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Abstract 

This study investigates the relationship between entrepreneurial competencies and monetization success 

among digital content creators. Analysing the primary data from 100 creators across platforms, the study 

uses correlation and regression analysis to examine the impact of competencies such as strategic planning, 

audience analytics, branding, and adaptability. The findings reveal that these competencies have 

statistically insignificant relationships with monetization outcomes, including income, profitability, and 

stability. Instead, extrinsic factors such as audience reach, platform algorithms, content niche, and 

engagement metrics and strategies play a more significant role in determining success. The study 

highlights that while entrepreneurial competencies help in content creation processes, they are not the only 

factors that ensure sustainable income in the creator economy. 
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Introduction 

The rapid expansion of the digital creator economy has transformed online platforms into viable 

entrepreneurial ecosystems where individuals generate income through content creation. With the rise of 

social media platforms such as YouTube, Instagram, and multi-platform ecosystems, creators increasingly 

rely on structured monetization strategies including advertising, subscriptions, affiliate marketing, brand 

partnerships, and digital product sales. These developments have reshaped traditional employment models 

by enabling individuals to build independent, content-driven businesses. Beyond creativity alone, 

entrepreneurial competencies such as strategic planning, audience analytics, marketing ability, 

adaptability, and financial management play an essential role in determining a creator’s success. 

Successful creators often demonstrate strong decision-making skills, effective branding strategies, and an 

understanding of platform algorithms and audience behaviour. 

Despite the growth of monetization opportunities, income disparities among creators remain significant. 

Some creators achieve sustainable earnings while others struggle to monetize consistently. Measuring 

your outcomes will reveal where the producers' content is missing, how it is positioned, and where they 

should now direct their attention. (Kavitha, G., & Narendran, L. 2025). This raises important questions 

about how entrepreneurial competencies and monetization strategies differ across income levels, content 

niches, and platform types. In this context, the present study examines the relationship between 
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entrepreneurial competencies and monetization outcomes among digital content creators. By analysing 

differences across income categories, niches, and platform groups, the study aims to provide insights into 

the skills and strategies that contribute to long-term success in the creator economy. 

 

Statement of the problem 

The creator economy offers numerous monetization opportunities, yet many content creators face 

challenges in achieving sustainable income. While previous research has highlighted various monetization 

models and platform differences, limited empirical studies have explored how entrepreneurial 

competencies influence monetization success across different creator segments. Without clear insights 

into the skills and strategies associated with high-performing creators, aspiring content entrepreneurs may 

struggle to identify effective approaches for growth and income stability. Therefore, the present study 

aims to examine the relationship between entrepreneurial competencies and monetization strategies among 

digital content creators across income levels, niches, and platform groups. 

 

Review of literature 

1. Cunningham and Craig (2019) emphasized that digital content creators function as independent 

entrepreneurs within platform-based ecosystems. Their study highlighted the importance of strategic 

planning, branding, and audience engagement in sustaining income streams. The authors argued that 

successful creators integrate creative skills with entrepreneurial competencies to adapt to changing 

platform algorithms and monetization models. 

2. Abidin (2020) explored influencer practices and online monetization strategies across social media 

platforms. The study found that creators who effectively analyze audience behaviour and build 

authentic engagement are more likely to secure sponsorships and long-term partnerships. The research 

emphasized the importance of audience analytics and niche positioning in determining monetization 

success. 

 

Objectives of the study 

1. To examine the relationship between entrepreneurial competencies and monetization success among 

digital content creators. 

2. To compare monetization strategies and competency levels across income groups, content niches, and 

platform types. 

 

Research Methodology 

The study adopts a descriptive and analytical research design to examine monetization strategies and 

entrepreneurial competencies among digital content creators. Primary data are collected using a structured 

questionnaire from active creators across platforms such as YouTube, Instagram, and multi-platform 

environments. Convenience sampling is used to select respondents based on accessibility and willingness 

to participate. The study includes approximately 100 respondents representing different income levels, 

niches, and platform types. The questionnaire includes demographic details, competency measures, 

monetization strategies, and income-related variables measured using a five-point Likert scale. Data are 

analysed using Correlation and Multiple regression analysis, and cluster analysis to identify relationships 

and performance differences among creators. 
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Hypothesis Testing 

H0: There is no significant relationship between entrepreneurial competencies and monetization success 

among digital content creators. 

