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Executive Summary
This report applies the DPSIR framework to show how external forces shape the creator economy. Key Drivers are Artificial Intelligence (Technology STEEPLE) and Platform Governance (Political/Legal STEEPLE). These drivers create Pressures such as automated content ranking and monetisation centralisation. The current State shows volatile algorithmic visibility and growing platform‑led commerce. Impacts include income concentration and reduced bargaining power for many creators. Responses by platforms and creators are mainly adaptive and partial. The Future Lens focuses on AI, algorithmic visibility, platform governance, creator sustainability, market saturation and digital regulation. Two practical recommendations follow: industry standards for algorithmic transparency and creator cooperatives for shared bargaining and services. Evidence is drawn from Ness, Anderberg and Olsson (2010) for DPSIR and from academic and industry sources listed in the references.
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Introduction
The creator economy covers individuals and small teams who produce digital content and earn via ads, sponsorships, subscriptions and social commerce on platforms such as TikTok, YouTube and Instagram. It matters because millions of people now rely on platform income and because creators shape consumer culture and small business marketing (Libai et al., 2025). purposes of the report are to critically analyse external factors that influence creator opportunities and risks using the DPSIR framework as the main tool. STEEPLE and SWOT are used as supporting tools in Appendix A and Appendix B. DPSIR is chosen because it forces a causal chain from Driver to Response, which helps to design realistic recommendations (Ness, Anderberg and Olsson, 2010).



















Main Analysis — DPSIR
The analysis below follows the required chain: Driver → Pressure → State → Impact → Response. Each Driver is linked to a STEEPLE factor and to SWOT implications in Appendix B.
Drivers
Platform governance also affects the wider digital economy. Changes in platform monetisation influence advertising spending, small businesses, creator income and social commerce. If a major platform changes its payment model or recommendation system, thousands of creators and businesses can lose visibility and revenue almost immediately (GlobalData Plc., 2025d).
Driver 1 — Artificial Intelligence (Technological STEEPLE). AI tools for content creation and recommendation are now central to platforms and brands (Sands et al., 2022).  AI changes who can produce content and how content is discovered. This impact in entry barriers and the value of human creativity.  AI can lower production costs for some creators but also enable mass‑produced content that competes with authentic creators, shifting competitive dynamics.  Sands et al. (2022) discuss AI’s role in influencer marketing; Pan et al. (2024) show effectiveness varies by context.
Driver 2 — Platform Governance and Regulation (Political/Legal STEEPLE). Laws like the EU Digital Services Act and platform policies shape content moderation and monetisation rules (European Union, 2022; Duffy and Meisner, 2023). Governance sets the rules of visibility and revenue sharing. Creators operate inside these rules, not outside them. Tighter regulation can protect users but also increase compliance costs and change monetisation models. Duffy and Meisner (2023) document creators’ experiences with algorithmic (in)visibility; the Digital Services Act sets new legal expectations.
Pressures
1. Algorithmic optimisation and automation. Platforms use AI to maximise engagement and ad revenue (Sands et al., 2022). Algorithms decide reach; they create winners and losers quickly.  Creators face pressure to conform to algorithmic formats and to invest in paid promotion or optimisation skills. This is a threat in Appendix B (SWOT: threat — algorithm dependence).  Duffy and Meisner (2023) show creators experience algorithmic invisibility.
2. Platform monetisation centralisation. Platforms bundle commerce, payments and analytics, reducing creators’ direct control (GlobalData Plc., 2025d). Centralisation shifts bargaining power toward platforms. Creators may earn more from platform features but lose negotiating power with brands and platforms.  GlobalData Plc. (2025d) reports growth in social shopping and platform commerce.

