Purva Mimaansa | Refereed | Peer Reviewed
ISSN: 0976-0237 | Volume 17, Issue: March 2026 | Impact Factor 5.275 oo 1016

PLATFORM ECONOMY: DIGITAL PATHWAYS TO ECONOMIC
SELF-RELIANCE AMONG INDIAN YOUTH

BHAVYA GANDHI
Assistant Professor, Department of Commerce, Sanatan Dharam College, Ambala Cantt

ABSTRACT

The rapid expansion of social media platforms in India has created unparalleled avenues for
financial and economic self-reliance among youth, particularly through content creation, affiliate
marketing, and digital freelancing. India's demographic dividend with over 600 million citizens below
25 years of age coincides with a connectivity revolution catalysed by the entry of Reliance Jio in 2016,
which dramatically reduced data costs and expanded smartphone penetration across socio-economic
strata. This paper examines how Indian youth are leveraging social media platforms such as YouTube,
Instagram, LinkedIn, and domestic platforms like ShareChat and Moj to generate income and build
sustainable livelihoods outside the sphere of traditional employment. Drawing on a synthesis of
published empirical research and secondary data from industry and government sources, the study
analyses the mechanisms of digital economic participation, the structural enablers that facilitate it, and
the challenges that constrain its reach and sustainability. The paper argues that while social media has
genuinely democratised access to income-generating opportunities, enabling creators from tier-2 and
tier-3 cities to earn incomes competitive with formal sector employment, the digital economy is also
characterised by highly skewed income distribution, platform dependency, algorithmic precarity, and
persistent inequalities along lines of gender, caste, and educational attainment. The study concludes
with policy recommendations directed at educational institutions, government bodies, and platform
stakeholders to foster inclusive and sustainable digital economic participation among Indian youth. The
findings underscore that social media is neither a panacea nor a false promise, but a complex economic
opportunity requiring thoughtful policy engagement to realise its potential equitably.
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1. INTRODUCTION

India's youth population constitutes the country's most significant demographic asset and its
most pressing economic challenge. With approximately 65 percent of its population under 35 years of
age, India generates millions of new labour market entrants annually; yet formal sector employment
has grown insufficiently to absorb this cohort (Mehrotra & Parida, 2019). Youth unemployment among
the educated has hovered between 16 and 20 percent in recent years, rendering alternative economic
pathways a matter of structural necessity rather than mere personal preference (International Labour
Organization, 2023; Centre for Monitoring Indian Economy, 2023).

Against this backdrop, social media platforms have emerged as transformative economic
infrastructure for Indian youth. A young person with a smartphone, internet connection, and relevant
skills can now generate income through content creation, affiliate marketing, or digital freelancing all
without substantial capital, geographic mobility, or access to established professional networks. The
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democratisation of digital access tollowing Jio's entry mto India's telecommunications market in 2016
reducing average data costs by over 95 percent. This made these opportunities accessible to youth in
smaller cities and rural areas previously underserved by formal economic institutions (Kumar &
Bharathi, 2022; Nair, 2020).

This paper examines the mechanisms through which social media enables economic self-
reliance among Indian youth, the structural factors that facilitate or impede this participation, and the
policy interventions required to make these opportunities more inclusive and sustainable. It focuses
specifically on three categories of digital economic activity: content creation, affiliate marketing, and
digital freelancing.

2. REVIEW OF LITERATURE

Scholarship on digital economic participation among youth spans multiple disciplines. Srnicek
(2017) theorises digital platforms as a dominant economic form that mediates interactions between user
groups, extracting value through network effects and algorithmic mediation. Parker, Van Alstyne, and
Choudary (2016) extend this analysis to show how platform architectures create value for external
producers and consumers simultaneously the foundational logic through which content creators and
affiliate marketers generate income.

In the Indian context, Mehrotra and Parida (2019) document a secular decline in India's
employment elasticity with respect to GDP growth, framing the structural unemployment that makes
digital economic alternatives increasingly important. Rajani (2021) finds that digital literacy positively
correlates with entrepreneurial intent among Indian youth, while Kumar and Bharathi (2022) document
the emergence of "digital micro-entrepreneurship” in semi-urban India enabled by affordable
connectivity. Nair (2020) further documents how the post-Jio transformation extended digital economic
participation to communities previously excluded from the smartphone economy.

