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Testimonials

“As Al gets more advanced, the need for
human connection will deepen and
creator economy's success was driven by
the emotional resonance with audience
which celebrities couldn't achieve. So,
over time, that need to connect or be able
to relate with someone will increase and
hence drive more and more growth in this
space. However, creators need to become
wise to be able to use Al to fastrack their
processes without losing out on their
authenticity, trust and the bond they
share with their audience. The creator
economy is here to stay and even thrive
but the texture of its growth will change
a lot from glam and glory to connection
and community.”

- Shweta Arora is a full-time content creator with over
900K YouTube subscribers and 750K Instagram
followers, known for her work in the education and MBA
space. An MBA graduate from IIM Ahmedabad, she

brings a strong blend of corporate and creator-world
experience to her content.

“The creator economy has evolved
significantly over the years. Earlier,
creator content was largely limited to
formats such as GRWMs, unboxings,
hauls, dance reels, and product reviews.
However, the ecosystem has matured far
beyond these traditional formats. Today,
creators are focused on trend creation,
viral storytelling, distinctive hooks, high-
production edits, and concept-led content
that drives both entertainment and
engagement. What was once about
simply existing on social platforms has
transformed  into  an  increasingly
competitive and  performance-driven
industry - where creators are under
constant pressure to create more, earn
more, and remain culturally relevant.
The rise of mega influencers has further
accelerated this shift. Opportunities such
as international brand trips, premium PR
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packages, exclusive event invites, and
celebrity-like treatment have made
influencer success highly aspirational,
inspiring a growing influx of nano and
micro  creators into  the  space.
Simultaneously, platforms like
Instagram have evolved from social
networking apps into full-fledged content
and commerce ecosystems. Feeds today
are heavily saturated with
advertisements, branded collaborations,
and monetized content. As a result,
creator monetization has also diversified.

While brand sponsorships remain key, ad
rights, UuGcC creation, affiliate
commerce, subscriptions, and platform
monetization now form major revenue
streams for creators. This evolution has
fundamentally changed creator behavior,
many creators today approach content
with a business mindset, prioritizing
performance, scalability, and
monetization — over  casual  content
creation.”

- Akshara Gurbani is a marketing professional currently
leading influencer marketing at Kushals Fashion
Jewellery, with prior experience managing 40+ brands
including Titan, Blinkit, and Godrej at The Good Creator
Co. An MBA candidate at NMIMS, she specialises in

creator-led campaign strategy across lifestyle, fashion,
and FMCG sectors.

“The Creator Economy represents a
significant shift in how many Indians are
now earning by creating digital content,
amassing followers and leveraging them
to build enterprises. The Commerce
Society at SRCC has researched this
industry to produce a report that will be
a valuable resource for students,
researchers, and policymakers interested
in this scapel”

- Puja Mehra is a veteran economic journalist and

Consulting Editor at Mint, with over two decades of

experience across publications like The Economic Times,
India Today, and The Hindu. An M A in
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Economics from the Delhi School of Economics, she is
also the author of The Lost Decade (2008—18) and hosts
multiple podcasts on Indian economics and policy reform.

“The report on The Modern Creator
Economy offers a compelling and
insightful perspective on how digital
platforms are reshaping opportunities for
individuals across diverse backgrounds.
From my experience as a creator, I found
the report to be highly relatable. It
captures the essence of what it truly
means to build a presence today - not just
through content, but through
authenticity, consistency, and purpose.
The emphasis on communitybuilding and
storytelling strongly resonates with my
own journey. What stands out is how the
report acknowledges creators beyond
numbers and metrics. It highlights the
deeper impact creators can have -
especially for individuals who come from
underrepresented or challenging
circumstances. This is something 1
personally connect with, as the creator
economy has given me a platform to
express, grow, and be seen beyond
societal limitations. The report also does
a great job in addressing both
opportunities and challenges, making it a
balanced and realistic reflection of the
ecosystem. Overall, this is not just an
informative piece, but a meaningful one.
It reinforces the idea that the creator
economy is not only about influence—but
about creating space for voices that
deserve to be heard.”

- Subhankar Thakur is an SRCC graduate and Financial
Analyst at Wipro with interests in finance,
entrepreneurship, and content creation. He is the founder
of Swiftwit, part of McKinsey Forward ’25, and also a
national-level painting champion.
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“It is an impressive and well-structured
piece of research that captures the
evolving dynamics of the creator
ecosystem with remarkable depth and
clarity. From a practitioner’s standpoint
at  Shiprocket, the report strongly
resonates with what we are witnessing
across the digital commerce and
influencer marketing landscape today.
Your analysis  of  platform-driven
ecosystems, monetisation models, and the
growing dependence on creator-led
commerce reflects the current shift where
creators are not just content producers
but independent business units driving
significant consumer decisions. What
stood out particularly was the report’s
focus on  the interplay  between
algorithms, audience psychology, and
economic outcomes. The emphasis on
how engagement mechanics and platform
design influence creator behaviour is
extremely relevant for brands and
enablers like us, who actively work at the
intersection of creators and commerce.
Additionally, your insights on income
stratification, sustainability challenges,
and the rise of alternative creator
platforms add a nuanced perspective that
is often overlooked in mainstream
discussions. This makes the report not
just informative but also strategically
valuable  for industry stakeholders.
Overall, the report is a comprehensive
and forward-looking contribution to
understanding the creator economy, and
it effectively bridges academic rigor with
real-world applicability.”

- Hardik Malik, known as paidaishi_foodie, is a Delhi-
based food blogger and digital creator with over 331K
followers and 1 B+ views. He creates food and lifestyle
content while also building his brand, Zivx.in.
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“The Creator Economy has evolved from
being a social media trend to becoming
one of the most powerful forces shaping
modern brand communication, consumer
trust, and digital commerce. Today,
creators are not just content distributors,
they are community builders,
storytellers, and culture drivers who
influence  how  audiences  discover,
evaluate, and engage with brands. What
makes this space especially exciting is its
shift  towards  authenticity,  niche
communities, regional relevance, and
measurable business impact. As brands
increasingly move beyond traditional
advertising, creators are playing a
critical role in making campaigns more
relatable, human, and performance-led. 1
truly appreciate The Commerce Society,
SRCC for choosing to explore the
Creator Economy through its research
reports. It is an important and timely
area of study, and initiatives like these
help bring more structure, insight, and
credibility to a sector that is growing
rapidly and will continue to shape the
future of marketing and consumer
engagement.”

- Mohit Khanduri is a strategic growth leader
specializing in brand building, creator ecosystems, and
Al-led marketing platforms. Currently leading growth at
Xley, he focuses on scaling consumer brands through
marketing, GTM strategy, and influencer ecosystems.

“The report does an excellent job of
highlighting how creators today are
shaping consumer engagement, brand
communication, and online communities
through authenticity and meaningful
storytelling. I particularly appreciated
the balanced perspective presented
throughout the report, especially the
discussion around monetisation, platform
dependence, audience behaviour, and the
long term sustainability of the creator
ecosystem. What stood out most was the
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report’s recognition of creators as more
than just content producers. It effectively
captures how the creator economy has
become a  powerful  space  for
entrepreneurship, self expression, and
community  building across  diverse
audiences and backgrounds. Overall, the
report  successfully combines strong
research ~ with  practical  industry
relevance, making it valuable for
creators, brands, and professionals alike.
Congratulations to The Commerce
Society, SRCC for putting together such
a thoughtful and impactful piece of
work.”

- Prish is a Delhi-based content creator and self-
described "mastikhor" with 467K followers on Instagram,
known for his offbeat, candid style of storytelling. He also
runs the creative venture @notreal_co and is an aspiring
YouTuber, carving out a distinctive voice in India's digital
creator space.

“The creator economy is a vital subject
because it is rapidly supplanting social
media as the dominant information
structure of the 2lIst century. We've
moved from user-generated content
filtered by  algorithm  to  semi-
professionalized self-broadcasters who
endlessly work to monetize their
platforms. If anyone wants to be heard
these days, they must be a "creator"
and thus we must interrogate that label.”

- Kyle Chayka is a Senior Staff Writer at The New
Yorker, where he authors the Infinite Scroll column on
internet culture, and has written for NYT Magazine,
Bloomberg Businessweek, and The New Republic. A
Tufts University graduate, he is also the author of two
books — Filterworld and The Longing for Less — and
co-founded Study Hall, a freelance journalist collective
and media company.
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Abstract

The creator economy has become one of the
hallmarks of the modern digital sphere that
transforms the way people create, share, and
monetise content over the internet. In this
research report, the change, shape, and
consequence of the creator economy are
analyzed by applying economic views,
technological views, and psychological
views.With a qualitative secondary research
methodology, the analysis gathers the
knowledge of academic literature, industry
reports, platform documentation, and
reliable online sources. Instead of looking at
creators as a solitary group, the report
frames the creator economy as an integrated
ecosystem, following its historical evolution
since the early online generations of content
creation, through the modern multi-
platform and community-focused approach.
Special concern is the role of platform
design and algorithms in shaping creator
behaviour, development of digital identities
and inequality of power between platforms
and creators.

The report also incorporates psychological
insights to describe the dynamics of
engagement, the virality, and the loyalty of

the audience and how cognitive and
emotional stimuli are becoming more
stitched to the content and monetisation
schemes. Economic aspects like revenue

models, communities based on
subscriptions, and income inequality in the
creator middle class, are studied to

determine the sustainability and accessibility
in the ecosystem. The modern issues, such
as burnout and overload, ethical issues of
artificial intelligence, fake news, and privacy
of personal data are also considered
critically.

To make the analysis more grounded, real-
life case studies will be included to
demonstrate platform shifts, community-
based success models, and how creators can
be affected by changes in the algorithm.
Based on the data being analysed visual
representations are carefully curated in
order to facilitate conceptual clarity and
thematic coherence. The report also wraps
up by considering the new trends such as Al
integration, community-owned platforms,
and hyper-niche digital spaces and how they
will impact the sustainability of the creator
economy in the future.
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Introduction

The creator economy is an exciting new
model for producing and consuming
content online. Users can create and share
original work that enables them to connect
with an audience, turn content into cash
and shape pop culture as never before.
Creators, including video  makers,
podcasters, writers and teachers, are able to
directly monetize their passions instead of
relying on old fashioned intermediaries (like
network or studio). To fully understand the
creator economy, you must be able to
recognize that there are different aspects of
this space technological, psychological,
economic, social and how each has
influenced how we all produce, consume
and exchange value over the internet.

As a democratizing engine in our connected
society, the growth of gaming is also a
testament to how gaming has progressed
from niche hobbyist activities to becoming a
near $500 billion industry projected to be
over $480 billion by 2027. The economic
growth created by gaming has been
incredible, generating over 50 million global
creators who directly impact GDP through
creator revenues and ancillary services such
as tools used to create content and
sponsorships to help creators. Socially,
gaming plays an important role in
amplifying the voices of people from diverse
backgrounds by increasing the visibility and
economic agency of  marginalized
communities who may not have had access
to this support from an organization prior
to. As a result, gaming is challenging
traditional employment patterns by
providing more flexible ways to make a
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living in a gig economy. In addition,
gaming is shaping cultural trends from viral
challenges to social movements in a way
that i1s influencing how consumers make
decisions and has created new opportunities
for industry participants.

These technological advancements are the
basis for the rapid growth of this new way
of working and creating, such as faster
internet speeds, smartphones, and cloud
tools which have all made it much easier to
create content, share it broadly on free
platforms like YouTube, TikTok, and
Instagram, and use Al driven tools to edit
and produce videos much quicker than ever
before. Additionally, there are a variety of
psychological factors involved n
engagement that drive the stickiness of the
content and the emotional connections
created between viewers and the creator
based on the sense of authenticity
experienced by the viewer towards the
creator, as well as using the kind of content
that would lead them to identify with an
aspirational lifestyle and create a greater
level of loyalty.

From the early 2000s blogging to the advent
of YouTube in 2005, through Vine's launch
i 2013 with its brief, micro-videos, to
TikTok's skyrocketing success in 2018, the
influencer marketing industry has evolved
above and beyond mere sharing and has
become a serious contender to traditional
media and advertising businesses.
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Aside from the strong growth of the
influencer industry its own $21 billion
through the evolution of industries like
Web3 (which will encompass NFT and
blockchain royalties), algorithms have and
will continue to shape individuals digitally
by curating their feeds for the amount of
time they spend looking at content,
enhancing creators' willingness to create
compelling content based solely on how
they can drive commercial advantages for
themselves versus having to create good
quality content. These new economics of
content creation will create and reinforce a
hierarchy of control, from platform
companies controlling discovery
(algorithms), based upon arbitrary and
non-transparent rules, to platforms that
can choose to demonetize and impose
arbitrary revenue-sharing models on
creators that may be as high as 45% (i.e.,
how much revenue a creator receives from
Spotify), to how creators leverage the
privileges available to them to monetize
their content through an array of payment
gateway companies, may be similar to that
enjoyed by a "tenant" of real property (i.e.,
occupying a site where the right to occupy
that site is set to expire within a short
period of time).

User-owned platforms like Mastodon or
Lens Protocol minimize user dependence
by allowing users to create and curate their
own content.

Many engagement techniques use mirror
neurons to create emotional and relational
connections, as well as providing a sense of
community. Emotional connections are
triggered through feelings of scarcity or
social proof due to another person's
behavior.
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Monetization models include; traditional ad
revenues (CPM), subscription-based models
(Only Fans, Twitch Subs), and community
platforms (Discord, NFTs), in conjunction
with crowdfunding.

Challenges:

The top 1% of creators receive 80% of the
total revenue available, leaving the middle
class struggling to keep up. Constantly
producing content contributes to physical
and mental fatigue. The overwhelming
amount of content being offered reduces the
overall quality of content people are
consuming. Effective content will be much
harder to achieve as a result of the increased
competition. Trust is decreasing as low-
quality content 1s posted and monetization

across multiple platforms is further
confusing to the creator. Creating fake
accounts (bots) and fake followers
(purchasing) through

monetizing/implementing  functions on
platforms, has eroded creator trust. Al
ethical considerations will be a big part of
the creator economy. Will the use of Al
tools like Midjourney create issues with
authorship? Quick and easy ways to create
deepfakes will continue to create issues in
determining what is real. The continued use
of personally identifiable data, will continue
to create problems regarding data privacy.

The creator economy is evolving into a new
model that provides great opportunity and
significant risk. Finding a way to balance
innovation, equity, and ethics will create the
digital legacy of the creator economy.
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Understanding The Creator Economy

Over a century ago, it was the age of
manufacturing and our economy was
known as industrial economy, by 1950
people were looking for new ways to spend
their money and income was generated by
rendering services, trade became more
globalized and 1t was termed as the
consumer economy, then came internet
and we entered the knowledge economy,

technology wiped out tons of those
traditional jobs particularly in
manufacturing and before long also

services, which brings us to where we are
now, the dawn of the new economy ; the
creator economy. People stopped using the
internet for just information gathering and
storage and discovered new potential uses
such as social media and video sharing.

Creator economy is the social and economic
framework that enables the work of
creators. It involves the technological and
economic ecosystem in which creators work
and engage their viewers, including
platforms such as Facebook, Youtube,
Instagram, Tik Tok, Twitter, Linkedin,
Substack, and Patreon. A 2022 report by
convertkit defines the creator economy as ‘a
network of creatives, writers,
coaches,influencers, and more who want to
earn a living online.” The creator economy
has evolved over the years and has led to a
shift towards creativity as a force of the
economy. A significant number of people
are shifting towards content creation and
even while earning a good amount of living.
Hence, it becomes important to understand
the creator economy.

The creator economy is a model centered
around platforms that give power to
independent creators who usually make
videos, podcasts, and write or draw etc.
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The creators are free to come up with their
own content, create a community of
followers, and make some money without
the help of traditional intermediaries such
as publishers or studios. The user-driven
content is at the heart of the creator
economy that is supported by algorithms,
thus making it possible for every individual
with a smartphone to get connected to
thousands of people.

Creators and influencers are not the same, it
i1s not necessary that creators are famous,
but the content they produce and market
are made by themselves. The influencers
may create content but they utilise content
created by others.

At first, it was seen in Web 2.0 platforms like
YouTube in the 2000s, followed by the
Instagram  influencers and  TikTok's
popularity. The creator economy today
embraces all forms of digital content but
mainly focuses on short videos, newsletters,
live broadcasts, and online communities with
creators acting as small-business holders. In
India, the use of regional languages along
with cultural niches (e.g., Hindi tech reviews,
Tamil cooking) has brought up the need for
the authentic approach rather than the
Western templates.

The creator economy, which was globally
valued between USD 202.56 -- 253.1 billion in
2025, 1s expected to increase significantly over
the next few years, reaching USD 848.13 billion
by 2032 or USD 2,055.3 billion by 2035 with a
growth rate of 22-23% CAGR. The Asia-
Pacific region is leading this growth with 500
million or more young creators and mobile-first
consumption . User-generated content alone
raked in an impressive USD 32.6 billion.
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Platforms and Monetization

Strategies

YouTube is the king of video with the
greatest share of ads (55% goes to creators)
and Super Chats; Tik tok is the leader in
short-form content through its funds and
gifts. A supportive infrastructure of tools
for scheduling, analytics, and payments is
what enables this huge sub-market of over
USD 160 billion.

The various forms of monetization are the
following:

» Sharing of advertisements and funds,
resulting in a steady growth.

« Partnerships with brands, which are
lately performance-based.

« Connecting directly to fans through
subscription.

- Affiliate marketing is also another way
of generating income.

Platform |Revenue Share (%)
YouTube 30
Instagram 20

TikTok 18

Twitch 10

Patreon

OnlyFans
Substack/Other
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Revenue Share (%)

Challenges and Risks

The earnings that come from content
creation are highly concentrated. The
platforms which allow content creators to
publish content control every interaction
between users on the platform.

The reward system in the creator economy
looks like the ‘winner take it all’ pattern.
There is a small number of creators making
tremendously high amounts of money and
the rest are earning much less.

To reduce this disparity, platforms can give
their creators access to data dashboards
and help them learn how to use data
analytics to improve their effectiveness.
Governments can also render more
assistance to lower iIncome creators,
members and minority groups.

The Social interaction combined with the
overexposure, have left 70% of the creators
incapable of producing any more material,
while their privacy has been neglected,
which only intensifies the situation. The use
of Al has gotten so widespread that the line
between the real and artificial has become
really thin.

The issues that are specific to India are
payment gateways, rural connectivity, and
cultural sensitivities. At the same time,
there are gaps in the global regulations
around IP, disclosures, and taxes. The
lawsuits regarding personality rights are
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indicative of the establishment of the
jurisdiction over the subject and its further
maturation.

Salary Percentage
« Under $1,000 26.0%
« $1,000-$10,000 25.5%
« $10,000-$25,000 15.9%
« $25,000-$50,000 10.8%
« $50,000-$100,000 11.4%

« $100,000-$500,000 7.4%
« $500,000-$1 million 1.5%
« More than $1 million 1.4%
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Importance in the Digital Landscape

The creator economy has transformed the
digital landscape in many ways it has
contributed to digital democratization,
impacted digital commerce, branding and
marketing.

