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[bookmark: _Toc234532058]Executive Summary

This report critically analyses the business environment of the influencer industry, exploring how social media influencers have developed from individual content creators into important participants within the digital economy. The report examines the evolution of influencer careers, the growth of the creator economy and the external factors influencing the future sustainability of the industry.
Using STEEPLE analysis, DPSIR framework and influencer SWOT comparisons, the report evaluates the external pressures shaping the influencer industry. STEEPLE identifies the wider social, technological, economic, ethical, political and legal influences, while DPSIR explores the relationship between industry drivers, emerging pressures, impacts and possible responses. Influencer SWOT comparisons further examine the opportunities and challenges experienced by different creator models. Findings suggest that the industry provides significant opportunities through entrepreneurship, brand partnerships, audience communities and new digital business models. Influencers such as MrBeast, LadBaby, Ms Rachel and Londyn demonstrate the diversity of the industry, from large-scale commercial creators to educational and family-managed content.
However, the report also identifies several challenges affecting the future of the influencer industry. These include increasing concerns surrounding artificial intelligence, authenticity, platform dependency, child participation and the need for stronger digital regulation. The introduction of greater online safety measures and international responses to children’s social media use demonstrate that the external environment surrounding influencers is continuing to change.
Overall, the report concludes that although the influencer industry is expected to continue expanding, long-term sustainability will depend on creators and platforms adapting to technological innovation, regulatory developments and changing audience expectations. Future success will require balancing commercial growth with ethical responsibility, transparency and maintaining trust between creators and their communities.
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1. [bookmark: _Toc234358311][bookmark: _Toc234532059]Introduction.


The influencer industry has become an increasingly important part of the digital business environment, changing how organisations communicate with consumers and how individuals create commercial opportunities online, demonstrating how influence has moved beyond traditional celebrities into digital communities.
This report will critically analyse how the influencer industry has developed and the wider external factors shaping its future. A STEEPLE analysis (Marmol and Feys, 2015) will be used to examine the factors affecting the industry (See Appendix A). A DPSIR framework (Tscherning et al., 2012), will explore the relationships between key components influencing the industry. (See Appendix C), while a SWOT analysis  (Helms and Nixon, 2010) will evaluate selected influencer case studies. (See Appendix B)

2. [bookmark: _Toc234532060]What is an Influencer?

Traditionally, influence was associated with celebrities and public figures; however, the growth of social media has transformed this concept. Today, individuals can create digital content, build online communities and develop relationships with audiences through platforms such as YouTube, TikTok and Instagram. Freberg et al. (2011) define social media influencers as independent endorsers who shape audience attitudes and behaviours through their online presence.
As the industry continues to evolve, influencers are increasingly recognised as digital entrepreneurs who create value through audience relationships, brand partnerships, and online communities. Ki, Chow and Li (2022) suggest that trust and authenticity are essential for overcoming consumer scepticism. By bridging this trust gap, creators transform audience relationships into a valuable business asset.
Unlike traditional celebrities, influencers exist across different levels depending on audience size, reach and engagement. Campbell and Farrell (2020) identify different categories of influencers, ranging from nano and micro-influencers who often develop niche communities (See Appendix G).  
However, influence is not solely determined by follower numbers. The effectiveness of influencers is increasingly connected to audience relationships, perceived expertise and engagement. Kim and Chan-Olmsted (2022) suggest that digital communities  and creator-audience interactions shape consumer response to online content.
2.1 [bookmark: _Toc234532061]The Development of Influencers.

The development of social media platforms has transformed influencing from an informal online activity into an emerging professional career. The COVID-19 pandemic further accelerated digital behaviours, with individuals increasingly relying on social platforms for entertainment, communication and online interaction (Ofcom, 2023a). This shift increased opportunities for everyday users to create content, attract audiences and establish digital identities (See Appendix D).
As influencer culture developed, the industry moved away from relying solely on traditional celebrity endorsement. Baraybar-Fernández (2022) argues that influence has evolved into a structured business practice, where creators strategically manage their personal brands, content and relationships with audiences. This change has allowed individuals to gain visibility through authenticity and audience connection rather than traditional routes to fame.
The rise of short-form video platforms has further transformed influencer development. Cervi (2021) highlights how TikTok changed digital participation by enabling ordinary users to achieve significant reach through creativity, trends and platform engagement. This has lowered entry barriers, allowing new influencers to emerge across different niches and communities. digital success increasingly depends on managing audience relationships and engagement networks, with  Libia et al. (2025) highlighting the value created through consumer-consumer interactions. More recently, influencers have progressed into Creatorpreneurs, combining creativity with entrepreneurial approaches to develop their online presence (Edeling and Wies, 2024). This demonstrates how influencers have shifted from content creators into digitally driven personal brands, creating the foundation for the wider creator economy (See Appendix J and K).
3. [bookmark: _Toc234532062]The Creator Economy.

The professionalisation of influencers has contributed to the emergence of the creator economy, where individuals generate value through content creation, online communities and digital platforms. Sujon and Ntalla (2025) explain that creators are now part of wider digital economies where visibility, participation and audience engagement contribute to economic value.
The creator economy has transformed influencers from individuals producing online content into business operators who develop multiple revenue streams. Bhargava (2022) argues that the creator economy functions as an interconnected ecosystem involving creators, audiences, platforms and businesses. Within this environment, influencers can monetise their personal brands through advertising, sponsorships, subscriptions, merchandise and collaborations (Beichert et al., 2023).
This shift can be demonstrated through creators such as MrBeast and LadBaby, who have expanded beyond traditional content creation by developing strong communities, partnerships and commercial opportunities (See Appendix J, K and O). However, the sustainability of influencer-led businesses depends on maintaining audience trust while adapting to increasing competition and changes within digital platforms.
a. [bookmark: _Toc234532063]Sustainability of the Creator Economy.

The sustainability of the creator economy depends on its ability to maintain economic growth while adapting to changing consumer expectations and digital market conditions. Industry predictions suggest continued expansion, with Goldman Sachs (2023) forecasting significant growth in the creator economy. Similarly, Deloitte (2026) highlights the increasing role of digital creators within modern business strategies, demonstrating how influencer-led approaches are becoming more established within commercial markets.
As organisations recognise the value of creator partnerships, Singh, Choudhary and Rawat (2025) suggest that businesses can leverage the content economy through both internal and external creators to support growth. However, long-term sustainability relies not only on financial opportunities but also on maintaining strong audience relationships. Reinikainen et al. (2020) argue that parasocial relationships can create meaningful connections between influencers and followers, increasing engagement and loyalty.
These relationships provide commercial value, with Masuda et al. (2022) suggesting influencer characteristics can impact consumer purchasing intentions. Similarly, Liu et al. (2026) highlights the importance of trust within electronic word-of-mouth, while Pan et al. (2024) identifies trust and engagement as important factors influencing influencer marketing effectiveness.
Despite these opportunities, creators remain vulnerable to external challenges. Analysis of creators such as MrBeast and LadBaby demonstrates opportunities for diversification but also risks surrounding reputation, competition and dependence on digital platforms (see Appendix C). Gorwa (2019) argues that platform governance creates challenges as creators operate within environments controlled by changing algorithms, policies and platform decisions.

