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Special Issue on “Competition and Digital Economy” on HCC's 2019 Annual Report

In this year's annual report, we introduce a new chapter on presenting Hellenic
Competition Commission's (HCC) actions, which are adopted with the objective of
presenting various opinions, analyses, thoughts and reflections that are notified to us or
that regard important aspects that concern market players, and the wider “community” of
Competition in Greece and abroad. The initial objective of the following chapter is to
introduce these developments regarding economy and competition. In this way we
present to our readers a special part of the daily activities of HCC's administration and
staff, the one concerning updating on market developments - i.e., a continuous dialogue
regarding market challenges, the way they affect competitive process and consumers, and
of course what should (and will) be handled.

Given the wide range that a project like this may require, the context of a “special issue”
has been adopted. In HCC's 2019 Annual Report the special issue regards “Competition and
Digital Economy”, an issue that is discovered more and more by the average consumer.
The ongoing “digitization” of the world in every aspect (economy, education,
entertainment etc), obviously creates challenges, as well as discussion on the ways they
should be addressed. Next decade is expected to bring all these challenges, that we usually
read to foreign press, to the forefront of Greece. Hence the challenge for the HCC is
double: firstly, HCC must possess the legal and economic tools that will assist in
understanding and addressing these new phenomena and, at the same time, to have the
appropriate structure and research tools within the HCC so that it can face these new
challenges effectively and in time. The HCC undertook important steps to follow and
have a leading role in Greece's digital economy transformation. Already, since the last
semester of 2019 important steps were taken towards HCC's complete restructuring, in
terms of digital economy, development of necessary technological facilities and
cooperation with experts from Greece and abroad.

These thoughts and opinions are set clearly in the messages of our invited experts in this
special issue. At the beginning, Mr. M. Jacobides, Professor of Strategy and
Entrepreneurship in London Business School and Chief Expert Advisor on the Digital
Economy at the Hellenic Competition Commission, summarizes the challenges that result
from the expansion of “Big Tech” companies and the problems that arise from their
actions, especially in the Greek market. Greek e-Commerce Association (GRECA) informs us
for the specific challenges that the Greek market faces regarding e-commerce.

In chapter “Room with a View: The Challenges of Competition Law in 2030” we have the
pleasure of hosting the Heads of three Competition Authorities of EU Member States, Mrs.
Margarida Matos Rosa, President of the Portuguese Competition Authority (AdC), Mr.
Andreas Mundt, President of the German Bundeskartellamt (Federal Cartel Office), as well
as Mr. Martijn Snoep, Chairman of the Netherlands Authority for Consumers and Markets
(ACM). In their messages all three Presidents note the special challenges that digital
economy poses on competition and the action taken in order to prepare the organization
of Competition Authorities to address them.
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EU Big Tech regulation: Good job on trees, but what about the

forest?

Michael G. lacobides

Sir Donald Gordon Professor of Entrepreneurship & Innovation; Professor of Strategy
and Entrepreneurship

Chief Expert Advisor on the Digital Economy at the Hellenic Competition Commission

On 15 December, the EU unveiled the Digital Markets Act and the Digital Services Acts
(DMA/DSA), the most thorough reworking of the digital regulatory landscape to date.

SIR DONALD GORDON . . .

PROFESSOR OF Given the fact that many tech players may adjust to the “highest common

ENTREPRENEURSHIP & denominator” in terms of regulation, to avoid multiple offerings, and given the EU's

INNOVATION; leadership in regulating tech and the appetite of the US to regulate Big Tech, these

PROFESSOR OF STRATEGY rules may extend well beyond Europe.
AND ENTREPRENEURSHIP

xanA I lakwBidng

Much of the DMA is focused on a stricter approach to so-called ‘gatekeepers' - i.e.,
EMIKE®AAHE SYMBOYAOX THX he domi Bie Tech ) h as Facebook and Google. The Act is the EU'
e e hree i ea | the dominant, Big Tech companies such as Facebook and Google. The Act is the EU's
[IA ZHTHMATA WHOIAKHS response to growing unease over our existing regulatory apparatus, which is ill-suited
OIKONOMIAS to address the exclusion of rivals and customer abuse in digital marketplaces.
Moreover, Europe is concerned about losing out in the digital economy - since “Big
Tech” just so happens to be based in the US.

A gatekeeper is a particularly powerful player that may need to be held to higher
standards. In deciding what constitutes a gatekeeper, the European Commission
focused primarily on customer reach, total turnover and market capitalisation. It
concentrated on firms that use their technology platforms to engage with partner
firms through multi-party ecosystems and identified practices that should be banned
and controls that should be imposed. Although gatekeepers are open to competition
in principle, the key offenders -- such as Google, Apple, Facebook and Amazon - are
entrenched, partly due to multi-product ecosystems that actively lock customers in
(which unfortunately is not explicitly mentioned in the current EU proposals).

