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A Critical Analysis of the External Factors Influencing the Creator Economy
Introduction
The creator economy has transformed the digital business environment by enabling individuals to generate income through content creation on platforms such as YouTube, TikTok and Instagram. Creators have become influential in shaping consumer opinions, promotion and building communities, making them valuable partners for businesses seeking authentic engagement with customers. As digital technologies evolve, the creator economy offers new opportunities for entrepreneurship and innovation (Libai et al, 2025). However, this growth has introduced challenges, including changing consumer expectations, technological disruption, increasing competition and greater regulatory oversight. These external influences do not operate independently but interact to shape the opportunities and risks faced by creators and businesses. Therefore, understanding how these factors influence the creator economy is essential for evaluating its sustainability and future development.
Social Factors
Social change has been the main driver of the rapid growth of the creator economy. Consumers seek authentic and relatable content rather than relying on traditional advertising. As a result, creators have become trusted sources of entertainment, education and product recommendations, encouraging businesses to invest heavily in influencer marketing. This shift has strengthened direct relationships between creators and their audiences, AI-Ansi et al, (2023). Despite these opportunities, social expectations evolve. Audiences expect creators to remain transparent and authentic when promoting products. Failure to meet these expectations can damage credibility. The demand to publish content regularly creates pressure that may contribute to stress, burnout and reduced creativity, Duffy Ononye and Sawey, (2024). These challenges demonstrate that social factors are closely linked to technological developments because platform algorithms reward frequent engagement, while ethical expectations influence how audiences judge sponsored content. Consequently, long-term success depends on balancing commercial activities with genuine audience relationships.
Technological Factors
Technology has transformed how creators produce, distribute and monetise digital content. Artificial intelligence, advanced editing software and recommendation algorithms enable creators to improve production quality, analyse audience behaviour and reach global markets at relatively low cost (Bleier et al, 2024). These innovations allow creators to generate income through advertising, subscriptions, affiliate marketing and digital products. However, technological innovation creates significant challenges. Platform governance and algorithm changes can reduce visibility and income, making creators dependent on platform decisions. Furthermore, artificial intelligence has raised concerns regarding originality, misinformation and copyright ownership (Lin and Zhang, 2026). For example, Meta labels AI-generated content to improve transparency (Meta, 2024). Although AI improves efficiency, excessive reliance on automated content may reduce authenticity, which remains of the main reasons audiences engage with creators. These technological developments influence legal regulation and ethical responsibilities, demonstrating that innovation must be balanced with transparency and responsible content creation.
Economic Factors
The creator economy supports digital entrepreneurship and industries such as advertising and e-commerce. Many creators generate income through sponsorships, affiliate marketing, subscriptions and digital products, allowing them to build independent businesses. Businesses benefit because influencer marketing provides greater audience engagement than traditional advertising (Beichert et al,2024), making it a valuable marketing strategy. However, economic success is not guaranteed. Many creators depend on brand partnerships and advertising revenue, making their income vulnerable to economic downturns and reductions in marketing budgets. Smaller creators are affected because they often struggle to secure long- term commercial partnerships. For example, creator earnings are highly unequal, with algorithms favouring top earners (Strauss et al, 2025). These financial challenges are connected to technological factors, as changes in platform algorithms can reduce audience reach and affect income. Consequently, creators who diversify
their revenue streams are more likely to achieve long-term financial stability and reduce dependence on a single source of income.
Environmental Factors
Although the creator economy operates through digital platforms, it still has environmental implications. The growing demand for online content increases the use of data centres, cloud storage and video streaming services, which require significant amounts of energy. As digital consumption increase, the environmental impact of these technologies is likely to become a greater concern for businesses, governments and consumers. At the same time, environmental awareness presents opportunities for creators. Consumers increasingly support organisations and influencers that promote sustainable products and responsible consumption (Jacobson and Harrison, 2022). Creators who collaborate with environmentally responsible brands can strengthen audience trust. In contrast, promoting products that conflict with sustainability values may reduce consumer confidence. Environmental issues influence both ethical decision-making and commercial success, demonstrating the connection between environmental, social and ethical factors.
Political Factors
Political decisions influence the creator economy through digital policies, online safety legislation and international regulation of technology companies. Governments recognise the economic importance of digital industries while responding to concerns regarding misinformation, harmful content and data security, Fasel and Weerts, (2025). These policies can improve consumer confidence by creating a safer online environment. For example, the UK online safety act places duties on regulated online services to manage harmful content and improve user safety (UK Government, 2025) Nevertheless, increased government intervention may create uncertainty for creators and businesses. New regulations may affect platform operations, advertising practices and international collaboration, requiring creators to adapt to changing legal requirements. Political decisions are linked to legal factors because government policies determine how digital platforms operate and how creators engage with audiences. As regulation develops, creators who remain informed and adaptable will be better positioned to respond to policy changes.
Legal Factors
