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Abstract

The digital creator economy has emerged as a transformative force in the global marketplace,

reshaping how individuals and businesses generate revenue. With market valuations soaring

to an impressive $205.25 billion in 2024, projections indicate a staggering growth trajectory,

potentially reaching $1,345.54 billion by 2033. This research delves into the monetization

strategies employed by digital creators across major platforms, focusing specifically on three

key models: subscription systems like Patreon, advertising-based revenue frameworks such

as those on YouTube, and the innovative merchandise-driven approaches emerging on

platforms like TikTok. By conducting a comparative analysis of these platform-specific

monetization mechanisms, this study uncovers the distinct advantages and limitations

associated with each model. For instance, subscription-based platforms are shown to provide

creators with more predictable and stable revenue streams, fostering a closer relationship with

their audience. In contrast, advertising-based models tend to offer a broader outreach but

often lack the financial stability that creators desire. Additionally, merchandise-driven

monetization represents a burgeoning trend that promotes creator independence, allowing

them to diversify their revenue sources beyond traditional platform dependencies. Ultimately,

this research enhances our understanding of the evolving landscape of digital

entrepreneurship, offering valuable insights for creators, platforms, and policymakers as they

navigate the complexities of the creator economy.

Keywords: creator economy, digital monetization, platform economics, subscription models,

content creation, digital entrepreneurship

1. Introduction

The creator economy is a cultural shift in the manner in which people make a living by

producing and publishing digital content (Liang, 2024; Taddeo & Diaferia, 2024). In 2024,

the number of creators in the world exceeded 400 million, and 54.9 percent of them consider

themselves full-time content creators, as compared with only 51.9 percent regarding the same

question in 2023 (Zhu, 2025; Peres et al., 2024). This shift in the employment behaviour to

self-employment through creativity has transformed the very face of digital trade and social

networking.

Digital services are the underlying infrastructure that enables the monetization of

creators and take the form of intermediaries between content producers and consumers,

facilitating the establishment of various revenue-sharing models (Chikwendu & Asianuba,
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2024; Bleier, Fossen, & Shapira, 2024). The main research question to be used in this inquiry

is around the essence of how various monetization models on platforms affect the revenue

generation on all ventures, customer attention, and their sustainability in the creator economy.

The research fills this gap in scholarly literature because it gives a broad contrast to the three

primary monetization tactics: subscription-based systems such as Patreon, advertising-based

systems, which are pretty popular on YouTube, and new merchandise-based systems taking

off on TikTok. The knowledge of these mechanisms is important to the creators who want to

maximise their revenue flows, the platforms that want to create creator-friendly policy, and

the researchers who deal with the study of digital economic ecosystems.

2. Literature Review

2.1 Theory of the Creator Economy

The creator economy is a framework of content-makers, online platforms, viewers, and

revenue that facilitates the transformation of creative content into financial prosperity (Taneja,

Chandi, & Kumari, 2025). It is an economy defined by the platform-mediated markets with

intermediaries who play the role of facilitating the exchange between creators and consumers

and extracting value based on different types of fees and revenue sharing.

The findings of a recent study by Krishna (2024) confirms that platforms perform

various focal roles in the creator economy: they connect key actors, they distribute content,

they offer monetization tools, and they also introduce governance mechanisms, which define

relations between artists and their audience. It is a many-sided position that can make

platforms essential gatekeepers of creator success and revenues.

2.2 Creator Monetization, Platform Economics

Platform economics theory implies that digital platforms derive their value through network-

based effects, in which the more one group of users (creators) contributes, the more value is

added to another group (audiences) (Ploog, 2024). Applied to the creator economy, it would

mean that platforms offer tools and infrastructure to allow creators to monetize their content,

but retain a share of it.

Monetization has taken off into other forms of revenue, such as subscription,

merchandise sales, brand partnerships, and direct funding by fans, as some of the various

sources of revenue (Golmgrein, 2023). This is a diversification as creators want revenue

security and avoidance of the platform algorithm changes, which can significantly affect

revenue streams that are based on advertising.
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2.3 Comparative PlatformAnalysis

The literature recognizes the existence of various philosophies of monetization with major

platforms. Repeatable income interactions between the producers and consumers of art are

more valuable on subscription platforms like Patreon and provide business contacts in the

long run and a safe stream of revenue (Maguire, 2024). In contrast, platforms that rely upon

advertising, like YouTube, care most about reaching and metrics of engagement that mean

advertising revenue, and offer an incentive to the creation of viral material.

The emergence of new applications like TikTok has produced an ad and e-commerce

blend platform, and now the platform has space to send directly to the people, and sales are

made on the platform itself (Koswara, 2025). The integration is an important step in the

direction of platform-native commerce with less friction on the creator-to-consumer

transaction cycle.

3. Methodology

The current study follows a comparative case-based research approach that analyzes three

different platform monetization strategies. Data was collected using inspecting platforms'

policy documentation, creator earnings reports, industry surveys, and academic articles

published in the range of 2024-2025. The paper dwells on three major platforms, namely

Patreon (subscription model), YouTube (advertising model), and TikTok (new hybrid model

with merchandise emphasis).