What defines these “multi-party ecosystems”? They have based their growth on
expanding into an ever-increasing number of verticals or diagonal relationships, as
mentioned in a recent study by Evolution Ltd (see https://www.evolutionltd.net/post/
regulating-big-tech-in-europe). In Google's case, this journey began with search,
before progressing to email and storage, - for free, by name, since Google has used its
knowledge of exactly what each user wants in order to sell personalized advertising.
So if the user stays in the "multi-product ecosystem" provided by the company, then
his ability to sell personalized ads increases. That was the reason for Google's
expansion into the content streaming market through the YouTube market, and the
reason why it later invested in creating the Android mobile ecosystem. All these
extensions allow Google to further increase the information about each user and the
time users spend in its ecosystem. Accordingly, the intention to expand in the health
sector through the acquisition of FitBit shows the interest in creating an ever-
increasing digital footprint. Facebook, meanwhile, is tightening the links between the
parts of its own ecosystem comprising Instagram and WhatsApp, and is keen to
expand into new areas- e.g., finally launch Libra, its own currency.
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This multi-product ecosystem approach goes well beyond the conglomerate strategies deployed by the
commercial titans of yesteryear. Today's Big Tech firms don't just want to cross-sell or benefit from common
overheads. Instead, these companies draw strength from "network effects" which are based on the fact that
customers want to participate in networks where there are other users, which strengthens the networks
and platforms that already have a dominant position. In addition, the strength of large technology
companies is based on the creation of a virtuous circle based on the data and engagement of their
customers: Their range allows a deep and detailed understanding of the activities and interests of their
customers, which gives strength to current services they provide and allows their entry into new ones.

Rather, «Big Tech» companies harvest their power from users in a cycle that reinforces their strength: their
scope enables a deep and detailed understanding of their customers' activities and interests, which begets
strength in the current services they provide and allows for entry into new ones --all amplified by Al
(Artificial Intelligence) capabilities that allow them to build and test predictive models in real time, further
improving both their efficiency and their profitability.

The sheer breadth and duration of customers' engagement underpins the success of Big Tech firms, but
each one leverages this access, and the information that it yields, in a different way. The business models of
both Google and Facebook depend directly on data that customers generate simply by using digital
platforms. Apple relies less directly on data, but still trades in it, receiving billions from Google in exchange
for making it the default search engine on Apple devices. Furthermore, Apple may be headed in the
direction of its Big Tech peers, as the share of its revenue from (data-driven) services - including its App
Store and apps within it - increases. Nevertheless, competition between the "Big Tech" companies is still
limited, although we expect it to intensify - partly due to the changing regulatory environment.

By divvying up the pie this way, Big Tech firms conspire to lock customers into the ‘walled gardens' they
have built. Alternatively, they can exploit the detailed knowledge they have gained, either by selling insight
to advertisers or by taking part in the AdTech business themselves. For customers, there is a fine line
between the convenience of customised offers and being locked in - and Big Tech know exactly how to walk
it. This poses interesting and innovative dilemmas regarding regulation, as convenience and personalized
service are welcomed by customers while restricting competition and innovation. So the question is: what
should we do from a regulatory point of view?
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The answer is not easy, as it requires a much more thorough analysis, in which we must weigh the advantages of
large technology companies by limiting both the competition and the potential for subversive innovations that Big
Tech prevents, often with aggressive acquisitions. And for that we need new tools. The problem is that the
regulatory community, which has now realized both the extent of the risk and the inability of traditional tools to
deal with it, has not yet undergone a radical restructuring. On the one hand, recent proposals to revise the
regulatory environment are in the right direction. On the other hand, we need to delve deeper into the business
models (ie, where companies make a profit) and the impact on the ecosystems of partner companies (multi-actor
ecosystem), another, distinct concept of ecosystems

The best place to start is with Big Tech business models. With Chinese firms like Huawei, concern is often focused
on how they could be gathering sensitive information about customers' actions - even though US-based Big Tech
is already gathering far more and monetizing it. So, the real challenge, in our view, is to “follow the money' and
look what firms are able to do with the information they obtain. How do they gain power over customers or
collaborators? How can they subvert the spirit of regulations, or even evade their scope?