Research on the creator economy globally establishes the theoretical contours within which
Indian developments must be understood. Li (2020) defines the creator economy as encompassing
independent content creators and the tools and services built around them. Abidin (2021) problematises
creator labour, noting significant emotional and relational work involved in maintaining parasocial
audience relationships, and highlighting the precarity characteristic of platform-dependent incomes.
Burgess and Green (2018) document the highly skewed income distribution on YouTube globally, a
pattern replicated in Indian research by Mehta and Pandey (2022), who also document the flourishing
of language specific content that has extended creator economy participation beyond the English-
speaking urban elite.

On affiliate marketing, Gupta and Aggarwal (2020) document the expansion of affiliate
programs among Indian e-commerce players, estimating hundreds of thousands of youth participants.
Mishra (2021) identifies three participant profiles: occasional dabblers, consistent supplementers, and
professional specialists with income potential varying dramatically across these categories. Verma and
Kapoor (2022) raise ethical dimensions around disclosure compliance that also create regulatory risk
for young participants.

Digital freelancing research reveals significant heterogeneity in work quality and earnings.
Wood et al. (2019) document income volatility and algorithmic control as defining features of global
platform work. In India, Bhandari and Bhandari (2020) find a bifurcated market, where educated urban
youth access premium freelance markets while less-skilled youth are confined to low-value segments.

124 https://pm.sdcollegeambala.ac.in



Purva Mimaansa | Refereed | Peer Reviewed
ISSN: 0976-0237 | Volume 17, Issue: March 2026 | Impact Factor 5.275 oo 1016

Prasad (2022) specifically examines Linkedln and other social platforms as treelancer tools for
portfolio building and client acquisition.

3. RESEARCH GAP

Despite growing scholarly and policy interest in the digital economy, significant gaps remain
in the literature as it pertains to the Indian context. First, while global studies on platform labour and
the creator economy have advanced considerably (Srnicek, 2017; Wood et al., 2019; Abidin, 2021), the
Indian academic literature remains uneven, addressing isolated aspects such as influencer marketing
metrics, platform access, or freelancing economics without integrating these into a unified analytical
framework that captures the social media-to-economic self-reliance pathway holistically.

Second, existing Indian research on digital work largely focuses on urban, English-proficient
youth with formal education, leaving underexplored the experiences of semi-urban and rural youth,
vernacular content creators, and youth from marginalised caste and class backgrounds who have
entered the digital economy through regional language platforms following the post-Jio connectivity
transformation. Mehta and Pandey (2022) make an important contribution in this regard, but
longitudinal and comparative evidence across geographic and demographic categories remains scarce.

Third, the three domains studied in this paper content creation, affiliate marketing, and digital
freelancing have largely been researched in isolation. No study to date has systematically compared
these pathways in terms of income potential, sustainability, required skill sets, demographic
accessibility, and structural risk, limiting the evidence base for youth seeking to make informed choices
about digital economic participation.

This paper addresses these gaps through a systematic synthesis of available evidence,
theoretical integration across the three domains, and policy-focused analysis calibrated to the Indian
institutional context.

4. RESEARCH METHODOLOGY

This study adopts a systematic review and qualitative synthesis methodology, consistent with
established approaches to evidence synthesis in social science research (Tranfield, Denyer, & Smart,
2003). Given the emerging and interdisciplinary nature of the field which spans economics,
communication studies, sociology, and entreprenecurship a systematic literature review is appropriate
both to map the existing evidence base and to identify gaps and contradictions that primary research
has yet to resolve.

4.1 Research Design

The study employs a non-experimental, descriptive-analytical research design. Rather than
generating new primary data, it synthesises evidence from published peer-reviewed studies,
government statistical sources, and credible industry reports to construct a comprehensive account of
social media as a tool for economic self-reliance among Indian youth. This design is appropriate when
the objective is theory building and evidence synthesis in domains where the primary data landscape is
fragmented and no single dataset captures the full scope of the phenomenon under study (Fink, 2019).

4.2 Sources of Data

Secondary data for this study was drawn from three categories of sources. First, peer-reviewed
journal articles were identified through searches on Google Scholar, JSTOR, Scopus, and Web of
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Science.