State
Volatile algorithmic visibility and market concentration. The platform environment shows rapid shifts in who is visible and which formats succeed (Duffy and Meisner, 2023; Libai et al., 2025). Volatility makes income unpredictable and planning hard for creators. Many creators face income instability, at the same time, competition continues to increase because AI tools allow more users to produce professional-looking content with fewer resources, making long-term sustainability more difficult.
Impacts
1. Reduced bargaining power and income instability. As platforms centralise monetisation and visibility fluctuate, creators lose leverage with brands and platforms (Libai et al., 2025). Lower bargaining power reduces long‑term career viability. 
Fewer sustainable creator careers; higher churn and talent loss.  Libai et al. (2025); Pan et al. (2024) on variable effectiveness.
2.  Trust and authenticity challenges. AI content and virtual influencers can erode trust if disclosure is weak (Allal‑Chérif et al., 2023; Sands et al., 2022).  Trust consumer belief engagement and brand partnerships. Loss of trust reduces monetisation opportunities for human creators. Allal‑Chérif et al. (2023) discuss AI influencers outperforming humans in some metrics.
Responses
1. Platform tools and creator education. Platforms add monetisation features and creators learn optimisation skills (GlobalData Plc., 2025d; Preston and Mujahid, 2025). These are adaptive responses that help some creators but do not change structural incentives. 
Short‑term relief for some; long‑term concentration may persist.  GlobalData reports and industry webinars (Preston and Mujahid, 2025).
2. Calls for transparency and regulation. Industry and regulators push for disclosure and algorithmic accountability (Duffy and Meisner, 2023; European Union, 2022). Transparency could rebalance power and protect trust. If implemented well, it may stabilise incomes and protect authenticity; if poorly designed, it could raise costs.  DSA (European Union, 2022) sets new rules; Duffy and Meisner (2023) show creators’ governance concerns.
Future Lens
Looking ahead, the research show, AI will become part of everyday content creation rather than something exceptional. The biggest challenge may not be AI itself, but how platforms decide which content people actually see. If algorithms continue rewarding speed over originality, smaller creators could struggle even more to build sustainable careers. 
AI will continue to reshape content creation and recommendation. Virtual influencers and AI‑generated content may grow, changing trust dynamics (Allal‑Chérif et al., 2023). Platform governance and algorithmic visibility will remain central; platforms may face stronger regulation that forces transparency but also compliance costs (European Union, 2022). Market saturation will increase competition and lower average incomes unless creators diversify revenue and form collective structures. Creator sustainability depends on balancing AI tools with authentic human value and on governance that protects fair access to visibility. These trends matter because they determine whether the creator economy supports many livelihoods or concentrates value among a few. Evidence comes from industry reports and academic reviews (Libai et al., 2025; GlobalData Plc., 2026; Pan et al., 2024).
Recommendations
Recommendation 1: Improve algorithmic transparency
A useful step would be for digital platforms to share clearer information about how their algorithms decide visibility and monetisation. Many creators feel confused when their content suddenly loses reach, and having basic explanations or standard visibility indicators would help them understand what is happening. With this information, creators could plan their content better and make decisions that support their income. It could also improve trust between creators and platforms, because creators would feel the system is more fair. The problem is that platforms might not want to reveal too much, since their algorithms are part of their business advantage. For this reason, future regulation may be needed to encourage more transparency, as discussed by Duffy and Meisner (2023) and in the Digital Services Act (European Union, 2022).
Recommendation 2: Encourage creator cooperatives
Another realistic recommendation is to support creator cooperatives. Many small creators struggle with contracts, legal issues or monetisation tools, and doing everything alone can be expensive and stressful. A cooperative could offer shared services such as legal advice, negotiation support or help with brand deals. Working together would give creators more bargaining power and reduce individual costs. This idea could be supported at the beginning by industry organisations or innovation programmes, so creators do not have to carry all the costs from the start.
In the future, it is very likely that creator cooperatives will become more common, especially if the creator economy continues to grow and platforms keep centralising monetisation. If this happens, creators may look for more stable structures to protect their income, and cooperatives could become a normal part of the industry. Of course, coordinating many creators is not easy, and keeping everyone engaged long‑term can be challenging. Even so, cooperatives could make the creator economy more sustainable and fair, especially for smaller creators who often have fewer resources (Libai et al., 2025).
Conclusion
External factors—especially AI and platform governance—will continue to shape who succeeds in the creator economy. The DPSIR analysis shows a causal chain from drivers to responses and highlights that current responses are mostly adaptive, not preventive. this is significant cause without structural change, income concentration and instability will persist. The two recommendations aim to rebalance power and improve creator sustainability. If platforms, regulators and creators act together, the creator economy can continue creating economic value while offering more sustainable opportunities for both established and emerging creators.
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Appendix A — STEEPLE
Political
Digital Services Act (DSA) — Stakeholders: EU regulators, platforms, creators, advertisers.
The DSA introduces obligations for platforms on illegal content, transparency and risk management. This changes platform governance and may require new compliance processes for creators. (European Union, 2022).
National content regulation — Stakeholders: national governments, regulators, platforms.
Local rules (e.g., advertising standards) affect how creators disclose sponsorships and how platforms moderate content. See Appendix B threat: regulatory compliance costs. (Duffy and Meisner, 2023).
Trade and taxation policy — Stakeholders: tax authorities, creators, platforms.
Tax rules for digital income influence creator net earnings and business models.
Economic
Advertising market shifts — Stakeholders: brands, agencies, platforms, creators.
Brand budgets move toward social commerce and creator partnerships; this changes revenue flows (GlobalData Plc., 2025d).
Platform monetisation centralisation — Stakeholders: platforms, creators, SMEs.
Platforms bundle payments, analytics and commerce, concentrating value capture. this connection to DPSIR Pressure of monetisation centralisation. (GlobalData Plc., 2025d).
Macro-economic cycles — Stakeholders: consumers, advertisers, creators.
Recessions or inflation affect ad spend and consumer buying power, altering creator income.
Social
Consumer trust and authenticity — Stakeholders: audiences, creators, brands.
Trust drives engagement and sponsorship value; AI influencers can change perceptions (Allal‑Chérif et al., 2023).
Demographic trends — Stakeholders: platforms, advertisers.
Younger audiences adopt new formats faster, shaping which creators succeed.
Community norms — Stakeholders: creator communities, followers.
Norms about disclosure and authenticity influence brand deals and reputation.
Technological
AI content tools — Stakeholders: platforms, creators, vendors.
Generative tools lower production costs but raise competition (Sands et al., 2022).
Recommendation algorithms — Stakeholders: platforms, creators, researchers.
Algorithms determine visibility; transparency issues connect to DPSIR Responses. (Duffy and Meisner, 2023).
Payment and commerce tech — Stakeholders: platforms, payment providers, creators.
Integrated shopping features change monetisation paths (GlobalData Plc., 2026).
Environmental
Sustainability expectations — Stakeholders: brands, consumers, creators.
Brands prefer sustainable partners; creators may need to show environmental responsibility.
Resource use for production — Stakeholders: creators, suppliers.
High‑production shoots have environmental costs that affect brand alignment.
Legal
Advertising and disclosure law — Stakeholders: regulators, creators, brands.
Rules on sponsored content affect how creators must label posts (CIPD, 2024).
Intellectual property — Stakeholders: creators, platforms, rights holders.
IP disputes can limit reuse of content and affect revenue.
Ethical
AI disclosure and transparency — Stakeholders: platforms, creators, audiences.
Ethical norms require disclosure of AI‑generated content; failure harms trust (Sands et al., 2022).
Fairness and platform power — Stakeholders: creators, platforms, policymakers.
Ethical debates about platform dominance shape calls for regulation (Duffy and Meisner, 2023).



