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[bookmark: _Toc238492703][bookmark: _Toc234309334]Chapter 1: Introduction 
[bookmark: _Toc234309335][bookmark: _Toc238492704]1.1 Background 
Digital transformation in the travel industry increases competitiveness as consumers can compare costs and make the best decision (Carballa‐Smichowski et al., 2026). Different travel metasearch platforms like Skyscanner, Momondo, Kayak, etc. focus on attracting the largest number of consumers to generate higher revenues. Most of the people rely on these platforms, whereas Google is preferred for offering organic search results (Alimonti et al., 2021). The metasearch platforms act as an intermediary between airlines and travellers by offering the chance of comparing prices and service quality. This model also plays a significant role in directing people to the booking providers by providing clear and specific information (Stucke, 2022). 
Google gets more acceptance from the majority of consumers for offering organic information with AI-generated search summaries (Quirós, 2025). It is providing authentic information about travel within its own ecosystem to gain more trust from the target group, that create major complication in surviving for competing companies. Consumers can get all of the travel information, like the prices of different airlines, schedules, recommended services or packages, without visiting different platforms (Currie and Dobson, 2025). It is focusing to the improvement of service by changing the search layout, which helps Skyscanner face challenges to survive and grow continuously. Trip.com Group acquired Skyscanner in 2016 and focuses on implementing innovative strategies for overcoming the competitive challenges. It placed more importance on reducing dependence on Google’s search traffic by investing a huge amount in the development of mobile applications, personalised services, direct engagement with the target groups, and loyalty programs. DMA in EU, CMA in UK emphasizes on ensuring fair competitiveness in the online travel industry. But it is not clear whether these kinds of initiatives can be effective for reducing the dependence on specific companies like Google and increasing the sustainable competitiveness of others like Skyscanner (Neubert, 2023). This research examines how Skyscanner can survive by overcoming the ongoing challenges in the market where Google dominates the online travel search market. 
[bookmark: _Toc234309336][bookmark: _Toc238492705]1.2 Problem Statement 
Consumers in the travel tech industry search for necessary information on different platforms for making the decision more effectively and faster (Giachino et al., 2021). Different search engines offer information about travel organisations and play significant roles in building relationships between travellers and travel organisations. Skyscanner faces a major challenge due to its dependence on Google’s search engine (Kaur and Thakur, 2026). Google's AI-generated search results are more authentic, where consumers can collect detailed information along with recommendations for making the best decision. For this reason, the visibility of the independent metasearch company has reduced massively, which also impacts traffic and customer engagement. Skyscanner is also facing a similar kind of challenge with declining organic traffic and the overall cost increase, which reduce the competitive power (Dheemonth et al., 2024). Dependence on Google’s search engine is highly threatening for other independent search engines, which reason Skyscanner focused to implement innovative strategy to overcome the issue. The existing studies provided in-depth information about the increasing competition in digital platforms in the travel industry and the power of Google's search engine. It was also possible to collect information about the initiatives of Skyscanner to overcome the challenge of the Google search engine event though it is not clear how successful it is with the strategic plans. It invested in the development of a mobile app to make consumers satisfied and get more interaction with diverse consumer groups (Yang et al., 2025). It also focused on the development of plans for direct engagement with different consumers for the enhancement of brand loyalty and to attain sustainable competitive power. But from these studies, it was not possible to understand how the ecosystem of Google’s search impacts the visibility and traffic of Skyscanner. The researcher developed this study to fill the identified gaps and support the readers with practical implications. Through the study, it will be possible to understand the strategic way to produce strategic plans for overcoming the competitive challenges and develop a regulatory framework for sustainable competitiveness. It will also be possible to understand how organisations can develop plans by considering the strengths and weaknesses of competitiveness for survival and generating better results.  
[bookmark: _Toc234309337][bookmark: _Toc238492706]1.3 Aim 
The study aims to investigate how Skyscanner can survive when Google controls the travel search market. 
[bookmark: _Toc238492707][bookmark: _Toc234309338]1.4 Research Objectives 
The objectives are aligned with the aim of the study. 
· Evaluate the Impact of Google’s Search Layout Changes on Skyscanner’s Web Traffic.
· [bookmark: _Toc234309339]Identify the Strategic Initiatives Skyscanner is Deploying to Reduce Dependence on Google.
· Assess the Effectiveness of Regulatory Frameworks (like the EU's DMA) in Restoring Fair Competition.
[bookmark: _Toc238492708]1.5 Research Questions 
The study is developed to answer the following questions.
· How do Google’s Search Layout Changes impact Skyscanner’s Web Traffic?
· What are the Strategic Initiatives Skyscanner is Deploying to Reduce Dependence on Google?
· What is the Effectiveness of Regulatory Frameworks (like the EU's DMA) in Restoring Fair Competition?
[bookmark: _Toc234309340][bookmark: _Toc238492709]1.6 Relevancy of Research 
This study carries huge importance for the improvement of business, and the researcher focuses on including the latest information by considering the realistic issue. It is relevant to the practical challenges of various sectors, that is possible to understand using realistic examples. The research study is developed to enhance awareness among readers to develop strategic plans for attaining the most competitive benefits. In the contemporary age, some organisations hold the controlling power, while others face complications in surviving. The customers in the travel tech industry search for the best services for enhancing their experience and satisfaction (Parkhomenko, 2022). The readers will get clear ideas on how to increase web traffic and customer engagement by changing the search layout. The researcher shows how to take strategic initiatives to reduce dependence on competitive organisations and increase customer loyalty. It can be implemented in any sector for successful implication of a regulatory framework for fair competition. It is necessary to develop strategic plans focusing on relevant regulations like the EU’s DMA, for attaining sustainable competitive benefits. Moreover, the readers will get clear guidance for fostering innovation in the most challenging market to attain better results when the rivals hold the controlling power of the online search market. 
[bookmark: _Toc234309341][bookmark: _Toc238492710]1.7 Brief Research Methodology 
The study is based on secondary source data for examining how the growing dominance of Google in the travel search market affects the competitive position of Skyscanner. The data are mainly collected from 4 sources: 1. antitrust and regulatory filings submitted to the UK CMA and under the EU DMA, 2. annual reports of the online travel industry, investor presentations, and earnings call transcripts, 3. Industry analyses from Phocuswright, Skift and PhocusWire, and 4. Relevant academic and regulatory literature. By using specific keywords, it is possible to collect the most relevant and authentic data to produce the best solution to the identified issues. The collected documents will be coded using three categories of themes: GOV_REG, TRAF_DIV, and PLAT_DEF. These will be interpreted using PESTEL analysis, Porter’s Five Forces, and changing expectations of the customers. The qualitative method of data will be very supportive for better explanation of the variables to increase the credibility of the research results. The researcher has also structured the literature review into three themes: 1. Evolution of digital platforms and gatekeepers, 2. Transition to digital ecosystem from travel metasearch, and 3. The effectiveness of regulatory interpretation for attaining the competitive benefits. By analysing these factors, it will be possible to understand the challenges Skyscanner faces from Google. Strategic recommendations are developed for Skyscanner to attain sustainable competitiveness, overcoming the challenge of Google.  
[bookmark: _Toc238492711][bookmark: _Toc234309342]1.8 Structure of Rest of Project 
The structure of the rest of the chapter is presented below. 
[bookmark: _Toc238492761]Table 1: Structure of rest of the project
	Chapter 2
	The Literature Review
	The literature review tends to critically analyse the previous research that is relevant to the issue and also provide a framework and address literature gaps.

	Chapter 3
	Research Methodology
	Research philosophy and assumptions, design, approaches, data collection method, data collection and analysis method, and ethical considerations are explored in this chapter.

	Chapter 4
	Findings, Analysis and Discussion 
	The data analysis helps to analyse the collected data, and findings help to provide a comparison of the results with objectives and previous research. 

	Chapter 5
	Conclusions and Recommendations
	The conclusion concludes through addressing the completion of the research objectives, and the needed recommendations are provided as well. 