Second, government statistical sources including reports from the Ministry of Electronics and
Information Technology, the Telecom Regulatory Authority of India, the National Sample Survey
Office, and the Internet and Mobile Association of India provided empirical data on connectivity,
smartphone penetration, and labour market conditions.

Third, credible industry reports from organisations provided market-size and growth data for
the creator economy, affiliate marketing, and digital freelancing sectors that is not yet captured in
official government statistics.

4.3 Limitations of the Methodology

The primary limitation of this methodology is reliance on existing published research, which
may not fully capture rapidly evolving developments in the digital economy given the speed of
platform change. Additionally, the available peer-reviewed literature on the Indian creator economy
and affiliate marketing is less developed than that on digital freelancing, meaning that some sections of
this paper draw more substantially on industry reports and working papers than on established
academic sources.

5. SOCIAL MEDIA AS ECONOMIC INFRASTRUCTURE FOR INDIAN YOUTH
5.1 Content Creation

India had approximately 759 million active social media users in 2023, with youth aged 18-34
comprising around 54 percent of this base (DataReportal, 2023). The post-Jio democratisation of
connectivity extended this user base to tier-2 and tier-3 cities, with 60 percent of Indian internet users
now accessing social media outside metros (IAMAI, 2022). This expanded audience base has created
viable markets for content creators targeting regional and vernacular audiences.

Indian content creators monetise through multiple streams: YouTube Partner Program
advertising revenue, brand partnerships, sponsored content, merchandise, fan subscriptions, and live
streaming gifts. The Redseer (2022) report estimates India's creator economy at approximately US$3.5
billion, growing at 25 percent annually, with around 80 million active creators of whom roughly
150,000 earn above INR 1 lakh monthly. Mehta and Pandey (2022) document creators from Bihar,
Rajasthan, and Uttar Pradesh generating incomes through Hindi-language content in categories
including comedy, education, cooking, and agriculture demonstrating genuine geographic
democratisation of economic opportunity.

However, income distribution is highly skewed. The vast majority of creators earn modest
amounts, with significant earnings concentrated in a small minority. Kuehn and Corrigan (2013)
conceptualise this through "hope labour" unpaid or underpaid work performed in anticipation of future
rewards cautioning against uncritical celebration of creator economy participation by youth lacking
financial safety nets. Sharma and Singh (2021) further document gendered barriers: female creators
navigate social disapproval, online harassment, and family resistance more acutely, particularly outside
metros.

5.2 Affiliate Marketing

Affiliate marketing means earning commissions by promoting products through unique
referral links. The phenomenon has grown rapidly as a low-barrier income avenue for Indian youth.
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Programs oftered by Amazon India, Flipkart, BYJU's, Unacademy, and financial services companies
attract youth participants who leverage existing social media audiences for product promotion (Gupta
& Aggarwal, 2020). The COVID-19 pandemic accelerated growth in the education technology affiliate
segment, as expanded online learning audiences became receptive to platform recommendations from
peer creators.

Mishra (2021) finds that professional affiliate marketer scan earn above INR 10 lakh annually,
though this represents a small fraction of participants. Most earn supplementary rather than primary
income. The economics favour those with larger, more engaged, and niche-specific audiences over
those with broad but shallow followings. Regulatory compliance remains a challenge: Verma and
Kapoor (2022) document widespread non-compliance with Advertising Standards Council of India
disclosure norms, creating ethical and reputational risks for young participants.

5.3 Digital Freelancing

India ranks among the top five countries globally for freelancer numbers, with annual growth
exceeding 20 percent in pre-pandemic years (Payoneer, 2021). Social media plays a crucial role in
freelancer client acquisition and personal brand building alongside formal platforms like Upwork and
Fiverr. LinkedIn is the most significant professional social platform for skilled Indian freelancers across
domains including software development, digital marketing, graphic design, and content writing.
Prasad (2022) finds growing prevalence of inbound client enquiries through LinkedIn, where portfolio
content and thought leadership posts function as passive client acquisition.

