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I confirm that I have no present any AI generated material as my own work.
I confirm that I have copies of my drafts, notes, and other sources I used, which may be asked to provide evidence. All sources I have used have been reviewed, verified and referenced in accordance with Harvard referencing guidelines.

















[bookmark: _Toc234606432]Executive Summary

The Artificial intelligence is changing the creator economy transforming how digital content is created, shared and consumed. AI provides creators with new opportunities to improve productivity but increase competition, misinformation, copyright concerns and changing audience expectations. Creators, businesses and government must adapt to ensure the creator economy remains innovative, trustworthy and sustainable.
This report analyses the impact of AI on the creator economy using the Drivers-Pressures-Sate-Impacts-Responses (RPSIR) framework. This framework is used to examine hoe technological developments have influenced to creator economy, the pressures created by AI adoption, the current state of the industry, the impacts on key stakeholders and the responses required to address these challenges.
To support this analysis, I use a case study of four human cross-platform and YouTube content creators from different sectors of the creator economy: Veritasium, representing educational content; Chats Fam (MomChats & DadChats), representing family and lifestyle content; MaxMaxData, representing AI education and professional expertise; and Antonio Garcia Villaran, representing art creative content. These creators are integrated throughout the DPSIR analysis to demonstrate how different sectors are responding to AI-driven change.
This report argues that AI is changing the creator economy and no replacing human creators. The findings suggest that long-term success increasingly depends on qualities that AI cannot easily reproduce, including expertise, authenticity, trust and meaningful audience relationships. The AI can improve efficiency and support content production, human creators continue to provide value through critical thinking, creativity and personal experience.     
This report concludes that responsible AI adoption, supported by appropriate regulation, transparency and continuous digital skills development, will help ensure the future sustainability of the creator economy, The recommendations are provided for creators, digital platforms, businesses and policymakers to encourage the ethical an effective use of AI while protecting the value of human creativity.
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The impact of Artificial Intelligence on the creator economy: a DPSIR analysis of human content creators’ adaptation strategies

[bookmark: _Toc234606433]Introduction

The creator economy has grown rapidly over the last two decades, changing how individuals create, share and monetise digital content trough online platforms such as YouTube, Instagram and Tik Tok (Peres et al., 2024; Goldman Sachs, 2023). The improvements in internet connectivity, smartphone technology and social media have enabled millions of people to build careers by producing educational, entertainment and lifestyle content while generating income through advertising, sponsorships, subscriptions and digital product (OECD, 2024). The creator economy has become an important part of the digital economy, supporting entrepreneurship, innovation and new business opportunities across multitude industries (Abidin, 2021; Peres et al., 2024).
Recent developments in Artificial Intelligence are transforming the industry fast. Generative AI technologies can produce texts, images, videos and audio within seconds, allowing the creators to improve productivity, automate repetitive tasks and personalise content for different audiences (Dwivedi et al., 2023; Hassan and Shujaat, 2024). Another perspective, Institutional framework from UNESCO (2021) and the European Commission (2023) highlight that AI presents significant challenges, including copyright infringement, misinformation, declining audience trust, deepfakes, and intense market competition. These developments have raised important questions regarding the future role of human creators within an increasingly automated digital environment.
There is a clear research gap in examining how AI reshapes the creator economy as an integrated system where creators, brands, platforms, and governments all interact.
[image: ]
[bookmark: _Toc234606434]Figure 1.  The Ecosystem of the creator economy 
Source: Peres et al. (2024).
To address this gap, this report applies the Drivers-Pressures_state_Impacts_Responses (DPSIR) framework to evaluate how AI is transforming the creator economy. The DPSIR framework provides a structure approach for analysing how technological developments create pressures, influence the current state of an industry, generate economic and social impacts, and require strategic responses from different stakeholders (European Environment Agency, 1999). Supporting evidence is provided through STEEPLE analysis of the creator economy presented in Appendix A, with SWOT analysis of four human creators presented in Appendix B. 
The aim of this report is evaluating the impact of Artificial Intelligence on the creator economy by applying the DPSIR framework to identify the key drivers, pressure, current state, impacts and responses affecting the industry.