 

Correlation Analysis 

Correlation analysis is used to examine the relationship between entrepreneurial competencies and 

monetization success among digital content creators. It helps determine whether creators with stronger 

competencies tend to achieve higher income levels, more frequent monetization, and better profitability 

perception. 

 

Table 1 – Relationship Between Entrepreneurial Competencies and Monetization Success 

Variables 
Competency 

Score 
Income 

Monetization 

Frequency 
Profitability 

Income 

Stability 

Policy 

Satisfaction 

Competency 

Score 
1.000 0.090 -0.040 0.029 -0.000 0.024 

Income 0.090 1.000 0.064 0.028 0.058 -0.113 

Monetization 

Frequency 
-0.040 0.064 1.000 0.208 0.116 -0.092 

Profitability 0.029 0.028 0.208 1.000 0.213 -0.019 

Income 

Stability 
-0.000 0.058 0.116 0.213 1.000 -0.109 

Policy 

Satisfaction 
0.024 -0.113 -0.092 -0.019 -0.109 1.000 

Source: Primary Data 

 

Table 1 presents the correlation matrix showing the relationship between entrepreneurial competencies 

and various monetization outcomes, including income level, monetization frequency, profitability 

perception, income stability, and platform policy satisfaction among digital content creators. The 

correlation coefficients indicate the strength and direction of relationships between the variables. The 

results show that the overall competency score has only very weak relationships with monetization-related 

variables. The correlation between competency score and income (r = 0.090) is weakly positive, 

suggesting that creators with slightly higher competencies may experience marginally higher income 

levels; however, the relationship is extremely small and practically insignificant. Similarly, the correlation 

between competency score and profitability (r = 0.029) is almost negligible, indicating that entrepreneurial 

skills alone do not strongly influence perceived profitability. The relationship between competency score 

and monetization frequency (r = -0.040) is weakly negative and very close to zero, implying no meaningful 

association between competencies and how frequently creators monetize their content. In addition, 

competency score shows nearly no relationship with income stability (r = -0.000) and only a minimal 

positive relationship with policy satisfaction (r = 0.024), reinforcing the conclusion that competencies 

alone do not strongly determine monetization success in this sample. Among the monetization variables 

themselves, some moderate internal relationships are observed. Profitability and income stability show a 

moderate positive correlation (r = 0.213), indicating that creators who perceive their monetization 

strategies as more profitable also tend to experience more stable income streams. Monetization frequency 
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also has a moderate positive relationship with profitability (r = 0.208), suggesting that more frequent 

monetization activities may slightly improve profitability perceptions. However, policy satisfaction has 

weak negative relationships with income (r = -0.113), monetization frequency (r = -0.092), and income 

stability (r = -0.109), indicating that satisfaction with platform policies does not necessarily correspond 

with higher income or better monetization performance. Overall, the correlation results suggest that 

entrepreneurial competencies alone are not strongly associated with monetization success among the 

respondents. Monetization outcomes appear to be influenced more by other external factors such as 

audience size, content niche, platform algorithms, marketing opportunities, and audience engagement 

strategies rather than individual competency levels alone. 

 

Regression Analysis 

Multiple regression analysis is used to examine the impact of entrepreneurial competencies on 

monetization success and identify which competencies significantly influence income and monetization 

performance. 

 

Dependent Variable: 

Monetization Success (Monthly Income / Monetization Score) 

 

Independent Variables: 

• Strategic Planning Skill 

• Audience Analytics Ability 

• Marketing Skill 

• Branding Ability 

• Platform Adaptability 

 

Table 2 – Model Summary 

R R² Adjusted R² Std Error 

0.130 0.017 -0.033 0.69 

Only 1.7% of variance in monetization success is explained by competencies. 

 

Table 3 – ANOVA (Regression Model) 

Source df F Sig 

Regression 6 0.349 0.909 

Residual 118 - - 

Model is not statistically significant. 

 

Table 4– Coefficients 

Predictor B t Sig 

Strategic Planning -0.011 -0.225 0.822 

Audience Analysis 0.070 1.390 0.167 

Adaptability -0.017 -0.343 0.732 
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Personal Branding -0.006 -0.126 0.900 

Financial Management 0.011 0.237 0.813 

Brand Collaboration -0.001 -0.022 0.983 

 

Multiple regression analysis was conducted to examine the extent to which entrepreneurial 

competencies—such as strategic planning skill, audience analytics ability, platform adaptability, personal 

branding capability, financial management skill, and brand collaboration—predict monetization success 

among digital content creators. Monetization success was measured through indicators such as income 

level and monetization performance. The overall regression results indicate that the combined 

entrepreneurial competencies have a very weak relationship with monetization success, as reflected by a 

low correlation value (R = 0.130). The model explains only 1.7% of the total variation in monetization 

outcomes (R² = 0.017), and the negative adjusted R² further suggests that the predictors do not contribute 

meaningful explanatory power beyond random variation. This indicates that entrepreneurial competencies, 

when considered collectively, do not provide a strong basis for predicting income or monetization 

performance within this sample. 

