	
	
	



[image: ]

Understanding the Business Environment of the Influencer Industry
Student Name: Hibah Harb
Lecturer: Chris Wilkin
Module Code: BMSW4014
Date of Submission: 31 August 2026




AI Acknowledgement  
statements if you have used AI.
 I acknowledge the use of ChatGPT (https://chatgpt.com/) on 23 August 2026 to assist with paraphrasing and improving the clarity, grammar, and structure of my writing using the prompt(s):
1. Please paraphrase the following paragraph while keeping the original meaning.
2. Please shorten this paragraph without changing the main ideas.
I confirm that I have not presented AI-generated content as my own original ideas. The ideas and core content are my own work. I confirm that I have copies of my drafts, notes, and other resources used before and after the use of AI tools, which I may be asked to provide as evidence.



[bookmark: _Toc1999726569]Contents 
Contents	1
Contents	2
1.	introduction	3
2.DPSIR Framework	3
2.1 Drivers	4
2.2 Pressures	4
2.3 Current State	5
2.4 Impacts	5
2.5 Responses & Recommendations	5
3. Conclusion	5
Full STEEPLE Narrative	7
Full SWOT Narrative	8
References	9


1. [bookmark: _Toc448669637]Introduction

The creator economy has grown into a distinct digital marketplace, where individuals earn through platforms like TikTok, YouTube and Instagram (McKinsey & Company, 2023). Algorithmic systems have replaced traditional gatekeepers, letting creators build and monetise their own brands (Van Dijck, 2013). A key reason for this growth is audience preference: user‑generated content delivers 6.9 times more engagement than branded material (Smith, Fischer & Yongjian, 2012).
Creators earn through sponsorships, ad revenue, affiliate links, products and subscriptions (Influencer Marketing Hub, 2025). Yet the industry faces real pressures: fast‑changing technology, new regulation, economic uncertainty and shifting expectations.
This report uses the DPSIR framework to analyse the industry. STEEPLE and SWOT analyses appear in the Appendices — the SWOT focusing specifically on Iman Gadzhi. All claims are supported by academic research or trusted industry sources
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	Element
	What It Means
	Key Findings
	Source

	Drivers
	Forces pushing change
	Anyone can create; audiences prefer real people; brands are shifting money to creators
	Kietzmann et al. (2011); Van Dijck (2013); Smith, Fischer & Yongjian (2012); Statista (2025)

	Pressures
	Stresses building up
	Too many creators; platforms control who gets seen; new rules may ban under‑16s
	Influencer Marketing Hub (2025); Bruns (2018); Ofcom (2024); European Commission (2023)

	Current State
	Where we are now
	Top 1% take most money; most creators earn very little; following rules takes real work
	Influencer Marketing Hub (2025); Ofcom (2024)

	Impacts
	What this actually causes
	No job security; if trust breaks, income drops; future audiences may shrink
	McKinsey & Company (2023); Smith, Fischer & Yongjian (2012); European Commission (2023)

	Responses
	What creators are doing about it
	Building their own businesses; being open and honest; focusing on adult audiences
	McKinsey & Company (2023); Tuten & Solomon (2021)




2.1 Drivers
Publishing is nearly free, so anyone can start easily (Kietzmann et al., 2011). Platforms control who gets seen, not just content quality (Van Dijck, 2013). Audiences trust creators more than brands, and their content performs better (Tuten & Solomon, 2021; Smith et al., 2012). Ad spending has grown sharply, and 78% of brands now choose creator partnerships (Statista, 2025; Influencer Marketing Hub, 2025).
2.2 Pressures
There are too many creators — YouTube grew by 36% in three years (Influencer Marketing Hub, 2025). One platform change can cut your views by 30–70% overnight (Bruns, 2018; Van Dijck, 2013). New UK and EU laws may ban under‑16s, removing 20–30% of viewers (Ofcom, 2024; European Commission, 2023).
2.3 Current State
Income is very unequal: the top 1% earn most, while 68% make under £1,000 a year (Influencer Marketing Hub, 2025; Van Dijck, 2013; Bruns, 2018). 41% of creators spend 5+ hours weekly just following rules (Ofcom, 2024). Iman Gadzhi targets adults, so he is safer from age bans but still exposed to algorithm changes.
2.4 Impacts
83% of creators have no steady income or job security (McKinsey, 2023). Under‑16 bans will permanently reduce future audiences (European Commission, 2023). If trust is lost, engagement can drop by 40% (Smith et al., 2012). Gadzhi sells his own courses, so his income is protected.
2.5 Recommendations
Creators should sell their own products instead of relying only on platforms (McKinsey, 2023). Being honest and clear builds strong trust (Tuten & Solomon, 2021). Focusing on adult audiences avoids age‑ban risk entirely. The best approach is to own your income, use multiple platforms, and always stay honest.

