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Executive summary:
The content creator economy has become an important part of modern society and the digital economy. Content creators influence how people learn, think, and make purchasing decisions while generating income through social media platforms such as YouTube, TikTok, and Instagram.
This report analyses the industry using SWOT, STEEPLE, and DPSIR frameworks in general and with a particular focus on corporate and individual influencers like Joe Wicks, Zeteo, and Piers Morgan. The findings show that strong audience trust, personal branding, and digital innovation create significant opportunities for creators. However, challenges such as algorithm changes, increasing competition, misinformation concerns, and government regulations can affect their growth and sustainability.
The report concludes that content creators must adapt to technological and regulatory changes, diversify their income sources, and maintain ethical standards to achieve long-term success. It also recommends responsible social media use for young people, stronger online safety measures, and greater collaboration between governments, platforms, parents, and content creators.
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[bookmark: _Toc234421361][bookmark: _Toc234421575]Introduction:
Content creators, also known as social media influencers, are individuals who produce and share digital content based on their interests, experiences, hobbies, or professional expertise. Their content may be informative, practical, entertaining, or a blend of these formats and is distributed through social media platforms such as TikTok, YouTube, and Instagram. 
[bookmark: _Toc234421362][bookmark: _Toc234421576]Definition and overview 
Through audience engagement and online influence, content creators may generate income from platform monetization, advertising revenue, sponsorships, and collaborations with brands and organizations. (Michaelsen et al., 2022; U.S. Bureau of Labor Statistics, 2023).
[bookmark: _Toc234421363][bookmark: _Toc234421577]Types of Content Creators
Some of the content creators focus their attention on leadership policies and its national and international relevance and impact to the population and economy in general. e.g. Professor Jiang Xueqin, Piers Morgan, Tucker Carlson, Zeteo and Breaking Point etc. For sales of products and services we have the like of Brooklyn Beckham while others focus on providing educational material for the public. 
[bookmark: _Toc234421364][bookmark: _Toc234421578]Economic Contribution of Content Creators 
Joe Wicks, known as The Body Coach, is one of the UK's most recognised health and fitness influencers, with 81% of Britons aware of his content. (YouGov, 2023). Kyle Thomas is another leading British influencer, having built a following of over 34 million on TikTok through his wildlife and conservation content. The Soho Agency, 2025; TikTok, 2026).
[bookmark: _Toc234421365][bookmark: _Toc234421579] Economic Contribution of Content Creators 
They are important because according to the BBC in 2024- YouTube content creators contributed about £2.2bn to the economy and on employment it supports approximately 45, 000 jobs, with majority coverage through YouTube, Tik-Tik and other social media. This potential has made U.K. parliament to increasingly engage with the sector due to its rising influence in the society and relevance to the economy. https//www.bbc.co.uk
Furthermore, content creators across the globe influences and control many young people in relation to consumer decisions and serve as their role model, while for middle age they influence some on their political rethink and ideology which at the end shape and affect their political decisions and choices.

[bookmark: _Toc234421366][bookmark: _Toc234421580]Current findings 
Content creators have a major influence on how people learn, think, and make buying decisions through social media. They provide information, entertainment, and online communities that connect people around shared interests. However, not all content is reliable, and some creators may unintentionally spread misinformation. Although the creator economy makes a significant contribution to economic growth, creators face challenges such as changing platform algorithms, which can affect audience engagement and income. Because creators rely heavily on these platform-controlled systems, sudden changes can create uncertainty and threaten long-term sustainability. (Goldman Sachs Research, 2023).

Government regulations are becoming an important external factor in the creator economy. Countries such as Australia have already introduced social media restrictions for children under 16, while the UK and Canada are considering similar measures. Although these regulations help protect young people from harmful or misleading content, they may also reduce creative freedom and create additional challenges for smaller content creators. (World Economic Forum, 2022).
[bookmark: _Toc234421588]DPSIR Analysis of the Creator Economy
[bookmark: _Toc234421589]Drivers of the Creator Economy
The research analyses the key drivers that encourage influencers to continue operating within the industry. They include real increase in the use of social media platforms and AI which help Content creators work more efficiently and that create demand for digital entertainment and information (See Appendix 2). Also advances in technological tools like smart phones, computers, tablets encourage them to creates more contents. That in general becomes an opportunity for them to earn more income through advertising, sponsorships, subscriptions, and sales of product and services to their audience (See Appendix 2). (Dwivedi et al., 2021).
[bookmark: _Toc234421590]Pressure of the Creator Economy
And these drivers create pressure for content creators to consistently produce engaging content, keep up with trends, and compete for audience attention. They must also adapt to changing algorithms, monetisation rules, and audience expectations to maintain their visibility and success.
And the growing number of creators makes it harder to secure brand deals and sponsorships hence the need for all Content Creators to stay aware of economic changes, since any significant shifts in consumer spending and advertising budgets can directly affect their earnings and financial stability. (UNCTAD, 2021). 


