
Meta’s Opening Statement

April 14, 2025

FTC v. Meta Platforms, Inc.
Case No. 1:20-cv-03590-JEB

DDX1.1



TikTok, Instagram Reels, YouTube Shorts:  Indistinguishable 

TikTok YouTube ShortsInstagram Reels
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Roadmap

Direct Evidence:  Meta Is Not a Monopolist1

“Indirect” Evidence:  Meta Is Not a Monopolist

Meta’s Acquisitions Were Pro-Competitive

Meta’s Acquisitions Produced Extraordinary Efficiencies

2

3

4
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Evidence of Monopoly Power

  Prices above competitive level

 Output decreased below competitive level

  Total quality below competitive level

None

None

None

Direct Evidence
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Meta Does Not Do What a Monopolist Does

Meta does not charge and has never charged a price

Meta has never restricted output

Meta has never degraded quality below a competitive level

$0

Undisputed Direct Evidence
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FTC: Alleged Monopoly “from 2011”

Am. Compl. ¶ 164, ECF No. 82. DDX1.6



Price of Some Competitive Apps

$0 $0

$0 $0
Snap

$0 $0

$0 $0
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Apps Instantly Accessible on Home Screen
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Scrolling Past Ads on Meta Apps
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Meta Does Not Do What a Monopolist Does

Meta does not charge and has never charged a price

Meta has never restricted output

Meta has never degraded quality below a competitive level

$0

Undisputed Direct Evidence

DDX1.10



Output Expansion is Dramatic

Hemphill Rep. Ex. 42, Ex. 45, Ex. C-25.

Growth in U.S. Monthly Active Users
(millions)

2012 2022

159

236

All “PSNS” 
Apps

2012 2022

218

2012 2022

3.9

217

2012 2022

55

Non-Meta 
“PSNS” Apps
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Meta Does Not Do What a Monopolist Does

Meta does not charge and has never charged a price

Meta has never restricted output

Meta has never degraded quality below a competitive level

$0

Undisputed Direct Evidence
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Meta Spends More to Improve Apps
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Meta Spends More than Peer Tech Firms

Annual R&D Spending as Percent of Revenue
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Explore Tab AI IntegrationsAI for Businesses AI Studio

Video MessagesVideo Tab

Reels in GroupsReels – Remix

Facebook Reels

Facebook Business Suite

Marketplace AI

Watch

Verified Pages & Profiles

Social Jobs App

WhatsApp Business

Selected New Features Innovated by Meta Since 2011
2011

2012

2013

2014

2015

2016

2017

2018

2019

2020

2021

2022

2023

2024

2025

Timeline

Safety Check

AMBER Alerts

Facebook Dating

Community Channels

End-to-End Encryption

Instagram Direct

Instagram Stories

IGTV

Voice Messaging

Instagram Reels

Instagram Video

Photos & videos that disappear

Status Features

Donate Button

Reactions

Click-to-Chat

Facebook

WhatsApp
Instagram

Meta Verified for Businesses

Translate Direct Messages

(through March 2025)
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Innovations in Video by Competitors 

TikTok YouTube ShortsInstagram Reels
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Q. And the addition of Reels was a quality improvement, correct?
A. It’s a quality improvement, I think I would agree with that.

 . . .

Q. You would agree with me that the addition of Stories to the 
Instagram and Facebook apps was a quality improvement, 
correct?

A. Yes. I would – I would agree with that and indeed emphasize 
the introduction of Stories by Facebook and Instagram as a 
product improving competitive response to the threat posed by 
Snapchat.

Meta Has Improved Quality:  Undisputed

Scott Hemphill
FTC Expert Witness

Hemphill Dep. Tr. at 231:11-232:4, 263:17-264:4. DDX1.17



FTC Reaches Consent Orders with Snapchat, YouTube

DDX1.18



Ad Hoc Complaints About “Quality” Are Not Relevant to this Antitrust Case

Unique to Meta / worse at Meta than any benchmark

Proof of an overall, measurable decline in Meta app quality

Caused by or related to acquisitions

No Evidence That Any Issues Are
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11%
22%

Broadcast “Friends” Sharing Decline Has Continued

Percent of Time Spent Viewing Content Posted by “Friends” 

2023
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11%
22%

Broadcast “Friends” Sharing Decline Has Continued

Percent of Time Spent Viewing Content Posted by “Friends” 

17% 7%

2025
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Evolve or Die
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Direct Evidence Will Confirm:  No Monopoly

