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2, Introduction.
Within this report I will be looking at why influencers are a major part of the world today and what they do and why this effect different people of all ages, I will include within this report a STEEPLE analysis, SWOT Analysis and an DPSIR Future lens over the next five years.
Being an influencer (Fine F, Gu, and Palmatier, 2026) is when an individual distributes content through online platforms like Facebook ,TikTok, YouTube, Instagram and twitch, when being an influencer this will generates income through sales, products. subscriptions, advertising and sponsorship. Influencers have become a big part of online platforms in recent years giving brand awareness and purchasing decisions. With most people shopping online business have increasingly become reliable on influencers to market and engage with customers to sell their products.
However, the industry operates within dynamic environment influenced by technological innovation (Qiu,; Chang, Benrui. , 2026) with this comes ongoing changes, updates, and reforms in laws, rules and guidelines imposed by government bodies, with these factors it presents both challenges and opportunities this can sometimes impact on influencers to grow their audience and achieve long term financial sustainability.-
Within the UK the regulatory such as FCA (Financial Conduct Authority) Ofcom and CMA (Competition and Markets  Authority)  support economic growth and innovation while reducing the administrative burden on businesses. (Regulating for growth 2026) 
 


3, STEEPLE Framework.
Within the report I have applied the STEEPLE framework according to Kelly, (2018) the STEEPLE framework is one of many models that help decision-makers to develop and pursue their strategies systematically and HEPs have used it for years, though always from a marketing perspective – i.e. when seeing the institution as a business selling a range of products (their academic programmes) and competing with other such institutions for customers (students). I have not, in my research, come across any cases where it has been employed to assist in designing courses/modules and curricula. Though neither a course nor a curriculum design model itself, STEEPLE can be very useful in supporting those models which are – to achieve design of the most appropriate courses and curricula. Please see Appendix for the include steeple analysis on this report of influencers. 

 









4, SWOT Analysis.
Swot Analysis according to (Helms and Nixon, 2010) The purpose of this study is to examine the use of the strategic management tool, Strengths-Weaknesses-Opportunities-Threats or SWOT analysis, and to assess how the methodology has been used as well as changes to the methodology. The findings both for and against SWOT analysis should lead to a balanced view of the technique as well as yield ideas for needed theory building. I have  done  my SWOT analysis on Mr beast and Kai Cenat.
Mr Beast is an American content creator who began uploading videos in 2012 on you tube but his breakthrough came in 2017  as high-powered Influencer who has approximately in mid-2026 430+ million subscribers on you tube, 75+ million followers on Instagram, 120+ million on TikTok, 35+ million on X (formally known as Twitter),30+ million followers on Facebook. 
The second influencer is an up-and-coming influencer called Kai Cenat. Kai Cenat is an American livestreamer best known for his high-energy, gaming, comedy, he launched his you tube channel in  2018 approximately in mid-2026 Kai has 20.4 million followers on Twitch, 16.8 followers on Instagram, 7.6 million on YouTube (main channel), 14.9 million on his subscribers’ channel on YouTube. Please see appendix for SWOT analysis. 










