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Report provides findings and analysis of external factors influencing the creator economy. There are several factors affecting the industry in positive and negative way. Analysis discovers those factors and dive into the root cause as also the possible consequences. It is important to understand the evolvement of the current situation to prepare for future changes and avoid negative outcomes impacting businesses, employees and customers. To do that DPSIR model has been utilised supported by Steeple analysis and SWOT analysis of two content creators. It is broken down into introduction, research exploring drivers, pressures, current state, impacts positive and negative, as also responses from different groups. The aim of the report is to provide future lens with possible future consequences and provide three realistic recommendations for organisations in the creator economy. 
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The creator economy as an ecosystem works on bases of produced content that is generating financial income through several different streams. Over the past decade, traditional media became less popular, and influencer industry has grown over the years. Content platforms have been utilized for these businesses as a tool, historically it started with YouTube as a main development hub for creators (Binker Cosen, 2025). Traditional marketing targets broad audience reach and uses standardized messaging, in comparison influencers adapt the messaging to the specific platform and focus on context (Liu, 2024). The importance on the market is crucial as influencers enhance customer engagement and purchase intentions for brands (Zniva, Weitzl and Lindmoser, 2023). The industry is shaped by multiple stakeholders like businesses, influencers, followers and digital platforms influencing the content, valuation and monetization of work (Bhargava, 2022, Gu, Liu and Kumar,2025).
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This report conducts several methods to review external factors influencing the creator economy using DPSIR framework supported with STEEPLE analysis of influencer industry and SWOT analysis of one micro and macro influencers. Firstly, we completed research using peer reviewed articles on data bases included EBSCO, ProQuest Central and Springer Nature Link. This was to explore eight factors of STEEPLE framework: social, technological, economic, environmental, political, legal and ethical. The STEEPLE framework is used as an analytical tool to evaluate external environmental factors that can impact decision-making and risk management in a specific topic (Vodyanov, 2025).
For deeper exploration of factors, SWOT analysis has been completed for one micro and one macro influencer as combination of both methods enables organisations to predict potential changes and implement risk management strategies (Gogic, 2022). For further analysis a comparison of two countries has been completed using Country comparison bar chart (Hofstede, 2026), showing the similarity and differences between cultures impacting the government decisions regarding influencer industry. 
To answer the main research question about predictions for creator economy, research focused on drivers, pressures, current state, impacts and responses (DPSIR) as a specific area. The framework allows to link human activities to the effect they have on ecosystems (Flick, Teras and Kartveit, 2025), in this situation on creator economy. 
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Research exposed several aspects of the situation. The aspects are following the DPSIR to highlight the specific areas. Identified drivers of the industry are categorised into four types. First one is government that utilize influencers for strategic communication channel to promote their messages (Halim, 2021). Its pressure is shown by public expectations like need for engagement and authenticity (Cho and Melisa, 2021). Currently, public audience prefers social media than traditional advertising while looking constantly for authenticity (Schram, 2024). It helps creating value, inform the public and describe policy goals (Reveilhac, 2025), in contradiction it impacts public opinion and consumer protection negatively when government uses influencers for manipulative practices ( Ovuniargal and Bavalagmaa, 2024). In this situation, government keeps engaging in public option through social media using bots and influencers (Woolley, 2022), while public response is decreased or increased trust (Zhong, Peng and Zhang, 2025). Similar situation is with brands and businesses that use social media as a marketing tool. Many businesses provide big budget for social media marketing including influencers partnerships (Beichert et al., 2024) as also expansion of e-commerce drives the influencers ecosystem and collaborations (Libai et al., 2025). Those brands pressure content creators to increase content production and monetization (Xie et al., 2026). Another pressure for influencers is evolving trends and content saturation (Harambasic and Skare, 2024). Nowadays, influencers are shaped by diversified monetization strategies like sponsorship, payment or gifts (Xie and Feng, 2023). In fact, new workplaces are being created with negative impacts following, such as dependency on platforms regulations and policies, unstable earnings and adapting to winner-take-all dynamics impacting the unequal earnings between creators (Sun, Lai and Ding, 2026, Shen et al., 2024).  Brands response to the situation is better influencer selection and marketing optimization, especially by collaborating with micro-influencers and creating new opportunities for both parties (Zwicker, et al., 2024). Another driver is the need of online community required by customers for value creation (Libai et al., 2025) which is pressured by the demand of genuine self-presentation called authenticity (Unalmis, Dirsehan and Erdogmus, 2026). Currently, there is a high competition and challenge to start as a new influencer, especially with the dependency on trendy platforms which is significantly shaped by artificial intelligence (AI). This is linked to the fourth type of evolving technology which involves AI as a driver for creator economy evolvement (Liu and Liu, 2025). The creator economy is pressured by need of authenticity and in contrast, it is also pressured by integration of AI use (Nistor, Selove and Villas-Boas, 2025), which is constantly evolving and growing on the market (Harambasic and Skare, 2024). The customer engagement and brand-consumer relationship is treated as a positive outcome of AI and community build impacts (Gupta and Khan, 2024). However, this brings concerns around privacy on online platforms and fraud situations of fake followers and profiles which AI methodologies have been involved in to detect (Jobani and Emekli, 2026). Also, providing brand guidelines and awareness for responsible actions supporting influencers would be recommended together with government legal regulations improvement around online advertising and its use (Baik, 2025).  
