Fame Before Fortune: How Gen Z, Alpha & Beta
Are Shaping a New Open-First Economy

Introduction:

A profound economic shift is underway, led by Generation Z and the even younger Gen
Alpha (born ~2010s) and Gen Beta (born ~2025 onward). These digital-native generations
are pioneering a “Fame Before Fortune” model of success. Instead of guarding ideas and
chasing immediate profits, they focus on openly sharing their innovations, building global
goodwill, and leveraging the currency of fame to generate wealth later. In today’s “fame
economy,” being well-known for your contributions is often the first step to financial
success (Torund Bryhn’s Book, The Fame Revolution, On Why You Need) (Torund Bryhn’s
Book, The Fame Revolution, On Why You Need). This report explores how this paradigm
contrasts with the past, why today’s youth embrace it, real-world stories of young
innovators making it work, the implications for businesses and investors, and predictions
for how this model could reshape the world by 2030.

From Proprietary to Purpose: A Brief Historical Comparison

For much of modern history, the road to wealth was paved with proprietary bricks.
Industrial Age magnates and 20th-century entrepreneurs typically guarded their
innovations as trade secrets or patented intellectual property, aiming to monetize each
invention directly. Business success was measured in immediate profits and market share,
often achieved by closing off competition. For example, traditional software companies
long relied on selling licenses to closed-source programs, keeping their code secret to
maintain control and revenue (Microsoft PowerPoint - 2020-ICONS-Poster-Morgan.pptx).
Open collaboration was rare; sharing too freely was seen as undermining one’s own
business. A young Bill Gates even scolded early computer hobbyists in 1976 for sharing
software, arguing that such openness hurt software sales — a mindset emblematic of its
era.


https://www.globenewswire.com/news-release/2024/02/28/2837138/0/en/Torund-Bryhn-s-Book-The-Fame-Revolution-On-Why-You-Need-to-Become-a-Public-Figure-To-Thrive-in-the-Fame-Economy.html#:~:text=In%20a%20post,lifetime%20chance%20for%20success
https://www.globenewswire.com/news-release/2024/02/28/2837138/0/en/Torund-Bryhn-s-Book-The-Fame-Revolution-On-Why-You-Need-to-Become-a-Public-Figure-To-Thrive-in-the-Fame-Economy.html#:~:text=are%20experiencing%20is%20called%20the,lifetime%20chance%20for%20success
https://conferences.iaea.org/event/181/contributions/15761/attachments/8677/11551/2020-ICONS-Poster-Morgan.pdf#:~:text=Another%20factor%20is%20the%20business,side%2C%20however%2C%20there

Yet, even as this profit-first, closed model dominated, the seeds of an alternative were
planted. Visionaries like Richard Stallman and Linus Torvalds (from earlier generations)
championed free and open-source software in the 1980s—90s, believing knowledge should
be shared. However, their open models were often supported by indirect means
(donations, support services) rather than massive fortunes. In general, fame without an
immediate fortune was not a widely pursued strategy — recognition was nice, but
revenue was king. Many innovators sought fame after securing profit (e.g. through high-
profile product launches or IPOs), not as a deliberate path to profit.

(Historical Addendum: In earlier eras, from guild artisans protecting secret techniques to
tech giants of the 1990s enforcing proprietary standards, the norm was to monetize innovation
via exclusivity. For readers interested in a deeper historical context — including case studies
like Edison’s patent-driven empire and the rise of open-source as a fringe movement — see the
addendum at the end.)

Why Gen Z, Alpha & Beta Choose Openness and “Fame
Currency”

By contrast, today’s youngest innovators see the world differently. Generations Z,
Alpha, and upcoming Beta have grown up hyper-connected, collaborative, and
purpose-driven, and they intuitively grasp that in the Internet age attention and
reputation can translate into financial opportunity. A recent survey found that over 57%
of Gen Z’ers would choose to be a social media influencer if given the chance (What
Is Gen Z's No. 1 Career Choice? Social Media Influencer | Entrepreneur) (What Is Gen Z's
No. 1 Career Choice? Social Media Influencer | Entrepreneur). In other words, a majority
of young people literally aspire to gain fame as a career. Crucially, 53% also view being an
influencer — essentially, monetizing one’s fame — as a respectable career path (What Is
Gen Z's No. 1 Career Choice? Social Media Influencer | Entrepreneur) (What Is Gen Z's No.
1 Career Choice? Social Media Influencer | Entrepreneur). This is a radical break from the
past, when “making money” usually meant traditional jobs or businesses and celebrity
was a rare byproduct. For Gen Z and beyond, fame itself is seen as a form of capital.

