





Assignment

Assignment 1: Evaluate the impact of Google’s search defaults.

Assignment 2: Compare the impact of search defaults on mobile
devices versus personal computers.

Assignment 3: Evaluate the impact of defaults on consumers’
decisions regarding privacy in search.



Key Conclusions

Conclusion 1: Search engine defaults generate a sizable and robust
bias towards the default.

Conclusion 2: Search engine default effects have stronger effects on
mobile devices than on personal computers.

Conclusion 3: Power of defaults also affects consumers’ privacy
decisions in search.






Defaults Strongly Influence Choice

401(k) plans: Introducing opt-in default increased participation from
37% to 86%.

End-of-life care: 77% of patients chose comfort-oriented directive
when default, versus 43% when life extension was the default.

Organ Donation:

* In Austria, where citizens were registered as organ donors by default,
99% were registered donors.

* In neighboring Germany, where citizens had to affirmatively register,
only 12% were registered donors.





















Conclusion #1

= Search engine defaults generate a sizable and robust
bias towards the default.

= Most search engine choice is implicitly driven by habit.

= Behavioral biases and choice friction further strengthen
Google’s defaults.





















































































Mobile (i0S): 2012 Apple Maps Default Switch

= Apple Maps default became the dominant iPhone maps
application despite quality problems.

7 “Google Maps illustrates how even a superior product with great brand
recognition can struggle to gain market share” against default option.

= Google uses the Apple Maps episode to model expected revenue
loss on iPhones and iPads, in the event Apple were to switch the
Safari search default.

Source: UPX 938, at Bates 776; UPX 142, at Bates 886






























Conclusion #2

Search engine defaults have stronger effects
on mobile devices than on personal
computers.


















Conclusion #3
= Defaults bias consumers’ privacy decisions in search.

= Google’s default privacy settings present significant
choice friction for users who may prefer less data
collection.






Apple App-Tracking Prompts

= |n April 2021, Apple introduced choice screen
for data tracking by applications.

= “Don’t Allow” selected by 80%+ after one year.

= Removal of tracking default cost Facebook
roughly $10 billion.

Source: UPX 8086 at Bates 384; Meta Feb. 2, 2022 Earnings Call (iOS privacy changes “on the order of $10 billion”).
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