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[bookmark: _Toc226285439]SECTION 1: INTERNATIONAL BUSINESS REPORT
[bookmark: _Toc226285440]1. Introduction
The competitive environment in the social media business has been transformed radically due to the globalisation of digital platforms. One of the most disruptive newcomers in the ecosystem of social media in the UK and controlled by a Chinese technology conglomerate, TikTok, which is the property of Bytedance, had approximately 34.8 million active monthly users as of 2024 (DataReportal, 2024). This report is a critical review on the positioning of Tik Tok in the UK social media industry, its strategic worth, and the competition and the macro-environmental factors that are influencing its long-term business. The report critically evaluates global competitiveness of the industry and Tik Tok strategic opportunities in terms of Diamond Model of National Advantage (Porter, 2008) and PESTLE analysis and the perceptual positioning analysis.


[bookmark: _Toc226285441]2. Country and Industry Overview
[bookmark: _Toc226285442]2.1 United Kingdom Social Media and Digital Advertising Industry
Social media and digital advertising sector is among the most economically significant and structurally complex digital sectors in Europe. Social media occupies an increasingly larger portion of the UK digital advertisement market, which is expected to reach GBP 7.7 billion annually by 2024 (compared to search and display) (CMA, 2020; DataReportal, 2024). It is also at the intersection of platform, data analytics, content creation, and consumer behaviour, and therefore subject to multi-dimensional competitive and regulatory pressure which is not as prevalent in the more traditional industries (Laudon and Traver, 2022). This market has been termed as a market by Competition and Markets Authority (2020) as having dominant players who possess strong network effects and data accumulation advantages and thus become hard to create structural barriers to new entrants.
In 2024, DataReportal (2024) found that the United Kingdom had about 57.6 million internet users, which is a penetration rate of around 84.9 per cent of the overall population. Among these, a total of 57.1 million people are estimated to have been using social media, an almost universal adoption rate of those who use the internet. This renders the UK among the most digitised consumer markets in the world and provides a very fertile environment to social media platforms and digital advertising revenues that they generate. 
The advertisement prices are a mere drop in the ocean of the financial worth of this business. The platform economy generates indirect value through the creator economy, consisting of content creators, influencers, and small-to-medium enterprises that use social media to reach its commercial audience (Wild and Wild, 2023). The UK parliament (2023) indicates that the digital advertising technology supports approximately 1.5 million jobs in the British economy in terms of the downstream and enable activities. Moreover, the national interest in the welfare of the digital platforms sector is a strategic one as expressed in the DCMS Digital Strategy (2023) because of the aspiration of the UK to remain a technological hub in the world even after the Brexit.
[bookmark: _Toc226285443]2.2 Large Firms: Competition and Positioning.
The UK social media and online advertisement industry is characterized by oligopoly competition of some very large multinationals with differentiated but overlapping strategies. Figure 1 below indicates the market share of big revenue in terms of social media advertising in the UK market as of 2023.
	Platform
	Market Share (%)
	Visual (Proportional)

	TikTok
	28.4%
		 
	 




	Meta (FB+IG)
	35.2%
		 
	 




	YouTube
	18.6%
		 
	 




	Snapchat
	8.3%
		 
	 




	Twitter/X
	5.8%
		 
	 




	Others
	3.7%
		 
	 





