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ABSTRACT
An influencer is a content creator with own followers on social media who has an ability to affect followers thoughts, purchasing decisions.
This paper examines a comprehensive analysis of the external factors of influencer economy using the SWOT analytical framework, showing its strengths, weaknesses, opportunities, and threats and using STEEPLE analysis to assess the external factors, their impacts and also using the DPSIR analysis to see the situation. This paper finds that influencer industry offers advantages such as low development costs and to reach audiences all over the world also disadvantages competition between influencers, rapidly changing consumer behaviours. Also find out opportunities like governments investing internet infrastructure, extension or newly invention of platforms. Threats include evolving social values and a confusion about regulations and misinformation.
INTRODUCTION
Since the start of the 21st century, the influencer economy has driven significant changes in economies, corporate development, and consumer markets. 1
Influencer economy phenomenal growth has been driven by the exponential growth of e-commerce and digital platforms and was further accelerated by the recent COVID-19 pandemic 2
The influencer economy is a billion-dollar market where everyday people use social media to make the advertisements for a living by building up their loyal audiences and shaping what the latest trends are and what the people buy.
Interest to the influencer marketing is continuously rising as people like to listen stories and experiences. Also, another reason is the leap from television to social media sites. People today are spending most of their time scrolling through social media sites, digital platforms. So, the brands are more investing in that area to get attention from the potential customers.
Influencer economy has three parts: Brands, influencers and platforms. Each actor seeks to maximize its own profit. Brands focus customers, influencer focus followers and platform focus users.3
The influencer industry is worth approximately $250 billion, a figure that Goldman Sachs predicts will grow to nearly $500 billion by 2027.4
This surge in entrepreneurship has unleashed a wave of innovation, creativity, and economic activity, driven job growth and fostering a dynamic ecosystem of talent and expertise. Influencer content plays a crucial role in driving economic activity and innovation, extending its impact beyond social media to various applications like social proof on websites.5
The allure of a social media–born career has intensified in the wake of the global pandemic as workers clamour for greater levels of autonomy, flexibility and self-fulfilment. 6
In 2025, more brands will move budget away from splashy influencer campaigns toward conversion-focused creator partnerships. 60 percent of consumers trust creators and purchase based on a creator’s recommendation. Also, 49.2 percent of brands plan to increase influencer spend in 2025.Camila Coelho is a fashion and beauty influencer her Instagram posts typically reach half their total engagement within 19 hours. Austin Evans, a tech and gaming creator with more than 5 million subscribers, after publish YouTube content holds half its engagement for over 12,700 minutes (~8.8 days), That’s why brands focused on long-term performance and affiliate revenue.7 
Creators have become primary drivers of marketing and commerce. For example, 47% of Gen Z reports learning various tips from influencers.8
Virtual influencers are digital personas created through computer- generated imagery and/or AI. These human-like figures typically managed by third parties –such as digital agencies, brands, individual creators, or AI systems. The rise of virtual influencers marks a significant shift in the influence industry, challenging the dominant role of human influencers. Recent research shows that virtual influencers got more positive respond from followers. As virtual influencers become more autonomous and ubiquitous, they will raise new ethical, regulatory, and societal questions. 9
Aitana Lopez was designed and brought to life by the Spanish agency, The Clueless, as a virtual model crafted to perfection. She has amassed till now over 300,000 followers on Instagram.10
Some brands prefer AI influencers as they can control their messages to the consumers also, they can avoid some potential risk by using human influencers. For instance, the fashion brand Balmain made a significant success on social media by using AI influencers to introduce its collections. 11
According to the State of Influencer Marketing Report, 80% of consumers are more likely to buy from brands that partner with influencers and creators on projects beyond social media content—like in-person events, brand trips or multi-channel ad campaigns. 12
For perspective, in the time it takes Hollywood to release 15,000 hours of TV and film, people already post 250 million hours of content to YouTube. 13
Many independent content creators covering news have more than 100,000 followers on at least one platform, with one-in-five American adults relying on news influencers as a news source. Researchers and trade publications have labelled these actors newsfluencers.14
The innovative additions to the already existing social media sites have also helped boost the creator economy. YouTube has made massive changes in 2021 to retain its creators. It launched the YouTube Shorts model with a fund of $100 million to make reels and TikTok.
However, out of only 50 million creators, nearly 4% can extract liveable wages out of their content. However, the other 96% falls in the mid-level range.15
The influencer industry is especially appealing to young people, nearly a third of a child aspiring to become successful youtubers. This resulted in the emergence of ‘creator camps’, and increased risks like the ones faced by traditional child stars. Furthermore, a significant gap remains regarding the creation and enforcement of labour laws required for this new form of work. 16
CONCLUSION	
Looking ahead, influencer marketing is poised to continue its trajectory of driving economic growth and fostering innovation. Serving as a catalyst for digital transformation and consumer engagement, influencer marketing will remain a dynamic force in the global economy.17
While influencer industry keeps growing, it’s important to promote a more equitable and supportive environment for creators to produce and innovate.

