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9 countries
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93 % brand awareness
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joint call of comparison 
shopping industry

h!g

• letter to EVP Vestager and COM Breton of 17th October  
• 43 Comparison Shopping Services (CSS)
• 20 Member States
• 30 to 1000 employees
• largest CSSs in 7 states
• claims:

“Reopen general search results 
pages for the most relevant sites!”

“Removing Shopping Units is the 
best solution.”



Comparison Units are 
NON-COMPLIANT

h!g

Merchant‘s site
• no offers
• no filter

Google images box
• product filter
• product offers

Google shopping box
• all clicks leading to merchants
• >99% of clicks in box

“By CSS” links
• only links to CSS website
• <1% of clicks 

• 99% product comparison 
by Google

• 1% comparison by rivals
• no search result for a 

rival CSS above the fold



Comparison Units are 
NON-COMPLIANT

h!g

Google shopping box
• up to 40 product offers



Comparison Units are NON-COMPLIANT

h!g

• product comparison service 
within Google images boxes, 
embedded in general search 
results page



Comparison Units are NON-COMPLIANT

h!g

• product comparison service 
within Google images boxes, 
embedded in the general search 
results page

• extendable



Comparison Units are NON-COMPLIANT

• a SERP full of units that compare 
offers rather than sites with offers

• …which leads us to the question: 
What is „favouring“ in search?



Comparison Units are NON-COMPLIANT

h!g

What is „favouring“? Art. 6(5), Recitals 
(51,52):

“where a gatekeeper provides its own online 
intermediation services through an online 
search engine […] by [...] partly or entirely 
embedding in search engines results, groups 
of results specialised in a certain topic”



Units comparing products and prices within 
general results pages must go now!

h!g



It is

who must come up with a 
compliant solution

h!g



printscreen 
from 4/2023

h!g

This is a true and full Price 
Comparison Service!!!









one of possible solutions by heureka!group

h!g

• Equal treatment of paid and 
unpaid

• Equal access to paid and unpaid 
results

• Clear labelling of paid results



Clear DMA framework for any 
of the many technical solutions

h!g

FRAND conditions for (Art. 6 (12)) and No Favouring when (Art. 6(5))
• crawling (e.g. equal frequency)
• indexing (e.g. equal depth)
• ranking (Art. 2 (22)):

• = relative prominence of search results (Art. 2 (23)), i.e. of:
• any information in any format (i.e. images, texts, graphs etc.)
• related to a search query (i.e. also in its anticipation)
• irrespective of unpaid or paid (i.e. also within text or other ads)
• also for direct answers or other information (e.g. Knowledge Graphs, Q&As)
• irrespective of displayed in connection, along with or partly or entirely embedded in organic results (i.e. 

any information on SERP is covered)
• irrespective of technical means used for presentation (i.e. device or browser)
• even if only one result is presented 

No contractual, commercial or technical undermining of these obligations (Art. 13(4)).
No search quality degrading for CSSs availing equal treatment (Art. 13(4)). 
Neutral structure, design, function or operation of search user interface (Art. 13(6)).



comparison shopping industry is not silent
Current communication towards DG competition informing DG that:

• Google officially started the AB test of the “new design solution” which is supposed to 
comply with the DMA’s ban on self-preferencing in ranking (Article 6 (5) DMA). 

• We, as Heureka, actively take part in the AB test to be better able to assess its merits and 
impact.

• Despite the early stage of the test, we have to insist on stating that this new solution may 
NEVER BE COMPLIANT with Article 6 (5) DMA. 

• From all we see currently live online, Google intends to keep its groups of Product Listing 
Ads as results specialised in the topic of products (bundled in so-called Shopping Units). 

• Contrary to the unambiguous wording of Recital (51), Google thereby, at least partly, 
embeds its own comparison shopping service into Google’s search engine results pages 
(SERP). 

• To add insult to injury, Google is now adding a further proprietary product comparison 
service into its SERP.



thank you!