  No power to raise prices above competitive level

  No power to restrict output

  No power to degrade quality

Direct Evidence

NO MONOPOLY
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Roadmap

Direct Evidence: Meta Is Not a Monopolist1

“Indirect” Evidence:  Meta Is Not a Monopolist

Meta’s Acquisitions Were Pro-Competitive

Meta’s Acquisitions Produced Extraordinary Efficiencies

2

3

4
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Evidence of Monopoly Power

  Relevant antitrust market including all acceptable substitutes; and

  Persistent share no less than 60%+ of that market; and

  Significant barriers that prevent entry

“Indirect” Evidence
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Market Participants
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Ranking Evidence of Competitive Constraints 

3. Subjective Feature 
Evaluation

1. Actual Consumer 
Substitution 

2. Actual Competitor 
Behavior
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Snap

+ 14%

+ 17%

2025 TikTok Ban:  Which Relevant Apps Got More Usage?

+ 20%

+ 14%

+ 2%

Diversion from 
TikTok to 

Relevant Apps

+ 5%
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2025 TikTok Ban:  Instagram Usage Increases Dramatically 

TikTok Ban
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2021 Meta Outage:  Which Relevant Apps Got More Usage?

+ 7%

+ 11%

+ 8%

+ 4%

+ 4%
+ 4%

Diversion from 
Meta to 

Relevant Apps

Snap

Messages
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Snap

Diversion from 
Facebook to 

Relevant Apps

2023 Professor List Field Studies: Which Relevant Apps Got More Usage?

+ 6% (Communication)

+ 5%

+ 0.5%

+ 5%

+ 8%
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Diversion from 
Instagram to 

Relevant Apps

2023 Professor List Field Studies: Which Relevant Apps Got More Usage?

+ 13%

+ 10%

+ 2%

+ 19%

Snap DDX1.31



Revealed Consumer Preferences 

Snap

Closer 
Substitutes

Snap

Messaging

Further
Substitutes

Snap

Messaging
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Meta Loses Time Across Features to Its Competitors 

Snap

Feed ReelsStories Other

Feed Stories Video Other

iMessage

Time 
Reduction

66%

69%

70%

65%

DDX1.33



3. Subjective Feature 
Evaluation

Ranking Evidence of Competitive Constraints 

1. Actual Consumer 
Substitution 

2. Actual Competitor 
Behavior

DDX1.34



Q. You agree that 100% of the time spent engaging in [watching 
Reels solely for entertainment purposes] is personal social 
networking, correct? 

A. Yeah. My opinion is that everything that’s happening on the 
app is the provision of personal social networking services . . . 

FTC: Competition Is for All “Features/Activities” Except Dating

Scott Hemphill
FTC Expert Witness

Hemphill Dep. Tr. at 80:20-81:21. DDX1.35



Competition Among and Across Features

  

Local Content

Broadcast Sharing

Video

Recommended 
Content

Shopping

News

Messaging

Interests

Local Content

…and more
DDX1.36



What People Want to Do Today:  Consume Video
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Carlton Rep. Ex. 1; Carlton Suppl. Rep. Fig. 2. DDX1.37



FTC: Video Is “Personal Social Networking” But TikTok Doesn’t Compete?

TikTok or 
Instagram 

Reels?

DDX1.38-1



FTC: Video Is “Personal Social Networking” But TikTok Doesn’t Compete?

Not 
“PSNS”

“PSNS”

DDX1.38-2



FTC:  Messaging Is Personal Social Networking, But Only on Meta Apps?

iMessage

Not 
“PSNS”

“PSNS”

DDX1.39



FTC:  Recipes Are Personal Social Networking, But Only on Meta Apps?

Facebook

Not 
“PSNS”

“PSNS”
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FTC:  Shopping Is Personal Social Networking, But Only on Meta Apps?

Not 
“PSNS”

“PSNS”

Facebook

DDX1.41



2005 2010 2015 2020 2025

Feature Convergence Across Apps

Feed Messaging Stories Video Feed

Messaging
Feed Stories Video Feed

Messaging Feed Stories

Feed Messaging Stories Video Feed

Video FeedFeedMessagingStories

Messaging
Feed Video FeedStories

Stories

Video Feed
Messaging
Feed

Feed Messaging Stories Video Feed

DDX1.42



Lampe Dep. Tr. at 58:3-7, 238:2-11, 340:4-8.

