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1. Introduction 
The creator economy influencer industry is a growing part of the digital economy. It includes creators on platforms such as TikTok, YouTube and Instagram who build personal brands and earn income through advertising, sponsorships and fan support. The industry has become an important marketing channel, especially for brands targeting younger audiences. 
However, the creator economy is influenced by external factors that creators cannot fully control. Technological change, platform , management regulation and changing consumer behaviour create opportunities but also increase risks. For example, social media platforms provide global access to audiences, but algorithm changes or new regulations can directly affect creators visibility and income. 
This report critically analyses external influences on the creator economy using the STEEPLE framework. A SWOT analysis evaluates the industrys strategic position, while DPSIR and a Future Lens explore future challenges and trends. Two recommendations are provided for individuals and organisations operating within the industry. Examples include Cristiano Ronaldo and Molly Mae Hague. 
2. Case Studies: Ronaldo and Molly Mae Hague 
Cristiano Ronaldo is one of the world's most recognised footballers and influencers. His business model combines global sponsorships, personal branding, high quality content and his YouTube channel, UR CRISTIANO. This diversification creates multiple income sources and reduces dependence on one platform. However, even a global creator remains affected by external factors such as platform policies and changing audience behaviour. 
Molly Mae Hague is a British lifestyle influencer creating content across Instagram, TikTok and YouTube. Her business model depends more heavily on platform visibility, engagement and brand partnerships. This creates opportunities for growth but also makes her more vulnerable to algorithm changes and regulation affecting younger audiences. 
These cases demonstrate that external factors affect creators differently. Large creators with strong brands and multiple income streams have greater resilience, while creators relying mainly on platforms face higher risks. Therefore, success in the creator economy depends not only on audience size but also in adapting .
3. SWOT Analysis 
3.1 Strengths 
The creator economy benefits from low entry barriers, direct audience relationships and flexibility. Digital platforms allow individuals to create content without traditional media organisations, increasing opportunities for diverse creators. However, the same accessibility increases competition and makes sustainable income difficult for many creators. Dekavalla (2020) highlights that transparency in sponsored content is important for maintaining trust. 
3.2 Weaknesses 
Major weaknesses include unstable income, competition and dependence on platform algorithms. Creators often rely on sponsorships, advertising and audience engagement, which can change quickly. Borchers and Enke (2022) argue that maintaining authenticity while achieving commercial goals remains a challenge. 
3.3 Opportunities 
New technologies, short form video and AI tools create opportunities for new content formats and income models. Brands are also increasing investment in influencer marketing because creators can develop stronger relationships with audiences. However, creators must continuously adapt because new technologies also increase competition. 
3.4 Threats 
The main threats are regulation, platform changes and declining trust. Stronger protection for young users may improve online safety but may also reduce access to some audiences. This creates challenges for creators targeting teenagers and shows the importance of reducing dependence on individual platforms. 
4. STEEPLE Analysis 
4.1 Social 
Social factors strongly influence the creator economy because influencers are connected with online culture, identity and communication. TikTok, Instagram and YouTube allow creators to build communities and influence trends. However, concerns about mental health, cyberbullying and pressure on young users have increased criticism of social media. Borchers and Enke (2022) and Unalmış et al. (2026) suggest that authenticity and transparency are important for maintaining audience trust. 
4.2 Technological 
Technology is a major driver of the creator economy. Smartphones, editing tools and digital platforms have reduced barriers to content creation. However, creators are increasingly dependent on algorithms that control visibility and engagement. AI influencers create new opportunities for brands through lower production costs, but they also raise concerns about authenticity and trust. Liang (2024) highlights that platform control and regulation can influence how creators produce content. 
4.3 Economic 
The creator economy generates income for creators, brands, agencies and platforms. Influencer marketing has grown because creators can provide more personal connections with consumers than traditional advertising. However, income remains unstable because many creators depend on sponsorships, advertising and audience engagement. Stoldt et al. (2019) argue that agencies have helped professionalise the industry, but this also increases competition and makes success harder for smaller creators. 
4.4 Ecological 
The creator economy has a limited direct environmental impact compared with traditional industries. However, influencers affect consumption patterns by promoting products, fashion and travel. This creates an indirect environmental influence because online content can encourage higher levels of consumption. Morelock and Narita (2021) highlight the relationship between social media, attention and consumer behaviour. 
4.5 Political 
Political attention towards social media has increased because of concerns about online safety, misinformation and children's wellbeing. Governments are placing more responsibility on platforms to protect users. Although regulation may reduce harm, it can also affect how creators reach audiences and develop their businesses.
