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[bookmark: _Toc234861864]Executive Summary
The influencer industry has become one of the fastest-growing parts of the digital economy. Millions of people now create content on platforms such as TikTok, Instagram and YouTube, while businesses increasingly use influencers to promote products and services. This report explores the business environment of the influencer industry using the STEEPLE framework. It examines how social, technological, economic, environmental, political, legal and ethical factors affect influencers and businesses.
The report explains that technology and social media continue to create opportunities for content creators, but challenges such as changing algorithms, competition and government regulation also affect the industry. A SWOT analysis is used to identify the strengths, weaknesses, opportunities and threats facing creators today. The DPSIR model is then applied to consider how the influencer industry may develop in the future.
The report concludes that creators who build trust with their audience, develop multiple sources of income and adapt to changes in technology are more likely to achieve long-term success.
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The influencer industry has changed the way businesses advertise their products and communicate with customers. Instead of relying only on television or newspaper advertising, companies now work with people who have built large audiences on social media platforms. These people, often called influencers or content creators, can affect the opinions and buying decisions of their followers.
Platforms such as TikTok, Instagram, YouTube and Twitch have made it possible for almost anyone to create content and earn money online. Influencers can receive income from sponsorships, advertising revenue, affiliate marketing, subscriptions and selling their own products. According to Influencer Marketing Hub (2025), businesses continue to increase their spending on influencer marketing because it often produces higher engagement than traditional advertising.
Although the industry has grown quickly, it also faces many external challenges. Technology changes regularly, governments are introducing new laws, competition continues to increase and audiences expect creators to be honest and authentic. These external factors can affect the success of influencers and businesses that depend on digital marketing.
This report analyses these external influences using the STEEPLE framework. It also includes a SWOT analysis, applies the DPSIR framework to consider future developments and provides recommendations for people working in the influencer industry.
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The Driver of the influencer industry is the increasing use of social media and online shopping. More people watch digital content every day, encouraging businesses to invest in influencer marketing.
These drivers create Pressures, including stronger competition, rapid technological developments and changing customer expectations. More creators are entering the industry every year, making it harder to attract followers.
The current State of the industry is one of continued growth, but also uncertainty. Platforms frequently update their algorithms and introduce new features, forcing creators to change their strategies.
The Impact is that successful creators may continue growing their businesses, while others struggle to remain visible. Businesses also need to choose influencers carefully to protect their brand image.
The Response should include learning new digital skills, following advertising rules, using AI responsibly and creating several sources of income. These actions will help creators remain competitive as the industry continues to develop.

[bookmark: _Toc234861867]Recommendations
Based on this report, two recommendations can be made.
Firstly, influencers should avoid depending on one social media platform. Building audiences across TikTok, Instagram, YouTube and other platforms reduces the risk of losing income if one platform changes its algorithm or policies.
Secondly, creators should continue building trust by producing honest and high-quality content. Clearly identifying sponsored posts and only promoting products they genuinely support will help build long-term relationships with followers.
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The influencer industry has become an important part of the modern business environment. Social media allows creators to reach large audiences and build successful businesses without the need for large financial investment. However, the industry is also affected by changing technology, economic conditions, government regulation and consumer expectations.
The STEEPLE analysis shows that each external factor creates both opportunities and challenges. Technology and AI continue to improve content creation, while legal and ethical issues are becoming more important as governments introduce stricter regulations.
The SWOT analysis demonstrates that the industry has many strengths, including global reach and flexible income opportunities. However, competition, changing algorithms and uncertain income remain major challenges.
Overall, influencers who continue learning new skills, diversify their income and maintain honest relationships with their audiences are more likely to achieve long-term success in the future.
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	STEEPLE 
	Factor
	S/H (Stakeholders)

	Social
	Social media has changed how consumers interact with brands. Influencers build loyal communities and are often trusted more than traditional advertising (Brown and Hayes, 2008). Research shows that consumers often see influencers as more authentic and relatable than traditional celebrities, which can increase engagement and purchase intention (Freberg et al., 2011).
	Influencers, followers, businesses, advertisers

	Technological
	AI tools, smartphones and social media platforms allow creators to produce content more efficiently. Digital technologies continue to transform marketing communication by allowing creators to personalise content and interact with audiences in real time (Kannan and Li, 2017). However, algorithm changes can reduce reach and income (Kaplan and Haenlein, 2010).
	Influencers, social media platforms, brands

	Economic
	Influencers earn income through sponsorships, affiliate marketing and advertising. Businesses continue increasing investment in influencer marketing (Influencer Marketing Hub, 2025). The creator economy has become an important part of the wider digital economy, with many individuals operating as independent online businesses (Cunningham and Craig, 2019).
	Influencers, brands, agencies, advertisers

	Environmental
	Consumers increasingly value sustainability, encouraging influencers to promote environmentally friendly products and responsible consumption (Kotler and Armstrong, 2021).
	Consumers, influencers, businesses, environmental organisations

	Political
	Governments are introducing online safety policies, privacy regulations and restrictions that may affect social media platforms and creators (Statista, 2025).
	
	Governments, social media companies, influencers, users

	Legal
	Influencers must follow advertising laws, copyright legislation and UK GDPR. Sponsored posts must be clearly identified (Advertising Standards Authority, 2024). Clear disclosure of sponsored content is important because transparent advertising helps protect consumers and maintain trust in digital marketing (Evans et al., 2017).
	Influencers, brands, consumers, ASA

	Ethical
	Ethical behaviour, transparency and responsible AI use help influencers build trust and maintain long-term relationships with followers (Tuten and Solomon, 2023). Studies have found that heavily edited social media content can influence body image and self-esteem, particularly among younger users (Perloff, 2014).
	Influencers, followers, businesses, regulators
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		Strengths
	Weaknesses

	Large global audience through social media (Influencer Marketing Hub, 2025).
	Unpredictable income due to changing sponsorship opportunities (Influencer Marketing Hub, 2025).

	Low start-up costs compared with traditional businesses (Kaplan and Haenlein, 2010).
	Heavy dependence on platform algorithms (Kaplan and Haenlein, 2010).

	Multiple income streams including sponsorships, affiliate marketing and product sales (Ryan, 2020).
	High competition between creators (Statista, 2025).

	High engagement and trusted relationships with audiences (Brown and Hayes, 2008).
	Pressure to create regular content, increasing risk of burnout (Tuten and Solomon, 2023).



	

		Opportunities
	Threats

	AI tools improve content creation and productivity (Chaffey, 2022).
	Increasing government regulation of social media (Advertising Standards Authority, 2024).

	Growth of live shopping and social commerce (Influencer Marketing Hub, 2025).
	Platform algorithm changes reducing visibility (Kaplan and Haenlein, 2010).

	Rising demand for niche and local influencers (Statista, 2025).
	Fake influencers and AI-generated content reducing consumer trust (Tuten and Solomon, 2023).

	Expansion into new platforms and digital technologies (Ryan, 2020).
	Economic uncertainty reducing business advertising budgets (Influencer Marketing Hub, 2025).
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