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[bookmark: _Toc126601266][bookmark: _Toc1913644346]Executive summary
This document delivers a full examination of the influencer sector using STEEPLE, SWOT and DPSIR analytical frameworks, mapping how external and internal factors shape creator work, industry dynamics and future predictions. 
A core finding is that creators operate within unclear, commercially focused platform algorithms that fully control their audience reach, visibility and earnings. As noted in the report:  Influencers need to emphasise transparency, authenticity and responsible use of AI‑generated content.
The report concludes that the influencer industry holds major social influence but carries substantial environmental costs. To develop sustainably, the sector needs improved standards, lower-impact content practices, and cross stakeholder cooperation to reduce harm while protecting creative expression. Key recommendations include cutting environmentally damaging content, strengthening age verification rules, clarifying regulatory requirements, and building ethical, authentic partnerships between brands and creators.
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[bookmark: _Toc346060921][bookmark: _Toc1911900057]1. Introduction
This report examines the influencer industry using analytical two typical frameworks: STEEPLE (CIPD, 2024), which looks at the macro-environmental forces; SWOT(United States, Department Of Agriculture, date; Risk Management Agency, 2008), which evaluates internal strengths and weaknesses in addition to external forces and threats; and these will be evaluated using DPSIR (Carnohan et al., 2022), which provides a detailed summary of the drivers, pressures, impacts and responses within the digital ecosystem. These frameworks offer comprehensive insights of the conditions shaping influencer success, sustainability and longevity in a rapidly evolving digital world. 
The influencer industry has evolved into a central component of contemporary digital marketing and reshapes how brands communicate with their consumers and how individuals build personal enterprises online (Xu, 2023). The role of influencers can be interpreted as micro-businesses by combining content creation, branding, audience engagement and commercial partnerships (Grace, 2026) As this sector expands, both internal capabilities and external pressures of its business environment require understanding and structured analysis. Isyanto et al. (2020) underscored the cross-market impact of influencer credibility on consumer engagement, highlighting the resonance of these factors in global contexts.
[bookmark: _Toc210651569][bookmark: _Toc1987061449]2. STEEPLE Framework 
[bookmark: _Toc777222987][bookmark: _Toc727340280]2.1 Social Factors
Creators shape consumer behaviour in areas such as fashion, beauty, fitness, travel, and wellbeing. Their influence can normalise both positive behaviours (e.g., sustainability, mental health awareness). (See appendix 2 Small local influencer, Carys Whittaker) and harmful ones (e.g., overconsumption, unrealistic lifestyles) (Grace 2026).
[bookmark: _Toc930148194][bookmark: _Toc1404175991]2.2 Technological Factors  
Rapid technological innovation has expanded creative possibilities within the creator economy( Appindix 1, Technology 2)
[bookmark: _Toc1502103248][bookmark: _Toc1997122867]2.3 Economical Factors
Creators rely entirely on platform algorithms to reach audiences, yet these algorithms are inconsistent, which can affect their regular income. (Appendix1, Economic 3). It can lead to situations when these biases increase the existing unfairness in the creator environment, for example, where some gender, nationality, or content format is prioritized (Mehra,2026).
[bookmark: _Toc628262032][bookmark: _Toc1557330532]2.4 Environmental Factors
1. Digital carbon footprint: Sustainability and environmental awareness increasingly affect influencer content and brand partnerships. Audiences may favor influencers promoting eco-friendly products or responsible consumption. Conversely, failure to align with environmental expectations can harm reputation and engagements (Appendix 1, Environment 2)
2. Energy use from streaming/data centres. 
3. Fast-fashion influencer culture promoting overconsumption (Appendix 1, Environment 3)

[bookmark: _Toc929031790][bookmark: _Toc2040010054]2.4 Political Factors:  
      Include government interest in securitizing digital advertising, especially around political content and misinformation concerns. For example:
· [bookmark: _Toc1276418967][bookmark: _Toc776386732] TikTok bans/debates in US and EU 
· Political influencers shaping elections (Appendix 1, Political 4)

[bookmark: _Toc1897236119][bookmark: _Toc359234585]2.5 Legal Factors
Legal considerations include: 
· Advertising disclosure laws:
· copyright 
· data privacy 
Compliance with regulations like GDPR or FTC guidelines is essential to avoid fines and maintain credibility. Legal frameworks also important to govern contracts with brands and platforms.

