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Introduction
The purpose of this report is to analyse the current external factors influencing the creator economy critically. A STEEPLE framework, SWOT analysis and the DPSIR framework will be used to analyse these external factors, identify the key issues, and evaluate their impact on the creator economy. 
The creator economy is a digital marketing and economic model that allows individuals to build a social media following and monetise their influence. The industry relies on an interconnected ecosystem made up of five key stakeholders: content creators, digital platforms, brands and sponsors, agencies, and consumers or followers who drive engagement and influence market demand.  
Influencers generate revenue through brand sponsorships, viewer subscriptions, affiliate marketing and platform monetisation features YouTube currently has 2.7 billion monthly active subscribers; it is the highest paying social media platform overall. Due to the direct revenue, influencers can generate anywhere between $5 and $15 dollars per 1000 views. 
Researching the creator economy is important because it has grown into a market worth more than £2 billion and is still growing. Understanding the external factors influencing the industry helps explain how technological developments, platform decisions and changing consumer expectations affect creators and businesses .




























STEEPLE Framework
Social
There has been a significant change in the creator economy, influenced by consumer behaviour, particularly among younger generations. Millennials and Gen Z spend significantly more time on social media than previous generations, with the average consumer following five or more creators for new content and daily updates (Deloitte, 2023).
According to Deloitte (2023), 35% of Gen Z consumers rely on creators to influence their purchasing decisions, while 72% are likely to purchase items through social media platform links, driving traffic to brand websites.
This shows a shift towards social commerce, providing new opportunities for creators through brand partnerships and affiliate marketing while increasing platform profitability. However, changing social expectations can place extreme pressure on creators. Managing online visibility, remaining authentic, and consistently engaging with audiences can lead to mental exhaustion and emotional stress (Bristol 24/7, 2026). According to Roeder (2025), creators experience high levels of depression, anxiety, and burnout, with 10% reporting that suicide had crossed their mind in relation to their work.

Technology
The creator economy is constantly changing with technological developments, changing the way content is made, distributed, and monetised. Content visibility is determined by algorithms analysing factors such as watch time, engagement, and retention, allowing creators to adapt quickly to trends and enabling brands to identify creators with highly active communities (Hyperiser, 2026).
However, dependency on algorithms creates uncertainty, as creators have limited control over how platforms share their content (Milmo, 2025). Glatt (2022) highlights that YouTube creators experience algorithmic uncertainty because visibility and income are influenced by platform-controlled recommendation systems. While this creates opportunities for rapid growth, algorithm changes can significantly affect audience reach and revenue.
Furthermore, advances in artificial intelligence and digital tools are reshaping content production by saving time through content generation, automated editing, and instant content ideas, but they also raise concerns about authenticity and copyright ownership (Niu et al., 2026).


Economic 
The influencer marketing industry has grown significantly as businesses spend more of their advertising budgets on content creators because they can build engagement, trust, and strong connections with specific audiences (Influencer Marketing Hub, 2024). The rise of sponsorships, affiliate marketing, subscriptions, and social commerce has also given creators more ways to earn income, allowing them to run their own businesses (Deloitte, 2023).
However, economic opportunities are not evenly distributed, with revenue concentrated among a small number of successful creators, causing start-up creators to struggle to achieve steady earnings (Goldman Sachs, 2023). This reflects Duffy's (2017) theory of aspirational labour, where individuals invest significant time and effort in becoming creators despite financial uncertainty. Therefore, while the creator economy creates new entrepreneurial opportunities, it also increases competition, financial instability, and uncertainty about long-term sustainability.

Environmental
Some influencers, known as "green influencers," include environmental issues in their content by promoting sustainable lifestyles and raising awareness of the environmental effects of unsustainable consumption. These influencers encourage sustainable behaviours, particularly among younger audiences (Munaro et al, 2024).
However, there has been a surge in the need for larger data storage facilities, due to the increasing use of search engines and social media. This causes a bigger consumption of electricity that is primarily sourced from fossil fuels. The large consumption influences the environmental footprint. When creators encourage and promote the use of like, share, comment and subscribe it contributes to the climate crises (Parris, 2024)

Politics
The Government are introducing laws that requires platforms to follow this can cause a series of problems for creators such as their income and how content is shared and produced.  Taxes are being introduced on digital services creators use and online incomes.

Legal
Regulatory bodies require content creators to be fully transparent about sponsorships, paid partnerships, and gifted items. When using Incentivized promotions, they must be clearly labelled as advertisements (Daniel, 2022).
The UK government is looking to implement a social media ban for individuals under 16, enforcement by 2027 (McMahon and Wain, 2026) Platforms targeted include TikTok, Snapchat, Instagram, and YouTube. For users under 16, interactive functions like live streaming and direct communication with strangers will be restricted (BBC News, 2026). These restrictions is a major issue for advertisers because TikTok offers huge advertising opportunities (Freshwater, 2026). 
Ethical: 
Research has shown us that ethical challenges associated with the use of AI in creator content creation and monetization. According to Fui-Hoon Nah et al. (2023) Generation AI presents 16 ethical challenges including the generation of harmful or inappropriate content over reliance on AI and copyright infringement.
However, critics argue that AI generated content can lack authenticity and reduce genuine human engagement also the generational AI systems may also produce biased or misleading information. In addition, models such as DALL·E, Midjourney, and Stable Diffusion have been criticised for potential copyright infringement and exploiting the work of human artists (Niu et al., 2026).





