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Introduction
The creator economy has become a major industry, but its growth is not as secure as it may seem. Creators on TikTok, YouTube and Instagram can turn attention into income through advertising, sponsorships, subscriptions and personal brands. This shows the scale of the industry, with DataReportal (2025) reporting 5.24 billion active social media user identities worldwide, while Goldman Sachs (2023) estimates that the creator economy could approach $480 billion by 2027. However, this growth also creates dependency. Creators do not control their visibility, income or reputation, as algorithms, platform rules, regulation, artificial intelligence and consumer trust can affect their opportunities. For this reason, this report uses STEEPLE, SWOT and DPSIR to examine the pressures shaping the influencer industry and what these pressures mean for creators and influencer-based businesses.
[bookmark: _Toc234520240]STEEPLE Analysis
STEEPLE helps to show that the influencer industry is shaped by pressures outside the control of creators. CIPD (2024) explains PESTLE as a tool for analyzing the wider business environment. This is useful here because creators may present themselves as independent, but their income and visibility are still shaped by platforms, audiences, law and technology.
Social factors matter because influence depends on trust, not just follower numbers. Yuan and Lou (2020) argue that credibility and fairness help create parasocial relationships between influencers and followers. Mat Armstrong shows this well (Armstrong, 2026). His car-rebuilding videos work because viewers see the full process, including problems and repairs, so the content feels more honest than a simple advert. The weakness is that this trust is easy to damage. If a creator promotes too many products, the audience relationship can shift from loyalty to suspicion.
Technological factors create reach, but dependency. YouTube, TikTok and Instagram give creators access to audiences without traditional media gatekeepers. Arun Maini, known as Mrwhosetheboss, uses this through technology reviews that can influence consumer choices (Maini, 2026). However, creators do not own algorithms that decide whether content is seen. A change in recommendation systems can reduce views and sponsorship value quickly. AI makes this more uncertain. Khalfallah and Keller (2025) argue that virtual influencers raise concerns about authenticity, transparency and consumer deception. Technology is useful, but it places part of the creator’s career in the hands of systems they cannot control.
Economic factors show both opportunity and inequality. KSI is an example of a creator who has moved beyond YouTube into music, boxing, Sidemen and Prime (Prime Hydration, 2026). This shows how a personal brand can become a wider business. However, KSI is not a normal case. Influencer Marketing Hub (2025) reports that more creators are earning under $15,000 annually than in previous years, suggesting that many creators still struggle to turn attention into stable income. Smaller creators may look self-employed, but they are often dependent on sponsors, platform payments and changing monetization rules.
Environmental factors are indirect but still important. Influencer content often encourages consumption through hauls, product reviews, upgrades and limited editions. This is not only a fashion issue; technology content can normalize replacing devices often. The Global E-waste Monitor (2024) reported 62 million tons of e-waste in 2022. Mrwhosetheboss can help viewers compare products before buying, but wider creator culture still risks making constant consumption feel normal.
Political factors affect creators through decisions about platforms. The TikTok sale-or-ban debate in the United States shows that creators can lose audience access because of national security, data and ownership concerns, not because their content is poor. The US Supreme Court upheld the divestiture law on national security grounds (Supreme Court of the United States, 2025). This shows a major weakness: creators can build businesses on platforms they do not own.
Legal factors are becoming more important as influencer marketing becomes more professional. In the UK, ASA/CAP rules require adverts to be clearly disclosed. The ASA (2025) report on Instagram and TikTok found that disclosure is improving, but influencers, brands, agencies and platforms still need to do more. For creators such as KSI or Mrwhosetheboss, poor disclosure is not only a legal issue. It can weaken the trust that makes their influence valuable.
Ethical factors are closely linked to trust. Keough (2019) argues that ethical decision-making matters because choices can create wider consequences. For creators, hidden advertising, AI-generated content and products aimed at young audiences can mislead followers, especially when recommendations look like personal opinions. Ethical problems therefore do not stay separate; they can quickly become reputational, legal and financial risks.
Overall, the STEEPLE factors are connected, not separate. Technology affects visibility, which then influences income, trust, legal disclosure and ethical responsibility. Political or legal changes can also become financial risks for creators who depend on platforms they do not own.