[bookmark: _Toc1475279185][bookmark: _Toc1108348577]2.6 Ethical Factors
· Misinformation: Ethical considerations are critical for maintaining trust and authenticity.
· Exploitative sponsorships:  Transparency in sponsored content, responsible messaging, and alignment with social values influence audience loyalty. Ethical missteps, such as promoting harmful products or misleading claims can damage reputation and long-term viability (Appendix 1, Ethics 1)

[bookmark: _Toc84468756][bookmark: _Toc182559601]3. SWOT Analysis (see Appendix 2)
Strengths include strong personal branding and direct access to audiences. Influencers build trust and authenticity, giving them a competitive advantage over traditional advertising (De Veirman et al., 2017). Many develop niche expertise, enabling targeted engagement and loyal communities. For example, Kim Kardashian who has 400M+ followers, and has a global cultural impact, her strengths are Strong brand recognition across fashion, beauty, lifestyle. With High trust from loyal fanbase.
Weaknesses include income instability, algorithm dependency and burnout. Constant content production and public visibility contribute to emotional strain (Baker & Walsh, 2022). Limited business skills can hinder negotiation and long-term planning (Burns, 2016).
Opportunities become grounded in real external trends (e.g., new monetisation tools, rising demand for sustainable content, growth in digital marketing budgets). Opportunities arise from continued industry growth, new monetisation tools, and AI enhanced productivity (Appendix 3, Amazon Opportunities SWOT). Niche markets such as wellbeing, sustainability and lifestyle retreats provide opportunities for differentiated content (Sheth et al., 2011).
Threats include market saturation, regulatory changes, economic downturns and platform volatility. Sudden algorithm shifts can significantly reduce reach (Gillespie, 2018). Threats become evidence‑based (e.g., algorithm volatility, regulatory tightening, market saturation).

[bookmark: _Toc1179948075][bookmark: _Toc980922082]4. Future Lens
[bookmark: _Toc2056946990][bookmark: _Toc414718715]DPSIR
Drivers of STEEPLE analysis
The research has identified many drivers for the influencer industry with the main driver that there has been a greater access to technology in the form of mobile phones for young people with the greater access has meant that there is more demand for online content this is explained in (Appendix 1 T 2). A further driver is the rapid growth of social media platforms and their increasingly sophisticated algorithmic engagement systems, which amplify content visibility, reward high engagement behaviours, and encourage influencers to produce frequent, attention capturing posts to remain competitive. Algorithm driven growth in social media platforms increases digital energy use, increases device replacement rates, promotes consumption heavy content, and encourages travel, collectively intensifying the environmental footprint of influencer activity( see Appendix1: Environment 1) Another major driver is the demand for authentic, trusted recommendations over traditional advertising, because people prefer honest, personal recommendations over polished corporate marketing (see Appendix 1). However, this financial drive can intensify ethical tensions, particularly when influencers feel pressured to produce unrealistic lifestyle portrayals, appearance focused content, or persuasive promotional material that encourages followers to purchase or sign up for products and services (Appendix 1, Ethical 2).

[bookmark: _Toc1998541158][bookmark: _Toc341152113] Pressures
Economic & operational pressure to creators who face constant demand to produce high‑volume, high‑engagement content to maintain visibility and income, with no control over the systems that determine their success. Also, Environmental pressure as rising energy use from streaming and data centres, increased waste from faster device turnover, and higher carbon emissions from influencer travel and promoted overconsumption.
Ethical & social pressure to create unrealistic or harmful content to drive sales, and lack of clear safeguards for young audiences exposed to persuasive or appearance‑focused material.
Regulatory pressure on growing legal expectations for transparency, accountability and protection of vulnerable users, with non‑compliance carrying rising financial and reputational risk (Appendix 3, Amazon, Threat)


[bookmark: _Toc1631678488][bookmark: _Toc1926288463]State
The influencer industry is now highly saturated and competitive, with fast content turnover and constant algorithm changes shaping who becomes visible online. Influencers rely heavily on platform rules, monetisation systems, and opaque algorithms that directly affect their reach and income. At the same time, regulatory attention is increasing, particularly around advertising transparency, data protection, and youth wellbeing. Public awareness of unrealistic portrayals, digital wellbeing, and the psychological effects of influencer culture is also rising. These shifts have created stronger expectations for ethical communication and authenticity, leading to a more professionalised industry where influencers work with structured brand partnerships, clearer compliance processes, and more strategic content planning



[bookmark: _Toc1793822375][bookmark: _Toc1644018689]Impacts
Economic effects on income instability for creators, growing inequality between top and small creators, and higher costs for ethical partnerships.
Environmental impacts because of rising digital emissions, more waste from fast fashion and frequent device upgrades, and promotion of carbon‑intensive lifestyles. Social impacts are high on mental health for young audiences, eroded trust from hidden ads, plus greater awareness of sustainability and social issues. Fines are important for non‑compliance, reputational damage for poor practice, and stronger protections for audiences 



