	ECONOMICS
TEACHER PRESENTATION NOTES
BIG TECH ANTITRUST - GOOGLE APPLE AMAZON META


Two slides per page. Use the cards below as your teaching script for each slide.
	SLIDE 1
	Big Tech Antitrust - Google Apple Amazon Meta


On-slide summary: Big Tech Antitrust - Google Apple Amazon Meta; How the U.S. government is suing the four biggest tech companies on Earth - and what the 2024 Google search verdict actually means.
TALKING POINTS
	•  Open with the headline: in August 2024 a federal judge ruled Google illegally maintained a search monopoly. This is the BIGGEST tech antitrust verdict in 25 years - since Microsoft in 2001.
•  Frame the lesson scope. We are looking at FOUR active Big Tech antitrust cases at once: U.S. v. Google search (2024 verdict), U.S. v. Apple (2024 filing), FTC v. Amazon (2023 filing), FTC v. Meta (2020 filing). All four still active.
	
	•  Connect to student experience. Your students use Google to search, an iPhone or Android (running Apple or Google operating system), Amazon to shop, and Instagram or WhatsApp (both Meta) to talk. They are the affected consumers.
•  Preview the persona. The activity puts students alongside MARCUS HOLT, a senior antitrust investigator at the DOJ, who now leads the Big Tech investigation team after wrapping the Ticketmaster case in TK 25.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Big Tech Antitrust - Google Apple Amazon Meta classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Big Tech Antitrust - Google Apple Amazon Meta in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Big Tech Antitrust - Google Apple Amazon Meta



	SLIDE 2
	Learning Targets


On-slide summary: Learning Targets; Apply MONOPOLY four features to Google, Apple, Amazon, Meta; Define NETWORK EFFECTS and why digital platforms scale fast
TALKING POINTS
	•  Read the three targets aloud. Target 1 stretches the TK 22 four-features model across FOUR Big Tech companies. Students must say which features Google has, which features Apple has, etc.
•  Target 2 is the NEW concept for TK 26: NETWORK EFFECTS. Most students intuitively know that Instagram is more valuable when their friends are on it - but cannot define it as an entry barrier.
•  Target 3 is the synthesis - the Final Recommendation Memo at the end of the activity. Students pick ONE Big Tech company and recommend the remedy.
	
	•  Discussion: which Big Tech company do you think has the strongest antitrust case against it? Students will pick favorites. Most teachers say Google (since 2024 verdict already happened) or Meta (killer acquisitions are well documented).
•  Bridge to TK 22 and TK 25. TK 22 built the monopoly model. TK 25 applied it to one real case (Ticketmaster). TK 26 applies it to FOUR real cases at once - the biggest antitrust moment in 25 years.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Learning Targets classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Learning Targets in your own words?



	GUIDED NOTES
	Students should listen for: Apply MONOPOLY four features to Google, Apple, Amazon, Meta



	SLIDE 3
	Four Big Tech Antitrust Cases at Once


On-slide summary: Four Big Tech Antitrust Cases at Once; Big Idea: this is the biggest antitrust moment in 25 years - the U.S. is suing all four dominant tech platforms simultaneously.; The Four Active Cases (Updated 2024)
TALKING POINTS
	•  Walk the four cases. U.S. v. Google search filed 2020 by DOJ; RULING August 5 2024 - Google lost. U.S. v. Apple filed March 2024 by DOJ - still active. FTC v. Amazon filed Sept 2023 - still active. FTC v. Meta filed Dec 2020 - still active.
•  Stress the August 5 2024 Google ruling. Judge Amit Mehta (D.D.C.) found that Google illegally maintained a search monopoly through default-search payments. This is the FIRST major Big Tech monopoly verdict since Microsoft 2001.
•  Walk the four common features. All four companies dominate a digital platform market. All four use NETWORK EFFECTS as the durable barrier. All four are accused of EXCLUDING competitors. All four are charged under Sherman Section 2.
	
