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Digital Markets Act
Background

What is it about

• DMA regulates gatekeeper power of large digital companies

How we got here?

• Content-related sector-specific legislation

• Courts and legislation

• Increasing market power and concentrations/mergers/acquisitions

Where are we?

• Compliance stage 

• New gatekeeper designations upcoming
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Digital Markets Act
What is a gatekeeper? Broadly speaking

Market Capitalization

•  EUR 75 billion in the last financial year

OR 

Revenue

•  7,5 billion in each of the last three financial years

Number of business and end users

• 10 000 yearly active business users

• 45 million monthly active end users
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Digital Markets Act
Why is it important for hospitality sector?
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Agenda – Part I
Google Search

11:00 – 11:15 / Google Search - Welcome and setting the scene Markus Luthe, IHA CEO 

and Chair of the Distribution Working Group / Matej Zezlin, Public Affairs Manager, 

HOTREC (moderator) 

11:15-12:00 / Presentations and discussion 

• M. Javier Delgado Muerza, Managing Partner & CEO EMEA, Mirai

• Roland Schegg, Professor of Tourism at HES-SO Valais, Switzerland 

• HOTREC member(s) (Members are invited to volunteer to share their experience) 
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Digital Markets Act – Google Search
What do we know?

• Hotel websites pushed down the search order

• OTAs/metasearch given better visibility and position

• Decrease of clicks to direct websites

• Decrease of direct hotel websites visibility from organic search

• Decrease in revenue



HOTREC 88th General Assembly | 26 April 2024 | Budapest, Hungary

Digital Markets Act – Google Search
What changed?

• A lot…
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Digital Markets Act – Google Search
Part 1 Part 2 Part 3
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Digital Markets Act – Google Search
Lodging Places Sites
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Digital Markets Act – Google Search
Hotel ‘’profile’’
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Digital Markets Act – Google Search
Part 4 Part 5 Part 6
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The role of search and meta-search in the hotel 
reservation process: insights from empirical studies

Breakout session on Google Search / DMA 

April 26, 2024, Budapest

Roland Schegg

Institute of Tourism, HES-SO Valais-Wallis, Switzerland
roland.schegg@hevs.ch
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AGENDA

▪ Booking trends among tourists (insights form empirical studies)

▪ Trends among global distribution players (OTA) 

▪ Metasearch in the European hotel industry (HOTREC survey)

▪ Conclusions
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Study "Living and travelling in the digital age": Survey on the 

information and booking behaviour of travellers in 

Switzerland, Germany and France

Imboden, Allemand & Schegg (2022): Vivre et voyager à l'ère du numérique. Rappport du projet de recherche «Vers 

une transition numérique inclusive dans le tourisme». HES-SO Valais-Wallis (April 2022)

Exploratory study from 2021/2022 based on an online survey.

Participants:

▪ A total of 965 respondents: 346 from Switzerland, 305 from Germany, and 314 from 
France.
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Information sources for travel by age

Imboden, Allemand & Schegg (2022): Vivre et voyager à l'ère du numérique. Rappport du projet de recherche «Vers 

une transition numérique inclusive dans le tourisme». HES-SO Valais-Wallis (April 2022)



Institut für Tourismus
Seite 16

Usual booking channel for accomodation by age

Imboden, Allemand & Schegg (2022): Vivre et voyager à l'ère du numérique. Rappport du projet de recherche «Vers 

une transition numérique inclusive dans le tourisme». HES-SO Valais-Wallis (April 2022)
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Guest survey Austria: Booking channels for hotels in 

the summer seasons 2019 - 2021

Österreich Werbung (Holger Sicking)  – Webmark Studien 2019 (n= 5998), 2020 (n=5283) und 

2021 (n= 5855), Gästedaten jeweils Mai-Oktober
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Guest survey Austria: Booking channels for hotels in the 

summer season 2019 – 2021 by age of guests

Österreich Werbung (Holger Sicking)  – Webmark Studien 2019 (n= 5963, 101 Destinationen), 2021 (n=5810, 101 

Destinationen)
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Expedia Study - The Path To Purchase: 

Resources used leading up to a travel purchase

Expedia Groupe 2023. This consumer survey was conducted by Luth Research between March 24-April 19, 2023, 

among 5,713 participants 18 years and older in seven markets: Australia, Canada, France, Japan, Mexico,

and the U.K. and U.S. who booked online travel within the last six months.