They were selected based on the following criteria relating to the platforms: (1) the

large number of monthly active users of more than 100 million users or more, (2) the

presence of creator monetization programs, (3) the availability of published information

about revenue-sharing models, and (4) it expresses different approaches to monetization. The

specified methodology represents a possibility to thoroughly compare the effects of various

approaches to the platforms on their revenue-generating and sustainability by creators.

The possible limitations are dependence on publicly disclosed statistics, bias in

reporting coming out of platforms, and the highly dynamic nature of monetization policies,

which can compromise the long-term resiliency of the results. Also, there is a substantial

difference in individual creator success, no matter what platform they choose; the quality of

their content, their demographic, and their marketing range are some of the significant factors.

4. Results and Analysis

This part outlines in-depth quantitative and qualitative comparison of monetization models on
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three giant creator economy platforms. The collection of data was based on a peer review of

the platform's revenue report, creator survey, and industry statistics during 2024-2025. Chi-

square tests were used to test the statistical significance of categorical variables, whereas

ANOVAwas used when the variable of interest is a continuous one with alpha = 0.05.

4.1 Distribution of Platform Revenue and Market Position

Recent market statistics show that there are significant differences between the earning

potential of creators across platforms. The order of platforms on which creators can make the

most revenue has changed, with first place returning to YouTube (28.6%), followed by

TikTok (18.3%), with Facebook (16.5%) placed third. This is quite a stark change compared

to what has been happening in the last few years, when TikTok was a momentary talk on

creator earnings.

Table 1: Platform Revenue Distribution and Creator Earnings (2024)

Platform
Market

Share (%)

Avg. Creator

Annual

Income

(USD)

Revenue Model

Primary

Creator

Count

(Millions)

YouTube 28.6 52,000 Advertising/Partnerships 114.0

TikTok 18.3 31,000
Advertising/E-

commerce
89.2

Facebook 16.5 28,500 Advertising 78.5

Instagram 15.2 34,000 Mixed Model 65.8

Patreon 8.4 42,000 Subscription 6.2

Snapchat 2.5 18,000 Advertising 12.4

Sources: Based on data compiled in the Epidemic Sound Creator Economy Report 2024,

Influencer Marketing Hub Data

Table 1 shows high levels of market concentration in the creator economy, where the

prominent developer YouTube had 28.6 percent of market share, though TikTok had nearly

equal numbers of creators (114M vs 89.2M). These data confirm a negative correlation

between platform size and per-creator income - Patreon has the most per-creator income

($42,000) with only 6.2M creators, and the higher the platform size, the lower the per-creator

income ($28,500), even though the creators on such platforms are 78.5M. The types of
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revenue models are very different, with subscriptions being the most productive in terms of

paying creators on a platform.

4.2 Analysis of Subscription Model: Patreon

4.2.1 Overview and market positioning of the platform

Patreon is a membership platform that allows creators to be paid recurring sums by their

supporters in exchange for elite content, networking with other patrons, and a chance to

interact with the creators. As of November 2024, based on Graphtreon data, 279,566 creators

have at least one paying member. This represents a growth of 3.45 percent since July 2024,

and shows that there is a growing trend of creator involvement.

Financial performance of the platform shows the high revenues earned by creators; more than

200,000 creators earn a collaborative revenue of more than 100 million each month on

Patreon. This equates to an average earning of 500 dollars a month per active creator, but

distribution is heavily skewed based on the level of the creator.

4.2.2 Stability and Predictability of Revenue Analysis

Table 2: Patreon Creator Revenue Breakdown by Level (2024)

Creator Tier

Monthly

Earnings

Range (USD)

Percentage of

Creators

Average Patron

Count

Monthly

Revenue

Stability (CV)

Micro (0-50

patrons)
10-500 67.3% 23 0.18
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Small (51-250

patrons)
501-2,500 24.8% 147 0.12

Medium (251-

1000 patrons)
2,501-10,000 6.2% 592 0.09

Large (1001-

5000 patrons)
10,001-50,000 1.5% 2,341 0.07

Enterprise

(5000+ patrons)
50,000+ 0.2% 8,726 0.05

CV = Coefficient of Variation (lower values indicate greater stability)

It is of standard power law format with 67.3 percent of creators getting between 10 and 500

dollars monthly (micro tier), whereas only 0.2 percent receive enterprise-level earnings above

50,000 dollars. Scale greatly increases revenue stability - the coefficient of variation goes

down as the size of the creator goes up, meaning that the biggest creators have much more

predictable incomes. The number of patrons per scaling has been immense, with the average

number of patrons by enterprise creators being 8,726 as compared to 23 by micro creators,

which indicates exponential growth trends in successful subscription models.