[bookmark: _Toc234532064]4.Legal and Ethical Challenges within the Influencer Industry.

Despite the economic opportunities created by the influencer industry, its rapid growth has introduced new ethical and legal challenges, particularly surrounding children’s participation online (UK Parliament, 2022) (See Appendix P). Child-focused creators, such as Ms Rachel, demonstrate the educational potential of digital platforms (See Appendix H).
However, the rise of child influencers creates more complex concerns. Parent-managed accounts, such as Londyn’s, highlight questions around children’s consent, digital identity and control over their online presence (See Appendix L). Livingstone (2011) highlights that children’s digital participation involves balancing opportunities with protection, as online spaces create both benefits and risks (See Appendix F). More recently, Van den Abeele, Hudders and Vanwesenbeeck (2024) argue that kidfluencer content creates complex relationships between children, parents and audiences, particularly when authenticity becomes part of a commercial brand.
More critically, Masterson (2021) argues that child influencers may be vulnerable to exploitation because existing child labour protections have not adapted to family-managed digital content. Similarly, Divon, Annabell and Gámez (2025) suggest that children within influencer economies risk becoming monetised commodities, where childhood experiences become connected to economic value. Rees (2023) supports the need for greater consideration of child influencer protections, highlighting that regulation must evolve alongside new forms of digital work.
[bookmark: _Toc234532065]4.1 Regulation and Industry Response

The rapid expansion of the influencer industry has increased pressure for stronger digital governance, with governments and regulators attempting to balance online innovation with user protection (See Appendix E). Gorwa (2019) argues that platform governance has become increasingly important as digital spaces are influenced by decisions made by platforms, policymakers and regulatory bodies. This reflects wider concerns surrounding responsible digital innovation, with the CDIE (2022) highlighting the importance of ethical approaches to emerging technologies and data-driven decision making.
In the UK, the Online Safety Act (2023) represents a significant shift towards increased accountability, placing greater responsibilities on platforms to manage online risks, particularly those affecting children. Ofcom (2025) highlights age-assurance approaches, including facial age estimation technology, as potential methods platforms may use to identify and protect younger users. However, this creates further debate around privacy, data protection and the ethical use of emerging technologies.
Evidence from the Youth Justice Board (2026) further highlights concerns surrounding young people’s exposure to online harms, reinforcing the need for safeguarding approaches that evolve alongside digital environments. Internationally, Australia’s enforcement of under-16 social media restrictions in December 2025 demonstrates stronger government intervention towards children’s online access (See Appendix M). Similar restrictions have been discussed within the UK; however, Woodhouse (2026) identifies divided parental opinions, with concerns that limiting access may reduce young people’s digital participation and opportunities.
These debates demonstrate the wider social impact stage of the DPSIR framework, where regulatory responses affect multiple stakeholders identified within the STEEPLE analysis (see Appendix A). Parental reactions to proposed under-16 restrictions further highlight tensions between protecting young users from online harm and maintaining digital opportunities (Clinton and Bannock, 2026) (See Appendix I). Further regulatory pressure is reflected through government guidance restricting mobile phone use in schools (Department for Education, 2026), demonstrating wider societal concerns surrounding children’s relationship with technology.

[bookmark: _Toc234532066]5.Future Lens and Predictions


Looking towards the future, the influencer industry is predicted to continue expanding as creators become increasingly integrated within digital markets. Goldman Sachs (2023) forecasts significant growth within the creator economy, suggesting influencers will continue moving beyond content creation into entrepreneurial business models.
However, future development will also be shaped by technological change, regulation and changing social expectations (see Appendix A). The increasing use of artificial intelligence provides opportunities for creators through content production and audience analysis, reflecting wider digital transformation trends (Deloitte, 2026) however, AI-generated influencers create challenges surrounding transparency and maintaining authentic audience relationships.
A future regulatory shift may also occur as governments respond to similar concerns surrounding children’s online participation. Following Australia’s implementation of under-16 social media restrictions and ongoing discussions within the UK, comparable approaches may emerge in other countries such as Canada experiencing similar pressures around online safety, child wellbeing and platform accountability (See Appendix N). This demonstrates how global regulatory trends could reshape the future business environment for influencers and technology platforms.
Analysis of creators such as MrBeast and LadBaby reflects how creators can leverage the content economy for growth through diversification into products, partnerships and wider business activities (Singh, Choudhary and Rawat, 2025) However, creators must continue adapting to changing consumer expectations, technology developments and legal responsibilities to maintain long-term sustainability (see Appendix B).
[bookmark: _Toc234532067]6. Conclusion

This report has demonstrated that the influencer industry has evolved from individual content creation into a complex digital business environment. The development of social media platforms has enabled influencers to build communities, create commercial opportunities and establish themselves as digital entrepreneurs within the wider creator economy.
However, analysis of the external environment highlights that continued growth also creates challenges. While technological developments and changing consumer behaviours provide opportunities for innovation, concerns surrounding platform dependency, artificial intelligence, child participation and regulation create uncertainty for the future of the industry.
The STEEPLE analysis, DPSIR framework and influencer SWOT comparisons demonstrate that long-term sustainability will depend on creators’ ability to adapt to changing social, technological and legal pressures. Therefore, the future success of the influencer industry is likely to rely on balancing commercial growth with ethical responsibility, transparency and maintaining authentic audience trust.
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[bookmark: _Toc234532069]Appendices
A
	STEEPLE Factor
	Key Issue
	Stakeholders
	Impact on Influencer Industry

	Social
	Influencers have shifted from traditional celebrities to everyday creators developing personal brands and online communities (Freberg et al., 2011; Campbell and Farrell, 2020).
	· Influencers
· Audiences
· Brands
· Social media platforms
	Provides opportunities for creators of different sizes to build careers through audience relationships, authenticity and engagement (Kim and Chan-Olmsted, 2022).

	Social
	The rise of child and family influencers has created debate surrounding children’s digital participation, privacy and online identity (Livingstone, 2011; Masterson, 2021).
	· Child influencers
· Parents
· Regulators, audiences
	Allows educational and family-focused content such as Ms Rachel and Londyn to develop, but creates concerns around consent, commercialisation and children becoming part of influencer economies (Van den Abeele, Hudders and Vanwesenbeeck, 2024).

	Social
	Influencer success increasingly depends on trust, relationships and community engagement rather than follower numbers alone (Reininkainen et al., 2020).
	· Followers
· Influencers
· Businesses
	Strong parasocial relationships can increase audience loyalty and influence consumer behaviour (Masuda et al., 2022; Pan et al., 2024).

	Social
	Influencers now contribute to wider social movements including education, fundraising and community projects.
	· Creators
· Charities
· Online communities
· Consumers
	Case examples such as MrBeast, LadBaby, Ms Rachel and Londyn demonstrate the wider social value and different roles influencers can have within the creator economy (Rees, 2023).


	STEEPLE Factor
	Key Issue
	Stakeholders
	Impact on Influencer Industry

	Technological
	Development of social media platforms and short-form video has transformed how creators produce content and reach audiences (Cervi, 2021).
	· Influencers
· Audiences
· social media platforms
	Lower entry barriers allow everyday users to become creators through creativity, trends and platform engagement, increasing competition within the influencer industry.