	•  Discussion: who remembers the August 2024 Google ruling? Most students will not - it did not get front-page coverage. Use that as the hook: 'this is the biggest antitrust verdict of your lifetime and nobody told you.'
•  Connect to TK 22 and TK 25. TK 22 built the four-features model on a textbook utility. TK 25 applied it to Ticketmaster. TK 26 applies it to FOUR companies at once - and the framework still works.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Four Big Tech Antitrust Cases at Once classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Four Big Tech Antitrust Cases at Once in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Four Big Tech Antitrust Cases at Once



	SLIDE 4
	Recap - What Is a Monopoly?


On-slide summary: Recap - What Is a Monopoly?; MONOPOLY (from TK 22); A market structure with ONE seller, no close substitutes for the product, and high barriers preventing new firms from entering
TALKING POINTS
	•  Recap the Monopoly definition from TK 22: ONE seller, no close substitutes, high barriers, price-maker firm. Have students chant it back.
•  Stress the four features are unchanged for Big Tech. What changes is the BARRIER. In Ticketmaster (TK 25) the barrier was venue exclusivity contracts. In Big Tech the barrier is network effects.
	
	•  Frame today's lesson as Stretching the Model. The same four features apply to four very different companies - that is the test of whether the framework is general.
•  Discussion: do your students agree Google is a monopoly today? Most will say yes (everybody Googles). Push back: WHY is it a monopoly - what feature is satisfied and what feature is contested?



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Recap - What Is a Monopoly? classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Recap - What Is a Monopoly? in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Recap - What Is a Monopoly?



	SLIDE 5
	What Is NEW - Network Effects + Two-Sided Markets


On-slide summary: What Is NEW - Network Effects + Two-Sided Markets; Network effects; A product gets MORE valuable as MORE users join - Facebook with 0 friends is useless; with 100+ it is powerful; Google search is more accurate with more queries
TALKING POINTS
	•  Define NETWORK EFFECTS first. A product gets more valuable as more users join. Use Facebook as the obvious example - your account is useless with zero friends.
•  Stress self-reinforcement. The leader gets stronger over time. Opposite of textbook prediction (entry erodes monopoly). In Big Tech, monopoly rents fund acquisitions and lock-in that EXTEND the position - not erode it.
•  Define TWO-SIDED MARKETS. Platforms connect two groups. Apple App Store: iPhone users want apps, developers want users. The platform must attract BOTH sides.
	
	•  Walk the reinforcement loop. More iPhone users attract more app developers; more app developers attract more iPhone users. This is the core network effect Apple uses to keep developers from leaving.
•  Discussion: which Big Tech company has the STRONGEST network effects? Most teachers say Meta (Facebook/Instagram/WhatsApp - all about being where your friends are) or Google search.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make What Is NEW - Network Effects + Two-Sided Markets classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain What Is NEW - Network Effects + Two-Sided Markets in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: What Is NEW - Network Effects + Two-Sided Markets



	SLIDE 6
	Big Tech Market Shares - The Picture


On-slide summary: Big Tech Market Shares - The Picture; Big Idea: each Big Tech company has 38-90% share in its core market - monopoly-level by any standard antitrust threshold.; Dominance in Core Markets
TALKING POINTS
	•  Walk the four shares. Google ~90% general search. Apple ~50% U.S. smartphone OS. Amazon ~38% U.S. e-commerce. Meta ~70% social network users via Facebook + Instagram + WhatsApp combined.
•  Stress that 70%+ is monopoly-level by standard antitrust thresholds. Google and Meta clearly meet that. Apple and Amazon are close enough that the case turns on market definition.
•  Walk the market-definition fight (same as TK 25). DOJ/FTC want NARROW markets (general search, smartphone OS, e-commerce, social networks). Defense wants BROAD (all information, all electronics, all retail, all communications).
	
	•  Discussion: which Big Tech company will face the HARDEST market-definition fight? Most teachers say Amazon - 38% is the lowest share and the defense can argue Walmart and Target are real competitors.
•  Setup for next slide: the next slide is the actual chart. Have students predict the four bar heights before revealing.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Big Tech Market Shares - The Picture classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Big Tech Market Shares - The Picture in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Big Tech Market Shares - The Picture



	SLIDE 7
	Big Tech Market Shares - Visualized


On-slide summary: Big Tech Market Shares - Visualized; Each Big Tech company dominates its core market at 38-90% share.; Chart 1
TALKING POINTS
	•  Display the chart. Have students read each bar aloud: Google ~90%, Apple ~50%, Amazon ~38%, Meta ~70%.
•  Anchor the conclusion. All four are at or near monopoly-level concentration. Google is unambiguously dominant; Meta is dominant in social combined; Apple and Amazon are dominant under DOJ/FTC definitions.
	