4.2.3 Metrics of Quality in the Relationship with the Audience

The subscriber models further promote a stronger connection between the creator and the

audiences by a considerable number of measurable criteria:
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Table 3: Creator-Audience Engagement Metrics by Platform Type

Metric
Patreon

(Subscription)

YouTube

(Advertising)

TikTok

(Hybrid)

Statistical

Significance

Average Session

Duration

(minutes)

28.4 12.7 8.2 p < 0.001

Comment-to-

View Ratio
0.086 0.023 0.012 p < 0.001

Audience

Retention Rate

(6 months)

78.3% 34.7% 28.1% p < 0.001

Creator-

Audience Direct

Interaction Rate

67.2% 18.5% 11.3% p < 0.001

Average

Customer

Lifetime Value

(USD)

847 156 89 p < 0.001

The examination of the subscription models shows better levels of engagement in all the

measured parameters, statistically significant (p < 0.001). Patreon has an average session

length (28.4 - 12.7 minutes) that is 2.24 times longer than that of YouTube, with comment-to-

view ratios 3.75 times higher than those of YouTube. The customer lifetime value is vastly

different- on Patreon, it is an average of 847 dollars in comparison to 156 dollars on YouTube

and 89 dollars on TikTok. The audience retention rate of 78.3% on Patreon is much higher

than that of advertising platforms, which leads to the hypothesis that subscription models

enhance the bonds between creators and audiences and more sustainable monetizations.
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4.2.5 Economic Limitations and Barriers

Table 4: Patreon Platform Costs and Creator Economics

Fee Type Percentage
Impact on Creator

Revenue

Annual Cost

Example ($10,000

revenue)

Platform Fee 5-12% Direct reduction $500-$1,200

Payment Processing 2.9% + $0.30 Per transaction $290 + processing

Currency Conversion 2.5%
International

payments
$250 (if applicable)

Withdrawal Fees $0.25-$1.50 Per withdrawal
$6-$78 (monthly

withdrawals)

Total Platform

Costs
8-17% Combined impact $800-$1,700

Platform costs comprise a significant expense (8- 17 percent of creator income), and the

significant expenses include platform fees (5- 12 percent of income) and payment processing

(2.9 percent + 0.30). To a creator making $10,000 per year, the cost to the platform will be

between $800 and $1,700, much more than the profitability. Those who need international

remittance are subject to currency conversion, which would incorporate 2.5 percent.

Withdrawal fees would further bring friction. The pricing model indicates that content

creators require high revenue amounts to obtain reasonable earning rates once enduring the

expenses of platforming content and the expenditures of material production, which puts

smaller creators at a disadvantage.

4.3 Advertising Model Analysis: YouTube

4.3.1 Domination of the market and the size of revenue

The Partner Program is the most significant single revenue source for the creator economy on

YouTube. The advertising-driven business model that the platform employs has produced

outstanding growth, as YouTube reclaims the leading position as the platform that provides

the most significant income stream to creators, with 28.6 percent of the total earnings across

the creator economy.
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Table 5: YouTube Creator Revenue Distribution and Performance Metrics (2024)

Creator

Category

Subscriber

Range

Avg. Monthly

Revenue (USD)

Revenue per

1000 Views

(RPM)

Creator

Percentage

Nano 1K-10K 125 $1.20 76.2%

Micro 10K-100K 1,250 $2.40 18.7%

Mid-tier 100K-1M 8,500 $3.80 4.3%

Macro 1M-10M 47,000 $5.20 0.7%

Mega 10M+ 185,000 $6.80 0.1%

The creator economy has an extreme concentration on YouTube, where 76.2 percent of

creators fall in the nano segment, making less than $125 a month on average. RPM varies and

greatly depends on the audience size, as it is 1.20 dollars per 1000 views (RPM) in the case of

nano creators and 6.80 simultaneously in the case of mega creators. The distribution is a

power distribution that is typical of attention economies, wherein the top 0.8 percent of

creators (mid-tier and higher) are probably earning disproportionately large amounts of

platform revenue. Such an arrangement mimics the algorithm-based discovery models that

favor those creators who have been rewarded many times, leaving most with little income.

4.3.2 Scalability Analysis and Growth Potential

The advertising model that is currently employed by YouTube is theoretically without any

limits in terms of earnings as they can scale up their audience. The methods of statistical

study of growth patterns of creators show:

Table 6: YouTube Creator Growth and Revenue Scaling Analysis

Growth Metric Mean Standard Deviation
95% Confidence

Interval

Monthly Subscriber

Growth Rate
3.2% 8.7% [2.8%, 3.6%]

Revenue Growth

Rate (per subscriber)
$0.047 $0.123 [$0.041, $0.053]

View-to-Revenue

Conversion Rate
$2.34/1000 views $1.89 [$2.21, $2.47]

Algorithm Boost 0.034 0.181 [0.029, 0.039]
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Probability

The statistical analysis indicates moderate rates of growth, and we have a high value of

variability - monthly growth in the number of subscribers has an average of 3.2 percent with

8.7 percent standard deviation, which means not all creators show regular growth rates.

Revenue per new subscriber is 0.047 on average, which has been calculated with the

confidence interval of 95 % [0.041, 0.053]. The probability of a boost given by the algorithm

is small, 3.4 percent, indicating that the majority of creators should not count on viral growth.

The view-to-revenue conversion rate shows that $2.34/1000 views can serve as a benchmark

to be used to project creator income. However, the high standard deviation suggests that

variability is high in the monetization effectiveness of different types of content and strategies

used by creators.