5.Future Lens (DPSIR)
By looking at the future of the influencer Markert over the next five years (Gahlot and Tanwar, 2025)the economy is expected to continue to grow but with this there will be an increase in AI-generated materials, with this there will be stricter regulation put into place Appendix 
Drivers (Giardino, 2022)  - within the next five years there will be rapid technology growth this will increase within the social media usage, this will course a growth in customer demand for digital content, AI will play a huge part in this growth with AI tools becoming more popular like ChatGPT, also video editing software, this makes content creation faster cheaper and more accessible, with all these products available to hand this will result in more people entering the creator economy, this will increase competition between online platforms such as TikTok, YouTube, Instagram, Twitch, X , While at the same time customers expect content tailored to their interests. With this need creators are encouraged to use ai-generated system to improve the audience engagement, within in the next five years human creators will face challenges with increase marketing saturation raising ethical concerns about authenticity and making it more difficult to stand out in a highly competitive industry. According to De Cicco et al., (2025) integrating AI with human input in educational digital content creation results in consumer engagement, brand attitude, and advocacy intentions comparable to fully human-generated content, while solely AI-generated content tends to lower consumer engagement despite similar perceived quality.
Pressures - According to Chin, Novacek and Burns Loeb (2026) Social media influencers face several stress factors related to the nature of their work and the emotional demands it entails. One significant stress or burnout, characterized by emotional exhaustion, depersonalization, and reduced personal accomplishment. Research indicates that social media influencers experience higher levels of burnout compared to non-influencers, the Pressures of being an influencer will increase over the next 5years, the increase of competition with more up and coming creators joining the digital market, with these new creators creating more content this could course other creators’ audiences to decrease influencers have to constantly create new content to keep their followers interested, within the next five years, the government will bring in stricter regulations, there has also been concerns raised over copyright infringes, misinformation been giving to customers about products they are selling this is all being monitored. 
State – Being a influencer is all about how many followers they have and weather they can gain more, success will depend on whether they are viewed positively and if their follower trust them and if they are trusted by the brands they are promoting to get long term sponsorship, Influencer grow there audience’s by the content being shared liked and how many times their content is shared, using new technologies such as AI editing tools according to Soe (2021) the integration of AI in video editing also influences the creative and cognitive aspects of montage, traditionally a human-driven process. AI-based editing software introduces semi-automated, generative approaches that alter the grammar and aesthetics of cinematic montage. This shift reconfigures editing from a purely dialectical practice to a hybridized form where human intention negotiates with algorithmic suggestions, thus reshaping the expressive possibilities of film editing this will help the influencers stay competitive.
Impacts – Their will be positive impact according to Hugh Wilkie et al. (2022) Influencers can have a positive impact on brand perception and consumer behaviour through several mechanisms. Their characteristics, such as popularity and attractiveness, but also there is also negative impacts according to Azayem et al. (2024) social media influencers face several negative impacts related to their roles and the nature of their online presence. One significant area concerns their mental health and emotional well-being. Influencers who spend extended hours on social media, particularly more than five hours daily, experience heightened negative emotions.
Positive impacts – when being a successful influencer with the growth of their audience this is most likely to increase influencers income, while building their audience this will gain trust increasing the influence they have this could potentially bring career opportunities with opportunities could bring podcasts, tv , public speaking, merchandise.
Negative Impacts- with more creators the increase of competition will make it harder to stand out and maintain audience growth, with having to create more contact  could course stress, anxiety, burnout, with this could course a influencer to require time of this could course brands to cancel with this becomes loss of income.
Responses- Influencers will have to respond to industry changes by creating authentic content, they will also have to adopt new technologies, with expanding their income with subscriptions and other business ventures, with government regulations changing influencers will have to comply with all policy’s influencers will have to prioritise their mental health (Adeane and Stasiak, 2025) for long tern success. 
  














