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[bookmark: _Toc234607867]Introduction
The creator economy has become an increasingly important part of today’s digital business environment, particularly through platforms such as TikTok, YouTube and Instagram. These platforms enable creators, businesses and brands to produce, share and monetise digital content through advertising, sponsored partnerships, affiliate marketing and online communities. However, the industry's success depends not only on creativity but also on external factors, including technological innovation, platform governance, regulation, competition and changing consumer behaviour.
The rapid expansion of the creator economy has transformed content creation into a significant business sector that contributes to the wider digital economy. As brands continue to invest in influencer marketing, creators face both new commercial opportunities and increasing external pressures that influence long-term sustainability.
This report critically analyses the external factors influencing the creator economy using the STEEPLE framework. It then applies a SWOT analysis to evaluate the industry's strategic position before using the DPSIR framework to explore future trends and challenges. Finally, the report provides practical recommendations to help creators and organisations remain competitive within an increasingly dynamic and regulated digital environment.
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The STEEPLE analysis is an essential tool for understanding how external factors shape the digital environment. Julie Atherton (2019) argues that any social media strategy, including influencer marketing, should begin with a thorough assessment of the external environment and explicitly uses the STEEPLE framework to structure this analysis. This approach is particularly relevant to the creator economy, as digital creators depend on external factors such as technological developments, legal regulations, economic conditions, social expectations and ethical considerations.
Social factors play a key role in the creator economy because its success depends on changing consumer behaviour, digital communities and cultural trends. Hamas and Fransiska (2024) suggest that the growth of influencer marketing is driven by increasing trust in peer-to-peer recommendations, creating significant opportunities for creators to build loyal audiences and long-term brand partnerships. This is supported by Campbell et al. (2026), whose study of 6,079 influencers across 57 countries found that content strategy, audience relationships and ecosystem connectivity are strongly linked to follower growth. However, growing consumer awareness has increased expectations of authenticity and transparency, meaning that creators who prioritise commercial gain over genuine engagement risk losing credibility. Evidence from the United Kingdom further illustrates this trend, with TikTok reaching 24.8 million adult users and recording an average of 42 hours of use per month, demonstrating its significant influence on consumer behaviour and digital communities (The Global Statistics, 2025). Consequently, social factors create both opportunities for audience growth and challenges in maintaining trust within an increasingly competitive digital environment.
Technological Factors. Technology underpins the creator economy, as digital platforms, artificial intelligence (AI) and recommendation algorithms determine how content is created, distributed and monetised. Sivula, Siakas and Naaranoja (2025) highlight that technological innovation directly influences content visibility and revenue generation. For example, changes to the recommendation algorithms used by TikTok and Instagram can significantly affect audience reach. Although generative AI improves productivity, personalises content and reduces production costs, it also raises concerns about originality, copyright and AI-generated influencers, increasing competition for human creators. Evidence from the United Kingdom further illustrates this impact, with TikTok recording an average of 286 monthly sessions per user, demonstrating the effectiveness of its recommendation algorithm in driving user engagement (The Global Statistics, 2025). Consequently, technology creates both opportunities for innovation and challenges through increasing dependence on platform algorithms.
Economic factors directly influence the sustainability and profitability of content creation. Sivula, Siakas and Naaranoja (2025) explain that the platform economy relies on digital business models in which monetisation systems and market competition shape creators’ financial opportunities. As brand investment in influencer marketing increases, creators gain access to new revenue streams. However, earnings remain unpredictable because they depend on platform monetisation policies, advertising demand and audience engagement. Evidence from the United Kingdom shows that TikTok advertising reach 45% of adults, while the platform generates the highest consumer spending among social media platforms, highlighting its economic importance within the creator economy (The Global Statistics, 2025). Consequently, financial sustainability remains one of the industry's key challenges.