[bookmark: _Toc234421591]State of the Creator Economy
Additionally, the state of creator economy is a fast-growing and highly competitive industry, with platforms such as YouTube, TikTok, Instagram, and podcasts allowing creators to reach global audiences and build strong personal brands. It has become a major source of entertainment, education, news, and marketing, creating opportunities for individuals and businesses alike. The sector contributed about ££2.2bn to the UK economy and on employment it supports approximately 45, 000 jobs, with majority coverage through YouTube, Tik-Tik and other social media (See Appendix 2)
[bookmark: _Toc234421592]Impact of the Creator Economy
The creator economy has a positive impact especially in generating income and wealth to individual creators through advertisement, promotion and sales of products and service. Generating of revenue to government through tax as well helping the platform to equally make more money through patronization. It also creates job opportunities and supporting businesses through increased awareness to multiple audience reach globally. (UNCTAD, 2021). However, negatively it also brings challenges such as misinformation and mental health concerns. (See appendix 2)

[bookmark: _Toc234421593]Response of the Creator Economy
The UK has chosen to make social media safer for under-16s through stricter rules and age checks rather than banning it, requiring platforms to protect children from harmful content while Ofcom enforces compliance (Department for Science, Innovation and Technology, 2025; Ofcom, 2026).
Although, Ofcom has the authority to investigate social media platforms, require evidence of compliance, impose substantial financial penalties, and seek court orders to restrict non-compliant services in the UK.  Despite these regulations, some young people are still able to get around age-verification systems, harmful content may be viewed before it is removed, and the effectiveness of the rules largely depends on social media platforms properly enforcing them. Concerns also remain about excessive screen time, mental health, and the influence of online personalities on young users. (Ofcom, 2026; UK Government, 2025).

And in Australia, the government has introduced a minimum social media age of 16, requiring social media platforms to restrict account access for users under 16 to help protect young people from online harms and support their mental health and wellbeing (Parliament of Australia, 2024; eSafety Commissioner, 2026)
While China takes a strong and protective approach to children's online safety. Instead of completely banning social media for under-16s, the government requires online platforms to safeguard young users through measures such as content filtering, cyberbullying prevention, privacy protection, child-friendly settings, and limits designed to reduce internet addiction. Under the Regulations on the Protection of Minors Online, introduced in January 2024, platforms are responsible for removing harmful content and creating a safer digital environment for children.
On the other hand, social media platforms protect children online by using age checks, removing harmful content, applying stronger privacy settings, providing reporting tools, and, in some countries, limiting excessive screen time and online activity for young users.

[bookmark: _Toc234421594]Conclusion and Recommendations:
This report recognises the important role that social media plays in modern society. Beyond communication and entertainment, social media platforms contribute to economic growth, support collaboration and research, create business opportunities, and play a significant role in the digital economy. They also provide young people with access to information, educational resources, and opportunities to develop digital skills that are increasingly important in today's world.
For this reason, a complete ban on social media for children under 16 may not be the most balanced solution. Instead, this report recommends that social media companies take greater responsibility for protecting young users by designing algorithms that promote educational, informative, and skills-based content while limiting exposure to harmful or inappropriate material.
The report also recommends the introduction of compulsory age-verification measures together with stricter penalties for platforms that fail to protect children from harmful content. These measures should be supported by digital literacy education and greater awareness among parents, schools, and young people to encourage safer and more responsible use of social media.
A partnership between governments, regulators, educators, parents, and social media companies is likely to provide better long-term results than an immediate blanket ban. The effectiveness of these measures should be reviewed after 12 months to assess whether they have improved child online safety and reduced exposure to harmful content.
If, after this review period, the evidence shows that these measures have not been effective and that children continue to face significant risks online, then stronger restrictions, including a complete ban for users under the age of 16, should be considered as a last resort.
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[bookmark: _Toc234421596]Appendixes: 
[bookmark: _Toc234421597]SWOT analysis table: 1.

	Influencer
	Strength
	Weakness
	Opportunity
	Threat

	A. Joe Wicks
	Trusted by families, Schools and beginners.


Health and fitness influencer.

10m audience
 
Generate over £24m in revenue and profit.

(InfluencerFee, 2026; Built by Foundry, 2026).
 

	Brand relies heavily on his personal reputation. 

Total dependence on social media platform.

Limited in diversification.



	Growing demand for online health and wellness content.

Gained a significant market share


	Huge competition from other fitness influencers.

Difficulty in dominating the market.