Digital Democratization:

Digital democratization refers to the
process through which digital technologies
make information, tools, opportunities, and
influence more widely accessible. Instead of
being controlled by large institutions,
governments, legacy media, or economic
elites, these resources become available to
ordinary individuals, enabling participation
in economic, cultural, social, and even
political spheres at unprecedented scale.

One of the strongest engines of this
transformation is the creator economy the
ecosystem of independent digital creators
who produce, distribute, and monetize
content online. Today, over 50 million
people globally participate in the creator
economy, which is currently valued at $250
billion and projected to reach $480-525
billion by 2027-2030. More importantly,
this ecosystem reshapes who gets to create,
who gets heard, and who can build
economic opportunity.

Before the rise of platforms like YouTube,
TikTok, and Instagram, cultural production
was dominated by media corporations, TV
networks, record labels, and publishers.
Access depended on institutional approval,
capital, and insider networks. However with
the advent of mobile phones and social
networking sites everyone had access to a
camera and a channel to distribute their
content because of which the barrier to
entry into the content creation has been
reduced.
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This has also led to the change in the
content consumption pattern of people, For
example in the United States of America a
survey by deloitte found that The amount
gen z spends consuming media created by
content creators exceeds the amount they
spend on content created by traditional
media. On an average a gen z spends 6.9
hours with media and entertainment
content daily and of which they spend 1.4
hours using social media and only .8 hour
watching TV shows or movies on cables or
live streaming TV. Cable network and tv
shows are majorly used by boomers and
Generation X.

Generation Z

Overall average et o

Millennials
6 hours 6.3 hours Generation X
6.0 hours Boomers
54 howrs
Matures
! 4.5 hours
) '

Watching TV shows of movies 09
on cable or live-streaming TV 14 13
14 hawes

23

Reshaping branding and marketing

The creator economy has reshaped branding
and marketing in fundamental structural ways
not just by adding a new advertising channel,
but by changing how influence works, how
consumers make decisions, and how brands
build relationships. It has also helped break
barriers to entry, earlier branding and
marketing was majorly restricted to large
business with huge capital, now even small
businesses can use marketing channels with
micro influencers.
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The Influence marketing industry is
projected to surpass $40 billion globally,
and is the fastest growing segment of the
marketing industry. Even during the
economic uncertainty, average influencer
marketing investment increased 171% from
2025 to 2026. Leading brands are
dedicating more than half of their
marketing budgets to creators. Brands such
as Unilever committed 50% of there
advertising spend to influencer marketing,
underscoring the channel’s strategic
importance.

Brands such as McDonald’s are Launching
creator programs to produce content that is
more authentic, cost effective, and
resonates deeper with the customers, these
programmes are often focused on niche
communities and foster long-term impact
between brands and creators. Brands such
Kate Somerville and Youth to people are
also involving creators 1in product
development, trend forecasting and event
marketing and are building a deeper
partnership.

Creators also earn their income primarily
through direct branding deals to pitch
products as an influencer; via a share of

advertising revenues with the host
platform; and through subscriptions,
donations and other forms of direct

payment from followers. Brand deals are
the main source of revenue at about 70%,
according to survey data by Goldman
Sachs.

aoy

Goldman
Sachs
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Digital Commerce

As per a report by BCG 60%+ Consumers
exposed to creator content today. Out of
$2,000Bn total consumption spend in india
creators influence $350-400Bn  spends
across categories, generating $20-25Bn in
value for the participants in the creator
economy.

There are four primary ways that brands
spend on creator advertising: direct
partnerships, paid amplification in social
media, paid amplification outside of social
media, and ad adjacency. Collectively, these
channels drive tremendous growth with a
projected value of over $43.8 billion
globally by 2026, fueled by Al-driven
targeting and shoppable technology.

Direct partnerships consist of brands
entering into a direct partnership with a
creator and paying a fixed fee or a
commission based on performance to create
custom branded content which is then
posted on the creator’s channels (e.g.,
Instagram Reels, YouTube videos). Some
examples include traditional affiliate
revenue shares (e.g., giving creators a
percentage of subscriptions for their fitness
app), as well as hybrid models that combine
an upfront payment and a commission on
sales, which can generate three times the
return on investment of a flat fee post by
better aligning incentives for authentic
promotional activity. This channel is
projected to be $11.6 billion in 2026 and
will be characterised by a focus on long-
term partnerships rather than single
transactions, which helps build a level of
trust between brands and creators based on
the expertise of niche creators.

MrBeast is a great example of a creator
who produces multi-video deals for brands
like Feastables, which helps create a
sustained buzz for the brand and build
brand loyalty among Gen Z consumers.
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Brands use programmatic display, Google
AdWords, and CTV (Connected Television)
to retarget customers after they have viewed
creator content. The expected value of off-
platform paid amplification is $11.1B (56%
YoY growth), as off-platform paid
amplification increases the lifespan of
creator content, e.g., driving an influencer
video to a search engine or email funnel that
provides a maximum evergreen return on
investment (ROI). The best use of off

4

-platform amplification is for use in
omnichannel campaigns, using both social
discovery to create interest in a brand’s
product and broader retargeting to help
consumers buy the product after they have
shown interest. An example of effective use
of CTV was with Gucci, who used brand-
driven CTV advertising following the
launch of a new product on Instagram,
resulting in 40% greater recall among
audiences across 10 diverse global markets.
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Economic and Social Significance

The creator economy has grown
exponentially to be beyond mere
phenomenon of mere hobbyist bloggers
and YouTubers, becoming fundamental
pillars of the economy of the present day,
setting a new way of how value, work, and
culture i1s created and exchanged. The
creator economy is currently parallel to the
digital economy rather than a subset of it.
It is a combination of entrepreneurship,
creative labour and platform-mediated
exchange.

Economically, the creator economy is a
major change in the value creation and
distribution of digital markets.
Conventional forms of employment defined
by fixed salaries, organisational structures
and long term contract are now
increasingly being added to or being
replaced with independent free freelance
work which is often project based. The
platforms that enable users to redefine
what entrepreneurship and self employed
means in the digital age are YouTube,
Instagram, Tik Tok and Patreon, the
platforms which enable personal creativity,
identity and community interaction to be
monetised.

The creator economy has an economic
impact of direct revenue, indirect
employment, and economic spillovers that
happen through platforms.The numbers
show that researchers value the global
creator economy to be more than USD 250
billion and predict that the creator
economy will continue to expand because

of advertising spending, brand
partnerships, subscriptions, and online
trading.
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Creator economy
expected growth

$528.398

2023 2024 2025 2026 2027 2028 2029 2030

Socially, the creator economy has
transformed the communication, identity
formation, and cultural participation
patterns. The creator economy, in contrast
to the traditional mass media, in which
institutional gatekeepers controlled the
production of content, reduces barriers to
entry and allows various voices to access
audiences around the world. This has
facilitated the emergence of  the
marginalised communities, regional
producers and the niche communities and
has given them economic agency never seen
in the traditional media systems as a result
of the democratisation of content creation.

However, the creator economy has a close
correlation between the economic logic of
the creator economy and the social meaning
of the same.
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Economic Contributions

The creator economy market size 1is
expanding rapidly worldwide, driven by
growing monetization tools, rising global
demand, and increased investment in
creator platforms.

In 2025, the market size was valued at
252.33 billion USD. Between 2023. Between
2023 and 2024, the global creator economy
grew approximately 60.8%, showing rapid
expansion. By 2033, the creator economy
market 1s projected to hit 1,345.54 billion,
with a CAGR of 23%. Over the years, 70%
of watch time came from the Americans ,
22% from Europe, and remainder from
other regions. North America is largest
market for content creators, while Asia
Pacific is the fastest-growing.

In India, this sector is growing rapidly.
From niche space led by youtubers and
bloggers to a multi-billion dollar ecosystem
spanning finance, gaming, beauty, fitness,
food and comedy. India has crossed a
defining milestone with over 100 million
creators, making it one of the world’s
largest and fastest-growing influencer
ecosystems. It’s the micro and nano-
creators driving this wave of engagement
and reliability and transforming how
brands communicate.

CREATORS TYPE

B Video Creators E Influencers Streamers

Writers ] Artists B Musicians
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The sector creates jobs in content creation,
editing, social media management, support
infrastructure like I'T as well. Some creators
work full-time, but millions more actively
produce content part-time. These creators
turn passions into careers via diverse
streams : ads, subscriptions, brand deals,
and e-commerce. This platform provide
creators multiple sources of income.

Top performing
revenue models

\ 594,731 )

—
.

531,408
Subscription One-time
based models Mixed models focused

Social And Cultural References

The creator economy in the qualitative metric is
seen in the social and cultural influence. It is a
systematic element of influence in the ways
individuals perceive themselves, influence
perspective, form opinions and become leaders
of movements. As the name implies, influencers
manipulate a target audience by voicing their
ideologies and practices. The creators are now
mediators of culture that bypass, rebrand and
make relatable narratives of intricate problems
to niche and mass audiences alike.

The influencers tend to create or trend
fashion, beauty, fitness and food among
others. They are the trendsetters in terms of
their followers and the newest trends,
products, or practices, and thus, their trends
become viral and <can be shared
internationally.

11
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As an example, a health and fitness
influencer can encourage his or her
followers to eat healthier foods or embrace
a new exercise program. They usually
market products or brands to their

followers affecting the route to their
purchasing choices. That is why influencer
marketing turned out to be a potent
business instrument.

9%

say they have
purchased a product

after seeing it being used

oy an influencer.

In a bigger picture, the culture of
influencers has influenced the societal
norms and expectations. Artists blend
world cultures and local cultures - music,
memes, aesthetics - into cross-media forms
traveling through borders fast, increasing
the speed of cultural exchange. The new
forms of culture that include short-form
videos, live streams, and interactive content
(polls, duets, collabs) are not merely
marketing tools, but they transform the
ways of telling and experiencing the stories.

4

The  creators  with  multi-ethnicity
background represent other marginalised
identities and stories and expand the
possibilities of what is viewed as a valid and
honourable by society.

By creators of various kinds of
backgrounds, such representation
normalises formerly marginalised identities
and narratives, expanding what the society
considers a legitimate and respectable way
of life. reators group their followers into
close-knit online communities with their
own language, practices and in-jokes into
micro-cultures of interest or identity. It is in
these communities that social norms (how
to act, what to like, what to unlike, etc.) are
co-created via comments, remixes, duets,
and even community guidelines the creator
provides

Good aspect: creators are able to uphold
pro-social ~ values -body  positivity,
sustainability, inclusivity -and organize their
followers to donate or work in charitable
organisations/civic participation.

Negative: aspirational, unattainable images
of beauty, wealth, and success can
contribute to comparison anxiety, FOMO,
and extreme consumerism, and change
values  towards  perfectionism  and
materialism.

12
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Technological and Pshycological Foundations

The modern digital ecosystem is formed
with the help of the complicated and

continuing  interaction  between  the
technological systems and the human
psychology. Algorithms, platform

architecture, and behavioural cues are not
only the determinants of the circulation of
the content but they shape how participants
in the digital space allocate their attention,
create identities, and feel in digital space.
These forces in combination define attention
economies and transform the creator-
audience relationship in creator driven
platforms. The design creative economy can
therefore be seen not merely as a
technological market place but rather as a
psychologically mediated space within
which design decisions have a direct impact
on human behaviour.

These systems are not neutral mechanisms;
rather, they embed incentives that reward
consistency, emotional immediacy, and
virality. Platforms use data as their metrics
including watch time, engagement rate,
comments and shares to rank content
distribution.

Ay

Most importantly, these systems are not
neutral mechanisms; they incorporate
incentives that compensate consistency and
emotional immediacy and virality. That is
why creators are gradually changing their
tactics so as to cater to the visualization
interests of the algorithm, and frequently
favor short, high-retention formats instead
of slower, more thoughtful information. In
this definition, technology can reorganise
the creative labour by determining the
forms of expression that will most probably
be the most prominent.

Social Media Recommendation Algorithm
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* Shares
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-

Boosting Content Visibility

The design of platforms also supports the
effects of algorithms via qualities of the
interface which include infinite scroll,
autoplay, and real time performance
feedback. All these make the content
consumption  frictionless and  user
immersion as  high as  possible.
Psychologically, those design decisions are
based on the principles of reward based
learning and attentional bias. Likes, views,
and the number of followers are all
immediate feedback and represent positive
reinforcement, which stimulate repeated
involvement among both users and viewers.
These feedback loops create a habitual
pattern of usage over an extended period of
time eroding the difference between
voluntary participation and conditioned
behaviour.
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Psychological  underpinnings are  as
important in identifying reasons as to why
some piece of content is more deeply
appealing than others. Human thinking is
naturally sensitive to story telling, emotional
seamlessness and social endorsement.
Storytelling, relatability, and perceived
transparency are the features that help
creators to form parasocial relationships
with  their  viewers.These unbalanced
emotional relationships create an impression
of intimacy and trust even though there is
no two-way communication. Because of it,
the audience does not just consume the
information; they establish emotional bonds

with the creators that translates the
attention into the lasting loyalty and
duration.

THE DOPAMINE CYCLE
OF SCROLLING

SCROLLING
RELEASES
DOPAMINE

oS

DOPAMINE
PRODUCES
PLEASURE

PLEASURE
CREATES
CRAVING TO
SCROLL

Social comparison and identity formation
processes also increase the audience
interaction in the digital spaces. Platforms
serve as performative spaces in which
creators edit an aspirational way of life,
values, and a success marker. In their turn,
audiences compare their identities to these
images. Although this exposure may be a
source of motivation and self expression, it
comes with psychological dangers. Constant
exposure to idealised images of success,
productivity, and branding of self may also
lead to comparison anxiety, increasing
expectations of social omission, and lower
self-worth.
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Psychological vulnerability is thus greatly
mixed up with platform-based structures of
visibility.
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In the mind of the creator, these dynamics
cause equally important psychological
pressures. The creation of stress and
emotional dependency cycles is performed
by algorithmic  unpredictability and
performance-based validation software. The
incessant need to be relevant, to post
regularly, adapt to the changing trends may
take away creative autonomy. As the
measures of engagement are converted into
the indicators of personal value, the
creators are exposed to greater burnout and
creative exhaustion risks and reduced
intrinsic motivation. This way, mental well-
being is indiscriminately influenced by
technological systems, which turn creativity
into a standardized activity with a constant
rating, which is publicly assessed.
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On a larger cultural scale, it is the interplay
between technology and psychology that
redefines communicative and impact
trends.Online platforms both decentralise
the production of content, and at the same
time, concentrate power in secretive
algorithmic processes. Despite decreased
barriers to entry, there is a skewed visibility
of presence. This paradox describes the
mediational  effect of  technological
infrastructure in psychological attention on
a scale, which defines the victories of which
narratives succeed in the discourse of
society. The content, which 1is closely
related to the incentives of algorithms, is
likely to gain rapid popularity, whereas
sluggish, critical, or thoughtful opinions
can hardly gain similar popularity.

Nevertheless, the technological-
psychological nexus also facilitates the
positive social results. Marginalised voices
are given a mediator in real-time platforms
that once was access and controlled by
media gatekeepers. There is a sense of
community participation, peer support and
collective participation through community
driven content. Mental health awareness,
sustainability and social inclusion can be
addressed by the creators who pursue
ethical storytelling and adopt responsible
influence strategies. Technology, when used

4

in concordance with conscious platform
design and informed consumption, has the
potential to expand the psychological well-
being, as opposed to taking advantage of
the cognitive weaknesses.
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To sum up, digital platforms are greatly
reliant on both technological and
psychological platforms. Attention 1is
organized with the help of algorithms,
behaviour is developed with the help of the
platform design, and the meaning and
engagement are defined with the help of the
psychological processes. Such forces
collectively determine the process of value,
identity, and influence generation in the
creator economy. This intersection is the
key to such critical evaluation of
opportunities and risks inherent in the
modern digital ecosystems. As mediums
keep transforming, the challenge of
humanizing technological effectiveness with
psychological health is one of the major
concerns of creators, consumers, and
policymakers.

15




T

4

Historical Progression Of Online Creation

The creator economy did not emerge
suddenly with social media influencers or
monetised digital platforms. Instead, it is
the result of a long and gradual evolution
of online creation, shaped by technological
development, changing user behaviour,
and shifts in how value is produced and
shared on the internet. Understanding this
historical progression 1s essential to
contextualise = the modern  creator
ecosystem discussed in earlier sections, as it
reveals how ordinary internet users
transitioned from passive consumers of
content to active creators and, eventually,
digital entrepreneurs.

In its earliest form, the internet functioned
primarily as an information-sharing tool
rather than a creative or social space.
Content was produced by a limited group
of institutions and technically skilled
individuals, while most users consumed
information passively. Over time, however,
technological ~ advancements  reduced
barriers to participation, allowing users to
move from being mere consumers to active
contributors. This transition fundamentally
altered the role of users within digital
environments, transforming them into
participants, collaborators, and eventually
creators.

As online creation evolved, it also began to
reflect changing social dynamics. Digital
spaces became sites for self-expression,
community formation, and cultural
exchange. Individuals started using online
platforms not only to share information,

but to narrate personal experiences,
showcase creativity, and build social
connections.
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These practices gradually reshaped the
internet into a participatory ecosystem
where content creation became central to
user engagement and platform growth.

Importantly, the historical progression of
online creation also set the stage for
economic transformation. What initially
emerged as unpaid, voluntary participation
would later develop into structured systems
of monetisation, entrepreneurship, and
professional creative labour. Understanding
this progression allows for a clearer analysis
of how online creation evolved from a
technological feature into a socio-economic
phenomenon. The following sections
examine this evolution in detail, beginning
with the early, centralised nature of Web 1.0
and the subsequent participatory shift
introduced by Web 2.0.

The transition from Web 1.0 to
Web 2.0

The early days of the Internet are often
referred to as Web 1.0, also known as the
static web or read-only web. British scientist
Tim Berners-Lee invented the World Wide
Web in 1989.2 with the intention of
coordinating the automated exchange of
information between universities and
institutes. Imagine a library in early 1990s,
the shelves are full of books, each one
printed and written carefully, read for a
person to read. The interaction is minimal,
one can only read what others have written
without being able to express his thoughts
about the piece. This was reality of internet
at the time of Web 1.0.
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The technologies which dominated in this
stage were HTML (Hypertext Markup
Language) to structure content,
HTTP(Hypertext Transfer Protocol) to
exchange web pages, and simple server-
client architectures. First search engine and
web based stores were also developed but
they were nowhere close to what they are
today. It was evident that the spread of
technology, which caused the web through
networking of institutions and
servers/computers, was the driving force.

Web 2.0 was based on social networking,
interactivity and participation of user. The
Web 2.0 allowed active involvement of users
due to the capabilities of blogs, social
networks and wikis. The long-term impact
of social media in Web 2.0 was the
alteration of how people communicate
through the use of social media and user-
generated content that transformed the
internet to a lively collaborative
environment. The social media sites allowed
users to interact on a worldwide platform,
exchange ideas and experiences, and be able
to create communities. Blogs, wikis and
forums still promoted the creation and
sharing of user-generated content in real-
time and turned the web into a highly rich
and diverse information space.