[bookmark: _Toc236998267][bookmark: _Toc238492712]Chapter 2: Literature Review 
[bookmark: _Toc238492713][bookmark: _Toc236998268]2.1 Introduction 
In this chapter, the researcher reviewed some existing studies relevant to the objectives of the study. It was necessary to assess the existing evidence for getting depth knowledge about the effectiveness of search engine platforms in increasing consumer engagement and revenues. The researcher synthesises the previous studies to understand how the travel tech industry focuses on overcoming competitive challenges with strategic initiatives. By considering the situation, many organisations develop innovative plans for reducing dependence on the dominant search engine companies and survive in the most challenging market (Balsiger et al., 2023). From the existing literature, it was also possible to collect information about the effectiveness of the online travel industry in promoting fair competition within the digital platforms. 
[bookmark: _Toc236998269][bookmark: _Toc238492714]2.2 Search Layout Changes 
Search layout change means the modifications of the design, presentation and structure of information on a SERP (Aamir et al., 2025). Basically, a search engine displays a simple list of organic results with rankings, enabling users to make the best decision (Lv et al., 2020). Users collect AI summaries about any topic based on their query, which enables them to get clear ideas about any factor. Foster et al. (2018) stated that search layout change refers to the process of enhancing service efficiency for saving the valuable time of the users and enable them to make the right decision in a short time based on the structure or design of data. Femenia-Serra and Gretzel (2019) agreed with Foster et al. (2018) and added that it is the process of presenting information in a more structured way to attain more acceptance and trust from users and build a relationship between users and organisations. Gursoy et al. (2022) did not agree with Femenia-Serra and Gretzel (2019) and said that changes in layout in search engine platforms are the process of meeting the expectations of the focus groups for increasing user engagement and getting the controlling power for, playing crucial roles in enhancing brand credibility. 
Information Foraging Theory of Pirolli and Card (1999) explores how users search for valuable information to make decisions in a short time and ensure accuracy. Search engine platforms continuously change the SERPs to reduce the search effort of users and provide answers faster. It is also necessary to improve navigation and increase user satisfaction (Ana and Istudor, 2019). It is also necessary to bring change in search engine layout for enhancing searching efficiency and improving user experience. Femenia-Serra and Gretzel (2019) stated that the effectiveness of changing search engine layout enables organisations to get more users and revenues. Haenlein et al. (2020) supported the systematic review of Femenia-Serra and Gretzel (2019) and added that, in the age of digital technology, people decide to use services from travel organisations based on the search engine information, where frequent layout changes are necessary for attracting new people and retaining existing for increasing brand credibility. 
[bookmark: _Toc238492715][bookmark: _Toc236998270]2.2.1 Necessity of Changing Search Layout 
The search engine platforms need to consider the fast-changing behaviour of the users to increase brand reputation (Guo et al., 2019). The effectiveness in fostering innovation enables a platform to attain competitive benefits (Foster et al., 2018). It is a way to build a strong relationship with a massive number of users to produce higher profitability. Hamilton et al. (2021) stated that changing the search layout is necessary for improving user experience by offering AI-summarized information faster and with greater accuracy, that enable the users to understand and decide faster. Gursoy et al. (2022) strongly supported the evidence of Hamilton et al. (2021) and added that it is necessary to change the layout of the search engine to meet the changing behaviour of users, where users are focusing on identifying the necessary information in an easier approach, like using voice search, mobile devices, and conversational AI on the same platform instead of multiple sites. Cameron and Rahman (2022) did not agree with the findings of Gursoy et al. (2022), and explored that the search engine companies need to bring change in layout over time by considering the improvement of technology and in recent times it is not possible to survive in the fast-changing market without the inclusion of advanced technology like AI, machine learning, etc. to make the task easier and faster for the users. Zeqiri et al. (2025) presented a similar statement to Cameron and Rahman (2022), and further added that increasing the number of smartphone users influences the search engine platforms to bring changes in layouts for offering easier access to them and enhance their personalised experience. 
The increasing competition in the search engine platforms influences every company to bring changes in layout to increase user engagement and retention (Cutolo and Kenney, 2021). It is also necessary to improve search efficiency to gain more trust from users and make the brand more popular. Platform Ecosystem Theory suggests that digital platforms create value by connecting with various groups of users within a shared ecosystem. Consumers, developers, businesses and service providers can collect information through search engines, where travel companies get more benefits for growing and getting higher engagement from diverse groups of travellers. The platforms offer the information in a structured way, and the travel companies offer services to the consumers that also contribute to enhancing the value of the platform (Basukie et al., 2020). From the theory, it is possible to understand why it is necessary to change the layout frequently. 
[bookmark: _Toc236998271][bookmark: _Toc238492716]2.2.2 Impact of Search Layout Changes on Web Traffic   
Users are willing to attain different experiences, which need to be considered by the search engine platforms (Doctorow and Giblin, 2022). It reduces organic search visibility when SERP features increase the search visibility. For this reason, websites may receive fewer click impressions even though it provides organic ranking in unchanged mode. Chamboko-Mpotaringa and Tichaawa (2021) stated that by changing the search layout, it is possible to offer all of the information on the same website through the process of zero-click search. The systematic review of Lancieri and Sakowski (2021) supported the statement of Chamboko-Mpotaringa and Tichaawa (2021) that travellers are willing to collect all of the information, including flight and hotel information, prices, maps, destinations, reviews and other travel-related answers on the same platforms instead of visiting many others. Hackl et al. (2022) agreed with Lancieri and Sakowski (2021) and said that changing the search layout might result in less visibility and traffic, where users might face complications in collecting sufficient information for their preferences. Zheng et al. (2023) further argued, along with Hackl et al. (2022), and said that the change in layout provides a different experience to users by changing the presentation style of the information and enabling them to get AI-generated recommendations for deciding faster and more effectively. 
The Gatekeeping Theory of Shoemaker and Vos explains that search engines can control the traffic of third-party websites. From the theory, it is also possible to understand how search engines can control the visibility of any brand and is also related to the disruption of information. Akbar and Tracogna (2018) stated that changing the layout is a strategic approach to meeting the changing behaviour of the users that increases the web traffic. Willie (2019) did not agree with Akbar and Tracogna (2018) and said that by changing the layout of the search engine, the platforms are taking control over the information and are focused on offering service at a premium price, for which the users are not showing more interest, and the organisations do not get more traffic. 
[bookmark: _Toc238492717][bookmark: _Toc236998272]2.3 Reducing Dependence on Specific Search Engine in Online Travel Industry 
Most of the online travel organisations depend on a particular search engine platform for attaining the desired margin of web traffic. It is necessary to promote the brand through the search engine platforms for more customer acquisition and attaining competitive benefits. The dominant search engine platforms can play significant roles in increasing brand visibility, and this is the major reason for depending on the leading search engine platform. But this type of platform also promotes competitive travel agencies, which is a major factor to consider when deciding to depend on it. Van Dijck et al. (2018) stated that, by considering the situation, sometimes producing alternative plans for attracting more customers instead of depending on any specific search engine is called a reduction of dependence on a specific platform. Perren and Kozinets (2018) provided a different definition than Van Dijck et al. (2018), and said that it is the process of improving the strength of the travel agency to implement its own plans and processes for getting more consumers and increasing brand visibility to attain the long-term goals. Capriello and Riboldazzi (2019) defined that travel organisations need to develop plans for customer acquisition from different platforms to overcome competitive challenges and hold a leading position in the most competitive global market. 
With changes in algorithms and the redesign of SERP, travel organisations may face a massive challenge in interacting with the target groups (Balsiger et al., 2023). Besides, it can impact the ranking, which can be challenging for some specific travel agencies (Aamir et al., 2025). By considering these factors, some travel organisations produce alternative plans for growing continuously and attaining more customer engagement, which means a reduction of dependence on specific search engines. Katsikari et al. (2020) stated that it is the process of enhancing organisational strengths to enhance business sustainability to attain the long-term goals. Schor et al. (2020) supported the definition of Katsikari et al. (2020) and added that travel organisations reduce dependence on the search engine platforms by increasing the number of channels for customer acquisition and getting higher revenues. 
[bookmark: _Toc238492718][bookmark: _Toc236998273]2.3.1 Process of Enhancing Competitive Power and Reducing Dependence 
Online travel organisations need to develop plans for better customer management rather than depending on specific search engine platforms (Lv et al., 2020). It is necessary to have the stability to reach the targeted consumers and influence them to decide, avoiding alternatives (Foster et al., 2018). A structured process or strategy is required to implement for the identification of competitive power and reducing dependence. According to Femenia-Serra and Gretzel (2019), for enhancing competitive strengths and reducing dependence on any specific platform, it is necessary ot identify the level or source of dependence. Online travel organisations can depend on other organisations for organic search traffic, paid search advertisements, customer acquisition, etc., which is important for generating higher revenues. Ana and Istudor (2019) did not support the findings of Femenia-Serra and Gretzel (2019), and said that assessment of the associated risk with search engine dependence is very important for the development of plans for reducing dependence and attaining competitive benefits. Gursoy et al. (2022) supported the statement of Ana and Istudor (2019) and added that the identification of risk factors enables a travel organisation to fix diverse channels for customer acquisition to increase website traffic and profitability. The enhancement of competitive power mainly depends on the effectiveness of organisations in developing plans for building strong relationships with customers and influencing them to decide to take services. 
[bookmark: _Toc236998274][bookmark: _Toc238492719]2.3.2 Importance of Taking Strategic Initiatives for Reducing Dependence on a Search Engine 
Online travel organisations should have the capability of changing their plans considering the situation for attracting more consumers (Haenlein et al., 2020). The evolution of digital technologies is increasing the dependence of travel organisations on search engine companies for massive business expansion and increasing revenues. Femenia-Serra and Gretzel (2019) stated that the strategic initiatives of the travel organisation, instead of depending on the search engine platforms, contribute to the enhancement of the competitive power for attaining a better market position and generating higher revenues. Guo et al. (2019) supported the explanation of Femenia-Serra and Gretzel (2019), and further added that it is a way of strengthening strategic autonomy for gaining greater control over customer interaction. It also contributes to increasing direct website traffic, developing mobile applications, enhancing brand awareness and developing loyalty programs to reduce the cost of promotion and increase customer engagement. Hamilton et al. (2021) provided the opposite statement of Guo et al. (2019) and said that travel organisations should have plans for using diverse channels to increase web traffic and customer engagement instead of depending on any specific search engine for attaining the long-term goals of the brand. 
The travel business can attract more customers through the improvement of competitive resilience (Gursoy et al., 2022). The strategic plans of using diverse platforms and implementing innovative plans can offer long-term benefits, which is not possible by adopting the services of any specific search engine. The Dynamic Capabilities Theory of Teece, Pisano and Shuen discusses that the capabilities of the firms influence the ability to bring change to the external environment to attain better outcomes. It means the travel organisations need to develop strategic plans for operating the tasks in a more standard way instead of following similar strategies for generating better results (Foster et al., 2018). By changing the process or strategy, it is possible to interact with more customers through online platforms that offer the chance of increasing web traffic and physical engagement. Schor et al. (2020) stated that strategic initiatives play significant roles in reducing the limitations of a specific brand and offering the chance of reaching a larger number of consumers instead of using the services of a search engine company. Cameron and Rahman (2022) supported the statement of Schor et al. (2020) and added that the development of strategic plans enables travel organisations to understand their strengths and limitations for fostering innovation and overcoming the competitive challenges in the online travel industry. 
[bookmark: _Toc236998275][bookmark: _Toc238492720]2.3.3 Benefits of Strategic Initiatives to Reduce Dependence on Any Search Engine Platform 