	Technological
	Platform algorithms influence creator visibility and audience reach (Gorwa, 2019).
	· Influencers
· Platforms
· businesses
	Algorithm and policy changes can impact creator income, growth and stability, creating challenges for long-term sustainability.

	Technological
	Artificial intelligence and virtual influencers, transforming influencer marketing by changing content creation.  (Allal‐Chérif, Puertas and Carracedo, 2024)
	· Creators
· Brands, 
· Audiences,
· Big Tech companies

	AI creates opportunities for innovation, personalised content creation and audience insights; however, AI-generated influencers create  challenges around authenticity and maintaining audience trust. (CDIE, 2022).

	Technological
	Digital platforms have enabled influencers to operate as online entrepreneurs within the wider creator economy (Bhargava, 2022; Sujon and Ntalla, 2025).
	· Influencers
· Brands
· Consumers
· Digital businesses
	Technology has expanded revenue opportunities through partnerships, advertising, subscriptions and digital business models (Beichert et al., 2023).


	STEEPLE Factor
	Key Issue
	Stakeholders
	Impact on Influencer Industry

	Economic
	The creator economy has created new opportunities for individuals to generate income through digital content and online communities (Sujon and Ntalla, 2025).
	· Influencers
· Platforms
· Audiences
· businesses
	Influencers have developed from content creators into digital entrepreneurs, creating new career pathways and commercial opportunities.

	Economic
	The creator economy is predicted to experience continued growth, increasing the commercial importance of digital creators (Goldman Sachs, 2023; Deloitte, 2026).
	· Influencers
· Brands
· investors
· platforms
	Increased investment encourages brand partnerships, sponsorships and creator-led business models.

	Economic
	Influencers can develop multiple revenue streams including advertising, subscriptions, products and collaborations (Bhargava, 2022; Beichert et al., 2023).
	· Influencers
· Brands
· consumers
	Examples such as MrBeast and LadBaby demonstrate how creators can expand beyond content creation into wider business opportunities.

	Economic
	Businesses are increasingly using creator partnerships as part of marketing and growth strategies  (Singh, Choudhary and Rawat, 2025)
	· Businesses
· influencers 
· consumers
	External creators provide organisations with access to engaged communities; however, financial success depends on maintaining trust and audience relationships (Liu et al., 2026).


	STEEPLE Factor
	Key Issue
	Stakeholders
	Impact on Influencer Industry

	Environmental
	Growth of digital industries increases discussion around the environmental impact of technology, data use and online systems.
	· Tech companies
· Platforms
· creators,
· society
	As the creator economy expands, platforms and digital businesses face increasing expectations to consider sustainable technology practices.

	Environmental
	Emerging technologies may support more sustainable digital systems, with research highlighting the role of innovation in improving efficiency and reducing environmental impacts (Hong and Xiao, 2024).
	· Technology developers
· Platforms
· Businesses
· consumers
	Future digital development may create opportunities for platforms and creators to adopt more responsible technology approaches.

	Environmental
	Influencers can use their platforms to increase environmental awareness and encourage social action.
	· Influencers
· Audiences
· Charities
· communities
	Examples such as MrBeast demonstrate how large creators can mobilise audiences through environmental campaigns and wider social responsibility initiatives.




	STEEPLE Factor
	Key Issue
	Stakeholders
	Impact on Influencer Industry

	Political
	Governments are increasing involvement in digital platforms due to concerns surrounding online safety and platform responsibility (Gorwa, 2019).
	· Governments
· Regulators
· Platforms
· Influencers
· audiences
	Increased political attention may change how platforms operate and how creators engage with audiences.

	Political
	International responses, such as Australia’s under-16 social media restrictions, demonstrate stronger government intervention into young people’s platform access.
	· Young users
· parents,
· creators
· governments,
· platforms
	Creates debate between protecting children from online risks and maintaining access to digital communities and opportunities.

	Political
	Proposed UK discussions around restricting young people’s social media access show divided opinions among families and policymakers (Woodhouse, 2026).
	· Parents
· Children
· Policymakers
· schools
	Highlights conflicting stakeholder views between safeguarding children and supporting digital participation.

	Political
	Wider concerns around children’s technology use have influenced government guidance on mobile phone restrictions in schools (Department for Education, 2026).
	· Students
· Parents
· Schools
· government
	Demonstrates increasing pressure to manage young people’s relationship with digital technology and online environments.






	STEEPLE Factor
	Key Issue
	Stakeholders
	Impact on Influencer Industry

	Legal
	Increased regulation has placed greater responsibility on platforms to manage online risks, particularly those affecting children (UK Government, 2023).
	· Social media platforms
· Regulators
· Creators
· young users
	The Online Safety Act increases accountability expectations and requires platforms to consider user protection within digital environments.

	Legal
	Age-assurance measures are developing as a response to concerns around children accessing unsuitable online spaces (Ofcom, 2025).
	· Children
· parents
· platforms 
· regulators
	Methods such as facial age estimation create opportunities for protection but raise concerns around privacy and data use.

	Legal
	Existing child protection and labour laws have struggled to adapt to child influencers and family-managed content (Masterson, 2021).
	· Child influencers
· Parents
· policymakers
	Creates uncertainty around children’s rights, earnings, consent and protection within monetised online content.

	Legal
	Research highlights the need for stronger consideration of children involved in influencer economies and digital work (Rees, 2023).
	· Child creators
· Families
· governments
	Future regulation may need to recognise new forms of online labour created by the influencer industry.

	Legal
	Online harms continue to influence safeguarding discussions around children’s digital environments (Youth Justice Board, 2026).
	· Young users
· Parents
· Schools
· online platforms
	Highlights the need for legal responses to evolve alongside changing technology and digital behaviours.





	STEEPLE Factor
	Key Issue
	Stakeholders
	Impact on Influencer Industry

	Ethical
	The growth of child influencers creates ethical concerns surrounding consent, privacy and control of children’s digital identities (Livingstone, 2011; Van den Abeele, Hudders and Vanwesenbeeck, 2024).
	· Child influencers
· Parents
· Audiences
· platforms
	Parent-managed accounts, such as Londyn, demonstrate tensions between creating opportunities and protecting children from commercialisation.

	Ethical
	Monetisation of children’s online presence raises concerns about exploitation within influencer economies (Masterson, 2021; Divon, Annabell and Goanta, 2025).
	· Child creators
· Families
· Brands
· regulators
	Childhood experiences becoming linked to financial value creates debate around children’s rights and ethical responsibilities.

	Ethical
	Authenticity and trust remain central challenges as influencer marketing becomes increasingly commercialised (Liu et al., 2026 ; Pan et al., 2024).
	· Influencers
· Audiences
· brands
	Creators must balance commercial partnerships with maintaining credibility and transparent relationships with followers.

	Ethical
	Educational and socially positive content demonstrates potential benefits of influencer platforms.
	· Children
· Parents
· educators
· communities
	Creators such as Ms Rachel highlight how digital platforms can provide learning opportunities and positive audience engagement.

	Ethical
	Development of emerging technologies creates new ethical considerations around responsible innovation and digital decision making (CDIE, 2022).
	· Platforms
· Tech companies
· creators
· users
	Future industry development requires balancing innovation with transparency, responsibility and protection of online communities.