FTC’s Expert Witness Testimony

A. “Messaging along with other apps can be used for maintaining 
relationships with close friends, yes. . . .”
 . . .

A.  “Occasionally [TikTok] is used for personal social 
networking.”
. . .

Q. Do you agree that some people use Twitter for personal social 
networking?  

A. I agree that that’s a possible use of Twitter that people could 
have, yes.

Cliff Lampe
FTC Expert Witness

DDX1.43



DX0517 at -913; Mosseri Dep. Tr. at 206:2-4.

Times Change:  People Have Gone to Messaging for Friend Sharing 

Adam Mosseri
Head of Instagram

DDX1.44

“I think [Instagram]’s more of a messaging app than a broadcast-sharing 
app at this point.” 

* * *

REDACTED



The Share-Sheet:  People Can Share From Many Apps

One button allows users to share content across other apps.

DDX1.45-1



The Share-Sheet:  People Can Share From Many Apps

One button allows users to share content across other apps.

DDX1.45-2



The Share-Sheet:  People Can Share From Many Apps

DDX1.45-3



The Share-Sheet:  People Can Share From Many Apps

DDX1.45-4



The Share-Sheet:  People Can Share From Many Apps

DDX1.45-5



Share With Your Friends on TikTok Via the “Friends” Tab

DDX1.46



Competitors Agree – They Can and Do Take Time from Meta

viddy
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TikTok December 2024 Declaration to the D.C. Circuit

DX0107 DDX1.48



Snap

+ 14%

+ 17%

2025 TikTok Ban:  Which Relevant Apps Got More Usage?

+ 20%

+ 14%

+ 2%

Diversion from 
TikTok to 

Relevant Apps

+ 5%
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TikTok:  Reels, Shorts, TikTok Virtually Indistinguishable 

DX1088 DDX1.50



YouTube, Facebook, or Instagram? 

DDX1.51



Filner Dep. Tr. at 104:8-105:1.

YouTube:  We Compete with Facebook

Q. [W]ith regard to YouTube, “Facebook has a similar 
sharing video sharing service called Facebook Video.  
Facebook Video has similar features to YouTube (a 
variety of its videos . . . , the ability to upload long videos 
and comment/like videos), users who want to watch or 
share videos use them as substitutes.  Facebook is 
competing with YouTube for users.”  Do you agree with 
that statement?

A. Yes. 

Aaron Filner
YouTube, Senior Director of 

Product Management

DDX1.52



Kim Dep. Tr. at 70:20-71:10, 74:12-75:10, 76:7-16. 

YouTube:  “Direct Competition” with Facebook and Instagram 

Thomas Kim
YouTube, Director of 
Product Management

Facebook Watch (now called Facebook Video) “very much” 
competes with YouTube for user time and attention. 

“Instagram and YouTube are competing in the short-form 
video space.”

DDX1.53



FTC:  iMessage Doesn’t Compete with Instagram?

Instagram 
Direct

 or 
iMessage?

DDX1.54



Apple Competes in “Core Use Case”

DX0214 at -307; Shah Dep. Tr. at 175:8-16.

Ronak Shah
Apple, Director of Product Marketing 

A “core use case” of 
iMessage is “to allow users 
to communicate with the 
people that are in their life 
that they know.” 

DDX1.55
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DX1127 at -465. 

Snapchat Competitors: Facebook, Twitter, YouTube, and TikTok 

Evan Spiegel
Snap, CEO

DDX1.56



DX0871 at -350.

Snapchat in 2020: Competitors Are Succeeding and Not Just Meta Apps

DDX1.57
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PX14960 at -422.

Snapchat Losing Time to TikTok

DDX1.58
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Meta Executives Understand TikTok Is Targeting Sharing

PX3827 at -675. DDX1.59



Ranking Evidence of Competitive Constraints 

3. Subjective Feature 
Evaluation

1. Actual Consumer 
Substitution 

2. Actual Competitor 
Behavior

DDX1.60



FTC Claimed Meta ShareFTC Claimed Competitors

~85%

Meta’s Share of Time Spent

DDX1.61-1



Meta ShareCompetitors

~85%<60%

Meta’s Share of Time Spent
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Meta ShareCompetitors

~85%<60%~30%

Meta’s Share of Time Spent

DDX1.61-3



Meta ShareCompetitors

~85%<60%~30%<30%

Meta’s Share of Time Spent

DDX1.61-4



Meta ShareCompetitors

~85%<60%~30%<30%

Meta’s Share of Time Spent

~20%

DDX1.61-5



Meta ShareCompetitors

~85%<60%~30%<30%

Meta’s Share of Time Spent

~20%<20%

DDX1.61-6



People Don’t Share on TikTok? Not What Users Say

DX0584 at -.047. DDX1.62



Roadmap

Direct Evidence: Meta Is Not a Monopolist1

“Indirect” Evidence:  Meta Is Not a Monopolist

Meta’s Acquisitions Were Pro-Competitive

Meta’s Acquisitions Produced Extraordinary Efficiencies

2

3

4
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Systrom IH Tr. at 121:1-3; Systrom Dep. Tr. at 233:3-4.