Travel organisations in the digital age face massive challenges due to intensive competition and rapidly changing consumer behaviour (Zeqiri et al., 2025). It is also necessary to increase consumer engagement, which may not be possible by using the services of search engine platforms. Van Dijck et al. (2018) stated that producing innovative plans instead of increasing dependence on specific search engine platforms helps travel organisations to avoid the potential of a sudden decline in web traffic. Akbar and Tracogna (2018) did not support the statement of Van Dijck et al. (2018), and said that by implementing strategic plans or taking strategic initiatives, it is possible to strengthen the capabilities of a travel organisation to attain greater control over customer acquisition. Different channels, including the company website, mobile application, email, social media and partnership it possible to reach the targeted audiences for getting more customer engagement and reach in the long-term goals, which might not be possible by depending on a specific search engine platform. 
Depending on any search engine platform can be challenging in the long term due to changes in the layout after a certain period (Zheng et al., 2023). Travel organisations are at higher risk of losing existing consumers due to changes in ranking over time through AI-summarized information. The customer lifetime value theory of Morgan and Hunt (1994) suggests that organisations should place more concern for developing a strategic plan for building strong relationships with customers and reaching long-term goals. Katsikari et al. (2020) stated that travel organisations need to take every possible initiative to attain more customer engagement and strengthen relationships with existing customers who can contribute to massive brand promotion and enhance brand credibility. Chamboko-Mpotaringa and Tichaawa (2021) supported the statement of Katsikari et al. (2020), and further added that reducing search dependence influences the travel organisation to produce innovative plans for managing diverse customers and understanding their changing demands to develop service quality for avoiding potential risks in attaining the desired goals.  
[bookmark: _Toc238492721][bookmark: _Toc236998276]2.4 Effectiveness of Regulatory Framework in Restoring Fair Competition 
In the travel industry, the increasing dependence on digital platforms influences companies to pay more concern toward the regulatory framework (Doctorow and Giblin, 2022). It is necessary to follow the laws and regulations with more importance regarding market access, fair competition, and business expansion (Lancieri and Sakowski, 2021). Online travel agencies need to depend on search engine platforms to connect with more consumers and produce higher profitability (Basukie et al., 2020). But it is also a concerning matter that similar platforms may operate competing services, which can be the reason for conflicts in self-referencing, interests, visibility, etc., which can be highly challenging for specific travel organisations. A systematic review by Perren and Kozinets (2018) explores the regulatory framework and why the forces of the conventional market are not sufficient in a concentrated digital market, and the advantages of data, which is very significant in the travel industry, to enable travel organisations to produce the most effective plans for attaining better outcomes. Capriello and Riboldazzi (2019) presented different evidence from Perren and Kozinets (2018), and said that regulation identifies obligations which can control access between the business and consumers. Willie (2019) supported the explanation of Capriello and Riboldazzi (2019) and added that it can prevent a company from giving preferential visibility to its own services over competitive organisations or other metasearch agencies. Hackl et al. (2022) provided a different explanation than Willie (2019) and highlighted that it is very effective for improving transparency and ranked the service in fairness to increase competition in the travel industry. 
The regulatory framework plays a crucial role in changing traffic distribution through changes in visibility, traffic and impressions (Cutolo and Kenney, 2021). It also reduces the dependence on the dominant platforms, enabling every platform to survive by overcoming the challenge systematically. The network effects theory of Katz and Shapiro (1985) suggests that the inclusion of more users and businesses increases the value of any platform. It means that the effectiveness of presenting information by search engine platforms attracts users to collect information to decide faster and more effectively, that increase value of the platform. Regulators may introduce roles for the improvement of competition, but it also offers various advantages of having millions of users (Marsden and Podszun, 2020). Businesses get access to a massive number of users on the platforms based on their familiarity. For a systematic approach, the platforms can collect mass data for improving the plans and change the layout, which also contributes to increasing fair competitiveness (Chopra and Khan, 2020). 
[bookmark: _Toc238492722][bookmark: _Toc236998277]2.4.1 Process of Maintaining Regulatory Framework to Gain Competitive Benefits 
Online search engine organisations need to maintain a regulatory framework to gain more trust from users (Fajar, 2020). It is necessary to improve the plans and processes based on the regulatory framework that offers the chance of fair competitiveness (Van Cleynenbreugel, 2019). A strong structure needs to be developed to maintain a regulatory framework for overcoming the competitive challenge and attaining the leading position in the most competitive market. De Stefano and Aloisi (2018) stated that identifying the gatekeepers and market power to understand the market risk is the way to gain competitive benefits. Ghaffar et al. (2020) provided a similar statement to De Stefano and Aloisi (2018), and added that in the digital market, travel organisations need to consider numerous factors, including network effect, market scale, data advantages, dependence on other businesses, user reach, etc., for producing plans for offering better services and getting competitive benefits. Nilsson et al. (2021) opposed to Ghaffar et al. (2020), said that maintaining a regulatory framework means establishing clear regulatory obligations for operating the task in a standard way and growing continuously to attain a better market position. These may address access to data, maintaining transparency, self-referencing, consumer choice and discriminatory ranking. They also added that, to make the regulations more effective, it is necessary to examine the structures of search results, analyse the ranking practices, focus on the changes in traffic, analysing policies and algorithms of the platforms to ensure that all of the tasks are operated by following the relevant rules and legislatures. 
The Regulatory Governance Theory explains that search engine platforms are required to comply with regulations strictly as an ongoing governing approach to generate better results. Through a one-time intervention, it is not possible to bring the necessary change at the earliest time to overcome the competitive challenges. It is necessary to design regulations appropriately to get clear ideas about the problem of the market and establish appropriate rules for addressing them (Criscuolo et al., 2022). It also enables the platforms to get positive behaviour from users by giving equal opportunities to everyone to compare the travel services of diverse companies. The platforms also favour their own services, that effect on the traffic and changes visibility. 
[bookmark: _Toc236998278][bookmark: _Toc238492723]2.4.2 Benefits of Fair Competition in the Travel Industry 
Fair competition enables the travel industry to get more consumer engagement and increase sales (Wibowo et al., 2025). It allows consumers to compare a wider range of airlines, OTAs, hotels, metasearch services, travel packages and tour operators. It is very important for the digital travel market because consumers can compare many alternatives before deciding to book any specific service (Löfqvist et al., 2023). It also influences travel businesses to set competitive price for attaining more customer engagement, avoiding alternatives. Foster et al. (2018) explored that in the most competitive market, travel organisations need to give more importance to developing standard pricing for fair competitiveness and overcoming the market challenges. The systematic review of Femenia-Serra and Gretzel (2019) provided different evidence from Foster et al. (2018) and said that fair competition encourages the travel business to get unique recognition by offering the most effective customer services and personalised recommendations. Lv et al. (2020) provided supportive statements like Femenia-Serra and Gretzel (2019), and added that for fair competition, the travel business felt pressure to foster innovation by developing new products or services to generate better results and attain better results. 
Online travel organisations are influenced to invest in using AI, personalised recommendations, developing mobile applications, dynamic pricing and improving the booking system. An environment of fair competition offers massive opportunity for the smaller travel businesses to survive and attain desired profitability (Gursoy et al., 2022). The smaller companies can compete with larger organisations with specialised travel products in niche destinations and can offer personalised services by including innovative technologies. The contestable market theory of Baumol, Panzar and Willig discusses the importance of reducing barriers or complications that prevent firm to enter in the market and create challenges for established businesses. Small businesses in the travel industry can assess when plans develop for protecting the existing business and create obstacles to entering any established market (Femenia-Serra and Gretzel, 2019). Fair competition supports every travel business in getting the desired number of customers to grow and produce higher revenues (Cameron and Rahman, 2022). 
[bookmark: _Toc238492724][bookmark: _Toc236998279]2.5 Theoretical Framework 
Ansoff Growth Matrix Theory 
This theory was developed by Igor Ansoff to explore the process of achieving organisational growth in four specific dimensions. Market penetration is the process of increasing sales in the existing market by overcoming the market challenge with the existing products or services. Market development involves entering new markets with existing services by developing strategic plans or taking new initiatives to overcome the challenges of a search engine platform that holds the leading position in the digital platform (Aamir et al., 2025). Product or service development is the process of creating new products or fostering innovation to attract more customers by overcoming competitive challenges. Diversification is also very important for getting more customer engagement in diverse groups to generate higher sales (Guo et al., 2019). The theory suggests that strategic initiatives are required to get more consumer engagement and trust, which can be very supportive for enhancing brand credibility. By changing the search layouts, travel organisations get different types of visibility and web traffic (Foster et al., 2018). Some organisations most of the time depend on specific search engines to get more customer engagement. Travel organisations produce effective plans for reducing dependence on search engines and identify alternative processes for maintaining competitive power (Gursoy et al., 2022). Travel organisations should emphasise following the regulatory framework to conduct business operations appropriately for fair competition. 
Resource-Based View (RBV) Theory 
Jay Barney and other scholars developed the theory that unique resources enhance the competitive power of organisations. Different resources, including financial, technological, human, and brand, increase organisational capabilities to attain the most competitive benefits. Travel tech organisations should have standard plans for utilising the resources effectively to avoid unnecessary costs and get more customer engagement (Hamilton et al., 2021). It is very supportive of meeting customers’ demand in any market to increase customer loyalty continuously. By ensuring the best use of valuable resources, it is possible to enhance brand reputation and business sustainability (Schor et al., 2020). It is necessary to recruit skilled and experienced employees to collect customer databases for personalised recommendations and to increase customer engagement (Katsikari et al., 2020). The travel organisations in the digital age need to use resources with strategic plans for enhancing strengths to obtain more consumer engagement and brand recognition. 
[bookmark: _Toc236998281][bookmark: _Toc238492725]2.6 Literature Gaps 
The researcher evaluated many relevant studies to collect detailed information about the process of survival by overcoming various challenges of any specific search engine platform. From the existing studies, it was possible to collect numerous pieces of information for understanding the process of enhancing competitive power in the search engine market. Limited industry-specific information about the process of layout changes was not enough to understand the factors and bring necessary change for reducing dependence on a specific search engine platform. The previous studies provided limited information about the process of increasing web traffic.  Besides, insufficient information about the strategic approaches to avoid search dependence on any specific search engine platform influences research on the topic for understanding how digital travel organisations can attain higher competitive benefits. The existing studies examined the limitations of travel organisations depending on any specific search engine and gaining competitive power separately. Overall, the existing literature is not enough for understanding how a travel organisation can overcome the challenge of a reputed travel search market. So, the researcher will conduct this study in a more structured way, including the most relevant data to fill the identified gaps. 
[bookmark: _Toc238492726][bookmark: _Toc236998282]2.7 Summary 
The online travel industry faces massive challenge for the reason of digital transformation, where some specific search engine platforms hold the controlling power in customer engagement and sales generation. By reviewing different relevant studies, it is possible to understand the process by which search engine platforms take various initiatives to gain higher customer engagement and support travel organisations to grow and reach in the targets. By changing layouts, search engine organisations try to enhance customer trust and play significant roles in enabling any organisation to generate higher sales. The search engine platforms focus on offering all of the necessary information to decide about the travel service on the same platforms for reducing complication of the consumers and gain more acceptance from users. Some travel organisations attain higher benefits, while some organisations face huge complications in surviving. The travel organisations with higher dependence on the search engine platforms may face various complications in the long term. So, it is necessary to take strategic initiatives to overcome such complications in the long term and increase customer engagement to become successful. 