As we assess the merits of proposed regulations, we also need to map their impact on both regulated firms and
the collaborators within their ecosystems - and ask the hard questions. Big Tech's ability to collect information
about customers, and their savvy in monetizing it, has obliterated much of the traditional media, undermining
quality journalism and, ultimately, democracy. The fact that 70% of the digital ad spend in Europe goes to
properties owned by Facebook and Google, as opposed to traditional media such as newspapers and magazines,
has undermined the media sector.

In the critical months ahead, large publishers such as SpringerVerlag will defend the regulations on these grounds.
However, other, smaller publishers, ad agencies and developers will defend Big Tech, because they have formed
symbiotic relationships with it. That is why we need to reach a firm yet nuanced view on what the regulation is
intended to achieve.
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We should also examine how regulations will affect Big Tech. Two crucial details could make a
difference here: first, the asymmetric enforcement between gatekeepers and others, meaning that
key players are held to a higher standard, and second, the fact that enforcement won't be devolved
to national regulatory agencies. Yet, based on many interviews and detailed research, we've
concluded that several of the remedies under consideration will add friction, but without necessarily
changing the game - like GDPR.

Barring the "nuclear option' of a breakup, we expect Google to be affected most, then Facebook, and
finally Apple. However, the new rules may affect more than cash flow. First, Big Tech will have to put
great effort into designing compliant IT systems. This will hold back their expansion and growth -
which regulators (understandably) want to slow down. It may hamper their innovation - but can
facilitate the innovation of others and increase competition and reduce Big Tech's control over their
ecosystems. Furthermore, if expansion into new areas such as healthcare becomes more difficult for
Big Tech, it's hard to see how they will be able to sustain the growth rate implied in their current
multiples. And if acquisitions are monitored more closely, with an eye to fostering competition, the
firms may lose some of their allure for investors. Overall, the devil will be in the detail, and much
depends on the vigour of implementation.

We expect significant pushback and debate in future months. Big Tech has geared up for the lobbying
fight of its life. On the EU side, there is steely determination, partly for the right reasons. However,
we believe there should be a far clearer separation between issues of regulation and customer
dependency on one hand, and industrial policy on the other. Europe should set clear criteria that will
apply to EU, US and Chinese firms alike, and consider how to regain its industrial might. It should not
try, as the US did with China, to undermine its rivals' firms to gain strength. Rather, it should cultivate
its own tech ecosystem based on more democratic, open structures, then enact policies to boost EU
tech.
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EU regulations can help nudge the tech world onto a more competitive trajectory. While we may lose
some of the seamlessness of a tightly run ecosystem, we will gain by ensuring competition really is a
click away- which is far from being the case today. We expect 2021 to be a year of intense debate. We
must ensure that we understand Big Tech business models and multi-product ecosystem lock-ins, so
as not to lose the forest for the trees

As far as our country is concerned, in the context of updating competition law, we should help in the
effort to strengthen digital competition, and to reduce the risk of the prevalence of a few, almost
exclusively globalized, such ecosystems. It will be useful for Greece, and the Competition Commission,
to have regulatory pressure levers on the platforms, given that our country has a large number of
partner companies (from small homeowners who work with AirBnB and Booking.com, as cooks and
distributors / delivery), who contribute significantly to employment, and potentially to tax revenues.
Greece must also enter the digital reality ready to stand up to competition so that new, innovative
platforms can offer their services, and to ensure that we provide the protection that competition
needs to thrive. The aim will be to protect innovation, and to prevent abuse. It is time for the
Competition Commission to enter the Digital Vanguard.

Other countries, such as Germany, France, Belgium, and the Netherlands, have already introduced
specific competition rules for ecosystems and platforms, which are complementary to the proposed
European changes. Greece must also enter the digital reality ready to stand up to competition so that
new, innovative platforms can offer their services, and to ensure that we provide the protection that
competition needs to thrive. The aim will be to protect innovation, and to prevent abuse. Now is the
time for the Competition Commission to enter the Digital Vanguard.
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Dr. Katerina Fraidaki

Greek e-Commerce Association |  President GRECA
Stelios Petridis
General Manager GRECA

Greek e-Commerce Association (GRECA), represents the whole market of
E-commerce and its services, consisting of more than 10.000 enterprises
active in our country. GRECA has established the Code of Conduct. Today
it has more than 500 members that represent 70% of total turnover in the
market and is the official representative of the state, by engaging in
dialogue with all institutions whose objective converges directly or
indirectly to e-commerce.

Katepiva dpaidakn,

MPOEAPOZ GRECA Moreover, is has a European presence, as its representative participate to
& Ecommerce Europe and the European Organisation for the Digital
ZTENLog MeTpidng, Commerce sector. The actions of the Association include the trust mark of
IR O SES  Greek e-shops, GR.EC.A Trustmark, as well as the organisation of the
Ecommerce week. GR.EC.A's main objective is the mapping of the e-
commerce market, at national level and the comparison of the Greece
standards to European.