Looking at the percentage of travelers that use each 

resource in the 45 days leading up to their purchase, 

OTAs are used by most travelers.

https://welcome.expediagroup.com/path-to-purchase-2023/EG-Path2Purchase-2023-Main-US.pdf
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Expedia Study - The Path To Purchase: Resources 

used throughout travel path to purchase

Expedia Groupe 2023. This consumer survey was conducted by Luth Research between March 24-April 19, 2023, 

among 5,713 participants 18 years and older in seven markets: Australia, Canada, France, Japan, Mexico,

and the U.K. and U.S. who booked online travel within the last six months.

INSPIRATION RESEARCH PLANNING BOOKING

https://welcome.expediagroup.com/path-to-purchase-2023/EG-Path2Purchase-2023-Main-US.pdf
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AGENDA

▪ Booking trends among tourists (insights form empirical studies)

▪ Trends among global distribution players (OTA) 

▪ Metasearch in the European hotel industry (HOTREC survey)

▪ Conclusions
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Strong trend towards bookings via mobile devices

https://www.statista.com/statistics/1372230/revenue-share-by-device-leading-online-travel-

agencies-worldwide/

Estimated desktop vs. mobile revenue share of leading online travel agencies 

(OTAs) worldwide in 2022

Desktop Mobile
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Strong trend towards bookings via mobile devices

https://www.phocuswire.com/Online/how-otas-plan-to-win-and-retain-customers/55393

2024: 50% of all OTA 

bookings via mobile 

in the USA
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Marketing Spend of global Players (for Google 
and co)

https://www.phocuswire.com/online-travel-giants-new-record-marketing-spend-in-2023
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AGENDA

▪ Booking trends among tourists (insights form empirical studies)

▪ Innovations among global distribution players (OTA) 

▪ Metasearch in the European hotel industry (HOTREC survey)

▪ Conclusions
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Are your rates and availabilities accessible with a 
direct interface with a meta-search engine?

HOTREC distribution study 2024 (preliminary data)
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If you have a permanent connection, with which meta-
search engine do you link up?
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Google “eating” meta-search

https://skift.com/2024/04/01/how-travel-metasearch-lost-its-mojo/
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AGENDA

▪ Booking trends among tourists (insights form empirical

studies)

▪ Innovations among global distribution players (OTA) 

▪ Metasearch in the European hotel industry (survey)

▪ Conclusions
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Overall conclusions

Booking channels of the future are ...

▪ the booking channels of the past -> no revolution but evolution

▪ the booking channels of the younger generations -> generation shift

▪ Direct channels remain important, especially in accommodation

▪ Mobile bookings (via app) will soon dominate the booking landscape (drivers: new generations / 

loyalty programmes -> e.g. Genius from Booking)

▪ Meta-Search: still less than half of hotels use this option. Google has become the dominant 

player in this area erasing other players
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Questions & 
Discussion



Contact Roland Schegg
University of Applied Ssciences of Western Switzerland Valais-Wallis (HES-SO Valais)

School of Business

Institute of Tourism (ITO)

TechnoPôle 3

CH-3960 Sierre/Siders, Switzerland

Phone +41 (0)58 606 90 83

E-Mail: roland.schegg@hevs.ch 

Twitter: @RolandSchegg

LinkedIn: ch.linkedin.com/in/rolandschegg/

University: www.hevs.ch

Tourism Observatory: www.tourobs.ch

Bachelor of Science HES-SO in Tourismus  in German, French and English

https://www.hevs.ch/en/schools/school-of-management/tourism/bachelor-s-degree-in-tourism-200050
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Backup slides
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Rapid adoption of innovations: “AI-Powered 
Travel Planning - Booking.com’s Novel Approach”

https://marketbusinessnews.com/ai-powered-travel-planning-booking-novel-approach/338068/
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Machine Learning (ML) in the Frontend of 
Booking.com since more than a decade

