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Marc J. Randazza, NV Bar No. 12265

Ronald D. Green, NV Bar No. 7360
Alex J. Shepard, NV Bar No. 13582
Randazza Legal Group, PLLC

8991 W. Flamingo Rd., Ste. B

Las Vegas, NV 89147

Telephone: 702-420-2001
ecf(@randazza.com

Attorneys for Defendants
Keith Hodge, Kevin Hodge, and Hodgetwins, LLC

UNITED STATES DISTRICT COURT
DISTRICT OF NEVADA

Case No. 2:25-cv-01858-APG-BNW
PASTOR STEVE SMOTHERMON,

. DEFENDANTS’ REQUEST FOR
Plaintiff, JUDICIAL NOTICE IN SUPPORT OF
MOTION FOR SUMMARY JUDGMENT
V. AND FOR RELIEF UNDER THE

KEITH HODGE, an individual; KEVIN NEVADA ANTI-SLAPP LAW
HODGE, an individual; HODGETWINS, LLC,
a limited liability company,

Defendants.

Defendants request that the Court take judicial notice, pursuant to Rule 201 of the Federal
Rules of Evidence, of the documents referenced below, which are submitted in support of
Defendants’ Motion for Summary Judgment and for Relief Under the Nevada Anti-SLAPP Law
(the “Anti-SLAPP Motion™).

Exhibit 1: Dee-Ann Durbin, “Cracker Barrel had good reasons to rebrand. But after its
new logo misfired, here’s what’s next,” ASSOCIATED PRESS (Aug. 27, 2025), available at: https://ap

news.com/article/cracker-barrel-new-logo-why-ceo-stock-c64a8ae259cc1bcaa27aae89df56c¢961.

Exhibit 2: Edward Segal, “Cracker Barrel’s Rebranding And Crisis Management

Lessons,” FORBES (Aug. 27, 2025), available at: https://www.forbes.com/sites/edwardsegal/2025/

08/27/cracker-barrels-rebranding-and-crisis-management-lessons/.
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Exhibit 3: Ali Abbas Ahmadi, “US restaurant chain Cracker Barrel scraps new logo after

backlash,” BBC (Aug. 27, 2025), available at: https://www.bbc.com/news/articles/ce8351ry8960.

Exhibit 4: Ali McCadden, “Cracker Barrel responds to backlash over new logo and

rebranding: ‘We could’ve done a better job,”” CNBC (Aug. 25, 2025), available at: https://www.cn

bc.com/2025/08/25/cracker-barrel-cbrl-backlash-logo-rebranding.html.

Exhibit 5: Legacy Church, “Wokeness = FAKE Righteousness,” YouTube (Nov. 28,

2022), available at: https://www.youtube.com/watch?v=F40v6xmuypl.
Exhibit 6: Legacy Church, “WOKE Christianity Is Leading People to Hell. | Pastor Steve

Smothermon,” YouTube (Jan. 6, 2025), available at: https:/www.youtube.com/watch

2v=blq1713jh98.

Exhibit 7: Lysée Mitri, “New Mexico pastor gets attention for comments on same-sex

marriage,” KRQE News (June 19, 2015), available at: https://www.krge.com/news/new-mexico-

pastor-gets-attention-for-comments-on-same-sex-marriage/.

Exhibit 8: Andy Betts, “5 Places Incognito Mode Is Useful (and 3 Where It Isn’t),” HOwW-

To GEEK (Apr. 19, 2025), available at: https://www.howtogeek.com/places-incognito-mode-is-

useful-and-where-it-isnt/.

Exhibit 9: Aniko Hannak et al., “Measuring Personalization of Web Search,”
PROCEEDINGS OF THE 22ND INTERNATIONAL WORLD WIDE WEB CONFERENCE (2013), available at:

https://personalization.ccs.neu.edu/static/pdt/fp039-hannak.pdf.

Exhibit 10: Merilee S. Johnson, “Merilee’s Tips & Tricks for Reporters: Incognito Mode,”

VERITEXT (Oct. 16, 2019), available at: https://www.veritext.com/merilees-tips-tricks-for-

reporters-incognito-mode/.

1.0 ARGUMENT

Under Fed. R. Evid. 201(b), “[t]he court may judicially notice a fact that is not subject to
reasonable dispute because it: (1) is generally known within the trial court’s territorial jurisdiction;
or (2) can be accurately and readily determined from sources whose accuracy cannot reasonably

be questioned.” The above-identified exhibits consist of third-party articles and Plaintiff’s
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YouTube sermons. There is no reasonable dispute that third parties and Smothermon published
these articles and videos.

As for Exhibits 1-7, Defendants do not request the Court take judicial notice of the truth
of the underlying allegations in these documents. Rather, Defendants request that the Court merely
take notice of the existence of these documents and that they were publicly available at the time
of their publication. It is appropriate for district courts to take judicial notice for this purpose. See
Taylor v. ESPN, Inc., 2026 U.S. Dist. LEXIS 55940, *20 (N.D. Cal. Mar. 17, 2026) (taking judicial
notice of news articles “for the purpose of noting the existence of news coverage regarding Mr.
Taylor and the general topic of women in sports, but not for the truth of any matters asserted in the
articles”); Von Saher v. Norton Simon Museum of Art at Pasadena, 592 F.3d 954, 960 (9th Cir.
2010) (“Courts may take judicial notice of publications introduced to ‘indicate what was in the
public realm at the time, not whether the contents of those articles were in fact true”).

When the existence of a statement itself is relevant, it is offered for a non-hearsay purpose
and is subject to judicial notice. See Left v. Anson Funds Mgmt. LP, 2026 U.S. Dist. LEXIS
109795, *21-22 (C.D. Cal. Mar. 31, 2026) (in a defamation case, taking judicial notice of articles
discussing plaintiff’s reputation for the purpose of noting their existence); EVO Brands, LLC v. Al
Khalifa Grp. LLC, 657 F. Supp. 3d 1312, 1323 (C.D. Cal. 2023) (about Ciampi v. City of Palo
Alto, 790 F. Supp. 2d 1077, 1091 (N.D. Cal. 2011)) (newspaper articles admissible to show
publication of statements); Asetek Danmark A/S v. CMI USA, Inc., 2014 U.S. Dist. LEXIS 197078,
*6 (N.D. Cal. Nov. 19, 2014) (internet pages admissible to show existence of laudatory
statements). Courts routinely take judicial notice of website articles and publications for this
purpose under Fed. R. Evid. 201(b). See, e.g., United States v. Kane, 2013 U.S. Dist. LEXIS
154248, *24-25, 30 (D. Nev. Oct. 28, 2013). That is all that is requested here.

It is also routine for courts to accept that the date of publication listed on a printout is the
actual date on which it was published. See Prodanova v. H.C. Wainwright & Co., LLC, 2018 U.S.
Dist. LEXIS 225334, *8 (C.D. Cal. Dec. 11, 2018) (taking judicial notice of “news articles

published on public websites and blogs that show a date of publication” because “Plaintiffs have
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not shown that the content of these articles when accessed today is different than it was at the time
of publication, or that the articles were not published [on] those dates”™).

As for Exhibits 8—10, Defendants do not ask the Court to notice the truth of any statement
in them. They are offered to show what has been published, by a consumer technology publication,
a peer-reviewed computer-science paper, and a legal-industry trade source, about what people use
“incognito mode” for: ordinary privacy and the removal of personalization from search results.
The existence of that published understanding is the fact noticed, not its accuracy, and it is the
same existence-only notice requested for Exhibits 1-7. Von Saher, 592 F.3d at 960.

The Court may take judicial notice of the facts within these articles under Fed. R. Evid.
201(b)(2). These printouts are authenticated by the attached declaration of Casey T. Spring.

2.0 CONCLUSION
For the foregoing reasons, the Court should take judicial notice of the above-identified

exhibits when deciding Defendants’ Anti-SLAPP Motion.

Dated: October 19, 2026. Respectfully submitted,

RANDAZZA LEGAL GROUP, PLLC

/s/ Marc J. Randazza

Marc J. Randazza, NV Bar No. 12265
Ronald D. Green, NV Bar No. 7360
Alex J. Shepard, NV Bar No. 13582
8991 W. Flamingo Rd., Ste. B

Las Vegas, NV 89147

Attorneys for Defendants,
Keith Hodge, Kevin Hodge,
and Hodgetwins, LLC
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Case No. 2:25-cv-01858-APG-BNW
CERTIFICATE OF SERVICE

I HEREBY CERTIFY that on October 19, 2026, I electronically filed the foregoing
document with the Clerk of the Court using CM/ECF. I further certify that a true and correct copy
of the foregoing document is being served via transmission of Notices of Electronic Filing

generated by CM/ECF.
Respectfully submitted,

/s/ Marc J. Randazza
Marc J. Randazza
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Exhibit 1

Associated Press Article:
“Cracker Barrel had good reasons to rebrand.
But after its new logo misfired, here’s what’s next”
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Cracker Barrel had good reasons to rebrand. But after its new
logo misfired, here’s what'’s next

Cracker Barrel is changing it's iconic logo, and some customers aren't happy about it. (AP Viden: Sonhie Bates)
Read More

BY DEE-ANN DURBIN
Updated 4:11 PM EDT, August 27, 2025

Add AP News on Google Share D
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Like its namesake barrels that transported soda crackers until boxes replaced them, Cracker
Barrel needed to change.

