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Executive summary

The creator economy offers substantial opportunities, but its sustainability is constrained by platform dependence, uneven income, intense competition, legal and ethnical risks. Using the DPSIR framework, this report examines how technology, audience behaviour and commercial demand drive growth while algorithmic control and unstable monetisation create pressure. STEEPLE and SWOT analyses, alongside three creator cases, show that risks differ by business model. The report recommends diversified distribution and revenue, plus clear procedures for advertising disclosure and audience trust.
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A Critical Analysis of External Factors Influencing the Creator Economy/ Influencer industry



1. Introduction 
1.1Definition of an influencer: 
An influencer is a social media user who has established credibility in a specific field, built an audience, and has the ability to influence followers’ attitudes, opinions and purchasing decisions through their online content and recommendations. Influencers can be understood as independent third-party endorsers whose perceived personality characteristics may shape audience perceptions and responses (Freberg et al., 2011; De Veirman, Cauberghe and Hudders, 2017).

1.2 Background of the Creator Economy: The creator economy comprises individuals and businesses earning through digital content, advertising, sponsorships, subscriptions, affiliate marketing and products. Platforms lower publishing barriers but control distribution, audience data and monetisation (Cunningham and Craig, 2019; Peres et al., 2024). An influencer can shape opinions and purchasing decisions through perceived expertise, credibility or follower relationships (Abidin, 2016).

1.3 Aim and scope of the report: 
This report applies DPSIR—Drivers, Pressures, State, Impacts and Responses—using the STEEPLE analysis in Appendix A and SWOT in Appendix B. IShowSpeed represents personality-led livestreaming, Huda Kattan a creator-linked beauty business, and Steven Bartlett podcasting and media entrepreneurship. The report argues that diversified revenue and customer relationships offer greater resilience than reach alone.
2.DPSIR ANALYSIS 
2.1 Drivers: forces driving the creator economy
The creator economy is driven by technological accessibility, changes in audience behaviour and the commercial value of digital influence. Accessible production technology, participatory audiences and demand for trusted niche communication drive growth. Smartphones lower entry costs, while sharing and livestreams encourage participation (Jenkins, 2006; OECD, 2007). Self-branding and “visibility labour” maintain attention (Khamis, Ang and Welling, 2017; Abidin, 2016, 2018). Celebrity endorsement theory explains how public qualities can transfer to products (McCracken, 1989), but follower counts alone do not establish credibility or purchasing impact (De Veirman, Cauberghe and Hudders, 2017; Lou and Yuan, 2019).
The cases convert attention differently: IShowSpeed relies on live entertainment, Huda Kattan links beauty content to products, and Steven Bartlett develops long-form conversations into a media property. Their documented milestones show that platform reach creates opportunity, but the route to durable value differs by model.
Lower entry barriers intensify competition. Because the creator economy includes platforms, firms and consumers as well as creators (Peres et al., 2024), success depends on systems that distribute and monetise attention, not creativity alone.

             2.2 Pressures: risks and external constraints

Platform dependence is a major pressure: algorithms shape visibility, while platforms control monetisation and audience data. Cotter (2019) describes an algorithmic “visibility game”; Bucher (2018) explains how algorithms shape what users see. Cultural production is increasingly platformised, so creators’ work and income are shaped by platform rules (Nieborg and Poell, 2018). Performance can fall without poorer content. IShowSpeed faces live-content and recommendation risks; Bartlett depends on discovery systems; Huda Kattan’s product business can build direct customer relationships, although social platforms still support awareness.
Economic insecurity compounds platform risk: advertising budgets fluctuate, sponsorships are unevenly distributed and professional production costs money. Duffy (2017) highlights insecurity and unpaid labour in aspirational creative work. Appendix B identifies uncertain earnings and pressure to publish as weaknesses in a market where attention is scarce and rewards unequal.
Legal and ethical pressures require advertising disclosure. The Competition and Markets Authority says commercial relationships, including promotion of creators’ own products, must be clear (CMA, 2025a; CMA, 2025b). ASA monitoring reported that, in its Instagram and TikTok sample, 57% of influencer advertisements complied with disclosure rules, 9% used unclear labels and 34% had no disclosure (ASA, 2025). These findings describe the sample, not all advertising. The Online Safety Act 2023 and Digital Markets, Competition and Consumers Act 2024 shape the UK context for online safety and consumer protection (Great Britain, 2023; Great Britain, 2024). For creators reaching EU audiences, the EU Digital Markets Act (DMA) is a separate part of the regulatory context: designated gatekeeper platforms must, among other obligations, allow business users to promote offers and conclude contracts with customers outside the platform (European Commission, 2026). This EU regime should not be confused with the UK’s Digital Markets, Competition and Consumers Act 2024.
Because audiences may perceive creators as relatable, commercial messages can be persuasive. Audrezet, de Kerviler and Guidry Moulard (2020) identify tensions between authenticity and sponsorship; Duffy and Hund (2019) likewise examine the “authenticity bind” created by gendered visibility expectations. Influencer-marketing research also finds that commercialisation requires strategic management of creator identity and audience relationships (Hudders, De Jans and De Veirman, 2021). Evans et al. (2017) show that disclosure wording affects advertising recognition. Direct audience access is therefore both a strength and a vulnerability when distribution remains platform-controlled. Transparency protects trust, particularly for beauty, financial and other consequential claims.