[bookmark: _Toc234520241]SWOT Analysis
SWOT is useful because it connects the internal position of the creator economy with the external pressures identified in the STEEPLE analysis. However, it should not just be used as a list of strengths and weaknesses. Helms and Nixon (2010) argue that SWOT is more useful when it supports strategic thinking and decision-making.
One strength of the creator economy is the direct relationship creators can build with their audiences. Trust, personality and niche knowledge are difficult for traditional brands to copy. Barney (1991) argues that valuable and hard-to-imitate resources can create competitive advantage. This can be seen in Mat Armstrong’s YouTube content, where damaged cars are rebuilt step by step. Viewers see the problems, costs and results, which make his practical knowledge part of his value. This links to the social factor in STEEPLE, where trust is central to influence.
The main weakness is platform dependency. Creators may look independent, but their visibility is still controlled by platforms. Nieborg and Poell (2018) explain that cultural production is increasingly shaped by platform infrastructures. This links to the technological and political factors in STEEPLE, because algorithms, governance and even the legal status of platforms can change without creator control. If TikTok, YouTube or Instagram changes its rules, views, income and sponsorship value can fall quickly.
One opportunity is diversification. KSI shows this because his career has moved beyond YouTube into music, boxing, the Sidemen brand and products such as Prime. This links to the economic factor in STEEPLE, as creators can reduce income risk by building different revenue streams. However, this is easier for large creators than smaller ones.
A serious threat is loss of trust. This links to the social, legal and ethical factors in STEEPLE because unclear sponsorships, AI content or over-commercialization can make audiences feel misled. Therefore, the creator economy has potential, but its future depends on creators protecting trust while reducing dependence on platforms.

[bookmark: _Toc234520242]Future Lens and DPSIR
The future of the creator economy is unlikely to be just “more growth”. It is more likely to become more professionalized, more regulated and harder for average creators to survive in. Marchau et al. (2019) argue that future planning is difficult when systems face deep uncertainty, which fits an industry where platforms, AI tools and audience behavior can change quickly.
Using DPSIR, the main drivers are brand demand for online attention, platform competition and generative AI. These drivers create pressures such as more content, cheaper production, AI influencers, weaker differentiation and higher expectations around transparency. The state of the industry is therefore mixed. Creators have more tools than before, but the market is crowded and visibility is still controlled by platforms.
The impacts will not be equal. Large creators such as KSI can use their audience to build products, events and business partnerships, while smaller creators may find it harder to stand out. AI tools make production easier for everyone, not only skilled creators, so content volume may grow faster than audience attention. AI influencers are also likely to increase in advertising because brands can control them more easily than human creators. However, this creates a trust problem if audiences cannot clearly see what is real, edited or synthetic. The EU AI Act includes transparency obligations around marking and labelling AI-generated content, while the UK Online Safety Act gives platforms duties to reduce illegal content and protect users from online harm (European Commission, 2026; UK Government, 2025).
The response cannot simply be to post more often. Creators will need clearer disclosure, stronger niche positioning, owned income channels and careful use of AI. In practice, future success will depend less on one viral moment and more on staying trusted, visible and adaptable in a market that is crowded, regulated and harder to control.

[bookmark: _Toc234520243]Recommendations
First, creators should reduce platform dependency by building income channels they control. This could include email lists, websites, memberships, digital products, events or brand-owned communities, rather than relying only on TikTok, YouTube or Instagram. This responds to the technological and political risks in STEEPLE, because algorithms, platform governance and legal restrictions can change without creator control. It also addresses the SWOT weakness of platform dependency.
Second, creators and brands should treat transparency as a business strategy, not only a legal requirement. Paid partnerships, AI-generated content and edited promotional material should be clearly disclosed. This protects audience trust, one of the main assets in influencer marketing, and reduces legal and reputational risk as ASA/CAP rules and AI regulation become stricter.
Third, creators should focus on niche authority rather than general visibility. In a saturated market, trying to appeal to everyone makes creators easier to replace. Mat Armstrong and Mrwhosetheboss show that practical knowledge, clear audience value and consistency can be more sustainable than short-term viral content.

[bookmark: _Toc234520244]Conclusion
The creator economy is commercially attractive, but its stability is limited. The STEEPLE analysis showed that creators do not compete only through, they are also shaped by algorithms, platform ownership, regulation, AI and audience trust. SWOT showed the same tension: niche creators such as Mat Armstrong can build loyalty, while creators such as KSI show the value of diversification. However, these advantages can weaken if platforms change or audiences feel misled. Future success will depend on creators building trust, income routes and assets they control.
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