B



	Creator
	StrengthsSWOT Analysis for the Creators 

	Weaknesses
	Opportunities
	Threats







	
MrBeast
Large-scale
Creator
Entrepreneur
	
· Strong global brand recognition 
· Diversified business model (content, products, ventures) 
· High innovation and reinvestment strategies
	
· High production costs 
· Dependence on audience attention and platform visibility 
· Brand closely connected to individual reputation
	
· Expansion into global businesses 
· New technologies including AI and interactive content 
· Growth of creator-led companies
	
· Increased competition 
· Ethical criticism around content methods 
· Platform governance and algorithm changes



	
LadBaby
Family/Lifestyle
Creator
	
· Relatability and family-centred authenticity 
· Strong audience connection and parasocial relationships 
· Ability to expand into charity campaigns and commercial projects
	· Personal brand relies on maintaining audience trust 
· Limited separation between private family life and content
	
· Brand collaborations 
· Diversifying income streams beyond social media 
· Building long-term community loyalty
	· Loss of authenticity through over-commercialisation 
· Changing audience interests 
· Public criticism/cancel culture







	


Ms Racheal
   Educational
Creator
	
· Strong audience trust and perceived authenticity 
· Educational focus creates social value 
· Positive, parent/community relationships

· Strong educational
           background 
	· Heavy reliance on social media platforms 
· Content style may be difficult to evolve as audience ages 
· Creator identity strongly linked to one individual
	
· Growth of online learning and educational creator markets 
· Partnerships with education organisations/brands 
· Expansion into products and wider media
	· Increased regulation of children’s online content 
· Platform algorithm changes reducing reach 
· Concerns around children’s screen time




	
Londyn
Child-Influencer
	
· Strong niche audience and family/community appeal 
· Early opportunities within the creator economy
· Potential for creativity and brand development
	· Parent-managed digital identity 
· Limited ability to give informed consent
· Blurred boundaries between childhood and work
	· Development of child-focused brands/content 

· Educational or positive collaborations 

· Future creator career opportunities
	· Child exploitation concerns 
· Privacy and digital footprint risks 
· Future legal restrictions on kidfluencers



























C
	DPSIR Element
	Analysis of Influencer Industry

	Drivers
	The expansion of social media platforms and changing consumer behaviour have driven the growth of the influencer industry, allowing creators to develop communities and commercial opportunities online (Freberg et al., 2011; Ofcom, 2023a). The rise of the creator economy has further transformed influencers into digital entrepreneurs through sponsorships, partnerships and creator-led businesses (Bhargava, 2022; Sujon and Ntalla, 2025).

	Pressures
	Rapid industry growth has increased pressure on influencers to maintain authenticity, trust and audience engagement within competitive digital markets (Liu et al., 2026; Pan et al., 2024). Platform dependency, algorithm changes and governance issues also create uncertainty for creators operating within environments controlled by digital platforms (Gorwa, 2019).

	State
	The influencer industry has developed into a complex digital ecosystem where creators, audiences, brands and platforms interact. Influencers now range from educational creators such as Ms Rachel to large-scale entrepreneurs such as MrBeast; however, child influencers including parent-managed accounts such as Londyn highlight emerging ethical concerns around digital identity and consent (Van den Abeele, Hudders and Vanwesenbeeck, 2024).

	Impacts
	The creator economy provides economic opportunities, new careers and alternative business models (Goldman Sachs, 2023;  Singh, Choudhary and Rawat, 2025). However, concerns have emerged regarding child commercialisation, online harms, privacy and exploitation risks within influencer economies (Livingstone, 2011; Masterson, 2021; Divon, Annabell and  Goanta, 2025).

	Responses
	Governments, regulators and platforms are responding through increased digital governance and safeguarding measures. The Online Safety Act introduces greater platform accountability (UK Government, 2023), while Ofcom (2025) identifies age-assurance approaches to improve online protection. Future sustainability will require balancing innovation, commercial growth and ethical responsibility (CDIE, 2022).
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O Comparison of the Influencers
	Influencer
	Influencer Category
	Main Platform
	Content Focus
	Business Model
	Key Industry Issue Highlighted

	MrBeast
	· Mega influencer
· Entrepreneurial creator
	· YouTube
· TikTok
	· Entertainment
· Challenges 
· Philanthropy
	· Advertising revenue 
· Brand partnerships
· Product ventures
	Demonstrates influencer growth into business ownership but raises pressure around high-cost content and competition

	LadBaby
	· Macro influencer 
· Family/lifestyle creator
	· Facebook
· YouTube 
· Instagram
	· Family entertainment 
· Charity campaigns
	· Sponsored content 
· Charity collaborations
· Media opportunities
	Shows how authenticity and community trust influence engagement, but audiences may question commercialisation

	Ms Rachel
	· Educational creator
· Parent-focused influencer
	· YouTube
· TikTok
	· Early childhood education 
· Learning content
	· Platform income 
· Educational brand development
	Highlights opportunities in educational content but raises debate around children’s digital exposure

	Londyn
	· Child influencer
· Family-managed creator
	· TikTok
· Instagram
· YouTube

	· Child/family lifestyle content
	· Parent managed social media presence

· Brand opportunities
	Demonstrates growth of child influencers but highlights concerns around consent privacy and safeguarding.
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Public Attitudes to Data and Artificial Intelligence Tracker Survey: Wave 1,
December 2021
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Title Public Attitudes to Data and Artificial Intelligence Tracker Survey: Wave 1, December
2021

Alternative title CDEI's Public Attitudes to Data and Al Tracker Survey; PADAI

Study number 8946
Access These data are safeguarded
Persistent identifier (DOI) 1 /UKDA-SN-8946-1

Data creator(s) Centre for Data Ethics and Innovation (CDEI)

Citation and copyright v

Abstract ~

The Public Attitudes to Data and Artificial Intelligence Tracker Survey: Wave 1, December 2021 (PADAI) offers data on
public awareness, opinions and perceptions of the use of data and Artificial Intelligence (Al) in addition to the factors
shaping these attitudes. Key topics include the use of digital services, opportunities and fears around data use, levels
of comfort with specific data and Al use-cases, perceptions of data practices and media representations of data use. It
aims to build understanding in this space so that government can develop trustworthy approaches to data and Al
governance that address the public's concerns and reflect their values. The survey was undertaken with a large
nationally representative sample of 4,250 individuals, alongside a booster sample of 200 digitally disengaged
individuals who were contacted via telephone. This allows a wide range of views to be captured and to explore how
attitudes differ across the population.
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shaping these attitudes. Key topics include the use of digital services, opportunities and fears around data use, levels
of comfort with specific data and Al use-cases, perceptions of data practices and media representations of data use. It
aims to build understanding in this space so that government can develop trustworthy approaches to data and Al
governance that address the public's concerns and reflect their values. The survey was undertaken with a large
nationally representative sample of 4,250 individuals, alongside a booster sample of 200 digitally disengaged
individuals who were contacted via telephone. This allows a wide range of views to be captured and to explore how
attitudes differ across the population
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EU Kids Online: Enhancing Knowledge Regarding European Children's Use,
Risk and Safety Online, 2010

Details Documentation DOI change log  Resources
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Citation and copyright v

Abstract

The project aimed to enhance the knowledge base regarding children's and parents' experiences and practices of risk
and safety in their use of the internet and new online technologies in Europe. The goal was to inform the promotion
of a safer online environment for children. A comparable quantitative survey of children's use of online technologies
across European member states, matched with a survey of their parents' experiences regarding their children's
internet use, was designed and conducted. The questionnaire design built on knowledge generated by the EU Kids
Online network, on findings from comparable surveys of children and parents conducted elsewhere, and on the
recommendations of the Safer Internet Forum 2007.