             2.3 State: the current condition of the creator economy
The industry combines global reach with unequal monetisation and uncertain durability. Ofcom’s Online Nation 2025 report contextualises UK online use (Ofcom, 2025), but audience size is not a financial result. Social Blade’s IShowSpeed charts show variation in estimated monthly views and subscriber gains (Appendix E); spikes do not establish income, loyalty or profitability. The three cases are illustrative rather than representative, and third-party audience estimates are approximate.
The cases show how business models shape resilience. In September 2024, IShowSpeed’s Singapore livestream ended after he was told he could not livestream on a theme-park ride, illustrating how venue rules can interrupt output (CNA, 2024). Huda Kattan launched Huda Beauty’s first false-eyelash product in 2013 and reportedly rejected a $1.5 million offer for a 60% stake in 2014, showing early traction and a choice to retain control (Business of Fashion, 2019). The Diary of a CEO reached one billion combined views and listens across platforms in November 2024, demonstrating multi-platform distribution, although the figure was company-reported (Bartlett, 2024).
The industry is promising but fragile. Technology lowers costs but increases saturation; commercial pressure can encourage hidden promotion; regulation adds compliance work while potentially strengthening confidence. These STEEPLE factors overlap: AI is technological but also raises ethical questions about authenticity, legal questions about intellectual property and economic questions about production costs. Resilience depends on revenue control, customer relationships and reputation.
              2.4 Impacts: economic, social and environmental consequences
The creator economy supports entrepreneurship, cultural participation and new routes to market (Cunningham and Craig, 2019), but rewards are uneven and visibility can intensify competition and emotional labour (Duffy, 2017; Marwick, 2013). Parasocial relationships and credibility influence purchase intentions (Sokolova and Kefi, 2020), making disclosure essential.
Streaming, storage and AI production rely on energy-consuming networks, devices and data centres. A life-cycle assessment of digital content consumption shows that impacts arise across end-user devices, data centres and transmission networks, and that the scale varies with infrastructure and electricity sources (Istrate et al., 2024). Without creator-specific lifecycle data, the footprint of the creators examined here cannot be quantified confidently. The report distinguishes observable reach metrics from outcomes the available evidence cannot establish.
DPSIR links the frameworks causally: STEEPLE’s digital and commercial changes are drivers; platform dependence, competition and compliance are pressures; Appendix B’s unequal monetisation and platform dependence describe the industry’s state; impacts include opportunity, insecurity and trust risks; responses include diversification and transparent promotion (Appendices A–C). Responses may reduce, but cannot eliminate, market risk.

            2.5 Responses: adapting to external change
Industry responses include cross-platform distribution, subscriptions, merchandise, licensing, creator-owned products and paid communities. These can reduce dependence on one income source but add costs. As business models determine how innovation captures value (Teece, 2010), diversification should fit the creator’s capabilities rather than be treated as a universal formula.
Creators and brands can label advertising clearly, check product claims, document sponsorships and correct errors (ASA, 2023; CMA, 2025a; CMA, 2025b). Appendix B shows the tension: direct audience access is a strength, but third-party distribution can make it a weakness. Section 4 sets out specific actions.

3. FUTURE LENS:
 AI-assisted production, regulation and competition are likely to shape the sector, although these remain scenarios. AI may lower editing, captioning and translation costs but increase saturation. Originality, expertise and trust may therefore matter more than volume (Peres et al., 2024). The intellectual-property questions surrounding AI training data also create a need for creators and businesses to monitor rights and provenance (OECD, 2025).
Synthetic media may intensify questions about provenance, disclosure and intellectual property. The OECD (2025) identifies data scraping for AI training as a source of intellectual-property and rights concerns. Platform governance will continue to affect moderation and visibility (Gillespie, 2018). Regulation creates compliance work but may also help audiences identify commercial content and improve confidence.
Saturation favours creators able to build value beyond one feed. Huda Kattan’s product model can connect audience identity with owned products but adds operational risk; Bartlett’s podcast supports multi-format distribution; IShowSpeed remains tied to live entertainment. The most resilient model is not universally a brand or podcast, but one combining audience fit, diversified revenue, repeat value and operational capability.