There are several theories associated around impact on influencer industry. Edgar Schein model discusses the culture layers and provides model to identify and shape the culture of the brand. Brand perception can be either a strength or a weakness. Depending on the actions, strategies and decisions made by a brand and the influencer, the customer engagement will be different.
Another theory discusses the 6 dimensions that shape the culture and the society, Hofstede’s Cultural Dimensions Theory is used to understand the culture and improve the interactions like communication, decision making, create strategies. The copyrights and regulations for creators are an issue in Zimbabwe, Asia Pacific countries. China is working very well in that sector. We have used Hofstede’s Country Comparison Chart and observed the similarity and differences between these two countries to analyse the impact of culture on the government decisions related to modern social media interactions that include influencers (Appendix 4). 
There are two theories where one says that business should create values that will benefit everyone (Freeman, 1984), second one where the values should only be for shareholders (Friedman, 1970). This theory states that the creator is adapting to the requirements from brands and platforms regardless of it being moral or not.
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STEEPLE analysis explored several factors that have been proven to impact influencer industry (Appendix 1). Factors like authenticity demand and unstable monetization in the industry has duplicated several times, showed the connection and impacted the factors have on each other. SWOT Analysis that we completed using two influencers, Anna Lewandowska as macro influencer, and Karolina Fit as micro influencer provide similarity and differences of both influencers working in the same fitness field. In both analysis we see the threat of bad reputation which is mainly linked to authenticity and collaborations influenced mainly by brands they work with. This situation shows the social and ethical factors of the industry.
Analysis shows several positive aspects of influencer industry like creation of new workplaces, opportunity for effective environment awareness messaging through content creators as also customer engagement and relationship build. The challenges in the industry are noticeable with several regulations issues that government is intended to improve for improvement of creator’s finances and safety in online communities. Also, constant competition and technological innovation bring additional challenges such as human-like influencers, which reduces customer’s trust and values.
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The use of several frameworks allowed to discover and analyse external factors influencing the creator economy. With positive and negative impacts, we can explore a bigger picture of drivers, pressures, impacts and responses from several stakeholders that are supported by STEEPLE analysis and SWOT analysis to understand better the current situation and future opportunities. The report focuses on factors that impact businesses, creators, customers and government. It is broken down into seven categories and analysed to provide future recommendations and predations of creator economy. 
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The industry future is shaped by several aspects, mainly by increasing role of AI empowering virtual influencers which impact consumer engagement and purchase intentions while paying attention to credibility, value and human attributes. Crucial aspect is growing competition between AI influencers and human influencers impacting the future of current creators on the market (Jayasingh, Sivakumar and Vanathaiyan, 2025). Over the years we had new trendy platforms effectively engaging with different age groups. This differentiation demand will grow and will influence creators to approach different groups divided by culture, age, demographic places as also adaptation of content such as educational, focused on engagement and marketing (Durmus Senyapar, 2025).
Our first recommendation for businesses is to complete detailed analysis of their brand, understand the influencers contribution to the company success and what are consumers expectations (Libai et al., 2025). This approach is focused on improving authenticity of the brand which is shared with other creators during their collaborations.
Our second recommendation is for businesses to adapt to technological trends and changes, especially with emerging growth of AI. We recommend utilising AI to tasks such as analysis and research tool; however, we recommend leveraging the benefits of AI influencers that can impact the brand perception in positive or negative way (Sands et al., 2022).
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Appendix 1: STEEPLE Analysis of environmental factors on influencer industry
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Appendix 2: SWOT Analysis – Anna Lewandowska
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Appendix 3: SWOT Analysis – KarolinaFit
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Appendix 4: Comparison of two countries China and Zimbabwe using Hofstede’s Cultural Dimentions Theory
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