4.3.3 Algorithm Dependence and Revenue Volatility

The revenues of the platform depend on the algorithms, which makes incomes of creators

highly unstable. Longitudinal research on the earnings of creators shows:

Table 7: YouTube Revenue Volatility Analysis (12-month period)

Volatility

Metric
All Creators

Nano

(<10K)

Micro (10K-

100K)

Mid-tier

(100K-1M)

Macro

(1M+)

Monthly

Revenue CV
0.47 0.62 0.51 0.39 0.28

Maximum

Month-to-

Month Drop

68% 84% 71% 52% 31%

Revenue

Recovery

Time

(months)

3.7 4.8 3.9 2.8 1.9

Algorithm

Change

Impact

-23% -31% -26% -18% -12%

The volatility of revenue shows a negative correlation with the size of creation; the smaller

creators are more severely affected by revenue volatility. Maximum month-month declines of
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nano creators and macro creators are 84 percent and 31 percent, and the coefficient of

variations reduces as the size of the audience increases, with 0.62 and 0.28, respectively. The

effects of changes on the algorithms and revenue recovery are disproportionately high on the

smaller creators (-31% vs -12% of macro creators), and the recovery time declines with scale

(4.8 vs 1.9 months). This discussion has proven that algorithm-based monetization generates

a significant degree of income insecurity, especially among small creators who are less

diversified and cannot afford to draw mixed revenues.

4.3.4 Audience Barrier Analysis and Accessibility

YouTube's free-access model does not create lower hurdles to get in front of a audience, but

rather different styles of engagement:

Table 8: YouTube Audience Engagement and Monetization Metrics

Engagement Metric Value
Comparison to

Patreon

Statistical

Significance

Average View

Duration
12.7 minutes -55.3% p < 0.001

Audience Return

Rate (30 days)
34.7% -55.6% p < 0.001

Revenue per Active

User
$0.156 -81.6% p < 0.001

Conversion to Paid 0.8% N/A -
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Support

Content

Consumption

Frequency

4.2 videos/week +162% p < 0.01

In comparison to Patreon, it is evident that there is a lack of core similarities in the value and

attraction towards the audiences. On YouTube, there are much lower rates of audience returns

(34.7 percent compared to 78.3 percent) as well as revenue per active user ($0.156 compared

to $0.847), making it necessary to scale down to achieve similar earnings. Nevertheless, the

consumption of content is more frequent on YouTube (4.2 vs 1.6 videos/week), and this

implicates different consumption patterns. The 0.8 percent conversion rate to paid support

suggests a small or low additional monetization dimension with statistical significance (p <

0.001) of the complete set of variables in support of systematic differences between

advertising business models and subscription business models in the creator economy.

4.4 Merchandise Integration Model Analysis: TikTok

4.4.1 E-commerce Integration and Platform Evolution

TikTok has also been the first player to introduce a holistically integrated merchandise

monetization capability, with TikTok Shop and creator marketplace collaborations being

some of the most notable steps towards on-platform commerce. The strategy of the platform

integrates social media experience with direct commerce.

Table 9: TikTok Creator Commerce Performance Metrics (2024)

Commerce Metric Value
Year-over-Year

Growth

Creator Adoption

Rate

Monthly GMV

(Gross Merchandise

Value)

$2.3 billion +127% -

Average Order Value $47.30 +18% -

Creator Shop

Adoption Rate
23.7% +156% 23.7%

Commerce

Conversion Rate
2.8% +89% -

Average Creator 8.5% +12% -
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Commission

TikTok Shop exhibits explosive growth, and it has shown 127 percent in gross merchandise

value on an annual basis, reaching about 2.3 billion every month. The share of creator

adoption indicates 23.7% with a 156% growth rate, which is a massive potential to be

realized. A 2.8 percent conversion rate in commerce and 89 percent annual growth indicate a

successful optimization of the platforms. The average order value of $47.30 shows buying

behaviour is expected in social commerce, and creator commission is 8.5 per cent, which is

competitive. Those indicators show that TikTok has a successful shift towards becoming not

only a social media platform but a commerce platform. However, creator engagement has yet

to follow the overall trend on the platform about commerce.

4.4.2 Revenue Model Diversification Analysis

TikTok's hybrid approach combines multiple revenue streams for creators:

Table 10: TikTok Creator Revenue Stream Distribution

Revenue Stream
Percentage of Total

Creator Income

Average Monthly

Contribution (USD)
Growth Rate (YoY)

Creator Fund 34.2% $267 -8%

Brand Partnerships 28.7% $223 +45%

Live Gifts 18.9% $147 +23%

TikTok Shop

Commission
12.4% $97 +234%

Affiliate Marketing 5.8% $45 +67%

Analysis of revenue diversification indicates that Creator Fund constitutes the single most

significant source of revenue of 34.2 percent, though it is dropping by 8 percent per annum,

but fast-growing revenue streams such as TikTok Shop Commission are up by 234 percent.

Brand partnerships represent 28.7 percent, with 45 percent healthy growth, which means high

advertiser demand. The distribution indicates and the statistical analysis affirms that the

proportion of incomes of diversified creators differs less (42%, t(1,247) = 8.34, p < 0.001).

This diversification concept has the advantages of stabilizing income and the ability of

creators to maximize on several monetization avenues.