The overall regression model was found to be statistically non-significant (F = 0.349, p = 0.909), indicating 

that the independent variables do not significantly explain changes in monetization success. In practical 

terms, this means that differences in entrepreneurial competencies among the respondents do not result in 

measurable differences in their monetization outcomes. The lack of statistical significance suggests that 

other factors outside the scope of the model may play a more important role in determining creator income 

and monetization performance. These factors may include audience size, niche demand, platform 

algorithms, content reach, marketing opportunities, and external economic conditions, which are not 

directly captured through competency measures alone. 

The individual regression coefficients further support this conclusion, as none of the entrepreneurial 

competencies show a statistically significant effect on monetization success. Although audience analytics 

ability displays a relatively higher positive coefficient compared to other competencies, its influence 

remains statistically insignificant. Other competencies such as strategic planning, adaptability, personal 

branding, financial management, and brand collaboration show minimal or negligible effects on 

monetization outcomes. These findings indicate that while entrepreneurial skills may contribute to content 

development and management processes, they do not independently determine financial success among 

digital content creators in this dataset. 

Overall, the regression analysis demonstrates that entrepreneurial competencies alone are insufficient to 

predict monetization success among the respondents. The results suggest that monetization performance 

in the creator economy is complex and may depend more on external and contextual factors rather than 

solely on individual skill levels. Consequently, the null hypothesis is not rejected, indicating that 

entrepreneurial competencies do not have a statistically significant impact on monetization success in the 

present study. 

 

Findings of the Study 

The study examined the relationship between entrepreneurial competencies and monetization success 

among digital content creators. The correlation analysis revealed that entrepreneurial competency scores 

have only very weak relationships with monetization outcomes such as income, profitability, monetization 
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frequency, income stability, and policy satisfaction. This indicates that higher competency levels alone do 

not necessarily lead to significantly better financial performance among creators. However, moderate 

positive relationships were observed between profitability and income stability, as well as between 

monetization frequency and profitability, suggesting that creators who monetize more frequently tend to 

perceive their income as more stable and profitable. 

The regression analysis further confirmed that entrepreneurial competencies do not significantly predict 

monetization success among digital content creators. The model explained only a very small proportion 

of variation in monetization outcomes, and none of the competencies showed statistically significant 

effects on income or monetization performance. Among all competencies, audience analytics ability 

demonstrated a slightly stronger positive influence compared to other skills, although it remained 

statistically insignificant. Overall, the findings suggest that monetization success in the creator economy 

is influenced more by external factors such as audience reach, content niche, platform algorithms, and 

marketing opportunities rather than individual competencies alone. 

 

Suggestions 

Content creators should focus on improving audience engagement, understanding platform algorithms, 

and choosing profitable niches rather than relying only on entrepreneurial competencies. Diversifying 

monetization methods such as sponsorships, subscriptions, and digital products can improve income 

stability. Maintaining a multi-platform presence may help expand reach and reduce dependence on a single 

source of revenue. Platforms should provide clearer monetization guidelines and analytics support to assist 

creators in making better strategic decisions. 

 

Conclusion 

The study concludes that entrepreneurial competencies alone do not significantly influence monetization 

success among digital content creators within the present sample. Although competencies such as strategic 

planning, branding, adaptability, and financial management contribute to the overall functioning of content 

creation activities, they do not independently determine income levels or monetization performance. The 

statistical analysis indicates that monetization success in the creator economy is complex and influenced 

by multiple external factors beyond individual skill sets. 

The findings highlight the importance of considering broader contextual variables such as audience 

engagement, platform algorithms, niche demand, and monetization strategies when evaluating creator 

performance. Therefore, while entrepreneurial competencies remain valuable for long-term growth and 

professional development, sustainable income generation in the creator economy requires a combination 

of strategic content planning, effective audience engagement, diversified monetization approaches, and 

adaptability to changing digital environments. 
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