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Introduction
The influencer industry, otherwise called "the creator economy, refers to a rapidly growing industry that has grown tremendously within the last decade due to the rise of social media sites like TikTok, YouTube, and Instagram. The term describes individual who generate digital content for monetary gains by working with brands (Peres et al ., 2024)
This growth, however, has been matched by the growing external pressures that increasingly shape both opportunities and threats to creators and Businesses. In this report, the external factors have been critically analysed based on the STEEPLE model. 
Additionally, the strategic positioning of the creator economy has been analysed with the help of the SWOT model.
2. Definition
The Creator economy is a digital ecosystem where individuals use online platforms such as introduction YouTube, TikTok, Instagram and podcasts to make high-quality, build audiences, and generate income through advertising, sponsorships, affiliate marketing, subscriptions, and digital products (Chu and Chen, 2023). The development overall f the creator economy has been driven by technological innovation, social media, and changing consumer behaviour. However, creators are influenced by external factors, including technological advancement, economic conditions, legal regulations, political policies, social trends, and environmental concerns. Knowing these external factors is essential because they shape creators’ opportunities, challenges, visibility, income, and long-term sustainability in the digital economy (kotler, Kartajaya , 2021)
3. STEEPLE Analysis 
The creator economy has transformed the way businesses communicate with consumers. Influencers have become important because they build trusted relationships with their audiences through authentic and engaging content. Unlike traditional celebrities, influencers interact directly with followers, making their recommendations appear more genuine and credible. This trust influences consumer attitudes and purchasing decisions, making influencers a valuable marketing tool (Casalo Flavian and Ibanez-Sanchez, 2021).
Several external factors affect influencers and the creator economy.
Social Factors, including changing consumer behaviour and cultural trends, influence the type of content audiences prefer. 
Technological Factors, such as artificial intelligence (AI), platform algorithms, and social media innovation, determine how content is created and distributed. Changes to algorithms on platforms like Instagram, TikTok, and YouTube can increase or reduce a creator’s visibility and income. 
Economic Factors, including inflation and reduced advertising budgets, affect sponsorships opportunities and brand partnerships.
Environmental Factors influence the creator economy by encouraging sustainable and ethical practices. Increased use of digital platforms and video streaming raises energy consumption in data centres, creating environmental concerns; consumers increasingly prefer creators and brands that promote sustainability and responsible consumption. 
Legal and Political Factors, such as data protection laws, copyright regulations, and the Uk online safety Act, require influencers to follow advertising standards and protect users’ privacy.
Ethical Factors    influence the creator economy by encouraging honesty, transparency, and responsible content creation. Creators are expected to disclose paid partnerships, avoid misleading information, respect copying, protect user privacy, and promote inclusive and trustworthy content to maintain audience confidence and long-term success.
The growth of influencer marketing has also affected traditional marketing. Businesses now spend more on influencer collaborations than on television, newspapers, magazines, and radio advertising because influencer compaigns often achieve higher engagement and stronger consumer trust. Brands also use short-form videos, live streaming, and user-generated content to reach younger audiences more effectively.
Academic research helps suggest that influencer marketing improves brand awareness, customer engagement, and purchase intentions when influencers are preceived as authentic (Chu and Chen, 2023). Recent news reports also highlight the rapid growth of the creator economy, driven by AI technologies, digital platforms, and increasing investment from brands. However, researchers warn that creators face challenges such as platform dependency, algorithm changes, misinformation, income instability, and increasing competition (Kozyreva et al., 2024). Therefore, while influencers have become a key part of modem marketing, long-term success depends on adapting to technological, economic, Legal, and social changes while maintaining trust and credibility. 
4 Creator Economy SWOT Analysis
4.1 Strengths
Low barriers to entry are an advantage of the creator economy, where people can create personal brands and reach audience worldwide. Video hosting websites like You Tube offer monetisation functionality, allowing creators to directly earn money (Mishra et al., 2024)
4.2 Weaknesses
The creator economy has major flaws, although it has some opportunities. Financial is brought about by income instability and reliance. On platform algorithms (Casalhay et al., 2025). Also, the absence of control and standardisation may result in exploitation and unethical behaviour. Artists are usually subjected to a lot of competition, and as such, it is not easy to achieve success in the long run. 
4.3 Opportunities
Further growth and development in the field of digital media have many opportunities. These innovations, like AI and VR, may become useful in creating content and engaging audiences (Yan et al.,2024). The advent of niche markets makes it easier to target a certain audience and create a community of loyal fans. Additionally, investing in influencer marketing becomes advantageous because it creates another source of income.   
4.4 Threats
There are several external threats that the creator economy is facing. It is more difficult to get noticed by new creators because of the saturation of the market. The regulatory changes can be a limitation on the content and monetisation. Also, the emergence of AI-made influencers threatens human creators with competition. Economic declines may also cause a cut in advertising, which affects income opportunities (Guenther et al., 2025).
4.5 Critical Analysis
The major issue with the creator economy is that it is structurally reliant on how the platforms are platforms are governed. The presence of platforms like Instagram and You Tube holds the position of gatekeeper, determining who can be seen, monetised and accessed (Beier et al., 2024). This leads to a disproportion of power where creators act as independent entrepreneurs, but they do not have control over the channel of distribution. Due to this, any alterations in the algorithms or policy updates may cause a drastic change in income streams without prior notice.
Therefore, success depends on strong positioning, continuous innovation, and the ability to create unique value for audiences (Raina et al., 2026) 
5. Future Lens: Trends and DPSIR Analysis 
Driver
The main driver of the creator economy is the rapid growth of digital technology, social medial platforms, and changing consumer behaviour. Platforms such as Instagram LinkedIn TikTok, Twitch, and YouTube have enabled millions of people to create content, build audiences, and generate income. Artificial intelligence (AI), Smartphones, high-speed internet, and digital payment systems have also accelerated the growth of influencer marketing. Consumers develop trust recommendations from influencers rather than traditional advertising because influencers provide authentic and relatable content. Brands have therefore shifted significant marketing budgets towards influencer campaigns, marketing the creator economy one of the fastest-increasing sectors of the digital economy.