Figure 1: UK Social Media Advertising Revenue Market Share (2023) | Source: Business of Apps (2026); Statista (2024); CMA (2020)
The market leader, Meta Platforms, has taken control of about 35.2 percent of the UK social media advertisement revenue with its Facebook and Instagram subsidiaries by leveraging its existing advertiser base, improved demographics and cross platform targeting (Statista, 2024). YouTube is an Alphabet subsidiary, which enjoys an estimated 18.6 percent of the gains of long-form content consumption and enormous integration with the Google advertising system the CMA (2020) described as an overpowering self-reinforcing data ecosystem.
Holding the largest market share estimate of 28.4, and growing, Tik Tok has been identified as having the highest rate of market share growth among any platform in the UK between 2020 and 2024 and is based on algorithmic short-form video content, which has been found to have better engagement numbers than other competing platforms (Jaipong, 2023; Zhao and Li, 20 Snapchat (8.3) and Twitter/X (5.8) have lesser and more marginalised shares and they are not able to differentiate themselves in the environment where Tik Tok has set the leading paradigm of interaction with content format. Most importantly, these strategic positioning of these firms differs most evidently on two aspects: mass reach and niche targeting as well as passive consumption and active engagement as illustrated in the perceptual map below.
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Figure 2: Perceptual Positioning Map of UK Social Media Platforms (Market Reach vs User Engagement, 2024) | Source: Author's Analysis Based on Ofcom (2025); DataReportal (2024); Business of Apps (2026)
TikTok takes up the strategically favourable segment of mass market penetration and the greatest measured user engagement, with Ofcom (2025) validating average session lengths that are nearly 40 times greater than Instagram and 65 times greater than Facebook among UK users between the age of 16 and 34. This positioning is indicative of an algorithmic architecture, as depicted by Ma and Hu (2021) in which recommendation engine in Tik Tok generates hyper-personalised content feeds that generate loops of engagement not facilitated by chronologically or socially ordered systems. However, this position also exposes Tik Tok to the greatest regulatory burden since the very algorithmic power that drives the engagement has been criticised regarding the potential to control the discourse and harm vulnerable users, particularly children (Zeng and Kaye, 2022).


[bookmark: _Toc226285444]3. Porters Diamond Model of National Advantage.
The Diamond Model by Porter provides a rigid analytic framework of evaluating the factors of national competitive advantage in a given industry (Porter, 2008). When applied to the UK social media sector, the model indicates an intricate system of factor conditions, demand conditions, related and supporting industry, as well as firm strategy and rivalry, and moderated by the situational forces of government policy and chance. The Diamond Model implemented to Tik Tok and the UK social media market is presented in Figure 3 and shows the determinants and their relationships.
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Figure 3: Porter's Diamond Model of National Advantage Applied to the UK Social Media Industry Source: Adapted from Porter (1990)
[bookmark: _Toc226285445]Factor Conditions
The UK enjoys favourable conditions of advanced factors that favour the social media industry. The country also boasts a high talent base in technology and London has constantly been ranked as one of the most successful digital technology hubs in Europe (Department for Digital, Culture, Media and Sport, 2023). Digital infrastructure is built, and 5G networks are used in big cities, which therefore delivers the video-first services of the video-first platforms such as Tik Tok. The data, cloud computing services, and the developed payment ecosystem are all important conditions of facilitating factors to the operation of platforms. However, the circumstances of developed factors are increasingly globally mobile; the competitive advantage of the UK is no longer in the monopoly of these resources but the concentration of the number of talented workers by it and the regulatory systems according to which these factors are implemented in practice, says Hill (2023). In the case of Tik Tok, the availability of talent in the UK has helped the company to build advanced engineering, trust and safety and commercial capabilities to assist differentiated operations in UK.
[bookmark: _Toc226285446]Demand Conditions