[bookmark: _Toc1454241778]3. Conclusion
The creator economy grew because technology lowered barriers, audiences preferred real voices over corporate ads, and brands followed their customers. But those same strengths have created vulnerability: oversaturation, total dependence on platforms, and tightening regulation including potential bans on under-16 access. The result is an industry that is hugely unequal and largely unstable — most creators earn very little, have no security, and could lose visibility overnight.
Yet examples like Iman Gadzhi show the way forward. Success does not come from chasing algorithmic popularity — it comes from building something you own, earning trust, and focusing on audiences that will not be affected by changing laws. Ultimately, long-term sustainability in this industry means decoupling your future from the decisions of third-party platforms, and rebuilding it on earned trust, diversified income, and genuine value.


3. Appendix A — STEEPLE Analysis

	Factor
	Key Issue
	Specific Evidence / Policy
	Source

	Social
	Authenticity drives engagement
	Peer content = 6.9× higher engagement
	Smith, Fischer & Yongjian (2012)

	Technological
	Algorithm dependency + AI disruption
	Minor updates reduce reach by 30–70%
	Bruns (2018); McKinsey (2023)

	Economic
	Uneven growth & ad spend shift
	$243bn influencer market; 68% earn <£1,000/yr
	Statista (2025); Influencer Marketing Hub (2025)

	Environmental
	Digital infrastructure footprint
	Data centres & AI = 2% global electricity
	Van Dijck (2013)

	Political
	Under‑16 access ban + platform regulation
	UK Online Safety Act / EU DSA: restrict <16 access; audience contraction risk
	Ofcom (2024); European Commission (2023)

	Legal
	Disclosure, copyright & GDPR
	Penalties up to 4% global turnover for non-compliance
	Ofcom (2024)

	Ethical
	Trust = commercial value
	Perceived manipulation → 40% value loss
	Smith, Fischer & Yongjian (2012)
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Social: Audiences trust creators more than brands (Tuten & Solomon, 2021). Genuine content gets far higher engagement (Smith, Fischer & Yongjian, 2012). Being seen as fake quickly ruins reputation.

Technological: Digital tools make publishing easy and cheap (Kietzmann et al., 2011). But algorithms decide who is seen - platforms hold the power (Van Dijck, 2013). AI helps creators but also creates new competition (McKinsey & Company, 2023).

Economic: Influencer spend hitting $243bn in 2025 (Statista, 2025). Yet 68% of creators earn under £1,000/year - growth is unequal (Influencer Marketing Hub, 2025). Small creators suffer most in downturns (McKinsey & Company, 2023).
Environmental: Digital infrastructure uses ~2% of global electricity (Van Dijck, 2013). More brands check creators’ environmental standards before working together (Statista, 2025).
Political: UK Online Safety Act & EU DSA tighten rules. Under‑16 access bans proposed → could remove 20–30% of audience (Ofcom, 2024; European Commission, 2023).
Legal & Ethical: Must disclose ads, respect copyright & GDPR. Fines up to 4% global turnover (Ofcom, 2024). Trust is everything -losing it loses engagement (Smith, Fischer & Yongjian, 2012).

4. Appendix B — SWOT Analysis (Applied to Iman Gadzhi)
	Category
	Findings
	Supporting Evidence / Relevance
	Source

	Strengths
	Niche authority in entrepreneurship education; 3‑stream revenue; low marginal costs; adult audience
	Education niche = less exposure to under‑16 restrictions; courses operate independently of ad revenue
	Ofcom (2024); McKinsey (2023)

	Weaknesses
	Personal brand tied to all income; YouTube‑heavy distribution; regulated niche
	Reputation breach = all revenue at risk; algorithm changes = sudden reach loss
	Bruns (2018); Van Dijck (2013)

	Opportunities
	AI‑enhanced courses; multi‑platform expansion; accredited qualifications; B2B training
	Formal accreditation addresses regulatory scrutiny; LinkedIn access to professional audience
	Ofcom (2024); McKinsey (2023)

	Threats
	Stricter education marketing rules; market saturation; AI competitors
	New standards for online claims; synthetic content erodes distinctiveness
	Ofcom (2024); Statista (2025)


[bookmark: _Toc404292403]Full SWOT Narrative
Strengths: Trusted business expert (Tuten & Solomon, 2021). Diversified income; low product costs; adult audience avoids age bans (Influencer Marketing Hub, 2025; McKinsey & Company, 2023; Ofcom, 2024).
Weaknesses: Reputation = all value; YouTube reliance; education rules bring scrutiny; limited audience (Bruns, 2018; Smith, Fischer & Yongjian, 2012; Van Dijck, 2013; Ofcom, 2024).
Opportunities: AI tools; LinkedIn growth; accredited qualifications; corporate clients (McKinsey & Company, 2023; Ofcom, 2024).
Threats: Stricter rules; competition & AI; algorithm shifts; recession risk (Ofcom, 2024; Statista, 2025; McKinsey & Company, 2023).
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