The restaurant chain's new CEO, Julie Felss Masino, laid out the argument to investors last
year: Cracker Barrel's customer traffic was down 16% compared to 2019. Research showed
consumers thought the brand fell short of competitors in essential ways, from the quality of
the food to value and convenience.

“We are not leading in any area. We will change that,” Masino said.

But over the past week, Cracker Barrel's attempted revamp hit a wall. The company saw
severe backlash over its plans to modernize and simplify its nostalgic logo — including from
President Donald Trump.

“| don't like the changes. | mean it's always been Cracker Barrel like it is, so I'd like for it to stay
like it is,” customer Sid Leist said during a visit to a Cracker Barrel in Vicksburg, Mississippi, on
Tuesday.

ADVERTISEMENT

[> [
Ehe New Jork Eimes 175

Qur year to celebrate.
Your vear lo save.

On everything.

The Anniversary Sale.

Mews, Games, Cooking, Audio, Wirecutter
ane The Athlatic. Save on it all.

SUBSCRIBE NOW

Cancel anylima

By that evening, Cracker Barrel had reversed course and said its old logo would remain. It
features an overall-clad man - said to represent Uncle Herschel, a relative of Cracker Barrel’s
founder — leaning on a barrel, with the words “Old Country Store" underneath.

Investors cheered the move. Cracker Barrel's stock price rose 8% Wednesday to close at

$62.33 per share. That was even higher than its closing price on Aug. 15, before it announced

the new logo.
chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html 2/11
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Here's how Lebanon, Tennessee-based Cracker Barrel got to this point and where it might go
from here:

The Cracker Barrel Old Country Store logo in Pearl, Miss., is photographed, Sept. 12, 2023. (AP Photo/Rogelio V. Solis, File)
License this photo Read More

Transformation plan

Cracker Barrel hired Masino, a longtime Taco Bell and Starbucks executive, in July 2023. She
was chosen for her record as an innovator, with the hope that she would attract new
customers to Cracker Barrel, which operates 660 restaurants in 43 states.

MORE STORIES

Hearing aids can seem like a big step. This NYC Ballet principal dancer
doesn't regret taking it
16
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Picture this: A raffle offers a Picasso for 100 euros to fund Alzheimer's
research

From ‘BuddhaBot’ to $1.99 chats with Al Jesus, the faith-based tech
boom is here
Q52

Masino introduced updated menu items, like Hashbrown Casserole Shepherd’s Pie, to
increase Cracker Barrel's dinnertime traffic. She also started remodeling the company's dark,
antigue-filled restaurants, lightening the walls and installing more comfortable seating.

The changes appeared to be helping. Cracker Barrel's fiscal third quarter, which ended May 2,
was the fourth consecutive quarter of same-store sales growth for the company. Same-store
sales, a key metric for restaurants, measures sales at locations open at least one year.
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The new Cracker Barrel logo is displayed on Thursday, Aug. 21, 2025, in Mew York. (AP Photo/Wyatte Grantham-Philips)
License this photo Read More

Logo misstep

Richard Wilke, a former executive at the brand consultancy Lippincott who helped lead
rebrands for companies like Delta Air Lines and Walmart, said Cracker Barrel's existing logo is
too detailed and fussy for the digital age, when companies have to think about how their
brand appears in a smartphone app.

But Wilke said Cracker Barrel's new logo, featuring just the company's name in brown letters
on a gold background, lacked character. The logo’s rollout also seemed like an afterthought. In
a press release about new fall menu items released Aug. 18, the company mentioned the new
logo in the fourth paragraph.

The approach Walmart took in 2008 provides a better model for a successful rebrand,
according to Wilke. Walmart wanted to broaden its appeal, especially to shoppers in urban
areas. It redesigned stores, slowly adding a new blue-and-yellow color scheme and yellow
asterisk symbol. It trained employees on the meaning behind its new slogan, "Save money.
Live better.”

After a year or more, the company finally introduced its new logo, which added the yellow
asterisk and dropped the hyphen from Wal-Mart in order to de-emphasize the discount term
“Mart.”

“The logo change was almost a natural conclusion to this multi-year transformation,” Wilke
said. "l suspect that if we did it in the same sequence as Cracker Barrel, we would have gotten
the same noise.”

ADVERTISEMENT
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Nostalgia factor

Cracker Barrel acknowledged Monday that it should have done a better job with the new
logo’s rollout.

The company said it should have emphasized all the things that would remain the same about
Cracker Barrel restaurants: the rocking chairs on the front porches, fireplaces in the dining
rooms and vintage Americana and antiques scattered throughout.

The company said it would also continue to honor Uncle Herschel on its menu and on items
sold in the country-style stores attached to its restaurants. But it was too late, and Cracker
Barrel pulled its new logo the next day.

The new Cracker Barrel logo is displayed on Thursday, Aug. 21, 2025, in Mew York. (AP Photo/Wyatte Grantham-Philips)
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Next steps

Thomas Murphy, a professor of practice at Clark University School of Business, said returning
to the original logo was a “positive course correction” given the intensity of fans' response.
Now, Murphy said, Cracker Barrel should reinforce the message that it's not moving away
from its values or heritage.

Murphy said Cracker Barrel can continue to “refresh” its stores, making them brighter and
more welcoming to younger customers. But it doesn't really need to “rebrand,” he said, which
would indicate a bigger change in direction or purpose.

Wilke agrees that Cracker Barrel should stick with the old logo but continue to revamp its
restaurants in the short term. Eventually, the company will have to adopt a simpler logo, he
said, but it should design one that retains more of the brand's heritage.

ADVERTISEMENT

Ad removed. Details
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Political fallout

One difference with past corporate transformations — including a 2014 rebrand by Southwest
Airlines to attract more business customers or Dunkin’ Donuts 2019 renaming to Dunkin’ — is

the more divisive political climate.

Cracker Barrel caught heat not only from Donald Trump Jr. but from the president himself. On
Tuesday morning, Trump said via Truth Social that Cracker Barrel “should go back to the old
logo, admit a mistake based on customer response (the ultimate Poll), and manage the
company better than ever before.”

Later, Trump celebrated Cracker Barrel's decision to drop its new logo.

ADVERTISEMENT

Wilke said he wishes both Republicans and Democrats would stay out of brand decisions like
Cracker Barrel's. Rebrands are almost always about trying to attract new customers without
alienating old ones, he said.

“This isn't a political story,” he said. “If politicians now turn every company logo design update
into a debate about being ‘woke' or ‘anti-woke, we are headed into a damaging new era for
corporate branding.”

AP Video Journalist Sophie Bates contributed from Vicksburg, Mississippi.
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DEE-ANN DURBIN

Dwrbin is an Associated Press business writer focusing on the food and beverage industry. She
has also covered the auto industry and state and national politics in her nearly 30-year career
with the AP
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At The Associated Press, we've never put our journalism behind a paywall.

That's because we believe journalism is a public good. Our reporting from nearly
100 countries is accessible to anyone in the world who wants to be an informed citizen.

Your support helps power our not-for-profit organization, whose mission is fact-
based journalism. Every dollar we raise supports our independent reporting.

Can you make a donation today?

Julie Pace
AP Executive Editor
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Exhibit 2

Forbes Article:
“Cracker Barrel’s Rebranding And Crisis Management Lessons”™
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The rebranding efforts by the Cracker Barrel restaurant chain that caused a crisis for the company offers important lessons
for corporate executives about how changing a corporate logo can create a self-inflicted public relations crisis.(Phot ... More
SOPA IMAGES/LIGHTROCKET VIA GETTY IMAGES

The Cracker Barrel restaurant chain’s rebranding efforts that caused a crisis for the
company over the past few days offers important lessons for corporate executives about
how and why changing a corporate logo can create a self-inflicted public relations crisis.

»_____________________________________________________________________________|

Continue watching
What The Future Of Human-Al Collaboration Could Look Like
after the ad

Cracker Barrel’s crisis started when it removed from its logo a barrel, an image of a man

leanine on the harrel. and the tacline “Old Conntrv Store " Tt also nged a more modern
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typeface for the restaurant’s name But days after launching the new logo, the company
backtracked and restored the old one. “We thank our guests for sharing your voices and
love for Cracker Barrel. We said we would listen, and we have. Our new logo is going
away and our ‘Old Timer’ will remain,” the company said in a statement Tuesday on its

website.

Host a
they'll re
after the

Holiday Celebrations a

5EE

A Textbook Case

"Cracker Barrel’s rebranding offers a textbook case in how legacy brands can stumble
and recover when modernizing their image. The company’s minimalist logo stripped
away iconic symbols that had anchored its identity for decades. Its step toward
modernization quickly sparked outrage that social media and conservative
commentators fanned by labeling the rebrand as a cultural concession. Shortly after, the
company’s stock slid, erasing millions in market value,” Usha Haley, an expert in
business strategy and Barton Chair in International Business at Wichita State

University, observed in an email message to me.

