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• EU regulation to keep digital markets fair and contestable

• Approved EU: Sep 2022

• Start Applying: May 2023

• Enforced: March 7, 2024

• Targets large digital platforms (gatekeepers) with strong economic
position, significant user base in the EU, and durable market power:
Amazon, Apple, Booking, Facebook, Google or Microsoft

• Imposes obligations: no self-preferencing, allow interoperability, data
portability, no unfair lock-in

• We focus on Art. 6(5), which bans self-preferencing in ranking,
indexing, and results display. This directly affects Google: Google
Shopping; Google Hotels; Google Maps; Google Flights

• Response: Google changed its SERP in March 6, 2024

Digital Markets Act (DMA)
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 Analyze effects of Google SERP’s redesign in the EU air travel market

 Three players compete for search traffic

 What do we do? DiD model comparing organic search traffic in the EU
(France, Germany, Italy and Spain) and in UK/US, before and after the
redesign of Google’s SERP in March 6th 2024.

 What do we find? Small low cost airlines and Aggregators/OTAs sites
receive more organic search traffic. No effect on large Agrgegatos/OTAs.

What do we do?

Airlines

American Airlines 
Lufthansa

Iberia
LATAM

Air France

Aggregators

Google Flights
Skyscanner

Kayak
Momondo

Wego

OTAs 

Booking
Expedia
eDreams

Orbitz
TravelPirates



 SERP Redesign & DMA Compliance: Pape & Rossi (2025);
Püplichhuisen & Sirries (2025): we contribute to this research line.

 Algorithmic Bias & Self-preferencing: Chiou (2017); Farronato et al.
(2023); Hunold et al. (2022); Waldfogel (2024)

 Search Rankings & Traffic Allocation: Baye et al. (2016); Ursu (2018);
Calzada et al. (2023)

 Default Effects & Platform Dominance: Allcott et al. (2025); Decarolis
et al. (2024)

 Air Travel & Online Distribution: Ater & Orlov (2015); Bilotkach et al.
(2024)

Literature Review

4



 Aggregators: compares flight prices and availability from multiple sources (airlines
and OTAs). Don’t sell tickets directly, but redirects users to airlines or OTAs

 CPC (Cost per Click): earns money for every redirected user

 CPA (Cost per Acquisition); commission if the booking is completed

 Advertising: airlines/OTAs pay to appear at the top

 Affiliate commissions for hotels, cars, insurance

 Examples: Skyscanner, Kayak, Momondo, Cheapflights

 We include Flight Deal Sites in this group: TravelPirates, HolidayPirates.

 Online Travel Agencies (OTAs): users search, book, and pay for flights. Agreements
with airlines and access to GDS: can issue tickets and provide after-sales services

 Commission margins on tickets

 Service fees (changes, cancellations, support)

 Cross-selling (hotels, cars, insurance)

 Examples: Booking, Expedia, Expedia, eDreams, eSky
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Visits to Airlines Websites

Consumers Airlines

Google Search

Aggregators

OTAs
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Visits to Airlines Websites

Consumers Airlines

Google Search

Aggregators

OTAs

Direct traffic

DT

DT
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Visits to Airlines Websites

Consumers Airlines

Google Search

Aggregators

OTAs

Organic & paid 
search traffic

OT

OT
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Visits to Airlines Websites

Consumers Airlines

Google Search

Aggregators

OTAs

Referral traffic

RT
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Desktop Traffic to Airline and Comparison Sites

1/3 is organic 
search traffic

1/4 is organic 
search traffic
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(still in use in the UK and US)

Google’s SERP Before March 7th, 2024
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Google’s SERP After March 7th, 2024
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 Traffic source: Similarweb

 Devices: Desktop (weekly data) and Mobile (monthly data)

 Channels: direct; organic search, paid search and referrals

 Period: November 2023 – Dec 2024

 Treated sites: 4 EU countries (France, Germany, Italy and Spain)

 Control sites: United Kingdom and the United States

 Classification for Airlines:

 Pricing Strategy: Low Cost Carriers (LCC) & Network Carriers (NC)

 Market Share: Top 5 National Airlines (TNA) & Botton National Airlines (BNA)

 Visibility: Top Ranking Airlines (TRA) and Botton Ranking Airlines (BRA)

 Classification for Comparison Sites:

 Top 3, Top 5, and Non-Top

 Aggregators & OTAs

 Domains with at least daily market share of 0.5% in air travel category of Similarweb in at
least one country. Airlines with at least 0.5% of annual seat capacity in ational market
(RDC aviation, Apex schedules)

Data
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Difference-in-Differences (DiD) at the domain-week level

ln 𝑌𝑑𝑐𝑡 = 𝛽𝐸𝑈𝑑𝑐 × 𝑃𝑜𝑠𝑡𝑡
𝐷𝑀𝐴 + 𝛼𝑐 + 𝛿𝑑 + 𝜃𝑑𝑐 + 𝛾𝑡 + 𝜀𝑑𝑐𝑡 (1)

• 𝑌𝑑𝑐𝑡 is the number of visits -including total, organic search, direct, paid search and  
referral visits - received by the desktop and mobile websites of domain d in country c 
during week t.