[bookmark: _Toc1407767118][bookmark: _Toc16737450]Responses
Regulatory scrutiny is expected to increase, prompting a series of responses across governments, platforms, brands, and influencers Duffy, B.E. and Meisner, C. (2022b). Policymakers are likely to introduce stronger requirements for advertising transparency, clearer disclosure of paid partnerships, and enhanced consumer‑protection measures, particularly for young audiences who are more vulnerable to persuasive or appearance‑focused content. Social media platforms will respond by implementing more robust moderation tools, automated transparency features, and stricter enforcement of promotional‑content rules. Brands and agencies may adopt more formalised compliance processes, prioritising long‑term partnerships with influencers who demonstrate ethical communication, authenticity, and responsible promotional practices. Influencers themselves will need to adjust by adopting clearer governance around content creation, improving disclosure practices, and balancing commercial opportunities with wellbeing focused and ethically aligned content strategies. Collectively, these responses aim to reduce misleading advertising, mitigate psychological risks for young audiences, and support a more accountable, transparent, and sustainable creator economy.

[bookmark: _Toc789741630][bookmark: _Toc583835015] Final Thoughts and Predictions 
As the UK moves toward restricting social media access for under‑16s, content partnerships are expected to rise. With fewer young users online, brands will depend more on influencers and structured digital‑marketing systems to reach older audiences. This shift creates new opportunities for collaborations that use technology responsibly, address ethical concerns, and deliver genuine value for creators, brands, and viewers. The next wave of digital‑content development will be driven by innovation, authenticity, and equitable partnership models (Mehra, 2026).
[bookmark: _Toc1759758068][bookmark: _Toc1946311442]5.  Conclusion
Looking across DPSIR, STEEPLE and SWOT together, it’s clear that the influencer industry isn’t just socially and financially powerful, it affects the environment and footpath. The pressure to produce constant content increases data‑centre energy use, drives frequent tech upgrades, and fuels overconsumption in fashion and long‑distance travel, alongside ongoing concerns about wellbeing, honesty and regulation.
people will increasingly expect influencers, brands and platforms to take real responsibility for their environmental impact. As the industry professionalises, greener content creation, less waste and more mindful promotion will be essential. This only works if governments, platforms, brands and creators all play their part to protect audiences, reduce harm and keep creativity thriving.


[bookmark: _Toc304021879][bookmark: _Toc430751478]6. Recommendation 
1. Influencers and brands should cut down on posts that harm the planet such as huge fast fashion hauls or showing off lots of unnecessary travel for influencers and instead share more eco-friendly choices.
3. Policymakers, platforms and industry groups need to team up to draw up clearer rules, ones that let creators be creative while also keeping people safe, especially younger followers. Introducing stronger age verification measures are essential. 
2. Brands should collaborate with influencers who demonstrate authenticity, ethical leadership, and responsible communication, rather than prioritising short‑term engagement metrics.
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[bookmark: _Toc2020471923][bookmark: _Toc637443062]8. Appendices: 

[bookmark: _Toc31905989][bookmark: _Toc78697307]Appendix 1: STEEPLE 
In terms of environment 

	STEEPLE
	Factors
	Stakeholders

	 
	 
	 

	Social
	1. Research has found that many young people demanding authenticity and transparency in the content they consume, leading to a fundamental shift in how brands approach marketing strategies and as such ever increasingly young people rely on influencers for brand information (Jun and Yi, 2020). 
Social factors shape audience expectations. Younger demographics favour relatable creators and value diversity, representation and ethical messaging. Influencers must adapt to cultural shifts, including mental health awareness and demand for socially responsible content (Reinecke & Oliver, 2017).

2. Demographic: increasing the social influence of everyday creators over traditional celebrity endorsements (Qian and Mao, 2023). Research shows that young costumers concentrate more on authenticity, transparency, and relatability in the content they involve with. Preference for real recommendations over formal ads. (Duffy, B.E. and Meisner, C.2022)
3. Cultural expectations around inclusivity (CIPD,2024)






	-Under 16's
-Large and small scale influencers
-Brand managers and brand leaders
-Companies and businesses







