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[bookmark: _heading=h.m2tjhe3tw0em]1. Introduction 
The creator economy is a growing part of the digital economy because people can make money by creating content online (Florida, 2022). It started in the early 2000s with YouTube and blogs and later became more popular with platforms such as TikTok and Instagram (Lee and Umback, 2026).
Today, influencer marketing is becoming more important. Governments are creating new rules, while companies are investing more money in creators to attract customers.
Technology, social media and changing customer behaviour are changing the way creators, brands and platforms work together. This report uses the STEEPLE, SWOT and DPSIR frameworks to study these changes, analyse future trends and give recommendations for the future of the creator economy.














[bookmark: _heading=h.iha25j29thao]2. STEEPLE Analysis (Refer to the Appendix)
[bookmark: _heading=h.n1a13b4rif8p]The STEEPLE analysis shows that the creator economy is influenced by technological, social, economic, environmental, political, legal and ethical factors, which are all connected. The growth of social media and artificial intelligence has created new opportunities for creators to reach larger audiences and earn more money (Feasey, 2026). For example, MrBeast has built a global audience, while smaller creators often find it difficult to increase and maintain their visibility in a very competitive market (Ercegovac, Jankosić and Vlahović, 2023).
At the same time, new regulations and ethical expectations require creators and businesses to be transparent, protect consumers and follow changing rules. However, these requirements can also increase costs for brands and content creators.
This analysis also shows that many different groups, including advertisers, platforms, governments, audiences and creators, influence the creator economy. For this reason, responsible innovation and good business practices are important to maintain audience trust and support long-term growth.


[bookmark: _heading=h.b7tayvtz71a4]3. SWOT Analysis (Refer to the Appendix)
The SWOT analysis shows that large influencers and small creators experience the creator economy in different ways because of their audience size, reach and position in the market.
Large influencers have advantages because they have strong brands, more negotiating power and different sources of income (Cartwright, Liu and Davies, 2022). This allows them to invest in AI technologies and create new businesses. However, they also have higher costs and face a greater risk of damaging their reputation because millions of people follow their content.
On the other hand, small creators have a closer relationship with their audience and are often seen as more authentic. This can give them an advantage when building trust and engagement. However, many small creators still struggle with unstable income and often depend on social media monetisation (Gunawan and Setyaningsih, 2026).
Another important difference is that large influencers usually have professional teams and more financial resources, while small creators often work alone and have fewer opportunities to expand their content or businesses.
Overall, large influencers and small creators do not face the same opportunities and challenges. Large influencers can use their popularity to grow their businesses and invest in new technologies, while smaller creators depend more on audience engagement and social media platforms. For this reason, both groups need different strategies to achieve long-term growth and remain successful in the future.


4. Future Lens: What Predictions Can You Make from Your Analysis. 
[bookmark: _heading=h.hmyil8uasent]4.1 Future-Oriented Challenges and Trends 
The creator economy is expected to become more competitive in the future because artificial intelligence, automation and virtual influencers are changing the way content is created and making it easier for people to enter the industry (Are, Briggs and Brown, 2025). According to Thirdcity (2025), around 59% of adults in the UK have heard about AI influencers, but only 47% really understand what they are.
In the next few decades, artificial intelligence is expected to become one of the main factors driving the creator economy. AI influencers, predictive audience analytics and automated content production could reduce production costs and help creators produce content faster. However, this could also increase competition because more people will be able to create content and enter the market.
Because of this, smaller creators may find it more difficult to attract audiences and build successful careers. Large creators, such as MrBeast and Ibai, already have millions of followers, professional teams and different sources of income, while smaller creators often depend only on social media monetisation.
At the same time, UK regulations about advertising transparency, online safety and data protection will require creators and brands to follow stricter rules. The Online Safety Act 2023 was introduced to reduce harmful content and improve user protection (Bechtold, 2024). Although these regulations may create more costs and responsibilities for creators and platforms, they can also increase consumer trust and protect users.
Future success will not depend only on creating popular content. Creators will also need to build authentic communities, use AI in an ethical way and find different ways to earn money instead of depending only on platforms such as TikTok, Instagram and YouTube (Thirdcity, 2025).