Business leaders should keep in mind the importance that logos have in the minds of
consumers, and the risks and ripple effects of changing corporate symbols.”Cracker
Barrel’s reversal is a classic pop culture branding lesson. In today’s climate, logos don't
just live on storefronts—they live in memes, TikToks, and late-night commentary. The
company underestimated how quickly a logo change would get pulled into cultural
debates and politicized online. Once something becomes a pop culture talking point, the
backlash multiplies,” Stacy Jones, CEO of Hollywood Branded, told me in an email

interview.

Eliminating or changing images, fonts, taglines, colors, and other elements of a
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corporate symbol can also signal changes thatcan upset loyal customers. The rollout of

Cracker Barrel’s new logo “stripped away the very heritage cues people emotionally
bought into. Heritage brands can modernize, but when you erase identity icons, fans
feel like you're erasing them. In pop culture, that sense of erasure is what drives uproar,

not just the design itself,” she observed.

Trust Al at scale.
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a CI3CD company

Branding Decisions Carry
Emotional Weight

“The key takeaway for business leaders is that
branding decisions carry emotional weight. A

logo isn’t just aesthetic, and a name isn't just a

word—both anchor memory and emotion.

. The new Cracker Barrel logo is displayed on
¥
Cracker Barrel’s refresh fell short because it Thursday, Aug. 21, 2025, in New York. (AP ... More

COPYRIGHT 2025 THE ASSOCIATED PRESS. ALL RIGHTS
RESERVED

stripped away the very elements that conveyed
tradition and familiarity, creating disruption
and confusion about the brand’s identity, " Tatiana Dumitru, a senior branding specialist

and founder of PRETEE Creative, a branding agency, told me in an email interview.

CEO: C-suite news, analysis, and advice for top decision makers right to your inbox.

Email Address

By signing up, you agres to receive this newsletter, other updates about Forbes and its affiliates’ offerings, our Terms of Service (including resclving
disputes on an individual basis via arbitration), and you acknowledge our Privacy Statement. Forbes is protected by reCAPTCHA, and the Google
Privacy Policy and Terms of Sarvice apply.

Executives should be careful about changing corporate logos in response to the latest
trends.“Modernizing doesn’t have to mean minimalism and trends should never come
at the expense of brand equity. Customers form strong emotional attachments to brand

elements. and removing them can feel like the brand itself is drifting awav.” she advised.
chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html 4/11
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Company logos can hold deeper meaning for consumers, and are opportunities to

convey information, background, and history about a brand. This is especially true

when changing an established and well-loved brand. “Rebranding is about strategically

telling a story. One that maintains trust with your core audience while simultaneously

establishing trust with new audiences. Cracker Barrel missed the mark by

underestimating the emotional investment their customers have in the tradition that the

original logo represented. Now the brand doesn’t feel authentic. And the aesthetic

doesn’t match the southern hospitality that customers have loved for five decades,”

TaChelle Lawson, a culture and communications advisor and president of FIG Strategy

and Consulting, told me in an email message.

Logos Are Symbolic

“Logos are more than fonts, color palettes and icons. They're symbolic. They represent

beliefs, expectations, and culture. When vour brand identity is steeped in American

nostalgia, your visual shifts better be backed by intentional messaging that connects the

old with the new. Without that, you invite confusion at best and, at worst, suspicion that

you're abandoning your base or virtue-signaling for no apparent reason,” Lawson

counseled.

Any efforts to change a corporate brand should not be undertaken without asking

several key questions. “Brand changes demand cultural intelligence. You can’t afford to

be tone-deaf or reactive. Before you roll out a rebrand, ask: Who are we evolving for?
And how do we preserve trust in the process? If you can’t confidently answer those

questions, pause on the rebrand,” she concluded.
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The immediate backlash to Cracker Barrel’s new logo also underscored an important
truth about branding. “Heritage is not an accessory, but the cornerstone of customer
loyalty and trust. When brands strip away a visual identity, especially one as iconic as
Cracker Barrel’s, it redefines how people identify themselves with their brand. While it’s
inevitable that modernization will happen at some point with heritage brands, this kind
of evolution can’t be thrust upon loyal consumers overnight because they're more likely
to feel ambushed than engaged,” Georgia O'Brien-Perry, a digital public relations

manager at Bulldog Digital Media, told me via email.

What Not To Do

If companies decide to change their logo, they should do so very carefully, keeping in
mind how attached consumers may have become to it, Cracker Barrel's new but
temporary logo “was a stark example of what not to do in modern rebranding: sleek,
sterile, and completely disconnected from what makes them special. The backlash wasn’t
just resistance to change; it was a powerful demonstration of customers protecting a
brand they love from corporate homogenization. Their voices were heard, and they

made a difference. Matias Rodsevich, CEO and founder of PR Lab, told me via email.

Businesses that change logos on a whim or without understanding the attachment
consumers have to the corporate symbols can be asking for trouble. “Business leaders
should take note: your customers are the backbone of your brand, and their loyalty
should be at the forefront of any rebranding decision. Before any rebrand, ask yourself if

you're improving your brand promise or erasing it entirely,” he noted.
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Not The First Time

This is not the first time that a company’s rebranding efforts created a crisis. “This is the

same path we saw Jaguar take, where they sacrificed the brand heritage on the altar of

being ‘hip’ to attract younger audiences,” Reilly Newman, a brand strategist at Motif

Brands, observed in an email interview with me.

There should be sound strategic reasons for changing company symbols. “The lack of
strategy is clearly evident as the [Jaguar] brand discarded its identity, which has
become iconic, along with the store design that sets the tone of the branded experience.
They failed to consider the impact of removing these elements to appear more modern,
which led the brand to a digital-focused, bland personality that lacks soul,” he pointed

out.

Best Practices

The rollout of Cracker Barrel’s revamped logo underscores key lessons for business
leaders. “Heritage brands must tread carefully when altering familiar symbols tied to
customers’ nostalgia. Transparent communication becomes necessary to contextualize
change. And in today’s polarized environment, even seemingly small design choices can

become political flashpoints,” Haley of Wichita State University warned.

Growth. Protection. Income.

Learn more

Meet clients

ATHENE

Stacy Jones, the CEO of Hollywood Branded, recommended the following that steps

business leaders can take to help avoid a logo-related crisis situation.

® “Evolve in chapters, not cliff jumps. Heritage icons should be updated in small

steps, not overnight removals.”

] “MTact far rnilbniral haat nat et camenmar nraforancra T van can mishira vnnre
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redesign trending as a negative meme, you're not ready.”

® “Have a ‘heritage guardrail.” Protect your 2—3 most sacred assets unless you've

built in proof that fans won't grieve their loss.”

®  “Prepare for the pop culture cycle. Once backlash starts, you're not just fighting
design critiques—you're fighting the cultural narrative. Quick, values-driven

reversals are sometimes the only way to stabilize.”

There are additional steps that companies can take to help ensure a smooth transition
to new corporate and brand logos. “When proposing changes, brands have to tell
consumers why, acknowledge what will not change, and bring their audience into the
process before its unveiling. Brands need to remember who they actually belong to, and

that is consumers,” O'Brien-Perry at Bulldog Digital Media, advised.

There was a silver lining to Cracker Barrel’s logo crisis. ‘On the positive side, while the
brand initially dismissed criticism, it pivoted relatively quickly when executives realized
the public was standing firm, and reverted back to its original brand that the public
knows and loves. I suspect they learned a lesson from the devastation that Bud Light
suffered after making a similar mistake,” Jeremy Knauff, founder of Spartan Media, told

me in an email message.

Executives who decide to change their company’s logo should ensure that their

corporate crisis management plans include provisions for responding to backlash about

the change. And don’t underestimate the power of social media and consumer
sentiments that could force companies to reverse their rebranding efforts. Just ask

Cracker Barrel.

From Al frenzy to __ ,
ma rketi ng RO | 50\ Brand score .“_’.

i Engagement

+2,301 7 aF |
Mentlans |
| B Create customer journey

Editorial Standa Reprints & Permissions
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Exhibit 3

BBC Article
“US restaurant chain Cracker Barrel scraps new logo after backlash”
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US restaurant chain Cracker Barrel
scraps new logo after backlash

27 August 2025

Share -<: Save D ‘ > Add as preferred on Google

Ali Abbas Ahmadi
BBC Mews

US restaurant chain Cracker Barrel has ADVERTISEMENT
abandoned plans to adopt a new logo following
fierce backlash.

"We thank our guests for sharing your voices and
love for Cracker Barrel. We said we would listen,
and we have. Our new logo is going away and our
'0Old Timer' will remain," the company said in a
social media post.

Cracker Barrel received criticism after it unveiled
a modern version of its logo which scrapped the
chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html 1/5
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"Old Timer" figure.

President Donald Trump, who was among those
slamming the rebrand, applauded the reversal,
saying: "Congratulations 'Cracker Barrel' on | ADVERTISEMENT BY XFINITY
changing your logo back to what it was. All of
your fans very much appreciate it".

5 Year Price Guarantee

Aot can change in 5 years, but your
internet price shouldn't. Lock in your

rice for 5 years and get online in...
The new version of the logo, which was unveiled E - .

along with a new menu on 19 August, removed
the image of a man sitting in a chair and leaning

against a barrel - known as the "Old Timer" - and

replaced it with an emblem featuring only the

chain's name.

That sparked accusations that the company,
known for its Southern-style comfort food and
nostalgic atmosphere, was abandoning its roots.

