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As years have passed, technology and content creation has become more adaptable to its environment, it is the most popular form of entertainment with an estimated 5.79 billion users worldwide according to sources like demanding sage (Demandingsage, june 2026), this mind-blowing number represents 69.6 percent of the global population that use social media networks daily, social media besides entertainment is also just as valuable to stake holders as it is to the average person, over time more and more regulations have been introduced and in this segment we’re going to uncover how this effects stakeholders and focus on a particular group that is influencers themselves.
Audience:
The term influencer speaks for itself which in terms means as per Cambridge dictionary (2026) “a person active on social media who is able to influence people's opinions or to persuade them to follow a particular lifestyle or buy a particular product” we’ve been able to see examples of influencers encouraging their audience to advertise a product, person or anything at the behest of a company such as NordVPN which has raked in a revenue of almost 16.3 million per year and is valued at over 1.6 billion (Growjo, 2022). Stakeholders and investors can benefit from creators using their audience as an investment and influencers can benefit otherwise by using them as a platform to grow their channel and their business, Global and economic factors affect sponsorship revenue and rates of advertisement 

Technological:
In this segment we’re going to talk about how an external factor such as technology affect the creator/influencer economy, Technology can affect the influencer economy due to things like:
Algorithm favorability, the algorithm heavily influences what shows or doesn’t show on an average person “for you page” we see this in other platforms such as TikTok, Instagram and YouTube short reels although this has been increasingly dominated by Ai-generated content.
Artificial intelligence is also a massive market appeal among these platforms for investors, stake holders and the average consumer for reasons such as aiding in production of content like voice cloning, automated editing and upscaling content production (create and cultivate, 2026), companies have made claims that are often exaggerated about the capabilities of their AI to boost interest and investment into their company, an example being the SEC (Securities and Exchange Commission) fining two investment industry firms for misleading customers about their ai’s capabilities (cortextual, 2026), this case shows that if its misleading to a certain amount, financial authorities may step in cases such as this one, creators and influencers are at risk of being misled by certain entities to promote their AI’s that may not do what they’re having been advertised to do so.
Technology has also been increasingly slammed with regulations that influence the creator economy such as creators must make it clear by law that they’re being sponsored by a company or if content is partly or wholly generated by AI, it must be disclosed unambiguously (Lexisnexus, 2026).
Consumer changes and how they will affect the creator economy:
The UK digital advertising market has gone up to 40.5bn pounds in value as last estimated in 2025 according to the IAB UK Digital Adspend Study which was conducted by Oliver Wyman (Iabuk, 2026), the growth of creator led content reflects changing trends across the market, AI has proven to be more efficient and preferred by brands and companies because they can meet deadlines and complete tasks more quickly as opposed to hiring a human who may miss the deadline, make mistakes and set them back, this consumer trend change reflects that companies more are leaning towards AI replacing people in advertisement for more efficiency.
Consumers are also leaning towards AI’s like ChatGPT and DeepSeek because they provide personalized answers and solutions to everyday tasks, however on the other hand Companies are investing more in the technology, a Gartner survey found that customer service teams put 12 percent of their budget into AI, more than any company as reported by TNW (2026).
However, according to the same study only 24 percent saw a positive financial return, this tells us that although AI can be beneficial for everyday tasks and for the average consumer there is little to no financial risk, Companies may get very little or lose out in the long run.



STEEPLE Analysis: 
Political: Governments are increasing substantially the Regulations they impose on technology such as AI (ChatGPT, Gemini, deepseek) as well as taking into consideration national security risks and concerns, Creators also are required by law to disclose if they are being sponsored by an entity for example Amazon (CMA, 2026)
Economic factors: We see those Economic fluctuations affect creator spending and advertising rates, which in turn also causes substantial downturn on sponsorship rates.
Global economic situations vary by region and from nation to nation, so these factors must be considered when varying content creator revenue.
Social factors: Social media has changed from long-form to content that is much more condensed and shorter although we’re predominantly seeing AI-generated content become the norm, for example YouTube shorts has become increasingly popular as a form of AI-generated content and with these we see Ai-voiceover, AI-generated videos and people being depicted by AI.
Technological: Algorithms and Ai-Assisted editing tools have made content creation more accessible to the general consumer than it had been before. Deepfakes and false information may become a concern for the foreseeable future as AI becomes more enhanced
Legal: Creators must disclose they're being sponsored by law, they must also follow advertisement, copyright laws, failure in doing so may result in being penalized which can lead to loss of revenue, Legal trouble and other penalties
Environmental: Over the years, there has been growing concern over the environmental effects of our use of technology, particularly in AI, as massive data centers require substantial energy and water to cool electronic equipment, multiple alternatives have been suggested such as putting data centers in space as suggested by tech giants like Elon musk or star cloud (starcloud, 2026)
In summary from the pestle analysis, we can conclude that there are major environmental, legal, and social factors that we must consider when looking into external factors that affect and influence the creator's economy.
Technology can be used for good but it may suffer from drawbacks relating to regulations by Government’s and many other factors and it’s important that we learn from the risks now to mitigate them in the future 