[bookmark: _heading=h.kt83dqwgituq]4.2 DPSIR Framework 
[bookmark: _heading=h.66hhe47riu7m]Drivers: The STEEPLE analysis shows that artificial intelligence, social media and influencer marketing are helping the creator economy to grow. More and more brands are spending money on influencers because influencers can create a closer relationship with their audience. According to Grandviewresearch (2025), digital marketing is expected to generate around £31,873.9 million in 2025.
Influencer marketing is now one of the main reasons why content creation is growing so fast. This creates many opportunities for businesses and creators to earn money and reach more people. However, it also creates more competition. Big influencers, such as MrBeast, already have millions of followers and more resources, while smaller creators often find it difficult to compete and become successful.
Pressure: The SWOT analysis shows that AI-generated content is increasing market saturation. At the same time, creators are under pressure because of AI influencers, competition and stricter regulations in the UK.
The Online Safety Act 2023 and the Advertising Association UK (2024) require influencers and platforms to follow more rules when they create content (Bechtold, 2024; Adassoc, 2026). This means that creators have more responsibilities than before. Large influencers usually have managers and professional teams, but many small creators do not have this support.
Although these regulations can protect users and improve transparency, they can also create problems for smaller creators because they may not have enough money or experience to follow all the requirements.
State: The creator economy is becoming more dependent on technology and social media platforms. Success is not only about creating good content anymore. Creators also need to adapt to changes in algorithms, new regulations and audience expectations.
According to the Advertising Standards Authority (ASA, 2026), people expect sponsored content to be clearly labelled so that they know when content is advertising. For this reason, platforms such as TikTok, Instagram and YouTube are improving content moderation and trying to follow different regulations (Poell, Nieborg and Duffy, 2021).
This shows that technology, laws and social factors are connected. When one of these factors changes, it can affect the whole creator economy.
Impacts: AI can help creators save time and reduce production costs, but it can also reduce opportunities for smaller creators. For example, companies such as ASOS are working more with influencers to promote products on social media (Ozuem and Willis, 2025).
Another impact is the difference between large and small creators. Big influencers usually earn money from sponsorships, advertisements and their own businesses, while many smaller creators depend only on social media monetisation. Because of this, some creators have financial stability, while others struggle to earn a regular income.
Market saturation can also reduce audience engagement and make success more difficult. Governments therefore need to find a balance between supporting innovation and protecting consumers.
Responses: Creators and organisations should diversify their sources of income, use AI responsibly and be more transparent with sponsored content. Learning new skills and building a strong relationship with audiences can help creators remain competitive in the future (Arku, Seneadza and Boateng, 2025).
In addition, AI-generated content should be clearly labelled so that users can understand what content is real and what content has been created with artificial intelligence. UK regulations, such as the Online Safety Act 2023 and the ASA rules, can help protect consumers and improve trust.
[bookmark: _heading=h.aq37z4h95hs0]These responses can help solve some of the problems identified in the STEEPLE and SWOT analyses and create a fairer creator economy in the future.

5. Recommendations
· Creators should not depend on only one platform. They can share content on TikTok, YouTube, Instagram and their own websites or newsletters. They should also find different ways to earn money, such as affiliate marketing, subscriptions and digital products (Poell, Nieborg and Duffy, 2021). This can reduce the risks caused by market saturation and changes in social media algorithms, which were identified in the STEEPLE and DPSIR analyses.
· Influencers and marketing agencies should clearly identify sponsored partnerships and AI-generated content, while following the Online Safety Act 2023 and the Advertising Standards Authority (ASA) guidelines (Bechtold, 2024; Adassoc, 2026). For example, Boots works with influencers who clearly disclose paid collaborations (Boots, 2026).
· In addition, creators and companies should invest in transparent communication and ethical digital training. This can help build audience trust, protect consumers and improve the long-term reputation of brands and creators.


[bookmark: _heading=h.93y6g8x7gbkf]6. Conclusion 
This report has shown how the creator economy is changing because of technology, social media and new regulations. The STEEPLE analysis showed that developments in technology and the growing market create new opportunities for creators, but they also create uncertainty, ethical responsibilities and legal challenges.
The analysis also found that social media and artificial intelligence help creators reach larger audiences and earn more money. However, increasing competition and market saturation can make it more difficult for smaller creators to succeed. In addition, creators and businesses must adapt to changing regulations and consumer expectations.
The DPSIR framework showed that artificial intelligence, stricter regulations and market saturation could change the future of the creator economy. Long-term success will depend on innovation, authenticity and the ability to adapt to changes in technology and social media platforms.
Therefore, creators and organisations should use different sources of income, be transparent with their audiences and follow ethical and legal standards. These strategies can help them remain competitive and maintain audience trust in the future.
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[bookmark: _heading=h.wioz9zbfdifx]STEEPLE Framework  
	Basis 
	Factor 
	Impact on Stakeholders 

	Social
	Currently, many people in the UK use social media regularly (Florida, 2022). They use platforms such as YouTube, TikTok and Instagram for entertainment and product recommendations (Haenlein et al., 2020). The rapid growth of social media has increased the number of creators, but it has also made the creator economy more competitive.


	This creates opportunities for creators such as Mr Beast to build communities and earn money from their content, but it also creates pressure to keep producing interesting content (Haenlein et al., 2020). As a result, social media creates opportunities, but it also increases the differences between large influencers and small creators because they do not have the same audience or resources.




	Technological 
	The current internet penetration rate is around 98%, which means that most people are familiar with technology (Statista, 2025). Artificial intelligence is improving content production through editing and audience analysis, which reduces production costs for both small and large creators. Technology helps creators produce content faster, but it also increases competition.