• We include fixed effects per country (𝛼𝑐), domain (𝛿𝑑), domain (𝜃𝑑c) and week (𝛾𝑡).

• Treated group: EU countries (France, Germany, Italy and Spain)

• Control group: United Kingdom and United States

• DMA: March 7, 2024

Empirical strategy
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Pre-Treatment Trends for Desktop Organic Traffic

Parallel pre-trends

Parallel pre-trends



Main Results: desktop
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• Pricing Strategy: Low Cost Carriers (LCC) and Network Carriers (NC)

• Market Share: Top National Airlines (TNA): 5 domains, 60-85% seats in the country; Bottom National Airlines (BNA)

• Visibility: Top Ranking Airlines (TRA): domains above the median of visits

Heterogenous effects: airlines, desktop & organic
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Heterogenous effects: airlines, desktop & organic
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Heterogenous effects: comp. sites, desktop & organic
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Heterogenous effects: comp. sites, desktop & organic
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Main Results: Mobile



Heterogenous effects: airlines, mobile & organic
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• Pricing Strategy: Low Cost Carriers (LCC) and Network Carriers (NC)

• Market Share: Top National Airlines (TNA): 5 domains, 60-85% seats in the country; Bottom National Airlines (BNA)

• Visibility: Top Ranking Airlines (TRA): domains above the median of visits
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Heterogenous effects: comp. sites, mobile & organic
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Heterogenous effects: comp. sites, mobile & organic



Summary of results

 Airlines: Redistribution towards LLCs and low visible players

 LCCs: +13% desktop, +8% mobile (significant for less visible carriers)

 NCs: +4% desktop, +2% mobile (significant for larger carriers)

 Small national airlines (BNA, BRA): significant increases

 Comparison sites: Promotion smaller platforms via visibility boost

 Non-Top platforms: +18-20% (more clear effects for aggregators)

 Top 3 & Top 5: no significant effect

 Important increase in referral traffic

 Country Heterogeneity: main results consistent across countries
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 Data on fares and supply from RDC Aviation

 Data at the route-airline level

 Routes that link airports in the UK with the EU countries

 Monthly data: March 2023 – March 2025

 Posted prices:

 bookings one month and one week before the flight departure

 also weighted fares, considering number of bookings in different periods

 focus on one-way flights

 focus on routes with HHI<1

 include all government and airport taxes

 Controls at route level: flight frequency; flights in origin and destination airports;
flights operate by the airline in the route, HHI index

 Airlines characteristics: LLC (according to the ICAO); participation in global alliances
(oneworld, Star Alliance, SkyTeam), top or bottom national airlines.

 94% of observations refer to low-cost airlines

 78% of observations involve top national airlines

 86% of observations for Spain, 11% for Italy, and 4% for France and Germany.

Which are the results for prices?
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We estimate the following model at the route-airline level i month m and in year t:

ln 𝑓𝑎𝑟𝑒𝑠𝑖𝑚𝑡 = 𝛼 + 𝛽𝐷𝑀𝐴𝑖𝑚𝑡 + 𝜆 𝑋𝑖𝑚𝑡 + 𝛾𝑖 + 𝜂𝑚 + 𝑣𝑡 + 𝜀𝑖𝑚𝑡 (2)

• 𝑓𝑎𝑟𝑒𝑠𝑖𝑚𝑡 is the mean posted fares (one month, one week, weighted fares)

• Treated route-airline pairs: origin airport in the UE and destination in the UK. 

• Control route-airline pairs: origin airport in the UK and destination in the EU.

• DMA=1 when origin airport in the EU and time after March 2024

• Treated group: EU countries (France, Germany, Italy and Spain)

• 𝑋𝑖𝑚𝑡∶ control variables at the route level

Empirical strategy
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Effects on fares
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Effects on fares
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Google Flights was not neutral for the market

SERP design matters and can affect competition

Conclusions



Thanks!
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