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Consumers are interested in searching good at the minimal price. Online platform, or marketplace, plays a role of intermediary to get through the flow of great amount of offers and differentiated goods. Platform acts like a designer of a big market that formulates its own rules and mechanism, which can facilitate the search for consumer, or make search more difficult and visible offers less attractive. The purpose of this research is to analyze possibility and mechanism of search process manipulation by a platform and to explore how these manipulations influence different sides of the market. 
In our model, we consider the standard sequential search paradigm, following Weitzman, 1979. It is reasonable since on many platforms a consumer should spend additional time to understand complete conditions of a purchase (delivery conditions, expected time, additional costs), sometimes visiting a website of a particular seller.  Weitzman’s rule allows to reduce this process of search to the moment of stop. He assumes that a consumer stops her search when the expected gain from all remain proposals is less than the gain from one of the observed goods. In our study we assume that the price distribution is given and focus only on platform-consumer interaction. Thus, firms and prices are taken exogenously.
The novelty of the presented work is in implementing the platform's manipulating strategy to change consumer's search behavior through varying search costs or changes in price distribution. The intuition behind this can be explained as follows. Platform generally gains from greater stopping price of consumer, if its profit is based on the commission from the deal. However, it does not care about her search time. Nevertheless, the utility of a consumer accounts for both price and total cost of search. Thus, if search costs are relatively high, the platform can additionally complicate the search process in order to enforce a consumer to stop earlier, buy at a higher price and gain from shorter search. However, if search costs are low, such platform behavior is painful for consumers. It means that platform and consumers have opposite interests in the depth of search. 
We provide an analytical condition on the level of search costs, separating these two categories of consumers depending on the price distribution. In particular, we found that for the uniform distribution of prices all consumers lose from increasing their search costs, but for the exponential distribution the category of consumer who become happy from more expensive search arise. The closest next goal is to extend this approach to other kinds of platform manipulation, i.e. the distortions of price distribution.

The problem of platform manipulation is closely related to the problem of privacy. If platform has no information about the actual consumer behavior, it must apply the same policy for all, which may be unprofitable for all sides. On the other hand, when a consumer reveals her personal search characteristics (generally, together with some other information), platform may act in a targeted manner and apply different policy to different categories of consumers, which may increase the total welfare.
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