Pressure
These drivers create several pressures on the creator economy and the wider marketing industry. The biggest pressure is the continuous change in platform algorithms and AI technologies.
Algorithm updates can diminish a creator’s visibility, audience agreement, and income almost immediately. Development competition from AI-generated content also makes it more difficult for creators to stand out.
A Smaller but important pressure is the increasing demand for transparency, ethical behaviour, and environmental engagement. Consumers expect influencers to disclose paid partnerships, avoid misleading information 
n, respect copyright, and promote sustainable lifestyles. Failure to meet these expectations can damage both creators’ reputation and brand relationships.
These pressures also affect businesses, advertisers, social media platforms, and consumers by changing how marketing compaigns are planned and delivered.
State
The current state of the creator economy is one of rapid development combined with increasing uncertainty.  the industry continues to expand more individuals chose content creation a career, while brands invest heavily in influencer marketing. AI tools have improved productivity by helping creators edit videos, generate images, write content, and analyse audience behaviour.
However, creators remain highly dependent on platform policies and algorithms. Many experience unstable incomes because advertising revenue and sponsorship opportunities fluctuate. Research also highlights concerns about misinformation, fake followers, mental health, digital burnout, copyright disputes, and data privacy. Overall, the creator economy offers significant opportunities but also faces complex technological, legal, economic, and ethical challenges.
Impact
The pressure affects creators, businesses, and clients. Positive impacts include job creation, entrepreneurship, employment, opportunities, innovation, and stronger connections between brands and consumers. Small businesses can reach a global audience at lower costs through influence marketing. Consumers benefit from personalised content and product recommendations.
Negative impacts include income instability, online harassment, misunderstanding, excessive dependence on digital platforms, copyright infringement, and mental health challenges for creators. AI-generated content also increases concerns about authenticity and trust. These impacts affect not only creators but also businesses, governments, and consumer 
Response  
The UK Government introduced the online Safety Act 2023 to make digital platforms responsible for protecting users from harmful and illegal content. 
The Advertising Standards Authority (ASA) requires influencers to clearly label paid advertisements, while the Competition and Markets Authority (CMA) ensures influencer marketing is honest and transparent. Also, in 2026, the UK government strengthened its policy on mobile phone use in schools by introducing statutory guidance requiring schools in England to be mobile phone-free throughout the school day, including lessons, breaks and lunchtime. The policy aims to improv pupils’ concentration, behaviour, academic performance, mental health, and online safety. It also supports teachers in diminishing classroom distraction and limiting children’s exposure to harmful social media content. News report state that the policy gives legal force to existing guidance and is intended to create a consistent approach across schools in England.
These measures improve consumer protection, develop trust, and motivate parents and responsible digital marketing.
My Response As a future marketing professional, I will create ethical and transparent content, clearly disclose sponsored posts, respect copyright laws, protect personal data, and use AI responsibly. I will also monitor platform changes, continue to grow my digital skills, and promote sustainability and responsible marketing. This action will help build audience trust and support the long-term sustainability of the creator economy 
6. Recommendations
6.1 Diversification of Income Sources