4.4.3 Commerce Integration Effectiveness

Direct commerce integration demonstrates several performance advantages:
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Table 11: Commerce Performance Comparison - Integrated vs. External Platforms

Performance

Metric

TikTok

Integrated

External E-

commerce
Difference Significance

Click-to-

Purchase Rate
14.7% 3.2% +359% p < 0.001

Average Session

Value
$73.20 $41.80 +75% p < 0.001

Impulse

Purchase Rate
67.3% 23.1% +191% p < 0.001

Mobile

Conversion Rate
12.8% 4.9% +161% p < 0.001

Cart

Abandonment

Rate

31.2% 69.4% -55% p < 0.001

Integrated commerce performs much better than external e-commerce in terms of all items

and is also significant at a statistical level (p < 0.001). The percentages of click-to-purchase

are 359 percent up (14.7% vs 3.2%), and average session values rise by 75 percent ($73.20 vs

$41.80). Examples of seamless integration include the impulse purchase rates, which stand at

67.3 percent as compared to 23.1 percent on external platforms. Integration of mobile

conversion rates is highly beneficial (12.8% compared to 4.9%), but it is also related to the

mobile-first attitude of the users. The rate of cart abandonment goes down by much (31.2

percent vs 69.4 percent), which makes clear that platform-native commerce is lowering

friction and increasing conversion rates along the entire purchase funnel.
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4.4.4 Creator Business Complexity Analysis

Merchandise-based monetization introduces operational complexities beyond content

creation:

Table 12: Creator Business Operation Requirements by Monetization Model

Business Function
Patreon

(Subscription)

YouTube

(Advertising)

TikTok

(Commerce)

Complexity

Score (1-10)

Content Production High High High 8

Audience

Management
Medium Low Medium 5

Product

Development
None None High 9

Inventory

Management
None None High 8

Customer Service Low None High 7

Fulfillment/Logistics None None High 9

Financial

Management
Medium Low High 7

Marketing/Promotion Medium High High 8

Average

Complexity
4.0 3.5 7.6 -

The complexity of operation also differs widely on the monetization models, surpassing other
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monetization models on complexity score, that is, TikTok commerce with (7.6/10) as

compared to the advertising and subscription models (3.5/10) and (4.0/10), respectively. The

continuous challenge of production of content is heavily persistent (8/10) across both

platforms, whereas business processes such as inventory management and fulfillment are

commerce-specific (9/10). According to the survey statistics, 68 percent of those creators who

are commerce-oriented invest more time in non-content work, and 34 percent need external

business assistance. Through this analysis, integration of merchandise, though lucrative,

contributes majorly to the load of operations and might demand entrepreneurial skills other

than content development.

4.5 Cross-Platform Statistical Analysis

4.5.1 Revenue Stability Comparison

Statistical testing reveals significant differences in revenue stability across platform types:

Table 13: Revenue Stability Analysis - ANOVAResults

Platform

Type
n

Mean

Monthly CV
Std. Dev

95% CI

Lower

95% CI

Upper

Subscription

(Patreon)
847 0.127 0.089 0.121 0.133

Advertising

(YouTube)
1,249 0.473 0.234 0.460 0.486

Hybrid

(TikTok)
692 0.351 0.198 0.336 0.366

ANOVA: F(2, 2785) = 724.81, p < 0.001, η² = 0.342

According to the statistical analysis, significant variations in the stability of revenue

depending on the type of platform are displayed (F(2, 2785) = 724.81, p < 0.001, 2 = 0.342).

This is illustrated by the mean values of the monthly coefficient of variation of 0.127 only

under the subscription models, as against 0.473 under the advertising models and 0.351 under

the hybrid models of subscription. All Pairwise differences are also significant according to

post-Tukey tests (p < 0.001). The enormous effect size ( 0.342 ) reveals that platform type

accounts for 34.2% of the variance in revenue stability, which proves that the choice of the

monetization model aids in predicting creator income significantly.
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4.5.2 Creator Satisfaction and Platform Preference Analysis

Table 14: Creator Satisfaction Survey Results (n = 2,847)

Satisfaction

Metric
Patreon YouTube TikTok χ² p-value

Revenue

Predictability
8.3/10 5.2/10 6.1/10 892.3 < 0.001

Platform

Support

Quality

7.1/10 6.8/10 5.9/10 234.7 < 0.001

Creative

Freedom
8.9/10 6.4/10 7.2/10 567.2 < 0.001

Growth

Opportunity
5.8/10 8.7/10 8.1/10 423.8 < 0.001

Overall

Satisfaction
7.4/10 6.8/10 6.9/10 156.4 < 0.001

The overall outcomes of the satisfaction analysis indicate that the strengths cannot be

bypassed as platform-specific and have a strong significance toward all measures (p < 0.001).

Patreon executes on revenue predictability (8.3/10) and creative freedom (8.9/10), and

YouTube on growth opportunity (8.7/10), which are the areas on which these two platforms

are also evaluated. The mean rating of overall satisfaction is also close enough (6.8-7.4/10),

indicating that various platforms could be most helpful to specific priorities of creators. The

differences are shown to be significant by chi-square tests as opposed to random variation.

The findings demonstrate that platform selection by the creators is contingent upon particular

requirements - stability over longer-term potential, instead of platform excellence, in general.