[bookmark: _Toc238492727][bookmark: _Toc236998283]Chapter 3: Methodology 
[bookmark: _Toc236998284][bookmark: _Toc238492728]3.1 Introduction 
The aims of the chapter are to establish a standard methodological alignment to collect, organise, interpret, and present the data for analysing how Skyscanner can survive by overcoming challenges from Google in the search market. Effective methodological alignment allows the researcher to generate the best results by collecting and analysing data properly (Bell et al., 2019). By following the Saunders onion model, the researcher was able to fix structured methodological approaches to develop this study and accomplish the aim and objectives within the fixed time. The researcher collected data from secondary sources and developed structured plans for collecting more realistic and authentic data to achieve the objectives. By comparing and contrasting various alternatives, it was possible to develop this study with a higher structure to produce a better solution to the identified issue. 
[image: ]
[bookmark: _Toc238492757]Figure 1: Research onion model. Source: (Saunders et al., 2015)
[bookmark: _Toc238492729][bookmark: _Toc236998285]3.2 Research Philosophies and Assumptions 
Research philosophy can be defined as the system of beliefs that guides the researcher to understand the nature of reality and knowledge and the methods through which knowledge can be generated (Bordens and Abbott, 2015). It enables researchers to select the research strategy, method of data collection and analysis process. The effectiveness of selecting the best philosophical approach allows the researcher to maintain consistency throughout the study by developing standard methodological alignment. Bryman and Bell (2015) stated that research philosophy should align with the aim and objectives of the research study to generate the knowledge accordingly and increase its credibility.
In business and management research, several philosophies are used, including positivism, interpretivism and pragmatism (Peterson and Poli, 2014). Every philosophical approach has specific characteristics, and the researcher needs to assess the nature of the problem of the research study to choose the best alternatives. By considering the importance of this research issue, the researcher adopted interpretivism philosophy; it was possible to develop this study in a more structured way to generate the best conclusion. Rather than focusing on universal laws, interpretivism aims to understand how organisations or individuals interpret any specific situation within their social and business perspectives (Duck, 2018). It is also appropriate for the study developed with qualitative data to interpret complex organisational factors through detailed and documentary evidence. This study was developed to analyse how Skyscanner can survive by overcoming the challenges of the Google search engine, which holds the controlling power in the market, where the researcher was required to include qualitative data to provide depth and clear ideas about the topic. Positivism and pragmatism were not appropriate for this study due to various limitations that might introduce different complications to analyse the qualitative data effectively. 
Positivism mainly focused on testing hypotheses and identifying causal relationships to produce generalizable findings through quantitative methods (Easterby-Smith et al., 2015). In studies developed with numerical data, this philosophy is appropriate, which enables the researcher to analyse measurable factors like financial performance, customer satisfaction ratio, or sales growth within the organisations. Pragmatism focuses on the mixed approach of quantitative and qualitative data from different sources. It is a flexible approach that allows the researcher to focus on multiple sources instead of being restricted to a single source. Even though having various advantages, the researcher is required to avoid this approach, as their study has developed with a single method of qualitative data. 
By comparing these philosophies, it is possible to understand the reason for adopting interpretivism in this study. The researcher collected the necessary data from secondary sources using a qualitative method. Secondary sources allowed the researcher to analyse much published literature, company reports, and governmental data. This has allowed the researcher to identify the recurring themes across multiple published sources to present the information in a structured way. 
[bookmark: _Toc238492730][bookmark: _Toc236998286]3.3 Research Design 
The researchers are required to prepare standard plans or framework or blueprints for collecting data from the sources and analysing them in a standard way for better presentation, which is called research design (Igwenagu, 2016). It provides a systematic structure for developing the research, maintaining consistency and transparency. An effective research design enhances researchers’ capability to identify the best data sources to accomplish the aim and objectives. This study was developed focusing on a very important topic; it was required to fix the most effective research design for collecting data appropriately to produce the best results. 
In academic studies, data is collected from either primary or secondary sources (Vartanian, 2011). Sometimes the researchers decide to collect data from mixed sources for critical analysis and producing more authentic and credible results (Saunders et al., 2015). Considering the overall situation in the study, the study was developed based on secondary source data, which was collected by analysing existing studies. The researcher collected the peer reviewed journals articles, annual reports of the company, industry reports, and government publications to increase the credibility of the study outcomes. Secondary sources offer free accessibility and a variety of data to produce more credible and realistic results (Igwenagu, 2016). From the published sources, the researcher collected UK CMA documents, EU Commission documents, the relevant regulatory framework of Skyscanner, strategic approaches of Google’s search engine, etc., for critical analysis and to collect the most authentic information. The data were possible to collect by focusing on objectivity, and it did not require spending more time collecting mass data to generate the most credible results. The researcher had various alternatives for using secondary sources to collect mass data in a short time to generate the best conclusion, which might not be possible with primary source data. Primary data is known as original or firsthand data that is collected from the participants through interview or survey or observation. The researchers get the chance to collect specific data by focusing on objectivity to produce the best results of the study. Offering greater control to the researchers to develop the study in a more structured way, collecting the most up-to-date data is also a significant feature of primary data sources, increasing its importance to the researchers (Wagner et al., 2012). But conducting primary research is more time-consuming, and the researcher requires a higher financial budget to ensure the best use of primary sources. 
The secondary sources allowed the researcher to complete the study with a strict schedule without facing any complications. It was possible to collect the necessary data by analysing their accuracy and credibility for selecting the secondary sources. The researcher obtained sufficient qualitative evidence in the secondary sources to analyse how Skyscanner can survive even though Google hold the leading position in the search market. By comparing the findings of different databases, the researcher was able to include the most authentic and credible data to increase the credibility of the research outcomes. By using some specific keywords, it was possible to collect more specific and authentic data to produce better results. The researcher used Boolean operators (AND, OR) to get more relevant data from the published sources, and the keywords are presented here-
· "Skyscanner" AND "Competition and Markets Authority" AND "Google"
· "Digital Markets Act" AND "Google Travel" AND "metasearch"
· "Trip.com Group" annual report "Skyscanner" traffic
· "Google Flights" AND "search engine result page" AND "disintermediation"
· "Skift" AND "Skyscanner" AND "Google dominance"
[bookmark: _Toc238492731][bookmark: _Toc236998287]3.4 Research Approaches 
A research approach can be defined as the logical process of developing a research study for accomplishing specific objectives (Zikmund et al., 2013). It provides clear and specific ideas for conducting the research and testing existing theories or developing a new theoretical framework. By selecting the most effective research approach, it is possible to maintain consistency in conducting the research study in a more structured way. The researchers need to choose the best approaches for producing meaningful and authentic findings to accomplish the fixed objectives (Neuman, 2009). 
Deductive and inductive are the widely used methodological approaches in business and management research. For having difference in features and characteristics between these two approaches, it is necessary to identify the suitability of the best process to avoid further challenges (Osborne, 2008). The study was developed with the qualitative data that was collected from secondary sources, for which the inductive approach was appropriate for this study. By adopting the inductive approach, the researcher was able to develop relevant themes and patterns to present the information in a more structured way. This approach is suitable where researchers are required to generate new insight instead of testing existing theories. It allowed the researcher to provide in-depth information about Google’s search position, web traffic of Skyscanner, SERP visibility, Google Flights, regulatory concerns, customer acquisitions, etc., to increase the credibility of the research outcomes. 
The deductive approach begins with existing theories and collects empirical evidence for analysing whether the proposed theories are supported or rejected (Pandey and Pandey, 2015). It allows the researcher to collect quantitative data for statistical analysis and determine the causal relationship between the variables. This approach is commonly associated with the positivist philosophy that suggests knowledge can be developed based on objectivity. Although the deductive approach offers the chance of testing hypothesis more structured and standard way, it is not suitable for this study, for focusing on statistical analysis to present the relationship between the variables. 
[bookmark: _Toc238492732][bookmark: _Toc236998288]3.5 Data Collection Method
The method of data collection refers to the systematic process of gathering information or evidence from the relevant sources to answer the research questions and achieve the fixed goals (Saunders et al., 2015). It is of huge importance to select the best data collection method, either qualitative or quantitative, for collecting quality, relevant and reliable data that influence the trustworthiness of the research findings. Research philosophy, approach, design and the purpose of the study influence the researcher in selecting the best data collection method to produce the most credible results. Qualitative and quantitative data are different in nature, and the collection process is also different, for which it needs to consider the purpose, time duration and other factors in the research to complete the study successfully.  
The researcher collected the necessary data using the qualitative method to accomplish the desired objectives. It was very effective in providing in-depth insight for a better understanding of the readers (Peterson and Poli, 2014). For collecting qualitative data, it was possible to explore the effectiveness of Skyscanner in developing strategic plans for reducing its dependence on the Google Search engine. By adopting a qualitative method, it is possible to collect data by assessing authenticity and credibility. In secondary sources, various literature and books offer the opportunity to collect mass data to generate the best solution to the identified issues. A range of credible databases enables the researcher to collect more specific and authentic data by focusing on objectivity to make the study more structured and credible. The researcher was able to provide in-depth and contextual evidence about the benefits of digital transformation, which might not be possible with the quantitative method. 
Quantitative data collection is the process of collecting numerical data that can be analysed with different statistics for testing hypotheses and analysing the relationship among different variables (Quinlan and Zikmond, 2015). It allows the researcher to employ structured and standard research instruments for collecting measurable data from a large sample. It also offers the chance of collecting mass data through surveys, interviews, or experiments by focusing on objectivity. It is suitable for assessing customer satisfaction scores, increasing the amount of sales, financial progress, etc., which was not suitable for the study. 
The qualitative method allowed the researcher to provide supportive explanations about the topic to attain more trust and acceptance from the readers. For collecting secondary source data, the researcher was able to compare various evidence to finalise the most relevant data to input in the study. The researcher applied the most standard data collection strategy to identify and select the data more effectively. It is necessary to fix the data collection strategy by considering the data sources, and sometimes it is also necessary to consider the data method (Ryan et al., 2017). The researcher applied a desk strategy for collecting data from secondary sources with higher relevance and authenticity. It offers the chance of identifying the most relevant data from different databases easily and quickly (Easterby-Smith et al., 2015). The researcher was able to identify the most relevant and authentic data from the published sources for collecting the necessary data and accomplishing the objectives. The desk strategy allowed the researcher to collect a large amount of data without spending much time on critical analysis and ensuring the higher credibility and accuracy of the findings. 
[bookmark: _Toc236998289][bookmark: _Toc238492733]3.6 Data Analysis 
The structured approach of organising, examining, interpreting, and presenting the data for the development of meaningful patterns (Roberts and Perez, 2013). The main purpose of data analysis is to transform the raw data into useful knowledge by identifying recurring themes and trends to answer all of the research questions. To determine the most effective data analysis technique, the researchers need to consider the data sources and methods. 
In any academic research, researchers employ mainly qualitative and quantitative analysis approaches. Quantitative analysis focuses on analysing the numerical data using a statistical approach (Stebbins, 2001). The qualitative analysis technique allows the identification of relevant patterns and trends from non-numerical data (Shrader-Frechette, 2013). It is also very effective for analysing qualitative data in a more effective and standard way. It enables the researcher to explore the organisational issues clearly rather than relying on a statistical approach. Among different qualitative analytical processes like content analysis, narrative analysis, discourse analysis, thematic analysis and grounded theory, it is necessary to select the best one for analysing the data in a standard approach (Schostak, 2015). The data from secondary sources were analysed using the thematic analysis technique for the identification of recurring themes and the relationship between the variables by assessing the data in the existing studies. The process of thematic analysis technique was developed based on the theory of Braun and Clarke. It is a six-stage framework, which is: familiarisation with the data, generating initial codes, generating themes, reviewing themes, defining and naming themes and producing the report. At the initial stage the researcher read the database and records twice a time for the identification of meaningful segments and concise codes. After that, the researcher generated broader patterns from the group-related codes and checked their accuracy for defining the meaning and boundaries of the themes. Finally, the researcher presented the analysed evidence and interpretation in chapter four. The researcher developed themes in a structured way by adopting four-stage analysis procedures. At the beginning stage, the researcher read all of the selected documents and recorded the results of initial observations. A detailed process of qualitative coding through thematic analysis based on Braun and Clarke is provided in the following table. 
	Stage 
	Activity 
	What happened
	Outcomes 

