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Anahtar Kelimeler: 
 

Discussions of Creative Labor in the Context of Social Media Users 
and Influencers in the Era of Digital Capitalism 

Abstract                                         Research Paper 

Digital capitalism, which gained power on a global scale and became popular, incorporates new 
technologies and new types of jobs and workers. Creative ad cultural production processes, which 
lay the foundation of the digital economy, are discussed from different aspects in recent years. 
Approaches that are based on the Marxist theory consider this subject from the digital labor 
perspective, while the other approaches conduct their analyses over immaterial labor types. 
Referring to a very large and heterogeneous group, digital labor also includes the social media users 
having creative, entrepreneurial, and self-branding characteristics. With their potential of 
influencing follower masses through the contents they create, the users and influencers answer to 
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processes in social media.  

The present study aims to analyze the labor of social media users/influencers from different aspects 
first and then discuss the temporary, precarious and uncompensated production processes they 
participate in. Unstable revenues, high-level creativity expectations, and various risks and 
uncertainties define the career of influencers, who are identified as the ones earning money by doing 
what they like, based on freedom and enthusiasm. User activities, which are not paid for by the 
social media platforms, reopened the discussions on labor exploitation. Largely-gendered nature of 
user/influencer labor deepens the inequality and exploitation by homologizing social media 
production to traditional women jobs. 

Keywords: Creative Cultural Production, Digital Labor, Immaterial Labor, User Generated 
Content, Precariousness.   
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