Specific objectives were: (1) to design a thorough and robust survey instrument appropriate for identifying the nature
of children's access, use, risk, coping and safety awareness; (2) to design a thorough and robust survey instrument
appropriate for identifying the nature of parental experiences, practices and concerns regarding their children's
internet use; (3) to administer the survey in a reliable and ethically-sensitive manner to national samples of internet
users aged 9-16, and their parents, in member states; (4) to analyse the results systematically o as to identify both
core findings and more complex patterns among findings on a national and comparative basis; () to disseminate the
findings in a timely manner to a wide range of relevant stakeholders nationally, across Europe, and internationally; (6)
to identify and disseminate key recommendations relevant to the development of safety awareness initiatives in
Europe; (7)o identify any remaining knowledge gaps and methodological lessons learned, to inform future projects
regarding the promotion of safer use of the internet and new online technologies; (8) to benefit from, sustain the
visibility of, and further enhance the knowledge generated by, the EU Kids Online network

‘The mixed methods data collection United Kingdom Children Go Online, 2003-2005 (UKCGO) s also held at the UK
Data Archive under study number 5475. The study conducted an investigation of 919 year olds use of the internet
between 2003 and 2005 in the United Kingdom. Work was conducted with girls and boys of different ages and socio-
economic backgrounds across the UK in order to ask how the internet may be transforming, or may itself be shaped
by, family life, peer networks and education.
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visibility of, and further enhance the knowledge generated by, the EU Kids Online network.

The mixed methods data collection United Kingdom Children Go Online, 2003-2005 (UKCGO) is also held at the UK
Data Archive under study number 5475. The study conducted an investigation of 9-19 year olds’ use of the internet
between 2003 and 2005 in the United Kingdom. Work was conducted with girls and boys of different ages and socio-
economic backgrounds across the UK in order to ask how the internet may be transforming, or may itself be shaped
by, family life, peer networks and education.

Further information can be obtained from the project's web site EU Kids Online.

[showtes]

Main topics ~

Specific topics focused on were: children's experiences of the internet across locations and devices; similarities and
differences by children's age, gender and socio-economic status; a range of risks experienced by children online;
children's perception of the subjective harm associated with these risks; children's roles as victim' and ‘perpetrator’ of
risks; accounts of risks and safety practices reported by children and their parents; data across countries for analysis
of national similarities and differences.

Country-specific codes were standardised to obtain comparable variables for education and socio-economic status
g measures for

across countries. Psychological differences were measured on scales derived or adapted from e
self-efficacy, the Strength and Difficulty Questionnaire (SDQ), sensation-seeking, and internet addiction. The dataset
also contains paradata, metadata and auxiliary data.
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Meet the Creators!

The Ms. Rachel team, made up of professional educators, dedicated entertainers,
and developmental experts, is passionate about creating learning videos for babies
and toddlers that spark joy while fostering early development. With a special focus on
speech, language, and social-emotional skills, we're here to help your lttles learn,
bond, and thrive. Every video, story, and song is crafted with care to support your
child's growth, making learning fun, interactive, and a playful way for families to
connect. Play along with us!

Rachel Accurso

Rachel is a passionate educator who creates research-based videos to help toddlers
and their families learn, bond, and thrive. Her videos infuse songs, games and
nursery rhymes with strategies from experts to help children reach important
milestones in the crucial early years of learning. Rachel believes all children are
capable, brilliant and important. She loves learning from them and being around their
contagious joy and wonder.

Rachel has two master’s degrees in education. She has one in early childhood
development and one in music education. She is an advocate for children’s rights and
works to ensure that all children have access to high quality early childhood
education. She is an ambassador for Save the Children and Room to Grow.

Her sweet little boy inspired the show and continues to inspire her work every day!
She is married to the amazing, Mr. Aron, AKA HERBIE!
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Aron Accurso

www.darondaccurso.com

Aron Accurso, Rachel's life and creative partner, creates the show with Rachel
including writing/arranging music and skits, acting as show Runner alongside Rachel,
being silly, and performing puppets!

In addition to children's songs he has several adult musicals in development
including The Pack, Seeing Red with Joey Mazzarino (from Sesame Street) and We
Have Apples, with Rachel. He also loves writing choral music.

He is the Associate Musical Director/Associate Conductor for Aladdin on Broadway.
Other Broadway credits include: Nice Work If You Can Get It, Sister Act, and The
Little Mermaid.

Sign up for the latest updates on Ms. Rachel

nome@example.com

By submitting my email and selecting Sign Up, | agree to receive marketing emails containing information and offers with respect to products that may be of interest to me,
including notification of sales, new products, special events, store promotions and other exclusive offers from Ms Rachel and the Spin Master group of companies. | may withdraw
this consent at any time by selecting the ‘Unsubscribe’ option that appears at the bottom of every email. Please read our Privacy Policy for full details on how we use your
information.

Quick links About Us More

Toy Customer Care About Us Privacy Policy

Care Commitment
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2024 Dorothy Height Distinguished
Alumni Award Honoree: Rachel Griffin-
Accurso (MA ’16)

Posted May 14, 2024

Get to know the educator, media personality known as “Ms. Rachel,” and
Dorothy Height Distinguished Alumni Award winner.

Known popularly as “Ms. Rachel” Rachel Griffin-Accurso (MA "6, Teaching Music,
All Grades) is an educator and media personality who creates research-based
videos to help toddlers and their families learn, bond, and thrive =.

As a young adult, Griffin-Accurso was an assistant teacher at a preschool for
children with disabilities and at the Boys and Girls Club. She found herself
captivated by “the contagious joy and wonder of children.”

“I was also a singer-songwriter and loved the creative process, so | moved to New

York and became a teaching artist for years,” says Griffin-Accurso. “I wanted to %
combine my passions for music and teaching young people as a public school

music teacher, so | came to Steinhardt to enhance my skills in both areas.”

After obtaining her Master of Arts in Music Education from NYU Steinhardt,
Griffin-Accurso taught at a public school before giving birth to a baby boy.

“When my son was born, | stayed home with him for a year and saw how much music helped with soothing, bonding,
play, and language development,” says Griffin-Accurso. “I created an in-person baby/toddler music class informed by
my music education teaching skills, which | then moved online to YouTube because | wanted the classes to be more
accessible” Griffin-Accurso’s husband, Aron, who worked on Broadway for many years and as a composer, also
began assisting with the videos.
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— Rachel Griffin-Accurso, 2024 Dorothy Height Distinguished
Alumni Award Winner

<o
véy

Griffin-Accurso’s videos o infuse songs, games, and nursery rhymes with expert strategies to help children reach
key milestones in the crucial early years of learning. At Steinhardt, Griffin-Accurso learned that effective teaching,
especially for children, is like an interactive conversation. In a particularly impactful exchange, one of her professors
demonstrated how to teach elementary students by having the class move and act like they were the elementary
students.

