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Introduction
Search engines are gatekeepers of political information (Pradel, 2021), and users generally
trust the results of search engines (Pan et al., 2007). The ranking of political search results
can significantly influence voter behavior (Epstein & Robertson, 2015). In the 2021 German
federal elections, almost all candidates, including lesser-known ones, used SEO to enhance
their online visibility (Hinz et al., 2022).The representation of politicians may shift before
and after elections (Pradel, 2021), and inequalities in news coverage exist (Unkel & Haim,
2021). Dominance in SERPs is often held by Wikipedia and major news sites (Yagci et al.,
2022).This study investigates whether the change of representation of political topics and po-
liticans also apply to smaller elections, such as the German state elections in Saxony two
weeks before the election up to eight days after the election
Research Questions
RQs always consider Google, Bing and DuckDuckGo two weeks before the election to eight
days after the election compare the results of the election period.
1. ”Which domains and topics dominated the search results?”
2. ”Which parties and politicians were most frequently represented, and how significantly did

the use of SEO influence the ranking of this content?”
3. ”What SEO factors were particularly influential in the positioning of political content in the

search results?”
4. ”Is there any evidence of a political bias regarding the sentiment towards parties or politi-

cians in the search results?”
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• CRISP-DM for structured work with data, still de facto standard for data science projects
(Martı́nez-Plumed et al., 2021).

• Generate political queries from Google Trends and Wahl-O-Mat.
• Collect SERP data from Google, Bing, and DuckDuckGo.
• RQ1: Count domain occurrences and calculate the Jaccard Similarity Index for domain

comparisons across search engines.
• RQ1: Use n-grams to filter topics in titles/descriptions and compare them to topics from

Wahl-O-Mat and Google Trends.
• RQ2: Count occurrences of politicians and parties.
• RQ3: Classify domains by SEO usage percentage.
• RQ3: Analyze correlation and perform multiple regression to identify significant SEO fac-

tors influencing SERPs.
• RQ4: Conduct sentiment analysis on domain titles/descriptions and use a two-tailed t-test

to assess significance.
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Discussion and expected Results
• RQ1: Even in minor elections like Saxony, few domains dominate SERPs.
• RQ2: Conservative political topics are expected to dominate the SERPs.
• RQ3: The current governing coalition is anticipated to dominate the SERPs over other

parties.
• RQ4: SEO usage is expected to remain consistently high, reflecting its strong influence on

SERPs.
• RQ5: A strong correlation is expected between certain SEO factors, domain rankings, and

SEO categorization.
• RQ6: Google sentiment is expected to differ from Bing and DuckDuckGo, potentially

reflecting biases toward specific parties or politicians during the election.
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