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Context – market transparency regulations

Many countries have introduced market transparency regulations with the objective of
providing consumers with better information (on prices)

– prices in retail gasoline markets, e.g. in Austria, Germany, France
– prices in the agricultural and food supply chain, e.g EU

Main argument: reduction in information frictions as a source of market power which
then leads to lower prices... (if no tacit collusion)
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Contribution and findings of the paper

What are the effects of market transparency regulations on prices and consumer
surplus? Are consumers better or worse off?

Contribution: Focus on the trade-off between the attention effect and the matching
effect

– attention effect: restricting transparency induces firms to compete for attention
– matching effect: low quality firms with lower marginal costs are more inclined, on average,

to charge lower prices

Approach and application: Structural model of the German retail gasoline market
– Since 2013, the German gasoline stations have been obliged to transfer prices to the MTU
– Data on prices in 2017 from German website Tankerkönig, complemented with information

on regional characteristics (BBSR), proxies for input prices (US EIA), website usage,
gasoline and diesel consumption (IVW), and road network information (Open Street Maps)

Main finding:
– U-shape relationship between consumer welfare and market transparency: consumer

welfare maximal at 20%
– The Austrian model seems to be a better solution?
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Comment 1 – Pricing strategies and competition

Tacit collusion and competition (Assad et al. (2020): Algorithmic Pricing and
Competition: Empirical Evidence from the German Retail Gasoline Market)

– Station-level structural breaks around the suspected time of large-scale adoption adoption
– AI adoption has a significant effect on competition

Price adjustments (4.9 on ave. on weekdays in the sample)

Süddeutsche Zeitung

How does distance enter?
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Comment 2 – Market definition and potential large choice set

Market definition: municipalities, with ave. 15.6 (SD: 34.16, Min.: 3, Max.: 221)
stations

– Alternative definition?
– More information to understand markets (driving distance, etc.)
– What is considered a market in the Austrian case?

Do we have “attention” that spans past the first results?
– EC antitrust Google case (2017): “Even on a desktop, the ten highest-ranking generic

search results on page 1 together generally receive approximately 95% of all clicks on
generic search results (with the top result receiving about 35% of all the clicks).”
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Other comments

Practical policy relevant application?
– 20%
– changing consideration sets
– distance

Additional reduced-form supporting evidence: Austrian example, exploiting the change
in reform? Differences in app usage across regions?
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