“Every time we create an episode, | think about how children at home will be interacting with us, asking ‘What are
the kids doing during this song?;” she says. “It delights me to see all the videos people share of their children (and
often the parents, too!) lighting up as they play their part”

Looking toward the future, Griffin-Accurso is publishing a series of books that build on educational concepts in the
show and encourage families to read together. She is also recording her first album so kids can enjoy the songs in a
new way. This fall, her first line of toys is being released.

“I never thought I'd be turned into a doll!” says Griffin-Accurso. “l actually didn’t even really mean to become Ms.
Rachel, but now it feels meant to be and | couldn’t be happier doing this work.”

In addition to her creative work, Griffin-Accurso is an advocate for children’s rights and works to ensure that all kids
have access to high-quality early childhood education. She is an ambassador for Save the Children = and Room to
Grow co. She is also developing literacy and preschool kits; for every kit that is purchased, she will donate one to
help ensure all children have access to these learning opportunities.

Learn more about Ms. Rachel online at MsRachel.com =, on TikTok =, Instagram =, and Facebook o at
@MsRachelForLittles, and on her YouTube channel .
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Soctalmedtaban ‘The genie is out of the bottle’: parents
react to UK under-16s social media ban

Some feel it is a concrete step to protect children, but others
argueitis ‘trying tofix the symptoms and not the disease’

Which apps will be blocked and how will it work?

Jane Clinton and Caroline
Bannock
Mon1s Jun 2026 17.30 85T

< Share

G Profer the Guardian on Google

llall be blocked.

asn

Lewins/AP

t, TikTok, YouTube, Instagram, X and Facebo

‘The UK government has announced a social media ban for under-16s, which
it says s expected to come into force next spring.

Snapchat, TikTok, YouTube, Instagram, X and Facebook will all be blocked. It
willalso ban under-16 access for “user-to-user platforms” that enable social
interaction between users and allow them to post material.

Keir Starmer said the changes were a “line in the sand” for tech companies
that had failed to keep children safe.
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Ifeel relief. My sons (aged 12 and 10) are just getting to the age where this
‘was going to be entering their lives via friends (whether we liked it or not).
We have worked so hard as a family to try to protect them from the online
world and the harm it can bring, whilst educating them that it is a very useful
tool if used appropriately. It has taken us hours, possibly days overall, to set
up any device our sons have access to in as safe a way as possible (and even
then, they and the settings need regular monitoring).

‘white': British women who
accused US airman of rape
tell of American military
trial

Farage launches preemptive
attack on Commons
standards committee,
claimingit won'tjudge him
fairly - UK politics live

Andy Burnham urged to
scrap income taxand NIin
radical fiscal overhaul

His legacy s cringe’: how
Charlie Kirk became a
meme among the young -
evenhis supporters

Convicted fraudster was
introduced as Farage's chief
of staff,says ex-Reform
candidate

@O « €

It has also felt like, until very recently, you were the only parent brave
enough to say no, that the pervasive social norm is to just hand them a
phone at age 11and hope for the best. It is such a relief that the social norm is
shifting, the harms these digital products do to our children are being
dragged out into the light and their manufacturers see that parents will not
tolerate it any more.

There must be accountability and adaptation of these products as a result of
this ban. Shona, 46, former teacher, Leeds

The genie is out of the bottle

Ihave a 14-year-old son, and stepdaughters aged 11 and 14. They are
horrified. That’s how they communicate with their friends and peers, and
their lives revolve around the memes and jokes.

My stepdaughter said she’ll just do what they’ve done in Australia - find a
'VPN. She told me that there are loads of TikToks on how to do thi:
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The genie is out of the bottle

Thave a 14-year-old son, and stepdaughters aged 11 and 14. They are
horrified. That’s how they communicate with their friends and peers, and
their lives revolve around the memes and jokes.

My stepdaughter said she’ll just do what they’ve done in Australia - find a
VPN. She told me that there are loads of TikToks on how to do this.

‘The genie is out of the bottle. We can’t just snuff it out. I like the idea of some
kind of ban, but it has to be proportional to age and how long they ve been
using the apps. How can anyone go from several hours a day to nothing?
‘They will get bullied or picked on more. Some of their friends will be over 16
and some not. It would be much better to restrict certain elements of the
apps, and make it school year-based. Jake, 49, works in the music business,
Hertfordshire

‘Starmer will have done one concrete thing to
protect children from these companies’

If this is Starmer’s only legacy then at least he will have done one concrete
thing to protect children against these predatory companies.

‘The younger ones, twins aged nine, aren’t too happy about the ban but the
eldest, 16, thinks it's a great idea as she has seen how friends have struggled
with social media. Alexandra®, in her 40s, designer, Norfolk

‘It absolves social media companies of all
responsibility’

Ithink the social media ban is an absolute waste of time and does nothing to
actually protect children. It absolves social media companies of all
responsibility.

Thave a 16-year-old and a six-year-old, and I don’t think the social media ban
is right for either of them. Children will find ways to bypass any ban and will
feel uncomfortable talking to their parents or other trusted adults if they
come across something that distresses them because of the ban. Jan*,
primary school SENDCo, Oxfordshire

‘We're trying to fix the symptoms and not the
disease’

We're trying to fix the symptoms and not the disease. The tech companies
don't have to change if we just “punish” the user. Make the dealer change,
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‘We're trying to fix the symptoms and not the
disease’

We’re trying to fix the symptoms and not the disease. The tech companies
dom’t have to change if we just “punish” the user. Make the dealer change,
not the addicts. Governments are scared of the power these companies have,
hence ban the user instead.

Ihavea son who's 16 and one who is 24. My 16-year-old lives on his phone,
but we've educated him about content, etc, which is all we can do. My oldest
says it’s way too late. Change the algorithms because that’s what creates the
harm. Joe, 63, mental health nurse, Stockport

‘A blanket ban on specific apps will drive kids to
less well-monitored networks’

'm broadly in favour of the principle, but I feel it’s too simplistic and
technically unworkable. A blanket ban on specific, named apps will simply
drive kids to even less well-monitored networks, potentially increasing the
risk of harm. It would also require rigorous, mandated age checks, which not
even China’s state apparatus can do effectively.

My son is nine and hasm't yet expressed more than a passing interest in
havinga phone. We're not intending to get him one, but he is allowed to
watch some YouTube under our supervision.

Mental health problems are certainly rising in children, but it has been
accepted as an article of faith that social media s directly causal. Ialso worry
that some vulnerable children will find themselves cut off from avenues of
support and connection that are helping rather than hurting them. This ban
will not be a panacea. Terry, 51, IT and network engineer, Oxford

‘Ifeel the real difference will be felt in the next
generation’

‘This is great news. Of course a lot of the focus has been on current teenagers
but I feel the real difference here will be felt in the next generation ... the
children still too young to know about technology. This will mean it’s so
‘much easier for parents to provide a consistent message to help keep
children off social media by default.