The latest creation, called Web 3.0, is
another leap in the development of the
internet.3 In comparison with the past
versions Web 1.0 and Web 2.0, Web 3.0 i1s
typified by the incorporation of intelligent
algorithms, the artificial intelligence (AI)
and the widespread interconnectedness of
information of individual objects. Web 3.0
1s an attempt to make the internet easier to
understand by the machines and therefore
offer personalized and predictive services.

Ay

Platformisation of online creation

Although Web 2.0 provided an easier way
of creating and distributing content, it was
the emergence of digital platforms that
transformed the way online creation was
structured, shared, and monetised in a
fundamental manner. This has also been
called platformisation and is the growing
power of digital platforms in organising
online activity, economic exchange, and
culture production.

A shift of independent web sites, personal
blogs and decentralised publishing to
centralised platforms hosting, distributing
and controlling user-generated content is
called platformisation. Rather than creators
having a personal web page or a standalone
blog (a personal blog) to exercise personal
control over content in their own sites,
YouTube, Facebook, and subsequently
Instagram and TikTok became the major
mediators between creators and audiences.

One of the characteristics of the
platformisation process is that platforms act
as gatekeepers. The visibility is no longer
defined only by the quality of the creative
work or the interest of the audience, but
according to the mechanisms of algorithms
that rank, recommend, and prioritize
material.
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Due to this, creators work in platform-
based conditions where the measure of
success 1s defined by platform metrics
(views, watch time, likes, and shares). This
change has great implications on creative
independence, wherein the creators are
strategizing content more to match platform
incentives and algorithmic preferences
instead of just the personal or artistic
agenda.

YouTube is an influential example of how
to comprehend the  online-creation
platformisation process. YouTube was
started in 2005 in the form of an open
video-sharing platform where users could
post content with little expectations of
earning any form of revenue. The pioneer
designers were largely driven by self-
expression, experimentation and communal
interaction as opposed to monetisation. The
launch of the YouTube Partner Program in
2007, however, changed all this as the
creators were now able to earn some
advertising income through their video
performance. This process has made
YouTube a participatory form of media
into a formalized economic ecosystem.

(1] Tube

As time went by, YouTube algorithmic
recommendation became the key to content
discovery and creator success. The
optimisation of content formats, posting
frequency, and visual content started to be
visible to satisfy the requirements of the
algorithm and reflect the impact of
platformisation on the visibility of content
and creative choices.
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The case of YouTube is also an example of
how platformisation helped make online
creation more professional. With the
growth of advertising income and the
appearance of the competition, the content
production became organized digital
labour, which needed coherence, branding,
and audience interaction. An increasing
number of creators shifted their informal
experimentation practices to more formal
production practices, as part of an overall
move in the creator economy to
professional creative work.

On the whole, platformisation of online
creation i1s a pivotal point in the historical
development of the creator economy. The
excessive distribution control, visibility and
monetisation methods used by platforms
like YouTube turned creation into a
participatory practice that could be scaled,
and it now determines the opportunities and
limitations that digital creators face in the
present. Development of online production
into financial system.

Evolution of online creation into
economic system

Online creation became organized with
greater focus on digital media to such an
extent that it slowly turned into a structured
economic system. Things which were
previously motivated by expression and
community started earning revenue in the
form of advertisements, subscriptions and
brand collaborations. Platforms became
important intermediaries influencing the
way creative work is being distributed,
monetised, and sustained.

The revenue of advertisement was at the
core of this shift.
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Creators earned  creatively  through
platforms such as YouTube, which achieved
views and engagement directly, and for
example, the YouTube Partner Program is a
creator initiative that has earned creators
billions of dollars. This proved that the
online creation can be scaled and can
provide a broader ecosystem of creative and
management work.

Makers started expanding their revenue
streams to minimize platform risk. The use
of subscription services such as Patreon and
Substack was supporting the audience
directly, and creators in social media were
increasingly depending on brand
sponsorships, merchandising, and affiliate
marketing.  Such  developments are
indicative of how creators operate as small
online businesses with a number of revenue

streams.

4

At the same time, the creation process grew
more professional and data driven.
Engagement rates and watch time are used
as metrics to lead content strategies and
regular posting and production by a
production team is prevalent among
successful creators. Nevertheless, the
control of the platform is still critical since
algorithms and policy adjustments are still
determining the visibility and income.

On the whole, the development of online
creation as an economic system completes
its historical course-it ceases to be the
participation and expression, becoming a
digital work in an organised labour. This
change is the basis of the interpretation of
the contemporary creator economy and the
economic problem at large.
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The Creator Economy Ecosystem

The creator economy ecosystem is the network
of creators, platforms, tools, and businesses
that enable the creators to create content, build
a community and generate revenue from their
work. The creator economy mainly revolves
around creators, viewers and platforms but
there are many more parts.

The creator economy is a rapidly expanding
growing ecosystem. Around 50 million people
consider themselves as content creators. 41%
of US viewers spend their time more on video
content online than they spend watching TV
shows and movies. Micro creators are those
creators who have followers around 5000-
20000, they bring creativity in their content.
Brands sponsor them due to their high
engagement. Individual’s buying decisions are
mostly influenced by content creators.

Creators are ambitious and constantly keep
changing their platforms or start creating
content on newer platforms that render more
flexibility and better facilities. Hence, it is
important for platforms to keep improving
their facilities.

Core parts of the creator ecosystem are:

Creators- people such as youtubers,
tiktokers, instagram content creators

Platforms- youtube, instagram, medium,
linkedin, tiktok, spotify

Viewers- followers or subscribers

Monetization  model- ads, brand
partnerships, subscription and
memberships, affiliate marketing

Managers- they connect creators with
opportunities with platforms and in person
performances, college going students
work as freelancers with these creators.
This is how the creator economy has
facilitated employment.

Technical support staff- people such as
videographers, editors, audio technicians,
set designers, accountants, lawyers, and
personal assistants.

Brands and corporations- these are

advertising firms or organizations that
partner with creators.

20




T

4

Market Growth and Industry Expansion

The creator economy is expected to grow to
half-a-trillion dollars by 2027. But the scale of
this figure does not convey any economic
significance. To understand this, an analysis of
key drivers and constraints of the creator
economy is required.

Individual people with their own brands and
online audiences have emerged as one of the
biggest developments of the digital age. The
ecosystem is expanding for a number of
reasons, including the increase in digital media
consumption and the advent of technology that
has lowered barriers to content creation.
Modern platforms like Tik tok have come into
play, while legacy platforms like Facebook
and Youtube have also introduced short-form
content, live videos and other forms of user
generated content.

The market size 1s currently USD 250 Billion
in 2025 and expected to grow to USD 500
Billion by 2027 and to USD 2 Trillion by
2035. This means a CAGR of 23.3%. This
growth will be marked by expanding creator
monetization  tools, increasing  digital
transformation and ever-increasing brand
investment on creator partnerships.
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This expansion can be traced to factors such as
fundamental shifts in media consumption
patterns of digital and social media content,
increasing demand for diverse creator
generated content in sectors like education,
entertainment, and commercial application.
Growing recognition of creators as influential
marketing channels is driving substantial
brand investment in creator partnerships,
sponsorships, and collaborative content
development.

50 million global creators are expected to
grow at a 10-20% compound annual growth
rate during the next five years. Creators earn
income primarily through direct branding
deals to pitch products as an influencer; via a
share of advertising revenues with the host
platform; and through subscriptions, donations
and other forms of direct payment from
followers. Brand deals are the main source of
revenue at about 70%, according to survey
data.
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Which companies will benefit the most from
the ongoing growth of the creator economy?
The platforms that are best positioned to
attract both influential creators and a larger
share of the total spending are those that will
offer multiple forms of monetization. There
are six key enablers for creating a “flywheel
effect” in which small gains build on each
other over time and create further growth
momentum.
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1. Scale : a large, global user base with
diversified interests

2. Capital : Having access to a large pool of
capital to fund monetization, either through a
diverse revenue base or as a part of larger
parent company.

3. Strong Al-powered recommendation
engines To show relevant content to
consumers and matching creators with
interested user

4. Effective monetization tools : a variety of
product offerings/payout  structures for
creators to diversify their income streams

5. Robust data and analytics : for providing
transparency on engagement, retention,
conversion and other metrics

6. E-commerce options : the ability to shop is
integrated into the core user experience

One of the key restraints to growth is heavy
reliance on centralized platforms which
exposes creators to sudden policy changes and
revenue fluctuations. Despite its impressive
growth, creators have to deal with unstable
incomes from algorithm shifts, clouds of
demonetization, and overbearing revenue
share structures dictated by the platforms.

— A

Planning can be a challenge when income
varies so dramatically from month to month.
Relying on just one or two platforms is risky,
especially if it faces a policy change or an
account ban, including the TikTok or YouTube
ban. The issue is compounded by the fact that
most brand deals have so much inconsistency,
and they also have no understanding of
finances. If a creator fails to diversify income
streams, they are at risk of external forces that
they cannot control

Such unpredictability in income restricts
creator retention and professionalisation,
hence putting a cap on what the overall creator
economy market can offer to investors and
stakeholders in terms of maturity and
reliability.

Another challenge can be excessive content
volume which reduces discoverability and
increases user fatigue, challenging sustained
growth. As a result of millions of creators
creating daily across platforms, audiences are
slowly becoming fragmented, and retention
continues to be a challenge. This has led to a
situation, where it is proving to be more
difficult for new or smaller creators to be
discovered.

Some of the key players in this market are
Google LLC, ByteDance Ltd., Meta
Platforms, Inc., Patreon, Amazon.com, Inc,
etc.

22




T

— A

Algorithm and its impact on digital identity

What is Digital Identity

The digital identity of a creator defines how
they appear online. It is formed through the
kinds of profiles, styles of content, and
interactions with their audiences using social
media platforms such as YouTube, TikTok,
and Instagram; thus creating virtual brands for
monetization and loyalty among their
followers. Algorithms work as the gatekeepers
by controlling reach via personalized
recommendations, virally trending topics, and
data analytics which help grow/brand content
by amplifying or burying it in search result
rankings. These two edges (explosive growth
and the generation of economic opportunity)
create both a dependency on, disparity
amongst, and creative blockages to content
creation that will greatly impact all elements
of the digital economy's growth moving
forward from the larger creator market.

Types of algorithms

There are many algorithms behind any large
social media platform. One set of algorithms
processes content. Another set of algorithms
propagates it, that is, helps determine who sees
what. The set of content processing algorithms
is relatively fluid as new types of content
become prominent and new algorithmic
capabilities emerge. The set of content
propagation algorithms is relatively stable.

There are three models in which the
information propagation component of a
platform is designed. The first is the
subscription model, in this model each user
subscribes to a set of creators, and their feed
consists of posts from their creators. In
traditional media, we call this broadcast. If
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you subscribe to a set of newspapers, or a set
of cable channels, then that’s the content you
receive. Originally(in 2000’s) Facebook and
twitter didn’t have the feature of repost so they
solely relied on this model for propagation of
information.

The Second is the network model, This critical
feature is what separates the subscription
model from the network model. In the network
model, a user sees not only posts created by
those they’ve subscribed to, but also posts that
those users choose to amplify, creating the
possibility of information cascades (“viral”
posts). Before Twitter introduced the
algorithmically ranked feed in 2016, it
followed a network model almost purely.

The last is the algorithm model In this model,
the posts a user sees are those that the
algorithm predicts they are most likely to
engage with There is no social network. That
is, there is no ability for users to follow,
subscribe to, or connect with others or, if there
is, it doesn’t determine what shows up on a
user’s feed. For example, TikTok’s “For You
Page,” which is where users spend almost all
of their time, is famously algorithmic.

Over the past two decades, the progression has
been from the subscription model to the
network model to the algorithmic model. We
appear to be in the middle of the latter shift
(from network to algorithm), notably with
Instagram and Facebook. Other platforms are
facing similar pressure as well, because of the
success of TikTok. Any such shift has major
impacts on the platform as a business, on the
type of content that’s amplified, and on the
user experience. For example, Instagram’s
changes led to a user outcry that forced it to
roll back some changes.
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Almost no real platform adheres entirely to
Over the past two decades, the progression has
been from the subscription model to the
network model to the algorithmic model. We
appear to be in the middle of the latter shift
(from network to algorithm), notably with
Instagram and Facebook. Other platforms are
facing similar pressure as well, because of the
success of TikTok. Any such shift has major
impacts on the platform as a business, on the
type of content that’s amplified, and on the
user experience. For example, Instagram’s
changes led to a user outcry that forced it to
roll back some changes.

Almost no real platform adheres entirely to
any one model. For example, even platforms
that implement the subscription and network
models tend to wuse recommendation
algorithms in one important way: to rank posts
in a user’s feed, although not to determine
which posts to include or exclude.

Table 2: Three stylized models of information propagation.

Subscription Network Algorithm

What auser sees  Posts by those they've
Sl ribed 16

Posts by (or shared hy) those Posts the algorithm predicts the user
Thy v B ribed 1 will likea b

Word of mouth, the web, Twitter TikTolk, Google Discover, YouTube
pie-20kh, Maslodon

Exampiles Newspapers, Substack. FB
2009, WG pev-pax:

Whai impactsa Poster's subscriber cousd
post’s reach

Hoth subscriber count asd conbesi  The comdent of the pesi

Impact of algorithms in news
dissemination

A major criticism of algorithms is that they
embed human biases, meaning they are
neither fully neutral nor objective. This lack of
neutrality can hinder key functions, such as
the dissemination of news and information.
Although algorithms can operate
automatically and, in some cases, learn and
evolve independently, they are ultimately
created by humans and therefore reflect the
views, values, biases, and even mistakes of
their designers. As a result, algorithms cannot
be considered
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entirely impartial, reliable, or legitimate. They
are often developed for purposes that are far
from neutral: to generate value and capital, to
nudge behavior and shape preferences, and to
identify, sort, and classify individuals.
Consequently, algorithms are not exempt from
bias, error, unintended consequences, or
manipulation. The values and perspectives of
their creators as well as attempts to eliminate
bias and external pressures from third parties
can significantly influence their design and
operation. This has important implications for
how information is presented and for the ways
in which the public sphere itself is structured
and shaped.

Algorithms shape digital identity by curating
what we see, say, and become online.These
machine learning systems use data to create a
different experience for each user and predict
how users will interact with their content
through various signals such as likes/ shares/
time spent on a post and the number of other
accounts connected to that user. Social media
platforms create a feed for each user by
compiling posts from accounts the user
follows or from similar sources, using a
scoring system to determine the order of the
posts displayed. When social media platforms
show posts to an individual, they will use
different criteria for determining which post
they wish to show first, using their scoring
system based on the recency of the post
published, type of post (such as video versus
image), how the user has engaged previously
with this account and how relevant the post is
based on hashtags/ topics. The Artificial
Intelligence (AI) will also predict how
valuable the content in the post will be based
on how much time the user will spend
watching it, how many comments were made
and/or how many likes were made from users'
engagement with that account's posts. Based
on their predictions of the value of the content,
the platform will rank the content and show
the most valuable to the user at the top of the
infinite scroll of the feed presented to the user.
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Twitter uses Al algorithms to curate
approximately 500 different posts per user of
their platform to show in their feed and
TikTok's algorithm used to create their "For
You" page does not consider any of the users'
connections, they will only consider the
percentage of users that complete watching the
video after having selected it. At each stage of
the path of least resistance, each algorithm
contributes to the amplification of echo-
chambers and reinforces any biases that the
user encounters based on their interaction with
other similar content. Creator obtain visibility
through these wviral loops; however, the
majority of influencers receive diminishing
returns or are plateauing because the creator
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economy is highly unequal. The result is that
as the user engages with other like-minded
users, and shifts/ fragments their identity/
performative personas chasing engagement
and continually erode.authenticity. Privacy
erodes via inferred traits from behaviors,
fueling targeted ads and deepfakes.
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Platform Design and Behavioural Influence

Digital platforms are not a mere neutral area of
sharing content anymore. Rather, they are
actively involved in the formation of user and
creator behavior by consciously designing.
With platforms growing, their success in
various financial aspects hinges more and
more on retaining creators, motivating them to
produce content regularly and motivate them
to monetize the content they generate.
Behavioural economics can be used to
understand the platform effect on creators by
making them behave in a specific manner.
Platforms are a form of choice architects,
covertly leading creators to make behaviours
that serve platform agendas. Few creators
design interfaces without specifying default
settings, and some platforms provide certain
incentives to encourage such user-behavioural
changes.

Theoretical foundations of
behavioural influence

The concept of choice architecture by Thaler
and Sunstein (2008) is used to explain how
environments may be designed to influence
behaviour in a predictable way whilst
maintaining freedom of choice.

Cognitive biases that Kahneman (2011) has
previously outlined, like heuristics and limited
rationality, become the crucial elements of
digital environments where creators are
overwhelmed with information and, therefore,
high-output behaviours are promoted as
habits.

One of the main operational models 1is
Behaviour Model by Fogg that assumes that
behaviour is triggered when the motivation,
ability, and prompts intersect (Fogg, 2009).
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Core Design Mechanisms
Shaping creator behaviour

Digital platforms are putting to practice the
principles of behaviour using certain design
elements that directly affect the way creators
make and share content.

Algorithmic visibility is one of the most
powerful mechanism. Content-ranking
systems give posts with high engagement (in
terms of views, watch time, likes, and shares)
higher priority, and thus making visibility one
of the primary rewards to creators. The
increased visibility frequently results in
growth and an opportunity to make a profit so
creators are incentivized to consider adopting
new content formats that do well
algorithmically such as short-form and highly
engaging videos.

Another relevant mechanism is gamification
that adds such aspects like posting streaks,
badges, and performance milestones. These
characteristics are based on behavioural biases
such as loss aversion where creators can be
motivated to be consistent to ensure they do
not lose gains or fame. Gamification gradually
transforms content creation into a monotony,
which raises the frequency of posting but also
the level of performance pressure.

Another way in which platforms affect
creators 1s by giving them personalised
dashboards and analytics. Platforms influence
creators to form monetization expectations and
decisions by anchoring on the predicted
revenue amounts, grow objectives, or
comparisons to benchmarks through the
application of anchoring effects. These
instruments are encouraging creators to shift
their income models to those that are
supported by platforms, becoming more
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reliant on in-app monetization functions.

Lastly, under the systems of recommendation,
creators are guided by the power of social
comparison and imitation. Platforms promote
creators to mimic styles, themes, and strategies
that are rewarded by the algorithms by
showcasing the creators of successful content
and trending format. Based on social learning,
this process minimises uncertainty but tends to
create content standardisation and decreased
creative diversity.’

INFLUENCE OF DIGITAL PLATFORM DESIGH ON CREATOR BEHAVIOUR
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Behavioural Outcomes for
creators

The visual culture of digital platforms has
huge consequences in the perception of
visibility, productivity and freedom of creation
by the creators. The resultant effect is the
formation of disproportionate exposure and
income. Algorithmic systems have the
propensity to boost creators who get initial or
strong engagement enabling them to expand
more rapidly in the future. This leads to a rich-
get-richer phenomenon, in which achievement
and revenues are concentrated in the hands of
a small group of creators, and dozens or even
hundreds remain unable to win attention
despite years of diligent work.