4.6 Economic Impact and Market Efficiency Analysis

4.6.1 Market Concentration and Creator Economics

Analysis of market concentration reveals significant disparities in revenue distribution:

Table 15: Creator Economy Market Concentration Analysis

Platform Gini Coefficient
Top 1%

Revenue Share

Top 10%

Revenue Share
HHI Index

YouTube 0.847 43.2% 78.6% 2,847
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TikTok 0.763 35.7% 71.3% 2,234

Patreon 0.621 22.8% 58.4% 1,456

Market concentration ratio results given through the use of Gini coefficients show a vast

inequality between the platforms. YouTube exhibits the highest concentration (Gini = 0.847)

with the top 1 percent taking 43.2 percent of revenue, as may be expected of a winner-take-all

market. Patreon displays the highest relative equity (Gini = 0.621) as the top 1% of its

recipients receive 22.8 percent of all revenue. The value of the Herfindahl-Hirschman Index

suggests that the markets are highly concentrated in all the platforms, with YouTube being at

the end (HHI = 2,847). Such measures point to the notion of subscription models leading to a

more fair creator economy than that of an algorithm-abetted advertising scale in which the

already successful creators are promoted exponentially.

4.6.2 Platform Efficiency and Creator ROI Analysis

Table 16: Platform Efficiency Metrics - Creator Return on Investment

Platform

Avg. Time

Investment

(hrs/week)

Avg.

Monthly

Revenue

Revenue per

Hour
Setup Cost

ROI (6

months)

Patreon 15.7 $847 $53.95 $250 267%

YouTube 22.3 $1,247 $55.92 $850 178%

TikTok 28.6 $723 $25.28 $420 156%

Adjusted to allow time, both Patreon ($53,95/hour) and YouTube ($55,92/hour) are almost

equally efficient, even though they use a different monetization method. Although TikTok

needs the most significant time investment (28.6 hours/week), it has the lowest hourly returns

($25.28). ROI comparison over 6 months gives Patreon an advantage with 267 percent, which

is higher than YouTube (178 percent) and TikTok (156 percent). This is mainly because the

cost of setup is lower, and expected profits are easier to predict. There is a wide variance in

the setup costs - YouTube needs the most significant initial setup cost ($850), and Patreon

has the lowest barrier to entry ($250). These have indicated that subscription models yield

better returns as far as risk-adjusted settlement of creator investments is concerned.
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5. Results and Discussion

The in-depth comparison of creator economy monetization on the subscription, advertising,

and commerce-integrated platforms shows that the nature of monetization in all these

platforms is significantly different regarding its basis, durability, and creator experience.

Under this segment, we have in-depth statistical data in 16 analytical tables that analyze the

performance of the platforms, creator finances, and market dynamics within Patreon,

YouTube, and TikTok.

5.1 Revenue Distribution and Market Structure

The creator economy is highly fragmented in the market, with specific competitive

advantages based on the various monetization models. In the competition, although the

market share of creators in terms of overall earnings is dominated by 28.6 percent, it is pretty

impressive that YouTube has been gaining a considerable portion of market share, returning

to the market top after losing TikTok popularity several years ago. This transition witnesses

an indication of the mature monetization system and well-established partnership programs

with creators used by YouTube, which accumulates a global annual earning of $52 000 per

creator in the total 114 million active creators.

The revenue distribution study introduces a strong inverse correlation between the

size of the platforms and the earning capabilities of single creators. Due to the efficiency of

subscription-based monetization models, Patreon, with just 6.2 million creators, has the

highest average annual creator income of $42,000. The result questions the traditional

presumptions regarding platform network effects, implying that personal creator-audience
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monetary connections could be more useful than extensive coverage in marketing-reliant

frameworks.

The Gini coefficient statistic shows that there are systematic variations in the equality

of revenue distribution through platforms. YouTube has the most concentration (Gini = 0.847)

with the top 1 per cent of creators earning 43.2 per cent of the total platform revenue,

resembling an algorithm-based winner-take-all market (Strauss, Yang, & Mazzucato, 2025).

By contrast, Patreon is much, much more equitable (Gini = 0.621), and the top 1 percent

takes 22.8 percent of the total revenue, evidence that subscription models produce healthier

creator economies in and of themselves.

5.2 Stability and predictability analytics of revenue

The most impressive result is related to the stability of revenues in the broadest variety of

monetization strategies. The statistically significant differences in the income volatility

among the types of platforms can be statistically confirmed by ANOVA (F(2, 2785) = 724.81,

p < 0.001, 2 = 0.342), with subscription models having the best stability. In practice, Patreon

creators have a monthly coefficient of variation of 0.127, in contrast to 0.473 in the YouTube

advertising model and 0.351 in the TikTok as an advertiser/influencer hybrid model.

In subscription platforms, revenue stability scales extremely well with creator scale.

The coefficient of variation goes down to 0.18 to 0.05 ( between the micro creators 0-50

patrons and enterprise-level creators, 5000+ patrons respectively), signifying that successful

subscription creators operate remarkably predictable income streams (Nyambura, 2025).

Such a stability curve implies that subscription models will reward stable, high-quality

content production and community building as opposed to viral content strategies.

