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1.0 [bookmark: _Toc234530677]Introduction
The social media creator economy is one of the fastest growing economies nowadays. This includes creators using platforms such as YouTube, TikTok, Twitch, Kick and Instagram to show, distribute and monetize their digital content. Today, influencers are not just some online people with other people following them but are entities who can influence the decisions, tastes and preferences of millions of people. Nowadays, many of them have started monetizing their online presence by being supported by the platforms they upload on and by third-party websites where they sell merchandise, additional content, and additional footage. This economy is expected to reach upwards of $500B by the year 2030 (Davies, 2026). That is why this report will focus on and use the STEEPLE analysis to identify these factors and provide adequate recommendations for the future of the influencers. 

2.0 [bookmark: _Toc234530678]Main Findings (STEEPLE)
2.1 [bookmark: _Toc234530679]Social
Social media influencers can be described as opinion leaders where they can literally influence their audience’s opinions, desires, and purchasing habits among other things (Walia, 2025). The relationship of an influencer and their audience also has a monetary value as online celebrities (micro and macro) can affect the purchasing habits and trust in brands since the audiences view these creators as friends rather than a distant celebrity (Deloitte, 2025; Keasey et al., 2024) 
However, things might be looking a little bleak when it comes to influencer interactions with their audiences, especially when it comes to marketing a product or a service. According to Ipsos’s veracity index (Clemence, 2025) public trust in social media influencers in at rock bottom (only 6% of the people who took part trusted them), followed by Politicians with only 9%.
2.2 [bookmark: _Toc234530680]Technological
Technology controls most everything that an influencer does – from the equipment they use to create and edit their content (McMahon, 2026) to the algorithms the social media platforms use to promote their content (Chinyanganya, 2024). Recently, the rise of Artificial Intelligence (AI) has lowered the bar for entering social media influencing by providing aid with scripts, thumbnails, and audio and video content. However, this use of AI has reportedly decreased the trust of social media users in the content they are viewing. Some of the factors leading to this include deepfakes and AI-created content which can (and has) flood platforms with non-manmade content (Tidy, 2026).
Another major hurdle for today’s influencers is beating the algorithm – making sure that the platform they use is most favourable for promoting their content specifically (Lezberg, 2025). This is why content creators today are using different methods to try and achieve higher engagement on their chosen platforms. 

2.3 [bookmark: _Toc234530681]Economic
The influencer economy is on the rise. Some of the more famous and followed influencers are seeing millions of pounds from collaborations and promotions and engagement with their audiences (Bonn, 2025). However, the methods they use differ and this is dictated by their platforms – some award the creation of engaging content while others award controversies and bad behaviour (Think Critical, 2025). This is where the problem comes from – most platform award influencers monetarily for their engagement with their audience even though it might be negative. This has shifted their mentality from creating decent, well-made content to controversies that “bait” viewers in engagement with their content, also known as ragebaiting (Gruet and Lawton, 2024). This creates a negative environment where creators are better rewarded for controversies than incentivising them for creating engaging content.
2.4 [bookmark: _Toc234530682]Environmental
The environmental impact of influencers is becoming increasingly relevant. Many influencer niches, such as beauty and technology are increasingly focusing on sustainability and sustainable product usage. Another issue that influencers are facing is the use of AI and technology. It is argued that the power needed to create, store, and distribute their content have a negative impact on the environment and their carbon footprint (IAB.UK, 2026a). This fact can be both a threat and an opportunity. Creators can embrace using refurbished and repaired, second hand, or eco-friendly items to gain credibility and advertise to their audience. Although, engaging in greenwashing can damage credibility and trust (Zhang et al., 2026; IAB.UK, 2026b). 
2.5 [bookmark: _Toc234530683]Political
Creators are increasingly affecting political views of their audiences (Dubois, Stahl and Bartleman, 2025). A good example of political influence with regards to influencers is the proposed ban on TikTok in the USA (Tewari and Jamali, 2026) where TikTok was alleged to leak the personal data of USA citizens to China.
Additionally, EU and UK laws are requiring online platforms to keep adults and children safer online, thus affecting content creators by dictating how they create and edit their content (GOV.UK, 2025). This means that if governments lawfully affect how creators can promote and distribute their content they might be losing on revenue and engagement gained from their underage audience members. 
2.6 [bookmark: _Toc234530684]Legal
Influencers face increasing number of legal threats. Starting off as one of the most common legal infringements come from the use of licensed and copyrighted content within theirs. This includes copyrighted music, videos, or outright plagiarism of the contents of other creators without referencing them (Butt, 205; Wardell, 2023). Another major legal issue for influencers came from the new laws for advertising products online (Plamondon and Angenot, 2026). Now, UK law requires creators to fully disclose their affiliations with brands and be very clear with what they’re advertising. Additionally, there are a plethora of additional specific requirements when advertising certain products/services (Information Commissioner’s Office, 2024). For example, if an influencer is advertising an alcoholic beverage as “low alcohol”, it must contain between 0.5% and 1.2% alcohol by volume (GOV.UK, 2024). 
2.7 [bookmark: _Toc234530685]Ethical
Some researchers suggest that influencers have a negative impact on their audience’s habits by providing them with (University of Portsmouth, 2025):
· False information
· Promoting harmful products
· Providing false beauty and lifestyle standards
· Providing misleading advertisements of unethical products
According to Vuković and Pavković (2025) the less internet literate and the younger portion of internet users are more prone to deceptive tactics and manipulations online and are more likely to fall for false advertisements, false information, and scams. 