4.6 Legal 
Legal changes are increasing responsibilities for platforms and creators. Areas such as advertising disclosure, age verification, data protection and harmful content regulation are becoming more important. These changes can improve accountability and trust, but they may also increase costs and responsibilities. Herbert and Fisher-Høyrem (2022) and Mohamed and Mohamed (2024) show that regulation must balance protection with freedom and innovation. 
4.7 Ethical 
Ethical challenges remain significant within the creator economy. Issues such as unclear sponsorships, fake engagement and unrealistic lifestyles can reduce audience trust. Although many creators now disclose paid partnerships, ethical standards are not always consistent. Borchers and Enke (2022) argue that transparency is essential for long term success, making ethical behaviors both a responsibility and a business advantage. 
5. DPSIR Analysis. Under 16 Social Media Restrictions 
5.1 Drivers 
The main drivers behind under 16 social media restrictions are concerns about childrens mental health, cyberbullying, harmful content and online safety. Petro et al. (2025) highlight concerns about the relationship between social media use and young people's wellbeing. However, social media also provides benefits such as creativity, communication and learning. Therefore, regulation must balance protection with maintaining digital participation. 
5.2 Pressures 
The main pressures include high levels of youth social media use, algorithmic systems encouraging engagement and the growth of influencer content aimed at younger audiences. Bonus et al. (2025) show that online video plays an important role in childrens lives. This creates pressure for governments and platforms to introduce stronger controls, but it may also affect creators who depend on younger audiences. 
5.3 State 
Before stronger restrictions, platforms such as TikTok, Instagram and Snapchat allowed young users to follow creators and participate in online communities. This supported the growth of the influencer industry. However, concerns about privacy, harmful content and excessive use created pressure for change. 
5.4 Impact 
Restrictions may create both positive and negative outcomes. Young users may receive greater protection, but some may lose access to online communities and creative opportunities. For creators, possible impacts include smaller audiences and changes in content strategies. Platform-dependent creators are likely to experience greater effects than creators with broader audiences and multiple income sources. 
5.5 Response 
Governments and platforms are responding through stronger safety measures, age verification and increased responsibility for online services. These actions may improve trust but also create challenges for creators and businesses.
6. Future Lens 
6.1 AI Influencers 
AI influencers are likely to become a growing trend within the creator economy. They can reduce production costs and allow brands to create content at a larger scale. However, they also create concerns about authenticity, transparency and responsibility. Future development will depend on clear rules for AI generated content and maintaining audience trust. 
6.2 Increasing Regulation 
Regulation is expected to become a major future challenge. Governments are likely to introduce stronger rules around childrens safety, advertising and data protection. These changes may improve public confidence but also increase responsibilities for creators and organisations. 
6.3 Market Saturation 
The creator economy is becoming increasingly competitive because more individuals are entering the industry. Low entry barriers remain a strength, but they also contribute to market saturation. Future success may depend on strong personal brands, specialist knowledge and direct relationships with audiences. 
6.4 Consumer Behaviour 
Consumer expectations are changing as audiences become more aware of influencer marketing. Younger users increasingly value honesty and authenticity. Dekavalla (2020) and Ünalmış et al. (2026) suggest that transparency supports long term trust. Therefore, creators who focus only on promotion may lose credibility, while those who build genuine communities may have stronger future opportunities. 
7. Recommendations 
7.1 Recommendation for Individual Creators 
Individual creators should develop a multi platform strategy instead of depending on one social media platform. Using TikTok, YouTube and Instagram together with owned channels such as websites or newsletters can reduce risks linked to algorithm changes and platform policies. This recommendation is connected to the SWOT analysis, where platform dependency is identified as a major weakness and threat.  
7.2 Recommendation for Organisations 
Agencies and platforms should introduce clearer ethical standards for AI influencers and influencer marketing. This should include visible labelling of AI generated content, stronger rules for advertising aimed at children and clear sponsorship disclosure. The STEEPLE analysis shows that technological development creates opportunities but also ethical and legal challenges. Although stronger standards may increase short term costs, they can improve trust and support the long term sustainability of the creator economy. 
8.Conclusion 
The creator economy continues to grow because of technological development, changing consumer behaviour and increased brand investment. However, external pressures such as regulation, platform dependency, market saturation and ethical concerns create significant challenges. The STEEPLE and SWOT analyses show that the industrys future depends on adaptation and the ability to manage risks. The DPSIR analysis highlights the challenge of balancing online safety with creativity and participation. Overall, the creator economy is likely to remain an important part of digital business, but long term success will require transparency, flexibility and reduced dependence on individual platforms. 
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