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[bookmark: _Toc167920032]Executive Summary

This report critically analysed the external factors influencing the creator economy using the STEEPLE framework, followed by a SWOT analysis and a Future Lens analysis based on the DPSIR framework. The analysis identified technological innovation, changing consumer behaviour and the increasing importance of authenticity as key drivers of growth within the creator economy. However, it also highlighted challenges including dependence on social media algorithms, increasing competition, evolving regulatory requirements, and ethical concerns surrounding transparency and artificial intelligence.

Case studies including Mrs. Hinch, MrBeast, and Lil Miquela demonstrated how creators respond differently to these external influences while illustrating the opportunities and risks associated with digital entrepreneurship. The SWOT analysis concluded that although the creator economy offers significant opportunities, long-term success depends upon adaptability, diversified income streams, and maintaining audience trust.

Finally, the report recommended that creators diversify their revenue sources, prioritise ethical and transparent practices, and adopt emerging technologies responsibly to remain competitive within an increasingly dynamic digital environment.





[bookmark: _Toc990067859]1.Introduction

The creator economy has reshaped how people and organizations create, distribute, and consume digital content. Via Instagram, TikTok, and YouTube, creators build personal brands that influence behavior, steer purchases, and drive economic value. Influencer marketing has become central for brands pursuing authentic engagement and fueling growth. Yet the field faces rapid technological change, shifting regulation, evolving consumer expectations, and intensifying competition.
This report assesses external forces on the creator economy using the STEEPLE framework—social, technological, economic, environmental, political, legal, and ethical dimensions. A SWOT then gauges the industry’s strategic position, followed by a future outlook via the DPSIR model. Finally, it offers recommendations to help creators and organizations navigate challenges and opportunities.




[bookmark: _Toc1592386051]2. Stakeholders

The creator economy spans interdependent stakeholders whose interests shape its growth and resilience. Creators sit at the core, producing content and earning via sponsorships, affiliates, ads, and product sales. Platforms such as Instagram, TikTok, and YouTube depend on creators to attract users and spend advertising. Brands partner with influencers to build awareness and trust, often securing higher engagement than traditional ads. Consumers steer algorithms through viewing behavior while demanding authenticity, transparency, and credibility. Regulators—such as the UK’s Advertising Standards Authority (ASA)—protect audiences by requiring clear disclosures and enforcing advertising rules. Talent agencies and marketing firms broker partnerships and manage deals. Because these relationships are tightly linked, shifts in one group ripple across the ecosystem, making collaboration essential to sustainable success.


[bookmark: _Toc756599292]2.2 STEEPLE 

Social factors

Social dynamics shape the creator economy, as audiences increasingly prefer authentic, relatable content over traditional ads (Influencer Marketing Hub, 2025). Influencers who build genuine relationships often command higher trust and deliver better brand outcomes, elevating them from content producers to opinion leaders who can sway purchases. Mrs. Hinch exemplifies how authenticity and community engagement can fortify a personal brand (Hinch, 2021). By sharing everyday cleaning routines and family life, she cultivated a loyal community whose trust enabled retail partnerships and bestselling books, showing how social connection and perceived authenticity translate into commercial value. Yet constant pressure to stay visible fuels concerns mental health, burnout, and sustaining curated identities (Sprout Social, 2024). Shifting public expectations also mean that lost trust or controversy can erode reputation and deals (Influencer Marketing Hub, 2025). Thus, authenticity is a competitive edge and a challenge.















Technological Factors

Technological advances are accelerating the creator economy’s growth. Recommendation systems on TikTok, Instagram, and YouTube personalise feeds, boost engagement, and let creators reach global audiences regardless of follower size, lowering entry barriers and enabling digital ventures without legacy media gatekeepers. AI intensifies this momentum: tools such as ChatGPT support ideation, planning, and audience interaction, increasing productivity and shortening production cycles (OpenAI, 2024). Creators also rely on platform analytics to monitor performance and fine-tune strategy, using data-driven insights to grow audiences and improve campaign results (Statista, 2024).
Virtual influencers like Lil Miquela illustrate how technology is reshaping marketing, granting brands granular control over voice and output, unlocking new revenue, and reducing friction. However, technological dependence introduces risks: opaque, shifting algorithms can quickly curtail reach, engagement, and income, destabilising livelihoods. Rapid AI progress also amplifies concerns about misinformation, deepfakes, and authenticity, undermining trust and complicating brand safety in an increasingly automated ecosystem (World Economic Forum, 2024).
Emerging formats—live shopping, augmented reality (AR) filters, and social commerce—create additional routes for engagement and direct monetisation (McKinsey & Company, 2024). Critical Analysis: To remain resilient, creators must adapt to constant platform change, preserve authentic relationships, diversify across channels, and adopt new technologies responsibly to mitigate algorithm and disruption risks (McKinsey & Company, 2024).





