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[bookmark: _Toc225497257]1. Introduction
The social media market across the globe has continued to change at a very fast rate in the last decade due to the technological advancement, evolving buyer behaviour and heightened regulatory awareness. Social interactions based on networks (i.e., platforms like Facebook, since it is now a component of Meta) have traditionally been the leaders on the market, and the more newcomers, including Tik Tok, have posed a disruption to the market because of their algorithmic and short-form video content. This change signals more general macro-environmental changes that are remaking the competitive landscape in the digital marketing ecosystem (Rejeb et al., 2024). TikTok has been regarded as one of the first organisations as a result of its implementation of the algorithm known as the For You Page, where the priority is placed on the discovery of the content rather than the social connections. The innovation has dramatically continued to change how users interact and how they engage in marketing practices in the industry (Melgarejo-Espinoza et al., 2025). Conversely, Facebook is a follower organisation, it modifies its platform by taking the form of Reels to the disruptive model of TikTok. This dynamic would offer a good background to the analysis of the variation in the way organisations react to macro-environmental forces. The purpose of the report is to critically evaluate two important macro-environmental forces technological and political/legal and discuss them as the opportunities and threats to Tik Tok and Facebook. In addition, the report additionally analyses the strategic reactions of the two organisations in terms of the Develop Growth Matrix as a way of analysing how they maintain their competitive advantage within a fast growing environment.
[bookmark: _Toc225497258]2. Task 1: Macro Marketing Environment Analysis
[bookmark: _Toc225497259]2.1 Overview of the Macro Environment
The macro marketing environment entails external forces which provide influence to the organisational performance but cannot be directly controlled. These can be political, economic, social, technological, environmental and legal factors, which are often evaluated using the PESTEL model. Macro factors are especially strong in the framework of social media presence because the industry is technology dependent and the trends of data distribution and global regulations (Islam and Sheikh, 2024). The emergence of Tik Tok shows how macro-environmental changes can alter the structure of industries that used to dominate other firms, including Facebook, trapping it in a struggle to evolve through an amazing method or lose its place. The two important factors discussed below are the technological and the political/legal environments.
[bookmark: _Toc225497260]2.2 PESTEL Analysis Table
	Factor
	TikTok Impact
	Facebook (Meta) Impact

	Political
	High scrutiny due to Chinese ownership
	Regulatory pressure but established compliance

	Economic
	Strong ad growth, emerging monetisation
	Mature ad ecosystem

	Social
	High engagement among Gen Z
	Declining youth engagement

	Technological
	Algorithm-driven innovation leader
	Adapting to AI and video trends

