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Abstract 

Because of the creator economy, digital entrepreneurship has changed 

and now a new group of entrepreneurs called creatorpreneurs creates 

content and brands on YouTube, Instagram and TikTok to make 

money. It examines the changes and influence of the creator economy 

in India as well as across the globe, looking specifically at how 

technology, ways to generate income and policies are shaping this 

expanding field. By using academic literature, reports from experts and 

consultants (SignalFire, Deloitte, RedSeer) and policy review, the study 

looks at how the creator economy in India differs from the rest of the 

world in terms of size, technological foundations and opportunities. 
Research shows that the creator economy worldwide is set to reach 

$528 billion in ten years, but India’s position could reach $20 billion 

by 2025. Although there is a good trend for Indian creators, many make 

less than ₹10 lakh per year, mainly on the basis of endorsements and 

sponsorships. It also calls attention to problems like dependence on 

algorithms, unreliable ways of making money and unclear laws. New 

tools such as AI and blockchain are changing how content is made and 

who owns it, but they also bring worries about being able to tell what’s 

real and what is not when it comes to content. India’s large number of 

people, rising use of the internet and help from the government through 

the $1 billion creator fund make it ready for expansion. 
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1. INTRODUCTION 

The way people produce, consume, and sell information has 

been profoundly altered by the digital revolution. Traditional 

company and employment structures are changing as a result of 

the internet and social media platforms, opening the door for a 

new type of economic engagement called the creative economy. 

The creator economy enables people to become independent 

content creators who make money by interacting directly with 

their audiences, in contrast to previous media sectors that 

depended on centralized institutions for content development and 

delivery [10]. Millions of people have been able to transform their 

ideas into profitable enterprises thanks to the creator economy, 

which is currently valued at over $100 billion worldwide [43]. 

Creators may now experiment with a variety of revenue sources, 

such as advertising, brand sponsorships, subscriptions, and the 

sale of digital products, thanks to the rise of platforms like 

YouTube, Instagram, TikTok, and Patreon [5]. The distinction 

between regular employment, entertainment, and company 

ownership has become increasingly hazy as a result of the 

emergence of a new class of digital entrepreneurs known as 

creatorpreneurs [9]. 

The term “creatorpreneur” refers to content creators who 

strategically build business models around their digital presence, 

leveraging audience engagement and monetization opportunities 

[16]. Unlike conventional entrepreneurs, creatorpreneurs rely on 

their personal brands, digital content, and platform algorithms to 

drive revenue. Cunningham [10] describe creatorpreneurs as 

“micro-entrepreneurs” who depend on social media for 

distribution and monetization but must constantly adapt to 

algorithmic changes to maintain visibility and revenue [13]. 

While the creator economy has flourished globally, its growth 

trajectory differs across regions. In developed markets, creators 

benefit from diverse monetization options, stable advertising 

revenue, and robust digital infrastructure. However, in emerging 

markets like India, the creator economy presents both 

opportunities and challenges.  

With over 800 million internet users and a rapidly expanding 

digital landscape, Indian creators are well-positioned to capitalize 

on the growing demand for localized content [40]. However, 

studies highlight key challenges such as platform dependency, 

revenue disparities, and brand sponsorship limitations that impact 

the sustainability of Indian creatorpreneurs [17]. 

Worldwide, there’s an estimated 50 million creators 

generating content for 5 billion social media users. The creator 

economy in India possesses significant potential but is still in its 

early stages, lacking the scale and influence seen in other global 

markets [19]. While there is an increasing demand for creators, 

various systemic challenges hinder their ability to transcend 

platform limitations and achieve lasting success [9]. Ancient 

Indian thought celebrates entrepreneurship. We should ignore 

imported ideas that view businesses with disdain & remember, no 

business, no jobs [13].  

More than simply an economic trend, India’s growing creative 

economy is evidence of the country’s digital competence and 

culture of entrepreneurship [19]. India will continue to dominate 

the world in the digital era thanks to the creator economy, which 

is here to stay and will have an influence on generations to come 

[38]. The government’s initiatives, such as the proposed $1 billion 

fund to boost the creator economy, further underscore its 

commitment to this sector [22].  

1.1 GROWTH DRIVERS 

For many individuals in the nation, having access to digital 

tools and the internet has democratized this process.  In a recent 

episode of Upstart, Sanket Shah, CEO and co-founder of In 

Video, [25] stated, “Video has no barriers… it is empowering a 

bunch of people to put themselves out there.” [24] 

From Nano (less than 1,000 followers) to Mega influencers 

(more than 1 million), India is home to an estimated 2.5 to 3.5 

million content providers on a variety of social media platforms.  