The demand in the UK regarding the social media services is highly advanced. In Western Europe, in 2024 the penetration rate is among the highest, and 51 percent of the population of the UK (approximately 34.8 million users) is active on Tik Tok (DataReportal, 2024). The British consumers are also highly interested in the use of digital content and as per Ofcom (2025), the largest percentage of online time is spent on video watching. The presence of a dense layer of digitally literate, brand-conscious consumers, and the growing role of the culture of influencers, imposes a great burden on the innovation of the platform. Wild and Wild (2023) think that the demand of home-market consumers to constantly innovate has also compelled any firm to invest in this process, and in the case of the UK, has prompted social media platforms to provide high investment in interactive functionality, e-commerce integration, and creator monetisation systems. As Suarez-Alvarez and Garcia-Jimenez (2021) state, the youth population cohorts in the UK particularly the generation z is a highly demanding and trend-oriented market segment that gives a good market indication of fast product development.
[bookmark: _Toc226285447]Related and Supporting Industries
The environment of related and supportive industries is highly developed and is a contributor to the UK social media industry. The country has the advertising and marketing services industry ranked among the largest in the world with a good infrastructure to monetise commercial platforms. The payments and fintech platforms like Stripe, PayPal and Klarna allow easy in-app payments which is vital to the commerce of Tik Tok Shop business model. The social commerce requires the logistics and fulfilment industry to participate in the final-mile delivery requirements. According to the UK Parliament (2023), the interdependence between digital advertising technology companies and social media platforms is becoming increasingly common, and ad-tech companies are offering the much-needed targeting, measurement, and attribution services. The flip side of such interdependence is the problem of market concentration as the Competition and Markets Authority (2020) observes that the joint influence of Meta and Alphabet controls the digital advertising supply chain, which creates structural barriers to other platforms that would like to grow their advertising revenues.
[bookmark: _Toc226285448]Firm Strategy, Structure, and Rivalry 
The rivalry in the UK social media sector is stiff and multi dimensional. The presence of competitive strategy in the globalised digital markets is an issue of local competition and strategic stance of global platform conglomerates (Griffin and Pustay, 2020). All of the companies, Meta, Alphabet, and Snap, compete in terms of advertising earnings, consumer attention and talent of creators. The introduction of Tik Tok to this industry introduced a new competitive structure that is marked by the accelerated user acquisition, monetisation through aggressive creator promotion, and a significantly different content discovery platform. According to Jaipong (2023), the business model of TikTok represents a new and unique combination of user-generated content, algorithmic curation, and built-in commerce, as a strategic break in comparison with social graph-based business models of Facebook and Twitter. Mhalla, Yun and Nasiri (2020) also argue that the Tik Tok business model innovation is a form of disruptive platformisation that needs incumbent firms to emulate the short-video format of Tik Tok, which has been replicated through the development of Instagram Reels and YouTube Shorts.
[bookmark: _Toc226285449]Government and Chance
Social media industry is substantially influencing the government intervention in the UK in a growing and significant manner. The proposed Online Safety Act 2023 will impose wide-ranging care-related obligations on platforms in respect of harmful content, and radically alter the regulatory environment (UK Government, 2023). The Information Commissioner Office (2023) has issued a fine of GBP 12.7 million to Tik Tok as a result of children data misuse in the first indication of a strict enforcement of the regulation that has direct financial implications. The prohibition of Tik Tok on governmental devices by the Cabinet Office (2023) can be viewed as a manifestation of the problem of national security in terms of Chinese corporate history of the platform. The most powerful factor that was the COVID-19 pandemic, significantly stimulated the use of digital platforms all over the UK, offering unexpected flows of users and business opportunities of Tik Tok. As Daniels, Radebaugh and Sullivan (2019) state, these massive exogenous shocks may permanently alter the competitive status in industries, which is clearly favourable in the UK growth trend of Tik Tok. Notably, UK scores well in all the four key determinants, but the political and regulatory factors are poorly structured, which has a disproportionates effect on Tik Tok in comparison to its US based rivals.



