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· Can you find academically credible resources about Influencing the Creator Economy / Influencer Industry
· Can you find some academically credible resources on SWOT analysis for this subject
· Can you find some academically credible resources of STEEPLE analysis on this subject
· Can you find some academically credible resources of DPSIR analysis on this subject













1 Introduction
   The creator economy has become a significant segment of global digital commerce, encompassing millions of digital creators operating across platforms such as TikTok, YouTube and Instagram (The influencer Factory, 2026). This report critically analyses the external factors currently shaping this industry using the STEEPLE framework before applying the SWOT analysis to evaluate strategic positions. A dedicated Future Lens section then considers emerging challenges through the DPSIR framework, concluding with specific, actionable recommendations for individuals and organisations operating within the sector. The analysis draws on academic theory and current industry data to demonstrate that the creator economy, while experiencing substantial financial growth, faces increasing regulatory, technological and competitive pressures that demand strategic adaptation. A structured analytical framework supports evidence-based strategic decision-making in complex environments (Adair, 2019).
2 STEEPLE Analysis 
  The STEEPLE framework provides a structured means of evaluating the external factors influencing an organisation's or industry's performance and decision-making (CIPID, 2024). Applied to the creator economy, the seven dimensions reveal a highly interconnected set of pressures.

2.1 Social 
   Rising consumer trust in creators over traditional advertising is a defining social shift, the majority of consumers now report trusting influencer recommendations over direct brand messaging, with most making purchases influenced by content creators (Davis, 2026). However, rising creator numbers are intensifying competition for audience attention, pushing creators towards niche communities rather than pure reach (inBeat Agency, 2026).

2.2 Technological 
   Generative AI is reshaping content production at scale. Most professional creators already use AI tools for editing, scripting, and performance analysis, enabling greater output at lower cost (CreatorIQ, 2026). Simultaneously, AI has enabled fully ‘synthetic influencers’, a marker valued at over £10 billion in 2026 and forecast to grow rapidly (SQ Magazine, 2026). This technological shift is closely interconnected with social factors: as AI blurs the boundary between human and synthetic content, the consumer trust that underpins creator value is increasingly tested (Oestreicher, 2026).
2.3 Economical
   The creator economy represents a rapidly expanding economic sector, estimated at over £170 billion in 2026 and projected to approach £395 billion by 2030 (InBeat Agency, 2026). Driven partly by the strong returns of influencer marketing investment relative to traditional advertising (Davis, 2026). However, income remains highly unequal:  a substantial proportion of creators earn under £8 000 annually while a small elite captures disproportionate revenue (The Influencer Marketing Factory, 2026). This volatility is compounded by heavy platform dependence, as algorithmic or policy changes can abruptly affect creators' earnings.


2.4 Environmental
   Environmental considerations represent an emerging, underexplored pressure. Video-heavy social media platforms require substantial data transmission, cloud computing and user-device energy consumption, all of which contribute to carbon emissions (Istrate et al., 2024). As sustainability expectations grow among consumers and regulators, both platforms and creators may face increasing pressure to address the environmental costs of constant content production, linking environmental and ethical dimensions of the industry (Han, 2025).



2.5 Political 
  Political factors have proven decisive, most visibly in the United States, where national security concerns led to legislation requiring ByteDance to divest TikTok’s US operations – a process resolved through a 2026 sale to a consortium including Oracle and Silver Lake (Congress.gov, 2025; Holland & Knight, 2025). This demonstrates how geopolitical tensions between major powers can directly threaten platform continuity and, by extension, business, illustrating a clear interconnection between political risk and economic stability within the sector.
2.6 Legal
  Legal framework governing advertising disclosure is tightening; in the UK, the Advertising Standards Authority continues to identify significant non-disclosure among influencers despite years of guidance and has signalled intent to apply targeted sanctions for repeat breaches (Osborne Clarke, 2026). The EU’s proposed Digital Fairness Act may further regulate influencer marketing practices (Osborne Clarke, 2026). These legal pressures interact directly with ethical concerns, since inconsistent enforcement risks eroding the consumer trust that underpins the industry’s economic model.
2.7 Ethical
     Ethical questions are intensifying regarding transparency, particularly the use of undisclosed AI-generated content and synthetic personas. Advertising bodies note that failing to disclose AI use risks misleading consumers, even where existing codes technically still apply (Chambers and Partners, 2025). The rise of virtual influencers also raises questions of authenticity and consumer deception, since audiences are often unaware that the creator may be entirely computer-generated. This connects directly to the legal and technological pillars above, reinforcing the need of coherent, harmonised regulation across jurisdictions.