	B. Zeteo
	Founded by Mehdi Hassan, an independent journalist.

Multi-platform presence through newsletters, podcasts, video content, and YouTube.

Base in USA with income/ revenue of $3.5m from subscription in 2025.

Focuses on providing detailed political insights, holding those in power accountable, and covering stories that often receive limited attention in mainstream media.

 Offers in-depth political coverage and investigative reporting, while bringing attention to issues that are often overlooked by traditional news outlets.

Aims to help audiences better understand political issues through detailed analysis, fact-based reporting, and coverage of underreported topics.

Known for exploring political issues in greater depth and highlighting stories that may not be widely covered elsewhere.





	May be viewed as politically biased by some audiences.

Highly concentrated about Americal and Middle East politics.

Zeteo relies heavily on paid subscriptions, so its long-term success depends on attracting new subscribers and keeping existing members engaged.


(Wikipedia, 2026; Media Bias/Fact Check, 2026).

	Its subscription-based news.

Possibility of gaining large more audience due to military and political crisis around the world. 

	Competition from other digital media platforms.

Existence of subscription free channels.




	C. Piers Morgan
	Highly recognisable brand with strong audience engagement.


Known for his direct interview style, outspoken views, and willingness to discuss controversial political and social issues.

Regularly attracts high-profile guests and engages large audiences through debates on current affairs and major global events.


(vidIQ, 2026; Playboard, 2025).





	Controversial opinions can divide audiences.

Strong competition from traditional news outlets, podcasts, digital creators, 

Over reliance on personal individual reputation.

	Expansion because of global audiences.


Channel attracts a global audience and could grow.

Global coverage creates more subscribers and more revenue 

	Competition from online creators.

Government and public figure whichunt as He covers mostly current affairs and political situation.










[bookmark: _Toc234421598]STEEPLE Analysis Table: 2.

	STEEPLE
	FACTOR
	STAKE HOLDERS (THOSE AFFECTED).

	Social 
	1. Young Audience prefer creators who are real, genuine and trustworthy.




2. Mental health because people are aware social media impact.


3. There is a community building where followers interact and help each other. (Chen et al, 2024).
	1. Online communities.
2. Young people.
3. Brand content creators.

1. Young People,
2. Social services,
3. Parents

1. Parents
2. children

	Technological 
	
1. AI helps content creators work more efficiently by saving time on editing, content planning, and audience analysis. E.g. Canva AI.


2. Smartphones enable creators to produce professional content easily and at a lower cost. E.g. PicsArt – for photo, graphic design, and AI-powered image creation.


3. Social media gives creators a low-cost way to reach large global audiences quickly.

	1. Content creators.
2. Audiences
3. Brands and advertisers.


1. Creators
2. Media Platforms
3. Audience 


1. Influencers
2. Internet providers.
3. AI tools

	Economical 
	1. Content creators earn income from multiple sources, including advertising, sponsorships, subscriptions, and product sales.


2. Social media platforms like YouTube, Tik-Tok, Instagram help creators make money from the content they share online.


3. UK Governments generate estimate of £2.2b In revenue through tax from the content creator industry.


4. Created about 45, 000 jobs within the country. https//www.bbc.co.uk


	1. Content creators
2. Consumers.
3. Social media platforms.

1. Influencers
2. Social media companies.




1. Government revenue office.
2. The public.

1. The youth
2. The government.
3. Parents 

	Environmental 
	1. With growing concern for the environment, content creators are increasingly expected to encourage sustainable habits and support environmentally responsible brands.

2. The growing number of creators makes it harder to secure brand deals and sponsorships due to massive competition (UNCTAD, 2021). 



	1. Content creators can raise awareness about environmental issues and encourage people to make more sustainable choices


	Political 
	1. Social media ban on under 16 in United Kingdom coming soon. And already enforced in Australia.

2. Responsibility is on social media company not parents.


3. Penalties of up to A$99million to non-compliance in Australia. (eSafety commissioner 2026).
	1. Young people under 16
2. Creators may experience reduce audience.
3. Companies may face fines

1. The social media company.

	Legal 
	1. Content creators must clearly tell their audience when content is sponsored or paid for by a brand.


2. Creators and platforms must protect users' personal data and follow privacy regulations.

	1. Brands and businesses
2. Audience
3. Content creators.

1. Government
2. Parents
3. Social media companies
4. Young children
5. Social services
6. Schools


	Ethical 
	1. Content creators should clearly disclose paid promotions and sponsorships to maintain trust and transparency with their audience.


2. Creators have a responsibility to share accurate information, especially on topics such as health, finance, and current affairs.

	1. Society.
2. Brand and business
3. audience.


1. The youth
2. Government
3. Parents
4. Standard organization department.
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