Appendix B — SWOT comparative table (KSI vs Molly‑Mae Hague)
	SWOT Element
	KSI — Followers
	KSI — Platforms
	KSI / Target
	Molly‑Mae — Followers
	Molly‑Mae — Platforms
	Molly‑Mae / Target

	Strength 1
	>85M total; YouTube >46M (KSI Music 24.8M; KSI 18.5M; KSIClips 3.4M).
	YouTube; Twitch; Instagram; TikTok; X; Spotify.
	Entertainment, music, boxing; broad young-adult audience.
	≈15M total; Instagram 9M; TikTok 4.2M; YouTube 2.09M.
	Instagram; TikTok; YouTube; brand sites.
	Fashion, beauty, lifestyle; young adult female shoppers.

	Strength 2
	Very high engagement on long‑form and live content; strong fandom for events and merch.
	Multi‑channel content and audio presence.
	Fans convert to merch, events, and product launches.
	Strong personal brand and proven product lines; high trust for lifestyle purchases.
	Visual content and social commerce focus.
	Followers likely to buy curated products and subscriptions.

	Weakness 1
	Broad content mix can dilute brand coherence across channels.
	Heavy reliance on platform algorithms for reach.
	Variable audience expectations by channel.
	Niche focus (lifestyle) limits cross‑category expansion.
	Reliant on trends and retail cycles.
	Audience may not follow into unrelated categories.

	Weakness 2
	Vulnerable to sudden algorithm changes that affect long‑form reach.
	Streaming and video formats sensitive to visibility shifts.
	Income tied to engagement and platform policies.
	Product seasonality and retail dependency.
	Platform changes can disrupt product promotion.
	Compliance and operational costs may rise.

	Opportunity 1
	Monetise fandom via merch, PRIME partnerships, and social commerce (see Appendix A: Economic — Platform monetisation).
	Use platform shopping features and owned stores.
	Convert large audience into direct sales and event revenue.
	Scale Molly‑Maison and subscription services; expand retail partnerships.
	Use owned channels and retail collaborations.
	Increase recurring revenue and margins.

	Opportunity 2
	Adopt AI tools to speed editing and repurpose content for micro‑niches (see Appendix A: Technological — AI content tools).
	Automate clip creation and audience analysis.
	Reach new segments with personalised content.
	Launch premium content or memberships for loyal followers.
	Offer exclusive content and paid communities.
	Deepen engagement and lifetime value.

	Threat 1
	Algorithmic demotion and algorithmic (in)visibility reduce reach (see Appendix A: Technological — Recommendation algorithms; DPSIR Pressure: algorithmic optimisation).
	Platform policy or algorithm changes can cut traffic quickly.
	Sudden reach loss reduces ad and sponsorship income.
	Market saturation in lifestyle influencers reduces differentiation (see Appendix A: Social/Economic).
	New entrants and similar brands compete for same shoppers.
	Lower share of attention and sales.

	Threat 2
	Competition from AI/virtual influencers and synthetic content (see Appendix A: Ethical/Technological — AI disclosure).
	Polished AI content may capture attention away from human creators.
	Risk of audience shift to synthetic, low‑cost content.
	Regulatory changes (e.g., DSA) increase disclosure and compliance requirements (see Appendix A: Political/Legal).
	Stricter rules raise operational and legal costs.
	Campaign complexity and costs increase.

	Strategic implication
	Diversify income (owned channels, merch, events) and build negotiating capacity (see Recommendation 2).
	Form management teams or coalitions to reduce platform dependence.
	Links to DPSIR: monetisation centralisation (Pressure) → income instability (Impact).
	Protect brand via owned channels, transparent disclosure and compliance investment.
	Invest in owned retail and legal/compliance support.
	Links to DPSIR: regulation (Driver) → compliance Pressure → cost Impact.
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