President Trump urged the brand to return to its
old logo, and "admit a mistake based on customer
response (the ultimate Poll), and manage the
company better than ever before".

He said the chain has "got a Billion Dollars worth
of free publicity if they play their cards right",
adding: "Make Cracker Barrel a WINNER again".

David Johnson, CEO of branding agency Strategic
Vision PR Group, told the BBC's US partner CBS
that the rebrand was a "flop".

"What they did wrong is they went against their
brand story, which was the old logo, that
reflected the southern, whimsical atmosphere in
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the stores."

Shares in the company nosedived by around 7%
following the announcement.

In its statement on X announcing the reversal on
Thursday evening, the company said: "At Cracker
Barrel, it's always been - and always will be -
about serving up delicious food, warm welcomes,
and the kind of country hospitality that feels like
family. As a proud American institution, our
70,000 hardworking employees look forward to
welcoming you to our table soon."

Founded in 1969 in Lebanon, Tennessee, there
are now more than 600 Cracker Barrel
restaurants across the US. Stores typically have a
front porch with rocking chairs, and a gift shop.

Restaurants serve Southern-style food such as
mashed potatoes, hash brown casserole and
macaroni and cheese.

Trump's Intel deal gives US stake in business -
and breaks with American tradition

Restaurant Group United States

RELATED
Burger joints to reopen amid former  Almost Famous burger chain Wagamama owner to raise millions
staff wage row announces sudden closure as lockdown bites
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the killing of Nidal Hasan, the first military
execution in over 60 years.
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The nature of the investigation is unclear
but comes after officials cast doubt on her

US citizenship.
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10hrsge US teenager appears in
court over alleged Hindu
temple shooting plot

Alexandros Paporakis, 19, has appeared in
court near Chicago after his arrest at the
weekend.
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Exhibit 4

CNBC Article
“Cracker Barrel responds to backlash over new logo
and rebranding: ‘We could’ve done a better job”
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Cracker Barrel responds to backlash over new logo and
rebranding: ‘We could’ve done a better job’
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KEY POINTS

* Cracker Barrel Old Country Store on Monday issued a statement responding to the
backlash it faced last week over its rebranding and new logo.

* Users on social media were quick to criticize the new logo, describing it as
“generic,” “soulless” and “bland.”

* “We could've done a better job sharing who we are and who we’'ll always be,” the
restaurant chain said.
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The new Cracker Barrel logo is seen on a menu inside the restaurant on Aug. 21, 2025 in Pembroke Pines, Florida.

Cracker Barrel Old Country Store [+ on Monday i1ssued a statement responding to the

widespread backlash it faced last week over its rebranding and new logo.

“If the last few days have shown us anything, it’s how deeply people care about Cracker
Barrel. We're truly grateful for your heartfelt voices,” the company wrote. “You've also

b

shown us that we could’ve done a better job sharing who we are and who we’ll always be.’

The new logo removes the image of the restaurant’s “Uncle Herschel” character leaning
against a barrel that was prominently featured in the original, leaving behind just the
words “Cracker Barrel” against the outline of a yellow barrel. The phrase “Old Country

Store” has also been removed.

The colors, which the company said were inspired by the restaurant’s eggs and biscuits,

stayed close to the original.

OLD COUNTRY STORE
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Cracker Barrel's old and new logo.

Users on social media were quick to criticize the new logo, describing it as “generic,”

“soulless” and “bland.”

Some conservatives also slammed the new logo, saying it took away the classic American

feel that has been so central to Cracker Barrel over the years.

i

Shares of Cracker Barrel fell 7% on Thursday as criticism mounted. The stock fell slightly

on Monday.

Multi-asset
coverage.
Customizable
solutions.

Benchmarking

trillions.

ICE Index Solutions

Cracker Barrel said Monday that while the rebranding has been making headlines, its

focus remains “in the kitchen and on your plate.”

In the statement, Cracker Barrel said that Uncle Herschel will still be featured on the

menu, as well as on road signs and in the country store.
“He's not going anywhere — he’s family,” the statement read.

The company also addressed criticism about decor changes that have been put in place at
some Cracker Barrel locations throughout the country, saying that its stores will still

feature “rocking chairs on the porch, a warm fire in the hearth, peg games on the table,
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unique treasures in our gitt shop, and vintage Americana with antiques pulled straight

from our warehouse in Lebanon, Tennessee.”
The restaurant chain reiterated to customers that its values haven’t changed.

“We know we won'’t always get everything right the first time, but we’ll keep testing,
learning, and listening to our guests and employees,” Cracker Barrel said. “At the end of
the day, our promise is simple: you'll always find comfort, community, and country
hospitality here at Cracker Barrel. Uncle Herschel wouldn’t have wanted it any other

way.
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Exhibit 5

Legacy Church YouTube Video:
“Wokeness = FAKE Righteousness”
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Wokeness = FAKE Righteousness

uaer  LEGACY Church Subscribe
95.2K subscribers

8,867 views Nov 28, 2022
You can never solve a spiritual issue with physical means.

Legacy Church App

(i0S} https://apple.co/2mBLEKS
{(Android) https://bit.ly/2kx«8h2
Twitter- = / legacychurchabg
Facebook - # / legacychurchabg

Instagram - @ / legacychurchabg
‘Website - https:/‘'www.legacychurchnm.com

Transcript

Follow along using the transcript.
Show transcript
Legacy Church

95.2K subscribers

[*] videos @ About § Facebook @ Instagram

chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html




10115/26, 623 pmCase 2 25-cv-01858-APG-BNW  Desumentak? Ridbreouskcile i1 9/26  Page 3 of 5

B0 Odeld
B Date Mov 28, 2022
] Views 8,867

¢y Likes a60

Show less

0 Healthy Gut Support

Sponsored - gutrenewalform...

fESt) ﬁ

#.—-
r . f'r 'hJ 1\-":1
B & ,_?\_.,:: Sm "

Temu Clearance Sale !  GODWILL SPIT YOU DUT! = The Hard Sayings of Jesus Pt. 2 |

Hurrry, limited stock available, don't miss out on these amazing deals ’ Pastor Steve Smothermon
Sponsored - Temu Legacy Church

i

OWER-
THINKING
YOUR

-. '“!':,'5!.',, __‘* " UNFORGIVABLE
a@ — “'ir ‘q‘:‘ 48 45:24

Stop Overcomplicating God's Will “God Won't Forgive Me™
Life.Church & Legacy Church
1M 1y ago [» 231 4hago

chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html




1011526, 6:23 pmCase 2:25-cv-01858-APG-BNW D@aumemAkﬁﬁg&eousEiLe%W&WZG Page 4 of 5

VAV VN WAVAWY /R ._
S TIENE | s
— D

“ONLY GOD CAN JUDGE ME"... FALSE :: The Good Book Pt. 22 DEMONS... The Role They Play & How To Fight Back!
with Pastor Steve Smothermon Legacy Church

Legacy Church [» 22K 4y ago

[» 28K 2yago

. a
BIBLICAL o

Clé{rzmHlp T mnneygrab.

RICK GREEMN 1:03:52

Biblical Citizenship in Modern America (Psalm 78) | Rick Green | Visited America's Most Controversial Mega Churches
Calvary Chapel Chino Hills Jacob Giron
[ 17K 1y ago [» 21M dmo ago

Andy Davis - The Rare Jewel of Christian Contentment-
Philippians 4:10-13

Southeastern Seminary

[ 5.7K 8yago

Show more

44 Comments = Sorthy

n Add a comment...

[@blancaprieto1042 2 years ago
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| s0 needed to hear this message. | got a little discouraged with the church | attend. I've been healed twice from cancer.
Like God used me to show them He healed me, but yet they don't believe. So self righteous, it's like they try to put fear and
anxiety upon a person. After this message | got confirmation. Thank you Jesus for showing me lam a true real child of
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“WOKE Christianity is Leading People
to Hell. | Pastor Steve Smothermon”



10/15/26, 6:25 MCase 2:25-cv-01858-AP GriNtMistanidequnneitcpi2 6161 | philad 1 MIRI26 - voRage 2 of 5

-:__’3;1 Sign in

'
:
!

WOKE Christianity Is Leading People to Hell. | Pastor Steve Smothermon
| T e x| @ P [

26,605 views Jan 6, 2025 Weekend
WOKE ideology rejects absolute truth, whereas Biblical Christianity is founded on the unchanging truth of God's Word._

WOKE culture promotes self-identity, but biblical Christianity calls us to die to self and find our identity in Christ._.
WOKE values focus on human-defined justice, while biblical justice is rooted in God's holiness and righteousness...

We must preserve God's truth in a culture that is spiritually decaying. Light exposes darkness and points people to Jesus! So how
do we ensure we are Biblical Christians?

1. Commit to knowing and obeying God's Word.

2. Develop discernment to recognize unbiblical ideclogies.
3. Surround yourself with a community of believers.

4. Be courageous in standing for biblical truth.

We live in a world that constantly pulls us away from God's truth. Will you choose to live as a biblical Christian, allowing God's
Word to guide your life, or will you be a cultural Christian swayed by the world?
Let's recommit to being people of the Word—people who shine as salt and light in a dark world!