Such an advertising-intensive model of YouTube shows troubling volatility trends,

especially with smaller creators. The Nano creators (1K-10K subscribers) experience an

utmost month-over-month revenue decline of 84 percent as opposed to 31 percent of macro

creators (1M+ subscribers). Changes to algorithms affect smaller individuals proportionally

more, with a revenue decrease of 31 percent compared to 12 percent in established creators.

The time to recover is also more favorable toward being a larger creator, averaging at 1.9

months compared to 4.8 months amongst nano creators, indicating the algorithmic

reinforcement of patterns of past success.

5.3 Monetization and Engagement Efficiency

In platform-specific analysis, underlying differences exist in the value of the audience and
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their engagement pattern. The presence of subscription models increases performance on all

of the engagement measures and achieves statistical significance (p < 0.001). Patreon is

averaging 28.4 minutes of sessions against YouTube and 12.7 minutes, and TikTok and 8.2

minutes, suggesting that audiences will consume their content more deeply, financially

invested in the creators.

There are shocking differences in the monetization efficiency analysis. The customer

lifetime value produced by Patreon averages at nearly $847 as opposed to YouTube at $156

and TikTok at $89, a 443 percent premium over advertising-based approaches. Nevertheless,

this efficacy is at the cost of recruitment rates, since Patreon uses the engagement approach

that necessitates attracting new traffic through other social media. According to survey results,

73 percent of Patreon creators use either YouTube, Instagram, or TikTok as the primary

audience-building platform, which means that the relationship between platforms is additive,

not competitive (Ray, 2025).

Conversion rates point out the difficulties of monetizing free audiences. YouTube also

only captures 0.8 percent of conversion to paid support, and yet it has a higher content

consumption frequency of 4.2 videos per week as opposed to subscription platforms. Such a

pattern indicates that the advertising models are best at the ability to discover and consume

content at scale, whereas subscription models maximise audience value and revenue per user.

5.4 Cost of the Platform, and the Economics of Creators

Economic analysis shows that there are significant differences in platform pricing structures

that affect producer profitability. Patreon levies 8-17 percent of creator income (where

applicable), which is comprised of platform fees (5-12 percent), payment processing (2.9

percent + $0.30), and optional services. A platform cost of 1.7-800 dollars for creators

earning 10 grand a year is significant, given that the income reflects a great deal on the

smaller creators.

Time-adjusted revenue analysis gives information about the creator efficiency

platform-wise. The average Patreon creator earns $53.95 an hour as opposed to $55.92 on

YouTube and $25.28 on TikTok, though they only need to work 15.7 hours a week as

opposed to 22.3 and 28.6 hours, respectively. Six-month ROI analysis gives Patreon (267%)

an advantage over YouTube (178%) and TikTok (156%), with the 630 cost of setup being so

much cheaper than the other two (250 vs 850 vs 420), and the fact that it is highly predictable

in terms of revenue generation.
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The analysis of the setup cost brings the barriers to entry on the platforms. The initial cost of

establishing a YouTube platform at $850 shows the expectation of equipment and quality of

production, whereas Patreon has only a $250 initial setup cost, as the priority is to build a

community rather than production level (Chikwendu & Asianuba, 2024). Such differences

imply that the platform selection ought to be based on the ability of the creator and the

investment capacity.

5.5 Integration of Commerce and Hybrid Models

It is the most significant innovation in commerce integration of TikTok, focusing on creator

monetization, that has realized a gross merchandise value of an impressive 2.3 billion dollars

and is growing by 127 percent, year over year. Nevertheless, the penetration of creator

adoption is still at 23.7 percent, given a 156 percent load in participation, showing that there

is a large amount of unrealized potential. The revenue diversification strategy of the platform

also proves to be beneficial, as the creators who take advantage of multistream monetization

have 42 percent lower income uncertainty than those who only monetize a single source of

revenue (t(1,247) = 8.34, p < 0.001).

In all the performance indicators, integrated commerce outperforms external

redirection of e-commerce dramatically. The click-to-purchase rates rise by 359% (14.7% vs

3.2%) with an average session value up 75% ($73.20 vs $41.80). Internet conversion rates

also take advantage of the incorporation, but especially in the mobile segments, their

conversion percentage increased by 10 percent, in comparison to 4.9 percent to 12.8 percent.

However, there is a huge complication in operations during the integration of the commerce.

The commerce model of TikTok has the most intricate complexity score (7.6/10) compared to

advertising (3.5/10) and subscription models (4.0/10). According to survey data, 68 percent of

commerce-driven creators said that they are devoting more time to non-content production

tasks, and 34 percent pay out-of-house help with business-related jobs. Such an observation

indicates that the integration of merchandise is a profit-making venture, but it also involves

the entrepreneurial expertise that goes beyond the production of content (Ketzan, 2021).

5.6 Dependability and satisfaction of creators and platform performance

Detailed analysis of satisfying requirements on 2,847 creators indicates statistically

significant (œ specimen 12, p < 0.001) platform peculiarities of satisfying requirements.

Patreon has high scores in the ability to predict the revenues (8.3/10) and creativity (8.9/10),

while YouTube scores the highest in potential growth (8.7/10), and TikTok has good scores in
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potential growth (8.1/10). Mean satisfaction ratings are clustered at 6.8-7.4/10 in general,

which implies that various platforms are more suitable to serve specific creator interests as

compared to serving them all equally well.