6.Conclusion. 
When doing this report with the STEEPLE.SWOT,DPSIR analysis the research, has shown within the frameworks, that the growth for influencers has a strong potential over the next 5 years but this also shows that influencer faces significant challenges to.
The STEEPLE analysis has shown within the research that different factors will continue to shape and change the influencer industry, social trends will change, technological will develop more, economic conditions, environmental expectations, political decisions, legal regulations will become more expected, ethical responsibilities will all influence on how influencers operate, with stakeholders becoming high risk by playing an important role in an influencer success from followers, brands, social media platforms, governments.
The SWOT analysis has highlighted that being an influencer has all different abilities  their strengths will be building strong relationships with their audiences, keep creating up to date content to keep the audience engaged, and earn income through brand partnerships. But with this the weakness also shows that being dependant on social media platforms can come at a cost by new influencers creating content can decrease income from other influencers and this can have long term consequence with mental health and burnout, this analysis also shows the opportunities for influencers using AI and new technologies and developing additional income streams with subscriptions and personal brands, the threats that have be highlighted are stricter regulations, reputation damage, misinformation, could reduce sponsorship opportunities. 
The DPSIR framework highlights and shows the growing demand of the online digital content and influencers market that is making the industry it shows  the pressures that come with the digital marketing like competition with influencers, algorithm changes, and audience expectations create ongoing challenges. With all these factors being brought to light that could affect the current state of influencers and leads to the positive factors of a higher income but with the positive factors  as you can see within the DPSIR that this also brings the negative factors stress, burnout, eruption risks. But to remain successful influencers must keep creating up to date content and must always follow legal and ethical standards.
Influencers who follow and adapt to all these rules within the digital online platforms  and are transparent and innovative and keep maintaining high standards of trust with their audience are most likely to achieve success over the next five years 
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Appendix 1. 
STEEPLE ANALYSIS 
	Social Factors 
	1,While influencers can shape many trends on social media to promote  gaming, health and beauty, fitness, education online shopping their success will depend on understanding their online audience their age, gender location and interests with the
2,social media trends changing so quick influencers who are popular need to keep up with changes to engage with their followers and to gain new followers
3, Being an influencer, you must gain trust this is essential with positive engagement helps maintain a strong reputation  
	Stakeholder 
For social factors this  would  be young people, parent’s theses would be high risk 
The brands and sponsors  high risk 

	Technological Factors
	1.Since 2020 according to Gonçalves et al., (2024) The growth in the use of social networks has been evident, reaching 3.8 billion users in 2020, representing 49% of the world’s population with influencers and creators being able to reach millions of people instantly.
2, Online platforms can provide growing opportunities to reach different audiences  
3,AI tools, video editing software 

	Stakeholders that would be effect within technological factors are 
Influencers these would be high 
Brands and Sponsors would be high 
Online Platforms with marketing 



	Economic Factors
	1,Influencers work with business to adverts their product’s, (Rebeca Suárez Álvarez and Pastor-Rodríguez, 2023) Business often use influencers as this can be more cost effective than advertising traditional some influencers with high followers can generate a very high income with this.
2,Public spending if people have less income due to inflation, they might buy fewer products making influencers campaigns less effective.
3,Competition between influencers and changes in  marketing can affect how brands could pay 

	Stakeholders that would be effect within Economic factors are 
Influencers 
Followers’ 
advertisers 
these could be affected because of people not spending and with budgets 
Advertising revenue with or without the success of influencers campaigns these are all high risk 







	Environmental Factors
	1, According to Zahran and Hasan Yousef Aljuhmani, (2025) environmental factors of influencers include their trustworthiness, credibility, commitment, content strategies, perceived authenticity, and engagement with followers, all of which contribute to promoting environmental involvement, awareness, and sustainable consumption behaviours among their audiences. 2,These factors vary in influence depending on platform, follower size, and demographic context . with the use of the digital platforms this can also consume energy through the cloud by sharing videos to promote advertising, but this is unlikely to influence future platforms regulations (Xie et al., 2025).
3,Eco friendly with packaging or poor environmental practice could damage a influencers reputation 

	Stakeholders that would be effect within Environmental factors are 

Product Manufactures 
Influencers 
Followers
These are high risk as customers expect influencers to promote sustainable products and if they do this, they will gain public trust and positive attention  
 

	Political Factors
	1.over the growing years of the digital platforms this has had a significant effect on the governments introducing legislations see appendix 1,2 These legislation addresses misinformation, online safety, national security, and data protection,
2, TikTok had proposed serval countries with restrictions with this it illustrates how political decisions can reshape entire digital markets. According to (Bania and Geradin, 2024) 
3,A preventive regulatory tool to break the influence of big online platforms, the “Digital Markets Act (DMA)” was introduced in the European Union (EU)1. It extends to gatekeepers, such as Alphabet (Google), Amazon, Apple, Meta (Facebook), Microsoft, and ByteDance (TikTok),in addition to imposing ex-ante liability on them in an attempt to promote contestability and more equitable digital ecosystems2. The DMA has already led to significant changes in compliance, including Apple's permission for alternative app stores within the EU and Google's engineering of search results to prevent self-preferencing.