	Technologies have improved creators’ efficiency and content quality (Anantrasirichai and Bull, 2022). This has allowed influencers to use different technologies to improve their content. However, platforms need to balance innovation with user safety and misinformation control because technology creates new challenges for creators and platforms.



	Economic
	The UK influencer marketing industry is growing by around 22% (Statista, 2020). Because of this, creators can make money through affiliate marketing and merchandise. Big creators usually have long-term sponsorships and can also earn money from social media platforms.

	Creators have more opportunities to earn money and grow their businesses (Glenister, 2021). For example, MrBeast has expanded from sponsored content to other businesses, such as merchandise (Ercegovac, Tankosić and Vlahović, 2023). However, small creators often depend on only one source of income, which makes it harder for them to compete with bigger influencers.


	Environmental 
	According to Advertising Association UK (2024), consumers increasingly expect brands and influencers to promote sustainable products (Adassoc, 2026). This shows that environmental issues are becoming more important in influencer marketing.

	Working with environmentally responsible creators can improve brand reputation and help companies meet customer expectations (Adassoc, 2026). However, brands that do not support sustainable values may lose consumer trust.


	Political 
	The UK has restricted social media access for children under 16 on platforms such as TikTok, Snapchat and Instagram (McMahon, 2026). These rules directly affect creators, parents and children.

	Creators may receive less engagement and advertising revenue because younger audiences have limited access to social media. Brands also need to adapt their marketing strategies and make sure that their campaigns follow government regulations (McMahon, 2026).


	Legal
	The Online Safety Act 2023 (UK) has made social media platforms more responsible for protecting users from harmful and illegal content (Bechtold, 2024). Because of this, creators have to follow stricter rules and be more transparent about the content they share. Although these rules help to protect consumers, they also create extra work and extra costs for brands and creators.

	 Creators need to follow these rules to avoid problems such as account restrictions or demonetisation. Brands are also more willing to work with creators who respect the law, such as Boots UK (Bechtold, 2024). However, following all these requirements can be difficult, especially for small creators who do not have professional support. This shows that regulations can improve consumer protection, but they can also make content creation more complicated.


	Ethical 
	Ethics is about being honest and responsible, especially with young audiences. The growth of AI influencers has created questions about authenticity, transparency and trust (Feasey, 2026). If people cannot recognise whether content is created by AI or by a real person, they may trust influencers less.

	Consumers prefer content that is honest and clear, and society can benefit from creators who have a positive influence (Dekavalla, 2020). However, brands and advertisers can damage their reputation if people think that AI content is fake or misleading. This means that trust and authenticity are becoming more important in the creator economy.



Table No.1: STEEPLE Analysis 
(Source: Self-created)
[bookmark: _heading=h.84xn442goc4x]

[bookmark: _heading=h.f1hw41mztoz4]SWOT Analysis 
	Factors 
	Large Influencers 
	Small Creators

	Strengths 
	MrBeast has more than 400 million subscribers on YouTube, and Ibai created the Kings League and La Velada. Because of this, they have strong teams and can work with big brands (Cartwright, Liu and Davies, 2022).

	Selena Milán and Joelus have a closer relationship with their followers and people often see them as more authentic (Gunawan and Setyaningsih, 2026).


	Weaknesses
	MrBeast spends a lot of money on his videos, and Ibai organises big events. This means they have higher costs and more public pressure (Cartwright, Liu and Davies, 2022).

	Selena Milán and Joelus have less money and fewer opportunities because they have fewer followers (Gunawan and Setyaningsih, 2026).


	Opportunities
	MrBeast created Feastables, and Ibai created the Kings League. This shows that large influencers can create businesses and new projects (Ren, 2024).

	Selena Milán and Joelus can grow through small brands, local markets and niche communities (Ren, 2024).


	Threats
	MrBeast and Ibai can lose followers if they are involved in controversies or if social media rules change (GUNGORDU, 2023).

	Selena Milán and Joelus compete with creators such as MrBeast and Ibai, so it is difficult for them to become more popular (Hallinan, Reynolds)



Table No.2: SWOT Analysis 
[bookmark: _heading=h.hry3tsqskt1](Source: Self-created)
















[bookmark: _heading=h.jk57srp2a9ge]Future Lens Table 
	Future Trends
	Potential Impact on the Stakeholders 

	Artificial Intelligence
	AI content could become more common in the future because technology is growing quickly (Are, Briggs and Brown, 2025). This could create more competition for creators, but brands could spend less money on marketing.


	Market Saturation 
	More people can now become content creators, which means that there will be more competition. Because of this, it may be more difficult for creators to stay in the market for a long time (Thirdcity, 2025).


	Regulation 
	Laws such as the UK Online Safety Act 2023 can help to protect users and improve transparency (Bechtold, 2024). However, platforms such as TikTok, YouTube and Instagram, as well as creators, may find it difficult to follow all the rules.



Table No.3: Future Lens Table 
(Source: Self-created)
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