The design of the platforms also determines
the work pattern and the emotional welfare of
creators. Functions like urgency notifications,
trend notifications, and other performance
metrics are features that promote the idea of
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posting regularly and monitoring engagement
all the time. Although this raises the volume of
content, it can also cause stress, burnout and
fatigue. The creators are pressured to stay
constantly active to keep being relevant and
creative labour becomes a twenty-four-hour
job.

Creative decisions are also affected by social
proof systems. The limited metrics such as
follower counts, likes, and shares show
creators the direction to take towards trending
formats and popular topics. This has led to a
lot of creators modifying their content to suit
what is already performing well on the
platform, as opposed to trying something new
or doing something niche. In the long run, it
causes standardisation and consolidation of
content and less diversification.

Infinite Scroll Limited Feature

Trend Conformity

TR

Platform-specific case studies

Duets & Stitches
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Original Vides

The changing algorithm on YouTube
illustrates the process of behavioural
incentives adjusting the strategies of creators.
Watch time and retention on the platform has
redirected the focus of creators to the high-
engagement content, especially You Tube
Shorts. We are experiencing an algorithmic
rewards strategy that favours the influence of
frequent uploads and short-form content, so
creators are responding by changing the
production cycles accordingly.
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TikTok uses the feedback loops of infinity
scrolls, duets, and stitches. Based on the
principals of the variable rewards concept,
TikTok encourages the creators to remain
active day-to-day with lower entry barriers and
quick testing content reach. The design of the
platform eliminates ambiguity and the
experience of participating in the platform is
immediately gratifying.

Instagram Reels is promoted through scarcity,
and it is temporary to promote specific
creators or trends. Short-term exposure to a
feature produces a competitive urgency which
prompts creators to imitate trending formats in
a short time. That increases conformity and
increases the speed of trend cycles.

Ethical and Regulatory
Considerations

There is an ethical issue of manipulation and
consent with an escalating application of
behavioural influence. Dark patterns such as
misleading badges or esoteric actions end up

— A

confusing the line between persuasion and
coercion and limit the ability of the makers to
make informed choices. Ethical assessment is
also more complex because of disparity in
visibility and income. The strength of the
platforms 1is that they are exposed to
concentrated  attention and risk and
marginalization is passed on to the creators.
This level of imbalance of power needs greater
transparency and accountability.

Such policies as the EU Digital Services Act
(DSA) prioritize the disclosure of the
algorithm systems and the disclosure of the
behavioural nudges. These indicators are the
signs of increased awareness of the necessity
to balance the optimization of engagement
with fairness and creators welfare.

ETHICAL & BEHAVIDURAL OUTCOMES OF SOCIAL MEDIA PLATFORM DESIGN ON CONTENT CREATORS
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Power Dynamics Between Platforms and Creators

The power dynamics between social media
platforms and content creators is such that

there 1s a strong structural dependency
between them, where platforms act as
centralized, proprietary gatekeepers

controlling the visibility, monetization, and
audience access that creators rely on.

This relationship is often described as an
"algorithm-driven ecosystem" where, even
though wvalue is created by the creators,
platforms hold the majority of power. The
creator economy is sometimes considered as
broken because of the power imbalance
between platforms and creators.

Platforms like YouTube, TikTok, and
Instagram are not neutral playgrounds where
creators do all the hard work and use their
talent and skills. Instead there ecosystem is
driven by algorithms and success is based on
the opaque and ever-changing rules. These
platform groups are interested in attractive
content that appeals to many users and attracts
them to the platform. Therefore, platforms use
algorithms and revenue sharing as control
instruments to distribute content to the users
and thus align the content to their business
model and the commercial interests of the
advertisers. The algorithms influence how
successful particular content will be. This is
important for content creators. Knowing the
nature of the algorithm is crucial for them to
align their content with the platform owners’
interests.

29




T

— Ay

Emergence of Alternative Creative Spaces

We can observe a consistent, but decisive shift
in the direction towards some alternative
version of digital space of the modern creator
economy, in which pixelated social media
platforms start to lose their popularity and
other digital spaces devoted to platform
stability and community sustainability, as well
as to constant interaction may be initiated.
Although traditional platforms are sustaining
virality and an ever on mentality with the help
of algorithms, creators are moving to
platforms that provide reputable creativity
over a short lived virality. Examples of such
transition include Substack, Pinterest, and
Discord, which provide creators with more
autonomy in content distribution and more
lasting control over the relationship with the
audience.

Platforms that are heavily based on algorithms
are dependent on acceleration logics, in which
visibility is defined by frequent posting, trend
alignment and surges in engagement. This
model has the benefit of exposing people
quickly and, at the same time, -creates
volatility and uncertainty. Recap creators, any
changes in the rankings can change an existing
audience, and creators have to redefine their
approaches to content many times over. As
creativity labour becomes increasingly
rationalised over time, the focus of the creative
labour force becomes more oriented towards
the minimisation instead of the expressiveness
of creative labour, since creators seek
algorithmic compliance in creative
increasingly, rather than creative motive. The
emergence of alternative creative space
indicates an increasing resistance to this
instability as artistes are showing preference to
predictability, creative  ownership  and
relationship depth over mass penetration.
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Substack is an

example of structural
reorganisation of the  creatoraudience
relationship in place of algorithmic ranking in
favour of direct subscription models. The
virality of content within the platform relies
on active readership as opposed to the
changing engagement rates. This opt-in model
promotes long term considerations and also
incentivized creators to make long-form
work.Economic logic with subscription

incentivising consistency and perceived value
over virality enables creators to establish
trust-based relationships with their followers.
When it comes to such an environment,
creative success can be scalable via retention
and reader commitment and not just pure
visibility.

Another, though not less important, alternative
is available on Pinterest as it redefines the
dynamics of temporal visibilities of content.
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As opposed to live feeds, Pinterest is an
archive of discoveries in which material
acquires value due to its searchability and
classification. The value of creative output
continues to be applicable even after
publication to the advantage of creators in the
fields of designs, fashion, education and
lifestyle. By focusing on the long term rather
than the short term, Pinterest eliminates a
sense of urgency to produce content when it
should, and allows taking time to think over
how to make things and be creative. This
model stimulates creators to develop persistent
content engines instead of pursuing dubious
trends.

Discord also reinvents the space of creativity
based on its community approach architecture.
Writers and creators no longer engage with
unknown people or groups; they now engage
with recognisable actors in institutionalised
digital groups. Connection is secured by the
means of communication, teamwork, and
mutual expectations but not by passive
consumerism. This revolution makes creators
become the facilitators of community and
removes the boundaries between producer and
participant. Likes and shares are substituted by
participation and presence, leading to a greater
connection between people and an increased
rate of community retention.
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The similarity among these alternate platforms
is that algorithmic abstraction is in rejected.
Instead of moving audiences into data points,
they focus on the deliberate involvement,
sustained engagement, and inter-
identification. Creative value is also becoming
more of a feature of trust, sustained
engagement, and long-term involvement,
breaking conventional narratives of the creator
economy, in which success is defined by size
and prominence alone. This reformulation
makes it an inter-relational process, as
opposed to a performance measure, of
creativity.

Of importance is the psychological
implication of such a change. Algorithms
created suggest environment creators are
evaluated by the international community at
all times, amplifying the stress of comparison,
anxiety, and burnout. Substituting the
validation of the general market with the
commitment of the individual, using alternate
creative spaces, alleviate these pressures.
Community engagement, subscription
renewals and long term engagement provide
more predictable but less noisy pointers
regarding the success. The spaces also enable
psychological sustainability by separating the
creative identity and the changing visibility,
and enable the creators to connect with their
work more undisguised.
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Alternative creative spaces also bring in more
conservative monetisation models
economically. Subscriptions,  privileged
treatment, and sponsorships give the company
consistent funding sources that are not as
susceptible to ad market changes. Such
economic security also helps artists in a long
term planning of projects, investment in
development of skills and creative labour
becomes a long-term profession and not a
speculative venture.

To a cultural degree, the rise of alternative
creative spaces 1is an indicator of the
decentralisation of digital authority. The needs
of creators and their communities bring power
out of centralised platforms onto them,
shifting ownership of norms of engagement
and value in creativity. Such areas allow niche
content and expertise to thrive beyond mass-
optimised platforms towards a more pluralist
digital culture where depth is appreciated as
well as reach.

Nevertheless, these platforms do not have no
restrictions. These characteristics usually make
discoverability a slow process and creators
have to be more responsible with regard to
listener building and community management.
Expansion is often reliant on cross-platform
marketing or established networks, and posing
a new entrant barrier. In spite of this, the scale
versus sustainable interaction trade-off 1is
skewing towards the use of alternative spaces
of creators aiming to have a long-term

presence.
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To sum up, the creation of alternative creative
spaces is an important recalibration in the
creator economy. Substack, Pinterest and
Discord allow creators to be more stable,
maintain communities, and more resistant to
the ups and downs of volatile algorithmic
models. These spaces transform the traditional
concept of creative success and improve the
overall health of the relationships between
creators and their audiences because they are
more focused on sustainability than they are
on virality. With the changes in the digital
ecosystems, other creative space is likely to
have a major role in defining the future of
creative labour and culture production that is
dedicated to the community. In this sense,
alternative creative spaces are not temporary
experiments but durable systems that reorient
creative labour around continuity, trust, and
collective participation, signalling a long-term
transformation in how digital creativity is
produced, valued, and sustained beyond
algorithmic volatility.
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Mirror Neuron-Driven Engagement

The Discovery and Function of
Mirror Neurons

In the 1990s, neuroscientist Giacomo
Rizzolatti and his team at the University of
Parma were studying the motor capabilities of
macaque monkeys and found neurons in the
monkeys whose activity was not just involved
when performing an action such as grabbing a
peanut but would also be involved when those
same monkeys were observing another
monkey performing that action. This
unexpected overlap in neuronal activity
demonstrated the brain's ability to "copy" how
others  behave. This straightforward
experiment transformed our understanding of
empathy, social learning, and communication.

Researchers went on to discover another new
cell type called mirror neurons that provide the
brain with the ability to "mirror" the
experiences of other people. Research shows
that humans possess a much more complex
mirror neuron system than monkeys, as the
human mirror neuron system is activated by

other people's facial expressions, hand
gestures, emotions, and even inferred
intentions and their related physical

behaviours. Research has shown that areas of
our brains that create the same emotions as the
person with whom we are interacting become
active when we see someone smile, react to
pain, or rejoice over an accomplishment.

Mirror Neurons, Empathy, and
Intention Understanding
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Intention understanding is one interesting
cognitive function found with mirror neurons.
Mirror neurons allow our brains to engage in
two different types of process activity during
the observation of an action. The first level of
processing relates to decoding what type of
action is being performed while the second
level of processing is more complex in that it
relates to understanding the intention or
reason behind the action being performed.

In order to illustrate this concept,
neuroscientists conducted an experiment
where volunteers viewed no context and
context based hand movements. The results of
this study revealed that in this case, only
select mirror neuron activities were recorded
when the volunteers were presented with both
context and intent; thus, demonstrating that
the mirror neuron system serves functions
other than action 1identification and
contributes to understanding of the meaning
and motivation behind the action being
performed.

Due to this fact, the mirror neuron system has
been referred to as being the physical basis of
empathy, as it produces an identical
neurological structure in different people,
allowing us to connect with others
emotionally. For example; whenever we
observe another person experience joy,
frustration, fear, or relief, our mirror neuron
system activates and creates an echo of that
emotion inside ourselves. This emotional
connection is formed in the brain faster than
we can consciously rationally analyze and
judge it. The emotional impressions created
by this connection will then shape how we
feel about that person, that person’s brand, or
their business before we even have had the
chance to process them logically. This means
that initial emotional impressions influence all
future decisions, preferences, and behaviors.
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Marketing Implications:
Emotional Influence and
Persuasion

The use of this strategy in modern-day
marketing is of great importance. Video-based
communication, especially in the areas of
testimonials, demonstration videos, or story-
telling videos, takes advantage of mirror
neurons by showing real human emotions
during the videos. When watching videos of a
person describing a product with excitement or
telling a personal story about their experience
with a product, we are creating both the
emotion they are demonstrating as well as the
thoughts we associate with that emotion. All of
this helps establish a positive association,
credibility, and trust in the viewer, which
ultimately leads to persuasion.

Through their use of video and other forms of
social media, creators have a direct impact on
their audience’s perception of the value of
products. For example, when someone
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watches an unboxing video or a lifestyle
demonstration, the viewer often feels as if
they are participating and can relate to the
experience as if they had participated as well.
The use of mirror neurons in this regard is not
purely psychological; rather, it results from
the viewer's neurological response to the
creator's actions. The viewer then becomes
more motivated to engage with and share that
content with others.

The increasing use of social media for
marketing purposes and the exponential
growth in the popularity of influencer culture
demonstrate the growing effects of this. By
visually modeling behaviors such as trying on
clothes, cooking meals, going on vacation, and
using gadgets, creators stimulate their
audience's mirror neurons while they view
video content. This is due in part to the fact
that the brain is able to simulate visual
observations of movement and to replicate
that same experience in the real world.
Therefore, a viewer is more likely to "click" to
purchase an item after seeing a creator
demonstrate that same behavior via video
content than they would be to do so if they
had seen it in a different format. These are just
a few of the reasons that influencer marketing
has increased dramatically over the past few
years.

Evidence Supporting Influencer
Effectiveness

The data also supports these findings.
According to several studies, 82% of
consumers are much more likely to make a
purchase from an influencer than from a
standard ad. In 2022, Nielsen found that the
ROI of influencer marketing is typically 11
times higher than standard advertising, further
confirming the growing importance of
influencer marketing. Additionally, influencer
produced content is much more engaging than
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brand produced content with an average
increase of 60% in the total number of
interactions per post. The majority of
engagement increases resulted from  the
transparency, relatability, and target audience
alignment of influencer marketing materials.

However, traditional advertising does not no
longer exist. Television, radio and print
advertising continue to be effective ways to
achieve mass exposure to a large number of
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consumers. In 2021, Nielsen found that
traditional TV advertising reaches
approximately 70% of the global population,
which showed the unique ability of traditional
mediums to achieve mass exposure over a
large geographic area; however, television
advertisements typically have lower level of
engagement than other forms of advertising
and a greater number of younger consumers
are abandoning their use of traditional media
in favour of more interactive forms of
advertising.

Consumer Trust

InMluoncor Recarnmondotona

50,0

2007

20 0%
Both Equolly

Tradivonol Ads

Purchase Decisions Influenced

Influoncer Morkelna

0D 0N

"‘\\m on

N Both Equolly
.

25.0%%

Troditionol Advortsing

35




T

— A

Identity Based Following Patterns

Identity-based following is the trend whereby
followers identify with creators who are
Closest to them, share their ideologies,
aesthetics, or aspirations, and become active
followers instead of passive. The most
important aspects are persona capital -
personal online personas optimized to gather
algorithms and self-perception, in which
following is an indicator of personal identity
to others. This will bring about emotional
investment, unlike transactional following
which enhances retention by 50 percent where
there is socioeconomic alignment.

Patterns of identity-based following denote the
nature of audiences within the creator
economy moving toward creators whose
personas, values, or lifestyles resonate with
their sense of self to form loyal tribes as
opposed to general popularity.

Psychological drivers

Social proof, which is the belief that others are
likely to follow the behavior or advice of other
people, particularly those that they trust, is one
of the major psychological motivators of
engagement. Users tend to be more interested
in joining the conversation or getting involved
when they see a post that has been liked by
thousands of users and has comments on it.
This forms a bandwagon effect of snowballing
of engagement. Successful influencers are able
to boost their credibility and seem more
popular than others can, by using social proof
thus eliciting more followers to join in
commenting, sharing and liking.

Disciples tend to have parasocial relationships
with influencers. They are also one-sided
emotional attachments in which the audience
has a personal attachment or familiarity,
although the person influencing them does not
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know them personally. This bond encourages
followers to be active because they get
involved in the process of the influencer.

The norm of reciprocity - individuals are
likely to give back favors - is a very subtle yet
strong factor in influencer outreach. Whenever
the influencers are responsive to comments on
a regular basis, or when they give shout outs
to their loyal followers, or when they make
content out of suggestions by their followers,
their audience feels that they are being valued.

Social media feeds on information in real time
and exclusivity. Teenagers and influencers
who are teasing exclusive content or limited-
time deals or they have access to that stuff
first make their followers feel insecure. This
sense of wurgency motivates increased
participation because users comment or share
posts fast in order not to be left behind.

The platforms on social media are platforms
of identity expression. The followers interact
with the influences whose value, aesthetics, or
lifestyles appeal to their own perception of
self or personal dreams. It makes participation
a process that allows users to mark their
presence to their social groups.

Platform algorithms and
identity-tuned content

Recommendation algorithms with apps such
as Tik Tok, Instagram, and Youtube are
designed in such a way that the time spent and
engagement are maximised in order to make
active suggestions to users who have
previously shown behaviour indicative of
shared tastes and identities. The system can
match posts to potential fans fast with the aid
of identity-coded cues, such as language,
clothing, aesthetics,
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music, in-group humour, and thus, the creators
of a niche are much more discoverable than in
the broadcast era. At the point of a video
causing aggressive reactions within a
particular group (comments, saves, shares), it
gets relegated into similar feeds, further
driving the correlation between the persona of
the creator and the group segment. This
feedback loop over time makes most of the
producers of this content end up becoming
experts in a single identity lane: queer
financial advice, Dalit history explainers,
hijabi fitness, or rural comedy. The benefit is
that such works are discovered efficiently and
that small creators can reach the exact
audience that will appreciate them the most,
frequently across a border and language. It is
an adverse aspect and you can later learn to do,
namely: creators learn to execute the elements
of their identity that the algorithm rewards
reliably, and the more experimental or nuanced
ways of expressing oneself are quietly taken
off the feed.
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Tribal influencers

Pradesh

The identity, here, functions on both
directions: the followers perceive her as an
indication that their religious and cultural
values, as well as their strength training, can
be partnered, and the Gymshark brand regards
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her as an entry point to a high-intention niche
market. Tribal influencers create tribes in
Madhya Pradesh by making their language,
dress, rituals, and village life the focus of their
followers, as it provides them with close
access to groups that are typically under-
represented in the mainstream media. Users
such as Priyanka Tomar share reels about
some little-known tribal traditions and
celebrations and have built their following to
an approximate of one lakh followers on
Instagram, which in return is appealing to
government partnerships (election awareness,
welfare plans) and brand content.

Modest-fitness creators and

community brands

Female Fitness designers like Umaymah
Makda (maymabh.lifts) also rely on their
identity as visibly Muslim, hijab-wearing
women in the gym to push boundaries by
being in the gym and providing space to other
women like them to feel safe and aspirational.
Her posts consist of inspirational tutorials
combined with busting myths about Muslim
women and fitness that enabled her to reach
over 140,000 followers and eventually
become the first hijab-wearing brand partner
at Gymshark (the highest tier brand partner).
The brand now asks her to consult on products
and modest-wear lines, and co-design items
and provide feedback, essentially
transforming her own identity of modest-
fitness into a micro-brand and product
development input.

