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A PARADIGM OF A TWO-SIDED 
PRICE COMPARISON PLATFORM

T H E O D O R A  A N T O N I A D O U
C A S E  H A N D L E R - S T A T I S T I C I A N
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(Speaking in a personal capacity - the views expressed are not necessarily 
those of the Hellenic Competition Commission)



THE GREEK ENVIRONMENT

• Booking.com, Expedia (Commitments-2015)

• Press distribution (Opinion-2019)

Ongoing cases

• E-Government health services platform

• Online sales of durable goods (RPM)



SKROUTZ PLATFORM



SEARCH RESULTS



SKROUTZ PLATFORM

• Two-sided market: 1. retailers 2. shoppers

• No control over the products

• Market power: Skroutz is price setter on all sides of 

the market

• Cross-network effects: Retailrs’ benefits from 

participating depend on the extent of shoppers’ 

participation 

• Price level versus Price Distribution

• Feedback effects

• Participation-Balancing



MARKET DEFINITION

• Market definition is an attempt to define a group of 

products, which are substitutable to such an extent 

that the firms producing them can be perceived as 

competing against each other and which therefore 

constrain each other’s ability to increase prices. 

(Filistrucchi 2013)

1) Define relevant services offered by Skroutz

2) Assess substitution possibilities on each side



DIFFICULTIES OF MARKET DEFINITION (1)

1) define one versus two markets

• Multiple one-sided markets or a single multi-sided market?

• 1) services to the retailers and 2) services to the shoppers 

or price comparison services possibly leading to a 

transaction between a retailer and a shopper 

2) candidate substitute products 

• Considering multi-homing or single-homing, different 

distribution channel or business model

• Skroutz faces competition (inter-platform) from other rival 

platforms (Bestprice, Amazon) 

• (intra-platform) from one-sided competitors (online/offline 

retailers shops)  



DIFFICULTIES OF MARKET DEFINITION (2)

3) multiple connected sides 

• the platform is competing not only for retailers but for 

shoppers too

4) SSNIP test modified and adapted

• Which price the hypothetical monopolist should be 

raising ?

• Consider profits on one or all sides of the market?

Whether merchants would switch away from the 

platform following a price increase and the buyers’ 

reaction to such an increase 



RECENT THEORY

• Transaction platforms vs. non- transaction

• Observability of the transactions (yes)

• Pass through the price difference to the other side

• Positive network effects for all sides of the platform

• Indirect network effects - need to account for all sides 
when setting the fees.

• Price level and price structure

• Multi-homing or steering efforts relying on exclusivity 
contracts (inter-platform)

• Within-side (between sellers) competition (Intra-platform)

• Sellers competition with bricks-and-mortar sellers 

• Platforms act as sellers as well (hybrid marketplaces) 

• Modified SSNIP test (sum of prices)



A SUMMARY OF MSP CLASSIFICATIONS
Do sides transact through the platform? Are the transactions observable? 

Market Type Yes No

Transaction markets Non-transaction markets

Do pass-through effect present? Do both sides search for matching? 

No Yes Yes No

Transaction markets

without pass-through

Transaction markets with

pass-through

Matching markets Audience market at least at one

side

Network effects Are network effects positive for all sides of the platform? 

Yes Yes Yes Not always

Markets to be

determined

One multi-sided market. The product is ability to transact 

with another side of MSP 

One multi-sided market.

The product is ability to find

matching

Several interrelated markets.

The products are different:

audience for one side, content

for the other.

Pricing strategy Relative price affects the

market, so fees for

different sides are to be

charged separately

MSP cannot control relative

prices, so it focuses on the

total price (sum of prices

charged for both sides)

As transactions after the

matching are not observ-

able, MSP charges partici-

pation fee only. Or charge a

third party (advertisers).

Only participation fee. If the

“audience” side generates

strong positive cross-platform

effect, it is rational to minmize

its participation fee or to provide

it some matching service

(separate multi-sided market).

The side that searches for the

audience is to be charged

participation fee.

Market
characteristics

Market size is to be

measured by value/ vol-

ume/ number of trans-

actions. Prices are

different for different sides

Market size is to be measured

by value/ volume/ number of

transactions. Price of

transaction is the sum of

prices charged for both sides

Market size is to be mea-

sured by the number of

users on both sides. Prices

are different for different

sides

Several markets with their

prices and volumes. Network

effects are to be taken into

consideration, when estimating

demand and evaluating rivalry

and entry

Market
delineation

SSNIP for one market

corrected for cross-

platform effects

Traditional SSNIP for one mar-

ket

SSNIP for one market cor-

rected for cross-platform

effects

SSNIP for each of the markets

corrected for cross-platform

efforts



OLD THEORY (1)

To assess competitive constraints faced by Skroutz we 
consider:

• • Demand substitution at each side;

• • Supply substitution.

Potential shoppers and retailers substitutability

• If prices are raised in Skroutz market, how would 
costumers respond? 

• – Include markets that consumers would substitute 
to;

• – Exclude markets they wouldn’t.

THIS DETERMINING THE 
RELEVANT MARKET



OLD THEORY (2)

To assess competitive constraints faced by Skroutz we 
consider:

• • Demand substitution at each side;

• • Supply substitution.

Potential supplier (short term) substitutability

• If prices are raised in Skroutz market, how would 
suppliers respond?

• – Include suppliers/platforms who would 
immediately enter the Skroutz market;

• – Exclude suppliers/platforms who wouldn’t.

THIS DETERMINING THE 
RELEVANT MARKET



CONCLUSION

• The application of traditional methods for market 

definition in two-sided platforms still works but we 

need to have a holistic look at market 

circumstances
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