[bookmark: _Toc226285450]4. Critical Evaluation of TikTok's Operations in the United Kingdom
A critical analysis of the dynamics that may influence the success of Tik Tok operations in the UK is presented in the following section based on the PESTLE framework as the primary analytical framework. 
[image: PESTLE Analysis: The Macro-Environmental Framework Explained]
Figure 4: PESTEL Analysis
[bookmark: _Toc226285451]4.1 Political Factors
The political landscape of the United Kingdom poses the most severe and complicated list of threats to the continued success of operational activity of Tik Tok. The Cabinet Office (2023) formally banned Tik Tok on all government devices in the UK in March 2023 citing the security of their data and the likelihood of the Chinese government having access to user information through the corporate system of the company of ByteDance. The action was identical to that of the US federal government and the European Commission, along with different member states of the European Union, and a coordinated geopolitical response of the West to the perceived danger of the Chinese-controlled technology platforms (BBC, 2023b). The Financial Times (2024) has reported that the ownership structure of Tik Tok has always been an area of concern among the Members of parliament in the UK because it reflects the political concern of both the parties in the issue of data sovereignty.
Ren and Du (2023) critically assess the legality of the Tik Tok-related bans in terms of the international trade law and state that the restrictions are highly conflicting when applying the needs of national security and the demands of the World Trade Organisation, which does not allow discrimination. The risk of the international business, as Griffin and Pustay (2020) mention, is not just the risk of expropriation or regulatory aggression but also the risk of identification with the geopolitically unstable ownership suprabusiness. In the case of TikTok, the relationship with ByteDance is a long-term and possibly unsolvable political burden in the UK. The UK government ministers have said that they are worried about the data handling practice and even though the Tik Tok platform is commercially as well as obviously appealing, they are not ignored (The Guardian, 2025). The UK Parliament (2026) is also considering the concept of blocking social media platforms to all persons under the age of 16, which would considerably reduce the number of people that Tik Tok will be able to serve in its most active demographic group, a structural risk to the online content expansion plan of Tik Tok in the UK.
[bookmark: _Toc226285452]4.2 Economic Factors
The UK is an economically appealing market to TikTok in a number of ways despite the political issues. Tik Tok has already attained the scale of customer penetration of 34 percent of the UK population, and over 23 million active users in the UK as of 2024 ( Business of Apps, 2026) which suggests that its advertising inventory and network effect is strong enough to keep users hooked. The fact that UK is a global media centre that speaks the English language (not to mention the size of the digital advertising industry in the UK, GBP 7.7 billion, CMA, 2020) suggests that advertising rates (cost per thousand impressions) in the UK are among the highest in the world, maximising revenue per user compared to other markets in Asia, Latin America, or Africa.
The other economic opportunity that is particularly strategic to the UK relates to the development of Tik Tok Shop, which is an in-built social commerce platform. According to Laudon and Traver (2022), the social media/e-commerce integration known as social commerce is projected to hit USD 2.9 trillion globally by the year 2026, and first mover advantage is of utmost importance in developing the platform behaviors and merchant world to create market structure in the long term. Namely, Zhao and Li (2022) demonstrate empirical findings of the activities of Tik Tok in the UK which has indicated that the purchase conversion rate in livestream commerce is significantly high than that of regular advertising campaigns, thereby providing an economic model that can be leveraged to make the average revenue per user far higher than with advertising only. The fact that the promotional features incorporated in the live streaming setting of Tik Tok positively affect consumer purchase intentions is also testified by Parwati and Mardiyono (2025), which confirms the e-commerce potential of the platform in the UK market.
However, the economic report must be harsh on the fact that Tik Tok has been repeatedly losing in the UK especially. The UK operation of the Tik Tok Information Technologies UK Ltd. (2022) is a loss, as stated in the annual report of 2022, which demonstrates the high cost of content moderation, regulatory compliance, and acquisition of talents to make the company work in the challenging regulatory environment. Wild and Wild (2023) caution that the appeal of the international market, however, must not be determined solely on the prospects of revenue, but also on the overall cost of doing business, a figure that, in the case of Tik Tok in the UK, is significantly lower than the quantity of headlines may suggest.
[bookmark: _Toc226285453]4.3 Legal Factors
The legal issue that TikTok must handle in the UK is the most dynamic and difficult of all the major markets where this company needs to operate. The legislative core of this environment is the Online Safety Act 2023 (UK Government, 2023) that establishes responsibilities that includes proactive detection and deletion of unlawful content, age verification of age-restricted content, reporting on transparency in algorithms and responsibilities of care in child safety online. Ofcom, the relevant regulator under the Act has been given the tools of enforcement like fines up to 10 percent of the global annual turnover which would come to billions of dollars to ByteDance and in real sense is a financial risk that would frighten away.
The Tik Tok fine of GBP 12.7 million by the ICO in 2023 due to processing children data without the necessary parental consent (ICO, 2023) has set a legal precedent and indicated that the regulatory authorities are ready to employ enforcement instead of just deterrence. Further ICO research of the algorithmic use of data in Tik Tok (AP News, 2024) suggests that the risk of lawsuits is still active and in the process of active materialisation, but not a contingency. Zeng and Kaye (2022) critically propose that the TikTok content moderation policy which they characterize as visibility moderation rather than content removal moderation is not legally sufficient in the proactive duty framework of the OSA and further enforcement measures remain a viable possibility.