	Environmental
	Limited direct impact
	Limited direct impact

	Legal
	Risk of bans and restrictions
	Data privacy challenges


[bookmark: _Toc225497261]2.3 Technological Environment
The technological environment is the most notable source of change in social media industry. The recent developments in the fields of artificial intelligence, machine learning, and mobile technologies have revolutionized the process of content creation, distribution, and consumption. The key contributing factor to the popularity of TikTok is the nature of content recommendation algorithm where the algorithm would provide highly personalised content to its users despite lack of social connections based on behavioural information (Melgarejo-Espinoza et al., 2025). The technological innovation of Tik Tok has established a new paradigm of digital marketing in which the content is made viral and popular thanks to algorithmic optimisation instead of the size of the network. It has allowed the brands to target the great number of people without having to build their follower base, which has radically transformed the strategies of marketing (Wahid et al., 2023). Besides, the algorithm improves user engagement, as the interest content can be optimized in the meantime, increasing the amount of time a person spends on TikTok and their effectiveness in advertising (Jiang et al., 2024). Facebook, on the other hand, has the conventional model of social networking, where social interaction determines the visibility of the content. Although this model has worked well in the initial phases of the social media evolution, this has since become ineffective in an environment where users are more focused on entertainment and exploration. Consequently, Facebook has had to include an element of algorithmic behaviors akin to Tik Tok like Reels, and AI-designed suggestions (Uriawan et al., 2025). The technological change has hence brought in opportunities as well as threats. In the case of Tik Tok, it is an important competitive advantage since it is among the first to operate using algorithms to deliver content. But in the case of Facebook, it is also a threat as it destroys its traditional value proposition and demands significant spending on technological adjustment. This proves that innovation based on technology can instigate change and reposition competitors to anew (Rejeb et al., 2024).
[bookmark: _Toc225497262]2.4 Political and Legal Environment
The political and legal landscape has gained more significance and relevancy to social media platforms due to the fear of data security, fake news, and national security. Because TikTok is owned by Chinese firm ByteDance, the application has considerable geopolitical problems that have prompted concerns among governments in the United States and Europe. Such apprehensions have led to the talks of possible bans and restrictions, which have presented some uncertainty regarding future growth of Tik Tok (Schroeder, 2024). Tik Tok is also experiencing regulatory pressures that influence its capability to conduct activities on some markets hindering its growth and hiking compliance expenses. These political risks are a big threat in its competitiveness after its high user engagement, especially in the western market (Winkler et al., 2024). Facebook, however, has not escaped its own share of legal problems, most notably, those involving privacy of data and abuse of user information, which was emphasized by the Cambridge Analytica scandal. These concerns have been translated into the tightening of policies and harder-by-far inspection by the powers be. But another advantage of Facebook over Tik Tok is that an American company is much less prone to conflicts of geopolitical nature, and it increases stability in the most vulnerable markets (Islam and Sheikh, 2024). The political and legal environment thus produces an opposite effect on the two organisations. Although TikTok has external environmental threats in the form of geopolitical conflicts, Facebook has put up more threats internally in terms of trust and compliance. The effect of such a difference is on their strategic reactions as well as comprehensive competitive placement in the business sphere.
[bookmark: _Toc225497263]2.5 Comparative Analysis of Macro Factors
Compared analysis shows that Tik Tok is better positioned in the technological environment and worse positioned in the political and legal environment. It has a highly competitive advantage because its innovative algorithm can provide a fast increase in growth and interaction. Nonetheless, regulatory risks are a big threat to its sustainability. In its turn, Facebook can be said to be resilient to the political and legal environment, the existing presence, and ability to comply. But its greater slowness in adapting to technological changes has given its competitive position a bad blow especially to younger audiences. This shows that the social media industry has a trade-off between innovation and stability (Song et al., 2023).
[bookmark: _Toc225497264]3. Task 2: Strategic Response Evaluation
[bookmark: _Toc225497265]3.1 TikTok Strategy Analysis
The differentiation strategy is mostly used in Tik Tok, as it provides a unique value proposition due to its algorithm-based content delivery system. By so doing, this strategy can allow this platform to offer very customised user experiences, which would help the platform in increasing engagement and retention. Creativity and the focus on user-generated content also make TikTok distinct among the conventional social media platforms (Wahid et al., 2023). Besides, this contrast is supported by the fact that Tik Tok can quickly find and promote content that is trending, enabling users and a company to reach a higher profile without depending on already existing social platforms. This lowers the barriers to entry by producers of content and advertisers enhancing the competitive stance of Tik Tok.

	Strategy
	Application

	Market Penetration
	Increasing engagement in existing markets

	Market Development
	Expanding globally

	Product Development
	TikTok Shop, longer videos

	Diversification
	E-commerce integration


The product development strategy and market development interval coincide with the growth strategy of Tik Tok. The introduction of new features like TikTok Shop shows that they are making an attempt to move beyond social media and enter the e-commerce sector to generate new revenues (Jiang et al., 2024). Besides that, TikTok has continually expanded its platform and rafted in new features like extended video lengths, live stream, creator earning features that further widen its value optimization. At the same time, the diversification in the new geographic markets facilitates the growth of the user base, which allows the platform to game its competitive strength further and use the network effects to maintain a competitive advantage in the long run.
The approach by TikTok of utilizing the power of technology innovation to achieve growth is very effective. Based on its differentiation strategy, it is able to gain users and advertisers with unique content experience. It is however dependent on one main technology, which is algorithmic content delivery, and this might restrict its diversification over long-term. Also, it may not be able to grow due to regulatory issues and loss of competitive edge (Melgarejo-Espinoza et al., 2025). Moreover, the growing competition in the form of existing platforms copying similar functions can introduce significantly in its originality, and Tik Tok has to keep innovating to keep its users engaged and keep its position on top of the market.
[bookmark: _Toc225497266]3.2 Facebook (Meta) Strategy Analysis
Facebook pursues a broad differentiation policy, as it boasts of a large ecosystem, such as Instagram and WhatsApp. This enables the company to provide the integrated service and retain a big number of users even as competition grows (Islam and Sheikh, 2024). Also, the site enjoys high network effects whereby the value of the service improves with the number of users and their interactions. Its high-level advertising system backed up by large volumes of customer data further enhances its position in the market because it could allow it to create very narrowly targeted marketing solutions, which could further keep generating revenue and competitive edge.
	Strategy
	Application