Why are these young people so willing to give before they get — to develop solutions openly
and worry about profit later? Several drivers stand out:
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» Digital Natives with Open Values: Raised on open-source software, Creative
Commons content, and global knowledge-sharing platforms, younger
generations see openness as normal and ethical. They value transparency and
collaboration. (In fact, transparency and freedom were noted as non-negotiable
by Gen Z even as they entered the workforce (Z: The open source generation |
Opensource.com).) Many Gen Z/Alpha teens have contributed to open projects
or shared their creations online from a young age, earning praise and community
instead of dollars — and they recognize the power in that community recognition.

e Purpose and Impact First: Surveys consistently show Gen Z cares about
purpose and social impact. Nearly 90% say having a sense of purpose in their
work is important to them (In Spite of Everything, Gen Z is Still Driven by
Purpose - Association of Corporate Citizenship Professionals) (In Spite of
Everything, Gen Z is Still Driven by Purpose - Association of Corporate
Citizenship Professionals), and 75% consider a company’s positive impact on
society a key factor in choosing an employer (In Spite of Everything, Gen Z is
Still Driven by Purpose - Association of Corporate Citizenship Professionals) (In
Spite of Everything, Gen Z is Still Driven by Purpose - Association of Corporate
Citizenship Professionals). This ethos carries into entrepreneurship: young
innovators often start with a mission to solve a problem or help others rather
than a desire to get rich quick. They’re more inclined to share a solution freely to
maximize its positive impact. The goodwill and authentic reputation gained by
doing so is their reward — and they trust that opportunities for monetization will
follow. As one teen inventor put it, she innovates to “put a smile on someone’s
face,” believing the rest will fall into place (TIME's First-Ever 'Kid of the Year'Is a
15-Year-0ld Scientist Tackling Big Social Issues).

o Fame as a Form of Currency: Growing up watching YouTubers, TikTok stars,
and open-source heroes turn popularity into income, these generations
understand that attention can be monetized in myriad ways. A large online
following or a globally recognized achievement can later yield book deals,
sponsorships, speaking engagements, premium content subscribers — the list is
endless. In essence, their equation is: Impact + Recognition now = Income later.
They’ve seen teenage YouTube creators earn millions from ad revenue, or open-
source developers land prestigious jobs due to their community renown. Thus,
focusing on building a name (fame) feels like a strategic investment to them,
not a risky distraction.
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o Democratized Platforms & Low Barriers: The advent of social media,
crowdfunding, and creator platforms means anyone (even a 13-year-old in a
basement) can reach millions and attract support, without needing traditional
gatekeepers or capital. This flattening of opportunity encourages young people
to put themselves and their work out there openly. If you can code an app or design
a gadget and post it online, you might gain thousands of users overnight — far
faster than any patent filing or sales strategy would achieve. Early adoption and
popularity are the new proof-of-concept. Gen Z grew up watching phenomena
like open-source Linux and Wikipedia outperform corporate projects, and
teenage Instagram influencers outshine brand marketing; it’s only natural they
believe going viral beats going proprietary.

o Community and Collaboration: Gen Alpha and Gen Beta, even more so than
Gen Z, will have never known a world without open collaboration. In online games,
classrooms, and maker communities, they constantly share ideas. They’re
accustomed to feedback, remixing, and co-creation across borders. So, hoarding
an idea feels foreign — why not gather a community around it instead? A UNICEF
innovation lead observes that “young people...want to be included in decision
making, not just consume what others made”, and that open-source technology
excites youth, channeling their optimism to create solutions together (The
Intersection of Youth and Open Source | UNICEF Office of Innovation ) (The
Intersection of Youth and Open Source | UNICEF Office of Innovation ). In short,
Gen Z/Alpha innovators seek influence and inclusion more than short-term
revenue, knowing that if they rally others to their cause, the resources will come.

Notably, this attitude isn’t naive — it’s savvy. As communications expert Torund Bryhn
argues, we’ve entered an era where “to become wealthy, impactful, or influential, you must
first become a public figure” (Torund Bryhn’s Book, The Fame Revolution, On Why You
Need). These young generations intuitively “get” that. They are effectively marketing
themselves through openness. Fame (even within niche circles) is leverage - it attracts
fans, investors, and customers down the line. By the time Gen Alpha and Beta fully come

of age, being widely known for what you contribute may well be the most sought-after asset
of all.

Case Studies: Young Innovators Putting Fame Before Fortune
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Nothing illustrates this shift better than the stories of real young people who have
embraced open innovation, earned worldwide recognition, and only later reaped financial
rewards. Below, we highlight a few remarkable cases since 2020.