These scenarios depend on consumer behaviour, platform policy and creators’ capacity to adapt; Appendix E compares implications across models.


4. Recommendations 

Recommendation 1: Diversify distribution and revenue. Within three months, creators and managers should map revenue by platform, identify the largest dependency and test one complementary channel or revenue stream. Live streamers can repurpose clips, podcasters can distribute across audio and video, and creator-led brands can strengthen direct customer channels. Review results quarterly; success means the new channel is active, repeat audience/customer activity is tracked, and dependence on the largest source is falling.


Recommendation 2: Implement a trust and compliance checklist. Within one month, creators, managers and brand partners should document sponsorship approval, advertising labels, evidence for product claims, correction procedures and moderation safeguards. Live streamers need escalation rules; product businesses need claim and customer-service checks; podcasters need sponsorship labels and editorial review. Audit 10 promotional items quarterly and record the proportion with correct disclosure, the time taken to correct identified errors, and the number of substantiated complaints.
These actions address DPSIR pressures and Appendix B’s weaknesses and threats. Diversification is the stronger resilience strategy, provided it matches management capacity; transparent promotion is a baseline obligation.


5. Conclusion


The creator economy offers opportunities, but platform dependence, unequal income, saturation and legal and ethical duties constrain sustainability. DPSIR shows that drivers of growth also create risk. Creator-owned products offer the greatest potential to retain customer relationships and capture repeat value, but only where product quality and operations are strong. For creators without that capability, diversified media or subscriptions may be more resilient than launching products. Across models, diversification and trust are priorities.
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11.Appendices 
· Appendix A: STEEPLE Analysis 
	Factor
	External change and cause 
	Effect of influencers / creators 
	Opportunities and Threats 

	Social
	Audiences increasingly engage with personality-led, interactive and niche content.
	Creators must maintain engagement and manage public reputation.
	Opportunity: loyal communities. Threat: audience fatigue and reputational crises.

	Technological 
	Algorithms, AI tools, livestreaming and distribution systems evolve rapidly.
	Creators must adapt production and distribution strategies.
	Opportunity: lower costs and wider reach. Threat: platform dependence and saturation.

	Economic
	Advertising budgets fluctuate; sponsorship competition and production costs vary.
	Income can be unpredictable, especially with one revenue stream.
	Opportunity: subscriptions, products and licensing. Threat: unstable earnings.

	Environmental
	Streaming, storage and AI processing require digital infrastructure and energy.
	Creators may have limited visibility into their content footprint.
	Opportunity: efficient production. Threat: growing infrastructure demand.

	Political
	Governments debate platform accountability, online safety and AI governance.
	Policy changes can alter digital publishing conditions.
	Opportunity: clearer standards. Threat: regulatory uncertainty.

	Legal
	Advertising disclosure, consumer protection, copyright and privacy rules affect creators.
	Creators need procedures for promotions, content rights and data.
	Opportunity: transparency. Threat: complaints and legal exposure.

	Ethical 
	Concerns persist about authenticity, misinformation, hidden advertising and harmful content.
	Creators must balance commercial incentives with audience welfare.
	Opportunity: long-term trust. Threat: loss of credibility and audience harm.


Critical evaluation: STEEPLE factors are interconnected. AI is technological but also raises ethical questions about authenticity, legal questions about intellectual property and economic questions about production costs. Advertising regulation creates compliance responsibilities while helping audiences identify commercial content.


· Appendix B: SWOT Analysis 

	Strengths 
	Weaknesses 
	Opportunities 
	Threats

	Direct communication with audiences.
	Dependence on third-party platforms and algorithms.
	AI-assisted production and translation.
	Content saturation and intense competition.

	Accessible routes into digital publishing.
	Unequal income distribution and uncertain earnings.
	Direct-to-consumer products and paid communities.
	Algorithm changes and account restrictions.

	Ability to serve specialist communities.
	Pressure to publish frequently and maintain visibility.
	International audiences and cross-platform distribution.
	Reputational damage and undisclosed advertising.

	Flexible formats, including livestreams, podcasts and products.
	Smaller creators may lack legal, financial and production support.
	Licensing and creator-owned intellectual property.
	Copyright disputes and fluctuating advertising budgets.



Critical evaluation: Direct audience access is a strength, but it can become a weakness when controlled by external platforms. AI may reduce production costs while intensifying competition. Resilience requires audience relationships, diversified revenue, credible content and compliance.




·  Appendix C: DPSIR diagram 
The DPSIR sequence. Responses can influence subsequent pressures and the future state of the industry.