With 15% and 20% of the pie, respectively, the largest influencer 

bases within this are in the food and beverage and beauty and 

cosmetics sectors [26]. Technical device reviewers, travel 

vloggers, fashion bloggers, and fitness bloggers are some of the 

other groups that make up the remaining portion of the market 
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[22]. What conversely, the creator economy has done—

particularly at the nano and micro level—is empower people who 

would otherwise struggle to find an audience. A report by Meta 

suggests that micro-influencers with 10,000 to 100,000 followers 

have as much influence as driving festive purchases as macro 

influencers when it comes to motivating consumers to make 

purchases. A report by FICCI also found that there has been a 10x 

increase in demand for influencers with a regional focus, as it 

helps brands reach consumers in these spaces [28]. 

The creation economy has expanded substantially during the 

last five years as several global and national driving elements 

have boosted its growth [24]. 

Social media platforms multiplied throughout the market to 

offer creators new options to present content while building 

worldwide connections. The technological advancements of 

cheaper smartphones along with user-friendly editing features on 

these devices has made professional content creation possible for 

everyone globally [25]. Startups within the creator economy 

sector under LTK (formerly Reward Style) have transformed 

online shopping functions by joining influencers to brands which 

enables social media-driven product sales and creator commission 

payments [48]. Executives now need to serve audiences through 

diverse content styles because platform users now prefer fast clips 

rather than traditional formats. The combination of platform 

monetary benefits and governmental backing achieved long-term 

expansion [26]. Modern platforms seek to maintain their talent 

pool through bonus scheme distributions and grant programs 

combined with their own dedicated monetization systems. The 

creator economy results from fundamental industrial structures 

that establish it as a fundamental segment of today’s digital 

economy [28]. 

Table.1. Global Creator Economy Market Size Over Time 

Year Size (USD Billion) 

2017 5 

2018 7 

2019 9.5 

2020 13 

2021 20 

2022 29 

2023 38 

2024 45 

2025 53 

Source: researchnester.com 

 

Fig.1. Global Creator Economy Market Size Over Time  

Table.2. Revenue Breakdown by Platform (2024) 

Platform Revenue Share (%) 

YouTube 30 

Instagram 20 

TikTok 18 

Twitch 10 

Patreon 8 

OnlyFans 7 

Substack/Other 7 

Source:fourthwall.com  

 

Fig.2. Revenue Breakdown by Platform (2024) 

Table.3. Number of Creators by Type (2024) 

Creator Type Number (Millions) 

Video Creators 50 

Influencers 35 

Streamers 15 

Writers 10 

Artists 12 

Musicians 8 

Source:whop.com 

 

Fig.3. Number of Creators by Type (2024) 

1.2 INDIA-SPECIFIC GROWTH DRIVERS 

A significant portion of the Indian population joined the 

digital content engagement field because low-cost data plans and 

broad smartphone userbase growth accessed the Internet. Content 
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makers who publish content in regional languages now serve new 

audiences which in turn increases content reach and supports 

inclusiveness. The Indian government established a $1 billion 

funding initiative to support the creator economy because it will 

boost content creator growth through regional market expansion 

while improving creator abilities [31] [46]. During and after the 

pandemic the Health & Fitness category experienced rapid growth 

resulting in a doubling of influencer numbers that will reach 

295,000 in 2024 because consumers show more interest in 

wellness content. The significant growth of creators followed the 

digital expansion that occurred after the pandemic [47]. The 

growth of online user viewing behavior for entertainment looked 

alongside learning and social interaction within lockdown periods 

boosted creator success in India significantly. YouTube statistics 

from 2022 show that India provided both 500 million active users 

and 40,000 direct revenue channels through its platform [49]. 

Many Indian creators now follow content creation full-time 

because of the economic viability that allows them to work with 

small production teams or agencies. The country’s large 

population of young people serves as a fundamental factor which 

supports growth. Statistics show that India maintains favorable 

conditions for creator economy expansion because more than 

65% of its residents belong to the youthful segment age bracket 

[36]. Young people who belong to the digital generation show 

enthusiasm for non-standard careers and exhibit entrepreneurial 

spirit to become content creators. 