E-Commerce in 2020

At the beginning of 2020 E-commerce in Greece increased by 30%. The unknown until then situation

caused by COVID-19 (lockdown), led e-commerce to an increase of 171%, during 18t week of 2020.

The increase in sales were also considerable during the «Black week» of 2020, during which we

observed an increase in sales of 154% when compared to previous 8 weeks of the same year. The

main points for year 2020 are:

- Increase in the number of on-line shops

- Increase in sales

- 120% increase in Greek e-shops' exports

- Increase in the number of consumers that trusted online for their purchases

- Increase in firms' investments to increase capacity to support e-commerce

- Notable increase in the number of recruitments to cover the need arising from the operation
of online shops

- Increase in the investments of express mail services

Future developments of the Sector

During the following period the introduction of all companies of the sector in development projects

of NSRF is expected i.e. besides from online shops, also for logistics, call centers, express mail service

etc.
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Moreover, the entry of multinational enterprises (Amazon, Ebay, Alibaba) in our country is
expected, but will also lead to decreasing national firms' turnover. For this reason it is important
to find a way for Greek firms to enter (respectively) in these networks so that they can start
selling their products in Europe and globally.

E-commerce area is a relatively new area for our country and the increasing demand arising
from the pandemic brought in the surface its “childhood diseases”. We consider that the
following issues are basic issues for its further development:

- Need for education

- Increase in investments in express mail services

- Financial tools and projects for the recruitment and training of employees

Financial tools and projects in order to cover the development and the set-up of online

shops

However, beyond the actions that need to be taken for the sector's development and growth,
we consider that obstacles exist, that undermine any business promising action. We briefly
mention the following:

Greek e-commerce is not competitive for the following three reasons:

- Increased VAT rate compared to European average

- Delivery cost from Greece to Europe (mainly) multiply higher than the delivery cost
applying to the reverse route

- Advertising Cost, the imposition of a 2% contribution for EDOEAP creates uneven
competition conditions between Greek and foreign online shops and contributes to the
decrease of cross-border sales of goods and services, leading to the weakening of the digital
economy in our country.

We consider that the inspections in online shops should be intensified to stop unfair practices
that lead to loss of public revenues, tarnish the image of the sector in consumers' eyes and
create conditions of unfair competition.

Moreover, attention should be paid to the “grid” of companies (carousel) that operates in an
orderly way and over time, by establishing legal entities in which natural persons from our
country or abroad serve as managers or legal representatives, that are extremely difficult to
locate, and have the characteristics of “missing merchant”, e.g. sales are completed on line, but
taxes are offset and are not paid to the government, by the trick of fake invoices of expenses
issued by suppliers that do not exist.
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Room with a view: “Competition Low challenges in 2030”

H pnelonoinon urp€e eruTaxuvTAS TNG TTaykKoopLotoinong Tig TeAeuTal-
€G dVo OekaeTieg. Exel 0dnynoeL oTNV EPPAVLION VEWV ETILXELPNHATIKWY
HOVTEAWYV KAl ONUAVTIKWY AAAQYywWY 0TOUC napadoolakolg TOUELC.

MapdAAnAa pe auTryv TNV Tdon, eva anodlopyavwTiKO YEYOVOG ETUTAXUVE
TNV pneonoinon 1o 2020. Ot dpapaTIKES CLUVONKEG TOU TEEPACHEVOU £TOUG
anarovoav CNUAVTIKH KOWWVIKH arndoTacn Kal avTo evioxuos anopact-
OTLKA TO NAEKTPOVIKO EUTIOPLO.

H Alavikn dtavopn Tpo@ipwy aAAd Kat Aot apadootlakol eumopLkol To-
pelc mou Baci¢ovTav oTnv auTomMPACWTIN APOLGCLA, O OPLOPEVES TIEPLTTW-
oelg, onuetwoav AN avEnon oTic dLadlKTUAKEG ayopeS o Alyoug yovo
Margarida Matos Rosa, hAvec. AuTn N Taon Ba ocuvexloTel ye TaxL puBuod To 2021 Kkat énetra. Oyt
MPOEAPOX THX MOPTOFAAIKHX HOVO LTApXEL HETARIBAON TWV TIWANCEWYV TWV ETUXELPNOEWY ATO PUOLKA
ARAEE ANTATGRIEMON KATAOTAUATA TIPOG TO YPNPLAKO KAVAAL AAAA KAl N 0XECN ETAEL Mapayw-
PRESIDENT OF THE YWV Kal TEAIKWY TeAaTwy urnopel va e€eAiybel oe Bapog Tou dlavopueal.