	1
	Familiarisation
	Identified and shortlisted Skyscanner’s documents, industry reports, regulatory materials and other relevant published information.
Read the findings repeatedly to record initial data 
	Final documentary dataset and Familiarisation notes 

	2
	Initial coding
	Highlight relevant paragraphs or sentences and prepare descriptive codes
	Initial codes 

	3
	Search for themes
	Prepare broader patterns 
	Candidate themes 

	4
	Review themes 
	Test the identified themes 
	Refine themes 

	5
	Define and name themes 
	Fix the meaning and boundaries of the focused themes 
	Final themes 

	6
	Produce report 
	Present and interpret the codes, themes and relevant documents 
	Findings of chapter four



The researcher prepared initial codes like GOV_REG, TRAF_DIV, PLAT_DEF, etc. by analysing the existing studies, which were then used for building themes. The thematic analysis was effective for developing standard theories and develop evidence based conclusion (Duck, 2018). For analysing the data systematically, it was possible to include the most reliable and authentic studies.  
The researcher was able to validate the data to make the outcomes more credible and authentic for the implications of the most effective analysis technique. The data published within the last ten years were included after critical analysis to make the results more trusted by the audience. By cross-checking every finding with different databases, it was possible to include substantial textual evidence about the roles of Google’s search engine platforms in increasing brand visibility and sales volume. The researcher focused on maintaining higher quality by including credible data, maintaining transparency and using a consistent coding framework.  
[bookmark: _Toc238492734][bookmark: _Toc236998290]3.7 Ethical Factors 
Research ethics refers to the moral principles that impact the process of developing a research study with honesty and integrity (Neuman, 2009). To ensure the research's credibility, transparency and respect for intellectual property rights, it is necessary to emphasise ethical considerations. It allows the researchers to protect the integrity of the research strategy by promoting fairness, accountability and objectivity (Osborne, 2008). Though this study was developed based on secondary source data and did not include any participants, the researcher provided more concern toward the ethical guidance to avoid any inconsistency and produce the results fairly. The researcher recognised the ethical principles for ensuring that the study was developed by meeting the academic standard. 
Before collecting any data, the researcher assessed the quality, authenticity and credibility of the data to avoid relevant challenges in producing the most credible results. To maintain academic integrity, all of the data were collected from authoritative and reputable published sources (Pandey and Pandey, 2015). The findings were presented in a standard way after being well paraphrased to ensure that they captured the actual meaning, and it was also an important part of the researcher's intention to avoid plagiarism. Proper citations and references were used to give full credit to the sources and to make the data sources clearer. The researcher accurately acknowledged every source and maintained transparency to gain more acceptance of the study results. Though the study did not involve any participants for a survey or interview to collect first-hand data, the researcher stored the findings, focusing on confidentiality and data privacy. The researcher's personal computer of the researcher was used for storing all of the findings, with a strong password, which was destroyed permanently after generating the best conclusion. Backup copies of the findings were also maintained to avoid any unexpected accidents and to conduct the study without facing any major complications. Ethical guidance provided by the university enabled the researcher to maintain academic standards during the period of developing the research study. As the researcher did not recruit any participants, it was not required to obtain formal informed consent.  The researcher's ability to avoid plagiarism, use credible sources and ensure accurate interpretation of the findings, focusing on objectivity, made it possible to increase the credibility of the outcomes. The ethical practice also contributes to including the most reliable and transparent data for a balanced and trustworthy assessment of Skyscanner's strategic approach to overcome the challenge of Google. 
[bookmark: _Toc238492735][bookmark: _Toc236998291]3.8 Summary 
This chapter has presented the adopted research methodology for analysing how Skyscanner manage customers by mitigating the challenge of Google. The research methodology was carefully aligned with the research aim and objective to ensure a credible, systematic and transparent research process to produce the most credible results. The adoption of the research onion model allowed the researcher to fix the most effective methodological approach for producing an in-depth understanding and for generating better results and improving its brand credibility. Interpretivist philosophy and an inductive approach allowed the researcher to provide contextual insight rather than statistical analysis. With data from secondary sources, emphasising ethical standards and transparency, it was possible to address the research questions and achieve the fixed objectives. 


[bookmark: _Toc238492736][bookmark: _Toc238398606]Chapter 4: Findings/Results, Analysis and Discussion 
[bookmark: _Toc238398607][bookmark: _Toc238492737]4.1 Presentation of Findings 
[bookmark: _Toc238398608][bookmark: _Toc238492738]4.1.1 Introduction 
In this chapter, the researcher presented the findings to examine how Skyscanner can sustain its competitiveness by overcoming the challenge of Google in the search market. The qualitative type of data was included in the study to analyse how Skyscanner develops strategic plans for overcoming the risk in the most challenging search market and attaining more customer engagement. The thematic analysis technique was very effective for critical analysis and inputting the data in a more standard way. The researcher developed relevant codes by focusing on objectivity, which was very supportive for making the results more credible and authentic. GOV_REG was used for regulatory updates and DMA non-compliance, TRAF_DIV was used for exploring the failing organic traffic and rising customer acquisition, and PLAT_DEF was used for strategies to bypass Google. The researcher placed more importance on analysing the findings and presenting them in a standard way to produce the most credible results.
[bookmark: _Toc238492739][bookmark: _Toc238398609]4.1.2 Evaluation Impact of Google’s Search Layout Changes on Skyscanner’s Web Traffic
Key themes to look for: PLAT_DEP, SERP_TRAFFIC, and GOOG_MARKETPOWER
By changing the layout of Google, it has obtained more engagement and played a significant role in building relationships between online travel organisations and consumers. For the higher structure, many people depended on Google's information, which contributed to enhancing its brand credibility. After collecting the data from different reliable sources, the researcher developed some specific codes to analyse critically and generated more credible results. Some specific codes, including PLAT_DEP, SERP_TRAFFIC, and GOOG_MARKETPOWER, were used for analysing the findings in a structured and standard way. The change of layout is one of the major strategies of Google to build a strong relationship with its users for generating higher revenues. It gained the chance to enhance engagement of new users and produce better results. It considered the demand of its users and made the necessary changes by changing layouts to convince users to depend on its information. It was also an effective strategy for overcoming its limitations with the inclusion of technology to offer the best services without delays. Users got better services after changing layouts, for which they showed positive intent toward Google's plans of Google and it massively impacted the web traffic of Skyscanner. Dependence on Google was highly challenging for Skyscanner, as changing layouts impacted the ranking systems. The increasing competitiveness was also a big factor to increase challenge for Skyscanner to depend on Google's service. Skyscanner found less traffic after changing Google's layouts of Google that was a major concern for reaching its long-term goals. The findings showed how changing the layout in Google search impacted the web traffic of Skyscanner.