Table.4. Top Creator Income Ranges (2024)  

(Source: influencers.club) 

Income Bracket Creators (Thousands) 

$0–$10k 50 

$10k–$50k 25 

$50k–$100k 10 

$100k–$500k 5 

$500k–$1M 1 

$1M+ 0.3 

 

Fig.4. Top Creator Income Ranges (2024) 

2. TECHNOLOGICAL ADVANCEMENTS- 

2.1 RISE OF SOCIAL MEDIA AND DIGITAL 

PLATFORMS 

Easy distribution and discovery of creator content has become 

possible because of the rapid expansion of social-media and 

content platforms including Facebook, Instagram, YouTube, 

Share Chat, Josh, Moj and other platforms. Through these 

platforms creators receive access to millions of possible 

followers. Indian YouTube channels BB Ki Vines Ashish 

Chanchlani Round2Hell and others have seen exponential growth 

thanks to the huge number of viewers on the video platform. The 

simple functions of content creation and sharing on long and short 

form video platforms give numerous people the opportunity to 

embark on their creator path. 

Indian users have adopted Internet connection and 

Smartphone technologies at a rapid pace during the past decade. 

The worldwide internet user base will surpass 1.5 billion during 

the next decade. The number of smartphone connections has 

exceeded 650 million connections recently. Better rates of data 

plans have supported the growing consumption of online 

materials. Digital media has transformed into the fastest 

expanding sector because of these factors. The current market 

trends demonstrate a promising situation which allows creators to 

discover significant online communities for their content. Internet 

users who rely on regional languages are expanding at a quickly 

rising rate [50]. During the past two decades social media and 

content platforms successfully changed how people communicate 

and share information and influence market behavior. The digital 

transformation has drawn comprehensive academic examination 

which reveals the functional characteristics behind this digital 

evolution. The appearance of social media platforms altered every 

dimension of influence between users. The analysis conducted by 

Grover et al. [14] demonstrates how social media influences 

personal choices when operating within organizations or markets 

and sociological environments. Social media dominates 

traditional communication systems because it delivers focused 

and individualized user engagements [18]. People developed 

influencer marketing through social media expansion because 

they leverage their online platforms to influence consumer 

choices according to Kumar [17] explained that influencer 

marketing on social media experienced historical development 

through blogging followed by Instagram and YouTube reaching 

prominence. This research examines the impact of influencer 

activities on marketing methods and evaluates new content 

creation by influencers rather than conventional advertising 

practices because consumers trust influencer content more [24].  

2.2 ROLE OF CREATORPRENEURS IN SHAPING 

DIGITAL CONTENT 

“With creatorpreneurs” has transformed the digital content 

industry since these creative entrepreneurs merge their 

capabilities for content creation with entrepreneurial traction. The 

concept emerged from Axel Bruns’ 2007 work describing how 

groups continuously expand existing content toward the goal of 

enhanced excellence. Creatorpreneurs of modern times have built 

personal brands and earned monetary rewards for their content 

creation by employing platforms including YouTube and 
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Instagram and TikTok. Keke Palmer (American Actress and 

Singer) has demonstrated success in managing her multiple roles 

as author alongside her work as talk show host, podcaster and 

singer and actress as described in a The Guardian 2024 article. 

Social media serves as her prime instrument to engage audiences 

and create new content which demonstrates the creatorpreneur 

strategy at its best. The development of self-publishing platforms 

now allows authors to use the writing process as an approach for 

building their individual brand identities. Multiple professionals 

choose book writing as a significant achievement which enhances 

their authority status within their field according to The Times 

(2024 article). AI generation technologies create obstacles which 

threaten the practice of human artists. The 2025 Wired article 

states that experts are concerned authentic literature and 

journalism may lose value because of AI-generated content. New 

studies anticipate that people will develop greater respect for 

human-made creations as creatorpreneurs play an essential role in 

producing digital content according to [47]. 