Gitanjali Rao: Solving Global Problems Openly — and Becoming “Kid
of the Year”

(TIME's First-Ever 'Kid of the Year'Is a 15-Year-Old Scientist Tackling Big Social Issues)In
2020, at just 15 years old, Gitanjali Rao was named TIME magazine’s inaugural “Kid of
the Year,” honored for her open and altruistic approach to innovation (TIME's First-Ever
'Kid of the Year'Is a 15-Year-0Old Scientist Tackling Big Social Issues). This STEM whiz
from Colorado used technology to tackle contaminated drinking water, opioid addiction,
and cyberbullying — not by patenting her devices or selling them, but by freely sharing her
research and rallying others to address these issues. Gitanjali’s first invention was a low-
cost sensor for lead in water, which she created at age 12 and openly demonstrated to
anyone interested (Time Names 1st “Kid Of The Year” And Her Inventions Are Inspiring
Millions. — InspireMore) (Time Names 1st “Kid Of The Year” And Her Inventions Are
Inspiring Millions. — InspireMore). She later developed “Kindly,” an anti-cyberbullying
app powered by Al, and made it accessible to schools to help teens reconsider hurtful
messages (Time Names 1st “Kid Of The Year” And Her Inventions Are Inspiring Millions.
— InspireMore). Profit was never her immediate goal. “Observe, brainstorm, research, build,
and communicate,” is how she describes her innovation process, emphasizing
communication — sharing her ideas - as critical (Time Names 1st “Kid Of The Year” And
Her Inventions Are Inspiring Millions. — InspireMore).

The result of this open, impact-first ethos? By 15, Gitanjali had improved thousands of
lives with her inventions (TIME's First-Ever 'Kid of the Year'Is a 15-Year-Old Scientist
Tackling Big Social Issues) and garnered worldwide recognition. She appeared on the
cover of Time, was interviewed by Angelina Jolie, and became a role model for youth in
science (Time Names 1st “Kid Of The Year” And Her Inventions Are Inspiring Millions. —
InspireMore) (Time Names 1st “Kid Of The Year” And Her Inventions Are Inspiring
Millions. — InspireMore). That fame has since translated into a platform that sustains her
work. Rather than immediately selling a product, Gitanjali monetized her recognition
indirectly: she authored a book guiding others to innovate, and was appointed as a
UNICEF Youth Advocate in 2021 (Book Gitanjali Rao for Speaking, Events and
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Appearances - APB Speakers). Today, barely 18, she is a sought-after public speaker (often
addressing global conferences and companies) and likely commands significant speaking
fees for her expertise and inspirational story. In essence, her “fortune” came after the
“fame” — and is enabling her to continue pursuing purpose-driven projects on an even
larger scale. As Gitanjali’s journey shows, being known for doing good can itself open doors
to financial resources.

Neha Shukla: Teen Inventor Who Gained Global Goodwill During
the Pandemic

(The prodigious little girl and her timely invention - The Sunday Guardian Live) (The
prodigious little girl and her timely invention - The Sunday Guardian Live)Sixteen-year-
old Neha Shukla exemplifies the “fame before fortune” path in the realm of social
innovation. In 2020, as COVID-19 raged, this Pennsylvania teen felt compelled to help.
She invented “SixFeetApart,” a wearable ultrasonic sensor cap that alerts people when
they come within six feet of someone, to encourage social distancing (Neha Shukla Global
Indian Girl | TEDx Speaker | Innovator) (Neha Shukla Global Indian Girl | TEDx Speaker |
Innovator). Instead of trying to commercialize her device outright, Neha focused on
getting it into the world and inspiring others. Her story and device went viral: by late
2020, her beaming face and invention were broadcast on the Nasdaq billboard in New
York’s Times Square, with a ticker congratulating her achievement (Neha Shukla Global
Indian Girl | TEDx Speaker | Innovator) (The prodigious little girl and her timely invention
- The Sunday Guardian Live). Media across the globe — from the New York Times to
international outlets — featured her as a young innovator providing hope. Neha also freely
shared her knowledge, running global STEM workshops to empower other students to
solve real-world problems. By 2021 she had educated over 45,000 students through her
sessions, aiming for 100,000 with corporate and nonprofit partnerships (Neha Shukla
Global Indian Girl | TEDx Speaker | Innovator) (Neha Shukla Global Indian Girl | TEDx
Speaker | Innovator). She even received the prestigious Diana Award (named for Princess
Diana) for her humanitarian work (Neha Shukla Global Indian Girl | TEDx Speaker |
Innovator).
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All of this recognition came before Neha made a single dollar from SixFeetApart — indeed
the device was not sold in stores at the time; she eventually open-sourced aspects of it
and explored patenting only once it had garnered interest (The prodigious little girl and
her timely invention - The Sunday Guardian Live) (The prodigious little girl and her
timely invention - The Sunday Guardian Live). But Neha’s “fame” became her fortune in
a non-traditional way. The attention brought her mentorship opportunities and resources
to refine her invention (universities and companies offered to collaborate) (The
prodigious little girl and her timely invention - The Sunday Guardian Live). It also
launched her as a teen science influencer: Neha has since done a TEDx talk and become
a Global Teen Leader, leveraging her platform to advocate for youth innovation. She’s
now working on new devices (like health-monitoring wearables), surely with ample
support. While she may not have directly sold SixFeetApart for profit, Neha accrued social
capital and credibility that are incredibly valuable. She effectively built a personal brand as
a problem-solver. Down the line, that brand can attract investors if she starts a company,
subscribers if she launches educational content, or paid speaking and consulting
engagements — all because she first prioritized open impact over profit. Neha Shukla’s
journey shows how name recognition and goodwill can convert into tangible
opportunities: her open innovation made her famous in her field, which now provides
the backing to innovate further (and eventually, to sustain a livelihood from her passion).