PORTUGUESE COMPETITION . . . . . o, .
Oplopévol pyeodlovTeg, eiTe PLOIKA KaTaoThpaTa ite 0xL, BewpolvTal

mMAeov MeptTTol, KABWG Pla ageon SLadlKTLAKN OXeON MWANCEWY eUPa-
viZeTal evrova peTaty Twy MEAATWY KAl TWV ayannuevwy ayabwy Kat
UTINPEGCLWY TOUC.

AUTHORITY

Me T€Tolec atloonuelwTeg eEeA(EeLg, 0 KIVOULVOG KATaxXPNOTIKWY TPAKTL-
KWV Kat dnulovpylac abeptTtwy ocupmpdEewy elval Tubavo va petapepbel
EV UEPEL OTO YNPLAKO MEPLRBAANOV. ZUVETIWG, TO HEANUA TWV ApXWV ETU-
BOANC TWV KavOvwY TOU avTaywviopoL Ba eival To va mpooTaTeoouy Kat
va evioxVOoOoULV TNV avVTaywVLOTIKE SLVAULKH OTOV PNPLAKO XWPO.

To «AdC», yla mapddetypa, dlatnpel we mpoTepaAdTNTA TNV €PELVA LOXL-
pwv evdelewv amokAelopol TNG ayopds yla VEOUC avTAyWVIOTESG HEOW
OTPATNYLKWY amoKAeLlopoU. H avnouyxia auTh cuvenayoTav TNV ECWTEPLKN
AvATTUEN LKAVOTATWYV KaTd To €Tog 2020, n onola Ba evioxubel Ta emopeva
xpovla.

MLla dlaTunuaTikn pnelakr opdada epyactag, n omnola mapapevel MARPWG
o€ oYL T0 2027, CLUYKEVTPWVEL TNV KAADTEPN TEXVOYVWOLA TWV TUNUATWV
TIOUL ACYOAOVVTAL PE TIG AVTL-AVTAYWVLIOTIKEC MPAKTIKEC, TIG CLYXWVEVOELG
Kal TIC JEAETEC ayopdc. Me pia 1600 ypriyopn aAAayr mou avapeveTal
kKaTd Tn dldpkela Tne dekaeTiag, ol ApxEC AvTaywviouoL Ba TIPEMEL avau-
PLoORATNTA va LTOoTNPIEOLY —KaL VA EVIOXVOOLV— TOV AVTAYWVLIOHO OTNV
PNPLaKH olkovopia, ETOL WOTE oL evKalpleg Kat Ta OPeAN yLa TNV Kovwvia
va PropolV va bAoTIoINBoUV Ye Tov KaTAaAANAO TPOTIO.
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Digitization has been an accelerator of globalization in the past two decades. It has led to the
emergence of new business models and significant changes in traditional sectors. Alongside
this trend, a disruptive event accelerated digitization in 2020.

The dramatic circumstances of the past year required significant social distancing and
this has resolutely boosted e-commerce. Retail food distribution and other traditionally in-
person commerce saw, in some cases, a two-fold increase in online shopping in only a few
months. This trend will continue fast-paced throughout 2021 and beyond. Not only is there a
transfer of firms' sales from bricks-and-mortar to the digital channel, but also the relationship
between producers and their end-clients may evolve to the detriment of the distributor. Some
intermediaries, whether bricks-and-mortar or not, are now seen as unnecessary, as a direct
online sales relationship emerges strongly between clients and their favourite goods and
services.

With such notable developments, the risk of abuse and collusion has all the likelihood of being
partly shifted to the digital environment. It will thus be the enforcers’ concern to protect and
enhance competitive dynamics in the digital space.

The AdC, for example, is keeping as a priority the investigation of strong signs of market
foreclosure to new players through exclusionary strategies. That concern entailed internal
capacity-building in 2020 which will grow stronger throughout the coming years.

A cross-departmental digital task force, which remains fully in force in 2021, brings together
the best expertise of the anticompetitive behaviour, mergers and market studies departments.
With such fast paced change expected over the decade, competition authorities will undeniably
have to advocate —and enforce- competition in the digital economy so that opportunities and
benefits to society can appropriately materialize.
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H wnoplomnoinon gpepvel kawvoTopia, avamTugn Kat eukatpies yla OAouG.
QoTb60o0, cLVETAYETAL ETIONC TMAEOVEKTAPATA KAl JelovEKTAPATA. a va
OLacPaALoTEL 0 BEPLTOC AVTAYWVIOPOC OTIC PNPLAKEG AYOPEG, Ol APXEG
QAVTAYWVIOHOU TIPETEL VA ETTAYPUTIVOUY KAl va cuveX{oouv TIg dpacTneldTn-
TEC ETUROANC TWYV KAVOVWY TOU AVTAYWVLOHOU, KaBWGE KAl VA TipowBrioouy
TNV evalobnTomMOiNoN 0 BEPATA KAL TIOALTIKES AVTAYWVIOUOU.