2.3 GLOBAL TRENDS 

2.3.1 Global Trends in the Creator Economy: 

The digital economic system created a total transformation 

which changed individual content production distribution and 

revenue generation mechanisms. The creator economy functions 

as an online platform-based economy which enables independent 

creators including YouTubers and podcasters along with digital 

artists and influencers to build their audiences for income 

generation. The creator economy has expanded rapidly as now 

more than 50 million individuals worldwide consider themselves 

creators in a market worth more than $100 billion. The creator 

economy became a powerful research subject in economic and 

media and technological domains because of social media growth 

combined with upgraded digital tools along with increasingly 

available monetization methods. Internet platforms including 

blogs and MySpace marked the historical foundations of the 

creator economy which developed through sharing content 

targeting specific groups. Web 2.0 revolution enabled interactive 

user-content creation through its technology design thus enabling 

all net-connected users to participate as content creators. As Web3 

technology advances through blockchain and decentralized 

platforms users are gaining better control of their content creation 

and income generation. Duffy [3] and Poell et al. [39] together 

with other scholars have provided evidence about this 

transformation while examining the effects of digital work and 

platform control over contemporary content generation. The 

creator economy shows a significant development trend through 

the growing range of available platforms and revenue streams. 

The previous year saw YouTube as the main platform but creators 

today distribute content on different platforms that include 

TikTok for short videos and Substack for newsletters with Twitch 

for live streaming and Patreon for membership revenue. The split 

distribution across multiple platforms lowers dependency on one 

platform’s ruling algorithm that causes earnings and visibility to 

shift unpredictably. Online content creators now pursue revenue 

through methods that extend from advertising profits into 

partnerships along with merchandise offering and membership 

access and blockchain digital assets including NFTs. Research 

conducted by Cunningham and Craig [10] together with Abidin 

[1] investigates the benefits that content creator models supply 

alongside various financial and interaction-related challenges 

they present to creators. 

AI stands as a principal force behind changes happening 

within the creator economy. AI-based applications ChatGPT 

alongside MidJourney and Descript enable users to automatically 

complete tasks such as text editing and automated scripting beside 

visual design creation. These productivity-enhancing innovations 

create ethical problems linked to original content production 

together with job losses and human creative value decrease. 

According to Dwivedi et al. [12] the industry needs to solve-key 

issues about genuineness and copyrights when AI increasingly 

impacts content development.  

The creator economy continues its rapid global expansion as a 

major industry trend. Video-sharing services YouTube and 

Instagram maintain their dominance across different areas but the 

regional social media platforms like Douyin and ShareChat 

develop creator networks in Chinese and Indian markets. Cultural 

relevancy becomes essential to content creation together with 

language-specific material. The process of globalization produces 

obstacles through the existence of different censorship regulations 

along with payment restrictions and unequal ways to monetize 

content across regions. While providing many advantages the 

creator economy deals with major regulatory problems and 

workforce issues. The absence of traditional work benefits in the 

creator economy creates financial instability that separates many 

creators from stable employment benefits which mirrors the 

conditions of the gig economy according to Duffy [11].  

Table.5. Global Top Content Creators 

Rank Name 
Platform 

(s) 
Category 

Estimated  

Annual  

Income (USD 

in million) 

1 

MrBeast 

(Jimmy 

Donaldson) 

YouTube 
Challenges/Philanthro

py 
$82  

2 Jake Paul 
YouTube, 

Boxing 
Sports/Entertainment $34 

3 Markiplier YouTube Gaming $30 

4 
Rhett and 

Link 
YouTube Talk Show/Comedy $28 

5 Unspeakable YouTube Gaming/Kids $28.5 

6 
Preston 

Arsement 
YouTube Gaming $16 

7 Logan Paul 
YouTube, 

Boxing 
Entertainment $21 

8 
Charli 

D’Amelio 

TikTok, 

Instagram 
Dance/Lifestyle $18 

9 Khaby Lame TikTok Comedy/Reactions $15 

10 
Emma 

Chamberlain 

YouTube, 

Instagram 
Lifestyle/Vlogs $12 

Source: forbes.com 

The issue of platform governance creates substantial disputes 

because creators regularly complain about confusing algorithms 

as well as unpredictable content moderation policies and 

unbalanced revenue distribution models. The essay authors 

Nieborg and Poell [20] explain how platformized cultural 
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production chooses corporate earnings instead of creator care so 

policy interventions become essential. 