	Technological
	1.Algorithm changes: For instance, OpenAI’s GPT-3 language model developed in 2019 was found to offer the potential of applying AI in transforming content creation. In this manner, this technology could enhance the creators’ power by facilitating the generation and adaptation of content at a faster rate, at large scale (Mehra,2026).
2. Emerging tools (AI, automation, VR, AR, robotics(Petre,2019).
 Greater access to mobile phones for young people. For example: Parasocial Interaction Theory can link the Influencer and Audience Relationships.Parasocial theory describes one‑sided relationships where audiences feel personally connected to media figures. The Ofcom report shows:
· Children spend 8 hours 45 minutes per week on video‑sharing platforms.
· Most are passive consumers (65%), scrolling and watching rather than creating.
This passive, repetitive exposure strengthens parasocial bonds. Influencers benefit because audiences perceive them as friends, increasing trust, loyalty, and purchase influence. (Qian, W. and Mao, J. 2023) This theory is essential for explaining why mega‑influencers for example; Kim Kardashian can shape global trends, while local influencers build strong community trust (Duffy, B.E. and Meisner, C. 2022).
Technological factors are among the most significant. Platform algorithms determine visibility, meaning influencers rely heavily on opaque systems that can change without warning (Cotter, 2019; Bucher, 2018). AI tools now support content creation, analytics and audience segmentation, increasing productivity but raising ethical questions (Floridi, 2013).


	-Software developers
-Ai algorithm (CIPD, 2024)
-Rapid platform innovation
-Ai Tool
-Advertisers


	Economic
	 Cost of living crisis leads to: 
1 Reduced brand spending
2. Shifts purchasing behaviour across consumer markets
2. Reducing time available for content creation because of violate their digital income.
3. Creator income hinges on platform algorithms that govern visibility and reach (Bishop, 2019; Cotter, 2019).  This drives irregular earnings, financial precarity, and compromised creative control, exposing a critical vulnerability: creators rely on opaque, commercially driven systems they cannot influence (Duffy & Wissinger, 2022).
	1.Affecting the businesses2. It's affecting the consumers. 3. it's affecting the creators/Large- and small-scale influencers.

	Environmental
	1. Increasing energy use
2. Pressure to implement more sustainable production practices. Growing pressure to meet Environmental, Social and Governance (ESG) criteria has led many companies to prioritise working with influencers who share their commitment to sustainability. This trend is reshaping the creator economy to more environmentally focused communication, while also placing greater efforts on influencers to show genuine, rather than performative, dedication to environmental responsibility.
3. Environmental factors increasingly influence brand partnerships. Audiences expect sustainable messaging, and influencers promoting fast fashion or high consumption lifestyles face criticism (Jackson, 2017).
4. 
	 - Data centres (AWS, Google Cloud, Azure)
- Internet service providers
-Environmental NGOs and Advocacy Groups (such as Greenpeace and WWF)
-Local Communities and Ecosystems (CIPD, 2024)

	

Political
	
1. New laws targeting misinformation and fake news.
2. Pressure to avoid exploiting public issues for gain.
3. You must declare any political funding or support(Spring, M. 2024a).
4. Political influencers can have huge effect on us. For example: miles away in Somerset, 16-year-old, Will, was having a similar experience. had shared clips of politicians he agrees with, highlighting concerns over knife crime and supporting Brexit, and discovered they were racking up hundreds of thousands of views (Spring,2024).
5.  Government interest in regulating digital advertising, especially around political content and misinformation (European Commission, 2022).
6. 
	
-National governments
-Advertising regulators (e.g., ASA)
-Data‑protection authorities (e.g., ICO)
-Communications regulators (e.g., Ofcom)
-International institutions (EU, OECD, UN bodies)
-Social media platforms acting as political actors
-Political parties and politicians (CIPD, 2024)
-Civil‑society organisations and watchdog groups
-Digital‑rights and misinformation‑monitoring organisations
-The public or citizens
 

	 
	 
	 

	Legal
	Disclosure rules such as: 
1. Fake reviews are illegal
2.  Get permission before collecting anyone’s personal details (Sadiku, K.M., 2022)
3. Extra care for content aimed at under-16s
4. Mark all paid deals, gifts, and affiliate links clearly with Ads and Sponsored. 
5. No false claims or overhyped statements about products
6. Prove any health/benefit claims you make
7. Legal factors require influencers to follow advertising disclosure rules (ASA, 2023), manage copyright issues and comply with data protection laws.
8. 

	Consumer‑protection agencies.
Social media platforms enforcing legal compliance.
Intellectual‑property regulators (copyright and trademark offices)
Social media platforms enforcing legal compliance (CIPD, 2024)

	Ethical
	  Transparency   is  
 essential: 
1. Avoid pressuring followers to buy or sign up for things
2. Be extra careful with younger or vulnerable audiences.
3. Do not spread unconfirmed rumours or misleading information.
4. Respect copyright and give credit where it’s due.
5. Do not discriminate or use offensive language.
6. Protect people’s privacy and do not share details without permission.
7. Ethical factors emphasise transparency, authenticity and responsible use of AI‑generated content. Misleading claims or undisclosed sponsorships can damage trust (Khamis et al., 2017).
8. 