The 1identity, here, functions on both
directions: the followers perceive her as an
indication that their religious and cultural
values, as well as their strength training, can
be partnered, and the Gymshark brand regards
her as an entry point to a high-intention niche
market.
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The Psychology Behind Viral Content

In today’s digital age, the ability of the content
to go viral can amplify its reach, getting
millions of views, clicks and shares across
different platforms. Now the question arises
what makes it go viral. The answer lies in the
psychology of human emotions, social
behaviours and cognitive biases

Emotional Arousal: One of the most important
element that triggers virality is Emotions.
Many researches have shown that emotionally
charged content whether inspiring, humorous,
or even anger-inducing is more likely to be
shared. Those emotions which creates a
positive emotions like joy and awe, make users
feel good and induces them to share it more
and more. On the other hand, content which
have the potential to spark outrage or
controversy increases engagement through
debate and discussions.

Social Currency: The term ‘ social currency’
was coined by Jonah Berger, in his book
Contagious: How Things Catch On. This
means people share content that enhances their
image in their social circle or aligns with their
values. By sharing valuable content,,
individuals feels lie they are contributing to
their social circle, and thus increases their
image and gaining approval or recognition

The Curiosity Gap - Content that creates an
"information gap" i.e. teasing just enough to
make someone need to know more and
triggers a dopamine-driven desire for filling
that gap.

Relatability - Content that shows shared
experiences or something which shows the
common frustrations often becomes a hit. A
study by The New York Times Consumer
Insight Group found that people share content
to connect with others who have similar
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interests or to express their identity. For eg
memes and relatable videos goes viral because
they depict universal truths in creative,
engaging formats.

Visual and Narrative feel - Humans have a
natural tendency to get attracted to compelling
stories and visuals. Platforms like tiktok and
Instagram use this same tactic catering to
short attention spans. By adding stunning
visuals and strong narratives, they increase the
reach of the content.

Perfect timing - Timing plays a very critical
role in making content go viral. If content is
shared during major events, holidays or
trending moments, it captures public interest
and benefits from pre-existing engagement.
For ex - During Football world cup and ICC
world cup , many Indian creators posted
content around it.

The Dark Psychology Behind the
Creator Economy

There is also a dark psychology behind
creators economy - where influencers
weaponize trust, intimacy, and scarcity to
drive sales and shape opinions among Gen Z
audiences.
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Now comes the concept of ““Parasocial Bonds:
The Illusion of Friendship”. People don’t
follow creators because they are on billboard.
They follow them because it feels like a friend.
But the truth is - they are not.

When a creator posts about their day, their
dog, or their dinner, when they ask a question
and pretend to hear the audience in the
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comments - they are engaging in a ritual of
connection. But you'll never ring their
doorbell. You won't get a DM. And yet you
feel included. These parasocial relationships
amplify the persuasive power of creators. A
study found that the authenticity, homophily
(sense of similarity) and informative content
of influencers increased purchase intention
through the mechanism of a parasocial bond.
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Traditional Revenue Channels in the Creator Economy

Traditional revenue channels in the creator
economy are primarily driven by monetization
methods that rely on audience size and
engagement metrics, making creators heavily
dependent on platform algorithms for visibility
and income. There are traditionally 4-5
revenue sources for a creator such as Ad
revenue ( AdSense), Brand
collaboration/partnership/sponsorship,
Affiliate marketing and merchandise sales.
These are just the traditional ones. Nowadays,
there have been a growth of various
monetization techniques.

Brand deals and sponsorships - They are
perhaps the most popular monetization
strategies in the creator economy. This
technique can take different forms, but it
generally involves the creator promoting a
particular brand in the content.You may have a
specific brand sponsor a particular portion of a
YouTube video, for example.

Some brands can also pay for you to create
sponsored content for them. This is sometimes
considered as paid user generated content
(UGC) or freelance content creation. In other
cases, brands become channel sponsors where
the creator gets paid on a continuous basis as
long as they continue producing new content
and mentioning the brand. For eg - Indian
youtuber carryminati is brand ambassador of
WinZo. This essentially turns creators into
brand ambassadors. The main limitation is big
brand deals and sponsorships are only
available to creators who have already built an
audience.

Merchandise sales - The next source is
merchandise sales But there are some
inherent limitation with it. Selling merchandise
requires you to run an eCommerce business.
This essentially means
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you now have to worry about inventory,
fulfillment, and all that stuff.You might also
be forced to add more people to your team
who can handle the eCommerce side of your
online business. You may need folks to do the
creative work of creating merchandise and
some eCommerce marketing experts, for
example.Also, merchandise doesn’t just mean
t-shirts, hoodies, and hats. It can also include
products like books, which take time to write
and publish.

But, it has benefits like it reduces your
dependence for income on YouTube, TikTok
and other social platforms. Also, promoting
the merch becomes much more easier once
you’ve already built an audience

Affiliate marketing - The next one 1s Affiliate
marketing. In this, the creator share a unique
“affiliate link” to a product or service,
audience clicks through and (hopefully)
makes a purchase, the creator earns a
commission on every completed sale, often 5—
20% of the purchase price.

Because creator only get paid on actual sales,
brands and networks love it. There’s no risk of
paying for non-converting impressions. And
for him, once his content is live, he continues
to earn as long as people discover and engage
with it.
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To understand its significance, we should see
the figures. Global affiliate marketing spend
is projected to exceed $15 billion by 2028, up
from $10 billion in 2024 and $8 billion in
2020. Top affiliate influencers report that 30—
50% of their monthly income now comes
from affiliate commissions, rivaling what
they earn on sponsored posts

The main benefit of this source is, a creator
doesn't need to wait for brand deals to
monetize content. Whether he has 100 or 1K
or 1M followers, he can start promoting
affiliate  links right away and earn
commissions on every sale made through
content. It gives full control to the creator as
to choose products that fits his brand and
audience, without rigid brand-led briefs or
creative constraints.

AdSense - The last but not the least is
AdSense. AdSense for video allows
publishers with video content (e.g., video
hosting websites) to generate revenue using
ad placements from Google's extensive
advertising network. The publisher is able to
decide what type of ads are shown with their
video inventory. One of YouTube’s main
value capture affordances is its AdSense
advertising program, which allows person-
brands to capture the value associated with
the attention they generate on the platform by
monetizing views.
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In very simple terms, it means that brands pay
the platform a certain amount of money to
show their ad during the video. Thus the
number of views determines the and it is
shared between the creator and the platform.
Platforms like YouTube share revenue with
creators, with earnings based on views, usually
ranging from $3 to $5 per 1,000 qualified
views, with higher rates for long-form content.

The Strategic Advantage of
Creators

In conclusion, creators have one significant
hedge over most businesses. While businesses
create a product first and find a market for it
later, creators have an existing audience; all
they have to do is find a fitting product.

Once they have a product figured out, they
simply use their influence to promote it and
create a massive business. This has led to the
rise of the “creator-led economy”.

It’s what popular creators like Mr Beast and
KSI have done with Feasitibles and Prime.
And yeah, those are extreme examples, but
you get the idea.
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Subscription-Based and Community Monetisation

The creator economy has moved away much
more towards ad-driven revenue models to
subscription-based and community-oriented
monetisation. In contrast to standard
advertising models, where creators are paid
per impression and interaction, the
subscription and community models focus on
direct  financial = compensation = among
audiences in exchange of exclusive content,
experiences or access. This is comparable to
wider transformations in the digital economies
in which consumers grow more inclined to
compensate personalised, value-fit content
instead of one-size-fits-all media.

Community monetisation and subscription
have their foundations on deeper, continuous
relationships between creators and audiences.
These models stabilize the unstable nature of
ad markets, offer more predictable revenue
streams and create enhanced loyalty. To
creators, they not only offer an economic
opportunity but also a chance to establish
committed communities of followers based on
shared interests, identities or values. This part
discusses the rationales, forms, effects, and
issues of subscription and community-based
monetisation, in the context of the larger
creator economy.

Economic Logic of Subscription
Models

Subscription monetisation is changing the
audience as passive consumers to recurring
customers who make consistent payments
either monthly or annually to remain in access.
Subscriptions are predictable cash flows unlike
single transaction, making it easier to plan the
content and financial investment in a more
sustainable way. Such platforms as Patreon,
Substack, OnlyFans, and YouTube
Memberships are examples of this change.
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Subscriptions, too, are exploiting the
psychology of consumers: they are ready to
spend on value-provision, exclusivity, and a
feeling of belonging obtained with
membership. This can be attributed to the
results that have been obtained in the research
area of digital media where audiences are
becoming more and more interested in
meaningful interaction and co-creation instead
of passively viewing content.

Types of Subscription Models

Tiered subscriptions are one of the most
common models.In this model, creators will
provide several types of subscriptions,
including basic, intermediate, and premium,
with more and more benefits. The upper levels
could be encompassed to higher content,
personal access to the creator, or access to
releases. With this type of model, creators can
attract both less engaged and more intense
fans, and the audience is able to have
flexibility on the amount they can pay.

Platform memberships are tools that are
constructed directly into social media
platforms by use of subscriptions. They can be
YouTube Memberships and Instagram
Subscriptions. The creators can easily
introduce paid benefits, like members-only
posts, badges, or live sessions, using these
features without sending audiences away to
third-party = websites. The presence of
integration inside the platform minimizes
friction and promotes its increased adoption.

Newsletter  subscriptions 1mply that
audiences pay directly on written material,
typically through email. Such platforms as
Substack are allowing creators to make money
through long-form writing, analysis, or
commentary. This can be applied particularly
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well to creators who establish trust by means
of expertise and regular communication lastly,
service bundling is a form of content
subscriptions that include other services like
customised guidance or tutorials and digital
resourcing. This part adds more perceived
value and enables creators to monetise skills
that are not limited to content.

Collectively, these models illustrate how
subscription systems can be modified to suit
the needs of various creator niches and
audience expectations and allow the generation
of income in a flexible and sustainable way.

PSYCHOLOGICAL DRIVERS OF
SUBSCRIPTION-BASED CREATOR SUPPORT
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Benefits of Subscription and
Community Monetisation

Creator economy monetisation through
subscriptions 1s becoming more community-
based and not content-driven. Subscribers are
not just paying to be served with exclusive
content but also a sense of belonging,
recognition, and identity. These communities
are developed by creators in terms of personal
groups, members only live shows, forums, or
direct face to face conversations using
messages and comments.

These areas enable the followers to connect
with the creator and other members thereby
enhancing attachment and loyalty.

Ay

— A

This model 1s based on social identity and
reciprocity, as the point of view of behaviour
is concerned. When they believe that they are
respected or are a part of a smaller more
personal entity, they are likely to be more
cooperative in offering continued financial
backing. The value, then, does not only come
out of what creators make, but also through
the relations and social connections they
enable. This change is an end of transactional
monetisation and a turn to value creation
through  relationship, where long-term
interaction is as significant as the quality of
content.

Platform Mediation and Power
Dynamics

Although creators have the power to monetise
themselves, platforms remain key in
determining monetisation success. Discovery,
payment infrastructure, and data access are
governed by platforms, which makes them
able to affect the ability of creators to
transform their followers into paying
members. The ability of subscription offerings
to be made to the most engaged users are
frequently dependent on algorithmic visibility,
thus perpetuating the current disparities
between big and small creators.

Besides, platforms usually take a portion of
subscription revenue and are able to change
the terms or features on their own. This
generates an imbalance of power as creators
rely on the loyalty of the platform and lack
control over the terms of monetisation.
creators seem to thrive at mid-tier levels but
are seldom able to reach elite ranks due to
demographics of their audiences, niche
selections, and systemic issues surrounding
sponsorships and marketing.  Seasoned
creators continue to be surprised by their low
numbers, indicating that simply having
experience is not an indication of achieving
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scale. As new creators continue to enter these
markets, being inundated with new content
typically leads to the fragmentation of existing
viewer attention and the compression of
revenue for all but the newest viral successes.

Factors Affecting Unequal
economy

There are a variety of factors which are
primarily responsible for supporting this
unequal economy.

1. Platform and Algorithmic Systems: Social
Media Algorithms and their recommendations
are as follows: (i) They promote hyper-
engagement, and (i) They  prefer
preposterously large volume hits as opposed to
steady incremental growth. A single video
created on TikTok can result in an individual
becoming a celebrity; however, on the other
hand, an individual's continuous contributions,
to develop a sustainable and successful career
in this industry, are not rewarded.

2.  Ad Revenue Requirements  for
Monetisation: Advertisers typically want
millions of viewers or subscribers in order to
make a profit; therefore affiliates and
merchandise vendors require an established
audience base to promote. In addition, due to
the way that brands cluster their endorsements
among the presently proven influencers, the
rising stars of today are not provided with
opportunities to generate revenue as well.

3. The Structure of Niches: The distinctions
within the niche economy can be classified
into two categories: the highest earning
categories, typically Gaming and Lifestyle,
and the lowest earning categories, such as
Education and Activism.

The Vanished Middle Class
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All  through the traditional industrial
revolution, middle-class professions served as
a buffer for income inequality. Common
occupations included teachers, mechanics and
managers, all of whom have access to
healthcare morning and night with sufficient
earnings to sustain their families. As
occupations for creators develop, they will
have no similar existing systems to support
their achievements of success due to the
absence of unions to negotiate wages and/or
ladders to help advance an employee's career.

Many parallels exist between the gig economy
and gig industries such as Uber, which has
enabled a few top-rated drivers but has left
many of them with very low incomes. Like
taxi and ridesharing drivers, creators of
content for social media platforms also are
working to reinvent themselves on an ongoing
basis based on changes to algorithms. Also,
creators' skills commonly are commoditized
and the value of these skills generally is
concentrated in their IP or notoriety.

Several data points from the attached source
files provide a context to the examined
expectations as well as the examining
population's history. For example, in Barbara
Stuart's 2019 survey of children, 66% of them
expressed they would like to be YouTubers,
while only 27% wanted to be astronauts.
Many of those children also do not understand
the many daily benefits they receive from the
technologies created by NASA. Creators as
well as astronauts are subjected to similar
processes where the glitz and glamour of the
creator's profession and career hide the many
hours of hard work and effort required in
succeeding in those same professions and
careers.
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Inequality in the creator world isn’t just a
numbers issue it changes who actually gets
tostay in the game. When talented voices give
up because they can’t make it work, the
ecosystem loses diversity and new ideas.
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Platforms keep benefiting from having tons of
creators pumping out content, but that model
doesn’t really care about whether creators can
actually earn a living. It just replaces the
burned-out ones with new ones. People are
starting to talk about fixes things like better
tax tools for freelancers, creator unions, or
different  revenue-sharing models. But
honestly, creators can’t afford to wait around.
The ones who survive usually do it by
spreading out their income (brand deals +
merch + digital products + consulting) and
building audiences they actually own, like
email lists instead of just followers. Learning
to understand data helps too, because guessing
never works in the long run.
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Inequality and the Creator Middle Class

Unequal Wealth in Creator
Economy

Unlike traditional economies, where success
was defined as a stable middle-class income,
the creator economy funnels wealth to a select
few. In 2016 in the United States, 52% of
adults were classified as middle-class and
earned between $48,500 and $145,500
annually. However, creators have a much
greater hurdle to overcome. On Patreon, for
example, only 2% of creators earned the
federal minimum wage of $1,160 per month
in 2017, and it takes 3.5 million streams to
give a Spotify creator the same income level
as a full-time minimum wage worker
($15,080). As a result, many creators are
forced to tour and sell merchandise just to
survive.

Recent data continues to paint a similar
picture. More than half of all creators earn
less than $15,000 a year (the percentage of
creators earning this amount increased from
48% 1n 2023). Based on surveys conducted
with over 3,000 creators (including those with
four or more years of experience), it's clear
that the number of creators is growing
continuously, but that most are low-income
earners, and that it is becoming increasingly
difficult for them to make a decent living.

The $15K Threshold Trap

Earnings among creators are distributed
according to a strict Power Law; as such,
many creators will begin to slowly increase
their income until they hit a crucial income
threshold $15,000 annually. This is when
income typically skyrockets because crossing
that threshold leads to brand partnerships,
algorithmic support, and greater audience size
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all resulting in exponential growth of income.
The creators who don’t cross the $15,000 per
year threshold usually have substantial talent
and reach but do not yet have a way to
monetise their work. While their influence has
increased, their connection of income to
influence is lost. This creates a limit on the
creator’s income potential.

The nature of the platforms used to monetise
influences this issue. Monetisation methods
differ widely from platform to platform:
YouTube rewards creators for massive views
on AdSense, TikTok for virally spread dance
videos, and Substack for writers of articles or
newsletters. Lower income niches are at a
disadvantage in terms of monetising their
creative content when compared to high-
engagement formats such as beauty or gaming
content. Part-time creators create a further
dilution of average income because they must
balance their day-job as well, while full-time
creators have to work hard to gain visibility in
heavily saturated feeds.
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Outlier and gender

Gaps across gender widen the gap further.
Men will report a higher average as a result of
a select few male outliers earning millions of
dollars. This pattern reflects that of the digital
and entertainment industries, where top
earners are typically male. Many female
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Burnout and Mental Health Strain

The Illusion of Freedom in the
Creator Economy

Designed to be liberated, often by being
flexible, presumably  self-directed, and
creativity-focused over hierarchical, the modern
creator economy is often depicted as a freer
kind of work. However, this story hides the
psychological price of the system in which
visibility is money and attention is the input of
labour and the output of labour. It is no longer a
case of a few content creators burning out but
rather becoming mentally health strained due to
structural implications of a new economy that is
largely based on performing constantly, being
uncertain about the algorithms, and being
emotionally vulnerable.

Constant Evaluation and the
Transformation of Work Appraisal

The main issue of the creator burnout is a
radical change in work appraisal. The creators
are under constant evaluation in a standard,
unlike traditional professions, when their
performance i1s done every now and then
privately. Every post is supplemented by live
statistics views, interaction, retention, which
subsequently turn artistic work into an
indelible performance history. In the course of
time, these figures stop serving as the neutral
measures of reach and start influencing self-
perception. The changes in visibility are
internalized as an individual success or failure
even when they happen due to the platform-
level changes that an individual cannot
control. This 1s a constant

assessment which is associated with cognitive
strain which does not constitute after the job
time work will never come to an end.

Algorithmic  Uncertainty and
Anticipatory Anxiety

The strain is enhanced by algorithmic
unpredictability. Platforms dictate
discoverability via opaque systems which vary
often and without any objective definition.
The format that does a good job last week may
fail miserably the following week and yet
there is the same amount of work and quality.
This disfigures the anticipated connection
between labour and reward, and creators need
to be hyper-aware of trends, posting schedules
and analytics of engagement. The outcome is
something of anticipatory anxiety, in which
creators feel the urge to watch the platforms at
all times to not get left behind. The inactivity
also makes rest psychologically hard to bear
since recovery is being viewed as professional
risk.
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The 24-Hour Work Cycle and the
Collapse of Boundaries

Such a workplace promotes the style of work
that is 24 hours. Individuals who create content
are usually under the compulsion to create
regularly, quickly and stay relevant on ten or
more platforms at the same time. There are no
regular working hours or any organized leave
arrangements like in  the  traditional
employment which is present. Monetisation
can also intrude even on personal time when
all our daily life is subject to enhancement by
being filtered through its possibilities as
content. This eventually blurs the Ilines
between individual self and work. In case the
personality becomes the product, it will
become even more inconvenient to detach the
work, which leads to emotional fatigue and
identity loss.

