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[bookmark: _Toc225482112]1. Introduction
Marketing environment refers to the internal and external factors that affect the marketing decisions, marketing strategies, and performance of an organisation (Erdi and Bambang, 2021). The macro marketing environment is more important since it includes broader forces like technological, legal, economic, social, political and environmental forces that organisations have no power to control, but are forced to respond to the environment in a strategically meaningful way. The macro environment is significant in understanding the opportunities available to organisations, the threats, and maintaining a competitive advantage in the market.
According to Salam et al. (2025), the social media business has turned out to be very competitive and technologically oriented in the modern digital market, and as a result, companies should constantly update their marketing methods. In this industry, organisations may be pioneers or followers, with the pioneer organisations launching innovative platforms and innovations and the followers advancing the existing ones and competing with new functions and approaches. For example, Facebook (Meta Platforms) can be viewed as a leading organisation in terms of social networking, and TikTok is one of those followers that achieved a swift growth with the help of short-form videos and advanced algorithms.

This report is a critical analysis of the macro marketing environment of the two companies and an evaluation of their strategic response based on models like the PESTLE Analysis, Porter's generic strategies, and the Ansoff Growth Matrix to appreciate how both companies retain a competitive advantage.
[bookmark: _Toc225482113]2. Industry Overview – Social Media Industry
Technological development, increased internet access, and the popularity of smartphones have led to a rapid increase in the social media industry (AL-Zoubi, 2023). The social media sites are no longer merely communication media but have now emerged as major digital marketing and advertising platforms where companies advertise their products, socialise with their customers, and create brand awareness. Digital advertising, user-generated content, artificial intelligence algorithms, and data analytics define the industry to a large extent.

[bookmark: _Ref225425446][bookmark: _Toc225431182][bookmark: _Ref225425438]Figure 1: Social Media Market Report 2026
(Source: The Business Research Company, 2026)
Figure 1 shows the expected growth of the social media market from 2025 to 2030. The market size is projected to increase from approximately $208 billion in 2025 to about $389 billion by 2030, with a compound annual growth rate (CAGR) of 13.5%. This steady increase indicates that the social media industry is expanding rapidly due to digital transformation, online advertising growth, and increasing user engagement on social media platforms.
[bookmark: _Toc225482114]3. Pioneer Company – Facebook (Meta)
The former Facebook, under its current Meta Platforms label, is regarded as an innovative company in the social media sector (Meta, 2026). The company was established in 2004, and it became the first major social networking giant in the world that connected people worldwide through online profiles, messaging and sharing of content over the internet. The company continued to grow its platform ecosystem with the acquisition of Instagram and WhatsApp that enhanced its position in the market and its users worldwide. The business model of Meta mostly depends on the digital advertisement revenue, where companies pay to access displayed ads to the specific user by using data analytics and user behaviour insights.