Me Bdon Ta mapamndvw, N PneLaKr olkovouia mapapevel n kopupaia mpoTe-
paloTnTa Tou «Bundeskartellamt». Exoupe ndn mpaydaTomno|oet ETUTUX WS
TOAAEG VopLKEG Oladikacieg opdonua, oL oToleg apopolV THV YPNPLAKNA
olkovopia epappodovTag anoPacloTIKA Ta LUTIAPXoVTA epyaAeia avTayw-
viopoL. TauToxpova, Ta HECA Pag TIPETEL VA TIPOCAPUOOVTAL CUVEXWC OTO
OLaPKWC PETABAAAGUEVO TIEPIBAAAOV YLa va BLaTnNPOUV TIG AYOPEG AVOLKTES
KAl avTaywVIoTIKEG, 10lwG ekelvec Tou yeTaoxnuaridovral yeow Tng ola-
dikaotag Tngwnelomoinong.

Andreas Mundt,
MPOEAPOS THE FTEPMANIKHE
APXHZ ANTAFQNIZMOY

PRESIDENT OF THE
BUNDESKARTELLAMT

Xpela¢opaoTe eniong veoug TPOMOUG YL TNV AVTIHETWION TWV MPORANUATWY TIOL TIPOKAAEL N YNPL-
oroinon. Eva gépog Tng andvrnong 8a uiopouoe va ival mpdobeTa Yeoa oTo mvelua Tng vouobeatag
nepl avraywviopol. H 10n Tporomnoinon Tou yepuavikol vouou mept avTaywviopol Ba eTUTPEPEL OTO
«Bundeskartellamt» va avTUe TWTIOEL ATOTEAECUATIKA TIC TIPOKANCELG TIOL EYE{POLV OL ETALPELEG LYLOTNG
onuaoctag yla Tov avTaywviopo oTig Slapope ayopes. AuTr n vopoBeTIKn dladikacia exet dn mpoyw-
proeL TIOAU Kal eTOACOPACTE VA EPAPUOCOUHE TO VEO AUTO PECO. EKTOG amod Tig dadikaoteg kat Ta
evvoloAoyLkd BepeAta, To «<Bundeskartellamt» cUUBAAAEL ETUONG UE TNV TEXVOYVWOLA TOL 08 EBVIKEC Kal
dleBvelc oudnTnoelg yia emelyovTa BepaTa MOALTIKNG QVTAYWVLIOUOU TIOL eyelpel N YneLakn owovouia.

AvapopLKd Pe TO HEAAOV, O ATIOPACLOTIKOG mapdyovTag elval 0TL oL mapepBacelg pag Ba mpemnel va
€X0ULV ETIAPKN €TUOPAON OTIG AyoPEG. Ta SLoPBWTIKA UETPA Elval EMOPEVWE BACLKN TIAPAUETPOC YA TNV
agLloAdyNon TNG AMOTEAECHATIKOTATAC TNG EPAPHOYNG TWV KAVOVWY TOU avTaywVIopoU. TauTdyxpova,
TPETEL va BupduaoTe OTL 0 vopog mepl avTaywviopoL dev eival avaketa Kal dgv Urnopel va eTuALoeL
OAQ TA TPORANUATA TIOL TPOKUTITOLV Ao TNV YneLonoinon.

B e e O S O R e e e

Digitalisation brings innovation, growth and opportunities for all. However, it also entails both advantages
and disadvantages. To ensure fair competition in digital markets, competition authorities must stay vigilant
and continue their antitrust enforcement activities as well as promote competition advocacy.

In light of the above, the digital economy remains the Bundeskartellamt's top priority. We have already
successfully conducted numerous landmark proceedings involving the digital economy by resolutely
applying existing competition tools. At the same time, our instruments need to be constantly attuned to the
ever changing environment to keep markets open and competitive, in particular those markets that are being
transformed by digitalisation. We also need new ways to tackle the problems that digitalisation causes. One
part of the answer could be additional instruments in the spirit of competition law. The 10th amendment to
the German Competition Act will enable the Bundeskartellamt to effectively address challenges raised by
companies of paramount significance for competition across markets. This legislative process is already
well advanced and we are getting ready to apply this new instrument. Apart from its proceedings and
conceptual groundwork, the Bundeskartellamt also contributes its expertise in national and international
discussions of urgent competition policy issues raised by the digital economy.