Liang Wenfeng & DeepSeek: Open-Sourcing Breakthrough Al for
Reputation, Not Immediate Revenue

(Behind China's rising Al startup DeepSeek: Who is Liang Wenfeng? - CGTN) (Behind
China's rising Al startup DeepSeek: Who is Liang Wenfeng? - CGTN)Even outside the
teen wunderkind category, the ethos of “fame before fortune” is influencing young
entrepreneurs in their 20s and 30s. Consider Liang Wenfeng, a Chinese innovator (now
in his late 30s) who in 2023-2025 took a decidedly open-first approach with his startup
DeepSeek. Liang founded DeepSeek as an Al research lab, following a personal passion
for fundamental Al research over quick profits (Behind China's rising Al startup
DeepSeek: Who is Liang Wenfeng? - CGTN) (Behind China's rising Al startup DeepSeek:
Who is Liang Wenfeng? - CGTN). In late 2024, instead of guarding his progress or selling
it as a service, he made the bold decision to open-source DeepSeek’s state-of-the-art
Al model - releasing the code and training methods freely to the world. This was
practically unheard of at that level of Al. The move sent shockwaves through the tech
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industry. DeepSeek’s “R1” AI model (released January 2025) immediately soared to
the top of the iPhone free app charts in both China and the U.S., surpassing even
OpenAI’s ChatGPT (Behind China's rising Al startup DeepSeek: Who is Liang Wenfeng? -
CGTN) (Behind China's rising Al startup DeepSeek: Who is Liang Wenfeng? - CGTN).
Millions downloaded it, and global developers dived into the openly shared code. Liang
had achieved in weeks a level of adoption and fame that proprietary competitors spend
years and billions of dollars to get.

Crucially, he did this without earning a cent from the software directly — DeepSeek’s
app was free, and the model was a public good. Critics argued this was financially foolish,
but Liang strategically valued impact and reputation. He viewed open-sourcing as “more of
a cultural behavior than a commercial one” that “earns respect” and long-term influence
(The Ripple Effect of DeepSeek: DeepSeek to Share AI Model Code in Open Source Push).
Indeed, the respect (and notoriety) came flooding in. Tech luminaries lauded DeepSeek’s
openness — venture capitalist Marc Andreessen called the release a “profound gift to the
world” (The Ripple Effect of DeepSeek: DeepSeek to Share AI Model Code in Open Source
Push). Developers worldwide praised the democratization of such advanced Al. Liang
quickly became one of the most talked-about names in Al, positioning both himself and
China’s tech community as major players. The Chinese government took notice too: Liang
was invited by the Premier to advise on tech policy as a result of DeepSeek’s impact
(Behind China's rising Al startup DeepSeek: Who is Liang Wenfeng? - CGTN) (Behind
China's rising Al startup DeepSeek: Who is Liang Wenfeng? - CGTN). In short, by
sacrificing short-term profit, Liang gained enormous clout - the kind that money can’t
easily buy.

And the indirect payoffs are coming. DeepSeek’s success prompted investors to view
Liang as a visionary; any future venture he pursues will attract eager funders. Even
existing tech giants were disrupted — notably, Nvidia’s stock fell sharply when
DeepSeek’s open model raised doubts about the high-cost proprietary approach (The
Ripple Effect of DeepSeek: DeepSeek to Share Al Model Code in Open Source Push). That
market reaction hints at how valuable Liang’s open innovation could become: if
DeepSeek’s methods drive industry change, Liang stands to be at the center of a new
ecosystem (with ample consulting, partnerships, or acquisition opportunities).
Meanwhile, his hedge fund High-Flyer, which funded DeepSeek’s research, benefits from
the prestige and technological edge gained. Liang himself has become a tech celebrity —
and like many famous tech figures, that can translate into speaking engagements, seats
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on boards, and influence that has economic value. Liang Wenfeng bet on fame and
impact, not immediate fortune - and it paid off by making him a key figure in a
booming field, with myriad ways to monetize that status over time. As one analysis put
it, DeepSeek’s open-source strategy might be a form of “soft power play” — a way to gain
influence and followers that can later be leveraged (The Ripple Effect of DeepSeek:
DeepSeek to Share Al Model Code in Open Source Push) (The Ripple Effect of DeepSeek:
DeepSeek to Share Al Model Code in Open Source Push).