[bookmark: _Toc234606435]DPSIR analysis of AI in the creator economy
The Drivers-Pressures-State-Impacts-Responses (DPSIR) framework provides a systematic approach to understanding how Artificial Intelligence is transforming the creator economy. The framework demonstrates how technological developments influence creators, audiences, businesses, digital platforms and policymaker through interconnected stages (European Environment Agency, 1999). To support the evidence is provided through the STEEPLE analysis (Appendix A), the SWOT analyses of four content creators (Appendix B) and the Stakeholder analysis (Appendix C). 
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The fast development of generative Artificial Intelligences the primary driver transforming the creator economy (Hassan and Shujaat, 2024). The tools are capable to generate text, images, audio and video have significantly reduced the cost, time and technical skills required to produce digital content (Dwivedi et al., 2023). The improvements in cloud computing, recommendation algorithms and mobile technology have increased the global access to digital platforms, enabling more individuals to participate in content creation (OECD,2024)
Social changes have accelerated the growth of the creator economy, consumers increasingly rely on online creators for entertainment, education and product recommendations, while business invest heavily on influencer marketing to reach targeted audiences (Lou and Yuan, 2019). These technological, social, and economic trends are reflected in the STEEPLE analysis (Appendix A), which identifies AI innovation, digital connectivity and changing consumer behaviours as key external factors influencing the industry.


[bookmark: _Toc234606437]Pressures

The fast adoption of AI has created significant pressures within the creator economy. The automated content generation ahs lowered barriers to entry, increasing competition and make it more difficult to creators differentiate themselves (Dwivedi et al.,2023). As a result, the market is overcrowded, and it is harder than ever for an individual creator to stand out from the crowd. Also, the AI generative have raised concerns regarding copyright infringement, misuse of intellectual property, misinformation and deepfakes (UNESCO,2021; Khalfallah and Keller, 2025; Rieder and Hofmann, 2020).
Creator must adapt constantly changing platform algorithms that prioritise engagement and frequents uploads. These pressures encourage greater reliance on AI tools to improve productivity, increasing the risk of reducing originality and audience trust. The Legal and Ethical Factors identified in the STEEPLE analysis (Appendix A) demonstrate how technological innovation creates wider regulatory and social challenges affecting creators, platforms, and consumers (European Commission, 2023).

[bookmark: _Toc234606438]State


The current state of the creator economy can be described as a hybrid environment where AI has become an important productivity tool. Many creators now use AI to support editing, research, translation and content planning while continuing to rely on personal expertise, creativity and audience relationships to differentiate themselves (Peres et al, 2024; Abidin, 2021).
This trend is illustrated trough the SWOT analysis presented in the Appendix B. Veritasium maintains a competitive advantage trough scientific credibility and evidence-based communication, while Chats Fam (MomChats &DadChats) relies on authentic family experiences and community engagement. MaxMaxData benefits from professional expertise in AI education, and Antonio Garcia Villaran differentiates himself trough artistic knowledge and critical discussion of AI-generated art. 
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The AI generated positive and negative impacts across the creator economy. From an economic perspective, AI reduce production costs, increase efficiency and enables creators to produce more content within shorter timeframes (Bamberger, Reinartz and Ulaga, 2025; Faverio and Sidoti,2024). Business also benefits from improved marketing opportunities through AI-assisted content creation and audience analysis.
The Ai creates social, legal, and ethical challenges. The spread of AI-generated copyright disputes, misinformation, and deepfakes threatens audience confidence and increase pressure on digital platforms to strengthen governance (European Commission, 2024). These Impacts affect multiple stakeholders’ groups, including AI developers, audiences, creators, brands, governments, as illustrated in the Stakeholder Analysis (Appendix C). In consequence, the creator economy should be understood as an interconnected system in which technological developments influence economic performance, public trust and regulatory requirements.
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The final stage of the DPSIR framework focuses on responses that support the sustainable development of the creator economy. Individual creators should continue developing AI literacy while diversifying income sources trough memberships, digital products and online courses to reduce dependence on platform algorithms (Worl Economic Forum, 2025; European commission, 2023).
Governments and regulators play an important role by strengthening copyright protection, promoting ethical AI development and encouraging responsible innovation (C2PA, 2024; OECD, 2024). The proposed actions are summarised within the Future Roadmap (Appendix E), which outlines practical steps for creators, platforms and policymakers to improve transparency, strengthen digital skills and support long-term sustainability within the creator economy.