Instagram serves as the primary portfolio platform for creative freelancers such as
photographers, illustrators, and designers who demonstrate capabilities through consistent visual
content (Bhandari & Bhandari, 2020). Twitter (now X) and niche professional communities enable
thought leadership-based client acquisition in specialised domains. The COVID-19 pandemic
significantly accelerated digital freelancing uptake among Indian youth, with National Sample Survey
Office (2021) data showing substantial growth in registered freelancers in the 20-30 age group during
2020-2021.

6. STRUCTURAL ENABLERS

Several structural factors have enabled social media-based economic participation among
Indian youth. The telecommunications revolution initiated by Jio reduced data costs to among the
cheapest globally (TRAI, 2022), while smartphone proliferation with functional devices available
below INR 5,000, lowered capital barriers to participation. The government's Digital India initiative
expanded rural broadband through BharatNet and Common Service Centres, extending digital
infrastructure (Ministry of Electronics and Information Technology, 2022).

Platform monetisation mechanisms have also expanded significantly. The extension of
YouTube Partner Program monetisation to regional language content, and the growth of programmatic
advertising in vernacular digital media, has broadened income opportunities for creators beyond
English-language content (FICCI-EY, 2023). Other than this, the informal knowledge ecosystems
YouTube tutorials, WhatsApp creator communities, and Instagram strategy-sharing posts help aspiring
digital workers acquire relevant skills outside formal education channels (Rajani, 2021).

7. CHALLENGES AND CONSTRAINTS

Platform dependency constitutes the most fundamental structural risk for social media-enabled
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economic participants.

Algorithmic changes, demonetisation decisions, and policy revisions by platform corporations
can dramatically alter creator incomes with minimal warning or recourse (Srnicek, 2017;
Abidin, 2021). This is amplified for youth from lower socio-economic backgrounds who lack
financial buffers to absorb income disruptions.

A significant digital skills gap persists despite expanded access. Many young Indians possess
basic smartphone literacy without the advanced competencies such as video editing, SEO,
copywriting, analytics, graphic design etc. which can help to generate high-value economic
participation.

Gender and caste-based inequalities persist in digital spaces too. Sharma and Singh (2021)
document disproportionate social constraints on female creators, while Kumar (2020) finds
that caste continues to shape access to professional networks even online.

The absence of guaranteed minimum income, employer-provided social protections, and
predictable payment schedules poses additional challenges (Wood et al., 2019).

Regulatory complexity around income tax and GST compliance, and friction in international
payment receipt for freelancers with global clients, add further barriers (Verma & Kapoor,
2022).

8. RECOMMENDATIONS

First, digital economy skills encompassing content creation, digital marketing, basic financial
management for self-employed individuals, and regulatory compliance should be integrated
into secondary and tertiary educational curricula. The National Education Policy 2020
provides the legislative basis; specific implementation for digital economy skills requires
dedicated attention and resource allocation.

Second, simplified GST registration and compliance mechanisms for small digital income
earners, along with access to income-smoothing financial products and portable social
protections (building on the Code on Social Security 2020), would reduce structural
vulnerability among digital workers.

Third, gender-targeted digital skills and income generation programmes extending the
PMGDISHA platform with income-generating skills components, would specifically address
the social and structural barriers that limit female participation in the digital economy.

Lastly, government statistical agencies should develop methodologies for measuring digital
economic activity, including creator economy income, and freelancing revenue, to enable
evidence-based policy design and facilitate academic research.

9. CONCLUSION

Social media has emerged as a genuinely consequential economic infrastructure for Indian
youth, creating income-generating pathways through content creation, affiliate marketing, and digital
freelancing that were unavailable to previous generations. The post-Jio connectivity revolution has
extended these opportunities beyond urban, enabling creators from smaller cities and rural areas to
build economically meaningful livelihoods.
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Yet the evidence equally demands caution. Income distribution within digital economic
activities is highly skewed; platform dependency creates structural precarity; and inequalities along
gender, caste, and educational lines persist in digital spaces. The most resilient digital economic
strategies involve platform diversification, direct audience relationship building, and continuous skill
development suggesting that sustained investment in human capital remains indispensable even within
the platform economy.

Social media as a tool for economic self-reliance among Indian youth is best understood not
as a solution to structural employment challenges, but as a significant and growing complement to them
one that requires thoughtful policy engagement, inclusive educational design, and equitable platform
governance to realise its potential for all Indian youth, not merely the already-advantaged.
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