We will always stand for truth and righteousness and never compromise! Ensure you never miss a beat and stay directly
connected with us, even if we're ever removed from certain platforms by texting "CHURCH® to 70456 to subscribe for live church
service reminders, important updates, and announcernents.

Finds link to all our social media channels and more hera: hitps:/linktres/legacychurchnm

¥l egacy #LegacyChurch #lLegacyChurchOnline #LegacyChurchGlobal #Albuquergue #MNewMexico #0nlineSermon:
#0nlineChurch #ChristianChurch #NewMexicoTrue #Blessed #Jesus #JesusChrist #LegacyChurchMM #Christian #BibleVerse

GodsWord
S VYO

#BibleVerses #God #HolySpirit #)esusSaves #Bible #BibleTruth #Christian #Christianity #Word
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Exhibit 7

KRQE News Article:
“New Mexico pastor gets attention for
comments on same-sex marriage”
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NEWS

New Mexico pastor gets attention for comments
on same-sex marriage

by: Lysée Mitri
Posted: Jun 19, 2015/ 10:18 PM MDT
Updated: Jun 19, 2015/ 10:18 PM MDT
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ALBUQUERQUE (KRQE) - A New Mexico pastor is getting national attention for his

romments on same-say marriace.
chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html 1/5



10/15/26, 6:10 MCase 2:25-cv-01858-APG-BNW MexRpaibmentch2bfof comfelech $0418/26i..c Page 3 of 6

e — e R — e y—

CNN interviewed the local pastor this week before the expected ruling from the U.S.

Supreme Court on same-sex marriage.

“This guy says, ‘Hey, my name’s Mark. I'm with CNN News,” said Pastor Steve

Smothermon of Legacy Church in Albuquerque during the Sunday service.

L [T et 02 | e, T Al s -

1-800-PROGRESSIVE PROGARESTIVE.LORS

Smothermon talked about his interview for a CNN article published online on

Thursday. He and more than 51,000 others signed a pledge online to stand in

solidarity against same-sex marriage, an issue the U.S. Supreme Court is expected to

rule on this month.

“I signed a pledge that said if they pass this unlawful ungodly law, if need be I'd go to

jail before | honor it,” Smothermon said.

He said legalizing same-sex marriage nationwide would be an attack on the church.
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“Listen, I'll go to jail over what | believe. No one’s going to tell me what | have to do,”

Smothermon said. “No one’s going to tell me or dictate my beliefs.”
No one is trying to, said the American Civil Liberties Union of New Mexico.

“I have some good news for Mr. Smothermon. He won't have to go to jail,” said Micah

McCoy with ACLU of NM.

New Mexico is among 37 states where same-sex marriage is already legal.

K’S
PLUMI : HVAC

Family (honed anly(¢sok Above the Revt!

“Houses of worship and clergy have always had the freedom to decide what marriages
they will and won’t honor or solemnize in their faith traditions, and that’s not going to
change regardless of what the Supreme Court decides in the coming weeks,” McCoy

said.

The ACLU said it supports gay marriage while also recognizing the First Amendment
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right to freedom of religion.

“These two things are not mutually exclusive,” McCoy said. “We can protect religious

freedom and we can not discriminate against same sex couples.”

A CNN poll last month showed more than 60 percent of Americans believe that gays
and lesbians have a constitutional right to get married whereas a poll five years ago

showed most Americans were against it.
ADD AS PREFERRED SOURCE ON GOOGLE @
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Exhibit 8

How-To-Geek Article
“5 Places Incognito Mode Is Useful
(and 3 Where It Isn’t)”
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5 Places Incognito Mode Is Useful
(and 3 Where It Isn't)

Andy is a senior writer and former Mac editor at HTG. He has over 20 years experience as a consumer tech journalist, and

/ By Andy Betts — Published Apr 19, 2025, 2:30 PM EDT
* has covered everything from the old Palm Pilots to the original iPhone and Android devices, to the latest gadgets.. ..

SUMMARY

Use Incognito mode to avoid saving your search history and cookies, making it valuable when
browsing on shared or public devices.

It's useful for viewing sites while logged out to avoid recommendations being tailored to your
browsing history.

Incognito mode doesn't make you anonymous, encrypt your connection, or protect against
malware, so use caution.

BB Microsoft Azure

Build without
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Every browser offers an incognito mode that provides an extra level of privacy when

you're browsing the web. However, it might not be quite as effective as you think it is.
There are times when it's useful—and times when it's no use at all.

Use It When You Don't Want to Save Your Browsing
History

The most widely known benefit of Incognito mode (or Privacy mode or InPrivate mode,
as it's also called) is that it doesn't save your browsing history. This won't be a major
requirement for most people, but if you share access to a computer, whether at home, at

work, or if you use a public machine in a library, then it can be invaluable.

You've gone Incognito

Others who use this device won't see your activity, so you can browse more privately. This
won't change how data is collected by websites that you visit and the services that they use,
including Google. Downloads, bookmarks and reading list items will be saved. Learn more

Chrome won't save: Your activity might still be visible to:

* Your browsing history * Websites that you visit
* Cookies and site data * Your employer or school
+ Information entered in forms * Your Internet service provider

chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html
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Incognito mode doesn't save your history or cookies and doesn't keep you logged into
sites. It essentially wipes the browser clean of all traces of your browsing session as

soon as you shut it down.

It's Useful for Viewing Sites Logged-Out

Your browser isn't the only thing that keeps a record of the websites you visit. Google, for

example, saves every one of your searches when you're logged into your Google account.

Again, this isn't a big deal in most cases. But there will undoubtedly be times when you

search for things you don't want to save to your Google record. You can clear your Google

search history, but it's easier not to save it in the first place.

£ Incognito

Gmail Images
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Incognito mode lets you view any site while logged out. This might be Google, and it
could also be shopping sites, social networks, or anything else. It also makes it
convenient if you want to log in to a different account, such as a second social media

account that you only use occasionally and temporarily.

Use It to Not Ruin Your Recommendations

The main reason | use Incognito mode is for YouTube. If I'm doing a one-off search, like
for a guide on how to replace the washer on a faucet, | go incognito because | don't want
YouTube recommending similar tutorials for the next six months. It's so easy to break the

recommendation algorithm if you aren't careful.

The same applies when clicking YouTube video links on Reddit that | don't want to be
part of my profile, and when searching for random products on Amazon.

RELATED

Sick of Bad YouTube
& Recommendations? Here's Ho...
= See more of what you like, and less of what you...

[ \ By Tim Brookes &)

It Helps You Avoid Tracking When Shopping

It's widely thought that some comparison websites, especially in fields like travel and
flights, will show different (and higher) prices to customers based on what they've been

searching for on the site.

* ri).';\n:m'
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By going incognito when using these sites, they can't track you. If you do your research
today and then visit again tomorrow, the site will see you as a different person each time
and won't be able to adjust its prices. You do need to remember to stay logged out when

browsing, though.

It's Useful When You Need to Quickly Disable Your
Extensions

| use a lot of browser extensions but sometimes | need to disable them to view certain
sites. By default, extensions don't run in Incognito mode. Rather than delving into the
settings to switch off an extension temporarily, opening a private tab has the same
effect. It's more convenient because you don't need to remember to turn them back on

again, either.

Allow in Incognito
Warning: Google Chrome cannot prevent extensions from recording your browsing history. To

disable this extension in Incognito mode, unselect t
View in Chrome Web Store

Source
Installed by default

Remove extension

Where Incognito Mode Isn't Useful
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offer you any help at all.

Download

Extension for Mac (Free)

When You Want to Be Anonymous

Browsing in Incognito mode does not make you anonymous. Although your searches
won't be saved to your browser history, others will be able to see your activity.

Your ISP can still see which websites you visited; those sites and services can see your
IP address, which is your device's location on the network; and other people who run the

network, such as your employer, will also be able to see the sites you're visiting. So don't
think you can switch into Incognito mode and start browsing job sites without your boss
finding out.

When You Want to Encrypt Your Connection

Incognito mode doesn't add any extra encryption to your internet connection. Most sites

now use HTTPS, so your connection is encrypted by default. But if you're browsing on

public computers and you want an extra layer of security, Incognito mode won't help. In

these cases, you should use a VPN instead.

When You Want to Avoid Malware

Finally, there's a common misconception that private browsing makes you safer online.
This isn't true. Put simply, when it comes to malware, Incognito mode offers zero benefit

whatsoever. You still need to maintain the same safe browsing habits that you do any
other time.

alalaln i alnalalal= i = ]
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begins and ends on your computer or your phone. It's perfect when you don't want to

save cookies or a browsing history, or to view sites while not logged in.
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But it offers no protection other than that. It doesn't make you anonymous, and there are
much better ways to stay safe online.

Google Is updating how articles are shown. Don't miss our industry-
Add as o preferred -
L source on Google leading content, wrilten by humans, Dy setting How-1o Geek as a
preferred source.

Web Privacy & Security Google Chrome

iy Like Follow 7 Share

Readers like you help support How-To Geek. When you make a purchase using links on our site, we may earn an affiliate commission. Read
More.