[bookmark: _Toc234606441]Conclusion

This report has demonstrated that Artificial Intelligence is fundamentally reshaping the creator economy by transforming how digital content is created, distributed and monetised. Applying the Driver-Pressure-State-Impacts-Responses (DPSIR) framework has shown that AI should viewed as a catalyst for wider economic, technological and social change within the digital content ecosystem (European Environment Agency,1999).
The analysis identified that advances in generative AI, digital platforms and changing consumer behaviour are accelerating the growth of the creator economy while increasing pressures relating to competition, copyright, audience trust and transparency (Peres et al., 2024; Bamberger et al., 2025)). These finding are supported by the external factors identified in the STEEPLE analysis (Appendix A), which demonstrates that technological innovation interacts with social, legal, and ethical factors to influence creators, AI developers, business, digital platforms and policymakers.
The report shows that the creator economy is evolving towards a hybrid model in which AI complements the human creativity. Trought the SWOT analysis (Appendix B), creators like Veritasium, Chats Fam, MaxMaxData, and Antonio Garcia Villaran maintain competitive advantage through specialist knowledge, critical thinking, authenticity and trusted relationships with their audiences. This finding is consistent with previous research suggesting that the audience engagement increasingly depends on credibility and perceived authenticity (Lou & Yuan, 1999; Abidin, 2021).
The analysis demonstrated that AI affects a wide range of stakeholders beyond individual creators. Brands increasingly depend on trusted creators to influence purchasing decisions; digital platforms face growing responsibility to improve transparency, content moderation and copyright protection. Governments and regulatory bodies must balance the technological innovation with consumer protection and ethical AI governance (World Economic Forum, 2025; UNESCO,2021). These interconnected relationships are summarised in the Stakeholders Analysis (Appendix C) and reinforce the need for collaborative responses across the creator economy.
The future of creator economy is likely to be shaped by collaboration between creators, platforms, business and policy makers to ensure that innovation is balanced with ethical responsibility, transparency and sustainable growth. 
[bookmark: _Toc234606442]Recommendations

The following recommendations are based on the findings of the DPISR analysis and are intended to support the sustainable responsible development of the creator economy

[bookmark: _Toc234606443]Diversify revenue streams to improve financial resilience

Content creators should reduce their dependence on advertising revenue and platforms algorithms by developing at least one additional income source, such online courses, paid memberships, digital products or subscription communities. Diversifying revenue streams would reduce financial risk associated with changes in platform policies and improve long-term business sustainability. Research suggests that creators who develop multiple income streams are more resilient to fluctuations in digital markets and platform dependency (Peres et al., 2024; Goldman Sachs,2023).

[bookmark: _Toc234606444]Adopt Transparent Artificial Intelligence disclosure standards

Digital platforms and content creators should implement transparent AI disclosure practices using recognised frameworks such as the Coalition for Content Provenance and Authenticity (C2PA,2024). Clearly identifying generate AI or Assisted by AI content would improve audience trust, reduce the spread of misinformation and support responsible content creation. Transparency has become increasingly important as audiences demand greater authenticity and accountability from online creators (European Commission, 2023).