Emotional Labour and Parasocial
Pressure

The work of creators is heavily affected by
and underrecognized element of emotional
labour. It is anticipated that creators should
meet the audiences on a personal and authentic
level, responding to the comments and
messages and dealing with criticism, trolling,
and conflicting expectations. The parasocial
relationships enhance this load since the
spectators tend to form significant closeness
and sense of entitlement in the face of the
creator that one cannot attribute to the limited
emotional capacity of the creative. The
pressure to be friendly and accommodating a
notch up causes systemic emotional burnout,
especially in organizations where creative
individuals do not have institutional backing
or censoring apparatus.
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Financial

Precarity and the
Pressure to Stay ‘Always On’

Mental health strain is also further increased
by financial instability. Most of them work
with erratic flows of income relying on brand
alliances, platform payments, and viewer
activities even though high-earning creators
are known to have a high focus. The
guaranteed wage, employment or job security,
as well as being able to access benefits like
health insurance or paid leaves do not exist.
This precarity is an incentive to work too
hard, since creators experience that urge to
receive frequent collaborations and be always
on, to be able to earn money. Even other
prosperous creators mention that they
regularly  experience  anxiety  because
platform-based earnings are so fragile that
being consecutively disrupted by changes in
the algorithms or demonetisation easily.

Metric Surveillance and

Psychological Conditioning

The behavioural patterns that are prevalently
documented are psychological impacts of
continuous metric patrol. Most engagement
systems are structured in accordance to
intermittent reinforcement, meaning that
intermittent upsails of performance are
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andom and thus highly stimulating. This
promotes repetitive analytics and social
validation and upholds stress instead of making
it easier. In the long term, creators can become
more sensitive to lifecycle changes in
performance, which will result in mood
swings, insomnia, and inability to leave work.
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The Progression and
Consequences of Burnout

The creator economy is susceptible to burnout,
which is usually developed over time. The first
enthusiasm is replaced by the creative
exhaustion, lack of motivation, and numbness
of feelings. Activities that seemed rewarding
before become a compulsion. Emotional
exhaustion i1s commonly accompanied by
physical symptoms of chronic fatigue,
headache migraine, and irregular sleep.
Burnout is likely to increase the risk-aversion
of creators, who will have to depend on trends
over experimentation to keep themselves
interested. Ironically, such a defensive
mechanism may suppress originality and long-
term viewer relationship, cementing the sense
of stagnation and discontent.

Burnout as a Structural Problem,

Not an Individual Failure
Notably, the problem of burnout in the given
context should not be imposed as a personal

inability to deal with stress. Creator economy
is organised in a manner that promote
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intensity as opposed to sustainability and
visibility as opposed to wellbeing. Presuming
that creators can only address burnout by
using personal resilience interventions
neglects systematic situations contributing to
the formation of psychological stress.
Although the harm can be alleviated at the
individual level through setting boundaries
and diversification of income, platform
design, brand expectation, and cultural
narrative of productivity need to change on a
grander scale.

Toward a Sustainable Creator

Economy

Platforms will be able to alleviate mental
pressure with more transparency, more
predictable distribution, and incentives that
promote care quality and longevity over
continuous production. Advertisers and
agencies can act in that way by providing
more realistic timelines, clearer products, and
boundaries on offline. Necessarily, the
reconstruction of success separated at the
culture of inexorable availability to
sustainable creative practice must be re-
enacted.

Burnout will not cease to be one of the main
characteristics of the creator economy without
structural recalibration. A creative industry
can not support creativity and drain the life
out of people who keep them alive. The fact
that mental wellbeing does not interfere with
productivity does not mean it does not provide
a precondition to meaningful long-term
creative work. This notion of identifying
burnout as a systems problem and not as an
individual deficiency is one of the required
steps on the way to creating a creator
economy that is not only marketable, but also
civilized.

49




T

4

The Breakdown of Discovery in the Digital Age

In the early days of social media, podcasts,
YouTube and mobile apps, discovery was easy.
The platforms were new, the audiences were
keen on discovering and competition was
limited. But as these ecosystems matured,
something fundamental shifted: discovery
started to break down. Today, new creators,
apps, and even podcasts face an increasingly
uphill battle to get noticed in an oversaturated
environment.

The Era of Extreme Content
Saturation

In present , the digital content landscape have
extreme saturation, with millions of new
creators entering the market and making it
difficult for them to stand out. This over-
supply of content has resulted in a "synthetic
feed" where the volume of material,
particularly Al generated content, surpasses
the audience's capacity to consume it, leading
to reduced visibility for new or small creators.

Information overload on social networks have
given rise to issues such as techno-stress,
distraction and errors, which affect decision
making and cognitive skills. Prolonged
exposure to information generates mental
exhaustion, causing users to lose interest and
feel overwhelmed, which often results in
temporary or permanent abandonment of the
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platforms.

In addition, the rapid and superficial
consumption of content diminishes users’
ability to engage, which makes it difficult to
deepen and leads to fragmented understanding
. It also reduces user engagement in their
interaction with the content, resulting in an
increased competition by brands and content
creators to capture the wuser’s attention.
Moreover, saturation facilitates the spread of
fake news and misinformation, as users do not
have enough time to verify information.
Exposure to sensationalist content further
dulls emotional responses , and many users
feel pressure to stay connected because of the
fear of missing out

Taking these factors into account, it is clear
that the saturation effect in social networks

plays a critical role 1in shaping the
dissemination of information on these
platforms.

The core problem is - the amount of content
on these platforms is growing at a much faster
rate than the consumer. On platforms like
Instagram, TikTok, YouTube, the supply of
creators, influencers and media brands has
surged so high. Though, the time users spend
on these apps remains relatively fixed or
stable.

Consider this: The average person only has a
few hours a day for media consumption ; most
users already follow hundreds of accounts. On
the same line, users have a finite number of
podcasts they listen to regularly, a handful of
YouTube channels they subscribe to, and a
selective number of apps they use.

Once people settle into their preferred habits,

they naturally become more selective about
adding new content.
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They think ¢ why do they need to discover new ow, how does a creator face this challenge of
faces when their feed is already filled with oversaturation? There can be multiple

familiar faces?” Why try a new app when the strategies to face it. The creator have to

phone is already filled with a bunch of unused differentiate itself through a unique value

ones. proposition(USP). Offer a truly distinct angle
or solution. If you’re “just another

The consequence is diminishing discovery - influencer” in a saturated niche, getting

the more established a platform becomes, the noticed is tough. But if you address a gap in

harder it is for newcomers to enter and thrive. the market or offer content that’s rare, you
stand a better chance of breaking through the
inertia.
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Al Ethics, Deepfakes, and Data Privacy

What Are Deep Fakes

Deep fake 1s a highly sophisticated
technology that uses neural network and
machine learning to create ultra realistic fake
videos, audios and images that replicate
people's appearances and voices with high
precision. This technology holds remarkable
potential in the field of media and content
creation, however it has also created ethical
and legal challenges such as Deepfake driven
misinformation, harassment and privacy
violations the trust of people in media is
dwindling. It is becoming more and more
difficult to differentiate authentic content
from fabricated content. Deepfakes are mostly
being misused against the vulnerable groups,
particularly women and minorities. Creation
of a deep fake of a person without his/ her
prior approval has become a tool for
harassment and exploitation. Deepfakes are
being used to impersonate and defame People,
increasing existing inequalities and power
imbalances.

Legal Challenges

Deepfakes pose challenges which make
traditional laws such as, copyright laws,
Defamation laws, Privacy Laws and cyber
security laws insufficient. There anonymity,
global reach, and potential to cause
widespread harm before being identified as
fake, make the problems created by there use
very difficult to solve. More the global nature
of the internet makes it hard to enforce
national laws against deepfakes that are
created or hosted in other countries.

While regulations for restricting Deceptive
Digital Experiences are established in the
USA, China has numerous rules in the PIPL
and other regulations regulating the use of
Deep Fake technology. The PIPL attempts to
reduce identity fraud, violations of privacy,
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and damage to reputations that arise from
Deceptive Digital Experiences (DDE). In
addition to requiring individuals to consent
before using their personal images, sounds, or
data in synthetic media, PIPL also requires the
marking of deceptive digital experience
content. In this way, PIPL demonstrates how
targeted laws can reduce the ethical and legal
risks associated with DDE.

Also, starting in January 2023, all Deep Fake
Service Providers (DFSP) will be required to
identify the individuals who create deepfake
media and review all deepfake content they
produce, including their original works. As the
responsibilities on Deep Fake Service
Providers increase, so does the regulatory
burden on those who create and disseminate
deepfake media, which further demonstrates
China's commitment to addressing the issues
created by DDE.

" Technological Investments
Invest in Al-powered detection
tools to identify and combat
deepfakes and other manipulated
media

Regulatory Compliance
Stay informed about and comply
with emerging regulations (E1 Al

Act, Digital Services Act),

2 . Key
Requirements
FOR Al SAFETY

Public Awareness and

Education

mardia literacy and

nong employees and

help them recognize

nd respond to deepfakes and
misinfarmation.

Cross-Border Collaboration
Engage in global discussions and
partnerships to address the borderless
nature of deepfake misuse,

Ethical Al Governance
Develop and implement Al
governance frameworks that
prioritize accountability,
transparency, and fairness.

3

Benefits Of DeepFakes

However Deep fakes and Al, also have a
positive side to them, they have lowered the
learning financial curve that was required to
enter into this field. A person who wanted to
create youtube content had to first learn how
to edit a video, script a video, record a video,
and then he had to buy expensive equipment
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in order to perform all those tasks. Deepfakes
and Al allow creators to do all those tasks
without much learning curve and produce
better content. This can be observed from the
fact that researchers predict that as much as
90% of online content may be synthetically
generated by 2026.

It also has content creators to scale their
operations. One of the major problems faced
in the business of content creation 1is
scalability as the person who is the creator
has to be present for recording the video. This
created a hindrance in the workflow, because
as a creator grows his channel on the content
creation platform grows into a business, other
functions of business get introduced around it
and he has to take care of many things such
as employees expenses profitability, different
channels of monetization, etc. Because of the
creation of deepfakes a deepfake of that
person can be created and the videos can be
synthetically created because of which the
creator himself can focus on other tasks
rather than just recording videos.

Al Slop

Ai and Deep Fakes have also given rise to Ai
Slop. Ai slop refers to digital content made
with generative artificial intelligence that is
lacking in effort, quality or deeper meaning,
and produced at an overwhelming volume for
content reasons. They are created in order to
farm views and generate money through
social media monetization mechanisms. It is
primarily uploaded on Facebook and Tiktok
with issues affecting facebook most notably.
Facebook spammers have been reported as
Al-generating images of Holocaust victims
with fake stories; in reality there are only a
handful of historical photographs taken at
Auschwitz. They are majorly created by the
people in developing countries and target the
US audience because the US audience yields
much higher ad revenues.
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These creators create these images and videos
using both, Text models and text to image
models. They first prompt the the text models
to create prompts for the image model such as
“write me 10 prompt picture of jesus which
will bring high engagement on facebook”
They then put the prompts that the text models
generate into text to image models which
create the images that are then posted on their
accounts.

Major audience for these photos and videos
are the elderly and the young and the old age
population, because of lack of understanding
of the new technology and inability to
differentiate ai generated images from real
images they are the ones who interact with
these posts the most.

Ai slop generally consists of bizarre images
such as slides on monuments such as the
colosseum, the Eiffel Tower. Pictures of
political figures in bizarre costumes and
dresses.

and Ai have

Deepfakes fundamentally

changed the content creation process and have
created new opportunities as well as new
threats. It requires ideation and formation of
new policies and regulations around it, its
regulations need to be made keeping the
changing paradigm in mind.
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Success Through Alternative Platforms

Algorithmic Virality and
Structural Pressures in the
Creator Economy

Social media promoted by algorithms has
substantially influenced the contemporary
creator economy, which promotes speed,
volume, and virality. Presence in such
ecosystems is determined by continuous
interaction, conformity to trends, and quick
cycles of content, which generates a notion
where prosperity is impermanent and
organized unevenly. Though these platforms
allow a small segment of creators to build
audiences quickly, they also contribute to
volatility, creativity fatigue, and increasing
dependence on social ranking algorithms. To
deal with these structural pressures, more
creators are seeking to find success

elsewhere, in platforms that provide slower,
strategically
visibility  and

more sustainable and
controllable  types  of
monetisation.

Alternative Platforms and the
Shift Toward Sustainable
Visibility

Other platforms are based on quite different
incentive structures. Instead of focusing on

the current interaction, they highlight
searchability,  content  durability  and
purposeful  searching. This difference

transforms the way producers are dealing
with expansion. Rather than create something
that performs well in an algorithm compared
to the market at the moment, makers on other
platforms invest in something that would
deliver value over time. The resulting shift
can be seen as a more general trend in the
creator economy, in which sustainability,
predictability and the quality of the audience
are becoming much more important than
simple raw reach measures.

Pinterest as a Discovery-Driven
Growth Mode

One such shift is the increased reliance on
Pinterest as a main growth and monetisation
potential. However, contrary to the classic
principles of social media feeds, Pinterest is
more of a discovery and search engine, where
information is categorized and not lost in time.
Pins are easily findable months or even years
following their creation and thus creators are
in a position to enjoy cumulative exposure
instead of short-lived virality. It is an inherent
aspect of the design that completely changes
how economics of content creation should
work because it minimizes the need to post
consistently and enables the creator of content
to optimize by creating less content but of
higher quality.
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Creator Sustainability Beyond
Engagement Bursts

The example of such creators as Joy Cho
shows how alternative platforms help creators
to sustain themselves. With the help of
Pinterest as the instrument of discovery and

collaboration, creators can get brand
partnerships  without resorting to the
engagement bursts or algorithmic

amplification. The content monetization in
such platforms is usually spurred by traffic
growth over time, affiliate links, and repeated
partnerships with brands, but not single viral
moments. Possessing higher control over
income and creativity, this model lets creators
remain stable in terms of output without
compromising quality or identity.

Advertiser Incentives and High-
Intent Audiences

There are also other platforms, which provide
attractive attributes as far as an advertiser is
concerned. The willingness to learn, get
inspired, or find a solution is usually higher
among audiences on these platforms who rely
on search to find the required ideas before they
passively engage with the content. This
situation makes the conflict of promotion
messages and user experience less significant,
and branded content seems less intrusive and
more factual. Subsequently, brand partnerships
on other platforms are likely to focus on
alignment, relevance rather than sheer size,
which is advantageous to both creators and
advertisers.
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Mitigating Algorithmic Volatility
Through Search-Based Platforms

Besides, other platforms eliminate exposure to
algorithmic volatility. In toto social media of
smaller scale, the addition or change in the
ranking systems can have a critical impact on
the creators incomes. In its turn, search-
oriented platforms evenly allocate the risk
over time. The content performance is less
immediate and more long-term performance,
which focuses more on the relevance of the
material and protects creators against sharp
decreases in visibility. Such stability is
especially a desirable attribute to creators who
want to develop businesses instead of trying to
gain popularity in the short term.

Redefining Success Metrics in the
Creator Economy

The shift to alternative platforms is also an
indication of a more general reassessment of
success in the creator economy. The
conventional measures of success such as the
number of followers, likes, and impressions
are now being accepted as flawed measures
of influence or economic success. Other
platforms spur the transition to outcome-
based measures of  click-throughs,
conversions and a dedicated audience. These
metrics more effectively reflect the economic
value creators provide both to the brands and
the audiences.

Trust, Relational Capital, and
Niche Authority
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Notably, other platforms provide stronger
relationships between creators and audiences.
Since people find content searching by
intention, it 1s possible that viewers will
connect better with the creators, the content of
which will be closer to their interests or needs.
This also builds trust and repeat interaction
which enhances relational capital in the long
run. Unlike algorithm-driven feeds, which
focus on novelty, other platforms favour
consistency and experience and make creators
establish themselves as trusted sources in
particular niches.

Market Entry, Competition, and
Meritocratic Visibility

The increasing applicability of alternative
platforms also implicates implications on
market entry as well as competition. New
creators have a much lower chance of reaching
an audience on crowded social media
networks, where it may take large amounts of
investment into content production to enable
the producer to reach their target audience. The
other platforms reduce these barriers by
placing more emphasis on relevancy of content
rather than seniority of creators. The new
creators need to be well optimised in order to
outperform older accounts as long as it fulfils
the intent of users in encouraging a more
meritocratic distribution of attention.
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Constraints and Strategic Trade-
offs of Alternative Platforms

However, victory via other platforms is not
without challenges. Monetisation channels
might evolve by progressing at a slower pace
and creators need to take the time to learn
optimisation tactics specific to the platform
they are taking part in. Also, the search-based
discovery necessitates producers to take an
analytical stance to content production,
finding a balance between creativity and
planning. These difficulties however tend to
be compensated by the long term stability
gains, independence, and evading excessively
fluctuating engagement cycles.

Platform Diversification and

Systemic Resilience

The emergence of alternative platforms is an
indication of a larger structural redistribution
as the creator economy develops. Instead of
driving power into the small number of
algorithm-controlled ecosystems, creators are
diversifying their online offerings and gaining
more and more control over the line of
growth. This diversification will create
greater resilience at the individual and larger
systemic level making them less vulnerable to
platform-specific shocks and policy changes.
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From Attention Extraction to
Long-Term Value Accumulation

Finally, success in other platforms implies a
change of attention extraction to value
accumulation.  Focusing on  longevity,
relevancy and intentional discovery

4

strategically can ensure sustainability of the
careers creators have built, which require
addressing the posed challenge of balancing
monetisation with authenticity. As more
platform creators and brands realise the
constraints of algorithmic virality, other
platforms will most likely become an
increasingly prominent part of how the creator
economy is shaped in the future.
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Integration of Al in Creation

The Artificial Intelligence (AI) is a modern
branch of computer science focused on the
development of frameworks that can mimic
the human capabilities of intelligence and
problem solving. Creation of content in the
world has reached a new stage, as artificial
intelligence (Al) can write blog posts, create
images, and even produce videos within
seconds. Millions of works of content are
generated by Al writing technologies every
day, as it alters the method by which
businesses can use content. This is heavily
influencing such industries as marketing or
entertainment where Al-based content-
generating tools can cut the cost and get the
content quality higher and eventually
engagement and business outcomes.

The idea of Al content generation can be
described as a writing assistant that is
intelligent and may assist in such activities as
simple product description and sophisticated
marketing campaigns. It entails the creation of
written, pictorial, and audio content by
artificial intelligence by means of advanced
language processing structures. Such systems
integrate machine learning with natural
language processing to absorb context,
brainstorm and write.

The technology operates in such a way that it
takes huge volumes of already existing content
to find language and communication patterns.
The contemporary Al content tools have the
capability to analyze the context, retain the
same tone of writing, and change their content
according to the specific needs. This artificial
intelligence and content creation technology
combination creates materials that seek to
replicate the patterns of human writing and at
the same time keep their content accurate and
relevant.
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Core components of Al creation

Al based applications apply advanced
automation to crunch and create content on-
the-fly. Such systems can both perform basic
chatbot interactions (as ChatGPT can) and
more intricate image generation (with
applications such as DALL-E).

The technology unites the following basic
aspects:

Natural Language Processing (NLP):

NLP allows Al systems to read, comprehend
and write human language. It enables
machines to process grammar, context, tone,
and intent, which is why one can create
consistent, applicable, and human written
content in various forms and formats.