The overview of the regulatory status of TikTok in the jurisdictions of the EU and UK provided by the European Parliament (2025) shows that the legal compliance of a platform with cross-border jurisdiction is ambiguous as the functionality of the platform is necessarily borderless yet the legal responsibility of the individual is defined on a national scale. This legal complexity creates compliance systemic risk and necessitates extensive investment in legal and regulatory affairs capability that domestic industry actors such as Meta and Google that have been operating in Western world regulated markets longer have been able to develop and institutionalize (Daniels et al., 2019).
[bookmark: _Toc226285454]4.4 Cultural Factors
According to the original model of Hofstede (2001), the UK market presents opportunities and threats to Tik Tok based on the cultural analysis. The British culture is relatively individualistic (individualism level of 89 in the UK) and moderate-low power distance (35), which is linked to the preference of using tools that enable them to express themselves personally, interact with peers on a horizontal level, and feel powerless to control the perceived cases of authoritarian control of content. These cultural values are highly consistent with the value proposition of Tik Tok that enables an average user to become viral regardless of the number of followers they had before, as Anderson (2020) puts it within the framework of the democratisation of content created on Tik Tok.
Nevertheless, the identical cultural principles pose a problem in the situation of Tik Tok being owned by Chinese. As Hofstede (2001) says the Chinese and British business ethics are very different particularly in terms of long-term orientation and short-term orientation as well as identification of state power and corporate freedom. British consumers and policymakers are becoming more sensitive to the possibility of a platform owned by a company that becomes subordinated to the control of the Chinese state to filter content and collect data in a non-liberal democratic fashion (Zhang, 2021; Chander and Le, 2015). This cultural aspect of risk is independent and complementary to the political risk aspect, which establishes a multi-tiered trust deficit that TikTok has to overcome by engaging in long-term transparency and localisation.
Regarding the consumer culture, Bhandari and Bimo (2022) observe that TikTok has entirely redefined the self-presentational practices of British social media consumption, particularly in the younger generation, and they call such a process the algorithmized self. This platform stickiness and switching cost of TikTok embedded in the identity practices of British Gen Z users is a significant origin of platform stickiness and switching cost which is a powerful economic moat against competitive displacement. However, it also imposes social accountability on policymakers, parents, and mental health advocates since Hanif et al. (2024) document in their article on the impact of TikTok on the wellbeing of youth. The social media ban on children below 16 that is proposed by the UK Parliament (2026) is the possible legislative crystallisation of such cultural anxieties, and the implementation of such a ban would, in fact, decrease the number of users of Tik Tok in the UK and its future growth curve.
[bookmark: _Toc226285455]4.5 Technological Factors
Tik Tok is a dynamically functioning technology with a high level of innovations. The pre-requisites of the video-first, mobile-native structure of Tik Tok are the high smartphone and developed 5G infrastructure in the UK. Technological strength of the platform is evidenced by the recommendation algorithm, which is based on AI and is referred to by Wu (2021) as the key competitive advantage of the platform, and can be used to personalise the content at scale in a manner inconceivable by any competing social media platform. Also added by Dapa (2024) is that the implementation of artificial intelligence in the strategic management process enables a company to respond to the signals of the market more quickly and more precisely, which completely transforms the competitive environment in the digital market. Investment in augmented reality filters, live commerce infrastructure, and creator analytics tools continue to widen the platform ecosystem of Tik Tok and raise the substitution barriers. However, Competition and Markets Authority (2023) has examined to what extent a dominant app ecosystem restricts entry into competition, and that the reliance of Tik Tok on Apple and Google app distribution platforms exposes Tik Tok to a significant threat of intermediary leverage and regulatory risk.
[bookmark: _Toc226285456]4.6 Environmental Factors 
The environmental factor is not as pressing as the political or legal one, but is still an emerging factor of the presence of Tik Tok in the UK. The growing regulatory and investor anxiety over the environmental impact of data centres, cloud computing infrastructure and whether artificial intelligence based algorithmic processing is energy-intensive pose reputational risk in terms of the carbon footprint of the platform. The increased adoption of ESG models by institutional investors and corporate advertisers can impact the ability of Tik Tok to get access to premium brand partners in the case its environmental reporting is perceived to be unsatisfactory compared to those of its competitors that have more developed environmental reporting.
[bookmark: _Toc226285457]4.7 PESTLE Overview and General market appeal Analysis
The summary of the above analysis has been captured in the PESTLE framework table below that indicates a systematic study of the macro-environmental conditions of the operation of Tik Tok in the UK. It is established that the UK market has been an inherently attractive yet constrained prospect to Tik Tok, where the platform prospect, to commercially leverage its large and active user base is increasingly hinged on its capacity to brokering a rapidly growing hostile regulatory and political environment.
Table 1: PESTLE Analysis of TikTok's Operating Environment in the United Kingdom
	Factor
	Risk Level
	Analysis