[bookmark: _Toc234606445]Strengthen AI literacy and Professional development

Educational institutions, creator organisations and digital platforms should provide continuous training in AI literacy, digital ethics and responsible content creation. Regular professional development would enable creators to use AI effectively while maintaining originality, protecting intellectual property and complying with evolving regulations. Previous research demonstrates that digital skills and continue learning are essential for adapting to technological change with the digital economy (Hassan and Shujaat, 2024; OECD,2024).

[bookmark: _Toc234606446]Improve platform governance and intellectual property protection

Social media platforms should strengthen governance by improving copyright protection, increasing transparency in recommendation algorithms and investing in more effective system to identify AI-generated misinformation and deepfakes. Effective platform governance is increasingly recognised as critical factor in maintain public trust and supporting sustainable digital ecosystems (European commission, 2023; Ofcom, 2024).


[bookmark: _Toc234606447]Reference List
Advisory, United Nations (2024). ‘Governing AI for Humanity: Final report, Advisory body on Artificial Intelligence’. United Nations Digital Library System. UN. Available at: https://digitallibrary.un.org/record/4062495 (Accessed 7 July 2026).

Aronczyk, M. (2021). ‘Creator culture: an introduction to global social media entertainment’. Journal of Communication, 72(3). DOI: https://10.1093/joc/jqab036 

Bamberger, B., Reinartz, W., and Ulaga, W. (2025). ‘Navigating the future of Business-to-business Marketing: Transformative Impact of the Industrial Metaverse’. Journal of business research, 188, p. 115057. DOI: https://10.1016/j.jbusres.2024.115057 

Coalition for Content provenance and Authenticity (2024). CP2PA Technical specification. Available at: Https://c2pa.org (Accessed at: 7 July 2026)

Dencheva, V. (2024). ‘Global influencer marketing platform market size 2027 Statista’. Statista. Available at: https://www.statista.com/statistics/1036560/global-influencer-marketing-platform-market-size/ (Accessed 1 July 2026).

Dwivedi, Y.K., et al. (2023). ‘So, what if ChatGPT wrote it? Multidisciplinary perspectives on opportunities, challenges, and implications of generative conversational AI for research, practice and policy’. International journal of information management, 71(0268-4012), p. 102642. DOI: https://doi.org/10.1016/j.ijinfomgt.2023.102642 


European Commission (2023). ‘AI Standards’. European Commission website. Available at: https://ai-watch.ec.europa.eu/topics/ai-standards_en 

European Environment Agency (1999). ‘Environmental Indicators: Typology and Overview’. Europa.eu. Available at: https://www.eea.europa.eu/en/analysis/publications/tec25 (Accessed 2 July 2026).

Faverio, M., and Sidoti, O. (2024). ‘Teens, social media and technology 2024’. Pew research center. Available at: https://www.pewresearch.org/internet/2024/12/12/teens-social-media-and-technology-2024/ (Accessed 10 July 2026).

Garcia Villaran, A. (2017). ‘Antonio Garcia Villaran’. [YouTube]. Available at:  https://www.youtube.com/channel/UCDupeqPlIEnjmtPmUEvgvLg (Accessed 5 July 2026).

Goldman Sachs (2023). ‘The creator economy could approach half a trillion dollars by 2027’. [Online] GoldmanSachs.com. Available at: https://www.goldmansachs.com/insights/articles/the-creator-economy-could-approach-half-a-trillion-dollars-by-2027 (Accessed 05 July 2026).

Hassan, S., and Shujaat, N.K. (2024). ‘Generative AI: transforming creative industries with machine learning’. Research Corridor Journal of Engineering Science, 1(2), pp. 119-134. DOI: https://10.66320/mz10xj77 

Influencer Marketing Hub (2023). ‘Influencer marketing hub, Leading digital marketing resource with over 3.5M monthly readers. [online] Influencer marketing hub. Available at:  https://influencermarketinghub.com (Accessed 10 July 2026).