[bookmark: _Toc238492758]Figure 2: Impact of changes layouts of Google on Skyscanner. 
Source: (Calzada et al., 2026)
[bookmark: _Toc238492740][bookmark: _Toc238398610]4.1.3 Strategic Initiatives Skyscanner is Deploying to Reduce Dependence on Google
Skyscanner is focusing on developing innovative plans for overcoming the competitive challenge and attaining the desired goals. From the existing studies, the researcher developed some specific themes and presents the findings in a structured way to attain more acceptance from the readers. MOB_ENG was developed for exploring the initiatives of Skyscanner to develop a mobile app, DIR_CUST was developed for showing how its develop relationship with customers, and AI_PERS was a significant code used for examining how AI-based technology is used by Skyscanner for offering personalised customer service and enhancing brand reputation. The researcher obtained various data to understand various types of strategic initiatives of Skyscanner to reduce its dependence on Google. Through various strategic initiatives of Skyscanner, it was able to overcome the competitive challenges and also avoid higher dependence on Google.

[bookmark: _Toc238492759]Figure 3: Strategic plan of Skyscanner for reducing dependence on Google. 
Source: (Lohawala and Wen, 2024)
[bookmark: _Toc238492741][bookmark: _Toc238398611]4.1.4 Effectiveness of Regulatory Frameworks (like the EU's DMA) in Restoring Fair Competition
The regulatory framework shows the necessity of improving or changing plans and processes for business expansion, which allowed Skyscanner to produce better results. The EU's DMA was developed to ensure a standard culture of competition in digital platforms. DMA requires obligations concerning some specific factors for ensuring transparency and offering fair access to every organisation. It offers massive opportunities for increasing brand visibility, web traffic and click and the process of customer acquisition.  The regulatory framework offers massive advantages for every organisation to obtain market opportunities and produce better results. Small business organisations can overcome the challenges of larger ones with fair practice and attain their goals by offering the best services. The researcher collected much information from existing studies about the effectiveness of the regulatory framework in the travel industry and developed some relevant codes for critical analysis of the main findings. SELF_PREF explores self-preferencing, SERP_TRANS is used for search result transparency, and TRAFFIC_IMP is used for traffic and click effects. By using such kind of codes, the researcher was able to analyse the findings faster to generate the best conclusion within the fixed time. It was also possible to identify the necessity of the regulatory framework and its impact on the operation of every travel tech organisation. In the age of technology, business organisations obtain various advantages for generating higher profitability and attaining its long term goals. But failing to develop plans based on the regulatory framework increases the challenge for every organisation to survive and attain better results. The researcher presents the findings about the effectiveness of the regulatory framework in restoring fair competition from the perspective of Skyscanner.