[bookmark: _Toc1455011239]Economic Factors

Economic conditions shape outcomes for creators and brands investing in influencer marketing (Influencer Marketing Hub, 2025). As the sector has grown, many creators blend income from brand deals, affiliates, merchandise, subscriptions, and digital products (Statista, 2024), reducing risk and boosting sustainability. MrBeast exemplifies diversification, expanding beyond YouTube ads into consumer products, restaurants, and philanthropy (Cunningham and Craig, 2021). Likewise, Mrs. Hinch turned her platform into books, branded homeware, and commercial partnerships, showcasing the returns of personal branding (Hinch, 2021).
Yet smaller creators face volatility from fluctuating ad competition (Influencer Marketing Hub, 2025). With living costs rising and budgets tightening, brands are more selective, heightening pressure to prove ROI.
Critical Analysis: Opportunity is substantial, but revenue remains concentrated among a few. Sustainable growth relies on diversified models rather than platform monetisation or sponsorships alone. Creators who add subscriptions, merchandise, and brand partnerships are better insulated from downturns than those relying solely on ad revenue (Statista, 2024).














Environmental Factors

Environmental issues now matter in the creator economy, as consumers expect brands and influencers to show sustainable, socially responsible practices (United Nations, 2015). Many influencers highlight eco-friendly products and promote sustainable lifestyles to meet this demand, building credibility with environmentally conscious audiences (Sheth, 2020). Yet influencer marketing is criticized for fueling overconsumption and fast fashion; campaigns with brands like Shein spark debate over sustainability, waste, and ethical manufacturing (Sheth, 2020). Partnerships can harm reputations when they clash with audience values. Content creation carries an environmental cost: cloud storage, data centers, and video streaming increase energy use and emissions, prompting creators and platforms to adopt greener practices (international Energy Agency, 2024). Environmental sustainability is strategic: aligning with sustainable values strengthens loyalty, while ties to harmful brands erode credibility (United Nations, 2015).


[bookmark: _Toc1424034914]Political Factors

Political decisions increasingly shape the creator economy via regulation of platforms, data protection, and online content (UK Government, 2024). Ongoing scrutiny of TikTok in multiple countries underscores concerns about data privacy, national security, and governance (UK Parliament, 2023), creating uncertainty for creators reliant on one channel.
Governments are advancing online safety laws to shield consumers from harmful or misleading material (UK Government, 2024). While such rules enhance transparency and accountability, they add compliance burdens for creators and brands. In parallel, political instability and policy shifts influence advertising spend and access to platforms (World Economic Forum, 2024). Changes in trade and diplomacy reshape international markets and platform availability, pushing creators to adjust strategies (World Economic Forum, 2024).
Critical Analysis: Political intervention is a force; protections risk overreach. Diversifying presence beyond one platform significantly mitigates exposure for long-term resilience (World Economic Forum, 2024).





[bookmark: _Toc983160036]Legal Factors

Political decisions increasingly shape the creator economy via regulation of platforms, data protection, and online content (UK Government, 2024). Ongoing scrutiny of TikTok in multiple countries underscores concerns about data privacy, national security, and governance (UK Parliament, 2023), creating uncertainty for creators reliant on one channel.
Governments are advancing online safety laws to shield consumers from harmful or misleading material (UK Government, 2024). While such rules enhance transparency and accountability, they add compliance burdens for creators and brands. In parallel, political instability and policy shifts influence advertising spend and access to platforms (World Economic Forum, 2024). Changes in trade and diplomacy reshape international markets and platform availability, pushing creators to adjust strategies (World Economic Forum, 2024).
Critical Analysis: Political intervention is a force; protections risk overreach. Diversifying presence beyond one platform significantly mitigates exposure for long-term resilience (World Economic Forum, 2024).




[bookmark: _Toc2127207026]Ethical Factors

Ethical considerations are central to public trust in the creator economy (Audrezet, de Kerviler and Moulard, 2020). Audiences expect honesty, transparency, and social responsibility from influencers. Key risks include undisclosed ads, misleading endorsements, purchased followers, and promotion of harmful products (Competition and Markets Authority, 2019).
Mrs. Hinch illustrates trust-building via relatable content and selective partnerships, showing how ethical conduct sustains follower relationships while supporting commercial success (Audrezet, de Kerviler and Moulard, 2020). Conversely, failing to disclose sponsorships or making misleading claims damages reputation and consumer confidence (Advertising Standards Authority, 2024).
Rapid AI advances introduce new dilemmas—AI-generated influencers, manipulated media, and deepfakes—making authenticity and transparency essential to preserve trust as technology evolves (Advertising Standards Authority, 2024).
Critical Analysis
Ethical behaviour is now a strategic asset, not just a moral duty. In a competitive creator economy, transparency, authenticity, and responsible marketing underpin trust, brand reputation, and long-term success (Audrezet, de Karviler and Moulard (2020).



[bookmark: _Toc1354516057]2.3 SWOT Analysis

Building on the STEEPLE review, the SWOT framework maps the creator economy’s internal strengths and weaknesses against external opportunities and threats shaping long‑term performance. Despite robust growth fueled by technological innovation and evolving consumer behavior, the sector confronts intensifying competition, tighter regulation, and mounting ethical issues. Recognizing these dynamics helps creators and brands craft strategies that capture upside, limit risk, and sustain competitiveness over time. A full SWOT in Appendix A details the principal strengths, weaknesses, opportunities, and threats, informing long‑term competitiveness and guiding strategic choices and operational decision-making processes.