& THREAD

We want to hear from you. Share your perspective in the comments below, and please keep the conversation respectful.
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ABSTRACT

Web search is an integral part of our daily lives. Recently,
there has been a trend of personalization in Web search,
where different users receive different results for the same
search query. The increasing personalization is leading to
concerns about Filter Bubble effects, where certain users are
simply unable to access information that the search engines’
algorithm decides is irrelevant. Despite these concerns, there
has been little quantification of the extent of personalization
in Web search today, or the user attributes that cause it.

In light of this situation, we make three contributions.
First, we develop a methodology for measuring personaliza-
tion in Web search results. While conceptually simple, there
are numerous details that our methodology must handle in
order to accurately attribute differences in search results
to personalization. Second, we apply our methodology to
200 users on Google Web Search; we find that, on average,
11.7% of results show differences due to personalization, but
that this varies widely by search query and by result rank-
ing. Third, we investigate the causes of personalization on
Google Web Search. Surprisingly, we only find measurable
personalization as a result of searching with a logged in ac-
count and the IP address of the searching user. Our results
are a first step towards understanding the extent and effects
of personalization on Web search engines today.

Categories and Subject Descriptors

H.3.5 [Information Storage and Retrieval]: Online In-
formation Services— Web-based services

Keywords

Personalization; Web search; Measurement

1. INTRODUCTION

Web search services like Bing and Google Web Search
(Google Search) are an integral part of our daily lives;
Google Search alone receives 17 billion queries per month
from U.S. users [52]. People use Web search for a number of
reasons, including finding authoritative sources on a topic,
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keeping abreast of breaking news, and making purchasing
decisions. The search results that are returned, and their
order, have significant implications: ranking certain results
higher or lower can dramatically affect business outcomes
(e.g., the popularity of search engine optimization services),
political elections (e.g., U.S. Senator Rick Santorum’s battle
with Google [18]), and foreign affairs (e.g., Google’s ongoing
conflict with Chinese Web censors [46]).

Recently, major search engines have implemented person-
alization, where different users searching for the same terms
may observe different results [1, 34]. For example, users
searching for “pizza” in New York and in Boston may receive
different, but locally relevant restaurant results. Personal-
ization provides obvious benefits to users, including disam-
biguation and retrieval of locally relevant results.

However, personalization of Web search has led to grow-
ing concerns over the Filter Bubble effect [9], where users are
only given results that the personalization algorithm thinks
they want (while other, potentially important, results re-
main hidden). For example, Eli Pariser demonstrated that
during the recent Egyptian revolution, different users search-
ing for “Tahrir Square” received either links to news reports
of protests, or links to travel agencies [26]. The Filter Bub-
ble effect is exacerbated by the dual issues that most users
do not know that search results are personalized, yet users
tend to place blind faith in the quality of search results [25].

Concerns about the Filter Bubble effects are now appear-
ing in the popular press [35,38], driving growth in the pop-
ularity of alternative search engines that do not personal-
ize results (e.g., duckduckgo.com). Unfortunately, to date,
there has been little scientific quantification of the basis and
extent of search personalization in practice.

In this paper, we make three contributions towards rem-
edying this situation. First, we develop a methodology for
measuring personalization in Web search results. Measuring
personalization is conceptually simple: one can run multiple
searches for the same queries and compare the results. How-
ever, accurately attributing differences in returned search re-
sults to personalization requires accounting for a number of
phenomena, including temporal changes in the search in-
dex, consistency issues in distributed search indices, and
A/B tests being run by the search provider. We develop
a methodology that is able to control for these phenomena
and create a command line-based implementation that we
make available to the research community.
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Second, we use this methodology to measure the extent
of personalization on Google Web Search today. We recruit
200 users with active Google accounts from Amazon’s Me-
chanical Turk to run a list of Web searches, and we measure
the differences in search results that they are given. We
control for differences in time, location, distributed infras-
tructure, and noise, allowing us to attribute any differences
observed to personalization. Although our results are only
a lower bound, we observe significant personalization: on
average, 11.7% of search results show differences due to per-
sonalization, with higher probabilities for results towards
the bottom. We see the highest personalization for queries
related to political issues, news, and local businesses.

Third, we investigate the causes of personalization, cover-
ing user-provided profile information, Web browser and op-
erating system choice, search history, search-result-click his-
tory, and browsing history. We create numerous Google ac-
counts and assign each a set of unique behaviors. We develop
a standard list of 120 search queries that cover a variety of
topics pulled from Google Zeitgeist [14] and WebMD [48].
We then measure the differences in results that are returned
for this list of searches. Overall, we find that while the
level of personalization is significant, there are very few user
properties that lead to personalization. Contrary to our ex-
pectations, we find that only being logged in to Google and
the location (IP address) of the user’s machine result in mea-
surable personalization. All other attributes do not result
in level of personalization beyond the baseline noise level.

We view our work as a first step towards measuring and
addressing the increasing level of personalization on the Web
today. All Web search engines periodically introduce new
techniques, thus any particular findings about the level and
causes of personalization may only be accurate for a small
time window. However, our methodology can be applied
periodically to determine if search services have changed.
Additionally, although we focus on Google Search in this
paper, our methodology naturally generalizes to other search
services as well (e.g., Bing, Google News).

2. BACKGROUND

We now provide background on Google Search and
overview the terminology used in the remainder of the paper.

2.1 A Brief History of Google

Personalization on Google Search. Google first
introduced “Personalized Search” in 2004 [17], and merged
this product into Google Search in 2005 [1]. In 2009, Google
began personalizing search results for all users, even those
without Google accounts [15]. Recently, Google started in-
cluding personalized content from the Google+ social net-
work into search results [33]. For example, users may see
Web pages which were shared or “+1’d” by people in their
Google+ circles alongside normal Google search results.

There is very little concrete information about how Google
personalizes search results. A 2011 post on the official
Google blog states that Google Search personalizes results
based on the user’s language, geolocation, history of search
queries, and their Google+ social connections [32]. However,
the specific uses of search history data are unclear: the blog
post suggests that the temporal order of searches matters, as
well as whether users click on results. Similarly, the specific
uses of social data from Google+ are unknown.
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Figure 1: Example page of Google Search results.

Google Accounts. As the number and scope of the
services provided by Google grew, Google began unifying
their account management architecture. Today, Google Ac-
counts are the single point of login for all Google services.
Once a user logs in to one of these services, they are effec-
tively logged in to all services. A tracking cookie enables all
of Google’s services to uniquely identify each logged in user.
As of May 2012, Google’s privacy policy allows between-
service information sharing across all Google services [45].

Advertising and User Tracking. Google is capable
of tracking users as they browse the Web due to their large
advertising networks. Roesner et al. provide an excellent
overview of how Google can use cookies from DoubleClick
and Google Analytics, as well as widgets from YouTube and
Google+ to track users’ browsing habits [31].

2.2 Terminology

In this study, we use a specific set of terms when referring
to Google Search. Each query to Google Search is composed
of one or more keywords. In response to a query, Google
Search returns a page of results. Figure 1 shows a trun-
cated example page of Google Search results for the query
“coughs.” Each page contains ~10 results (in some cases
there may be more or less). We highlight three results with
red boxes in Figure 1. Most results contain > 1 links. In
this study, we only focus on the primary link in each result,
which we highlight with red arrows in Figure 1.

In most cases, the primary link is organic, i.e., it points to
a third-party website. The WebMD result in Figure 1 falls
into this category. However, the primary link may point to
another Google service. For example, in Figure 1 the “News
for coughs” link directs to Google News.

A few services inserted in Google Search results do not
include a primary link. The Related Searches result in Fig-
ure 1 falls into this category. Another example is Google
Dictionary, which displays the definition of a search key-
word. In these cases, we treat the primary link of the result
as a descriptive, static string, e.g., “Related” or “Dictionary.”

3. METHODOLOGY

In this section, we describe our experimental methodology.
First, we give the high-level intuition that guides the design
of our experiments, and identify sources of noise that can
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Figure 2: Example of result carry-over, searching
for “hawaii” then searching for “urban outfitters.”

lead to errors in data collection. Second, we describe the
implementation of our experiments. Lastly, we introduce
the queries we use to test for personalization.

3.1 Experiment Design

Our study seeks to answer two broad questions. First,
what user features influence Google’s search personaliza-
tion algorithms? This question is fundamental: outside of
Google, nobody knows the specifics of how personalization
works. Second, to what extent does search personalization
actually affect search results? Although it is known that
Google personalizes search results, it is not clear how much
these algorithms actually alter the results. If the delta be-
tween “normal” and “personalized” results is small, then con-
cerns over the Filter Bubble effect may be misguided.

In this paper, we focus on measuring Google Search, as it
is the most popular search engine. However, our methodol-
ogy is Web service agnostic, and could be repeated on other
search engines like Bing or Google News Search.

At a high-level, our methodology is to execute carefully
controlled queries on Google Search to identify what user
features trigger personalization. Each experiment follows a
similar pattern: first, create x Google accounts that each
vary by one specific feature. Second, execute g identical
queries from each account, once per day for d days. Save
the results of each query. Finally, compare the results of
the queries to determine whether the same results are being
served in the same order to each account. If the results vary
between accounts, then the changes can be attributed to per-
sonalization linked to the given experimental feature. Note
that we run some experimental treatments without Google
accounts (e.g., to simulate users without Google accounts).

