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Status Quo for desktop lodging searches – self-preferencing
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SEM ads – selected using auction 
bids and predicted click through rate

SEO – relevance-based 
algorithmic selection

Carousel – insignificant 

A very big and self-preferenced “blue 
link” to Google’s travel vertical, a “bait 
and switch”

Given that the user has not 
provided travel dates, preferred 
star ranking, location, amenities 
etc., the results in this box have 

no relevance to the query as 
these hotels may not at all be 
what the user wants and/or be 

available



• click through on hotel image to click through on map to

Status Quo – Click through from the One Box to Google’s vertical
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Vertical search 
filters

HPA ads

Google’s 
vertical



Status Quo for mobile lodging searches – self-preferencing

Irrelevant 
Carousel 
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A very big and self-
preferenced blue link to 
Google’s travel vertical, 

a “bait and switch”

SEO 

First part Second part Third part

SEM 



• There must be no differentiation or preferential treatment of Google’s verticals (compared to competitor 
services) in relation to display, linking or other forms of relative prominence on the SERP

• There must be equal treatment in relation to
– Prominence, which includes both location and proportion of screen allocated, formats and 

ranking/linking/rating criteria
– Richness/attractiveness, including design and feature – if Google’s vertical has a map, images, star 

ratings, reviews etc, competitor services have access to the same
– Linking and other functionality available within a SERP must be equally available to Google and 

competitor services

• Mobile is now at least as important as desk top, so principles must work on mobile searches

• Any solution to address self-preferencing needs to be applied on the SERP (what happens inside of 
Google’s own vertical search page is not relevant for this compliance requirement)

Guiding Principles for Compliance

5



Compliance will not mean a return to plain blue links

SEO 

SEO 
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SEM 

SEM 



• One Box in its current form is not compliant with the DMA. 

• It is not for competitor services to design the specific look and feel of the SERP for Google but principles:

– SEO results can be enhanced with rich text (and including photos etc), where all vertical search services (including Google’s) are run 
through the same algorithm and displayed without differentiation in relation to the richness and functionality of the content

– Similarly for paid/SEM content, Google must participate in the same payment mechanism, on the same terms as competitor services.
In addition, the FRAND obligation in Article 6(12) means that any payment mechanism must not extract a disproportionate amount of 
the revenue generated by competitor services, and that Google’s branded vertical could only occupy one slot

– SEO or paid/SEM slots allocated to Google cannot use data that is not publicly available, generated or provided by competitor
services (art 6.2) i.e. Google cannot fill the link-off on the SERP to its vertical with content provided by competitor services

• Any new unit devoted to vertical search products that are relevant to the general search query cannot be reserved for Google’s vertical. If 
used, it must

– Use the same mechanism to identify verticals displayed (with each brand displayed once) for all services (Google and competitor 
services), and display in the same manner (e.g. rich text, appropriate images)

– Allocate paid slots to Google and competitor services using the same payment mechanism (with no brand displayed more than once, 
and displayed in the same manner)

• Users clicking on any vertical displayed (whether free or paid), should be routed directly to the vertical site

Concrete solutions for the lodging vertical
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