	Stakeholders that would be effect within Political  factors are 
Influencers 
Online platforms 
Brands 

These are highly affected as if they do not follow the governments regulations and polices, they could get high fines 



	
	
	

	Legal Factors
	Influencers have legal regulations they must comply to do when doing influencers have to follow advertising standards  with this, they must disclose according to Skalbania, (2025) 
2019 Influencer Guide outlines advertisers’ and endorsers’ specific responsibilities relating to the advertising and marketing of products on social media platforms. Despite the extensive information provided within the 
2, 2019 Influencer Guide, there is still great confusion regarding endorsement disclosure requirement when influencers are doing sponsored content this has to be clearly stated if these regulations are not followed this could result in financial penalties and reputational damage.  Also being an influencer, you must also be sure you are not copyright, but this has become increasingly harder over the years due to AI-generated contents.
3, Advertising influencers most clearly identify  sponsored post to ensure transparency.  

	Stakeholders that would be effect within Legal  factors are 

Influencers 
Online platforms 
Content Creators 

These are high risk 

As Influencers must comply with advertising disclosures, copyright, and privacy laws to protect their customers and avoid penalties. 




	Ethical Factors
	1,while ethical concerns have become central to maintaining the audience trust according to (Saluja, et al., 2024)  Marketers risk damaging consumer trust and facing regulatory scrutiny without a comprehensive understanding of data governance and ethical frameworks but with this some creators doing this can course misinformation AI can play a big part of mis information  as 
2,AI can generate and change content this then can challenge the credibility of the online creator but ethical behaviours can strengthen long term audience loyalty but when creators use unethical means this can undermines the trust of the audience.
3,Influencers have responsibility to consider their content particularly on younger audiences by avoiding harmful messages, unrealistic expectations. 


	Stakeholders that would be effect within Ethical  factors are 

Parents
Influencers 
Online platforms 
 These are high risks 
Due to being transparent about sponsorships 
Making honest recommendations 
Creating responsible content helps build trust protecting the audience.

















Appendix 2
SWOT Analysis

	Strengths of a high Powered Influencers 
	1, Massive Audiences 
2, High Earning Power.
3, Industry influence 
4. Strong brand Identity 
	Strength in up-and-coming influencers 
	1, High engaged community
2, Authentic personality builds trust 
3.Agile and able to follow trends quickly.
4. Faster content creation than large creators.  

	Weakness
	1, Dependency on Platforms
2, Content Saturation
3, Brand Risk
4, High Expectations
	Weakness. 
	1.Smaller business infrastructure.
2. Revenue depends heavily on platform performance.
3. Less diversified income.
4. Limited negotiating leverage with premium brands


	Opportunities 
	1, Could expand on  to television, streaming and international markets.
2,Launching additional business and consumer products.
3. Investing in AI powered content production and location.
4, Develop educational philanthropic initiatives.
	Opportunities
	1,Could collaborate with larger influencers.
2. Could expand into podcasts.
3.Build a niche expert reputation.
4. Secure sponsorship as audience grows.

	Treats 
	1, Platform algorithm changes could reduce reach.
2, competition from other creators.
3,reputation risk 
4, Economic downturns can reduce advertising budgets.

	Treats  
	1, Difficulty standing out in a crowded market
2. Burnout
3. Copycat creators replicating successful formats.
4. Online platform policy changes 
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A What happens if influencers don't follow legal requirements?

1. Regulator action from the ASA (Advertising Standards Authority)

The ASA can publicly name and shame influencers who hide ads or mislead audiences.
GOV.UK

* Their posts may be taken down or banned.

Repeat offenders may be escalated to the Competition and Markets Authority (CMA) for
stronger enforcement.

2. Fines and legal penalties from the CMA
Under the DMCC Act, the CMA now has direct fining powers:

* Up to £300,000 fines for individual influer |, .
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The ASA enforces the CAP Code, which requires:

Ads must be “instantly recognisable” — no scrolling, clicking, or guessing. legallens.co.uk
Clear labels such as #Ad or Paid Partnership must appear at the start of posts or videos.

