change over time.


	Political
	· New government policies impacting audiences e.g. the ban on under 16’s
	· New policies can affect viewership 
· Can lead to losses in ad revenue
· Could cause a decline in the creator economy
	Oversimplification
More complex issues may be overlooked, this includes the relationships between platform regulations, creator income and consumer behaviour. This could overlook important details.

	Legal
	· Copyright laws
· New legislations
· Intellectual property laws
	· Influencers need to comply with advertising policies 
· Licensing rules and privacy laws to avoid legal trouble
	Subjective 
Interpretation
Analysts' judgement may be biased; this could affect their analysis.

	Ethics 
	· Transparency
· Misinformation
· Mental wellbeing
· AI misuse
	· Good ethics builds trust with the audience
· Misrepresentation of brand deals could damage reputation
· Greater pressure on governments and platforms to improve transparency
	Does not indicate which factors are the most significant-
Identifies external influences but does not which factor is most significant or requires sudden attention.



[bookmark: _Toc638126961]Appendix 5- Stakeholder Analysis
	Stakeholder-
	Interest-
	Influence-
	Expectations-
	Engagement Strategy-

	Content Creators
	High
	High
	. Sustainable monetization
.  Growth in audience
. Freedom to create
	. Support creators
. Monetization tools
. Clear analytics

	Consumers
	High
	High
	. Authentic and relatable content
	. Encourage interaction
. Collate feedback
. Protect privacy

	Brands/Advertisers
	High
	High
	. Brand Security 
. Sustainable ROI
. Wide audience reaches
	. Maintaining transparency
. Reporting on campaigns

	Digital Platforms
	High
	High
	. Strong engagement from users
. Growth in revenue
. Compliance with policies
	. Develop online features
. Ensure users follow community guidelines

	Governments and regulators
	Medium
	High
	. Protection of consumers
. Tax compliance
	. Follow regulations surrounding regulations and reporting

	Tech Providers
	Medium
	Medium
	. Use of creator tools and services
	. Develop creator software
. Provide technical support

	
	
	
	
	






[bookmark: _Toc957456071]Appendix 6- Macroeconomic Analysis
	Macroeconomic Factor

Cultural Differences (Hoftstede Theory)- Between UK and Canada

United Kingdom Creator Economy

. High individualism. This supports personal branding, means creators are likely to lead their businesses with a strong focus on individual identity and authenticity.


Canada Creator Economy

. High uncertainty avoidance compared to UK. This means audiences may care more about transparency, trusted brand partnerships and reliability.

Similarities (This includes new government regulations)

. Both have increased online regulations. The UK has announced a ban on social media for under 16’s. Also, the introduction of the Online Safety Act (2023) has impacted the industry.

. Canada has strengthened regulations for online platforms, increases uncertainty for creators. 




	




Recommendations (UK and Canada)

. Creators should diversify beyond one online platform. Developing owned channels such as websites, online communities and newsletters. This could reduce regulatory and algorithmic issues.









Recommendations (UK and Canada)


. Promote authenticity in the UK and encouraging consistency, credibility and long-term relationships in Canada.
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MrBeast Creator Platform Signals a More Programmatic

Creator Economy

Jimmy "MrBeast” Donaldson is developing an Al-powered platform intended to make

the creator economy more programmatic.
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A few weeks ago, a job listing for Jimmy “MrBeast” Donaldson’s Beast Industries appeared on the
company’s job board for senior business operations, brand partnerships post. Though the listing has
since been taken down, the details suggested Beast Industries is looking to build out its own
performance media infrastructure within its walls, and shift its partnerships away from traditional

'ﬁuencer marketing.

listing mentioned that the company is building a “global creator platform” that will be a
“groundbreaking Al-driven intelligence engine poised to transform the creator economy,” and sought
an “ad tech trailblazer.”
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