Pre-Acquisition, Instagram Was Dependent on Facebook for Growth

Kevin Systrom
Co-Founder, Instagram

“Facebook was one of the main growth drivers.”

“I think it was essential, let me put it that way, that 
we would not have grown nearly as quickly without 
distribution on other platforms.” 

DDX1.64



Lesson of the Tech Pioneers:  “Only the Paranoid Survive”

DDX1.65



Worry No Predictor of App Success:  Where is Path Today?

DX0369 at -651. DDX1.66
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D.C. Circuit: Effect, Not Intent, Is the Question

United States v. Microsoft Corp., 253 F.3d 34, 59 (D.C. Cir. 2001) (en banc) (emphases added)

“[I]n considering whether the monopolist’s conduct on 
balance harms competition and is therefore condemned 
as exclusionary for purposes of § 2, our focus is upon the 
effect of that conduct, not upon the intent behind 
it. Evidence of the intent behind the conduct of a 
monopolist is relevant only to the extent it helps us 
understand the likely effect of the monopolist’s conduct.”

DDX1.67



DX0263 at -970.

Meta Intent: Grow and Improve Instagram as “Independent Brand”

Mark Zuckerberg
Founder and CEO

DDX1.68
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Instagram Benefited Enormously from Acquisition 

Selected Benefits to Instagram

• Grew from 3.9M U.S. users in 2012, 230M+ today

• Innovated dozens of new features 

• Deployed industry-leading ad system

• Transitioned to Meta’s world-class infrastructure

• Provided advanced integrity tools and expertise

2012 2025

DDX1.69



Roadmap

Direct Evidence: Meta Is Not a Monopolist1

“Indirect” Evidence:  Meta Is Not a Monopolist

Meta’s Acquisitions Were Pro-Competitive 

Meta’s Acquisitions Produced Extraordinary Efficiencies

2

3

4
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DX0123

WhatsApp Founders:  FTC Speculations Are Wrong

Brian Acton 
Co-Founder, WhatsApp

DDX1.71



Acton IH Tr. at 145:20-146:17.

WhatsApp As U.S. Competitor?

Brian Acton 
Co-Founder, WhatsApp

Q. Had WhatsApp taken actions specifically targeting 
growth in the United States prior to February 2014?

A. No. 

Q. [C]ould WhatsApp have taken actions to target 
growth in the U.S.?

A. I suppose you can always take money, flush it 
down the toilet, and market with television and 
radio ads.  I wouldn’t do it.  I mean, it’s kind of a 
hard question to answer.  It’s a zero ROI 
proposition. 

DDX1.72



DX1102 at -279.

FTC Speculations Are Wrong

Mark Zuckerberg
Founder and CEO

DDX1.73
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Roadmap

Direct Evidence: Meta Is Not a Monopolist1

“Indirect” Evidence:  Meta Is Not a Monopolist

Meta’s Acquisitions Were Pro-Competitive 

Meta’s Acquisitions Produced Extraordinary Efficiencies

2

3

4

DDX1.74



Consumer Surplus Analysis:  Only Question is How Many Billions

Dennis Carlton
Professor of Economics 

University of Chicago 
Booth School of Business

Total Consumer Surplus
$38.5 to $110 Billion Per Year

DDX1.75



DX1079 at p. 3.

Facebook Made Instagram “Better and Better and Better”

Kevin Systrom
Co-Founder, Instagram

DDX1.76



What the Evidence Will Show
No Monopoly

No Unlawful Acquisitions

Efficiencies from Acquisitions
Hundreds of billions in added consumer surplus 

Direct Evidence
• Price competitive
• Output unrestricted 
• Quality improved

“Indirect” Evidence
• Market share far below 60%
• Strong entry

Instagram
• Dramatic improvements
• Expanded output

WhatsApp
• Dramatic improvements
• Expanded output

DDX1.77
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