	Market Penetration
	Retaining existing users

	Product Development
	Reels, AI recommendations

	Market Development
	Expanding in developing markets

	Diversification
	Metaverse investments


One of the strategic responses by Facebook is a heavy investment in new technologies especially the Metaverse as a means of diversification. Moreover, the appearance of Reels can be seen as an effort to engage in the direct competition with Tik Tok in the short-video segment (Uriawan et al., 2025). This two-fold strategy displays the attempt by Meta to strike a balance between short-term competitive demands and long-term objectives in innovations. Although Reels will preserve user attention on its existing platforms, the Metaverse project will establish the presence of completely new digital ecosystems, and it will place Facebook in a prominent position to develop further beyond the social media incumbent markets.

The tool of Facebook proves to be dynamic and resource-strong. Its competitive capabilities lie in its capability to imitate the features of Tik Tok as a follower organisation. Nevertheless, its reactive method can restrict its innovativeness and the fact that its usage is dropping significantly among younger users indicates that it is becoming out of date in some segments critical in the marketplace (Song et al., 2023). Additionally, there might be constant imitation and no original innovation, so that its brand perception can diminish with time and appear less dynamic than its emerging platform counterparts. This may further worsen its capacity of attracting new users as well as maintaining long term competitive advantage.
[bookmark: _Toc225497267]3.3 Strategic Comparison
TikTok and Facebook have dissimilar strategic approaches as seen in the comparison. The strategy adopted by Tik Tok can be described as the one of innovation and differentiation, whereas Facebook can be associated with the scale and adaptation. Tik Tok has a good competitive edge due to its content discovery nature, and Facebook has an ecosystem, which enables it stay in the market amidst competitive forces (Winkler et al., 2024). The approach of Tik Tok is better in engaging the new trends, especially the younger generation. Nevertheless, the diversified actions and financial strength of Facebook suffer more strength, as it allows it to remain in the growth despite the disruption. This cues the varied capabilities of pioneer and follower organisations in their reactions towards the macro-environment changes.
[bookmark: _Toc225497268]4. Discussion
The discussion shows that macro-environmental forces are very instrumental in determining competition in the social media market. Technology has been friendly to TikTok, and this has helped it to uproot the established players and make them modify the way users engage. There exists however, political and legal challenges that present ambiguity and narrow its growth potential in the long term. The reaction of Facebook explains the benefits of having an organisation that is a follower and highly endowed. It is possibly behind on innovation but its flexibility to make changes and utilize the infrastructure that it already has makes it competitive. It implies that pioneers may benefit in the short term, whereas the followers can acquire long-term sustainability due to effective dynamic adaptation (Rejeb et al., 2024). More so, the strategy the different organisations use is the basis of their effectiveness, as it relies on the degree of balancing between the areas of innovation and risk management. Technological innovation is the factor that contributes to the rapid growth of Tik Tok, yet the platform can lose its competitive edge due to the risk posed by the regulations. Facebook, on the contrary, has a more secure situation with its stability and compliance features, which offer a measurable means of sustained growth.
[bookmark: _Toc225497269]5. Conclusion
Finally, this report has indicated that technology and political/legal variables have a strong impact on the competitive stance of Tik Tok and Facebook. Its exceptional content delivery system, which is based on algorithms, has resulted in a highly competitive advantage that allows Tik Tok to grow fast and attract many users. Regulatory issues however make its long-term sustainability to be a serious risk to its sustainability. As a follower organisation, Facebook has reacted, as well it could have adapted its strategy and used its massive ecosystem. Although it might not have the innovation potential that Tik Tok has, its resources and stability give it a great base to grow more successful. Finally, it is implied by analysis that both methods are not necessarily better or worse. Rather, long-term competitiveness depends on the capacity to match strategy with the macro-environmental conditions. The strengths of both sides to the strategic marketing management are the fact that TikTok is strong in the area of innovation and Facebook can be considered resilient, thus, the significance of both aspects in this case.
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