Sources of Noise. Despite the simplicity of the high-
level experimental design, there are several sources of noise
that can cause identical queries to return different results.

e Updates to the Search Index: Web search services
constantly update their search indices. This means
that the results for a query may change over time.

e Distributed Infrastructure: Large-scale Web
search services are spread across geographically di-
verse datacenters. Our tests have shown that different
datacenters may return different results for the same
queries. It is likely that these differences arise due to
inconsistencies in the search index across datacenters.

e Geolocation: Search engines use the user’s IP ad-
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Figure 3: Overlap of results when searching for
“test” followed by “touring” compared to just “tour-
ing” for different waiting periods.

dress to provide localized results [51]. Thus, searches
from different subnets may receive different results.

e A /B Testing: Web search services sometimes con-
duct A/B testing [24], where certain results are altered
to measure whether users click on them more often.
Thus, there may be a certain level of noise indepen-
dent of all other factors.

The Carry-Over Effect. One particular source of
noise comes from the influence of one search on subsequent
searches. In other words, if a user searches for query A,
and then searches for query B, the results for B may be
influenced by the previous search for A. We term this phe-
nomenon the carry-over effect. Prior research on user intent
while searching has shown that sequential queries from a
user are useful for refining search results [5,40], so it is not
surprising that Google Search leverages this feature.

An example of carry-over is shown in Figure 2. In this
test, we search for “hawaii” and then immediately search for
“urban outfitters” (a clothing retailer). We conducted the
searches from a Boston IP address, so the results include
links to the Urban Outfitters store in Boston. However,
because the previous query was “hawaii,” results pertaining
to Urban Outfitters in Hawai’i are also shown.

To determine how close in time search queries must be
to trigger carry-over, we conduct a simple experiment. We
first pick different pairs of queries (e.g., “gay marriage” and
“obama”). We then start two different browser instances:
in one we search for the first query, wait, and then for the
second query, while in the other we search only for the sec-
ond query. We repeat this experiment with different wait
times, and re-run the experiment 50 times with different
query pairs. Finally, we compare the results returned in the
two different browser instances for the second term.

The results of this experiment are shown in Figure 3 for
the terms “test” and “touring” (other pairs of queries show
similar results). The carry-over effect can be clearly ob-
served: the results share, on average, seven common results
(out of 10) when the interval between the searches is less
than 10 minutes (in this case, results pertaining to Turing
Tests are included). After 10 minutes, the carry-over ef-
fect disappears. Thus, in all experiments in the following
sections, we wait at least 11 minutes between subsequent
searches in order to avoid any carry-over effects. In our
testing, we observed carry-over for both logged in users and
users without Google accounts.

Controlling Against Noise. In order to mitigate mea-
surements errors due to these factors, we perform a num-
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ber of steps (some borrowed from [10]): First, all of our
queries are executed by the normal Google Search webpage,
rather than Google’s Search API. It has been shown that
search engine APIs sometimes return different results than
the standard webpage [4]. Second, all of our machines exe-
cute searches for the same query at the same time (i.e., in
lock-step). This eliminates differences is query results due to
temporal effects. This also means that each of our Google
accounts has exactly the same search history at the same
time. Third, we use static DNS entries to direct all of our
query traffic to a specific Google IP address. This eliminates
errors arising from differences between datacenters. Fourth,
we wait 11 minutes in-between subsequent queries to avoid
carry-over. As shown in Figure 3, an 11 minute wait is suffi-
cient to avoid the majority of instances of carry-over. Fifth,
unless otherwise stated, we send all of the search queries
for a given experiment from the same /24 subnet. Doing so
ensures that any geolocation would affect all results equally.
Sizth, we include a control account in each of our exper-
iments. The control account is configured in an identical
manner to one other account in the given experiment (es-
sentially, we run one of the experimental treatments twice).
By comparing the results received by the control and its du-
plicate, we can determine the baseline level of noise in the
experiment (e.g., noise caused by A/B testing). Intuitively,
the control should receive exactly the same search results
as its duplicate because they are configured identically, and
perform the same actions at the same time. If there is di-
vergence between their results, it must be due to noise.

3.2 Implementation

Our experiments are implemented using custom scripts for
PhantomJS [28]. We chose PhantomJS because it is a full
implementation of the WebKit browser, meaning that it ex-
ecutes JavaScript, manages cookies, etc. Thus, using Phan-
tomJS is significantly more realistic than using custom code
that does not execute JavaScript, and it is more scalable
than automating a full Web browser (e.g., Selenium [42]).

On start, each PhantomJS instance logs in to Google us-
ing a separate Google account, and begins issuing queries
to Google Search. The script downloads the first page of
search results for each query. The script waits 11 minutes
in-between searches for subsequent queries.

During execution, each PhantomJS instance remains per-
sistent in memory and stores all received cookies. After exe-
cuting all assigned queries, each PhantomJS instance closes
and its cookies are cleared. The Google cookies are recre-
ated during the next invocation of the experiment when the
script logs in to its assigned Google account. All of our
experiments are designed to complete in ~24 hours.

All instances of PhantomJS are run on a single machine.
We modified the /etc/hosts file of this machine so that
Google DNS queries resolve to a specific Google IP address.
We use SSH tunnels to forward traffic from each PhantomJS
instance to a unique IP address in the same /24 subnet.

All of our experiments were conducted in fall of 2012.
Although our results are representative for this time period,
they may not hold in the future, since Google is constantly
tweaking their personalization algorithms.

Google Accounts. Unless otherwise specified, each
Google account we create has the same profile: 27 year old,
female. The default User-Agent we use is Chrome 22 on
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Category | Examples No.
Tech Gadgets, Home Appliances 20
News Politics, News Sources 20
. Apparel Brands, Travel Destinations,
Lifestyle Home and Garden 30
Quirky Weird Environmental, What-Is? 20
Humanities | Literature 10
Science Health, Environment 20
Total 120

Table 1: Categories of search queries used in our
experiments.

Windows 7. As shown in Section 5.2, we do not observe any
personalization of results based on these attributes.

We manually crafted each of our Google accounts to mini-
mize the likelihood of Google automatically detecting them.
Each account was given a unique name and profile image.
We read all of the introductory emails in each account’s
Gmail inbox, and looked at any pending Google+ notifica-
tions. To the best of our knowledge, none of our accounts
were banned or flagged by Google during our experiments.

3.3 Search Queries

In our experiments, each Google account searches for a
specific list of queries. It is fundamental to our research that
we select a list of queries that has both breadth and impact.
Breadth is vital, since we do not know which queries Google
personalizes results for. However, given that we cannot test
all possible queries, it is important that we select queries
that real people are likely to use.

As shown in Table 1, we use 120 queries divided equally
over 12 categories in our experiments. These queries were
chosen from the 2011 Google Zeitgeist [14], and WebMD [48].
Google Zeitgeist is published annually by Google, and high-
lights the most popular search queries from the previous
calendar year. We chose these queries for two reasons: first,
they cover a broad range of categories (breadth). Second,
these queries are popular by definition, i.e., they are guar-
anteed to impact a large number of people.

The queries from Google Zeitgeist cover many important
areas. 10 queries are political (e.g., “Obama Jobs Plan”,
“2012 Republican Candidates”) and 10 are related to news
sources (e.g., “USA Today News”). Personalization of po-
litical and news-related searches are some of the most con-
tentious issues raised in Eli Pariser’s book on the Filter Bub-
ble effects [26]. Furthermore, several categories are shopping
related (e.g., gadgets, apparel brands, travel destination).
As demonstrated by Orbitz, shopping related searches are
prime targets for personalization [21].

One critical area that is not covered by Google Zeitgeist is
health-related queries. To fill this gap, we chose ten random
queries from WebMD’s list of popular health topics [48].

4. REAL-WORLD PERSONALIZATION

We begin by measuring the extent of personalization that
users are seeing today. Doing so requires obtaining access
to the search results observed by real users; we therefore
conducted a simple user study.

4.1 Collecting Real-World Data

We posted a task on Amazon’s Mechanical Turk (AMT),
explaining our study and offering each user $2.00 to par-
ticipate. Participants were required to 1) be in the United
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States, 2) have a Google account, and 3) be logged in to
Google during the study.! Users who accepted the task were
instructed to configure their Web browser to use a HTTP
proxy controlled by us. Then, the users were directed to
visit a Web page that automatically performed 80 Google
searches. 50 of the queries were randomly chosen from the
categories in Table 1, while 30 were chosen by us.

The HTTP proxy serves several functions. First, the
proxy records Google Search’s HTML responses to the users’
queries. Second, each time the proxy observes a user mak-
ing a query, it executes two PhantomJS scripts. Each script
logs in to Google and executes the same exact query as the
user. The results served to the scripts act as the control,
allowing us to compare results from a real user (who Google
has collected extensive data on) to fresh accounts (that have
minimal Google history). Third, the proxy controls for noise
in two ways: 1) by executing user queries and the corre-
sponding scripted queries in parallel, and 2) forwarding all
Google Search traffic to a hard-coded Google IP address.

Although the proxy is necessary to control for noise, there
is a caveat to this technique. Queries from AMT users
must be sent to http://google.com, whereas the controls
use https://google.com. The reason for this issue is that
HTTPS Google Search rejects requests from proxies, since
they could indicate a man-in-the-middle attack. Unfortu-
nately, result pages from HTTP Google Search include a
disclaimer explaining that some types of search personaliza-
tion are disabled for HTTP results. Thus, our results from
AMT users should be viewed as a lower bound on possible
personalization.