Environmental factors increasingly influence the creator economy as consumers and brands expect influencers to promote sustainable and responsible consumption. Ge (2024) shows that influencers significantly shape Generation Z’s attitudes towards sustainable fashion, affecting influencer–brand partnerships and encouraging companies to collaborate with creators who share environmental values. For example, fashion and beauty brands increasingly partner with sustainability-focused influencers to promote environmentally responsible products, reflecting growing consumer demand for ethical consumption. Consequently, environmental responsibility has become an important competitive factor influencing brand reputation and long-term collaboration opportunities within the creator economy.
Political factors significantly influence the creator economy through government policy, platform governance and regulatory intervention. Duffy, Ononye and Sawey (2024) argue that influencers operate within an unregulated labour environment where platforms control content visibility, monetisation and governance, creating risks such as precarious working conditions and limited institutional protection. In the United Kingdom, recent government proposals to strengthen online safety for children, including restricting social media access for those under 16, demonstrate how future regulation could affect platform usage, audience reach and influencer marketing strategies (UK Government, 2026) If these proposals were implemented, creators and brands would need to adapt their content and marketing practices to comply with new regulations. Consequently, political developments remain a significant external factor shaping the long-term sustainability of the creator economy.
Legal factors play a crucial role in shaping the creator economy, as influencers operate within a complex and often underregulated digital environment. Graves (2025) explains that Creator Economy Law covers areas such as copyright, trademarks, privacy, child protection and platform governance, highlighting important gaps in legal protection for creators. These gaps expose influencers to risks including intellectual property disputes, advertising compliance and data privacy issues. For example, several influencers have been criticised by the UK's Advertising Standards Authority (ASA) for failing to disclose paid promotions, demonstrating the importance of complying with advertising regulations and protecting consumer rights. Consequently, legal compliance has become essential for maintaining professionalism and consumer confidence within the creator economy.
Ethical factors play a crucial role in shaping the creator economy because transparency and responsible communication are essential for maintaining public trust. Duffek et al. (2025) argue that authenticity is fundamental to successful influencer marketing and emphasise that creators and brands must work together to maintain credibility and long-term consumer trust. This supports the findings of Ha, Lee and Kim (2024), who demonstrate that inadequate sponsorship disclosure, misleading endorsements and emotionally manipulative marketing practices can harm consumers and undermine creators’ credibility. For example, influencers who promote health, financial or beauty products without providing accurate or transparent information have attracted increasing public criticism, demonstrating how misleading endorsements can damage consumer trust, professional credibility and long-term brand relationships. Consequently, ethical standards and honest communication have become essential for maintaining public confidence and supporting the long-term sustainability of the creator economy.
[bookmark: _Toc234607869]SWOT Analysis
The SWOT analysis evaluates the strategic position of the creator economy by identifying its key strengths, weaknesses, opportunities and threats. Building on the STEEPLE analysis, it examines how external factors, including technological innovation, platform governance, changing consumer behaviour and regulation, influence the industry's competitive environment. According to Libai et al. (2025), influencer marketing operates within a digital ecosystem shaped by platforms, algorithms, audiences and emerging technologies, making SWOT an effective tool for assessing the creator economy's strategic opportunities and challenges.
	Strengths
· Strong consumer trust
· High audience engagement
· Global reach
· Growing brand investment
	Weaknesses
· Dependence on algorithms
· Dependence on platform monetisation
· Unstable income
· Limited legal protection