· Appendix D: Evidence limitations 
1. Audience metrics are not financial results. Followers, subscribers and views cannot establish income, profitability, customer loyalty or business valuation.
2. The case studies are illustrative. Three creators cannot represent the full diversity of the creator economy.
3. Regulatory monitoring has a defined sample. ASA findings describe the content monitored, not every influencer advertisement.
4. Future developments are uncertain. Predictions about AI, regulation and market saturation are scenarios rather than guaranteed outcomes.
5. Environmental effects are difficult to attribute. The footprint of digital content depends on devices, networks, data centres, energy sources and production practices.
6. The report uses audience metrics to illustrate reach and academic or regulatory sources to analyse broader patterns. It does not infer income or profitability from audience size.




· Appendix E: Creators reach and social blade statistics
The following figures illustrate different forms of audience reach. They should not be combined into a single ranking because they measure different things.

Figure E1.IShowSpeed — monthly gained subscribers (Social Blade, 2024–2026).


[image: A graph on a white background

AI-generated content may be incorrect.]
Figure E2.IShowSpeed — monthly gained subscribers (Social Blade, 2024–2026).
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Figure E3.IShowSpeed — Daily income  (Social Blade, 10.10.20026-17.10.2026).


[image: A screenshot of a video channel

AI-generated content may be incorrect.]

Source: Social Blade (2026), IShowSpeed YouTube statistics, monthly gained, income , views chart; screenshot supplied for this report (accessed 23 October 2026).











Figure E2. Huda Kattan — personal Instagram follower count, October 2026.
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Source: HypeAuditor (2026), historical Instagram follower data for Huda (@huda), accessed 20 October 2026.







Figure E3. The Diary of a CEO .
Source: Social Blade (2026), daily YouTube channel metrics for The Diary of a CEO, accessed 21 October 2026.
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Interpretation: IShowSpeed's figures illustrate entertainment reach; Huda Kattan's personal Instagram figure illustrates the reach of a creator associated with a consumer brand; and Bartlett's YouTube milestone illustrates the scale of a long-form media property. These indicators do not establish relative income, engagement quality or profitability.

· Appendix F: Comparison of creator business models

	Dimension
	IShowSpeeed
	Huda Kattan
	Steven Bartlett

	Principal model
	Livestreaming and personality-led entertainment
	Beauty content and creator-led consumer brand
	Podcasting, media and entrepreneurship

	Main source of value
	Live interaction, entertainment and shareable moments
	Beauty expertise, personal brand and products
	Long-form conversations and media distribution

	Most relevant STEEPLE factors
	Technological, social, ethical and legal
	Economic, social, legal and ethical
	Technological, economic, legal and ethical

	Main vulnerability
	Platform visibility and live reputational risk
	Product trust, competition and consumer confidence
	Platform discovery, audience retention and credibility

	Recommended response
	Diversify distribution and use live-content safeguards
	Protect product quality and develop direct customer relationships
	Diversify distribution and maintain editorial standards

	Future opportunity
	AI-assisted translation and cross-platform clips
	Social commerce and owned product channels
	Multi-format publishing and international distribution


 
This comparison applies the industry-wide frameworks to three different creator models. Appendix A identifies the external environment, Appendix B evaluates the industry's strategic position, and Appendix F demonstrates how the same factors can have different implications for individual creators.


Drivers: digital access, creator-led consumption, commercial demand and AI tools.


Pressures: platform dependence, competition, unstable income and compliance requirements.


State: rapid industry growth with unequal reach, monetisation and resilience.


Impacts: entrepreneurial opportunities, cultural influence, income insecurity and trust risks.


Responses: diversification, transparent advertising, content safeguards and adaptive business models.
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Monthly Estimated Earnings Yearly Estimated Earnings
Daily Channel Metrics Last14 Days ©
Subscribers Estimated Earnings
Sat  2026-10-10 +100K  20.4M  +5,093,614 1,904,283,212 +1 925  $1.3K- $20K
Sun  2026-10-11 - 20.4M  +2,197,947 1,906,481,159 -- 925  $549 - $8.8K
Mon  2026-10-12 - 20.4M  +4,316,773 1,910,797,932 +1 926 $11K- $17K
Tue  2026-10-13 - 20.4M - 1,910,797,932 +1 927  $0-$0
Wed 2026-10-14 +100K  205M  +6,533,057 1,917,330,989 -~ 927  $1.6K- $26K
Thu 2026-10-15 - 205M  +5,022,146 1,922,353,135 +1 928  $1.3K- $20K
Fri ~ 2026-10-16 - 205M - 1,922,353,135 +2 930 $0-$0

Sat  2026-10-17 +100K 20.6M +6,400,768 1,928,753,903 +2 932 $1.6K - $26K