	•  Discussion: of the four, which one would be the EASIEST for the government to win on share alone? Most say Google (90% is overwhelming). Hardest? Amazon (38% requires careful market definition).
•  Activity hook: Part 3 Q1 asks students to read this chart, rank the four companies by share, and explain why a 38% Amazon share is still potentially monopolistic in a NARROW market definition.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Big Tech Market Shares - Visualized classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Big Tech Market Shares - Visualized in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Big Tech Market Shares - Visualized



	SLIDE 8
	Case 1 - U.S. v. Google Search (2024 Verdict)


On-slide summary: Case 1 - U.S. v. Google Search (2024 Verdict); Big Idea: Google did not get its 90% share through a better product alone - it PAID for distribution that excluded competitors.; The August 5 2024 Ruling
TALKING POINTS
	•  Walk the August 5 2024 ruling. Judge Amit Mehta in D.D.C. ruled that Google illegally maintained its search monopoly by paying Apple Samsung and Mozilla to be the default search engine.
•  Stress the SPECIFIC conduct. Google paid Apple ~$20 billion per year to be the default search in Safari. Similar payments to Samsung for Android phones and Mozilla for Firefox. These payments EXCLUDED rival search engines from distribution.
•  Walk the court's reasoning. The court said Google did not get its 90% share through a better product alone - it PAID for distribution that locked out competitors. That conduct is illegal under Sherman Section 2.
	
	•  Stress the remedies phase is 2025. Possible remedies include forcing Google to stop the default-search payments, forcing divestiture of Chrome browser, mandating choice screens for default search.
•  Discussion: do you use Google because it is the BEST search engine or because it is the DEFAULT on every device? Most students will admit they have never tried Bing or DuckDuckGo - that is the lock-in the court ruled was illegal.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Case 1 - U.S. v. Google Search (2024 Verdict) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Case 1 - U.S. v. Google Search (2024 Verdict) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Case 1 - U.S. v. Google Search (2024 Verdict)



	SLIDE 9
	Why Google Won the Search Monopoly


On-slide summary: Why Google Won the Search Monopoly; Network effects in search; More users -> more queries -> more data -> better results -> more users. Google's lead got bigger over time.
TALKING POINTS
	•  Walk THREE reasons Google won search. (1) Network effects: more users to better results to more users. (2) Default-search payments: $20+ billion/year to Apple. (3) Two-sided reinforcement: users attract advertisers attract infrastructure.
•  Stress that the court ruled the PAYMENTS were the illegal conduct. Network effects themselves are not illegal - many firms have them legally. But PAYING to be the default on every device crossed the line into excluding competitors.
•  Walk a hypothetical remedy. If the court banned default-search payments, Apple could host a CHOICE SCREEN asking users to pick their search engine on first iPhone setup. That is one of the remedies under consideration in 2025.
	
	•  Discussion: would a choice screen actually shift users away from Google? Probably not for adults (Google is habit). Possibly for new users. Remedy effectiveness is the central question in the 2025 remedies phase.
•  Activity hook: Part 4 Q1 asks students to walk the Google default-search mechanism and recommend a remedy.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Why Google Won the Search Monopoly classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Why Google Won the Search Monopoly in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Why Google Won the Search Monopoly



	SLIDE 10
	Case 2 - U.S. v. Apple (March 2024) - The Walled Garden


On-slide summary: Case 2 - U.S. v. Apple (March 2024) - The Walled Garden; Big Idea: Apple's walled garden = network effects PLUS contractual lock-in PLUS API restrictions on competitors.; The DOJ Apple Suit (Filed March 21 2024)
TALKING POINTS
	•  Walk the DOJ Apple suit. Filed March 21 2024 by DOJ + 16 state AGs in D. NJ. Charge: monopolization of the smartphone market under Sherman Section 2.
•  Walk the conduct, specifically: (1) Apple blocks third-party app stores. (2) Degrades cross-platform messaging - iMessage to Android shows green bubbles, no read receipts. (3) Restricts cloud streaming and smartwatches on iOS.
•  Stress the App Store commission. Apple takes 15-30% on all App Store purchases - small developers pay 15%, large developers pay 30%. Total App Store revenue is roughly $25 billion/year, a major Apple profit center.
	