Swot Analysis
 
@itsmebadmon is a creator who has a following of 604.000 followers and has moved her life from struggles to purchasing her own home and vehicles from working in the creator economy.

	Strengths 
	Weaknesses 

	 
Higer engagement  
Larger audience reaches 
Recognised personal branding 
Income opportunities through brand partnership, TikTok shop, Sponer ships and live gift 
 
 
	Incomes is reliant on algorithm and fyp viability 
Constantly having to create new content 
Negatively perceived by the public 

	Opportunities 
	Threats 

	 
Can rapidly grown following and content with the use of AI  
Platform visibility on new platform like Instagram and YouTube 
Collaboration with brands 
 
 
 
	Government rules and regulations 
Competition from larger creators 
Copyright issues and ethical concerns  
 



























DPSIR
The future of the creator economy is likely to be shaped by rapid advances in artificial intelligence.

	Driver 
	 
Continued development of AI technologies and content creation tools. 
 

	Pressures 
	Large volumes of AI-generated content increase competition across platforms. 
 
 

	State 
	 
Digital platforms become increasingly saturated, making audience growth more difficult. 
 

	Impacts 
	Creators experience declining organic reach while audiences become less trusting of online content. 
 
 
 

	Response 
	 
Governments introduce AI disclosure regulations, while creators differentiate themselves through authenticity, niche expertise and community building 
 

























Conclusion
In conclusion the creator economy will evolve consistently it will produce opportunities for small creators and big creators. The steeple highlights eternal factors; SWOT looks at the strengths and weaknesses opportunities and threat's that creators face daily. Over time the creator economy would become a evolving business that may be human lead or AI lead.  








































References
BBC News (2026) UK social media ban for under-16s EXPLAINED | BBC News 
Bristol 24/7 (2026) https://www.bristol247.com/business/better-business/uwe-bristol-research-reveals-mental-health-challenges-of-influencer-economy/ 
Daniel, C (2022) https://www.iptechblog.com/2022/11/uk-regulators-step-up-the-pressure-on-influencer-marketing-principles-for-platforms-brands-and-content-creators/ 
Deloitte (2023) The Creator Economy in 3D: How creators are changing consumer behaviour and commerce. Available at: https://www.deloitte.com/us/en/programs/chief-marketing-officer/articles/social-commerce-strategy.html (Accessed: 9 July 2026)
Deloitte (2025). https://www.deloitte.com/us/en/programs/chief-marketing-officer/articles/social-commerce-strategy.html  
Duffy, B.E. (2017)  (Not) Getting Paid to Do What You Love: Gender, Social Media, and Aspirational Work. New Haven: Yale University Press.
Freshwater (2026) https://freshwater.co.uk/thoughts/what-a-tiktok-ban-could-mean-for-advertisers/ 
Fui-Hoon Nah, F., Zheng, R., Cai, J., Siau, K., & Chen, L. (2023). ‘Generative AI and ChatGPT: Applications, challenges, and AI-human collaboration’,  Journal of Information Technology Case and Application Research, 25(3), pp. 277–304. https://doi.org/10.1080/15228053.2023.2233814
Glatt, Z. (2022) ‘Precarity, discrimination and (in)visibility: an ethnography of “The Algorithm” in the YouTube Influencer Industry’, in Costa, E., Lange, P.G., Haynes, N. and Sinanan, J. (eds.) The Routledge Companion to Media Anthropology. Abingdon: Routledge.
Goldman Sachs (2023) The Creator Economy: Getting Creative About Monetization. Available at: https://www.goldmansachs.com/insights/articles/the-creator-economy-could-approach-half-a-trillion-dollars-by-2027.html (Accessed: 9 July 2026) 
Hyperiser (2026) https://blog.hyperiser.com/social-media/the-impact-of-social-media-algorithm-changes-on-influencer-marketing/ 
Influencer Marketing Hub (2024) Influencer Marketing Benchmark Report. Available at: https://influencermarketinghub.com/influencer-marketing-benchmark-report/ (Accessed: 9 July 2026)
McMahon.  L and Wain. C (2026)  Five big questions about the UK's under-16s social media ban - BBC. 
Milmo, D (2025) ‘You can’t pause the internet’: social media creators hit by burnout | Social media | The Guardian
Munaro, A.C., Barcelos, R.H. and Maffezzolli, E.C.F. (2024). ‘The impact of influencers on sustainable consumption: A systematic literature review’, Sustainable Production and Consumption, 52. doi:10.1016/j.spc.2024.10.024.
Niu, S., Yao, L., He, Z., Li, N., Kim, B. and Jie, C. (2026). Monetizing Generative AI: YouTubers” Collective Knowledge on Earning from Generative AI Content. Available at: https://arxiv.org/abs/2603.07036 (Accessed: 9 July 2026).
Parris, 2024) https://mediacat.uk/algorithms-search-and-climate-change/ 
Roeder. A (2025) https://hsph.harvard.edu/news/content-creators-are-struggling-with-mental-health-study-finds/ 

 
 
 
 
 
 
 
 
 
 
 
 

image1.png




image2.png