With a view to the future, the decisive factor is that our interventions must have sufficient impact on the
markets. Remedies are therefore a key parameter for assessing the effectiveness of antitrust enforcement.
At the same time, we must remember that competition law is no panacea and cannot resolve all the
problems emerging from digitalisation.




o A
Martijn Snoep
MPOEAPOS THE OAAANAIKHE

APXHX TIA TOYZ KATANAAQTEX
KAI TIX ATOPEX

CHAIRMAN OF THE
NETHERLANDS AUTHORITY
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Me Tnv Mpd&n ya Tic Wnplakeg Ayopeg kal Tnv MpdEn via T Unplakeg
Yrinpeoieg, n Evpwnaikn Emrpornn kat ot Apxeg AvTaywviopol Twv Kpa-
Twyv Mehwv SLaBETOLY EMAPKI ex ante Kal ex post voulkd epyaleia yia va
dLATNENOOLY TIG EVPWTIAIKEC AYOPEG AVOLXTEC KAL AVTAYWVIOTIKEC KATA
TNV mpooexn Ynelakr dekaeTia. QoTdoo, Ba LTIAPEOLY TOAAEC TIPOKANTELG,
€ TLC TIO TILECTIKEG AUTEG TOU €VTOTUOMOL Kal TNG OlwENg. ErutpeyTe
Hou va oag eEnyrnow:

TakapTEA anoTEAeocay To VOUEPO €va onuelo oTn AloTa mpoTepaldTNTAG
ETIROANG TOL AVTAYWVIOPOUL JEXPL TIG APXEC TOL alwva. H elcaywyn Katn
ETIEKTACN TWV TIPOYPAUUATWY ETUEIKELAC TIPOWBONCAV TOV EVTOTUOWO Kal
Tn Olw&N Twv KapTEA. Ta kupldTEPA TIPOCTLUA Kal N YEVIKA duoapEoKeLa
TOUL KOLWVOU evavTiov JUOTIKWY KapTEA KaBoplopol TIHWY Kabdploay Thv
emuTuxia Twy apywy. OLouvepyalouevol alTOLVTEC TIEIKELQ KATESTNOAV
BUOKOAO yLla AAAEC eTAlPElEC VA QUPLOBNTACOLY TaA TIPAYPATIKA TEEPLOTA-
TIKA.

Ewg 10 2030 Ba avatpeEouue oTnv mepiodo 2000 — 2020 w¢ TNV AKUN
Tng eTlBOANC TNG vopoBeoiag kaTd Twy KapTeA. Ta kapTeA elvat amnibavo
va tapapeivouy n vouePO £va TIPOTEPALOTNTA YA TO LTIOAOLTTO AUTAG TNS
dekaeTiac. To mo mbavo elvat yla TIg LTOBECELG KaTdypnong deomolouoag
Beong and TG «BigTech» eTalpeleg ol onoleg Ba anacxoAnocouy Ta Mpw-
ToogAlda. OL LTIOBECELC auTEG — BACEL £iTE VEWY ex ante iTe TaAalwy
ex post epyaieiwv — Ba mpooPEPOLY TIOAD TIEPLOCOTEPEG TTPOKANTELG YLa
TOV EVTOTILOUO Kat Tn SlwEn amno o, TL Ta KAPTEA OTO TAPEABOV.

Aev UTIAPXOLV ALTOVVTEG ETUEIKELAC VLA TNV TIAPOXH ECWTEPLKWYV TIANPO-
(POPLWV OXETLKA e TN AELTOLPYLA TN CUPTIEPLPOPAS TIOU BLEPELVNBNKE.
OukaTayyeAovTeC, 1BLWGE oL PIKPOTEPOL, BEV EXOLV TOUC {BLOLC TTOPOUG KAl
KlvnTpayla va cuvepyacToly og pla epeuvan va eival anpobupol Adyw Tou
(POBou avTuTolvwy. Av Kat n kowr) yvwpn dev BAETEL ELVOIKA TIC ETALPELEG
«Big Tech», woTOOO, OL MEPLOCOTEPOL KATAVAAWTEC £lval EuXaAPLOTNUEVOL
anod TIG UTNPEOLEG TOUG. ZUVETIWG, N BAARN TWV KATAVAAWTWY Via (e-
POPEVN KATAXPNOTIKN oupneplpopd Ba eival o dVoKoAo va egnynBetl
OTO €UPUL KOO, ETunAgoy, ol dlwkopeveg eTalpeieg Ba elval mpodupeg
KAl LKAVEG VA au(pLoBNTACOLY KABE AETITOUEPELA TWV TRAYMATIKWY Kal
VOULKWYV LOXUPLOUWV.