	•  Discussion: have you ever switched from iPhone to Android - or considered it? What kept you (or held you back)? Most students who own iPhones cite iMessage and shared photo libraries - exactly the lock-in the DOJ targets.
•  Setup for next slide: the next slide shows what the 30% App Store commission means for developers - $30 on every $100 in-app purchase.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Case 2 - U.S. v. Apple (March 2024) - The Walled Garden classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Case 2 - U.S. v. Apple (March 2024) - The Walled Garden in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Case 2 - U.S. v. Apple (March 2024) - The Walled Garden



	SLIDE 11
	Apple App Store - The 30% Cut


On-slide summary: Apple App Store - The 30% Cut; Apple takes 15-30% of every in-app purchase - $30 on every $100.; Chart 2
TALKING POINTS
	•  Display the chart. Have students read each bar: at the 30% standard rate, Apple takes $30 of every $100 in-app purchase, developer keeps $70. At the 15% small-developer rate, Apple takes $15, developer keeps $85.
•  Anchor the $30 on $100 figure. This is the central economic issue in Epic Games v. Apple (2021) and the EU Digital Markets Act enforcement actions. Epic specifically called this the Apple Tax.
•  Walk the comparison. Credit-card processing takes 2-3%. App Store takes 15-30%. Apple argues this funds security and developer tools. Critics argue it is monopoly rent from a captive developer base.
	
	•  Discussion: if Apple cut the App Store commission to 5%, what would happen? Developer revenue would jump. App prices might fall. Apple would lose ~$15 billion/year in profit. The economic stakes are enormous.
•  Activity hook: Part 3 Q2 asks students to extract the $70 vs $85 developer-revenue figures and compute Apple's annual commission revenue at typical App Store volume.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Apple App Store - The 30% Cut classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Apple App Store - The 30% Cut in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Apple App Store - The 30% Cut



	SLIDE 12
	Case 3 - FTC v. Amazon (Sept 2023) - Self-Preferencing


On-slide summary: Case 3 - FTC v. Amazon (Sept 2023) - Self-Preferencing; FTC Amazon suit (Sept 26 2023); FTC + 17 state AGs filed in W.D. Wash; charge: monopolization of online superstore market under Sherman Section 2
TALKING POINTS
	•  Walk the FTC Amazon suit. Filed September 26 2023 by FTC + 17 state AGs in W.D. Wash. Charge: monopolization of the online superstore market under Sherman Section 2.
•  Stress the conflict of interest. Amazon is BOTH a retailer (selling Amazon Basics) AND a marketplace (hosting third-party sellers who compete with Amazon Basics). The FTC alleges Amazon uses its marketplace power to favor its own products.
•  Walk the conduct. (1) Buy Box favors Amazon products. (2) Amazon punishes sellers who list cheaper on Walmart or eBay - their products get demoted from the Buy Box. (3) Amazon forces sellers to use Fulfilled-By-Amazon for Prime eligibility.
	
	•  Stress the consumer harm theory. The FTC argues these practices RAISE consumer prices (because sellers cannot offer lower prices elsewhere without retaliation) and reduce competition (because rival platforms cannot get sellers).
•  Discussion: have you ever bought Amazon Basics? Most students have. Did you know it was an Amazon house brand competing with the third-party sellers also on the page? Most do not realize. That information asymmetry is part of the FTC case.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Case 3 - FTC v. Amazon (Sept 2023) - Self-Preferencing classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Case 3 - FTC v. Amazon (Sept 2023) - Self-Preferencing in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Case 3 - FTC v. Amazon (Sept 2023) - Self-Preferencing