STEEPLE Analysis
	Social

Growth of usage social media, searching a new way of income,
changing consumer culture

	Impact
Gives an opportunity to create 
content and reach millions in a easy way.	

	Critical Analysis
Consumers idea rapidly changing as lots of choices on social 
media, it makes a pressure content creators keep producing 
content and create a difference between other influencers.
Micro influencers have more effect on followers like trustable 
friend, so brands invest mostly micro influencers, it makes more pressure for other influencers to build up close relationship with followers

	Technological
Social platform algorithms,
Virtual AI Influencer


	Impact
Algorithms affect to reach global follower, AI influencers have much more abilities than human influencer language,
outfits, settings
	Platforms algorithms control biggest part of the influencer 
economy, limits to reach to the global audience.AI influencer also 
affects as creates new competition and producing stress 
between creators.

	Economic
Sponsorship Reliability, subscription models, digital economy



	Impact
Unreliable Sponsorship agreements, subscription models can change income sustainability. 
	However, out of only 50 million creators, nearly 4% can 
extract liveable wages out of their content. Although they don’t 
need to put money their start up, they need to earn money to keep producing content. Sponsorship agreements from unreliable companies, subscription models can affect the ecosystem of the influencer economy.

	Environmental
Growth of usage AI Influencers, sustainability expectations, responsible consumer culture

	Impact 
Growth usage of AI effects negatively world energy consumption. Environment friendly influencers give more conscious to consumers and brands.
	AI needs more energy to run the system, search all the 
databases. Brands increasingly focus on sustainability 
solutions, make environmental credibility competitive 
advantage.

	Political
Government regulations, tax system, human rights law

Legal
Copyright Law, Digital security Law, Data Privacy Law


	Impact 
Government intervention is important to regulate and protect the newly evolving ecosystem.
Impact
Legal protection makes clear and create safe environment for consumers, creators and brands.
	Some political regulations can restrict access to the platforms 
which effect the influencer industry. It should be worldwide 
regulations to protect every side of the creator industry. 
Regulations protect influencer from digital harassment. 
Taxation system should be clear and motivative.
Creators must know platform rules, copyright and data privacy 
rules, also feels responsibility when they advise health products. Brands should obey the sponsorship agreements. Failure to comply can result in legal and financial 
consequences.

	Ethical
	



	Transparency,
Responsible advertising, AI-generated media, diversity





	Impact
Ethical behaviour strengthens trust between audiences and influencers. Virtual Influencer should be transparent and mention about the AI.
	The creator economy faces difficulties because of misleading information, irresponsible advertisements. Consumers expect transparency, diversity and accountability.


 
		

		
SWOT Analysis 
Strengths: Influencer-driven business does not need to put money for typical costs to start up the business.
                 Usage of Internet increases all over the world.
                 Usage of Social media for entertainment or marketing purposes increases all over the world.
                 Influencers reach million of people by just sharing one content
Weakness
                Increasing number of influencers on the market starts a competition between them.
                AI influencers change the game by their abilities in the influencer industry.
                Social platforms manage the economy by arranging their recommendation algorithms.
                Consumer behaviours change rapidly in the market.
                Brands behaviour also changes quickly depends to the consumer behaviours.
Opportunities
               Governments invest internet infrastructure
               Introduction of newly designed platforms or extension of the main platforms
               Increase number of brands which give attention in this industry
               Increase the number of sponsorship agreements with influencers in the market.
              Opportunity for consumers to reach every kind of product all over the world.
Threats
              Government regulations to restrict the limit of access to platforms
              Confusion and problems about copyright law
              AI Misleading information, irresponsible content shared by influencers especially on health products
              Misleading about sponsorship agreements, lack of law in the market
              Government tax policies can be unclear
              Digital harassment to influencers from gender, identity etc and their safety about human rights
              Changing consumer culture, created consumption generation instead favouring sustainable consumption or second-hand economy.


DPSIR Analysis 

Drivers      Social media platforms 
                  Growth usage of computer, internet and smartphone
                  Extension or invention on digital platforms
                  Growth of the digital economy
                  Change of consumer behaviours
                  Growth of the interest to the influencer marketing

Pressures Competition between the influencers
                   Social media platform algorithm restrictions
                   Competition with the AI influencers
                   Pressure from the consumers
                   Digital harassment
                   Misinformation
State          Influencer marketing is evolving and affects the growth of the global economy.
                   Brands increasingly give attention and make investment to the industry

Impacts     As a positive we can say business and economy growth, new job opportunities,    technological improvement, opportunities to reach all over the world.
                  As a negative we can say rapidly change consumer behaviours affect social culture, misinformation, environmental issues, economical, data privacy and law issues.

Responses Governments and global association should make law and regulations in this industry. Social platforms improve transparency and arrange the algorithms. People need to be educated about social media, fake accounts, AI influencers.
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