If a brand has editorial control (e.g., approving captions, requiring hashtags), the content is
automatically an ad. jamiesonlaw.legal

3. Government communications rules

When government departments use influencers, they must ensure:
¢ Transparency

* Value for taxpayers

« Trustworthy, accessible content

These rules apply to influencers, celebrities, podcasters, and content creators. Parliamentary Digi...
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* UpT0 £3U0,U00U TInes Tor indiviaual inTluencers.

legallens.co.uk

* Up to 10% of global annual turnover for brands or agencies involved in hidden ads.

legallens.co.uk

* 1% of global turnover for giving misleading information during an investigation.

legallens.co.uk
These penalties apply even if the influencer:
¢ Received only a gift
* Received a discount

* Posted about a brand they worked with in the last 12 months
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Ethical Factor Why It Matters Linked Topic
Transparency Builds trust; required by law

Authenticity Maintains credibility

Brand Fit Prevents audience backlash

No Deception Protects brand and audience trust

Social Responsibility Avoids harm and misinformation

Data Ethics Protects user privacy

Fair Treatment Supports creator well-being

Compliance Ensures legal and ethical standards
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The future of influencer marketing is
expected to be dynamic and ever-
evolving. While | can't predict the future
with certainty, here are some trends and
possibilities that may shape the future of
influencer marketing:

(Micro-influencers: ) The rise of micro-influencers, who have smaller but highly engaged audiences,

is likely to continue. Brands are recognizing the value of micro-influencers as they often have a more
targeted and niche following, leading to higher levels of trust and authenticity.

("Authenticity and transparency: ) Consumers are becoming increasingly discerning and are
demanding more authenticity and transparency from influencers. Brands will need to collaborate with
influencers who align with their values and maintain genuine connections with their audiences.
Disclosure of sponsored content and partnerships will also remain important.

Long-term partnerships: ) Rather than one-off campaigns, brands may focus on building long-term
relationships with influencers. This approach allows for deeper integration, ongoing storytelling, and
consistent brand messaging, fostering stronger connections with the influencer's audience over time.

( Diversification of platforms: ) Influencer marketing is expanding beyond traditional platforms like
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@ Key dates when UK government regulations for influencer
were set

1. Pre-2020: ASA & CAP Code (industry regulation, not government law)

Influencers were already required to label ads clearly under the CAP Code, enforced by the
Advertising Standards Authority (ASA).
This was not government legislation, but it laid the foundation for later laws.

2. 26 October 2023 — Online Safety Act receives Royal Assent

This is the first major UK law directly affecting influencer content on social platforms.
It regulates harmful content, illegal content, and platform responsibilities — which includes
influencer-generated content on social media.




image2.png
Year

‘What happened

Why it matters

First major UK law affecting influencer

2023 Online Safety Act becomes law
content on platforms
DMCC Act strengthens consumer-protection
2024 9 p Influencers can be penalised for hidden ads
enforcement
Platf i
2025 Online Safety Act duties begin enforcement @ orm.s Lt ieguistelinfluspcencontent
more strictly
2026 HFSS online ad ban begins First product-specific influencer advertising

restriction

@]

&<





image3.png
‘I'he UK has one of The mosT adeveloped regulatory Trameworks Tor influencer activity. Inree bodies
matter most:
1. Competition and Markets Authority (CMA)

The CMA enforces consumer-protection law and now has direct fining powers under the Digital
Markets, Competition and Consumers (DMCC) Act 2024.

* Influencers must disclose any incentive: payment, gifts, discounts, free experiences, affiliate

links. sov.uk

* Hidden ads or fake reviews can lead to fines of up to 10% of global annual turnover for

brands. legallens.co.uk

2. Advertising Standards Authority (ASA)
The ASA enforces the CAP Code, which requires:

* Ads must be “instantly recognisable” — no ¢ lling, clicking, or guessing. legallens.co.uk
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