[bookmark: _Toc238492760]Figure 4: Effectiveness of regulatory framework in restoring fair competitiveness. 
Source: (Wrigg, 2025)
[bookmark: _Toc238492742][bookmark: _Toc238398612]4.2 Analysis of Results 
[bookmark: _Toc238492743][bookmark: _Toc238398613]4.2.1 Impact of Google’s Search Layout Changes on Skyscanner’s Web Traffic
A major finding was an increase in zero-click searches for collecting the necessary information without visiting any external website. SERP real estate displacement was also important for collecting rich information to make the best decision. AI overview and generative search features were very effective in reducing users' motivation to use external websites, as they got comprehensive answers faster and more accurately. The CMA found that Google was evolving from a search engine to an answer engine with the adoption of AI technology. It has changed the layout to provide better services to users and gain their trust and acceptance. With the adoption of AI technology, it was able to provide standard services to users, for which they did not need to visit different platforms to collect different information to decide on taking services of any specific organisation. Skyscanner faces a major challenge from Google's strategic approach of Google as users can collect all of their necessary information on the same platform instead of visiting different that save their valuable time and reduces various complications.
Calzada et al. (2026) found that for the specialised searching opportunity, Google obtained higher traffic than Skyscanner, which means Skyscanner's web traffic reduced continuously. The AI summary or overviews for making decisions reduce complications for the users and enabled Google to attain more user engagement, which was also responsible for the reduction of traffic of Skyscanner. Google had a strategic market position in search advertising and general search, which enabled it to attain higher competitive benefits and reduced Skyscanner's competitive power (Quirós, 2025). The changing layouts in Google contributed to increased user satisfaction, and Skyscanner failed to increase the rate of customer retention.
By changing the layout, Google was able to attract more customers and overcome its limitations in generating higher revenues (Rocque et al., 2021). It was highly challenging for Skyscanner to gain more customer engagement for the improvement of Google's service quality. By changing layouts, it was able to interact with people and promote its brand widely. It showed the efforts of developing service quality along with the change in layout that makes the users more satisfied. Mahajan (2026) found that, for the changing process and strategies, Skyscanner focused on programmatic SEO by using millions of highly specific travel pages for capturing searches. 
[bookmark: _Toc238492744][bookmark: _Toc238398614]4.2.2 Strategic Initiatives Skyscanner is Deploying to Reduce Dependence on Google
Skyscanner is focusing on reducing dependence on Google concerning its long-term growth and success. It considers Google's continuous progress in the search market, which promotes many brands at the same time. For the frequent change of layout, it is not possible to generate better results constantly.
Lohawala and Wen (2024) found that strengthening the mobile app and CRM was one of the major initiatives of Skyscanner for shifting people toward app downloads, push notifications, and hyper-personalised price alerts to build user habits directly. Programmatic SEO was also another effective strategic plan of Skyscanner that focused on leveraging many automated landing pages to capture long-tail flight routes for which service was not available on Google. With the B2B and AI partnership, Skyscanner was able to support travellers through structured language models and a conversational travel assistant. With this strategic plan, it was also able to increase customer loyalty, as it found that direct communication with customers was very effective for the enhancement of its brand credibility (Gomez, 2025). The use of AI was also a very effective initiative for offering personalised customer services and increasing consumer engagement. It was also able to collect travel data to produce innovative plans and attract more customers in every situation for the adoption of the latest technologies specially AI. The diversification of customer acquisition channels enhanced Skyscanner's strengths in reducing its dependence on Google and generating better results (Hui et al., 2024). It placed more importance on enhancing brand reputation and loyalty to overcome the competitive challenges and grow continuously. The continuous loyalty programs increased its brand visibility and played crucial roles in enhancing brand reputation.
[bookmark: _Toc238492745][bookmark: _Toc238398615]4.2.3 Effectiveness of Regulatory Frameworks (like the EU's DMA) in Restoring Fair Competition
The travel organisations in the global market are focusing on increasing customer engagement to gain more profitability. DMA focused to the reduction of unfair practices for everyone. But the changing layouts and other strategic plans of Google enable it to gain extra benefits for its structure to grow massively. So, Skyscanner is required to focus on diversification to survive and generate better results. App development, direct engagement with focused groups, and loyalty programs are Skyscanner's strategies for attaining competitive benefits, which can be possible to implement for the regulatory framework specific to the EU’s DMA. It can bring changes in plans for having a fair and standard environment of competition, for which it emphasize on practicing transpreacny to attain more trust and acceptance from customers. Skyscanner develops plans for mitigating the intensive competitive challenges and reducing its dependence on the Google search engine (Pehlivanli 2025). It tried to ensure perfection in overcoming the ongoing issues faced due to the changing layouts of Google. It has identified that dependence on a specific platform can be highly threatening in the long run and produced plans for boosting its competitive strengths to attain the most benefits in the market of fair competitiveness (Oliveira and Teixeira Lopes, 2023). By following the regulatory framework, it was able to make the plans more standard for generating better results.
Wrigg (2025) found that Skyscanner developed plans for increasing brand visibility to enable customers to self-preference to get more sales and revenues instead of depending on Google. The SELF_PREF theme highlights that Google provides specialised services to users and dominates the search market, for which Skyscanner's visibility is continuously challenged. It developed a mobile app and shared the information on its website and other online platforms to ensure search-results transparency and build a relationship of trust with diverse customers in different regions. The SERP_TRANS theme explores the importance of maintaining transparency in offering search-related data. To reduce dependence on Google, it used different platforms to increase brand visibility and followed the regulatory framework strictly to get equal access to visibility, which enabled it to attain more customer engagement for the continuous progress toward its goals (Jussila and Oezocak, 2025). The changing layouts of Google also impacted the traffic, clicks, and visibility of Skyscanner, for which it focused on improving its strengths by developing innovative plans. To avoid any relevant challenges, it followed the regulatory framework and had the chance of fair competition to generate better results. The TRAFFIC_IMP was important for understanding the benefits of regulatory intervention. This theme allowed Skyscanner to get ideas about the competitive organisations for taking the necessary initiatives for increasing the organic visibility and changing the strategic plans.
[bookmark: _Toc238492746][bookmark: _Toc238398616]4.3 Discussion of Results 
The first objective was evaluating the impact of Google's search layout change on the web traffic of Skyscanner, which was obtained here. The researcher identified several codes based on the evidence from secondary sources. TRAFFIC_DECLINE, REDUCTION_IN_CLICK, ZERO_CLICK_SEARCH, SERP_DISPLACEMENT, PLATFORM_DEPENDENCE, CUSTOMER_ENGAGEMENT_DECLINE, and GOOG_MARKETPOWER are the codes developed based on the findings. The SERP_TRAFFIC theme is effective for exploring the efforts and improved plans of Google; Skyscanner got less traffic, which was identified from the findings. Haenlein et al. (2020) found that organisations depending on other search platforms fail to improve continuously to reach to its long term goals. Nilsson et al. (2021) agreed with Haenlein et al. (2020) and added that the reduction of web traffic introduces massive challenges for the travel organisation in enhancing its profitability, which is the reason for higher dependence on other platforms that promote various brands at the same time and change their ranking after modification of layouts. Gursoy et al. (2022) did not support the statement of Nilsson et al. (2021) and said that the organisation, depending on a specific search platform, gets the chance of ensuring the best use of time and improving productivity by paying more attention to operating the task continuously to reach its goals. It was also found that the change in Google's layout was better for its but it was not supportive for Skyscanner for TRAFFIC_DECLINE for the ZERO_CLICK_SEARCH opportunity in Google. For the organic results, the frequency of Google Flights increased massively. According to Giachino et al. (2021), for the enhancement of customer engagement, it is necessary to focus on enhancing organisational strengths for the reduction of dependence on specific platforms that provide information on different organisations in a similar industry and play significant roles in building relationships between the organisations and customers. Ribera Martínez (2023) did not agree with Giachino et al. (2021); the search platform provides information on travel organisations, and customers get all of the data on the same platform for deciding where the travel tech organisations need to improve their service quality to get better rankings and higher customer engagement. Lohawala and Wen (2024) further argued, along with Ribera Martínez (2023), that the search market can share the information of the travel organisations in different ways, which can be satisfactory for specific organisations and introduce challenges for some organisations after changing their layouts. It has also been found that the effectiveness of Google in changing layouts offered it the ability to attain competitive benefits, and Skyscanner faced massive challenges to survive in the fast-changing global market due to Google’s PLATFORM_DEPENDENCE. Skyscanner's traffic declined for the stable keyword rankings. Schor et al. (2020) stated that search platforms develop strategic plans for increasing user engagement and attaining more trust in them for continuous progress, where any organisation using the service stays at higher risk of changing plans and rankings to influence users in decision-making for taking services. Akman (2021) strongly agreed with Schor et al. (2020) and added that the effectiveness of organisations depending on any search platforms needs to be aware to manage the customers for attaining the higher competitive benefits in the future. Otherwise, it will not be able to produce better results by overcoming the intensive challenges in the global market. Van den Boom (2023), in contrast to Akman (2021), said that customers in the digital age do not decide based on the information in specific search platforms and evaluate the information on social media platforms to get accurate information and decide better for the enhancement of their satisfaction margin. So, travel organisations can rely on their strategy instead of overdependence on any search platforms to attain the most competitive benefits. The SERP_DISPLACEMENT explores how Google’s layout change impacts Skyscanner, as it has experienced major challenges in customer retention due to the intensive competition in the travel industry. With the layout change, Google was able to occupy SERP space that contributes to the reduction of brand visibility based on organic search. It was possible to get clear ideas about how much SERP space Google gives to its own travel services by assessing the frequency of Google Flights appearance through organic results. Löfqvist et al. (2023) stated that, to attain higher customer retention, travel organisations should have their own plans or strategies that can be improved or changed, considering the situation and attaining better results. von Platen (2024) supported the evidence of Löfqvist et al. (2023) and added that when organisations depend on any specific search platform for getting customer engagement and increasing customer loyalty may face higher complications from the changing layout or strategic plans of the search engine platforms, which can be highly threatening in the long run for the extinction of the business. Jussila and Oezocak (2025), in contrast to von Platen (2024), said that by using the services of the search engine platforms, travel organisations can reach the specific group of individuals to inform them about the brand and influence them for further engagement to generate the desired results. Pehlivanli (2025) presented a similar statement to Jussila and Oezocak (2025), and added that travel organisations need to produce innovative plans for promoting the brand faster and need to take the necessary initiatives at the earliest time for enhancing their strengths for attaining more customer support and engagement to make their desired targets.
The second objective of the study was to analyse the strategic initiatives of Skyscanner to reduce dependence on Google, which was achieved here. The APP_ECO (APP_FIRST_ECOSYSTEM) of Skyscanner was very effective in reaching more customers by providing updated information and gaining their trust and higher engagement. Google included a specific feature to influence users to collect the necessary information through its mobile app and offer incentives for moving users away from browser search. Kostagiolas et al. (2021) stated that by developing a mobile app, an organisation can increase its customer engagement to overcome the competitive challenge and reach its destination. Oliveira and Teixeira Lopes (2023) provided similar evidence to Kostagiolas et al. (2021) and added that it is a strategic plan for promoting the brand faster and a standard way to hold a better market position for attaining the short- and long-term goals, along with the reduction of the overall cost. Hui et al. (2024), in contrast to Oliveira and Teixeira Lopes (2023), mentioned that the development of a mobile app is a costlier and more complex process, which can be the reason for failing to improve and develop customer services by the travel tech organisations for strengthening relationships with many customers to produce better results. The researcher also found that Skyscanner emphasized on reaching to the customers directly for building relationship and get their support and contribution for attaining its goals through MOB_ENG (MOBILE_SERVICE_ENGAGEMENT). Gallego and Font (2021) stated that by reaching the customer directly, it can be possible to make the brand more visible, which helps to overcome the competitive challenges and obtain the focused goals. Lin and Huang (2021) agreed with the statement of Gallego and Font (2021) and highlighted that it is the process of making the brand more credible to the audiences and enhancing organisational capability in developing strategic plans for meeting the changing expectations of the customers to gain the most competitive benefits. Wrigg (2025) argued, along with Lin and Huang (2021), and emphasised that direct relationships increase challenges for the travel organisation and create obstacles in fostering innovation and overcoming the competitive challenge. As the demands of diverse customers vary, travel organisations face complications in improving their service quality to manage diverse customers and also fail to place more concern in introducing innovation and getting acceptance from diverse customers with diverse demands. Skyscanner used AI-based technology for better customer management and improving service quality through DIR_CUST (DIRECT_CUSTOMER_RELATIONSHIP). Rocque et al. (2021) stated that AI-based technology enables the organisation to cover a larger area and reach every customer to listen to their demand and take necessary actions for enhancing customer loyalty. Marion and Fixson (2021) supported the evidence of Rocque et al. (2021) and added that it is very effective for faster brand promotion and reducing the cost for generating higher profitability and enhancing financial stability. But Quirós (2025) shared evidence from Marion and Fixson (2021) and highlighted that adoption of AI increases challenges for the organisation, as it is necessary to invest more money in the inclusion of the latest technologies and provide necessary training to the employees to ensure the best use of them. So, travel tech organisations need to be more careful in making decisions to use AI-based technology to avoid further complications and reaching to its destination. It has also been identified that by using diverse channels, Skyscanner was able to attain more customer engagement for AI_PERS (AI_PERSONALISATION), which was also very effective for reducing its dependence on Google. Van den Boom (2023) provided evidence to show how organisations can overcome their limitations by using different channels at the same time and produce more satisfactory results for accomplishing their fixed aim and objectives. The study by von Platen (2024) did not support the evidence of Van den Boom (2023), where the authors stated that diverse channels focus on diverse customers, for which organisations need to develop diverse content, and it is also necessary to spend more amount for attaining higher engagement that is highly challenging for any organisation to increase its profitability. Jussila and Oezocak (2025) further argued, along with von Platen (2024), and said that in the digital age, organisations need to use diverse channels to overcome the competitive challenge and gain more concern of the customers to make the brand more credible. The effectiveness of organisations in ensuring the best use of diverse channels instead of depending on specific platforms offers the chance of growing massively and attaining better results. The researcher found that Skyscanner developed standard loyalty programs to increase customer engagement and retain existing customers to increase its sales and profit. Ribera Martínez (2023) stated that loyalty programs enable organisations to increase customer engagement to attain higher sales and enhance financial stability. It is very supportive in influencing consumers to use services or products repeatedly instead of using competitive platforms. Martínez (2024) did not agree with Ribera Martínez (2023) and said that organising loyalty programs increases the cost of operations, which demotivates consumers from taking services with higher costs where other organisations offer similar or better service at lower cost, and they have various trusted alternatives in hand.
The researcher examined the effectiveness of the regulatory framework in restoring fair competition, which was also accomplished here. By paying more concern toward the regulatory framework, Skyscanner was able to attain more acceptance from the people. From the findings, it was possible to identify that customers decided to engage with Skyscanner with SELF_PREF (self-preferencing) to maintain the regulatory framework. Google also favours its own services following the regulatory framework that increases fair competitiveness.   Marion and Fixson (2021) stated that the regulatory framework in the search market ensures that customers are getting accurate information for making their travel decision and getting the desired services to enhance their personalised experience. Gallego and Font (2021) supported the statement of Marion and Fixson (2021) and added that big travel organisations or search platforms cannot impact on the people in decision making for the strict implications of the regulatory framework, that increase fair competitiveness in the fast-changing global market that offers similar opportunities to every travel organisation. But Gursoy et al. (2022) did not agree with Gallego and Font (2021); the regulatory framework increases challenges for travel organisations, as it is necessary to focus on different factors for competing with others in the market, which is not possible for most organisations, and these organisations fail to survive. The results found that ensuring SERP_TRANS (search result transparency) was another factor that increased the importance of the regulatory framework in the travel industry, for which Skyscanner had the chance to enhance its efficiency by mitigating the challenge of Google. Haenlein et al. (2020) stated that maintaining transparency in search platforms is the best way to gain more trust from users, which can be ensured through the strict practice of a regulatory framework. The study of Schor et al. (2020) provided a similar statement to Haenlein et al. (2020) and added that the implication of a regulatory framework in the travel industry shows the way to fair competitiveness and attaining better results, where failing to meet the standard introduces massive challenges for the travel organisations, which is not possible to overcome to produce the most satisfactory results. But Nilsson et al. (2021) did not support the evidence of Schor et al. (2020) and said that the regulatory framework reduces the interest of the organisations to foster innovation and enhance the personalised experience of the targeted audiences, as all of them in the study focused to develop the plans for meeting with the regulatory framework. Everyone gets equal access to brand visibility for the implementation of the regulatory framework in the travel tech industry, which creates a standard environment for fair competition, and Skyscanner got the chance to attain more customer engagement. According to the study of Akman (2021), having equal access to every individual regulatory framework plays a significant role in enabling everyone to get the chance of attaining higher customer engagement and generating higher sales for attaining the most competitive benefits. Van den Boom (2023) supported the evidence of Akman (2021) and further explored that equal access visibility explores the fairness in search visibility that is necessary for ensuring a fair competitive environment for every organisation, where organisations can grow continuously if it has the strengths to develop plans with consistency to overcome the competitive challenge. But von Platen (2024) presented the information focusing on different perspectives from Van den Boom (2023), and highlighted that the regulatory framework offers the chance of entering the market easily, for which existing travel organisations face a higher challenge to survive and produce better results with the implication of strategic plans in a flow. The effectiveness of organisations to improve its service is very supportive of changing TRAFFIC_IMP (traffic and clicks), which also contributes to enhancing organisational capability in reaching their goals. Ribera Martínez (2023) stated that every travel organisation wants to get higher website traffic for promoting the brand and increasing revenues, where the implication of the regulatory framework makes the task easier for the continuous progress of the brand and effectiveness in holding a better position in the most challenging market.  Martínez (2024) supported the statement of Ribera Martínez (2023) and added that the traffic and clicks of any specific brand show its capability in customer acquisition to gain the desired market of sales and boost its financial capability for the introduction of innovative things to grow faster and effectively. Skyscanner paid more attention to the regulatory framework for attaining trust of the customer and enhancing its competitive strengths to gain the expected results. A study by Giachino et al. (2021) explored that, in the fast-changing world, travel organisations face various challenges, where the implications of the regulatory framework show the way to fair competitiveness, which offers the chance of growing with a systematic approach, and organisations that fail to maintain standards face complications in surviving. Kostagiolas et al. (2021) presented similar statements to Giachino et al. (2021) and further evaluated that travel organisations can enhance their competitive strengths through the development of every plan based on the regulatory framework for fair competitiveness and ensuring standard services to the customers for enhancing their satisfaction. But Löfqvist et al. (2023) did not support the evidence of Kostagiolas et al. (2021) and mentioned that travel organisations can enhance their competitive strengths by producing plans aligning with the regulatory framework, which is very effective for fair competitiveness and business sustainability.
[bookmark: _Toc238492747][bookmark: _Toc238398617]4.4 Summary 
The researcher analysed how Skyscanner survived, overcoming the challenge of Google's dominance in the search market. For collecting qualitative data from the published sources, it was possible to obtain all of the objectives within the fixed time. The researcher analysed the findings through thematic analysis for increasing credibility of the study outcomes. The vast findings of the secondary sources allowed the researcher to develop relevant codes for critical analysis and make the results more credible and realistic. The researcher identified the efforts of Skyscanner to develop strategic plans for reducing its dependence on Google, which holds dominance in the search market. By analysing the impact of the regulatory framework, it was possible to get ideas on how travel tech organisations can grow continuously in the fast-changing global market. The regulatory framework ensures that travel organisations get proper opportunities for promoting the brand and increasing sales.