3. INDIAN CREATOR ECONOMY TRENDS 

The Indian creator economy has experienced rapid growth 

since recent years because of rising internet accessibility together 

with inexpensive data packages and acceptance of many 

languages in content creation. India now stands as a top-speed-

growing digital creator environment because it boasts more than 

600 million internet users together with an evolving smartphone 

market which supports all types of digital creators from 

influencers to YouTubers and podcasters to vernacular content 

producers. Indian creator economy will expand to $20 billion 

during 2025 according to EY-FICCI (2023) in their report which 

predicts growth from Instagram and YouTube but also expects 

achievements from ShareChat and Moj. Uppal and Singh [45] 

argue that India’s cultural variety together with its linguistic 

diversity allows creators to penetrate markets which have 

previously been underserved most prominently in Tier 2 and 3 

cities. Vernacular and hyperlocal content has become a defining 

trend within the creator economy of India. India’s creator 

economy flourishes through creators who use local languages for 

content creation because these creators reach greater depth with 

their audiences across the country. The platforms ShareChat and 

Roposo experienced exponential user growth because they used 

regional content which enabled creators to produce local dialect 

content from comedy to political commentary according to 

Sharma and Nair [42]. Non-English speakers now use new short-

form apps such as Moj and Josh since the 2020 TikTok ban to 

create content and gain significant followings through their 

platform. The recent language shift creates problems regarding 

content moderation in regional languages because their dialectal 

intricacies make it difficult to detect harmful content. 

The rapid growth of the Indian creator sector faces a crucial 

challenge regarding profit generation. The highest-level 

influencers generate major income through their contracts with 

brands but the creators of mid and small levels face unpredictable 

sources of money. Data from Banerjee [2] indicates that 5% of 

Indian creators receive more than 10 lakh rupees annually but the 

rest depend on various other sources of income. The revenue 

sharing features of YouTube and Instagram generate less income 

in Indian markets than they do in Western countries. The 

considerable differences between advertising rates from Western 

markets to Indian markets has propelled creators to explore new 

sources of income like personal fan subscriptions and revenue 

through affiliate programs and by joining direct-to-consumer 

brand initiatives. Indian creators have started to create WhatsApp 

communities and Telegram channels to build dedicated fan 

audiences who subscribe through these alternative channels. 

Artificial intelligence (AI) together with digital tools constitutes 

an important trending force which shapes the development of 

India’s creator economy. AI-powered software Rephrase.ai and 

Hanooman facilitate creators to produce professional content on a 

large scale despite their constrained resources base. Patel and 

Reddy [21] point out that AI-generated content risks substantial 

ethical threats through deepfakes and automated misinformation 

especially considering the wide differences in digital literacy of 

the Indian market. Social media and OTT platform creators face 

new compliance requirements from the Indian government 

through regulations under the IT Rules of 2021 that affect creators 

who discuss subjects with political sensitivity. The Indian creator 

economy will progress toward novel development by 

implementing Web3 and blockchain systems into its framework. 

Several Indian startups innovative with decentralized content 

systems through Huddle and Guardian Link to enable creators 

who have the option of selling their work as NFTs and receiving 

payments in cryptocurrency form. Blockchain technology 

innovations may lower dependence on advertising revenue 

streams even though cryptocurrency regulation causes challenges. 

The edutainment industry representing educational entertainment 

creators experienced substantial growth because the pandemic 

fueled the shift to e-learning platforms. Top-tier creators maintain 

a large earnings disparity from both mid-tier creators and low-tier 

creators due to existing social-economic differences in digital 

resources and learning opportunities according to Bose and Sinha 

[23]. The government lacks an established regulatory structure 

which fails to govern digital creator labor activities together with 

intellectual properties and income taxation matters [26]. 

Integrating AI content creation tools creates new ethical 

challenges because they impact the authenticity of original 

content and raise transparency and attribution problems in virtual 

platforms [33]. 

Table.6. Indian Top Content Creators (Source: Influencers-Place 

and Siasat) 

Ran

k 
Name 

Platform 

(s) 
Category 

Estimate

d Annual 

Income 

(INR) 

Estimate

d USD 

($) 

1 
Bhuvan 

Bam 
YouTube Comedy/Vlogs 

₹12–16 

crore 
$1.5–2M 

2 
Ashish 

Chanchlani 

YouTube, 

Instagram 
Comedy 

₹10–14 

crore 

$1.2–

1.7M 

3 

CarryMinat

i (Ajey 

Nagar) 

YouTube, 

Instagram 
Gaming/Roasting 

₹15–20 

crore 

$1.8–

2.4M 

4 
Technical 

Guruji 
YouTube Tech Reviews 

₹10–12 

crore 

$1.2–

1.4M 

5 

MostlySane 

(Prajakta 

Koli) 

YouTube, 

Instagram 

Lifestyle/Comed

y 

₹6–8 

crore 

$750K–

1M 

6 
Nisha 

Madhulika 
YouTube Cooking 

₹3–4 

crore 

$360K–

480K 

7 

Ranveer 

Allahbadia 

(Beer 

Biceps) 