3.0 Discussion of Findings

STEEPLE and SWOT show the creator economy offers growth and innovation, with AI and social platforms expanding reach and revenue, but risks include algorithm dependence, rising competition, and evolving regulation. Long-term success requires authenticity and compliance—exemplified by Mrs. Hinch’s trust-based community—since ethical or advertising lapses to erode confidence. Creators should adapt to tech shifts, diversify models, and brands to embed factors in strategies.










4.0 Conclusion

The creator economy is now a major force in digital business, offering individuals and organizations new ways to engage consumers and earn revenue. STEEPLE and SWOT findings show that technological innovation, evolving consumer behavior, and social platforms continue to drive growth, while rising competition, shifting regulation, algorithm dependence, and ethical duties demand adaptability. Success relies on authenticity, transparency, and audience trust, as illustrated by cases in this report. Overall, the sector offers strong opportunities for innovation and entrepreneurship, but long‑term outcomes hinge on creators’ ability to respond to external pressures, diversify revenue models, and uphold ethical, sustainable practices over time.


5.0 Recommendations

Creators should diversify income to reduce dependence on single platforms and shifting algorithms. Maintain authenticity and transparent sponsorships to build trust and meet advertising rules. Invest in digital skills and use emerging technologies, including AI, responsibly to boost efficiency while preserving originality. Businesses should select value-aligned influencers and ensure partnerships are ethical, transparent, and compliant. Both creators and brands should track performance data, adapt to platform changes, and develop multi-channel strategies. These practices strengthen resilience, support sustainable growth, and enhance competitiveness in the evolving creator economy over the long term.







6.0 References

1. Advertising Standards Authority (2024) Recognising ads: Social media and influencer guidance. Available at: https://www.asa.org.uk (Accessed: 10 July 2026).
2. Audrezet, A., de Kerviler, G. and Moulard, J.G. (2020) ‘Authenticity under threat: When social media influencers need to go beyond self-presentation’, Journal of Business Research, 117, pp. 557–569.
3. Brown, D. and Hayes, N. (2008) Influencer Marketing. Oxford: Elsevier.
4. Chaffey, D. and Ellis-Chadwick, F. (2022) Digital Marketing. 8th edn. Harlow: Pearson.
5. Competition and Markets Authority (2023) Social media endorsements: Being transparent with followers. Available at: https://www.gov.uk/cma (Accessed: 10 July 2026).
6. Cunningham, S. and Craig, D. (2021) Creator Culture: An Introduction to Global Social Media Entertainment. New York: New York University Press.
7. Freberg, K. (2019) Social Media for Strategic Communication. Thousand Oaks, CA: Sage.
8. Hinch, S. (2021) This Is Me. London: Michael Joseph.
9. Influencer Marketing Hub (2025) Influencer Marketing Benchmark Report 2025. Available at: https://influencermarketinghub.com (Accessed: 10 July 2026).
10. Information Commissioner’s Office (2024) Guide to UK GDPR. Available at: https://ico.org.uk (Accessed: 10 July 2026).
11. Kaplan, A.M. and Haenlein, M. (2010) ‘Users of the world, unite! The challenges and opportunities of Social Media’, Business Horizons, 53(1), pp. 59–68.
12. Kotler, P., Kartajaya, H. and Setiawan, I. (2021) Marketing 5.0: Technology for Humanity. Hoboken, NJ: Wiley.
13. OpenAI (2024) ChatGPT. Available at: https://openai.com/chatgpt (Accessed: 10 July 2026).
14. Sheth, J.N. (2020) ‘Impact of Covid-19 on consumer behaviour: Will the old habits return or die?’, Journal of Business Research, 117, pp. 280–283.
15. Statista (2024) Influencer Marketing and Creator Economy Statistics. Available at: https://www.statista.com (Accessed: 10 July 2026).
16. TikTok (2024) TikTok Creator Academy. Available at: https://www.tiktok.com/creators (Accessed: 10 July 2026).
17. UK Government (2023) Online Safety Act 2023. Available at: https://www.legislation.gov.uk (Accessed: 10 July 2026).
18. United Nations (2015) Transforming our world: The 2030 Agenda for Sustainable Development. Available at: https://sdgs.un.org (Accessed: 10 July 2026).
19. World Economic Forum (2024) The Creator Economy and the Future of Work. Available at: https://www.weforum.org (Accessed: 10 July 2026).
20. YouTube (2024) YouTube Creator Academy. Available at: https://creatoracademy.youtube.com (Accessed: 10 July 2026).

















7.0 Appendix 

A: SWOT analysis
[image: ]















B-STEEPLE Analysis
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STEEPLE ANALYSIS OF THE CREATOR ECONOMY

A STEEPLE analysis examines the Social, Technological, Economic, Environmental, Political, Legal and Ethical factors
influencing the creator economy and its long-term sustainability.
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SWOT ANALYSIS OF THE CREATOR ECONOMY
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