Pattern Recognition:

Pattern recognition provides Al with the
capacity to analyze major amounts of existing
content to discover trends, structures, and
formats that do well. It also studies what
attracts audiences and it uses those findings to
recreate effective styles, designs and narration
methods in newly created contents.

Content Refinement:

Refinement tools assess text on the fly in
terms of clarity, relevancy, grammar and
interest. Al offers rewrites, edits, or
optimizations to create better content, and
creators can make their work easier to
understand and closer to the audience as well
as write better and more refined work.

Automation Workflows:

Automation processes combine various Al
technologies to control the content generation
process.
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CORE COMPONENTS OF Al CONTENT CREATION

NATURAL LANGUAGE PROCESSING (NLP)
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How Al is transforming the

creator economy?

Optimization of content strategy:

The Al-powered tools use past performance
data to predict what issues and formats will
have the most success among the audience and
predict upcoming engagement rates. Solutions
such as GPT-4-driven analytics and Al-based
assistants like Jasper help teams to discover
high value themes and organize -editorial
calendars based on data-driven insights to
radically enhance accuracy and performance in
strategy. Strategy tools that are supported by Al
can make the process more efficient and assist
creators in making adaptations on the content
plans more quickly than relying on traditional
approaches.

Personalization at scale:

The machine learning algorithms have now
facilitated hyper-personalization - it provides
content that 1s personalized to individual
preference, behaviors and browsing habits. Al
systems create personalized newsletters, video
recommendations, and content feeds
dynamically instead of using generic messages,
which adjust with time, leading to greater
engagement, retention, and loyalty to the
audience. This change will make the content
more applicable to individual users.
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Real-time multi-platform repurposing:
Cross-platform content adaptation is made
much easier through Al tools which
automatically reformat text, video, and audio
into the platform-specific format. One long-
form asset (such as a blog post or podcast) can
be redesigned into short social clips, carousel
posts, captions or email snippets without
necessarily having to re-create them manually.
This is an expansion in terms of reach and
messaging is in line and according to the style
and engagement pattern of each platform.

Advanced monetization:

Part of AI 1is changing the 1idea of
monetization, in that the revenue generation is
integrated into the content experience. Smart
systems drive automated checkout processes,
dynamic price recommendations and real-time
upsell recommendations depending on user
engagement and predictive analytics. Such
functions enable brands to maximize
conversions, minimize churn and personalize
offers more effectively than traditional content
systems would. The effect of Al is not limited
to content optimization but is also tied to

business-focused revenue approaches, in
which insights are directly related to
monetization results.
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Human role in AI content creation

Artificial Intelligence writing aids can just
serve effectively under the supervision of
human creativity and expertise. As an example,
the content writers will retain their
fundamental functions in the process by giving
guidance to the AI tools, refinement and an
addition of the human touch that appeals to the
audiences. The most effective content
strategies are a combination of Al efficiency
and the human writer based on their knowledge
of brand voice and audience requirements.

Al is a tool that professional content creators
use instead of a substitution. They direct Al
with successful prompts, editing, and planning.
Such collaboration of human imagination and
Al processes generates original content,

enjoying the benefits of the speed of Al and its
predictability.

4

Case study

Government-supported projects demonstrate
how Al is being decentralized among this
group of creators. The Kalaa Setu challenge
by WaveX with the support of the ministry of
Information and broadcasting is a competition
where startups are encouraged to develop
indigenous text to video, text to graphics and
text to audio engines that can produce
explainers, infographics and voiceovers of
multiple Indian languages in real time. Its aim
1S to assist small creators, newsrooms and
government  communicators to  create
regionally relevant content at scale, essentially
considering Al as a public infrastructure layer
in multilingual storytelling. When these tools
develop, they reduce the barriers to entry by
rural, tribal and non-English-speaking
creators, who will be able to reuse scripts into
short videos, reels and audio bulletins without
huge teams or budgets
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Growth of Community-Owned Digital Spaces

Shift from Algorithmic Platforms
to Owned Digital Spaces

The digital ecosystem is undergoing a
gradual yet significant shift away from
centrally controlled, algorithm-driven
platforms toward community-owned digital
spaces. Earlier social media platforms
initially presented themselves as a space for
free expression, creativity, and open access
,as they have grown, Over time, advertising
efficiency, data extraction, and algorithmic
optimization became central priorities. This
has placed creators and users in environments
where visibility, monetisation, and reach are
controlled by opaque systems beyond their
influence. where the wvisibility and
monetisation and reach are determined by
non-transparent systems that are outside their
influence. This system of disproportion has
expedited the need to avail platforms that
present  ownership, transparency, and

sustainable involvement.

Defining Community-Owned
Digital Spaces

Ay

Community-owned digital spaces consist of
online spaces where creators and users have
substantial power to govern, make money, and
set social expectations. These spaces do not
place power in the hands of corporate locales,
like in traditional platforms, but instead
decentralise or distribute power through
membership-based platforms, subscription-
based platforms, cooperative ownership or a
structure of decentralised governance. Their
development is indicative of a more general
opposition to platform capitalism, which
views user interaction as a resource that can
be mined and not as a relationship that can be
nurtured.

Discontentment with Algorithmic
Dependency

Among the main factors that contribute to this
shift is the growing discontentment with
algorithm addiction. In most mainstream
platforms, the recommendation systems are
more focused on engagement metrics which
include clicks, watch time, and virality. While
this model can generate rapid exposure, it also
creates volatility and economic insecurity.
Without even a warning, algorithmic changes
often tear reach and income streams apart,
plunging creators into endless streamline and
content acceleration loops. According to
recent reports in the industry, creators are
turning towards platforms that do not involve
algorithmic distribution, and instead finding
direct relationships to the audience and
foreseeable revenue models.
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Economic Sustainability and
Monetisation Model

Economic sustainability is important in the
emergence of community-owned digital
space. Values of advertising-based platforms
are created mainly by means of monetising
surveillance where data and attention of users
are commercialised.  Creators remain
dependent on fluctuating advertising revenues
and unstable platform policies and platform
qualification standards. Such a model is
criticised by community-based platforms
which use subscription-based, membership-
driven, or  creator-first models of
monetisation. These platforms enable the
creators to earn a larger percentage of the
value they produce as well as secure long-
term financial sustainability in alignment with
audience credibility and  long-term
participation instead of extracting attention.

Audience Ownership and Direct

Communication
Ownership of audiences has become a
characteristic issue of the creator economy.

On algorithmic-driven platforms, creators do
not have direct control of their audiences;
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their visibility is mediated by feeds and
ranking systems, to which a platform has
control. Unlike this, community owned
digital spaces provide a form of directness in
communication in the form of newsletters,
private discourses, gated communities, and
member exclusive content. Such direct access
makes the creators stronger and less prone to
abrupt policy changes or being concealed.
Industry reports indicate that creators who
artificially own an audience are better placed
to develop sustainable, long-term

communities as compared to going viral in
the short-term.

Trust, Transparency, and
Governance

Community-owned platforms are also
surrounded by trust and transparency as
opposed to mainstream social networks.
Frequent scandals involving the abuse of
data, uneven moderation, and unilateral
changes of the policy have led people to lose
trust in large platforms. These measures
strengthen unequal relations of power,
platforms that are one-sided controllers of
digital labour.
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Community areas are trying to redress this
disparity by instilling a sense of transparency
within the governance models, make rules
about monetisation very clear, and engage
members in governance through decision-
making processes. This is because such

mechanisms create a sense of accountability
and strengthen the concept of users as
stakeholders and not as passive players.

Cultural Shift in Content Creation

Culturally, the sphere of the expansion of
community-owned digital space will signify
the means of a transition between the
performative mode of the content production
and participation with value. Fast, frequency,
and emotional immediacy are reinforced by
algorithmic  platforms, which tends to
stimulate =~ homogenised  content  and
conformity to trends. In contrast, community-
centred settings enhance slower and more
considered interactions. Producers can
specialise in depth, experience and niche
interests which might not flourish in
engagement-based feeds. This allows more
effective interactions and solidarity in online
communities.

Technological Enablers of
Community Ownership
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The technological advances have also been
very instrumental in facilitating this
transition.Decentralised  protocols,  open-
source software and federated networks can
enable communities to develop and operate
their own digital infrastructures with reduced
reliance on central ownership. Such systems
encourage interoperability, minimizing the
possibilities of lock-in to a monopoly, and the
community can continue to adapt, migrate or
modify their spaces. New technologies in
governance  also  facilitate  collective
ownership because of the transparent rule-
setting, and participatory moderation.

Changing Brand—Creator
Relationships

Relationships between the brand-creator have
also changed with the development of
community-owned digital spaces. Brands are
getting more and more aware of the fact that
communities of high engagement, trust and
confidence, can be seen as being more
valuable in the long run in comparison to
large but uninvolved audiences. Therefore,
distribution is moving out to creators with
good ties in the community and not those
created with their sole aim of reach. The focus
on genuineness, authenticity, and long-term
interaction and trend reports in the industry
demonstrate the shifts in trends, strengthening
the sustainability of the community-based
digital ecosystem.

Challenges and Limitations

Although they have a number of benefits,
community-owned digital spaces are affected
by a number of challenges. Scaled governance
i1s sometimes complicated because decision-
making is usually slower and prone to
resource wars.
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The persistent one is financial sustainability
which is a major concern especially by the
community that may not have any technical
expertise or start-up capital. Accessibility
barriers can also be presented by subscription-
based models and they can also lock out users
that cannot or will not pay. Also, there is an
increase in the growth of niche communities
that causes the issue of digital fragmentation
where the larger common space becomes
fragmented.

Conclusion: Redefining Digital
Participation

However, the ever-growing development of
community-owned online spaces is an
indication of significant redefinition of digital
participation. These models replace the
approaches of treating creators and users as
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commodities in attention markets with the
principle of shared ownership, transparency,
and long-term value creation. Community-
owned platforms are a better and more
sustainable and fair alternative to mainstream

digital ecosystems by relying less on
algorithmic  governance and extractive
monetisation.

Finally, the development of community owned
digital spaces is indicative of a larger
structural change within the creator economy
towards being autonomous, trustful, and
sustainable. As creators are becoming less
likely to tolerate the instability of the platform
and to depend on algorithms, the ownership-
based digital cultures offer an adequate model
of new online societies. With technological
innovation, shifting focus by creators and
modifications in brand strategies, these spaces
will probably become the most important in
defining the second era of the digital
economy.
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Expansion of Micro and Hyper-Niche Communities

Micro-cultures are specifically small but
bounded groups of people who engage in out-
of-the-ordinary or uncommon interests or
extremely specialized lifestyle and are
increasingly popular in the marketplace
today. Micro-cultures are easily separated
from more general classes of culture by
virtue of having their own peculiar norms,
values, and modes of communication. Micro-
cultures tend to be centered on very specific
identities, pursuits, or passion than larger
demographically  or  psychographically
defined groups. Individuals of micro-cultures
also have a high sense of belonging and also
constantly interact and communicate with
one another via social media groups,
specialized online forums, or in-person
meetings.

Drivers for Hyper niche
communities

Technology growth is a main driving force for
microculture growth. Where they live, the
internet and social media enable communities
and relationships between people to be created
through their ability to unite people of similar
interests together. The technologies enable
marketers to communicate with audiences
with precision, personalize messages, and use
advanced data analytics to reach audiences.

Social and cultural change are also important
drivers, as reflected by the growing emphasis
on the importance of authenticity in brand
experience, uniqueness, and the greater desire
for  highly  personalized  experiences.
Consumers are looking for products, services,
and brands that satisfy their functional needs
but simultaneously are becoming more precise
and exacting.
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So, there are micro-cultures based upon
extremely specialized lifestyles, shared
activity, and amused interest. This is all
within the overall cultural trend of
individualism and looking for others more
frantically in order to be able to identify with.

Economic factors like the growth of the gig
economy, niche markets, and further pursuit
of specialty hobbies can be used to explain
why micro-cultures permeate so deeply. With
the gig economy, people can pursue particular
interests or skills, grouping around vocations
or avocations. Niche markets create specialist
consumer needs, building micro-cultures
around goods or services. These economic
changes from the situations for individuals to
find other similar others and form
communities are a testament to the power of
micro-cultures.

Role of Micro Influencers

Micro-influencers have become a valued
component in the digital marking landscape.
While most micro-influencers only have a
modest social media following of between
10,000 and 100,000 followers, they often
create substantial influencer leverage with
their audience due to the high levels of
engagement with their followers.

Influencer Follower Tiers

Mega Macro

Macro

100-500k Mid

10100k Micre

O-10K Nano
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Micro-influencers typically create niche-
based content that engages with a much
smaller, dedicated followership. Therefore,
unlike larger mainstream and celebrity type
influencers, micro-influencers create niche-
specific content that allows them to build
tight-knit and engaged communities around
their respective areas of concentration
(examples include food bloggers, health and
fitness trainers, do-it-youselfers, and tech
aficionados).

Micro-influencer content is perceived to be
more credible and authentic relative to larger
influencers because of their established
relationship with their audience. Additionally,
there are many more followers of micro-
influences than those of large influencers, and
the size of micro-influencers allow to provide
a personal one-on-one interaction with their
followers that is substantially more
compelling than larger influencer. Because of
this, micro-influencers generate higher per
post likes, comments, and share than large
influencers as a result of their high-levels of
engagement with their audiences.

Micro-influencers have an appeal because
they present themselves genuinely and they
appear to be relatable. Generally, people feel
that micro-influencers are friendlier and less
out of touch with the general population than
large industry influencers which allows for
more personal connection / relate-ability
between the influencer and his / her audience.
This authenticity in turn carries over into
both the digital and physical worlds in which
people make purchasing decisions or other
types of purchases based on micro-influencer
recommendations.

Although micro-influencers tend to have less
of a social media following than larger
influencers, they can still create a significant
impact on purchasing decisions because of
the strength of their relationships with
followers.
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Additionally, micro-influencers generally
have a strong local or regional influence,
making them well-suited for companies
seeking to market in specific geographic
areas. Micro-influencers' local expertise and
knowledge of regional contexts can provide
tremendous value in developing effective
marketing strategies.

Micro-influencers develop relevant and
highly-targeted content by creating content to
appeal to their audiences based on their
expertise in niche areas. Micro-influencers
understand their followers' preferences as
well as their needs and wants, and therefore
help produce and deliver niche-specific
relevant content for the audience to which
they belong. The types of content produced
by micro-influencers typically include a
combination of product reviews, expert
recommendations, and sharing of personal
experiences. Consequently, micro-influencers
are able to provide authentic and creative
interactions with their followers as they
develop and engage with their communities.

Micro-Influencers in Fragmented
Niche Communities

Glossier represents a form of Social Identity
Theory through the development of what
Glossier refers to as “Glossier girls,” (a group
of individuals with shared interests around
minimalism and eccentricity) through the use
of user-generated content, that turned
consumers into brand advocates aligned with
shared  values related to  authentic
consumption or domination. In contrast,
Sephora’s Beauty Insider program serves as a
clear example of Gratifications
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Theory by providing customers with
personalized rewards and  experiential
incentives that satisfy the range of their
customer’s diverse emotional needs and help

support emotional connections between
Sephora’s  beauty products and their
customers’ ability to provide ongoing

purchasing results.

Lululemon wuses Relationship Marketing
Theory by providing in-store yoga classes and
ambassador programs that connect customers
to an athleisure microcultures and maintain
long-term customer engagement. Excessively
specialized brands also risk creating an
exclusive brand experience at the expense of
abroad target market. For example, Supreme

4

produces hyper-specialized products, but
because of their use of psychological scarcity,
i.e. limited drops, they create extreme hype
among streetwear microcultures, but alienate
themselves from broader consumer markets.

Eco-friendly brands like Patagonia & Stella
McCartney make eco-sensitive demand
pockets while balancing sustainability &
profitability by using micro-influencers to
spread their story while not diminishing their
exclusivity.  Micro-influencers  serve as
connectors between brands & their loyal
microcultures in  fragmented consumer
markets, focusing on the level of engagement
in these communities vs. generalized reach,
creating a path for longer-term growth
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Conclusion

The creator economy is a deal because it
changes how people make money and share
things online. It used to be that people just did
things on the internet for fun and to talk to
each other. Now it is a system with lots of
websites and apps that help people make a
living. This new way of doing things is
different from how things used to be done. It is
also different, from the ways because of how
people watch videos and listen to music and
because of new technology and because of
how people work nowadays. The creator
economy 1is here to stay it is not something
that will go away soon. The creator economy
1s changing things. It is important to pay
attention to the creator economy. What does it
mean to have this thing in our life? It is a part
of the way we live now when we think about
money and the things we do for fun. It plays a
role in modern economic life and it also plays
a big role in modern cultural life. We use the
economy and culture to make our lives better.
This thing 1s a part of that. The economy and
culture are very important to us. This thing is a
big part of both the economy and culture.

The creator economy has really changed the
way people start their businesses and do their
jobs. It lets people get paid for being creative
and for who they are. It also lets them get paid
for being part of a community. This is
happening on a big scale. Websites like
YouTube, Instagram, TikTok and Patreon have
made it easier for a lot of people who make
things to earn money. This is especially true
for people who do not have a lot of followers.
The creator economy lets them get paid from
things like ads and working with brands. They
can also get paid from people subscribing to
their work and from selling things. The creator
economy is a deal because it helps people
make money from their creativity, identity and
community involvement.

Ay

This 1s helping to get people online and
creating jobs in areas like editing and
technical services. The ecosystem is also
making money for industries like analytics
and marketing. However this growth is also
showing that some people have a lot more
money than others. A few creators have most
of the wealth which's a problem. The
ecosystem is growing fast. It is also creating
problems, like this "winner-takes-all"
situation where a few people get everything.

The creator economy has really changed the
way we talk to each other, figure out who we
are and make things that're part of our
culture. It is different from the way of doing
things with big media companies that control
what we see and hear. Now we have
platforms that let people from all walks of life
share their stories and connect with people
around the world.