It is recommended that one should not depend on one platform only and seek other means of earning, for instance, merchandising, subscription services, and audience donations (Bleier et al., 2024).
6.2 Smart use of Technologies
The use of AI has increased in different organisational processes. It is recommended that businesses and organisations should use AI for better performance without compromising on authenticity. 
6.3 Legal and Ethical Adherence
One of the recommendations is to comply with laws and ethics in this sphere and disclose any information on sponsorship, communicating responsibly.
 7. Conclusion
The creator economy is an emerging industry with many aspects that affect it. This report demonstrates the use of the STEEPLE approach, and various social, technological, economic, environmental, political, legal and ethical factors have an impact on the industry. However, from conducting the SWOT analysis, it has been evident that the industry has been analysed strategicaliy and that there are both strengths and weaknesses. Future trends within the industry may include the use of artificial intelligence, more regulations, and market saturation. To sustain themselves, creators need to take an innovative and strategic approach. 
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LITERATURE REVIEW TRIANGLE
Critical Analysis of External Factors Influencing the Creator Economy
1. Background
The Creator Economy is a digital ecosystem where individuals create and share content online to build audiences and earn income across platforms.
2. Why It Is Important
It creates new job opportunities, supports entrepreneurship, drives innovation, and contributes to economic growth by connecting creators and audiences globally.
3. What Research has been Performed and What has been found
• Technological (platforms, AI, tools) 
• Economic (income, advertising, sponsorships) 
• Social (audience behaviour, trends, culture) 
• Legal (copyright, regulation, data privacy) 
• Political (policies, regulations, taxation) 
• Environmental (sustainability, energy use, climate impact) 
• Ethical (transparency, honesty, responsible content, inclusivity, misinformation)
The performance found that AI, Platform agorithms, consumer behaviour, government regulations, sustainability, and transparency impact creators’ visibility, income, audience trust, and long-term success in the economy.
4. The specific Area you are Interested
STEEPLE, SWOT Analysis, DPSIR 
5. Current Ideas and hypotheses in this area 
Debates around AI impact, platform dependency, fair pay, content ownership, and changing regulations. More research is needed on long-term effects and sustainable strategies.
6. Key Research Questions that Remain
Who, why, Where, When, what, and How, do external factors influence the Creator Economy?
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1. BACKGROUND

The Creator Economy is a digital ecosystem where
individuals create and share content online to build
audiences and earn income across platforms.

2. WHY IT IS IMPORTANT

It creates new job opportunities, supports entrepreneurship,
drives innovation, and contributes to economic growth
by connecting creators and audiences globally.

3. EXTERNAL FACTORS INFLUENCING
THE CREATOR ECONOMY
Technological (platforms, Al, tools)
« Economic (income, advertising, sponsorships)

« Social (audience behaviour, trends, culture)
 Legal (copyright, regulation, data privacy)

« Political (policies, regulations, taxation)

* Environmental (sustainability, energy use,

climate impact)

Ethical (transparency, honesty, responsible content,
inclusivity, misinformation)

4. RESEARCH FINDINGS &
CRITICAL ANALYSIS

Studies show these factors strongly affect
creators’ growth, visibility, income

stability and long-term sustainability.
Different authors present both
opportunities and challenges.

5. CURRENT DEBATES
& RESEARCH GAPS

Debates around Al impact, platform
dependency, fair pay, content
ownership, and changing

regulations. More research is
needed on long-term effects
and sustainable strategies.

6. RESEARCH QUESTION
How do external factors
influence the Creator
Economy?