In all these cases, from teenagers like Gitanjali and Neha to a seasoned innovator like
Liang, we see a common thread: give the world something valuable for free, gain trust,
admiration, and a fan-base, then capitalize on that fame through indirect channels. Whether
it’s winning grants and awards, drawing millions of users (who can be converted to
customers of premium offerings later), or simply becoming a thought leader that people
and companies seek out — recognition precedes revenue.

Economic Implications: Adapt or Fade in a Fame-Driven
Market

The rise of “Fame Before Fortune” models carries significant implications for traditional
businesses, investors, and the economy at large. It challenges some long-held
assumptions and demands adaptation in several ways:

e Redefining Competitive Advantage: In the past, a company’s strength lay in
its patents, proprietary tech, or immediate profitability. Now, a new metric is
emerging: name recognition and community goodwill. An open project that
amasses millions of users or an entrepreneur with a massive personal following
can threaten incumbents even without near-term profits. Investors and businesses
must pay attention to “fame metrics” - followers, downloads, developer
community size, media sentiment — not just revenue charts. A product that’s
losing the profit race but winning the mindshare race could become the ultimate
winner (consider how an open-source platform that makes no money can still
become the industry standard, forcing others to adapt). Traditional firms might
need to invest more in community-building and transparency to compete. We’re
already seeing this: 86% of brands now utilize influencer marketing (up
from just 37% a few years ago) (The Rising Influence of the Creator


https://twoeva.com/2025/02/23/deepseek-open-source-ai-model-code/#:~:text=DeepSeek%E2%80%99s%20rise%20cannot%20be%20viewed,competition%20between%20the%20two%20nations
https://twoeva.com/2025/02/23/deepseek-open-source-ai-model-code/#:~:text=The%20company%E2%80%99s%20open,%E2%80%9D
https://www.merca20.com/the-rising-influence-of-the-creator-economy-a-powerful-shift-in-modern-marketing/#:~:text=This%20influencer%20economy%2C%20valued%20at,that%20number%20has%20reached%2086

Economy | Revista Merca2.0), essentially leveraging the fame of individuals to
boost their own fortunes. Name recognition is becoming as crucial as patents.

“Open” as a Business Strategy: Companies that once guarded every detail are
learning to open up — not for charity, but as a savvy long-term strategy. Open-
sourcing parts of a product, offering free tiers, or openly engaging with
developer communities can significantly increase adoption and goodwill. This
can then be monetized via add-on services, premium versions, or ecosystem
plays. Businesses must grapple with giving value away upfront to capture market
share. The sharp drop in Nvidia’s valuation after DeepSeek’s open model
debut (The Ripple Effect of DeepSeek: DeepSeek to Share Al Model Code in Open
Source Push) is a cautionary tale — it suggests that markets may reward openness
(or punish firms seen as lagging in open collaboration). Investors might start
asking: “What’s this company’s community engagement? Are they loved by
users?” as often as they ask about quarterly profits. The influencer/creator
economy, valued at $24 billion in 2024 (triple its 2019 value) (The Rising
Influence of the Creator Economy | Revista Merca2.0), underlines this shift —
money flows where eyeballs and engagement go.

New Monetization Models Go Mainstream: The indirect revenue streams that
young innovators rely on — YouTube ad sharing, Patreon subscriptions, “super
fans” and memberships, speaking gigs, merchandising, etc. — are becoming
mainstream components of the economy. Entire platforms and marketplaces
exist for these (Patreon, Kickstarter, Substack, Twitch, etc.), and businesses
should consider how to integrate them. For example, a tech startup might open-
source its core software (building fame and user base), then monetize via
consulting, enterprise support contracts, or premium add-ons, much like
open-source companies Red Hat or HashiCorp did in the past. Content creators
might release free content to drive engagement, then sell merchandise or
exclusive content. The key is that revenue is diversified and often
community-driven. A Businessner analysis on going “viral” noted that fleeting
fame can be converted into lasting wealth through avenues like sponsorships,
merchandise, ad revenue, and fan subscriptions (The Business of “Going Viral”:
When Fame is the Ultimate Currency) (The Business of “Going Viral”: When
Fame is the Ultimate Currency). Traditional companies should be prepared to
support and exploit these avenues. For instance, if a large company acquires a
startup mainly for its user community, they must know how to keep that
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community engaged (perhaps by continuing open practices) so that later
monetization (say, cloud services or enterprise tools) will succeed.

