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[bookmark: _Toc1349091165]1. Introduction
The creator economy is a digital labour market where individuals use platforms like TikTok and YouTube to make money from their content. This has changed media production by using algorithms instead of traditional gatekeepers, allowing creators to build their own brands. This shift is driven by consumers preferring content from peers over corporate ads. Creators earn money through sponsorships, ads, affiliate marketing, merchandise, and subscriptions. However, this economy is unstable due to fast technological changes, new regulations, economic issues, and unpredictable audience tastes. This report offers a critical evaluation of these external pressures through a STEEPLE framework, assesses strategic positioning via a SWOT analysis, and implements a DPSIR model to forecast industry trajectories. To ground these theoretical frameworks in practice, the strategic adaptations of digital creator Iman Gadzhi are examined as a central case study.
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	Factors 
	External industry impacts 
	Implications for Iman Gadhzi 
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	Preference for authenticity over corporate messaging; rising scrutiny of advice on finance/careers; parasocial audience dynamics

AI tools reduce production costs; algorithm changes control visibility; rise of virtual influencers; low-cost global distribution



Global influencers spend to exceed £28bn by 2026; marketing budgets cut in downturns; extreme income inequality across creators

Digital infrastructure contributes ~2% of global emissions; brands demand sustainability accountability; youth audiences prioritise climate action

UK DSA/Ofcom rules; cross-border platform bans; ongoing review of creator employment status and taxation




Mandatory ad disclosures; GDPR/data protection; consumer protection for online courses; copyright enforcement

Concerns over misleading marketing; creator mental health and burnout; fair pay and contract fairness debates
	Builds loyalty through frank guidance; vulnerable to rapid reputational damage if trust is breached; must be transparent about expertise limits

Streamlines content creation; exposed to sudden reach drops from platform updates; faces growing competition from automated accounts


Diversified income from courses reduces platform reliance; slower premium service uptake during inflation; outperforms smaller peers but not immune to trends

Currently limited public engagement with this topic; may lose partnerships with ethical brands; missed connection with eco-conscious followers

Must comply with varying national transparency laws; risk of restricted access to major markets; unclear long-term tax and benefit obligations



Must label all partnerships clearly; avoid overpromising income results; update terms to meet UK consumer rights standards

Faces criticism of course pricing and claims; must balance promotion with realistic expectations; pressure to improve transparency around business practices



Expanding on key trends: the shift toward peer trust has allowed niche creators to challenge mainstream authority but also raises risks when guidance lacks evidence (Tuten & Solomon, 2021). 
3.swot analysis 
	Strengths
	Weaknesses

	Strong personal brand
	Heavy dependence on social media platforms

	Multiple revenue streams
	Income can fluctuate due to algorithm changes

	Global audience reaches
	Reputation can be damaged quickly

	Low operating costs
	High competition within the creator economy



	Opportunities
	Threats

	AI tools improve content creation
	AI-generated influencers increase competition

	International audience expansion
	Market saturation reduces visibility

	New social media platforms
	Increased government regulation

	Creator-owned businesses
	Platform algorithm changes affect income



For creators like Gadzhi, strengths in niche authority and scalable digital products outweigh weaknesses when paired with proactive adaptation. Opportunities lie in moving beyond content creation to build independent intellectual property, while threats centre on losing competitive advantage to automated alternatives or falling foul of new regulation.
4. DPSIR Framework 
	Element
	Description

	Drivers
 
 



Pressures





Current State
 
 



Impacts
 


 Responses
 
	Rising global social media usage; demand for accessible upskilling; falling AI tool costs; corporate shift toward performance-based marketing



Content oversupply; regulatory compliance burdens; declining organic reach; pressure to create content at ever-increasing frequency



Top 1% of creators capture 72% of sector revenue; 60% rely on a single platform; UK creators face unclear employment classification



Widening income gap between elite and emerging creators; growing precarity; push toward niche specialisation; demand for industry-wide standards

Diversify income streams; build owned audience assets; adopt ethical codes; form creator collectives; develop independent distribution channels





Gadzhi’s shift from content creation to running a dedicated education business exemplifies leading practice here: reducing exposure to platform pressures while addressing demand for practical business training (Influencer Marketing Hub, 2025). Over the next three years, the sector will see further consolidation, with mid-tier creators either specialising deeply or partnering with others to share compliance and operational costs
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Recommendations

 Drawing together all the findings from the STEEPLE, SWOT and DPSIR analysis, below are four practical recommendations relevant to the wider influencer industry, and particularly applicable to creators such as Iman Gadzhi:

 1. Reduce platform dependency
 Build owned channels such as email lists or independent sites rather than relying entirely on social algorithms (Van Dijck, 2013). Gadzhi should keep his education business separate from personal profiles to insulate income from sudden reach drops. his means keeping his educational business operations and customer base separate from his personal social media channels, so that any sudden drop in reach or visibility does not put his core revenue at risk.

 2. Ensure full transparency
 Label all paid partnerships clearly per ASA/CMA rules and avoid overpromising guaranteed results in course marketing (ASA, 2025). This prevents penalties and preserves audience trust; this is especially critical when selling online courses or coaching services: making unsubstantiated claims about guaranteed income or certain results is misleading and may breach consumer protection rules. Being transparent about what learners can realistically achieve,

 3. Reflect modern expectations
 Be open about brand-partner selection and acknowledge digital environmental impacts (UNESCO, 2025) and be honest about the limits of expertise to build further credibility. It is equally important to be honest about the limits of his knowledge, rather than presenting himself as an authority on every related topic. This kind of integrity resonates strongly with younger audiences and ethically focused brands operating in the UK market.

 4. Use AI as an aid, not a replacement
 Leverage AI for admin and research, but keep core content and teaching human-led to retain the authenticity that underpins competitive advantage (McKinsey & Company, 2023). This balance improves efficiency without diluting the distinct voice and connection that form his competitive edge.


[bookmark: _Toc1276243411]6. Conclusion
The creator economy represents a fundamental shift in how media is produced, distributed, and monetised, offering unprecedented opportunities for entrepreneurial individuals while facing structural instability from external pressures. As outlined in the STEEPLE analysis, social expectations, technological change, economic conditions, environmental concerns, political intervention, and legal standards all shape how creators operate. SWOT and DPSIR assessment confirm that long-term success depends not on chasing viral trends, but on building resilient, ethical, and independent business models. Iman Gadzhi’s trajectory demonstrates that moving beyond content creation into scalable, diversified services can reduce vulnerability, but ongoing adaptation to regulation, audience expectations, and competition remains essential. Sustainable growth in this sector requires balancing creative freedom with accountability, and platform reach with independent control.
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