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This work aims to formalize and study the bias among several web search engines 
on the web. Commercial search results may be biased by some elements (for 
instance the ads in Google Search as with the ``Basecamp example’’ [1]). Such bias 
may avec have potential impact on citizens, as is has been shown for their vote in [2], 
and also about the relevance of the documents retrieved [3] 
When algorithms are open, it is possible to study extensively the possible biases, but 
commercial web search engines are black boxes, from which only inputs and outputs 
are known [4, 5]. The limitations of the works that focus on the stability of web search 
results, like [5, 6] are that it is not possible to provide a ground truth against which we 
may study actual biases. An interesting work [3] tried to solve some part of this 
problem by focusing on one specific topic, US elections, and by characterizing some 
results of Google search using a classification of web sites [10]. 
The internship proposed here will then take inspiration from [3] to propose a model 
that studies biases of web search engines. It will be applied on one topic, (to be 
defined) from which some referential will have to be defined. Such referential could 
be other search engines that are supposingly not personalized, like Qwant or other 
tools that characterize web pages like Curlie [7] or Best of the Web [8] for general 
purpose topics, or Health on the Net [9] for medical topics.  
 
The expected work comprises three steps: 

1. A state of the art about biases in web search, and inter web engines biases; 
2. A proposal of a model to evaluate inter search engine biases: the protocol of 

bias evaluation will be defined, as well as accurate measures to quantify the 
bias. One novelty of the proposal is that we will integrate the fact that several 
search engines are used; 

3. An experiment that provides preliminary results on a specific topic (to be 
defined) for several web engines, namely: Google Search, Bing and Qwant. 
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