YouTube, 

Insta 

Self-

help/Podcasts 

₹6–7 

crore 

$720K–

850K 

8 
Sourav 

Joshi Vlogs 
YouTube Daily Vlogs 

₹8–10 

crore 
$1–1.2M 

9 
Jannat 

Zubair 

Instagram

, TikTok 
Lifestyle/Beauty 

₹3–5 

crore 

$360K–

600K 

10 
Kusha 

Kapila 

Instagram

, 

YouTube 

Comedy/Satire 
₹3–5 

crore 

$360K–

600K 

 

  



BN SATYA PRANEETH AND TAMIZHARASI: CREATOR ECONOMY AND CREATORPRENEUR: NAVIGATING THE FUTURE CONTENT 

2198 

4. CREATOR ECONOMY MARKET GROWTH 

PROJECTIONS 

Between 2023 and 2030, the creator economy is predicted to 

grow from $127.65 billion to $528.39 billion at a CAGR of 

22.5%. 

Table.7. Projected annual growth of the creator economy 

Year 
Market Valuation  

Calculated Based on Forecasted CAGR 

2023 $127.65 billion 

2024 $156.37 billion 

2025 $191.55 billion 

2026 $234.65 billion 

2027 $287.45 billion 

2028 $352.13 billion 

2029 $431.36 billion 

2030 $528.39 billion 

Source: Coherent Market Insights 

Content creators often have multiple revenue streams. 

Approximately, 7 in 10 (68.8%) of creators rely on brand deals as 

their main source of revenue. However, this isn’t the only revenue 

source for creators. Approximately 7.3% claim that ad share 

brings in the most money for them. 

Table.8. Highest-earning revenue sources for creators 

Rank 
Creator Economy Main  

Revenue Source 
Proportion 

1 Brand deals 68.8% 

2 Ad share 7.3% 

3 Started own brand 4.8% 

4 Affiliate links 4.6% 

5 Courses 4.4% 

6 N/A (no income) 3.7% 

Source: explodingtopics.com 

However, this isn’t the only revenue source for 

creators. Approximately 7.3% claim that ad Despite brand deals 

topping the list, the proportion of creators generating income in 

this method has actually dropped since 2021. In 2021, 

approximately 91% of content creators received income from 

sponsored content. However, by 2023, that figure had dropped 

to 82%. During that same period, there has been an increase in the 

proportion of creators generating income from affiliates (↑ 9%), 

advertising (↑ 15%), and merchandise sales (↑ 4%). 

Table.9. Content creator revenue channels over time 

 
Proportion of  

Content Creators  

Generating Revenue 

 

Income Channel 2021 2023 Change 

Sponsored content 91% 82% ↓ 9% 

Affiliate 47% 56% ↑ 9% 

Advertising revenue 18% 33% ↑ 15% 

Creator funds - 25% - 

Paid content subscriptions - 16% - 

Source: exploding topics 

In terms of revenue, merchandise companies average the most 

with figures exceeding $500 million.  

4.1 DEVELOPMENT PATH OF 

CREATORPRENEURS 

 

Fig.1. Development Path of Creatorpreneurs  

This illustration shows how creatorpreneurs follow a 

developmental path through the digital economy where they 

recognize possibilities to create a lasting business operation. The 

first step commences with discovering vacant areas of digital 

content along with using digital accessibility advantages [10]. 

After identifying platform access opportunities creators create 

platform identity by selecting niches and building a personal 

brand using algorithmic understanding [32]. After creating a 

presence at the platform creators move toward the production of 

culturally appropriate content that supports audience preferences 

and matches technological capabilities [1] Sharma and Nair [42]. 

After building a platform presence creators work to develop 

audience engagement along with parasocial connections through 

feedback systems for strengthening loyalty [6]. More users in 

their audience lead platform creators to explore various revenue 

streams beyond normal advertising by partnering with brands and 

developing DTC networks and member subscription services as 

https://explodingtopics.com/blog/creator-economy-market-size?utm_source=chatgpt.com
https://explodingtopics.com/blog/creator-economy-market-size


ISSN: 2395-1664 (ONLINE)                                                                                                            ICTACT JOURNAL ON MANAGEMENT STUDIES, AUGUST 2025, VOLUME: 11, ISSUE: 03 

2199 

well as selling NFTs and more [3, 5]. The expansion requires 

backend assistance through artificial intelligence solutions 

combined with Software as a Service services and creator 

economy business startups.  

