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Research question

• We study how product offerings on Amazon have changed with DMA & DSA
• DMA limits self-preferencing and requires data sharing

• DSA imposes liability, traceability, and product safety obligations

• Broader focus than competition policy

• Interaction between competition policy, IP and concerns about product safety

• Large-scale scrape of Amazon stores inside and outside of EU,
Diff-in-Diff leveraging implementation timing of DMA and DSA



Understanding the setup



Amazon and Digital Market Regulation

DMA (competition focus)

• bans self-preferencing, restricts data use, and forces fair access to ad and 
business-user data

DSA (safety & liability focus)

• seller traceability (KYBC), product safety checks, stronger IP enforcement, and 
systemic risk duties.

Implication for Amazon

• regulations target both how Amazon ranks its own offers and which 
products/sellers can appear at all.



Literature review

• A lot of empirical research (14 papers and counting) on impact of the DMA

Chen & Tsai (2023); Crawford et al. (2022); Farronato et al. (2023); Gutierrez (2023); 
Hunold et al. (2023); Jürgensmeier & Skiera (2023); Lee & Musolff (2023); Raval (2023); 
Waldfogel & Reimers (2023); Dash et al. (2024), Waldfogel (2024), Farronato et al. 
(2025); Püplichhuisen and Sirries (2025), Pape and Rossi (2025)

• Kaushal et al. (2024) study the DSA transparency database and document 
many actions taken by VLOPs, but, so far, no DSA impact assessments (that 
we know of)



Timeline of events impacting Amazon

Investigation by CMA in July 2022, commitments by Nov 2023 on buy box, marketplace data and delivery rates 

No PPCs in 2013; commitments in 2019; paramount significance since Jul 2022*, lost legal challenge in Apr 2024

FTC (& 17 state AGs) sued Amazon in Sep 2023 (Amazon announced in Aug 2023 to reduce private labels)

Fines in 2019 & 2022 over abusive clauses with 3rd party-sellers



Data



Data

• Scrapes: bi-weekly from April 2023 to the present day

• Amazon Germany, France, UK and US

• 1,643 queries, in 38 distinct categories
(avg. 59 queries per category)

• search term (e.g., Gucci in Luxury Handbag)

• 2.4m distinct products

• Because of variation in the search results, we also 
study a “balanced panel" of the same products across 
all countries over time



Empirical strategy

Difference-in-difference (DID): Compare queries (or products) in EU with non-EU 
around the DSA/DMA policy change

Y = # products or # sellers, EU = EU Dummy, Post = Post-Period Dummy, X = control 
variables, mu_cat = category FE, mu_t = month FE, i = query, c = country,
t = time 



Product categories with special DSA relevance

Child Car Seats
UNECE Reg. 129 (“i-Size”), 

UNECE Reg. 44.04

Defines crash test, size/weight classes, and installation 

standards. Mandatory use of approved child seats 
across EU.

Life Jackets
Reg. (EU) 2016/425 (PPE), 

EN ISO 12402 series

Defines buoyancy categories (100 N/150 N/275 N) and 

test methods for leisure and professional use.

Luxury Watches Trademark
Rolex v. eBay – Rolex successfully pushed for stricter 

anti-counterfeit measures.

Toys (Brick Toys) Trademark / Design
Lego v. OHIM – ECJ refused trademark for functional 

brick shape, but minifigure protected.



Preliminary results



>>> Search results





Number of products decreases

Products:

About 18% decrease after DMA: 

from 6.4 to 5.2 pages

Another 10% decrease after DSA

Products per page:

From 40.4 to 36.1 after DSA



Number of products decreases

The DMA decrease is 

not concentrated in IP 

and safety related 

products.

The DSA decrease is 

driven by safety 

related products. 



>>> Product level





Number of sellers per product decreases

About 7% decrease after DMA: 

from 5.2 to 4.6 sellers



>>> Buy box





Amazon’s presence in the buy box changes
After DMA:

- Likelihood that Amazon appears in the 

buybox is 4.8% higher (base: 0.182)

- Amazon is in the buybox of 2.5% of 

products where they previously had never 
been.

After DSA:

- Likelihood that Amazon appears in the 

buybox is 9.8% lower (base: 0.182)

Possible interpretation of opposite Buy Box effects:

•DMA: Thinner but higher-quality pool + objective criteria where 1P/FBA 
excels ⇒ Amazon wins Buy Box more often without explicit self-preferencing.
•DSA: Higher exposure when Amazon is seller-of-record in safety categories 

⇒ Amazon cedes Buy Box to vetted 3P offers.



Preliminary conclusions

• Digital regulation seems to affect Amazon
• Fewer products per search

• Fewer sellers per product

• Buy Box: Amazon ↑ after DMA, ↓ after DSA

• Classic “raising rivals’ costs” via compliance frictions (DSA), 
combined with a shift from search-level advantage (curtailed by DMA)
to product-level advantage (Buy Box on objective criteria)

• Next steps: understand mechanisms & heterogeneity, welfare implications



Thank you!

christian.peukert@unil.ch
www.digital-markets.eu



The data challenges of studying Amazon

Amazon is truly gigantic
- Pre-select samples (product categories and search terms) for which we

have clear priors
- 38 categories across all four countries

Amazon changes a lot
- Put a limit on the number of pages scraped per search to have

comparable samples
- Mobile vs. Desktop queries problem -> fixed panel of desktop

queries over time

Amazon differs across countries
- Select categories and products for which they are comparable
- General robustness: Aggregate Keepa information to identify large trends



Event plots
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Product categories with safety regulation

Child Car Seats
UNECE Reg. 129 (“i-Size”), 

UNECE Reg. 44.04

Defines crash test, size/weight classes, and 

installation standards. Mandatory use of approved 
child seats across EU.

Car Tires
Reg. (EU) 2019/2144, 2020/740, 

UNECE Reg. 117

Sets performance & safety requirements (wet grip, 

noise, rolling resistance) and consumer labelling 
obligations.

KN95 / FFP2 Masks
Reg. (EU) 2016/425 (PPE), 

EN 149:2001+A1:2009

Covers respiratory PPE; defines filtration classes 

(FFP2 ≈ KN95). CE-marking required for EU market.

High-Visibility Jackets
Reg. (EU) 2016/425 (PPE), 

EN ISO 20471

Specifies minimum reflective area & visibility classes 

for workwear and road use.

Life Jackets
Reg. (EU) 2016/425 (PPE), 

EN ISO 12402 series

Defines buoyancy categories (100 N/150 N/275 N) 

and test methods for leisure and professional use.



Product categories with strong IP

Category IP Type Famous Cases / Examples

Luxury Handbags Trademark
LVMH v. eBay – counterfeit Louis Vuitton bags online; EU courts confirmed marketplaces can be 

liable.

Luxury Watches Trademark Rolex v. eBay – Rolex successfully pushed for stricter anti-counterfeit measures.

Sports Shoes Trademark Adidas v. Fitnessworld – ECJ upheld Adidas’ three-stripes against imitation.

Perfume Trademark Davidoff v. Gofkid – ECJ ruled against unauthorized repackaging of perfume.

Toys (Brick Toys) Trademark / Design Lego v. OHIM – ECJ refused trademark for functional brick shape, but minifigure protected.

Furniture / Fashion Copyright Cofemel v. G-Star – ECJ confirmed that original fashion/furniture designs qualify for copyright.

Ink Cartridges Patent HP / Epson cartridge cases – tech firms litigated over refill/reuse of printer cartridges.
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