Ihavea two-and-a-half-year-old. We have not introduced any screens and
havinga screen-free early childhood, at least like so many of us grew up

with, is not something that takes effort to achieve for parents. Having a law
"y g e
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[} . About Londyn White
Home .
Londyn White (born April 22, 2016) (better known as Lil Raspberry) is a
Ex?ﬂ social media influencer and fashion model who has an Instagram
account under the username @lil_raspberrry. She is a Fashion Nova
O (NovaKids) ambassador and a Forever21 ambassador. Her content
saved primarily includes kids' fashion and hair looks. comedic skits, dance
routines, family clips/photos, and relatable content for children. Many of
@ . B B " - Born Londyn White
Progress her videos feature unique and high-quality editing effects. April 22, 2016 (age 10)
United States
NS'[‘B,Y Before Fame Gender Female
o) Her first video on YouTube was posted on November 2019. The video Occupation  Fashion Influencer
Ikloll:n shows her reviewing Royalty Brown's lip gloss and nail polish collection.
Trivia
She is a big fan of Hello Kitty, a popular cartoon character. Her YouTube channel is Raspberry and Me, which has
amassed over 100,000 followers and 300 MILLION VIEWS! In many of her videos, it is made to appear as though
she has a twin sister and many of her followers often comment asking about where she is. She does not have a
twin, however, and this impression is actually achieved through her mother's skillful editing.
Family Life
Her real name is Londyn White. Her mother is LaWayne.
Associated With
On February 19, 2023, she posted a video to her Instagram account featuring clips of That Girl Lay Lay and
Dylan Gilmer in concert at the dream fest tour.
Facts:
More

Lil raspberry does not have a twin.
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Social media age
restrictions

The Australian Government is protecting
young Australians at a critical stage of
their development, through world-first
social media age restrictions. These
restrictions are now in effect.

45 of 10 December 2025, age-restricted social media platforms need to

take reasonable steps to prevent Australians under the age of 16 from
creating or keeping an account.

On this pag

Ago-restricted social media platforms

Find out the facts about the social media ban' or delay
Koy measures under the law

Consultation

Compliance update March 2026

Significant dates

Creating a holistic regulatory environment

Building the foundations for change

More information

Age-restricted social
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Age-restricted social
media platforms

Itis eSafety's view that Facebook, Instagram, Snapchat, Threads,
TikTok, Twitch, X, YouTube, Kick and Reddit are age-restricted
platforms, among others. This list may change in the future. Find the
latest details about which platforms are ae-restricted

The social media age restrictions aim to protect young Australians from
pressures and risks that users can be exposed to while logged in to
social media accounts. These come from desigh features that
encourage them to spend more time on screens, while also serving up
content that can harm their health and wellbeing.

More generaly, age restrictions wil apply to social media platforms.
that meet specific conditions, unless they are excluded based on
critera set in out in legistative rules (the Rules) made by the inister
for Communications in July 2025 and amended in March 2026,

The criteria for being an age-restricted social media platform are as
follows:

+ The sole purpose, or a significant purpose, of the service is to
enable online social interaction between two or more end-users.
The service allows end-users to link to, or interact with, some or all
of the other end-users.

+ The service allows end-users to post material on the service.

The service has a recommender feature’ and/or a logged in feature’,
as defined in the Rules.

Material on the service is accessible to, or delivered to, end-users in
Australia

‘Online gaming and standalone messaging apps are among a number of
types of senvices that have been excluded under the Rules. However,
messaging services that have social-media style features which allow.
users to interact in other ways apart from messaging may be included
in the age restrictions, as well as messaging features accessed through
age-restricted social media accounts.

Keep reading this page for more details about the legistation and how.
it fits into the Australian regulatory environment.
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Key measures under the law

Mandatory minimumage

Age-restricted social media platforms need to take reasonable steps to
prevent Australians under 16 years old from having accounts on their
platforms.

Civil penalties

A court can order civil penalties for platforms that don't take
reasonable steps to prevent underage users from having accounts on
their platforms. This includes court-imposed fines of up to 150,000
penalty units for corporations - currently equivalent to a total of $49.5
million AUD.

Key components

* Following advice from the eSafety Commissioner 7, the Minister for
Communications has made legislative rules [ about platforms that
are excluded from the age restrictions. The Rules were amended in
March 2026 to include additional criteria for being an age-restricted
social media platform
The Minister may also make legislative rules specifying kinds of
information that must not be collected (in addition to the
information restrictions already set out in the Online Safety Act) - if

50, the eSafety Commissioner and the Information Commi
would make independent recommendations.

eSafety may obtain information from service providers about
compliance, and may enforce compliance.

Within two years of 10 December 2025 (the day the minimum age
requirement came into effect), the Minister must initiate an
independent review of the operation of the new law.

Regulatory guidance

esafety published regulatory guidance to help platforms decide which
methods are likely to be effective and comply with the Online Safety
Act. The regulatory guidance draws on the Australian Government's Age
Assurance Technology Trial [ as well as stakeholder consultations,

including our ongoing engagement with social media platforms that are
likely to be restricted.
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Assessment guide

esafety developed guidance for online service providers to assess i
their service is an age-restricted social media platform. This
assessment guidance takes into account the Online Safety (Age-
Restricted Social Media Platforms) Rules 2025 (7 (‘the Rules) made by
the Minister for Communications in July 2025 and amended in March
2026.

Statement of Commitment to Children's Rights

esafety developed a Statement of Commitment to Children's Rights,
which sets out our approach to implementing the Online Safety
Amendment (Social Media Minimum Age) Act. It is in line with the
United Nations Convention on the Rights of the Child.

Consultation

esafety consulted widely on the best way to implement the social
media age restrictions for under-16s.

We met with industry, civil society organisations, academics and
researchers, and the education sector (including eSafety’s National
Online Safety Education Council and Trusted eSafety Providers). We
also spoke with children and young people directly, as well as parent
and carer organisations.

We consulted people with expertise in the following areas:

« the use of age assurance technologies and implementation
considerations.

the possible impacts on users of age-restricted social media
platforms, including in relation to protective factors that support
and build resilience for young people and families, as well as
possible impacts on privacy and digital rights

possible circumvention or unintended consequences of the age
restrictions and how to reduce these

how to communicate effectively about the changes to the
community, including to young people, parents, carers, educators
and frontline workers.
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UK Parliament > Business > Committees > Digital, Culture, Media and Sport Committee > News Article

Influencer culture: MPs call for action on
advertising and employment rules to protect
children and online performers

9 May 2022

Regulation and employment protection has failed to keep pace with the growth of online influencer
culture, leaving those working in the industry with a lack of support, child influencers at risk of
exploitation, and unacceptably low rates of compliance with advertising rules, MPs say today.

+ Read an interactive summary,_of the report

* Read the report [HTML]

+ Download the report [PDF 1803KB’

« Influencer Culture

« Digital, Culture, Media and Sport Committee
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Main findings and recommendations
Children

Children as viewers

« Influencer content on social media is becoming an increasingly popular media genre for children,
particularly on YouTube. According to Ofcom, in 2021 up to half of children said they watched vloggers or
YouTube influencers.