 

Table.10. Key drivers of entrepreneurial success in the creator 

economy 

Driver 

Category 
Key Elements Description 

Platform 

Access and 

Algorithms 

Entry Timing, 

Algorithm 

Awareness, Platform 

Evolution 

Success is influenced by 

early-mover advantages, 

the ability to navigate 

algorithmic changes, and 

strategic platform 

selection for optimal 

content visibility. 

Content 

Strategy 

Frequency, Quality, 

Cross-platform 

Optimization 

High-quality and 

consistently timed 

content, coupled with 

platform-specific 

adaptations, maximizes 

reach and audience 

engagement across 

diverse demographics. 

Technology 

Enablement 

AI Tools, 

Enhancement 

Features, Backend 

Infrastructure 

Integration of AI and 

SaaS tools for editing, 

automation, and 

analytics increases 

efficiency and supports 

sustainable scalability. 

Revenue 

Model 

Diversification 

DTC Models, 

Subscriptions, 

Creator Funds, Brand 

Collaborations 

Successful creators 

diversify income through 

multiple channels 

beyond traditional 

advertising, including 

courses, merchandise, 

and crowdfunding. 

Audience 

Engagement 

and 

Community 

Personal Branding, 

Parasocial 

Relationships, 

Regional Language 

Content 

Building strong, 

culturally resonant 

connections—

particularly via 

vernacular content—

enhances loyalty and 

monetization potential. 

Government 

and 

Institutional 

Support 

Policy Backing, 

Financial Grants, 

Infrastructure 

Initiatives 

Programs such as India’s 

proposed $1B creator 

economy fund provide 

systemic support, 

improving access to 

resources and 

legitimizing creator 

professions. 

Content 

Distribution 

Strategy 

Multi-platform 

Distribution, 

Adaptation 

Techniques 

Multi-channel presence 

and strategic sequencing 

of content release 

enhance exposure while 

reducing dependency on 

singular platforms. 

Collaborative 

Ventures 

Co-Creation, 

Influencer Networks, 

Brand Synergies 

Collaborations extend 

reach and credibility, 

particularly when 

aligned with niche 

communities or 

established brands. 

Monetization 

Infrastructure 

Payment Gateways, 

Data Analytics, 

Merch Tools 

Backend tools simplify 

monetization processes, 

track performance, and 

facilitate creator 

independence through 

ecommerce integration. 

Cultural and 

Demographic 

Factors 

Youth-driven 

Market, Regional 

Inclusivity, Non-

English Content 

India’s youthful 

demographic and 

growing regional content 

consumption fuel creator 

economy growth, 

especially in Tier 2 and 3 

cities. 

Source: Boston Consulting Group 

4.2 REVENUE STREAMS AND MONETIZATION 

MODELS 

The digital ecosystem where people make money from 

creating content, frequently using social media and digital 

platforms, is known as the creator economy [1]. As social media 

has grown, independent producers and influencers have 

established long-term careers by expanding their sources of 

income outside conventional advertising models [3]. The money-

making potential on YouTube derives from three sources: 

AdSense advertising and branded partnerships and sponsored 

deals. Through its YouTube Partner Program (YPP) creators can 

monetize their work by allowing ads that appear based on viewer 

metrics according to Lobato [5] [37]. Influencers make money 

through Instagram and TikTok sponsorship programs by 

incorporating brand-marked contents that produce successful 

audience interactions. 

4.3 SUBSCRIPTION AND MEMBERSHIP-BASED 

MODELS 

User support for creators happens through both YouTube 

Memberships and Twitch Subscriptions which provide monthly 

payments in exchange for unique benefits [15]. 

Users can access exclusive content through Patreon and 

OnlyFans by offering direct financial support to their favorite 

creators specifically in smaller creator communities [6]. 

4.4 DIRECT-TO-CONSUMER (DTC) MONETI-

ZATION MODELS 

The digital instructional material of many educational creators 

generates profit through the services of Udemy, Gumroad and 

Thinkific as described in Shirky [7]. TikTok creators together 

with YouTube personalities establish merchandise stores. 

Managers can use Kickstarter and GoFundMe as crowdfunding 

platforms to gather funds directly from supporters [4]. The ability 
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to make live streaming donations exists on Twitch and YouTube 

Live and Facebook Gaming through their super chats and tip 

features [8]. 