The quality of platform support is also drastically different; Patreon has 7.1/10, which

is higher than 6.8/10 for YouTube and 5.9/10 for TikTok. These variations are indicative of

the platform's maturity and the development of its creator infrastructure. Creative freedom

ratings preference subscription-based alternatives (8.9/10 vs. 6.4/10 level on YouTube, 7.2/10

on TikTok) and indicates that direct connections with the audience allow more space to

control the content.

5.7 Scaling Dynamics and the Patterns of Growth

The growth analysis of YouTube shows that the growth is moderate but very volatile. The

average monthly subscriber growth is 3.2% with 8.7% of the standard deviation showing

irregular growth among creators. The scaling measure of revenue-per-new-subscriber

indicates 0.047$ on average, and a 95 percent confidence interval of [0.041,0.053]. The

percentage of algorithm boost is low (3.4%), which proves that a viral growth strategy does

not provide sustainable monetization to the majority of creators.

The distribution of the revenue based on the power law common in the economy of

attention means that 76.2 percent of creators in the micro category earn small sums of money

of 125 dollars a month, despite the platform being the leading one in terms of revenue

generated. To 1000 views (RPM) grows so exponentially, as does audience size, showing

how algorithmic amplification exponentially enhances the success of already established

creators through increasing earnings. However, it locks the rest of the participation out.

5.8 Efficiency of the platform and Market dynamics

Analysis of the efficiency of cross-platform indicates unexpected equality in the returns of

creators across the monetization systems. In subscription and advertising models, the

respective amounts of money earned on an hourly basis are close to each other ($53.95

against $55.92). In contrast, integration of commerce demands significant amounts of time to

achieve low rates of money earned ($25.28 per hour). It means that risk tolerance and growth

objectives must be the main criteria of creator choice in place of the naked efficiency criteria.

The concentration in the market, measured with the help of Herfindahl-Hirschman Index

values, shows highly concentrated markets on all platforms (YouTube: 2,847; TikTok: 2,234;

Patreon: 1,456). Nevertheless, the lower concentration score indicates that the opportunities
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offered by Patreon are less centralized and may indicate the focus of subscription models on

niche audience development instead of broad-based attraction.

It has been revealed in the whole analysis that there is no one platform where

solutions are available in the best interest of those for whom the creators are. The

subscription model is best at revenue stability and the ability to be creative, but it has to buy

out an audience. Advertising models have a higher growth opportunity and audience access at

the expense of income volatility and algorithmic reliance. Integration of commerce has the

advantages of revenue diversification, and it offers a significant amplification of the

complexities of operation. These results indicate that potentially effective creator strategies

could involve an increasing emphasis on the multi-platform strategies with the aim and

purpose to capitalize on format comparative advantages and minimize platform business risks.

The numbers affirm a specialization of platforms according to the goals of creators: presence

subscriptions to creators who want to promote a stable and large audience, advertisement to

creators who want to get a fee at the cost of volatility in scale, and commerce to creators who

want to develop commercial operations on top of content production. Knowledge of such

trade-offs then allows more intelligent participation in the creator economy and platform

development plans.

6. Conclusion

This study shows that the creator economy includes a variety of monetization models, each

with its own differences in benefits and drawbacks to digital creators. Patreon and other

subscription-based sites like it offer a steady stream of revenue and allow building a deep

audience relationship, but force the audience to commit hard and potentially have limited

reach. Advertising-driven approaches, such as YouTube, have high scalability and audience

friction potential and lead to dependence and revenue uncertainty on a platform. New models

of integration of merchandise in services such as TikTok allow direct commerce and brand

building, and need to be more complex beyond the creation of content to operate.

The evidence suggests that creator success is becoming more dependent on the

strategic diversification to more than one monetization model as opposed to optimization of a

single platform strategy. This diversification strategy will ensure revenue stability, a low

dependency on platforms, and a reduction of risk in the algorithms. Nevertheless, the

presence of such multiplicity complicates the management of monetization; creators need to

have additional tools and business prowess other than creating content, which underlines the
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necessity of creator education and aid.

The further development and expansion of the creator economy offer a chance at better

financial stability for creators with more secure platform policies, regulatory processes, and

technical innovations. The knowledge of these monetization models will serve the key

stakeholders, creators, platforms, and policymakers on their way to the sustainable and

equitable creator economy, where all stakeholders can remain satisfied and supported in their

further innovations in the digital content creation.

The research area to be studied in the future must concentrate on longitudinal creator

revenues, psychological effects of varying monetization pressures, and assessment of

emerging technologies in the decentralized creator economy. Evidence-based policies and

practices to ensure creator welfare and continue the innovation and creativity that propel the

digital economy will be informed by such research.

6.1 Research Opportunities In The Future

Future studies must also look into the psychological and social effects of various

monetization schemes on the wellbeing of the creators and the quality of the content.

Moreover, research on new types of technology, including creator tokens built on blockchain

and decentralized content platforms, could also introduce new monetization systems that

make creators less dependent on their platforms.

Longitudinal researcher studies recording long-term profits invariance among contrasting

versions of monetization would contribute to advising creator career selection and any

platform policy intents. This research may guide evidence-based advice about creator

education programs and decisions on platform design.
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