3.0 [bookmark: _Toc234530686]SWOT Analysis
Some of the major strengths of the influencer economy include the easy entry in the “business” and fact that creators can be financially rewarded by their platforms (Sara, 2025). These strengths are closely linked to the social and technological aspects of the STEEPLE analysis performed. 
The major weaknesses of the influencer economy are the oversaturation of the market (due to the low entry barrier) and creators being financially dependent on platform regulations (Imam, 2022). These weaknesses link directly to the technological and legal aspects of the STEEPLE analysis.
Opportunities include the availably of AI that could reduce menial tasks, help with editing and researching (Shaw and Devgun, 2025). Another opportunity, although less likely, is sudden virality that can make people rich overnight. Lastly, long-term collaborations and brand partnerships could provide creators with actual financial stability (Shaw, 2025). These opportunities are linked to the social, technological, environmental and ethical factors.
Finally, some of the major threats influencers face are controversies that could ruin reputation and partnerships (SurveySparrow, 2024), the oversaturated market and the constant legal regulations and platform-specific requirements (YouTube, 2025). These threats are linked to the social, technological and legal aspects of STEEPLE.







4.0 [bookmark: _Toc234530687]DPSIR and Future Lens
The drivers for the creator economy are the availability of AI, platform growth and the steady increase of people using social media (DataReportal, 2025). These drivers create pressures such as dependency on algorithms and platform regulations, constant threats of cancellation and controversies, and the oversaturated market (Campbell, 2025). As of now the state of the creator economy is strong but unstable. Big influencers are creating monopoly over the advertising opportunities while smaller creators face fierce competition and constant financial uncertainty (Agbonmabi, 2025). The impacts include the ability to create an actual career from creating digital content and the opportunity to achieve financial stability while not having a “regular nine-to-five” job. However, some negative impacts include stricter regulations, misinforming the masses, exaggerating product/service qualities for monetary gains and legal repercussions such as the ban of social media for under-sixteens in some countries, which is a massive portion of the audience for many creators (GOV.UK). Finally, possible responses include heavier focus on AI usage disclosure, less hidden and more honest advertising (GOV.UK, 2022), and platform diversification. In future social media influencer economy will likely be on the rise as of the current trends. Digital content creation is likely to become even more famous as a career choice especially with the advancements in AI which will bring the entry level barrier even lower and make content creation even more accessible. However, the increased use of AI in content will likely lower the trust in influencers even more thus making actual man-made content more valuable and trustworthy (Trissetianto and Ridwan, 2025).

















5.0 [bookmark: _Toc234530688]Recommendations
Based on the findings in this report the author has two recommendations.
The first recommendation for influencers is for them to consider diversifying their platform usage. While some platforms can be used for discovery and short-form content (TikTok, Instagram) creator should consider alternative methods for monetization of their content – website, newsletters, merchandise, Patreon. 
The second recommendation is that creators carefully consider (and research) the brand they want to affiliate with. Endorsing a product or a service that creates a controversy down the line could have devastating effects on the creator and the trust their audience has in them. Additionally, excessive use of AI content could further decrease trust in the content creator thus making them a less credible source of information and limiting their monetization opportunities and making it less likely that advertisers will want to collaborate with them.






6.0 [bookmark: _Toc234530689]Conclusion
The creator economy is a fast growing and changing system that is controlled by different factors that are not always under the control of the creator. By performing the STEEPLE analysis, it has become clear that technological advancements, legal regulations, social perception, and ethical concerns are interconnected. While becoming an online persona has never been easier due to the low entry barrier and AI assistance new and existing creators should limit its use in their content. This will create a stronger bond with their audiences and promote a creator-viewer relationship that is based on trust. New and existing regulations and legal requirements might prove problematic for creators but ultimately, they make the online space safer for everyone. This is why successful creator should not only focus on numbers and follower count but also ensure that they stay legally compliant, environmentally aware, diversify their monetization strategies and use technology sustainably and sensibly.
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