4.5 FUTURE OF CREATORPRENEURSHIP: FROM 

PERSONAL BRANDS TO MEDIA EMPIRES 

The creator has taken on the role of CEO by coordinating 

teams while producing new items and generating money from 

multiple sources such as merchandise sales and digital content 

alongside brand sponsorships and subscription plans [32]. The 

YouTube creator Jimmy Donaldson (MrBeast) developed his 

media empire by creating both MrBeast Burgers and Feastables 

companies which now support more than one hundred staff 

members [44]. 

Technological innovations speed up the continuous 

transformation of entertainment industries. Creators benefit from 

the combination of artificial intelligence and automation tools 

together with creator-focused SaaS platforms (such as Descript, 

Kajabi, Beehiiv, Gumroad) and they achieve improved efficiency 

in their content creation and marketing operations and backend 

administration [27]. The term “passion economy” to describe how 

digital infrastructure allows individuals to monetize their creative 

authenticity at scale. The fusion of content production and 

business ownership receives backing from investors who provide 

specialized funding services to creators through Spotter and 

Creative Juice according to Crunchbase [29].  

India stands out as the primary location for creatorpreneur 

progression because its substantial digital population combines 

with cultural mobile-first behavior across different regions. More 

than 100 million content creators operating among nano, micro 

and macro influencers have established India as a nation with one 

of the world’s biggest creator platforms [41]. Through Indian 

creators have broken free from solely relying on advertisements 

for their income and now pursue various revenue streams.  

The Deloitte India [30] predicts that the Indian creator 

economy will grow at 20–25% annually to surpass $1 billion by 

2026 while currently standing at $500–600 million in value. The 

India creator economy experiences high growth rates due to 

startups The Good Creator Co., One Impression and TagMango. 

The startup ecosystem consists of Three Companies: The Good 

Creator Co., One Impression and TagMango who establish 

monetization infrastructure while facilitating brand relationships 

and delivering learning resources according to Kalaari Capital 

[35]. Indian creators reduce production costs and gain access to 

diversified linguistic audiences which enables them to create 

content products for both local and worldwide markets [41]. India 

has shifted from being a mere observer in the global creator 

economy into a leading force which shapes upcoming creator-

driven digital business development. Indian creators developing 

structured businesses through technological support and 

investment have become an original model consisting of multi-

lingual and distributed digital media enterprises [34]. Indian 

creatorpreneurs represent a vital transformation in the digital age 

between content production and commerce markets through 

cultural dynamics. 

5. CONCLUSION 

The creator economy in India transforms digital operations 

while it changes overall perceptions about employment, business 

and creative culture development. Over 800 million internet users 

combine with the world’s most affordable mobile data to create 

perfect conditions for creatorpreneurs to succeed. The sector 

predicts to achieve $20 billion in revenue by 2025 because India 

offers distinctive advantages through its linguistic diversity as 

well as youthful population and fast digital adoption. The content 

creators from regional backgrounds on Moj and ShareChat 

platforms promote democratic content creation while filling the 

gap between urban and rural communities and enabling non-

English users. The linguistic changes in content have established 

India’s creator economy as one of the most diverse globally since 

regional languages make up 40% of content output. 

Public support from the government through the proposed 

funding of $1 billion for the creator economy and the Digital India 

campaign has actively driven growth in this sector. Indigenous 

creators face substantial challenges in sustainable monetization 

because 95% of them fail to surpass ₹10 lakh annual earnings 

while top talents like Bhuvan Bam and CarryMinati earn 

considerable sums of money. Indian video content creators must 

develop multiple revenue streams since brand deals constitute 

68% of their total income and their financial success depends 

heavily on specific content platforms. New Web3 solutions 

together with NFT marketplaces and direct consumer 

merchandise products serve to fill gaps in the market. Micro-

entrepreneurs establish themselves in exclusive categories of 

health and edutainment to show that created content can enable 

sustainable livelihoods for large numbers of creators. The Indian 

creator economy exists at a crucial juncture for its future 

development. Indian creators now gain worldwide recognition 

through their achievements that include YouTube stardom 

leading to Hollywood collaborations and vernacular influencer 

control of regional market dynamics thus they participate in 

reshaping digital economic landscapes globally. The 

creatorpreneur movement illustrates how Indian society fosters a 

transition by converting cultural capital into economic value in an 

economy connected to knowledge and innovation leadership. The 

correct government support alongside infrastructure development 

will enable India to lead digital empowerment initiatives in 

developing economies across the globe. 
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