The people who make this content do a lot
more than just make us laugh or try to sell us
things. They also help shape what is popular
and influence how we think about things and
make complicated ideas easy to understand
by telling stories that people can relate to.
This helps to make the creator economy a
powerful tool, for sharing ideas and
perspectives. When people see all the things
others are doing online it can be really tough.
The rise of content and people making digital
identities that are not totally real has caused
problems. People start comparing themselves
to others and feeling bad. They also feel like
they need be a place where creators can
thrive. If these 1ssues are thoughtfully
addressed, the creator economy could
continue to be a strong source of economic
value, cultural diversity, and digital
democracy in the future.
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	THE MODERN CREATOR ECONOMY
	Testimonials
	“As AI gets more advanced, the need for human connection will deepen and creator economy's success was driven by the emotional resonance with audience which celebrities couldn't achieve. So, over time, that need to connect or be able to relate with someone will increase and hence drive more and more growth in this space. However, creators need to become wise to be able to use AI to fastrack their processes without losing out on their authenticity, trust and the bond they share with their audience. The creator economy is here to stay and even thrive but the texture of its growth will change a lot from glam and glory to connection and community.”
	“The creator economy has evolved significantly over the years. Earlier, creator content was largely limited to formats such as GRWMs, unboxings, hauls, dance reels, and product reviews. However, the ecosystem has matured far beyond these traditional formats. Today, creators are focused on trend creation, viral storytelling, distinctive hooks, high-production edits, and concept-led content that drives both entertainment and engagement. What was once about simply existing on social platforms has transformed into an increasingly competitive and performance-driven industry - where creators are under constant pressure to create more, earn more, and remain culturally relevant. The rise of mega influencers has further accelerated this shift. Opportunities such as international brand trips, premium PR
	packages, exclusive event invites, and celebrity-like treatment have made influencer success highly aspirational, inspiring a growing influx of nano and micro creators into the space. Simultaneously, platforms like Instagram have evolved from social networking apps into full-fledged content and commerce ecosystems. Feeds today are heavily saturated with advertisements, branded collaborations, and monetized content. As a result, creator monetization has also diversified. While brand sponsorships remain key, ad rights, UGC creation, affiliate commerce, subscriptions, and platform monetization now form major revenue streams for creators. This evolution has fundamentally changed creator behavior, many creators today approach content with a business mindset, prioritizing performance, scalability, and monetization over casual content creation.”
	“The Creator Economy represents a significant shift in how many Indians are now earning by creating digital content, amassing followers and leveraging them to build enterprises. The Commerce Society at SRCC has researched this industry to produce a report that will be a valuable resource for students, researchers, and policymakers interested in this scape/”

	“The report on The Modern Creator Economy offers a compelling and insightful perspective on how digital platforms are reshaping opportunities for individuals across diverse backgrounds. From my experience as a creator, I found the report to be highly relatable. It captures the essence of what it truly means to build a presence today - not just through content, but through authenticity, consistency, and purpose. The emphasis on communitybuilding and storytelling strongly resonates with my own journey. What stands out is how the report acknowledges creators beyond numbers and metrics. It highlights the deeper impact creators can have - especially for individuals who come from underrepresented or challenging circumstances. This is something I personally connect with, as the creator economy has given me a platform to express, grow, and be seen beyond societal limitations. The report also does a great job in addressing both opportunities and challenges, making it a balanced and realistic reflection of the ecosystem. Overall, this is not just an informative piece, but a meaningful one. It reinforces the idea that the creator economy is not only about influence—but about creating space for voices that deserve to be heard.”
	“It is an impressive and well-structured piece of research that captures the evolving dynamics of the creator ecosystem with remarkable depth and clarity. From a practitioner’s standpoint at Shiprocket, the report strongly resonates with what we are witnessing across the digital commerce and influencer marketing landscape today. Your analysis of platform-driven ecosystems, monetisation models, and the growing dependence on creator-led commerce reflects the current shift where creators are not just content producers but independent business units driving significant consumer decisions. What stood out particularly was the report’s focus on the interplay between algorithms, audience psychology, and economic outcomes. The emphasis on how engagement mechanics and platform design influence creator behaviour is extremely relevant for brands and enablers like us, who actively work at the intersection of creators and commerce. Additionally, your insights on income stratification, sustainability challenges, and the rise of alternative creator platforms add a nuanced perspective that is often overlooked in mainstream discussions. This makes the report not just informative but also strategically valuable for industry stakeholders. Overall, the report is a comprehensive and forward-looking contribution to understanding the creator economy, and it effectively bridges academic rigor with real-world applicability.”
	“The Creator Economy has evolved from being a social media trend to becoming one of the most powerful forces shaping modern brand communication, consumer trust, and digital commerce. Today, creators are not just content distributors, they are community builders, storytellers, and culture drivers who influence how audiences discover, evaluate, and engage with brands. What makes this space especially exciting is its shift towards authenticity, niche communities, regional relevance, and measurable business impact. As brands increasingly move beyond traditional advertising, creators are playing a critical role in making campaigns more relatable, human, and performance-led. I truly appreciate The Commerce Society, SRCC for choosing to explore the Creator Economy through its research reports. It is an important and timely area of study, and initiatives like these help bring more structure, insight, and credibility to a sector that is growing rapidly and will continue to shape the future of marketing and consumer engagement.”
	report’s recognition of creators as more than just content producers. It effectively captures how the creator economy has become a powerful space for entrepreneurship, self expression, and community building across diverse audiences and backgrounds. Overall, the report successfully combines strong research with practical industry relevance, making it valuable for creators, brands, and professionals alike. Congratulations to The Commerce Society, SRCC for putting together such a thoughtful and impactful piece of work.”
	“The creator economy is a vital subject because it is rapidly supplanting social media as the dominant information structure of the 21st century. We've moved from user-generated content filtered by algorithm to semi-professionalized self-broadcasters who endlessly work to monetize their platforms. If anyone wants to be heard these days, they must be a "creator" — and thus we must interrogate that label.”
	“The report does an excellent job of highlighting how creators today are shaping consumer engagement, brand communication, and online communities through authenticity and meaningful storytelling. I particularly appreciated the balanced perspective presented throughout the report, especially the discussion around monetisation, platform dependence, audience behaviour, and the long term sustainability of the creator ecosystem. What stood out most was the
	Abstract
	Introduction
	Aside from the strong growth of the influencer industry its own $21 billion through the evolution of industries like Web3 (which will encompass NFT and blockchain royalties), algorithms have and will continue to shape individuals digitally by curating their feeds for the amount of time they spend looking at content, enhancing creators' willingness to create compelling content based solely on how they can drive commercial advantages for themselves versus having to create good quality content. These new economics of content creation will create and reinforce a hierarchy of control, from platform companies controlling discovery (algorithms), based upon arbitrary and non-transparent rules, to platforms that can choose to demonetize and impose arbitrary revenue-sharing models on creators that may be as high as 45% (i.e., how much revenue a creator receives from Spotify), to how creators leverage the privileges available to them to monetize their content through an array of payment gateway companies, may be similar to that enjoyed by a "tenant" of real property (i.e., occupying a site where the right to occupy that site is set to expire within a short period of time).
	User-owned platforms like Mastodon or Lens Protocol minimize user dependence by allowing users to create and curate their own content.
	Many engagement techniques use mirror neurons to create emotional and relational connections, as well as providing a sense of community. Emotional connections are triggered through feelings of scarcity or social proof due to another person's behavior.
	Monetization models include; traditional ad revenues (CPM), subscription-based models (Only Fans, Twitch Subs), and community platforms (Discord, NFTs), in conjunction with crowdfunding.
	Challenges:
	The top 1% of creators receive 80% of the total revenue available, leaving the middle class struggling to keep up. Constantly producing content contributes to physical and mental fatigue. The overwhelming amount of content being offered reduces the overall quality of content people are consuming. Effective content will be much harder to achieve as a result of the increased competition.Trust is decreasing as low-quality content is posted and monetization across multiple platforms is further confusing to the creator. Creating fake accounts (bots) and fake followers (purchasing) through monetizing/implementing functions on platforms, has eroded creator trust. AI ethical considerations will be a big part of the creator economy. Will the use of AI tools like Midjourney create issues with authorship? Quick and easy ways to create deepfakes will continue to create issues in determining what is real. The continued use of personally identifiable data, will continue to create problems regarding data privacy.
	The creator economy is evolving into a new model that provides great opportunity and significant risk. Finding a way to balance innovation, equity, and ethics will create the digital legacy of the creator economy.
	Understanding The Creator Economy
	Platforms and Monetization Strategies
	Challenges and Risks

	indicative of the establishment of the jurisdiction over the subject and its further maturation.
	Salary                          Percentage
	Under $1,000                   26.0%
	$1,000-$10,000                 25.5%
	$10,000-$25,000               15.9%
	$25,000-$50,000               10.8%
	$50,000-$100,000             11.4%
	$100,000–$500,000           7.4%
	$500,000–$1 million         1.5%
	More than $1 million       1.4%
	Brands use programmatic display, Google AdWords, and CTV (Connected Television) to retarget customers after they have viewed creator content. The expected value of off-platform paid amplification is $11.1B (56% YoY growth), as off-platform paid amplification increases the lifespan of creator content, e.g., driving an influencer video to a search engine or email funnel that provides a maximum evergreen return on investment (ROI). The best use of off
	-platform amplification is for use in omnichannel campaigns, using both social discovery to create interest in a brand’s product and broader retargeting to help consumers buy the product after they have shown interest. An example of effective use of CTV was with Gucci, who used brand-driven CTV advertising following the launch of a new product on Instagram, resulting in 40% greater recall among audiences across 10 diverse global markets.
	Economic and Social Significance
	Economic Contributions
	Social And Cultural References
	As an example, a health and fitness influencer can encourage his or her followers to eat healthier foods or embrace a new exercise program. They usually market products or brands to their followers affecting the route to their purchasing choices. That is why influencer marketing turned out to be a potent business instrument.
	In a bigger picture, the culture of influencers has influenced the societal norms and expectations. Artists blend world cultures and local cultures - music, memes, aesthetics - into cross-media forms traveling through borders fast, increasing the speed of cultural exchange. The new forms of culture that include short-form videos, live streams, and interactive content (polls, duets, collabs) are not merely marketing tools, but they transform the ways of telling and experiencing the stories.
	The creators with multi-ethnicity background represent other marginalised identities and stories and expand the possibilities of what is viewed as a valid and honourable by society.
	By creators of various kinds of backgrounds, such representation normalises formerly marginalised identities and narratives, expanding what the society considers a legitimate and respectable way of life. reators group their followers into close-knit online communities with their own language, practices and in-jokes into micro-cultures of interest or identity. It is in these communities that social norms (how to act, what to like, what to unlike, etc.) are co-created via comments, remixes, duets, and even community guidelines the creator provides
	Good aspect: creators are able to uphold pro-social values -body positivity, sustainability, inclusivity -and organize their followers to donate or work in charitable organisations/civic participation. Negative: aspirational, unattainable images of beauty, wealth, and success can contribute to comparison anxiety, FOMO, and extreme consumerism, and change values towards perfectionism and materialism.
	Technological and Pshycological Foundations

	Psychological underpinnings are as important in identifying reasons as to why some piece of content is more deeply appealing than others. Human thinking is naturally sensitive to story telling, emotional seamlessness and social endorsement. Storytelling, relatability, and perceived transparency are the features that help creators to form parasocial relationships with their viewers.These unbalanced emotional relationships create an impression of intimacy and trust even though there is no two-way communication. Because of it, the audience does not just consume the information; they establish emotional bonds with the creators that translates the attention into the lasting loyalty and duration.
	Social comparison and identity formation processes also increase the audience interaction in the digital spaces. Platforms serve as performative spaces in which creators edit an aspirational way of life, values, and a success marker. In their turn, audiences compare their identities to these images. Although this exposure may be a source of motivation and self expression, it comes with psychological dangers. Constant exposure to idealised images of success, productivity, and branding of self may also lead to comparison anxiety, increasing expectations of social omission, and lower self-worth.
	Psychological vulnerability is thus greatly mixed up with platform-based structures of visibility.
	In the mind of the creator, these dynamics cause equally important psychological pressures. The creation of stress and emotional dependency cycles is performed by algorithmic unpredictability and performance-based validation software. The incessant need to be relevant, to post regularly, adapt to the changing trends may take away creative autonomy. As the measures of engagement are converted into the indicators of personal value, the creators are exposed to greater burnout and creative exhaustion risks and reduced intrinsic motivation. This way, mental well-being is indiscriminately influenced by technological systems, which turn creativity into a standardized activity with a constant rating, which is publicly assessed.
	On a larger cultural scale, it is the interplay between technology and psychology that redefines communicative and impact trends.Online platforms both decentralise the production of content, and at the same time, concentrate power in secretive algorithmic processes. Despite decreased barriers to entry, there is a skewed visibility of presence. This paradox describes the mediational effect of technological infrastructure in psychological attention on a scale, which defines the victories of which narratives succeed in the discourse of society. The content, which is closely related to the incentives of algorithms, is likely to gain rapid popularity, whereas sluggish, critical, or thoughtful opinions can hardly gain similar popularity.
	Nevertheless, the technological-psychological nexus also facilitates the positive social results. Marginalised voices are given a mediator in real-time platforms that once was access and controlled by media gatekeepers. There is a sense of community participation, peer support and collective participation through community driven content. Mental health awareness, sustainability and social inclusion can be addressed by the creators who pursue ethical storytelling and adopt responsible influence strategies.Technology, when used
	in concordance with conscious platform design and informed consumption, has the potential to expand the psychological well-being, as opposed to taking advantage of the cognitive weaknesses.
	To sum up, digital platforms are greatly reliant on both technological and psychological platforms. Attention is organized with the help of algorithms, behaviour is developed with the help of the platform design, and the meaning and engagement are defined with the help of the psychological processes. Such forces collectively determine the process of value, identity, and influence generation in the creator economy. This intersection is the key to such critical evaluation of opportunities and risks inherent in the modern digital ecosystems. As mediums keep transforming, the challenge of humanizing technological effectiveness with psychological health is one of the major concerns of creators, consumers, and policymakers.
	Historical Progression Of Online Creation
	The transition from Web 1.0 to Web 2.0

	Platformisation of online creation
	Evolution of online creation into economic system
	Creators earned creatively through platforms such as YouTube, which achieved views and engagement directly, and for example, the YouTube Partner Program is a creator initiative that has earned creators billions of dollars. This proved that the online creation can be scaled and can provide a broader ecosystem of creative and management work.
	Makers started expanding their revenue streams to minimize platform risk. The use of subscription services such as Patreon and Substack was supporting the audience directly, and creators in social media were increasingly depending on brand sponsorships, merchandising, and affiliate marketing. Such developments are indicative of how creators operate as small online businesses with a number of revenue streams.
	At the same time, the creation process grew more professional and data driven. Engagement rates and watch time are used as metrics to lead content strategies and regular posting and production by a production team is prevalent among successful creators. Nevertheless, the control of the platform is still critical since algorithms and policy adjustments are still determining the visibility and income.
	On the whole, the development of online creation as an economic system completes its historical course-it ceases to be the participation and expression, becoming a digital work in an organised labour. This change is the basis of the interpretation of the contemporary creator economy and the economic problem at large.
	The Creator Economy Ecosystem
	The market size is currently USD 250 Billion in 2025 and expected to grow to USD 500 Billion by 2027 and to USD 2 Trillion by 2035. This means a CAGR of 23.3%. This growth will be marked by expanding creator monetization tools, increasing digital transformation and ever-increasing brand investment on creator partnerships.
	1. Scale : a large, global user base with diversified interests
	2. Capital : Having access to a large pool of capital to fund monetization, either through a diverse revenue base or as a part of larger parent company.
	3. Strong AI-powered recommendation engines : To show relevant content to consumers and matching creators with interested user
	4. Effective monetization tools : a variety of product offerings/payout structures for creators to diversify their income streams
	5. Robust data and analytics : for providing transparency on engagement, retention, conversion and other metrics
	6. E-commerce options : the ability to shop is integrated into the core user experience
	One of the key restraints to growth is heavy reliance on centralized platforms which exposes creators to sudden policy changes and revenue fluctuations. Despite its impressive growth, creators have to deal with unstable incomes from algorithm shifts, clouds of demonetization, and overbearing revenue share structures dictated by the platforms.
	Planning can be a challenge when income varies so dramatically from month to month. Relying on just one or two platforms is risky, especially if it faces a policy change or an account ban, including the TikTok or YouTube ban. The issue is compounded by the fact that most brand deals have so much inconsistency, and they also have no understanding of finances.  If a creator fails to diversify income streams, they are at risk of external forces that they cannot control
	Such unpredictability in income restricts creator retention and professionalisation, hence putting a cap on what the overall creator economy market can offer to investors and stakeholders in terms of maturity and reliability.
	Another challenge can be excessive content volume which reduces discoverability and increases user fatigue, challenging sustained growth. As a result of millions of creators creating daily across platforms, audiences are slowly becoming fragmented, and retention continues to be a challenge. This has led to a situation, where it is proving to be more difficult for new or smaller creators to be discovered.
	Some of the key players in this market are Google LLC, ByteDance Ltd., Meta Platforms, Inc., Patreon, Amazon.com, Inc, etc.
	Algorithm and its impact on digital identity
	What is Digital Identity
	Types of algorithms

	Impact of algorithms in news dissemination
	Twitter uses AI algorithms to curate approximately 500 different posts per user of  their platform to show in their feed and TikTok's algorithm used to create their "For You" page does not consider any of the users' connections, they will only consider the percentage of users that complete watching the video after having selected it. At each stage of the path of least resistance, each algorithm contributes to the amplification of echo-chambers and reinforces any biases that the user encounters based on their interaction with other similar content. Creator obtain visibility through these viral loops; however, the majority of influencers receive diminishing returns or are plateauing because the creator
	economy is highly unequal. The result is that as the user engages with other like-minded users, and shifts/ fragments their identity/ performative personas chasing engagement and continually erode.authenticity. Privacy erodes via inferred traits from behaviors, fueling targeted ads and deepfakes.​
	Platform Design and Behavioural Influence
	Theoretical foundations of behavioural influence
	Core Design Mechanisms Shaping creator behaviour

	Behavioural Outcomes for creators
	Platform-specific case studies
	Ethical and Regulatory Considerations
	Power Dynamics Between Platforms and Creators
	Emergence of Alternative Creative Spaces
	As opposed to live feeds, Pinterest is an archive of discoveries in which material acquires value due to its searchability and classification. The value of creative output continues to be applicable even after publication to the advantage of creators in the fields of designs, fashion, education and lifestyle. By focusing on the long term rather than the short term, Pinterest eliminates a sense of urgency to produce content when it should, and allows taking time to think over how to make things and be creative. This model stimulates creators to develop persistent content engines instead of pursuing dubious trends.
	Discord also reinvents the space of creativity based on its community approach architecture. Writers and creators no longer engage with unknown people or groups; they now engage with recognisable actors in institutionalised digital groups. Connection is secured by the means of communication, teamwork, and mutual expectations but not by passive consumerism. This revolution makes creators become the facilitators of community and removes the boundaries between producer and participant. Likes and shares are substituted by participation and presence, leading to a greater connection between people and an increased rate of community retention.
	The similarity among these alternate platforms is that algorithmic abstraction is in rejected. Instead of moving audiences into data points, they focus on the deliberate involvement, sustained engagement, and inter-identification. Creative value is also becoming more of a feature of trust, sustained engagement, and long-term involvement, breaking conventional narratives of the creator economy, in which success is defined by size and prominence alone. This reformulation makes it an inter-relational process, as opposed to a performance measure, of creativity.
	Of importance is the psychological implication of such a change. Algorithms created suggest environment creators are evaluated by the international community at all times, amplifying the stress of comparison, anxiety, and burnout. Substituting the validation of the general market with the commitment of the individual, using alternate creative spaces, alleviate these pressures. Community engagement, subscription renewals and long term engagement provide more predictable but less noisy pointers regarding the success. The spaces also enable psychological sustainability by separating the creative identity and the changing visibility, and enable the creators to connect with their  work more undisguised.
	Alternative creative spaces also bring in more conservative monetisation models economically. Subscriptions, privileged treatment, and sponsorships give the company consistent funding sources that are not as susceptible to ad market changes. Such economic security also helps artists in a long term planning of projects, investment in development of skills and creative labour becomes a long-term profession and not a speculative venture.
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