Figure 2 above shows the revenue growth of Facebook (Meta) from 2009 to 2025, which demonstrates significant business expansion over time. The company’s revenue increased from less than $1 billion in 2009 to over $200 billion by 2025, showing continuous growth in digital advertising and social media usage (Thuy, 2026). This growth reflects the company’s strong market leadership, large user base, and effective advertising model.
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[bookmark: _Ref225425921][bookmark: _Toc225431183]Figure 2: Annual revenue generated by Meta Platforms from 2009 to 2025
(Source: Thuy, 2026)
Meta is a pioneer due to its implementation of large-scale social networking, digital advertising platforms, and opportunities for social media marketing to businesses (Parada, 2022). The global user base, features of good data analytics, and platform-based ecosystem consisting of Facebook, Instagram, and WhatsApp are the means to grant the company its competitive advantage. These have contributed to Meta's continued leadership in the social media market as other new platforms like TikTok continue to gain traction.
[bookmark: _Toc225482115]4. Follower Company – TikTok
TikTok is arguably a follower organisation in the social media business, as it ventured into the market when the market had already been dominated by older platforms like Facebook and Instagram. The Tik Tok was created by the company ByteDance in 2016 and immediately became popular worldwide with its short-video content and very sophisticated content-recommendation algorithm system (Xing, 2023). TikTok focuses on entertainment, creativity, and personalised content, which has helped the platform grow rapidly.
[image: TikTok Is Spending $1.3 Billion to Dodge Bans in Europe | WIRED]
The data in the attached chart shows social media active users in 2024. Facebook has the highest number of users at around 3 billion users, followed by Instagram and WhatsApp with nearly 2.5 to 3 billion users (Curry, 2026). TikTok has approximately 1.7 billion active users, which shows that although it is a follower, it has grown very quickly and become one of the largest social media platforms in the world in a short time. This rapid growth shows TikTok’s strong competitive position in the market.
[image: ]
[bookmark: _Toc225431184]Figure 3: Social app active users 2024 (bn)
(Source: Curry, 2026)
The unfair competitive edge that TikTok has is its artificial intelligence algorithm, feed of personalised content, and the short video format that appeals to younger audiences and content creators. The strategy of the company is in the areas of innovation, user engagement, and global expansion. Thus, although TikTok is a follower in the social media industryit has disrupted the market and emerged as a strong competitor with the platforms of Facebook and Instagram owned by Meta.
[bookmark: _Toc225482116]5. Macro Environment Analysis – Technological and Legal Factors
[bookmark: _Toc225482117]5.1 Technological Factors
One of the macro-environmental forces that has the most significant impact on the social media industry is the technological factors. Artificial intelligence, data analytics, mobile technology, and video content technology change the functioning and competitiveness of social media platforms significantly because of their rapid evolution (Nasser El Erafy, 2023). Meta Platforms and TikTok are both applications that are based on highly advanced technology to enhance the user experience, advertisement targeting, and user engagement. 
The technological factors that are of interest are artificial intelligence and content recommendation systems that are based on algorithms. The application of TikTok is based on an extremely developed AI algorithm, which suggests personalised short-length videos to users depending on their behavioural patterns, interests, and engagement (Amir Hamzah et al., 2025). This technology has contributed to TikTok expanding within a short period of time and gaining younger audiences. Meta responded by releasing similar functionalities like Instagram Reels and AI-based content suggestions to fight TikTok (Hou et al., 2025). This demonstrates that the social media companies are being presented with opportunities and threats by technological changes.
Another vital aspect is the mobile technology since the majority of users utilise social media via smartphones (Saprikis and Avlogiaris, 2021). Increasing the speed of mobile internet, video streaming technology, and mobile application have helped to grow the popularity of short-form video content. This trend was of great benefit to TikTok because its application can only be used to access mobile video content. Meta also changed its approach to pay more attention to mobile apps and video products on Facebook and Instagram.
Revenue generation is also significant because of data analytics and digital advertising technology (Haidar, 2025). Meta relies on the data and analytics of users to deliver targeted advertising as the primary revenue-generating activity. TikTok has also built its advertisement platform based on data analytics and AI technology. Thus, technological aspects have made both companies more competitive and compelled them to constantly innovate to retain their competitive status.
[bookmark: _Toc225482118]5.2 Legal and Regulatory Factors
The other significant aspect of the macro marketing environment that has an impact on social media companies is legal and regulatory. World governments are also enacting more laws regarding data privacy, user privacy, online advertising, and content rights on platforms (Celestin, 2024). These policies pose issues and threats to social media corporations.
The General Data Protection Regulation (GDPR) on data privacy in Europe has compelled businesses like Meta to alter their approach to collecting and utilising user information to facilitate advertising (Wodi, 2023). Meta has suffered a number of legal issues and penalties in data privacy and user information protection, and this has impacted its image and its operations. Conversely, TikTok has also not escaped legal cases, especially in states like the United States and India, where issues of data security and privacy of users have been raised. In certain nations, TikTok has even been banned and harshly regulated.
According to Galli et al. (2022), both companies are also impacted by the advertising laws and regulations on content moderation since they have to control the content, safeguard the user information and comply with the government laws. This makes the operation more expensive and puts more pressure on social media companies in terms of regulation. Organizations which can adapt to the law regulations more competently can sustain their market and competitive position.
It has been critically analysed that technological and legal factors have been identified as the most influential macro-environmental forces influencing Meta and TikTok. Technology brings innovation and growth opportunities, whereas legal regulations present challenges which companies have to cope with through strategic reactions and changes in policies.
[bookmark: _Toc225482119]6. Impact on Competitive Position
The competitive standing of Meta Platforms (Facebook) and Tik Tok at the social media industry have been greatly affected by the macro environmental factors, especially the technological and legal factors. These forces have transformed the way the two companies are competing based on the user, content, advertisement and market expansion.
Over the last few years, technological advances, particularly artificial intelligence and short-form video technology, have contributed to the rapid growth of TikTok in comparison to Facebook (Lynch, 2025). The content recommendation system on TikTok is a highly personalised algorithm, and it offers people highly personalised content, leading to high user engagement and time consumption on the platform. Such innovation propelled TikTok to gain a large user base among young people and content creators within a short period of time, enhancing its competitiveness. Meta launched Instagram Reels and enhanced its AI-based content recommendation systems to compete in the short video format in the same way as TikTok.
Both companies have also been influenced in their competitive position by legal and regulatory factors. Data privacy, advertising laws, and privacy of user data have presented more legal issues to Meta, particularly in Europe and the United States (Frichot, 2025). Such rules raised the operational expenses of Meta and restricted its data application in targeted advertising. Conversely, data security concerns have posed a threat to TikTok by exposing the Chinese-based company to regulatory pressure and even bans in certain countries, thus bringing uncertainty about growth in the global context.
The user engagement, market share and the advertising revenue also form competition between the two companies. TikTok is more of a platform for entertainment and short video content, whereas Meta is more of a social networking platform and digital advertisement that can be accessed on various platforms, including Facebook and Instagram (Dzreke, 2025). Macro environmental factors have augmented rivalry between Meta and TikTok, where both corporations have to keep innovating and altering their strategies to remain afloat in the social media market.
[bookmark: _Toc225482120]7. Strategic Responses of Facebook (Meta) and TikTok
Meta Platforms and TikTok have adopted numerous strategic reactions to cope with the changes in the macro environment in response to technological progress and legal provisions. These are strategic reactions to ensure the competitive advantage and growth are maintained in the social media industry, which is very competitive.
In response to technological shifts and growing competition with TikTok, Meta launched new features, including Instagram Reels, which directly compete with Tik Toks content, which is a short-form video (Hou et al., 2025). The firm has also invested a lot in artificial intelligence, data analytics, and the metaverse to develop new digital experiences and future growth opportunities. To ensure that its privacy policies and data protection practices were aligned with the legal requirements of its operations, including the data privacy laws and digital advertising regulations, Meta has changed its privacy policies and data protection practices. Another strategy that Meta changed was the advertising philosophy through enhancing targeted advertising and launching new advertising tools for the business.
Innovation, entering the global market and diversification of the platform helped TikTok to respond to the macro environmental changes. TikTok is constantly refining its algorithm to deliver personalised content and engage users. The firm moved to international market to grow its global users and competitiveness. New monetisation sources were created due to TikTok, including TikTok Ads, TikTok Shop and creator monetisation programmes, which enabled businesses and content creators to make money using the app (Zhou, 2025).
Comparatively, Meta is platform integration, advertising and technological innovation oriented, whereas TikTok is content innovation, user engagement, and platform expansion oriented. In their bid to retain their market position and competitive edge in the social media business, the two companies have adjusted their strategies to the technological and legal changes.
[bookmark: _Toc225482121]8. Porter’s Generic Strategies
The Generic Strategies of Porter define how firms gain a competitive advantage due to cost leadership, differentiation, or focus strategies. Differentiation is the primary competitive strategy applied by both Meta Platforms and TikTok in the social media industry. They vary slightly in the methods of differentiation depending on the models of business as well as the target markets.
	Company
	Porter Strategy
	Explanation