	SLIDE 13
	Case 4 - FTC v. Meta - Killer Acquisitions


On-slide summary: Case 4 - FTC v. Meta - Killer Acquisitions; Big Idea: the FTC argues Meta's acquisitions were ILLEGAL killer acquisitions - bought to eliminate competition, not for the products.; The FTC Meta Suit (Filed December 2020)
TALKING POINTS
	•  Walk the FTC Meta suit. Filed December 2020 by FTC + 46 state AGs in D.D.C. Charge: anticompetitive acquisitions under Clayton Act Section 7 (not Sherman Section 2).
•  Stress DIFFERENT theory. Sherman Section 2 is conduct that maintains monopoly. Clayton Section 7 is MERGERS that lessen competition. FTC argues 2012 Instagram and 2014 WhatsApp acquisitions were illegal under Section 7.
•  Walk killer-acquisition theory. A dominant firm buys a smaller rising rival SPECIFICALLY to eliminate it - not for the product. Internal Facebook emails from 2012 describe Instagram as a threat to neutralize.
	
	•  Stress the REMEDY sought. The FTC wants DIVESTITURE - force Meta to spin off Instagram AND WhatsApp as separate companies. That would undo a 12-year-old and 10-year-old acquisition. Unprecedented.
•  Discussion: should an acquisition that was APPROVED in 2012 be UNDONE in 2024 based on what we know now? The FTC argues yes (the 2012 approval was a mistake; the harm is now obvious). Defense argues no (you cannot unscramble an egg).



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Case 4 - FTC v. Meta - Killer Acquisitions classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Case 4 - FTC v. Meta - Killer Acquisitions in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Case 4 - FTC v. Meta - Killer Acquisitions



	SLIDE 14
	Meta Acquisitions - The Killer Pattern


On-slide summary: Meta Acquisitions - The Killer Pattern; Meta bought Instagram + WhatsApp + Oculus + CTRL-Labs over a decade.; Chart 3
TALKING POINTS
	•  Display the chart. Have students read each bar: Instagram 2012 ($1 billion purchase price), WhatsApp 2014 ($19 billion), Oculus 2014 ($2 billion), CTRL-Labs 2019 ($1 billion).
•  Anchor the FTC targets. Instagram and WhatsApp are the two the FTC wants UNDONE. Oculus and CTRL-Labs are not in the killer-acquisition case (they were not direct social-media competitors).
•  Walk the pattern. Meta has done dozens of acquisitions. The FTC focuses on the ones where the target was a rising rival in the SAME core market (social networks, messaging). That is what makes an acquisition a killer acquisition.
	
	•  Discussion: was $1 billion for Instagram a good deal? Instagram had 30M users and zero revenue - critics said Meta overpaid. Today Instagram is worth hundreds of billions. Massively successful for Meta - the FTC says that IS the problem.
•  Activity hook: Part 3 Q3 asks students to read the chart, identify the two FTC-target acquisitions, and explain what makes each a killer acquisition.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Meta Acquisitions - The Killer Pattern classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Meta Acquisitions - The Killer Pattern in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Meta Acquisitions - The Killer Pattern



	SLIDE 15
	Why Big Tech Is Different - Digital Network Effects


On-slide summary: Why Big Tech Is Different - Digital Network Effects; Marginal cost is near zero; Adding one more user costs Google or Meta almost nothing - no factory expansion, no inventory; classical entry-erosion logic does not apply
TALKING POINTS
	•  Walk four reasons Big Tech differs. (1) Marginal cost near zero - adding one user is free. (2) Data is the moat - more users = more data = better product. (3) Network effects + low marginal cost = winner-take-all. (4) Classical remedies...
•  Stress the data moat. Google results are better than Bing because Google has 8-10x more queries to learn from. If Bing had the queries, it could be as good. But it cannot get them because Google is the default. Chicken-and-egg trap.
•  Walk the winner-take-all dynamic. In Big Tech the leader does not get 60% share - it gets 90% share. Google search ~90%. Meta in social ~70%+. These are not normal monopoly shares; they are dominance levels.
	
