

Module Title: Problem Solving and Innovation
Module Code: BMSW4014


Title:
Understanding the Business Environment of the Influencer Industry
A Critical Analysis of External Factors Influencing the Creator Economy


Lecturer name:  Chris Wilkin



Student Name: Sonia Jaman
Student ID: 2506072 




Date of Submission: 10 July 2026

[bookmark: _Toc234589692]Executive Summary
This report analyses the external business landscape that has resulted in the creator economy, which involves digital content creators on platforms like TikTok, YouTube, and Instagram. The report assesses social, technical-economic, environmental, political, legal and ethical factors, as used in the STEEPLE framework, as being opportunities and risks for people and groups in this sector. The results reveal high interconnections between these factors, especially how technological innovations, like content powered by AI, face legal and ethical challenges. The sector is then analysed using a SWOT approach, which highlights many of the strengths of the sector, such as low barriers to entry and direct access to the audience, as well as vulnerabilities, such as market saturation and dependency on platforms. Emerging pressures like the influence of AI, stricter regulations, and fragmenting audiences are looked at through a prism of a future-oriented lens, incorporating the DPSIR model. The report ends with 2 recommendations focused on revenue diversification and proactive ethical compliance, which seek to enhance long-term resilience for creators and organisations navigating this rapidly changing industry.
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[bookmark: _Toc234589693]1. Introduction
The creator economy is a big global business that involves creators across various platforms, including TikTok, YouTube and Instagram (Hutchinson and Dwyer, 2022), who generate income through advertising, brand collaborations and audience monetisation. Creators work in a context where their success can be determined almost entirely by external actors they do not control, such as platform algorithms, regulatory authorities, and audience expectations. This report will initially critically analyse the external environment that the influencer industry operates in, using the STEEPLE framework, before engaging in a SWOT analysis of the industry. The DPSIR model is then applied to inform about emerging trends in the light of a future lens, and the report ends with practical recommendations for those operating in this environment.


[bookmark: _Toc234589694]2. STEEPLE Analysis
The purpose of the STEEPLE framework is to present a structured way of identifying the external factors that affect the creator economy (Bhargava, 2022). As the table below illustrates, these factors are often not independent of each other, but instead manifest in increasingly complex ways on a per‐individual creator and per‐platform basis.
[image: ]
Figure 1: STEEPLE Analysis (Clausius, 2022)

	Factor
	Key External Pressures
	Implication for the Creator Economy

	Social
	Every audience is drawn to authenticity, habits of micro-communities and short videos, etc (Meng et al., 2024).
	Creators need to keep changing the way their content is formatted and adapted to its tone to maintain their relevance and engagement with audiences (Kothari et al., 2025).

	Technological
	Nowadays, algorithm changes, content created by AI, editing tools and the escalation of virtual influencers.
	Helps introduce competitors, provides easy access, but reduces the visibility of creators who are not technically adaptable (Yu et al., 2024).

	Economic
	Sponsorship budgets, revenue from platforms and when marketing budgets are cut due to economic situations (Leung et al., 2022).
	There is no steady income, and it's extremely reliant on larger marketing budgets, not on the creator.

	Environmental
	Increased focus on overconsumption marginalised through ‘haul’ culture and fast-fashion relationships (Cooke et al., 2022).
	Consequences of being viewed as “craters of unsustainable brand” from the side of the audiences who care for the environment.

	Political
	Restrictions, i.e. no specific app allowed, based on platform accountability and/or government interest in certain markets.
	If a creator's followers are removed for political reasons related to platform access, everything they have ever created can also be taken away (Clausius, 2022).

	Legal
	Advertising Standards Authority guidelines on disclosure, guidelines on influencer marketing and the data protection law (Higgins III et al., 2025).
	Non-conformists face fines, penalties from the platform and loss of brand trust.

	Ethical
	Exploration of misleading endorsements, the use of AI and its effects on well-being when it comes to the pressure of content.
	Unethical flaws can lead to short-term backlash and long-term damage to personal brand equity.


They are all closely interrelated. For instance, AI technology in content creation is both a social good and a legal risk, as increased content is created in a way that harnesses AI without proper disclosure, leading to user distrust. Likewise, the kinds of regulations imposed on the platforms will impact their economic viability for creators who rely on a single platform to generate most of their income. As this interconnection shows, the mere consideration of one outbound factor attending the creator economy is not enough for strategic decision-making: the interplay of technological, legal and social pressures needs to be understood (Peres et al., 2024).


[bookmark: _Toc234589695]3. SWOT Analysis
Utilising the STEEPLE findings, a SWOT analysis can help assess the strategic positioning of creators and creator-based businesses in relation to the threats and opportunities presented above (Sun and Yan, 2023).
	Quadrant
	Key Points
	Link to STEEPLE

	Strengths
	Producing content cost-effectively, establishing connections with individuals through authentic, direct communication, and the ability to be agile and responding rapidly to trends.
	Technological factor — easily obtainable editing and platform tools make production easy and without high barriers.