	Political
	HIGH
	TikTok banned from UK government devices (Cabinet Office, 2023); proposed children's social media ban (UK Parliament, 2026); ByteDance's Chinese ownership raises national security scrutiny (Ren and Du, 2023). Geopolitical tensions between UK-China add persistent operational risk.

	Economic
	MEDIUM-HIGH
	UK digital ad market valued at GBP 7.7 billion in 2023 (CMA, 2020); TikTok generated approximately USD 18.1 billion global revenue in 2023 (Business of Apps, 2026); UK GDP growth of 0.1% in 2023 constrains consumer spending, yet digital consumption remains resilient (DataReportal, 2024).

	Social
	MEDIUM
	Over 34.5 million UK social media users; Gen Z spends average 95 minutes/day on TikTok (Ofcom, 2025); growing scrutiny over youth mental health and academic performance impacts (Hanif et al., 2024; Regasa and Ettisa, 2023).

	Technological
	HIGH
	AI-driven recommendation algorithm is core competitive advantage (Jaipong, 2023); 5G penetration in UK exceeds 80% of urban areas enabling seamless video consumption; UK ranks 4th globally for AI readiness (DCMS, 2023).

	Legal
	HIGH
	ICO fined TikTok GBP 12.7 million for misuse of children's data (ICO, 2023); Online Safety Act 2023 imposes stringent content moderation obligations (UK Government, 2023); GDPR compliance requires significant investment in data governance (Zeng and Kaye, 2022).

	Environmental
	LOW-MEDIUM
	Growing ESG pressure on digital platforms to reduce carbon footprint of data centres; UK Net Zero 2050 commitments require corporate alignment; TikTok's transparency on environmental impact remains limited (TikTok, 2023).


[bookmark: _Toc226285458]5. Conclusion
The report has critically evaluated the position of Tik Tok in the social media industry in the United Kingdom through the Porters Diamond Model and PESTLE framework to develop a multi-dimensional analysis of industry competitiveness, and the risks associated with its operations in the firm. As the analysis has revealed, the UK social media market has favourable demand conditions, developed supporting industry conditions, and developed technological factor conditions that make the market highly appealing to the operators of the digital platforms. It has secured the entry of Tik Tok to an unparalleled gateway into this market with the help of its algorithmically advantaged recommendation system, social commerce model and culturally customizable content ecosystem.
The Diamond analysis of Porter suggests that the UK offers good structural grounds on competitiveness of the social media industry, but government regulation and political risk are moderating factors that disproportionately impact Tik Tok compared to its peers with headquarters in the US. According to the PESTLE analysis, the most immediate and structurally significant challenge related to the Online Safety Act 2023, ICO enforcement proceedings, and geopolitical issues related to the corporate governance of the ByteDance is the emergence of a complex and dynamic regulatory environment that necessitates strategic changes on a case-by-case basis. TikTok is economically and culturally in a strong position to maintain and expand its presence in the UK, as long as it tackles the trust and data governance issues that are currently limiting its entire strategic potential.
 