Talent and Hiring: The fame-before-fortune trend also affects how companies
attract the next generation of talent. Gen Z and Alpha workers may be less
enticed by stock options and high salaries at secretive firms, and more by
opportunities to build their personal brand and make an impact. Businesses
may need to allow employees to blog, contribute to open projects, speak at
conferences — even if that means they gain external recognition - as this could
become a perk employees seek. In a sense, companies might have to share the
spotlight with their Gen Z employees. Those that facilitate fame (by letting
workers be public experts or by open-sourcing internal tools for credit) could
have an edge in recruiting. On the flip side, investors evaluating startups might
start looking at the founder’s Twitter followers or YouTube channel subscribers
as an asset — an indicator that the startup has a ready-made audience to
monetize. We’re not far from a world where a strong personal brand is a
prerequisite for entrepreneurship (some VCs already prefer founders with large
followings). The “fame economy” rewards authenticity and relatability
(Torund Bryhn’s Book, The Fame Revolution, On Why You Need) (Torund
Bryhn’s Book, The Fame Revolution, On Why You Need), so brands -
whether corporate or personal — will need to cultivate those to stay relevant.

Market Dynamics and Valuations: When user attention and goodwill are
prioritized, we may see more cases of companies with huge user bases but
nascent monetization being valued highly (we’ve seen this with social media
startups in the past). What’s different now is even nonprofits or open
collaborations might be assigned unexpected value due to their influence.
Investors must adapt their valuation models to account for “intangible assets”
like brand loyalty, network effects of open ecosystems, and the potential
monetization of fame. For traditional investors and businesses, this can be
uncomfortable — it means betting on popularity and trust, not just tangible cash
flows. But ignoring these factors is perilous: an upstart with a famous name
attached or a massive community can disrupt entire industries overnight. We
need only look at how small “micro-influencers” with genuine followings
are stealing market share from big advertising — marketing spend has shifted
toward these individuals, rising to 45% of budgets for micro-influencers, as
companies realize a devoted audience is gold (The Rising Influence of the
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Creator Economy | Revista Merca2.0) (The Rising Influence of the Creator
Economy | Revista Merca2.0). The lesson for all sectors is clear: adapt to the
fame-before-fortune model or risk being outshined by those who do.

In summary, the business world must broaden its definition of “asset” and “investment.”
Investing in open innovation, community goodwill, and personal branding may seem
indirect, but it builds a foundation for durable success in this new economy. As fame
becomes a more central determinant of value, strategies that once seemed
counterintuitive — like helping others before yourself or giving away value for free — have
become sound long-term business tactics. Companies and investors who embrace this,
finding ways to support creators and open innovators (through sponsorships,
partnerships, etc.), stand to thrive. Those who cling to the old profit-first, closed-
playbook might find themselves with great products but no one paying attention.

Looking Ahead to 2030: A Fame-Fueled Future

By 2030, “Fame before Fortune” could evolve from an emerging trend into a
dominant paradigm that reshapes industries, entrepreneurship, and even global wealth
distribution. Here are some forward-looking projections of how this model might
influence the near future:

o Massive Creator Economy & New Industries: The creator/influencer economy
- individuals monetizing content and fame - is set to explode. Estimates suggest
the creator economy will grow from about $191 billion in mid-2020s to over
$525 billion by 2030 (Creator Economy Market Size (2025-2030)) (Creator
Economy Market Size (2025-2030)). This means by 2030, a significant chunk of
global economic activity will revolve around people building audiences and
monetizing them indirectly. We’ll see more young people choosing to start
YouTube channels, open-source projects, or online communities instead of
traditional businesses, knowing they can later earn via ads, sponsorships, fan
donations, etc. Entire new service industries will grow to support these fame-
first entrepreneurs — from analytics for personal brands to agencies that
specialize in converting viral hits into sustainable income. Traditional industries
(music, publishing, education, software) will also continue to be disrupted by
individuals who release work for free online, gain a following, and only then
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commercialize (the way unknown writers now build an audience on a free blog or
Wattpad, then land a book deal). By 2030, it may be standard advice to launch
a venture by gaining users/fans first on open platforms, and figure out
monetization later.