	Meta (Facebook)
	Differentiation
	Meta focuses on differentiation by offering multiple platforms such as Facebook, Instagram, and WhatsApp, advanced advertising tools, data analytics, and integrated social networking services (Sulkala, 2023).

	TikTok
	Differentiation Focus
	TikTok uses a differentiation focus by specialising in short-form video content, AI-based personalised content, and targeting younger audiences and content creators.


Platform ecosystem, advertising technology and global user base help in differentiating between Meta and TikTok and innovations, short video content and user engagement help in differentiating between TikTok and Meta. These measures serve to enable the two companies to enjoy a competitive edge and good market positions in the social media market.
[bookmark: _Toc225482122]9. Ansoff Growth Matrix
Ansoff Growth Matrix describes the growth of companies by penetrating the market, developing products, developing the market and diversification. Meta Platforms and TikTok have different growth strategies to enhance their market share and competitive edge in the social media market.
	Company
	Ansoff Strategy
	Explanation

	Meta (Facebook)
	Product Development
	Meta introduced new features such as Instagram Reels, AI tools, and the Metaverse to attract existing users and compete with TikTok (Hou et al., 2025).

	TikTok
	Market Development & Product Development
	TikTok expanded into new international markets and introduced new features such as TikTok Shop, Ads platform, and creator monetisation tools (Zaidi, 2024).


These strategies help both companies achieve growth, increase users, and strengthen their competitive position in the market.
[bookmark: _Toc225482123]10. Conclusion
The study above has concluded that the competitive position of Meta Platforms and TikTok in the social media industry is strongly influenced by the macro marketing environment, especially technological and legal factors. The technological innovations like artificial intelligence, mobile applications and short video content have heightened competition between the two companies. Their business operations and strategies are also affected by legal and regulatory aspects associated with data privacy and digital advertising. Product development, market expansion and platform innovation are some of the strategic responses that have been adopted by the two companies in order to sustain their competitive advantage. On the whole, innovation, adoption of technology, and strategic adaptation are necessary to maintain the growth and competitiveness in the social media industry.
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