3. SWOT Analysis
   Building on the STEEPLE findings, a SWOT analysis evaluates the creator economy’s current strategic position. SWOT is widely recognised as an effective tool for integrating internal and external strategic factors (Helms and Nixon, 2010).
3.1 Strengths
   The industry's core strength lies in the strong consumer trust and superior marketing return on investment it offers relative to traditional channels (Davis, 2026). An advantage rooted directly in the social factors identified above. This positions creators as cost-effective, high-converting marketing partners, giving brands a considerable incentive to shift budgets towards creator-led campaigns.
3.2 Weaknesses
   A persistent weakness is the substantial income inequality within the creator market, with the majority earning modest amounts (The Influencer Factory, 2026). Reflecting the instability identified in the economic pillar. This fragility is compounded by heavy dependence on platform algorithms and policy decisions, meaning individual creators possess limited control over their own revenue streams, a weakness that undermines long-term business planning and financial security.
3.3 Opportunities  
     Emerging opportunities include diversifying into owned business models, such as subscriptions and direct-to-consumer products, thereby reducing dependence on any single platform (The Influencer Factory, 2026). AI tools also present opportunities for creators to scale production efficiency, provided ethical disclosure standards are maintained (CreatorIQ, 2026). Directly connecting the technological and ethical STEEPLE findings into a viable growth strategy.



3.4 Threats
     The clearest threat is regulatory tightening across major jurisdictions, from US TikTok divestiture (Congressional Research Service, 2025) to UK and EU influencer disclosure enforcement (Osborne Clarke, 2026). Which could increase costs and restrict market access. A second major threat is the growth of AI-generated virtual influencers, which compete directly with human creators for brand budgets and audience attention (SQ Magazine, 2026). Threatening the very authenticity that gives human creators their competitive advantage. Together, those findings suggest that the creator economy's competitive position is strong in terms of consumer trust and commercial returns, but structurally fragile, remaining highly dependent on maintaining regulatory and ethical credibility while adapting to growing synthetic competition.



4 Future Lens: DPSIR and Recommendations
    Applying the DPSIR framework helps to structure forward-looking analysis of the pressures identified above. The principal driver of change is technological advancement, particularly the rapid development of generative AI. This creates pressure as brands seek cheaper, more scalable, and reputationally safer content, accelerating the adoption of AI-generated virtual influencers (Metricool, 2026). 
The resulting state is a growing share of influencers' marketing budgets and audience attention shifting towards AI-generated personas, evidenced by rising brand adoption rates (SQ Magazine, 2026). The impact of this shift is a saturation of human creators' feeds, intensified competition for visibility, and broader risk of eroding trust as authenticity becomes harder to verify (Croudx, 2026). In response, regulators are introducing new AI disclosure requirements (Osborne Clarke, 2026).  Platforms are developing AI-content labelling tools, and many brands are adopting hybrid human-AI strategies that combine automated scale with human credibility (Croudx, 2026). Such an approach is particularly valuable when an organisation makes decisions under conditions of uncertainty (Marchau et al. 2026).


4.1 Recommendations
     Individual creators should diversify revenue away from single-platform dependency by building owned audiences, for example, paid subscriptions, email lists, or direct-to-consumer products, reducing vulnerability to sudden platform or regulatory shifts of the kind seen in the TikTok divestiture case (Congressional Research Service, 2025).
    Brands and agencies should adopt a hybrid human-AI content strategy, using AI tools to scale production and analysis while ensuring rigorous, compliant disclosure of both sponsorship and AI-generated content to protect consumer trust as regulatory scrutiny increases (SQ Magazine, 2026). Ethical and evidence-based decision-making should underpin these strategies (Keough, 2019; Hallo and Nguyen, 2022).
5. Conclusion
   This analysis demonstrates that the creator economy operates within a complex, interconnected web of external pressures. Social trust and strong economic returns underpin its rapid growth, yet this trust is increasingly threatened by ethical, legal and technological challenges, particularly the rise of AI-generated influencers and tightening regulation across jurisdictions. Sustainable success within this sector will depend on creators and brands proactively managing those interconnected risks, rather than treating each STEEPLE factor in isolation. Long-term success will depend on balancing technological innovation with transparent governance and sustained customer trust.
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