Legal regulation protects consumers, creators and businesses. Laws relating to advertising, copyright, data protection and consumer rights require creators to operate transparently and responsibly (Machado and Aguiar, 2023). Sponsored content must be identified to ensure consumers are not misled. For example, UK guidance requires paid influencer endorsements to be clearly disclosed to consumers (CMA, 2025). Copyright legislation also protects original content from unauthorised use. Compliance with these regulations strengthens audience confidence. However, legal challenges evolve alongside technological innovation. The increasing use of artificial intelligence has created uncertainty regarding copyright ownership, intellectual property and AI-generated content. Creators working across international markets must comply with legal requirements, increasing the complexity of digital business operations. These issues demonstrate that legal factors are connected to political decisions and technological developments. Consequently, creators who understand changing regulations can protect their reputation, avoid legal disputes and maintain sustainable business growth.
Ethical Factors
Ethical behaviour has become important because trust is a valuable asset in the creator economy. Consumers expect creators to provide honest opinions, disclose paid partnerships and recommend products responsibly. Transparency strengthens relationships with audiences and encourages long-term loyalty, Borchers and Enke, (2022). Commercial pressures, however, may encourage creators to prioritise popularity over responsibility by promoting misleading information or unrealistic lifestyles. The growing use of artificial intelligence creates ethical concerns regarding manipulated content, misinformation and authenticity. For example, generative AI can increase creators' content output while accelerating misinformation (Hassoun et al, 2024). Even when practices are legally acceptable, they may damage audience trust if viewed as dishonest or misleading. Ethical issues influence social expectations, brand reputation and commercial performance, highlighting the relationship between ethical, technological and legal factors. Maintaining authenticity and accountability becomes a strategic advantage rather than a moral obligation.
SWOT Analysis
The STEEPLE analysis shows that the creator economy has strengths in technological innovation and direct relationships with audiences, which can improve engagement and loyalty. A key weakness is creators' dependence on platform algorithms, which can result in unstable income and pressure to regularly produce new content. For example, YouTube introduced Hype to help smaller creators gain more visibility (YouTube, 2025). New technology, global markets and growing demand for digital content create opportunities for future growth. However, stricter regulation, market saturation, misinformation and declining audience trust are important threats. This means creators need to use different ways to earn income, adapt to technological changes and maintain audience trust to achieve long-term success. 
Future Lens
The creator economy is expected to continue growing as digital technology, artificial intelligence and influencer marketing expand. Industry research also predicts continued growth in advertising investment within the creator economy (IAB, 2025). The DPSIR framework explains how these developments may affect the industry's future.
Drivers: Technological innovation, increasing demand for digital content and investment in influencer marketing continue to drive industry growth (Adefemi and Mutanga, 2025)
Pressures: These drivers create greater competition, dependence on platform algorithms, increased use of AI and stronger legal and regulatory requirements Cong and Li, (2024).
State: As a result, the creator economy is becoming more competitive, technology-driven and regulated. Creators face difficulties gaining visibility and maintaining stable income, while AI creates concerns about authenticity and audience trust.
Impacts: AI may improve efficiency and create new business opportunities. However, increased competition, algorithm changes and market saturation may reduce visibility and income, especially for smaller creators. AI-generated misinformation may also reduce audience trust. 
Responses: Creators will need to diversify their income, use AI responsibly and remain transparent with audiences. Governments should strengthen regulations on advertising, copyright and AI-generated content while digital platforms should improve transparency and responsible governance. These responses will help support the long-term sustainability of the creator economy.
Recommendations
Creators should reduce dependence on social media platforms by developing income streams through subscriptions, affiliate marketing, digital products and brand partnerships. Diversifying revenue can reduce financial risk and improve resilience against algorithm changes and economic uncertainty. Creators should develop skills in AI-assisted editing, content analysis and copyright awareness, while reviewing AI-generated content before publication to protect authenticity and audience trust.
Businesses and digital platforms should identify sponsored and AI-generated content, improve data protection and strengthen responsible platform governance to support consumer confidence and sustainable growth.
Conclusion
The creator economy creates opportunities for entrepreneurship innovation and business growth. However, its future will depend on how creators, businesses and policymakers respond to interconnected social, technological, economic, environmental, political, legal and ethical challenges. Although technological innovation and increasing consumer demand provide opportunities, issues such as regulation, market saturation, misinformation and changing audience expectations require adaptation. Future success will depend on maintaining authenticity, encouraging responsible innovationand responding proactively to the changing external environment.
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Al-generated content on social media has introduced new dynamics in the spread of misinformation, with distinct characteristics compared to conventional
misinformation. Empirical analysis of misleading posts flagged on the social media platform X reveals that Al-generated misinformation often centers on
entertaining content and tends to carry a more positive sentiment. It is more frequently disseminated by smaller user accounts but has a higher likelihood of
going viral. Despite its virality, Al-generated misinformation is reported to be slightly less believable and harmful than traditional misinformation,
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Regulation of social media content creators involves multiple dimensions, particularly concerning the reliability, accountability, and governance of their
activities. One key aspect is the need for content creators engaged in sustainable activism to balance relatability with reliability in their communications.
While creators are effective influencers due to their relatability, ensuring the accuracy of their messages is challenging, raising questions about who should
provide redress when misinformation occurs. Current European legal frameworks may require adaptation or new rules to better regulate sustainable
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Content creators also play a role in platform governance by publicly challenging content moderation and copyright enforcement practices. They use
"platform callouts" to address issues such as false copyright claims and unfair content removals, which can serve as mechanisms for both peer community
self-policing and influencing centralized platform policies. This creator-driven governance highlights the power imbalance between users and platforms and

