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Digital giants: EC cases

• Apple tax
• Google Shopping
• Google Android
• Google AdSense
• Amazon Marketplace
• …



Different business models

• Paid ads: Google/Facebook
• Digital marketplace: Amazon
• Selling stuff: Apple, Microsoft
• Microsoft? Last “big” antitrust case in US almost 20 years ago…



What happened?

• “Move fast and break things”

• Breaking rules



Google's specialised product search 
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On top of organic search product results and paid product ads

Search filter, also ranks CSS lower



Demotion
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Traffic data

Generic search traffic from Google to CSSs
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Panda introduction



Economics: in theory and in practice

• In theory:
• - Multi-homing
• - Rational search
• - Low transaction 

costs
• - Information
• - Dynamism
• - Democracy!

• In practice:
• - Single-homing
• - Zero clicks on page 2
• - “Bundling”/Cannot port 

any data 
• - ?
• - ?
• - ??



What did we do wrong and what can we improve?

• Mergers
• Privacy
• Lobby
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• https://en.wikipedia.org/wiki/List_of_me
rgers_and_acquisitions_by_Alphabet

Mergers



Data and privacy
Search activity

Browsing activity

Responses to targeted ads

Location

Electronic communications

Activity in social networks

Past purchases

Some platforms 
can combine 

different sources



The algorithm (aka the business model)

“We expect that advertising funded search engines will be 
inherently biased towards the advertisers and away from the needs 
of the consumers…
We believe the issue of advertising causes enough mixed incentives 
that it is crucial to have a competitive search engine that is 
transparent and in the academic realm.”



Thank you!

ありがとうございます
https://www.imperial.ac.uk/people/t.valletti
https://twitter.com/TomValletti