	Weaknesses
	Inconsistencies in income, relying on a few platforms, and not much legal/business knowledge within the creators themselves.
	Economic / Legal considerations — commitment levels with brand spend and exposure to the algorithm, plus regulatory risk due to limited understanding of ASA / CAP rules.

	Opportunities
	Diversification into e-commerce, subscription models and owned platforms; growth of niche and micro-influencer marketing (Ji et al., 2025).
	Social and Economic factors — authentic vs mass-market appeal, better suited to niche/bite-size creators.

	Threats
	AI virtual influencers, tighter regulations, platform algorithm changes, and visibility are being drowned out by market saturation.
	Technological, political, and Legal external control over distribution and compliance factors is greatly beyond the control of the creator.


The key takeaway from this analysis is that the strengths of the sector are also the fragilities. The ease of creating a cast of characters to engage an audience can also lead to the creation of AI-generated avatars as competitors, which can further heighten the risk of saturation. Similarly, the direct relationships created will qualities that form the backbone of a creator's business are fully enabled and influenced by third-party platforms and are not directly controllable by the creator (Antoniou, 2024). This changes the equation for the creator economy, meaning success in the creator economy is more about diversifying revenue streams and making content work for the creator, and less about producing the best content.
[bookmark: _Toc234589696]4. Future Lens
There are a couple of trends in the creator economy that might change in the future. As virtual influencers become more realistic, including fully synthetic creations employed by certain brands, the industry faces a significant threat of losing down-margin content roles to AI, and questions about ethics and disclosures are emerging. AI is likely to drive up compliance costs for advertisers and manufacturers, and regulatory changes are anticipated in the future, such as tougher advertising disclosure requirements and more stringent advertising regulations in relation to AI-generated endorsements (Khatri, 2022). Meanwhile, the competition is getting louder: Many more creators are producing content and ideas, but audience attention is limited, especially in an overcrowded marketplace. The DPSIR model helps structure these future forces in a system from drivers to policy and industry reaction.
	Element
	Application to the Creator Economy

	Driver
	Demand for genuine, fun and tailored ‘content’ from consumers, targeted marketing from brands for low-cost reach.

	Pressure
	Algorithms and AI quickly cycle content; platforms drive more lively content.

	State
	Breaking through a saturated market with more creators competing for the attention of more viewers (Flick, Teräs and Kårtveit, 2025).

	Impact
	A decreasing organic reach of individual creators, increased creator burnout and the mixing of real-life content with sponsored content.

	Response
	Stricter disclosure of advertising practices, platform verification and diversifying into owned business models.


From this analysis, the creator economy will probably separate into two categories over the next few years. The first group will be very diversified, very business-oriented creators. They will have a variety of income sources. They will view their work in content creation as a professional business. The second group will have a significant number of platform-dependent creators. These creators will depend greatly on social media platforms as a means of earning income. This means they can always expect algorithm updates, new laws, and more competition from AI content.
[bookmark: _Toc234589697]5. Recommendations
1. Diversify revenue and distribution channels: Individuals and talent agencies should not rely on just one social media platform for revenue and audience engagement (Duffy and Meisner, 2023). Algorithms, monetisation and account restrictions can all have a dramatic impact on visibility and earnings. Owned channels like email lists, membership communities, personal websites, podcasts and standalone ecommerce stores are essential for mitigating this risk. They also must be spreading themselves right across the boards to court various sets of masses. By doing so, this ensures financial stability, fosters long-term commitments with followers and minimises risks from the Political and Technological factors of the STEEPLE analysis.
2. Invest in compliance and ethical transparency: Make it an initiative to ensure creators and brand partners are clear and consistent about what counts as sponsored, affiliate, and AI-generated content (Bender, 2025). Transparency will facilitate legal compliance and build consumer trust as governments push for more stringent digital advertising and consumer protection laws. Ethical conduct is being an advantage to the self and not a liability. Creators can signal to their audience that they are honest, authentic, and creating content responsibly, increasing audience company loyalty, and gaining an edge over their competitors while addressing the Legal & Ethical issues that are flagged in the STEEPLE analysis.



[bookmark: _Toc234589698]6. Conclusion
The creator economy takes place in a complex and evolving external environment, where rapid technological innovation, regulatory change and evolving consumer values both offer tremendous opportunity and pose great risk. The findings highlight the links between the sector's higher strengths and higher weaknesses within the STEEPLE and SWOT analyses in this report; how direct interaction with their audience and low barriers to entry are its highest strengths are also its greatest weaknesses. Those creators and organisations that will adapt to this landscape with multiple business models and an ‘ethical’ approach to their work will be best equipped for survival as the industry grows to maturity.
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