« Influencer culture can offer benefits to children by giving a platform to diverse voices and communities

but can also leave young people at risk of disinformation and harmful messages, for example around

body image. There is also evidence that children are more vulnerable to native or embedded advertising
as they find it particularly difficult to distinguish and identify.

Children, parents and schools must be given more support in developing young people’s media literacy,

while the Advertising Standards Agency should strengthen disclosure standards for adverts online

targeting at children.

Children as influencers

« The child influencer market is booming, with children featuring in online content across social media
platforms, earning income through sponsorship and partnerships with brands. Many accounts are
managed by their parents.

« The Committee heard concerns during the inquiry that some children in the influencer economy are being
used by parents and family members seeking to capitalise on the lucrative market. Posting content about
children can also affect their privacy and bring security risks.

« The Government must urgently address the gap in UK child labour and performance regulation that is
leaving child influences without protection. New legislation should include provisions on working hours
and conditions, mandate the protection of the child’s earnings, ensure a right to erasure, and bring the
child’s labour arrangements under the oversight of local authorities.

Behind the camera

« Social media influencing is becoming a popular career choice. Of the 511 British children surveyed as part
of the inquiry, more than 32% said they would consider becoming an influencer. Despite the industry’s
rapid rise in popularity, earning a living from influencing remains challenging.

« Influencers face a range of challenges including hacking, impersonation, algorithmic unpredictability,
mental health issues, online abuse and harassment.

« The Government should use the Online Safety Bill to ensure that reporting and complaints mechanism are
tailored to meet the specific nature of harms faced by influencers. There should also be a comprehensive
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rapid rise in popularity, earning a living from influencing remains challenging.

Influencers face a range of challenges including hacking, impersonation, algorithmic unpredictability,

mental health issues, online abuse and harassment.

« The Government should use the Online Safety Bill to ensure that reporting and complaints mechanism are
tailored to meet the specific nature of harms faced by influencers. There should also be a comprehensive
study into the UK’s influencer ecosystem, so the Government can more effectively regulate the industry as
it grows.

Pay and employment

« The Government should commission a code of conduct for influencer marketing, as an example of best
practice for deals between influencers and brands or talent agencies.

o Like many professions in the creative industries, most influencers classify as self-employed meaning they
have uneven earnings and a lack of employment protections. Social media platforms are not always
properly rewarding influencers for their work in attracting users.

o As part of the market review, the Government should investigate pay standards and practice in the
influencer marketplace.

Advertising

« The Competition and Markets Authority (CMA) told the inquiry that influencer compliance rates with UK
advertising regulations are still unacceptably low. In 2020, a monitoring exercise by the Advertising
Standards Agency (ASA) found that just 35% of 24,000 marketing posts on the Instagram accounts of 122
UK-based influencers were clearly labelled as adverts.

* The Committee recommends that the non-broadcast Advertising Code (CAP code) be extended by
removing the requirement for editorial ‘control’ to determine whether content constitutes an advert to
close a loophole for some influencer content. Both the CMA and ASA should be given more powers to
enforce the law.

Further information

« About Parliament: Select committees
e Visiting Parliament: Watch committees

Image: Unsplash
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If you're doing market research

Vd prioritize reading these in order:

1. Goldman Sachs (market overview)

2. SignalFire (ecosystem)

3. Adobe (Al and creator behavior)

4. Linktree (creator behavior)

5. IAB (advertiser perspective)

6. Influencer Marketing Hub (industry benchmarks)
7. Patreon + ConvertKit + Kajabi (business models)
Together, these provide a well-rounded view of the creator economy from the perspectives of investors,
creators, brands, and technology platforms.

GO P LT O souces

find me legal evidence concerning child safety on social media

If you're looking for legal evidence (laws, court cases, government investigations, regulatory actions, and
authoritative reports) concerning child safety on social medi

here are the most important sources.

1. UK Online Safety Act 2023 (Primary Legislation)

The UK's principal law governing online child safety.

Key legal duties

Platforms must assess risks to children.

Platforms must prevent children from accessing harmful content,

« Services must implement effective age assurance where appropriate.

« Companies can face significant fines and enforcement action for non-compliance. @ cor

Evidence includes:
« Statutory duties on social media companies
« Chid risk assessment requirements
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If you're writing an essay, dissertation, or policy paper, these are the most authoritative government and

regulatory sources to cite:

1. Online Safety Act 2023 (UK) - primary legislation. @ o«

2. Ofcom Protection of Children Duties - statutory regulatory guidance. @

3. Ofcom Protection of Children Codes of Practice ~ implementation standards. @ wcicens

4. 1O Children's Code (Age Appropriate Design Code) - statutory data protection code for children

5. European Commission Digital Services Act (DSA) - EU-wide legal framework for online platforms.
X oo

U.S. Surgeon General's Advisory on Social Media and Youth Mental Health - offi

‘government evidence review.
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find me legal documents on under 16 social media ban uk

If you're researching the UK under-16 social media ban, these are the primary legal and government
‘documents to cite. They are the most authoritative sources available.

1. UK Government announcement (primary policy document)

Social media to be banned for under-16s in landmark government move to give kids their childhood
back

‘This s the official government announcement of the proposed legislation.

It explains:
v

= why the Governmentis introducing the ban;

+ Askanythin g@

4 Upgrade

&, Share.
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If you're looking for the most respected industry reports on the creator economy (market size,
monetization, platform trends, Al, and investment), these are the ones | recommend.

Report

‘Goldman Sachs - Creator Economy
Report

Ktree - Creator Report

Adobe - Cre

tors' Toolkit Report

1AB - Creator Economy Ad Spend &

Strategy Report

Influencer Marketing Hub Reports.

SignalFire State of Creator Economy

Kajabi Creator Economy Report

‘Convertkit State of the Creator Economy

Patreon State of Create

Stripe Creator Economy reports.

+ lask anything

+ Upgrade

find me industry reports for the creator economy

Best for

Market sizing, investment outlook,
forecasts

Creator behavior, monetization,
‘demographics

Al adoption, creator workflows,
productivty

Brand spending and advertising trends

‘Annualindustry benchmarks and forecasts.

VC-backed startup ecosystem and creator
business landscape.

Business-building and creator revenue

Independent creators, newsletters,
audience monetization

Membership businesses and recurring

Payments. business models, creator
infrastru b

cost

Free

Free

Free

Free

Free

Free

Free

Free

&, Share.
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find m e government legal sources on online safety for children

For government and regulator sources (rather than academic or media reports), the following are the

strongest and most authoritative references on children's online safety.
United Kingdom

1. Online Safety Act 2023 (GOV.UK)

‘The UK's primary legisl

ion governing online safety.
What it covers

« Legal duties for social media and search services
Child safety obligations

lllegal content duties

Age assurance requirements

Enforcement framework

Codes of practice

Why it's important: This is the primary legal source establishing statutory obligations for platforms to
protect children online. The Act places legal duties on providers to reduce children's exposure to harmful
content and empowers Ofcom to enforce compliance. @ <o

2. Ofcom - Protection of Children Duties

Ofcomis the statutory regulator responsible for enforcing the Online Safety Act.

Its guidance explains providers' legal obligations, in" | ding:

v
« children's access assessments;

+ Askanything 9 0

&, Share.
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