Blurring of Lines: Influencers, Entrepreneurs, and Innovators: The
stereotype of an “influencer” selling makeup tips and an “entrepreneur” building
a tech product will blur. Every innovator may need to also be an influencer to
succeed. We’ll likely see inventors and scientists in Gen Alpha actively
cultivating social media followings as they work on projects, sharing progress
openly to gain public support. Conversely, content creators will launch product
lines or startups once they have an audience. By 2030, a teen coding an Al app
might focus on making it go viral and open-source to get millions of users, then
use that leverage to raise funding for a company or premium service built atop it.
Fame will be the common thread — whether your domain is technology, arts, or
social activism, being able to rally a crowd will be crucial. This could democratize
entrepreneurship: no matter where in the world you are, if you can share
something that resonates and gain fame, you can attract resources. Global
wealth distribution could become slightly more equitable as talented
individuals from developing regions break through via the internet — we might
see more ‘rags to riches” stories where a person’s online fame brings them
wealth without traditional gatekeepers. (Of course, this depends on internet
access and platform fairness, which society will need to nurture.)

Open Innovation as the Default: By 2030, closed-first startups may struggle to
gain traction. Younger consumers and collaborators could be skeptical of
projects that don’t share or engage openly. Open-source software and hardware
might be expected, not exceptional. We may see major breakthroughs (in fields
like medicine or climate tech) arising from massive open collaborations initiated
by Gen Z/Alpha leaders who prioritize solving problems over owning IP. These
efforts will gain fame and community support quickly, then monetize perhaps
through government grants, philanthropy or ethical licensing. Traditional
companies in sectors from pharma to automotive might adopt more open R&D
practices (like open patent pools or crowdsourced innovation challenges) to keep
up with the faster pace of open ecosystems. Policy-makers might even encourage
this, seeing how global cooperation (fueled by fame/recognition rather than
patent monopolies) can accelerate solutions to world challenges. In essence, the



open, fame-driven model could help tackle big issues faster, because the
incentive is recognition for contributing — a powerful motivator — rather than
just financial reward.

New Forms of Monetization & Financial Instruments: As fame becomes a
key asset, we could see the rise of novel financial instruments. For example,
social tokens or cryptocurrencies tied to a creator’s brand might allow fans to
invest in an innovator’s future earnings (this has already begun in some crypto
communities). By 2030, a young developer might “IPO” their personal brand via
tokens — effectively monetizing their future fame upfront - to raise capital for a
project, with supporters betting on their later success. Likewise, crowdfunding
and patronage platforms will be even more sophisticated, possibly using
blockchain to share revenue with early supporters. The concept of “super fans”
willing to pay for closer access will mature: we might have mainstream
marketplaces for experiences like one-on-one mentorship calls, custom content,
etc., turning personal fame into diversified income streams for millions of
people. Traditional investors will broaden their playbook to include funding
individuals with proven followings, not just companies — a bit like talent
agencies and venture capital merging. We might also see metrics like “Cost per
follower” or “Audience engagement value” become part of business valuations.

Challenges and Adjustments: This fame-driven future isn’t without its
challenges. By 2030, with so many chasing fame, the competition for attention will
be fiercer than ever. It truly becomes a global contest, and maintaining
authenticity will be hard when everyone is their own brand. We may face “fame
fatigue,” where consumers are overwhelmed by personal brands vying for their
support. Quality and trust will be differentiators — those who can genuinely
deliver value will stand out. There’s also a risk that wealth concentrates
around mega-celebrities in each field (the ones who manage to capture the
most attention), while others struggle in a winner-takes-all attention economy.
Society and platforms will need to adapt to ensure that creators and innovators
can sustain themselves even if they’re not #1 in fame (perhaps through niche
communities and better matching of supporters to creators). Additionally,
businesses will have to manage the ethical implications — a world driven by
fame can reward loudness over substance at times. Balancing hype and real
innovation will be an ongoing task. We might see regulations around influencer
advertising, data transparency for monetization, etc., to keep this economy fair



and safe.

Despite these challenges, the trajectory is clear: “Fame Before Fortune” is here to stay,
and it will likely reshape our economic landscape by 2030. Industries will be
compelled to become more transparent and community-centric. Entrepreneurship will
become even more accessible (at least in principle), as building an audience doesn’t
require permission — just creativity and consistency. And perhaps most heartening, this
shift could lead to a world where impact is valued as the first step to success. When young
people prioritize solving problems and sharing openly, and when the market then rewards
the recognition they earn, it creates a virtuous cycle encouraging innovation for the
common good. Fame, in this new model, isn’t just vanity — it’s a signal of trust and
positive impact. If we harness it well, by 2030 we might find a more collaborative, rapidly
innovating, and inclusive economy than ever before, all because a generation decided to
flip the script and put fame before fortune.

Practical Takeaways: Investors, businesses, and policymakers should start acting now to
adapt to this shift. Firms can experiment with freemium and open-source models to build
user bases. Investors might develop new due diligence methods that account for a
founder’s online influence or community support. Governments and educators can
encourage youth in these endeavors — for instance, by supporting open innovation
challenges and teaching digital content entrepreneurship. Protecting the rights of
creators (so they can monetize their fame fairly) will become as important as protecting
IP used to be. By understanding that name recognition and goodwill are the new gold,
stakeholders can make savvy decisions: backing those who give first and profit later,
creating partnerships with influential young creators, and measuring success not just in
immediate ROI but in engagement and reach. The enterprises that thrive in the coming
decade may well be those that build genuine followings and trust — converting followers
into future revenue and likes into livelihoods. The fame economy rewards those who can
connect with an audience; the fortune, inevitably, will follow.