suggests that creators actively participate in shaping regulatory practices on social media . (2]

The contractual relationship between platforms and users, including content creators, is another regulatory concern. Platforms typically rely on boilerplate
Terms of Service that grant them discretionary power to remove content or suspend accounts. However, courts often interpret these contracts as bilateral
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The creator economy encompasses content creators, curators, and community builders, including social media influencers, who collectively contribute to

this ecosystem alongside brands and marketers. Social media influencers are integral to the creator economy as they produce content that engages

audiences and drives consumer decisions, thereby influencing marketing dynamics on digital platforms . o

Research on social media influencers highlights their dual role as content creators and entrepreneurs. Influencers generate diverse content across

categories such as food, beauty, lifestyle, and travel, with variations in content formats and monetization strategies across different countries. Their

professionalization and monetization levels affect the types of content they produce and their impact on the creative economy. This entrepreneurial aspect

underpins their influence beyond mere consumer persuasion, positioning them as key contributors to the evolving media landscape . (2]

The creator economy is particularly visible on platforms like YouTube, where independent creators generate monetizable content on a self-directed basis.
YouTube’s dominance in video sharing reflects a shift in media consumption, with user-generated content altering traditional perceptions of quality and
competing with established streaming services. This shift underscores the growing significance of social media influencers within the broader media
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