Kaplan, A.M., and Haenlein, M. (2010). ‘Users of the world, unite! The challenges and opportunities of social media’.  Business Horizons, 53(1), pp. 59-688. DOI: https://doi.org/10.1016/j.bushor.2009.09.003 

Khalfallah, D., and Keller, V. (2025). ‘Authenticity, ethics, and transparency in virtual influencer marketing: a Cross-cultural analysis of consumer trust and engagement: a systematic literature review’. Acta Psychologica, 260, p. 105573. DOI: https://10.1016/j.actpsy.2025.105573

Lou, C., and Yuan, S. (2019). ‘Influencer marketing: how message value and credibility affect consumer trust of branded content on social media’. Journal of interactive advertising, 19 (1), pp. 58-73. DOI: https://doi.org/10.1080/15252019.2018.1533501 

McIntosh, R.D., Moore, A.B., Liu, Y., and Della Sala, S. (2022). ‘Skill and self-knowledge: empirical refutation of the dual-burden account of the dunning-Kruger effect’. Royal Society Open Science, 9 (12). DOI: https://10.1098/rsos.191727 

Muller, D. (2010). ‘Veritasium, an element of truth’. [YouTube]. Available at: https://www.youtube.com/@veritasium (Accessed 1 July 2026).

Organisation for Economic Cooperation and Development (2024). ‘Artificial intelligence’. OECD. Available at: https://www.oecd.org/en/publications/artificial-intelligence-in-science_a8d820bd-en.html 

The office of Communications (2024). ‘Online nation 2024 report contents section’. OFCOM. Available at: https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/online-research/online-nation/2024/online-nation-2024-report.pdf?v=386238 

Peres, R., Schreier, M., Shweidel, D.A., and Sorescu, A. (2024). ‘The creator industry: an introduction and a call of scholarly research’. International Journal of Research in Marketing, 41(3). DOI: https://10.1016/j.ijresmar.2024.07.005 

Perez Azcunaga, P. (2021). ‘MaxMaxData’. [YouTube]. Available at: https://www.youtube.com/channel/UC0nvCwGLmrKFZ6phJ19BoYQ (Accessed 1 July 2026).

Rieder, B., and Hofmann, J. (2020). ‘Towards platform observability’. Internet policy review, 9(4). DOI: https://10.14763/2020.4.1535 

Shao, Y., and Yin, Q. (2025). ‘A review the role of artificial intelligence in media content creation for SDGs development’. Journal of Lifestyle and SDGs revie, 5(2)> pp. e03971. DOI: https://10.47172/2965-730x.sdgsreview.v5.n02.pe03971 

UNESCO (2021). ‘Recommendation on the ethics of Artificial Intelligence’. UNESCO. Available at: https://unesdoc.unesco.org/ark:/48223/pf0000380455 (Accessed 2 July 2026).

White, D., and White, S. (2024). ‘Chats Fam with MomChats and DadChats’. [YouTube]. Available at: https://www.youtube.com/channel/UCLpn6F-gMR5ux6WfWP9hZfw (Accessed 1 July 2026).

World Economic Forum (2025). ‘The future of jobs report 2025’. World Economic Forum. Available at:  https://www.weforum.org/publications/the-future-of-jobs-report-2025/ (Accessed 2 July 2026).





   

[bookmark: _Toc234606448]Appendix
[bookmark: _Toc234606449]A. Steeple analysis of creator economy

	STEEPLE FACTOR
	EXTERNAL FACTORS TO CONSIDER
	FACTORS AFFECTED WITHIN THE INDUSTRY
	IMPORTANCE TO ORGANISATION

	Social
	· Consumer trends
· Fashions
· Consumer buying habits
· Lifestyle factors
· Career attitudes
· Work-life balance
· Population demographics
· Willingness to work in certain labour markets
	· Audience trust
· Parasocial relationships
· Creator identity
· Family content norms
· Age-based audience shifts
· Changing attitudes to AI influencers
	High