Bohle at Montreux International Forum: https://mitf.ch/wp-content/uploads/2023/11/MITF2023_Bohle.pdf

400 AI and data scientists at Booking!
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Machine Learning (ML) in the Frontend of 
Booking.com

https://marketbusinessnews.com/ai-powered-travel-planning-booking-novel-approach/338068/
Bohle at Montreux International Forum: https://mitf.ch/wp-content/uploads/2023/11/MITF2023_Bohle.pdf
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The increased use of advanced AI features by 

Google, OTAs, and Meta-Search Engines 

The use of AI offers significant competitive advantages to big players in the hospitality industry, particularly 

in the following areas:

▪ Predictive Analytics for Pricing: AI allows large players to analyze extensive data sets to predict market 

demand and adjust pricing strategies in real-time, maximizing revenue potential. 

▪ Personalized Customer Experiences: Big players use AI to personalize the booking experience, 

recommending hotels, destinations, and services based on the customer's previous behavior, preferences, 

and other available data, leading to higher conversion rates

▪ Efficient Distribution Channel Management: AI helps optimize how rooms are allocated across various 

channels, determining the most profitable mix of direct and third-party bookings, which might be challenging 

for hotels to manage without similar technology.

▪ Advanced Market Insights: Through AI, large players gain deep insights into market trends, customer 

satisfaction, and competitive dynamics, allowing them to make strategic decisions and adapt quickly to 

market changes 

▪ Enhanced Operational Efficiency: AI can automate routine tasks, like customer service inquiries through 

chatbots, or manage reservations and cancellations, saving on labor costs and increasing efficiency, which is 

particularly beneficial for larger organizations with vast operations
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Possible negative effects of DMA

▪ Hotels are concerned about potential negative impacts on their visibility in Google search 

results due to the changes being made in compliance with the DMA

▪ The feared increase in visibility for OTAs and metasearch engines could result in an increased 

reliance on these platforms by hotels to gain visibility and bookings -> increase the costs 

associated with commissions, impacting the overall profitability for hotels.

▪ Hotels will need to adapt to these changes by potentially investing more in their direct 

marketing (loyalty programs) and SEO efforts to maintain visibility in search results. 

Additionally, hotels could focus on differentiating their offerings, providing unique and value-

added experiences that can be directly communicated to potential customers, thereby 

encouraging direct bookings.
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Agenda
Booking.com

12:00 – 12:10 / Booking.com - Setting the scene 

Markus Luthe, IHA CEO and Chair of the Distribution Working Group/ Matej Zezlin, Public 

Affairs Manager, HOTREC

Intervention by Andrea Collart, Partner, Forward Global and Umberto Gambini, Partner, 

Forward Global

12:10-12:30 / Discussion
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Digital Markets Act - Booking 
Background

History:

• Over a decade long struggle of European hoteliers 

• Courts and legislation

What happened?

• Booking unsuccessfully lobbied against the scope of the DMA

Where are we?

• Close to designation – Mid May 2024

• Ensuring compliance  and ‘’getting it right’’
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Digital Markets Act - Booking 
Key issues 

• Ban on all price parity clauses

• Hotels should be allowed to offer better prices on their direct 

distribution channels 

• Ban on self-preferencing

• Listing should include a link to the direct website of the hotel

• Better access to data generated by listing 

• Access to data such as email address and phone number

• Other types of data? Hotels chains 

• Allow access to national courts

• Hotels should be able to complain about ALL infringements in front of 

national courts

• Do not force hotels to opt in for payment services 

• Hotel should not be forced to use Booking’s payment services and 

should offer alternatives
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