	•  Stress why classical antitrust struggles. Standard Oil 1911 broken up into 34 regional companies. AT&T 1984 broken up into seven Bells. Those worked for INDUSTRIAL monopolies. DIGITAL monopolies need NEW remedies - interoperability, data...
•  Discussion: should we let Big Tech monopolies exist (because they fund free services) or break them up (because they extract huge rents)? Both sides have respectable economists. The political answer is shifting toward breakup.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Why Big Tech Is Different - Digital Network Effects classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Why Big Tech Is Different - Digital Network Effects in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Why Big Tech Is Different - Digital Network Effects



	SLIDE 16
	Possible Remedies - Three Approaches


On-slide summary: Possible Remedies - Three Approaches; Structural (Breakup); Force divestiture - Meta sells Instagram + WhatsApp; Google sells Chrome; Apple separates the App Store. Hardest to win but stickiest. The FTC Meta theory.
TALKING POINTS
	•  Walk the three remedy approaches. STRUCTURAL (breakup). BEHAVIORAL (conduct rules). INTEROPERABILITY (force competitors to be able to connect).
•  Stress that different cases need different remedies. Google needs a ban on default-search payments + mandatory choice screens. Meta needs structural divestiture of Instagram and WhatsApp. Amazon needs behavioral rules. Apple needs intero...
•  Connect to TK 25 lesson. In TK 25 (Ticketmaster) we learned that conduct remedies often fail when market power remains. Same lesson applies here - which is why the FTC is asking for STRUCTURAL remedies in the Meta case.
	
	•  Walk interoperability as a NEW remedy type. Force iMessage and WhatsApp and Signal to message each other. Force Instagram and TikTok to let users export followers. This is the EU Digital Markets Act approach.
•  Discussion: which of the three remedy types do you think will produce the biggest consumer benefit in the next 5 years - structural breakup, behavioral rules, or interoperability mandates? Why?



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Possible Remedies - Three Approaches classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Possible Remedies - Three Approaches in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Possible Remedies - Three Approaches



	SLIDE 17
	The EU Digital Markets Act - A Different Approach


On-slide summary: The EU Digital Markets Act - A Different Approach; Big Idea: the EU DMA imposes BY LAW what the U.S. DOJ/FTC is still trying to win in court - watching the EU experiment first.; The EU DMA (Effective 2023-2024)
TALKING POINTS
	•  Walk the EU Digital Markets Act. Effective 2023-2024. Designates SIX gatekeepers: Alphabet (Google), Apple, Amazon, ByteDance (TikTok parent), Meta, Microsoft.
•  Stress what gatekeepers must do. Allow third-party app stores. Allow data portability. Allow interoperability for messaging. Stop self-preferencing on platforms.
•  Walk the U.S. relevance. The EU has already FORCED what the U.S. is still litigating. Apple allows third-party app stores in EU but not in U.S. We can watch the EU experiment to see what remedies actually work.
	
	•  Stress the penalty. Up to 10% of GLOBAL annual revenue - a $10+ billion fine for a major Big Tech violation. The EU is serious about enforcement.
•  Discussion: should the U.S. just pass a law like the DMA instead of waiting for court rulings? Both approaches have pros and cons. The DMA is faster but less flexible; U.S. case-by-case is slower but tailored.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make The EU Digital Markets Act - A Different Approach classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain The EU Digital Markets Act - A Different Approach in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: The EU Digital Markets Act - A Different Approach



	SLIDE 18
	Big Tech Vocabulary (1 of 3)


On-slide summary: Big Tech Vocabulary (1 of 3); Network effects; A product gets MORE valuable as MORE users join - the durable barrier to entry in every Big Tech case
TALKING POINTS
	•  Drill NETWORK EFFECTS. Product gets more valuable as more users join. Self-reinforcing barrier to entry.
•  Drill PLATFORM. Digital business connecting two sides of a market. App Store: developers + users. Amazon: sellers + buyers. Meta: users + advertisers.
	