Aev uiapyet kapla «acnuevia opaipar yia TNV avTIHETWIILON OAWY AUTWY
TwV MPORANPATWY. To ex ante epyaAeio mou BeomioTnKe MPOOPATAAVA-
HEVETAL VA TIPOOPEPEL KATIOLA PLKPN Borbela, aAAd Ba anattnBet emniong
€va 0AOKANPO CUVOAD OPYAVWTIKWY CAAQYWY, OTIWG N avarlTuEn vewy
OeElOTATWY KAl TIRAKTIKWY YLC TH OLVEPYACLA UE TWPLVOUC 1N TIRUWNY UTIOA-
ANAOULG TTANPOPOPLODOTES, KABWIG KAl JE AVWVUHOUG KATAYYEAAOVTEG ano
TG eTalpeiec. Ot olkovouoAoyol Ba TIPETEL va avanTUEOUV VEEG Kal £EN-
ynolueg Bewplec BAARNC pe pLa Loxupn ednelptkn Bdaon. Ot ETUOTAPOVEG
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dedopevwy Ba mpemel va elval o BEoN va evToridouy Kal va Teplypdpouy Tn AELToupyla TwyY
AAYOPIBUWY e TPATIO OV PTIOPEL VA MAPOLOLAZETAL WG ATIOOELKTIKO OTOLXELO OTO OLKACTAPLO.
Kat ot voulkec umnpeocieg Twy Apxwv MPETEL va elval TIPOETOLUACHEVEG YA JAKPOXPOVIEG KAl
nMeP{MA\OKEC VOULKEG JAXEG evAVTIOV TPOUEPWY QVTUTAAWY UE BABLEC OLKOVOULKEG TOETEG.

AuTO avappiBoAa Ba aAAGEEL TOV XapakTrpa TNG dNUOcLag eTBOANG Tou dlkatov Tou avTayw-
VIOHOU Kal TwV 60wV Tou, aAAd ol eEEAIEeLC KaTA TIC ponyoLpeveG dekaeTiec delxvouv OTL
oL ApXEC AvTaywvLopoL elvat og Beon va eEeALXB0UV yLa VA QVTILIETWTIOOLY TIG TIPOKANCELG
Tou 2030 Kkal emeLTa.

OO OO OO OO

With the Digital Markets Act and the Digital Services Act, the European Commission and the
Member States’ competition authorities should have sufficient ex ante and ex post legal tools
to keep European markets open and competitive during the upcoming digital decade. There will
be many challenges though. One of the most pressing is going to be detection and prosecution
in practice. Let me explain.

Cartels hit the number one spot on the competition enforcement priority list by the turn of the
century. The introduction and expansion of leniency programs propelled cartel detection and
prosecution. Headline worthy fines and a general public resentment against secretive price-fixing
cartels determined the authorities’ success. Cooperative leniency applicants made it hard for
other companies to challenge the underlying facts.

By 2030 we will look back at the period 2000-2020 as the heydays of cartel enforcement. Cartels
are unlikely to remain the number one priority for the remainder of this decade. It's likely going to be
abuse of dominance by Big Tech that will determine headlines. These cases — on the basis of either
new ex ante or old ex post tools - will provide far more challenges for detection and prosecution
than cartels did in the past. There are no leniency applicants to provide inside information on the
workings of the investigated behaviour. Complainants, particular the smaller ones, do not have the
same resources and incentives to cooperate with an investigation. They can also be reluctant due
to fear for retaliation. Although Big Tech is not viewed upon favourably in the public opinion, most
consumers are by and large happy with their services. The consumer harm of alleged abusive
behaviour will be harder to explain to the general public. And the prosecuted companies will be
willing and able to challenge every single detail of the factual and legal allegations.

There is no one silver bullet to address all these issues. The newly introduced ex ante tool will help
a bit, but the issues will also require a whole set of organizational changes, like the development
of new skills and practices to work with current or former employee whistle blowers and with
anonymous company complainants. Economists will have to develop new explainable theories
of harm with a strong empirical foundation. Data scientists will need to be able to detect and
describe the workings of algorithms in a way that can be presented as evidence in court. And the
authorities’ legal services need to be prepared for long-drawn-out and sophisticated legal fights
against formidable opponents with deep financial pockets.

This will no doubt change the character of public competition enforcement and of its institutions,
but the developments during the previous decades demonstrate that competition authorities are
able to evolve to face the challenges of 2030 and beyond.
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