	Technological
	· Automation
· Innovation
· Disruptive technologies
· Social networking
· Upgrades
· Robotics 
· Artificial intelligence
· Security
· Cost of keeping up with technology advances
	· Virtual influencers
· Generative AI
· Deepfakes
· Platform Algorithms
· Content label
· Provennance tools
· AI content production
	High

	Economic
	· Exchange rates
· Globalisation
· Economic growth/decline
· Inflation
· Interest rates
· Cost of living
· Labour cost
· Consumer spending habits
· Taxation and tariff levels
	· Sponsorship budgets
· Creator income volatility
· Market changes
· Monetisation pressure
· Labour market competition
· Cost-efficiency AI content
	High

	Environmental
	· Environmental restrictions imposed by governments
· Sustainable resources
· Corporate Social responsibility (CSR)
· Ethical sourcing transportation
· Procurement
· Supply chain management
· Future pandemics
	· Digital production
· Footprint
· Platform energy use
· Sustainability of live events
· Remote content production
· Environmental impact of tech infrastructure
	Medium

	Political
	· Government policy
· Political stability
· Industry regulations
· Global trade agreements/restrictions
· Tax regulations
	· AI disclosure rules
· Platform regulation
· Online safety policy
· Age-verification measures
· Creator taxation
	High

	Legal
	· Employment law
· Common law
· Local labour law
· Health and safety regulations
	· Child influencer protection
· Disclosure obligations
· Copyright privacy
· Platform compliance
· Creator labour rights
	High

	Ethical
	· Fairness
· Honesty
· Transparency
· Authenticity
· Child protection
· Consent
· Exploitation
· Responsible AI use
	· AI-generated deception
· Undisclosed endorsements
· Child influencer exploitation
· Audience manipulation
· Creator welfare
· Truthful content practices
	Very High
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[bookmark: _Toc234606451]1. Veritasium

	STRENGTHS

	WEAKNESSES


	· Doctor of Philosophy grounded expertise creates credibility that AI cannot fabricate
· Electrify partnership provides institutional resilience and scale
· His education, nominations and awards established legitimate authority

	· Reduce on-screen presence of Muller risks diluting personal authenticity that built the brand.
· Operating costs creates financial pressure
· Transition to team-produced content may feel less authentic to original audience

	OPPORTUNITIES

	THREATS

	· AI fake-science content creates demand for trusted, expert-verified science communication.
· Electrify model (creator-to-institution) is replicable and investable.
· Partnership with perimeter institute opens academic and institutional revenue streams.
	· AI-generated science explainer content improving quick production quality.
· Algorithms changes could supress long-term science education content.
·  Audience may not notice or care about the transition away from sole-creator model, reducing differentiation.
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	STRENGTHS

· Dual professional identity (lawyer + professor) provides irreplaceable human authority
· Ethical child-safeguarding policy (no children’s faces) is a distinctive and trusted brand commitment.
· 80% female audience creates strong, loyal niche community.
	WEAKNESSES

· YouTube described as ’20 years late’ platform relatively undeveloped compared to Instagram/ Tik Tok presence.
· Income dependent on continued dual professional careers alongside content creation.
· Audience concentration on Instagram/ Tik Tok creates platform dependence risk.

	
	

	OPPORTUNITIES

	THREATS

	· Legal literacy content gap in family (creator space) virtually no credentialed competition.
· AI-content proliferation creates demand for verified professional human voices in legal and parenting topics.
· Cross-platform presence provides diversification

	· UK under 16 ban may reduce measurable reach of family-content audience segments.
· AI-generated parenting-advice content increasingly plausible and harder for audiences to distinguish.
· Platform algorithm changes disproportionately affect newer YouTube channels.
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	STRENGTHS

	WEAKNESSES

	· Unique dual authority: active CEO practitioner and university professor in the exact domain AI threatens.
· Spanish-language AI education niche with low high-quality competition.
· First mover advantage across Spain and Latinoamerica professional and academic markets.