	Brands & partners expects transparency, truth, and fair representation.
Families & young people expect safe, age-appropriate influence.
General public expects no harm, discrimination, or exploitation.

	 
	 
	 

	 
	 
	 

	 
	 
	







[bookmark: _Toc861564090][bookmark: _Toc1294164207]Appendix 2 : SWOT analysis
In terms of environment 
	
	Mega /Global international influencer
[image: ]

Youtuber: Mark Rober ($30M
2026 Top Creators Earnings
as of 6/23/26(Forbes 2026)

Mark B. Rober is an American YouTuber, engineer, inventor, and educator. He is social media's mad scientist attracts more than 57 million YouTube subscribers with his high-production, educational stunts.  

	Small local influencer

Carys Whittaker
[image: ]1,695 posts
2.8M followers
1,556 following
Digital creator
Midsize outfits that honour your body.

Carys Whittaker has an estimated personal net worth between £800,000 and £1.5 million.
A Profession: YouTube star, fitness guru Net worth: $271,000 Instagram: @busybee.carys Read more: https://www.legit.ng/ask-legit/biographies/1469473-carys-whittakers-biography-age-height-sister-baby-husband/ (Muriithi, 2022)


	Strength
	Possess strong personal brands, loyal audiences, and high engagement rates.
Having high cash flow gives the influncer discretion to purchase new equipment if they wish to.

Technical skills, creativity, and niche expertise also enhance their influence and credibility
Dedicating entirely to promoting circular economies, upcycling, and conservation
	More community trust and more engaged locally to target small groups. 
Less effect on environment as small business. 
Economic strengh: include rising investment in influencer marketing and the instability of creator income. Economic downturns can reduce brand budgets, while subscription models and affiliate marketing offer alternative revenue streams (OECD, 2023).




	Weakness
	 Very high campaign costs 
And shifts in social media algorithms may also threaten global influencer’s reach and effectiveness (Donahue, 2026)

Personal reputation risks or public controversies can negatively impact their brand.
	· Challenges include measuring ROI accurately, dealing with influencer authenticity issues, and managing influencer relationships effectively.
· Limited resources for content production(Donahue, 2026)
·  Small‑scale purchasing and low cash flow.

	Opportunity
	• New global markets 
• Luxury partnerships
 • Diversification into tech/wellness 
• Global campaigns
	• Local business partnerships 
• Tourism board collaborations
 • Regional ambassador roles 
• Community events/workshops

	Threat
	• Regulatory pressure 
• Oversaturation, influencer fatigue, and potential backlash are real threats
 • Sustainability criticism
 • Algorithm volatility
	Competitor influencers, platform policy changes, and economic downturns can reduce engagement or monetization potential.






Appendix 3
[bookmark: _Toc930063767]Amazon.com Inc ( SWOT)
Global Data(2026)

	[bookmark: _Toc2106261538]Strengths

	[bookmark: _Toc870032979]Weaknesses

	[bookmark: _Toc1749859448]Opportunities

	[bookmark: _Toc872505365]Threats


	Diversified Customer Base
Comprehensive Multi-Platform Integration
Financial Performance

	Litigations
Overreliance on the US Market for Revenue Generation

	Strategic Investments

Acquisitions

Focus on AI

	Competitive Landscape
Vulnerabilities in Fulfilment Network and Data Center Operations
Evolving Government Regulations Pose Significant Risks


	The incorporation of digital services, such as Amazon Prime enhances customer loyalty and satisfaction through added value, while innovative delivery solutions, including drone technology, demonstrate Amazon's commitment to efficiency and speed. Furthermore, by supporting small businesses through initiatives like the Small Business Accelerator, Amazon not only enriches its product offerings but also fosters community growth.
	As Amazon continues to expand its global footprint, it faces an increasingly complex landscape of government regulations that could adversely impact its business operations. 
The evolving regulatory environment presents a formidable threat to Amazon's business model, with the potential for substantial financial and operational repercussions that could hinder its growth trajectory and market position.
	It is expected to open new revenue options through developer tools and research customers and improve Amazon’s ability to compete in consumer robotics.
	Amazon faces an increasingly complex landscape of government regulations that could adversely impact its business operations. The evolving regulatory environment presents a formidable threat to Amazon's business model, with the potential for substantial financial and operational repercussions that could hinder its growth trajectory and market position.
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