[bookmark: _Toc238492748][bookmark: _Toc238398618]Chapter 5: Conclusion and Recommendations 
[bookmark: _Toc238492749]5.1 Summary of Main Findings 
The study aims to analyse how Skyscanner survive when Google control the travel search market. The travel tech industry experiences numerous challenges in managing diverse customers and generating higher sales. Skyscanner found that the reduction in customer engagement was responsible for Google's changing layout of Google, for which it identified the necessity of developing plans to overcome massive challenges in future. The data were collected from regulatory filings and submissions, EU Digital Markets Act documentation and industry report in qualitative method. Through thematic analysis, the researcher was able to present the information in a more structured way to achieve the objectives. Through content analysis of SERP visibility shifts, thematic coding of strategic pivots and policy evaluation and comparative critique, the researcher was able to accomplish all of the objectives. 
The first objective found that, with the changing search layout of Google, Skyscanner experienced numerous challenges in customer acquisition.  Zero-click search, Google flight prominence, SERP displacement and AI-generated search features affect the relationship between search visibility and website traffic (Kostagiolas et al., 2021). For the specialised search opportunity, Google obtained higher customer engagement as users got various services on the same platform. Skyscanner found a reduction in web traffic and customer engagement due to changes in Google's layout of Google which also reduced its competitive power. So, the changing layouts directly impacted the web traffic of Skyscanner. 
The second objective found that Skyscanner focused on reducing its dependence on Google by implementing various strategic plans. Mobile app development, building relationships with customers, adopting AI-based technology, adopting diverse channels for customer acquisition and loyalty programs were the strategies of Skyscanner to enhance brand visibility and credibility. Mobile app development was one of the most effective strategies to reach a massive number of customers at the earliest time, to share information faster and more effectively to build relationships (Löfqvist et al., 2023). It was also a very effective way to offer personalised services to customers to attain their trust and acceptance, to enhance its capability to attain a satisfactory number of customer engagements and reduce its dependence on Google. 
The third objective found that the regulatory framework was effective for restoring fair competition. When the market is stable and the travel organisations follow strict rules and regulations, individuals get the chance of self-preferencing. Greater search result transparency and offering access to search-related data increased Skyscanner's brand visibility (Giachino et al., 2021). For its effectiveness to share the data in a structured way, Google obtain more traffic and click that enable it to play a significant role in building a strong relationship between travel organisations and travellers. The continuous efforts in developing plans and efficiency allow Skyscanner to attain the most competitive benefits. 
[bookmark: _Toc238492750]5.2 Conclusion Based on the Research Questions 
The first question was “How have Google’s search layout changes affected Skyscanner’s web traffic”, which has been answered through the findings. The findings indicated that for the changes of layout Google obtained more website traffic. The zero-click search strategy was effective for enhancing the credibility of Google search web (Ribera Martínez, 2023). But the changes in organic ranking after changing the layout introduced various challenges for Skyscanner, for which reason it failed to attain more web traffic to generate higher sales. 
The second question was “what strategic initiatives is Skyscanner deploying for reducing its dependence on Google”, which was also answered in the study. The researcher analysed the findings of different trusted databases and found that an app-first ecosystem, expanding price alerts, strengthening direct customer relationships, and personalised services were very effective strategies that enabled Skyscanner to reduce dependence on Google. Besides, AI-based services and B2B partnerships were also very effective for increasing customer retention and reducing dependence on Google (Van den Boom, 2023). 
The third question was “how effective are regulatory frameworks such as the DMA in restoring fair competition”, which was also possible to answer with a realistic example. The findings suggest that, for the regulatory framework, every travel tech company got a standard environment of fair competition. Larger and smaller businesses need to follow the DMA when interacting with customers and attaining the desired sales (Akman, 2021). The customers got the chance of self-preferencing and travel tech organisations ensure search result transparency to offer equal access to everyone. Overall, the regulatory framework impacts the traffic and clicks of every organisation, which also affects competitive power. 
[bookmark: _Toc238492751]5.3 Recommendations 
[bookmark: _Toc238492752]5.3.1 Practical Recommendations 
Based on the findings, the researcher provided some specific recommendations for Skyscanner to reduce its dependence on Google and increase customer engagement, which are provided below.
· Skyscanner can strengthen the app ecosystem to increase customer acquisition and retention. By investing more in mobile development, it can gain more attention from the target group for managing the customers more effectively to generate higher sales and revenues (Schor et al., 2020). 
· It can reduce dependence on Google by using diverse channels for customer acquisition instead of relying on any single channel or platform. It is necessary to avoid the challenge of reduced customer engagement due to any issue, especially during the period of changing the layout of the Google search platform (Schor et al., 2020). 
· Skyscanner should emphasise increasing direct-to-consumer retention to grow continuously and generate higher sales and revenues. After interacting with the customer for the first time, it needs to try to build a strong relationship with them to influence them for repeated sales by creating customer accounts including all of the information (Gursoy et al., 2022). 
[bookmark: _Toc238492753]5.3.2 Theoretical Recommendations 
Extend the concept of platform dependence: From the findings, it can be possible to realise that platform dependence is a strategic process of attaining customer engagement. Skyscanner was able to maintain stable keyword ranking during the period of reduced traffic as Google controls the search market. The findings also explored that strong ranking is not sufficient for strong click opportunity. SEO visibility relates to SERP visibility, which increases the click opportunity, website traffic and enabled Skyscanner to build a strong relationship with the customers. 
Linkage between customer retention theory and platform dependence: The findings show that reducing platform dependence increased the challenge for Skyscanner in customer acquisition and retention. The frequent changing of layouts of Google Travelodge required enhancing its strengths through app development, notifying customers, price alerts, organising loyalty programs and communicating directly. 
Develop strategic plans for digital regulation: For expanding the business, travel tech organisations should pay more attention to the formal rules. Though it is not the only thing to assess the effectiveness of any organisation, it helps to survive in the most challenging market. By fulfilling regulatory compliance, it can be possible to bring about behavioural change to generate competitive outcomes. 
[bookmark: _Toc238492754]5.4 Limitations of Research 
The researcher identified several limitations of the study which created numerous obstacles in achieving the objectives within the fixed time. By considering the aim, objectives and time duration, the researcher decided to conduct this study based on secondary or published source data, including corporate information, industry reports, regulatory materials, academic literature, and publicly available industry evidence. Avoiding primary data introduced a massive challenge in capturing the most recent factors to attain more trust from the readers. Besides, analysing how Skyscanner was able to survive when Google hold the controls in travel search market it was require to include more specific and authentic data using a quantitative method. Google has changed its search environment, such as SERP layouts, zero-click search features, Google Flights, and generative features, which made it possible to present the information in a standard way by collecting primary quantitative or qualitative data. The mixed-methods approach might increase the credibility of the study outcomes, as the researcher could present the information in a more structured way. It might be possible to collect mass data for critical analysis to generate the best solution to the identified issues. However, the efforts allowed to overcome all of these issues, and it was possible to produce more credible results. 
[bookmark: _Toc238492755]5.5 Recommendations for Future Work 
In future research, the researcher will place more importance on ensuring the best methodological alignment to overcome the experienced issues. The researcher will adopt mixed method and longitudinal design to address these limitations and produce more credible results. In such kind of studies, quantitative analysis along with qualitative analysis would be very supportive for providing clear and sufficient information about the topic. The data will be collected from a wider range to analyse critically to make the best decision in a short time to ensure that the study is developed based on the schedule. In future research, the researcher will analyse the effectiveness of Skyscanner to develop strategies for engaging with the focus groups directly to build strong relationships and increase its web traffic. Particular attention will be given to its pricing strategy, maintaining the regulatory frame and organising loyalty programs to increase its overall strengths and reduce dependence on Google. The researcher will be able to use the acquired knowledge in future studies to ensure perfection and avoid any kind of issues for generating the most credible results. 
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