[bookmark: _Toc226285459]SECTION 2: Reflective Account Gibbs Reflective Cycle
[bookmark: _Toc226285460]Description
The task was to make a critical writing of a 5,000-word international business report about Tik Tok activities in the social media industry in the United Kingdom. It was achieved through the selection of an appropriate pair of countries-industries, intensive analysis of academic and industry sources, the use of the established theoretical framework, and the analysis of empirical results and the critical commentary. The report format required breadth, coverage of the industry, competitive mapping, and Diamond Model, and depth of analysis by the PESTLE analysis of Tik Tok as a particular multinational. The inability to maintain the critical and analytical, rather than descriptive tone throughout, the necessity to stick to the rigid word limit in the number of subsections, implied that a lot of planning, source management, and revision of new draft versions was necessary.
[bookmark: _Toc226285461]Feelings
The initial part of the research process caused some level of uncertainty in me concerning selecting the right company and country combination. Several alternatives were evaluated before settling on Tik Tok and the United Kingdom since this combination offered the most productive combination of the complexity of geopolitics, the scholarly literature, and commercially viable current information. I also took particular interest in the political and regulatory components of the TikTok narrative in the UK that created a sense of practical and analytical urgency that spurred more research than empty industry speculation. The process of drafting saw me at times feel overpowered by the number of sources available out there to use, and that I needed to be analytical and not subjective in the description of events, which I had to be aware of and correcting myself throughout the writing process.
[bookmark: _Toc226285462]Evaluation
The research proved to be a success, overall, in providing a systematic, evidence-based work of combining theory with the contemporary empirical information. The decision to employ the Diamond Model of Porter and the PESTLE framework was analytically rewarding since the two models are complementary to each other: the Diamond Model provides a structural level of competitiveness of the industry, and the PESTLE framework provides a more detailed contextual analysis of the firm level. However, I also acknowledge that the limitation of words was limiting the scope of analysis that could have been done in each of the sub-sections, namely, the cultural aspect of the PESTLE analysis could have been discussed in more depth and referring to the cultural dimensions of Hofstede citing the specific empirical data. The contribution of visual clarity to the competitive dynamics that cannot be represented solely by prose alone made a significant contribution in the report to the perceptual positioning map and charts of market share, which play an important pedagogical and analytical purpose.
[bookmark: _Toc226285463]Analysis
Reflecting critically on the process of research according to the reflective cycle presented by Gibbs (1988), the most significant learning acquired during the exercise was connected to the relationship between the theories and the complexity of the actual world. Such analytical scaffolding models as the Porters Diamond Model can be helpful, but they should be critically adjusted to dynamic digital industries. The initial model which had been formulated by Porter in the context of manufacturing-based competitive advantage, would not be inherently suitable within the context of rapidly changing innovation, platform network effects and data-driven competitive dynamics which is characteristic of social media industry. This restriction necessitated me to critically approach the assumptions of the model and fill it with more recent theoretical point of view of Grant (2022) and Hill (2023). Similarly, the PESTLE framework provided a logical starting point but risked delivering a naked environmental scan; to ensure that all of the dimensions were analytically connected to a specific strategic position that Tik Tok is engaged in, critical effort was necessary intentionally and continuous revert to the theoretical literature was needed in the process of drafting.
[bookmark: _Toc226285464]Conclusion
It is through this self-reflection report that it can be determined that the biggest challenge and finally the biggest payoff in the research process was to be analytically critical throughout the length of a piece of work. The description bias, especially in handling large amounts of industry data and regulatory literature, is a long-term issue that needs to be monitored by the conscious self and edited repeatedly. The experience helped to reaffirm the need to read beyond the surface-level industry reports in order to read peer-reviewed academic literature that offers the theoretical richness required to conduct analysis on a graduate level. The analytical object of interest presented by the selection of Tik Tok, an example of technology-geopolitical-cultural change nexus company, which will have an academic and business presence over the coming years, and to which I was challenged to pay close attention to how the structures of established international business may have to be adjusted to its realities of digital platform economies.
[bookmark: _Toc226285465]Action Plan
Now I realize that in the future assignment, I would be more attentive to the choice stage of the theoretical framework, and only after commencing the writing work, I would ensure that the theoretical frameworks adopted are critically evaluated according to the industry context, and not applied as a set of generic analytical tools. I will also have more formal time synthesising conflicting theoretical opinions as the mixture of different analytical prisms presented the most interesting and original moments in this report. Furthermore, I will be more balanced in using the source diversity by ensuring that such sources as government policy documents, industry reports, and academic peer-reviewed sources are more proportionately represented in each section of the analysis, which will alleviate the risk of overwhelming dependence on a certain type of evidence and improve the overall academic credibility and rigour of the analysis.
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