	· Small channel launched March 2024, limited brand recognition outside specialist audience.
· Revenue concentration risk at early stage with few stablished income streams beyond consultancy.
· Content risks blending in with AI-generated if not anchored in live practitioner case studies.

	OPPORTUNITIES
	THREATS


	· Massive unmet demand for credible AI literacy in Spanish-speaking corporate and academic markets.
· EU AI Act creates sustained regulatory education demand only credentialed humans can authoritatively address.
· Corporate training and consultancy as high-margin, AI proof revenue streams.

	· AI-generated educational content in Spanish improving rapidly, compressing the first mover advantage window.
· Stablished Spanish AI channels with larger existing audiences.
· YouTube algorithm may favour AI-generated content in discovery, reducing organic reach for new channels
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	STRENGTHS

	WEAKNESSES


	· Doctorate in Fine Arts provides irreplaceable authority in fine art and criticism, AI cannot hold a Cum laude Doctorate.
· Highly diversified income across academy, courses, live events, art sales, and NFTs.
· AI art controversy actively strengthens his critical content territory and audience relevance.

	· Niche audience limits scale relative to mass entertainment creators
· Physical CREA 13 academy ties significant income to Seville local economic conditions.
· Long-term YouTube content dependent on continued algorithmic favour to Spanish-language art education

	OPPORTUNITIES
	THREATS


	· AI-generated art debate expanding content territory and attracting new audience segments.
· Growing demand for art education as AI democratises image creation, audiences need human guidance on what they see.
· International expansion via Udemy and online academy into underserved Latinoamerica art education markets.

	· AI-generated art directly undermines economic value of human-made art in commercial markets he participates in.
· AI-powered art criticism tools could replicate surface-level cultural commentary if not anchored in lived practice.
· Younger audiences may accept AI-generated art as culturally legitimate, reducing demand for traditional art education.
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	STAKEHOLDER
	INTEREST IN THE CREATOR ECONOMY
	INFLUENCE / POWER
	IMPACT OF AI
	DPSIR LINK

	Human creators (Veritasium, Chats Fam, MaxMaxData, Antonio Garcia Villaran)
	Produce authentic, engaging and profitable content while maintaining audience trust (Abidin, 2021)
	High
	AI improves productivity but increases competition, copyright risk and pressure to produce content more frequently (Hassan and Shujaat, 2024).
	Driver, Pressures, States, responses

	Audience / Consumers
	Access trustworthy, engaging and high quality digital content. (Ofcom, 2024).
	High
	Greater access to personalised content but increased exposure to misinformation, deepfakes and undisclosed AI-generated media (UNESCO, 2021)
	State, Impacts

	Digital Platforms (YouTube, Instagram, Tik Tok)
	Increase user engagement, advertising revenue and platform growth. (Rieder and Hofmann, 2020)
	Very High
	AI improves recommendations and moderation but creates governance and transparency challenges. (C2PA, 2024).
	Drivers, pressure, Responses

	Brands and advertisers
	Promote products through trusted creators and maximise return on investment. (Goldman Sachs, 2023).
	High
	AI improves audience targeting and campaign efficiency but increases concerns about creator authenticity and brand reputation
	Impacts, Responses

	AI developers
	Develop AI technologies for creative production and automation
	High
	Benefit from growing demand for AI tools while facing increasing ethical and regulatory expectations.(European commission, 2023).
	Drivers, Responses

	Government regulators
	Protect consumers, copyright and promote responsible AI innovation
	High
	Responsible for developing legislation, promoting transparency and reducing misuse of AI technology
	Responses

	Educational Institutions and Training providers
	Equip creators with digital, ethical and AI-related skills.
	Medium
	Increasing demand for AI literacy, digital ethics and lifelong learning
	Responses
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