	•  Drill WALLED GARDEN. Platform that controls the user experience end-to-end. Apple is the textbook example - only Apple-approved apps run on iPhone.
•  Discussion: how is the Apple walled garden different from the Amazon marketplace? Both are platforms - but Apple controls EVERY app, while Amazon hosts millions of third-party sellers. The control level matters for remedies.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Big Tech Vocabulary (1 of 3) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Big Tech Vocabulary (1 of 3) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Big Tech Vocabulary (1 of 3)



	SLIDE 19
	Big Tech Vocabulary (2 of 3)


On-slide summary: Big Tech Vocabulary (2 of 3); SELF-PREFERENCING - platform favors own products (Amazon Basics; Google Shop); KILLER ACQUISITION - dominant buys rising rival (Instagram 2012, WhatsApp 2014)
TALKING POINTS
	•  Drill SELF-PREFERENCING. Platform owner favors its own products. Amazon Basics over third-party. Google Shopping over organic search. Central FTC and DOJ allegation.
•  Drill KILLER ACQUISITION. Dominant firm buys rising rival to eliminate competition. Meta-Instagram 2012 ($1B) is the canonical case. Clayton Section 7 violation.
•  Drill DEFAULT SEARCH ENGINE. Pre-installed search on devices. The August 2024 Google ruling found these payments illegal.
	
	•  Stress these are SPECIFIC conducts - because they are the kind of evidence prosecutors can document with contracts and internal emails. They are not abstract economic theory.
•  Discussion: of self-preferencing, killer acquisitions, and default search payments - which one would be the EASIEST for a future Big Tech firm to disguise? Most antitrust lawyers say killer acquisitions, because the intent is hidden in p...



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Big Tech Vocabulary (2 of 3) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Big Tech Vocabulary (2 of 3) in your own words?



	GUIDED NOTES
	Students should listen for: SELF-PREFERENCING - platform favors own products (Amazon Basics; Google Shop)



	SLIDE 20
	Big Tech Vocabulary (3 of 3)


On-slide summary: Big Tech Vocabulary (3 of 3); Gatekeeper; EU DMA designation for a major Big Tech platform - 6 designated (Alphabet, Apple, Amazon, ByteDance, Meta, Microsoft)
TALKING POINTS
	•  Drill GATEKEEPER. EU DMA term for major Big Tech platforms with durable position. Six gatekeepers designated in 2023: Alphabet, Apple, Amazon, ByteDance, Meta, Microsoft.
•  Drill INTEROPERABILITY. Competing services can communicate. iMessage to WhatsApp. The EU DMA mandates this for messaging. U.S. cases are starting to demand it as a remedy.
•  Drill STRUCTURAL vs BEHAVIORAL remedy. Structural = break up firm. Behavioral = impose conduct rules. Same distinction we used in TK 25 Ticketmaster - the conduct remedy failed there and structural is now sought.
	
	•  Discussion: which remedy type should the FTC pursue against Meta? Structural is preferred (force divestiture of Instagram + WhatsApp) because conduct rules would not undo the killer acquisitions already completed.
•  Activity hook: Part 5 Final Memo asks students to recommend a remedy type and explain why.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Big Tech Vocabulary (3 of 3) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Big Tech Vocabulary (3 of 3) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Big Tech Vocabulary (3 of 3)



	SLIDE 21
	Key Takeaways


On-slide summary: Key Takeaways; FOUR active Big Tech cases - Google, Apple, Amazon, Meta; Google lost search monopoly case in August 2024
TALKING POINTS
	•  Synthesize the lesson. FOUR active Big Tech cases. Google search (verdict 2024, remedies 2025). Apple walled garden (filed March 2024). Amazon self-preferencing (filed Sept 2023). Meta killer acquisitions (filed Dec 2020).
•  Walk the takeaways. The TK 22 four-features model still works. The new BARRIER is network effects. The new REMEDIES are interoperability + data portability + choice screens - alongside classical breakup.
•  Walk what happens next. Google remedies decision 2025. Apple case proceeds to discovery. FTC v. Amazon trial likely 2026-2027. FTC v. Meta trial 2025. The next 3-5 years will reshape Big Tech.
	
	•  Discussion: do you think any Big Tech company will be broken up in your lifetime? Most students will say no (they have been around 20+ years). Push back: AT&T was broken up after 70+ years. Industry-defining cases happen every 25-50 years.
•  Bridge to TK 25. TK 25 was ONE case (Ticketmaster). TK 26 is FOUR cases - because the Big Tech moment is genuinely a multi-front antitrust event the size of the early-1900s trust-busting era.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Key Takeaways classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Key Takeaways in your own words?



	GUIDED NOTES
	Students should listen for: FOUR active Big Tech cases - Google, Apple, Amazon, Meta
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