Historical Addendum: The concept of leveraging fame for later fortune has antecedents,
albeit in different forms. In the early 20th century, figures like Thomas Edison did cultivate
fame — but primarily to attract investors and customers to their *proprietary™ products.
Edison’s public demonstrations made him famous, but he still relied on patent royalties for
income. The open collaboration ethos was scarce; most industrialists formed closed labs (e.g.,



Bell Labs, Xerox PARC) where innovations were kept in-house. It wasn’t until the late 20th
century that open movements gained momentum — the Homebrew Computer Club in the 1970s
(where sharing software and schematics was common) and the free software movement in the
1980s were precursors to today’s open culture. However, those earlier practitioners often
struggled to monetize; they were usually backed by universities or later saw their ideas
commercialized by others. The internet’s rise in the 2000s changed the game by providing
platforms where creators could both share widely *and* eventually monetize via new
mechanisms (Google AdSense on blogs, YouTube Partner Program, etc.). Millennials began
testing the “fame first” waters (e.g., open-source developers like Linus Torvalds gained fame,
then Linux companies found ways to profit; YouTube’s first stars emerged around 2006—-2010
making money from ads). But it is Gen Z and following who truly internalized this approach as
a norm rather than an exception. They witnessed cases like Justin Bieber, who as a kid posted
free song covers on YouTube (fame) and then got a record deal (fortune), or tech examples like
Minecraft, which gained a massive community in beta before being monetized fully. These
formative examples set the stage for the new generational mindset. Now, with far more tools
and a global audience at one’s fingertips, the balance of power has tilted toward individuals
who can generate fame through openness. By understanding this history, we see that “Fame
Before Fortune” isn’t an overnight fad but the result of decades of technological and cultural
shifts — reaching a tipping point with Gen Z, Alpha, and Beta leading the charge.
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https://twoeva.com/2025/02/23/deepseek-open-source-ai-model-code/#:~:text=The%20company%E2%80%99s%20open,%E2%80%9D
https://twoeva.com/2025/02/23/deepseek-open-source-ai-model-code/#:~:text=Proponents%20of%20open,cost%20of%20Meta%E2%80%99s%20Llama%20model
https://twoeva.com/2025/02/23/deepseek-open-source-ai-model-code/#:~:text=However%2C%20this%20meteoric%20rise%20has,valuations%20in%20the%20tech%20sector
https://www.merca20.com/the-rising-influence-of-the-creator-economy-a-powerful-shift-in-modern-marketing/#:~:text=This%20influencer%20economy%2C%20valued%20at,that%20number%20has%20reached%2086
https://businessner.com/the-business-of-going-viral-when-fame-is-the-ultimate-currency/#:~:text=In%20the%20rapidly%20evolving%20digital,explore%20various%20avenues%20such%20as
https://businessner.com/the-business-of-going-viral-when-fame-is-the-ultimate-currency/#:~:text=,or%20%E2%81%A2subscription%20services%20like%20Patreon
https://www.merca20.com/the-rising-influence-of-the-creator-economy-a-powerful-shift-in-modern-marketing/#:~:text=Initially%20centered%20around%20high,older%20adults%20or%20urban%20gardening

o Creator economy market size projections (Creator Economy Market Size (2025-
2030)) (Creator Economy Market Size (2025-2030)).


https://explodingtopics.com/blog/creator-economy-market-size#:~:text=Creator%20Economy%20Market%20Size%20Highlights
https://explodingtopics.com/blog/creator-economy-market-size#:~:text=The%20creator%20economy%20is%20growing,39%20billion%20by%202030

	Fame Before Fortune: How Gen Z, Alpha & Beta Are Shaping a New Open-First Economy
	From Proprietary to Purpose: A Brief Historical Comparison
	Why Gen Z, Alpha & Beta Choose Openness and “Fame Currency”
	Case Studies: Young Innovators Putting Fame Before Fortune
	Gitanjali Rao: Solving Global Problems Openly – and Becoming “Kid of the Year”
	Neha Shukla: Teen Inventor Who Gained Global Goodwill During the Pandemic
	Liang Wenfeng & DeepSeek: Open-Sourcing Breakthrough AI for Reputation, Not Immediate Revenue

	Economic Implications: Adapt or Fade in a Fame-Driven Market
	Looking Ahead to 2030: A Fame-Fueled Future