	Opportunities
· AI innovation
· Sustainable content
· Growing influencer marketing
· New revenue streams
	Threats
· AI-generated influencers
· Loss of consumer trust
· Platform policy changes.
· High market competition



For example, creators with large and diversified audiences across platforms such as TikTok, YouTube and Instagram are more resilient to algorithm changes than smaller creators who depend on a single platform for visibility and income.
The SWOT analysis reflects the findings of the STEEPLE analysis by showing that the creator economy combines keys strengths, including strong consumer trust, high audience engagement and global reach, with structural weaknesses resulting from its dependence on platforms and algorithms. As Madecraft (2021) explains, SWOT analysis helps clarify how internal strengths and weaknesses interact with external opportunities and threats at the same time, the industry presents significant opportunities through AI innovation, the continued growth of influencer marketing and new monetisation models. However, it also faces major threats, including AI-generated influencers, increasing regulation and changing platform policies. Overall, the creator economy has rapid growth potential but remains highly vulnerable to external factors, requiring creators and influencer-based businesses to adapt continuously to remain competitive.
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The DPSIR (Drivers, Pressures, State, Impact, Response) framework is used to understand how external factors create pressures and drive change within complex systems. Tscherning et al. (2012) explain that the framework identifies the drivers that influence a system, the resulting pressures and impacts, and the responses required to promote long-term sustainability. Building on the findings of the STEEPLE and SWOT analyses, the DPSIR framework provides a structured approach for exploring future trends in the creator economy. It is particularly relevant because technological innovation, platform governance, increasing regulation and changing consumer behaviour continue to reshape the industry, requiring creators and influencer-based businesses to adapt to an increasingly competitive and regulated digital environment.
	DPSIR
	Application to the Creator Economy

	Drivers
	Rapid AI development, platform innovation, growing influencer marketing, changing consumer behaviour and increasing demand for authentic content.

	Pressures
	Algorithm changes, AI-generated influencers, stricter advertising regulations, market saturation and stronger platform governance.

	State
	The creator economy is becoming more competitive, technology-driven and regulated, with creators increasingly dependent on digital platforms for visibility and income.

	Impacts
	Greater competition, unstable income, higher compliance requirements and increasing pressure to maintain transparency, authenticity and audience trust.

	Responses
	Diversify revenue streams, adopt AI responsibly, comply with advertising regulations, strengthen ethical communication and build direct relationships with audiences.


The DPSIR analysis suggests that the creator economy will become increasingly shaped by artificial intelligence, platform governance and regulatory developments. This prediction is consistent with recent research, which argues that the future of the creator economy will depend on technological innovation, diversified monetisation strategies and creators’ ability to adapt to rapidly changing digital environments (Praneeth and Tamizharasi, 2025). Furthermore, the continued growth of AI-generated influencers, increasing regulation and market saturation is likely to intensify competition, making innovation, transparency and adaptability essential for long-term success.
[bookmark: _Toc234607871]Recommendations 
Strengthen digital capabilities and reduce platform dependence.
Based on the findings of Weber et al. (2021), digital creators and influencer-based organisations should strengthen their technical skills and diversify both their digital tools and content distribution channels. Although the study focuses on food influencers, its findings highlight broader challenges associated with platform algorithms, technological change and audience expectations that are relevant across the creator economy. Rather than relying on a single platform, creators should expand their presence across multiple platforms, develop new digital skills and experiment with different content formats. This approach can reduce dependence on platform algorithms, improve resilience to technological change and support long-term sustainability within an increasingly competitive digital environment.

Strengthen strategic planning and monitor the external environment.
Given that the creator economy is strongly influenced by external factors, digital creators and influencer-based organisations should regularly monitor changes in the external environment using the STEEPLE framework to identify emerging risks and opportunities. As highlighted by the CIPD (2025), analysing external factors supports more effective strategic decision-making in rapidly changing business environments. The findings of the STEEPLE, SWOT and DPSIR analyses indicate that technological innovation, increasing regulation, changing consumer behaviour and ethical expectations will continue to shape the creator economy. Therefore, creators and organisations should strengthen strategic planning, diversify platforms and revenue streams, improve digital capabilities and maintain compliance with advertising regulations to enhance long-term resilience and sustainability.
[bookmark: _Toc234607872]Conclusion 
This assesment has demonstrated that the creator economy is strongly influenced by social, technological, economic, environmental, political, legal and ethical factors that shape how digital creators and influencer-based organisations operate. The STEEPLE, SWOT and DPSIR analyses identified significant opportunities through technological innovation and market growth, but also highlighted challenges including platform dependence, increasing regulation and growing competition. Overall, long-term success will depend on strategic adaptability, including diversifying revenue streams, strengthening digital capabilities, maintaining transparency and responding effectively to changing regulations. Creators and organisations that adopt these strategies will be better positioned to achieve sustainable growth in an increasingly competitive digital environment.
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