AMT Worker Demographics. In total, we recruited
200 AMT workers, each of whom answered a brief demo-
graphic survey. Our participants self-reported to residing in
43 different U.S. states, and range in age from 12 to >48
(with a bias towards younger users). Figure 4 shows the us-
age of Google services by our participants: 84% are Gmail
users, followed by 76% that use Google Maps. These sur-
vey results demonstrate that our participants 1) come from
a broad sample of the U.S. population, and 2) use a wide
variety of Google services.

4.2 Results

We now pose the question: how often do real users re-
cetve personalized search results? To answer this question,

!This study was conducted under Northeastern University
IRB protocol #12-08-42; all personally identifiable informa-
tion was removed from the dataset.

results changed at each rank.

Table 2: Top 10 most/least person-
alized queries.

we compare the results received by AMT users and the cor-
responding control accounts. Figure 5 shows the percentage
of results that differ at each rank (i.e., result 1, result 2,
etc.) when we compare the AMT results to the control re-
sults, and the control results to each other. Intuitively, the
percent change between the controls is the noise floor; any
change above the noise floor when comparing AMT results
to the control can be attributed to personalization.

There are two takeaways from Figure 5. First, we ob-
serve extensive personalization of search results. On aver-
age, across all ranks, AMT results showed an 11.7% higher
likelihood of differing from the control result than the con-
trols results did from each other. This additional difference
can be attributed to personalization. Second, top ranks tend
to be less personalized than bottom ranks.

To better understand how personalization varies across
queries, we list the top 10 most and least personalized
queries in Table 2. The level of personalization per query
is calculated as the probability of AMT results equaling the
control results, minus the probability of the control results
equaling each other. Large values for this quantity indicate
large divergence between AMT and control results, as well
as low noise (i.e., low control/control divergence).

As shown in Table 2, the most personalized queries tend to
be related to companies and politics (e.g., “greece”, “human
rights” or “home depot”). Digging into the individual results,
we observe a great deal of personalization based on location.
Even though all of the AMT users’ requests went through
our proxy and thus appeared to Google as being from the
same [P address, Google Search returned results that are
specific to other locations. This was especially common for
company names, where AMT users received different store
locations. In contrast, the least personalized results in Ta-
ble 2 tend to be factual and health related queries.

S.  PERSONALIZATION FEATURES

In the previous section, we observed personalization for
real users on Google Search. We now examine which user
features Google Search uses to personalize results. Although
we cannot possibly enumerate and test all possible features,
we can investigate likely candidates. Table 3 lists the dif-
ferent demographic profiles that our experiments emulate
during experiments.

5.1 Measuring Personalization

When comparing the list of search results for test and
control accounts, we use two metrics to measure personal-
ization. First, we use Jaccard Index, which views the result
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Figure 6: Results for the cookie tracking experiments.

lists as sets and is defined as the size of the intersection over
the size of the union. A Jaccard Index of 0 represents no
overlap between the lists, while 1 indicates they contain the
same results (although not necessarily in the same order).

To measure reordering, we use edit distance. To calcu-
late edit distance, we compute the number of list elements
that must be inserted, deleted, substituted, or swapped (i.e.,
the Damerau-Levenshtein distance [7]) to make the test list
identical to the control list. For example, if the test account
receives the result list [a.com, b.com, c.comn| and the control
receives the list [c.com, b.com| for the same query, then the
edit distance is 2 (one insertion and one swap).

5.2 Basic Features

We begin our experiments by focusing on features associ-
ated with a user’s browser, their physical location, and their
Google profile. For each experiment, we create = + 1 fresh
Google accounts, where z equals the number of possible val-
ues of the feature we are testing in that experiment, plus
one additional control account. For example, in the Gender
experiment, we create 4 accounts: one “male,” one “female,”
one “other,” and one additional “female” as a control. We
execute =+ 1 instances of our PhantomJS script for each ex-
periment, and forward the traffic to z + 1 unique endpoints
via SSH tunnels. Each account searches for all 120 of our
queries, and we repeat this process daily for seven days.

Basic Cookie Tracking. In this experiment, the goal
is to compare the search results for users who are logged in
to a Google account, not logged in to Google, and who do
not support cookies at all. Google is able to track the logged
in and logged out users, since Google Search places track-

Category Feature | Tested Values
Tracking Cookies | Logged In, Logged Out, No Cookies
User- OS | Win. XP, Win. 7, OS X, Linux
Agent Browser Chrome 22, Firefox 15, IE 6, IE 8,
Safari 5

Geo- MA, PA, IL, WA, CA,
location | IF Address | 0 Ne’ NY, OR, GA
Google Gender | Male, Female, Other
Account Age | 15, 25, 35, 45, 55, 65
Search Gender | Male, Female
History. Age <18, 18-24, 25-34, 35-44,
Click ’ 45-54, 55-64, >65
History, Income $0-50K, $50-100K,

d ’ $100-150K, >$150K
an . Education | No College, College, Grad School
Browsing . . .

. .. Caucasian, African American,
History Ethnicity Asi Hi .

sian, Hispanic

Table 3: User features evaluated for effects on search
personalization.
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Figure 7: Results for the browser experiments.

ing cookies on all users, even if they do not have a Google
account. The user who does not support cookies receives a
new tracking cookie after every request to Google, and we
confirm that the identifiers in these cookies are unique on
every request. However, it is unknown whether Google is
able to link these new identifiers together behind-the-scenes
(e.g., by using the user’s IP address as a unique identifier).

To conduct this experiment, we use four instances of
PhantomJS. The first two completely clear their cookies af-
ter every request. The third account logs in to Google and
persists cookies normally. The fourth account does not log
in to Google, and also persists cookies normally.

Figure 6(a) shows the average Jaccard Index for each
account type (logged in/logged out/no cookies) across all
search queries when compared to the control (no cookies).
In all of our figures, we place a * on the legend entry that
corresponds to the control test, i.e., two accounts that have
identical features. We see from Figure 6(a) that the results
received by users are not dependent on whether they sup-
port cookies, or their login state with Google. However, just
because the results are the same, does not mean that they
are returned in the same order.

To examine how the order of results changes, we plot
the average edit distance between each account type ver-
sus the control in Figure 6(b). We observe that a user’s
login state and cookies do impact the order of results from
Google Search. The greatest difference is between users who
are logged in versus users that clear their cookies. Logged
in users receive results that are reordered in two places (on
average) as compared to users with no cookies. Logged
out users also receive reordered results compared to the no
cookie user, but the difference is smaller. The results in
Figure 6 give the first glimpse of how Google alters search
results for different types of users.

Browser User-Agent. Next, we examine whether
the user’s choice of browser or Operating System (OS) can
impact search results. To test this, we created 11 Google ac-
counts and assigned each one a different “User-Agent” string.
As shown in Table 3, we encoded user-agents for 5 browsers
and 4 OSs. Chrome 22 and Windows 7 serve as the controls.

Figure 7 shows the results for our browser experiments.
Unlike the cookie tracking experiment, there is no clear dif-
ferentiation between the different browsers and the control
experiment. The results for different OSs are similar, and
we omit them for brevity. Thus, we do not observe search
personalization based on user-agent strings.

IP address Geolocation. Next, we investigate
whether Google Search personalizes results based on users’
physical location. To examine this, we create 11 Google
accounts and run our test suite while forwarding the traffic
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Figure 12: Day-to-day consistency of results for the

geolocation experiments.

accounts, two of which only run the 120 control queries, and
20 of which perform actions (i.e., searching, searching and
clicking, or Web browsing) based on their assigned demo-
graphic before running the 120 control queries. For exam-
ple, one account builds Web browsing history by visiting
sites that are frequented by individuals earning >$150k per
year. Each account is assigned a different Quantcast de-
mographic, and chooses new action targets each day using
weighted random selection, where the weights are based on
Quantcast scores. For example, the >$150k browsing his-
tory account chooses new sites to browse each day from the
corresponding list of URLs from Quantcast.

Search History. First, we examine whether Google
Search personalizes results based on search history. Each
day, the 20 test accounts search for 100 demographic queries
before executing the standard 120 queries. The query
strings are constructed by taking domains from the Quant-
cast top-2000 that have scores >100 for a particular demo-
graphic and removing subdomains and top level domains
(e.g., www.amazon.com becomes “amazon”).

Figure 11 shows the results of the search history test for
four income demographics. The “No History” account does
not search for demographic queries, and serves as the con-
trol. All accounts receive approximately the same search re-
sults, thus we do not observe personalization based on search
history. This observation holds for all of the demographic
categories we tested, and we omit the results for brevity.

Search-Result-Click History. Next, we examine
whether Google Search personalizes results based on the
search results that a user has clicked on. We use the same
methodology as for the search history experiment, with the
addition that accounts click on the search results that match
their demographic queries. For example, an account that
searches for “amazon” would click on the result for ama-
zon.com. Accounts will go through multiple pages of search
results to find the correct link for a given query.

The results of the click history experiments are the same
as for the search history experiments. There is little differ-
ence between the controls and the test accounts, regardless
of demographic. Thus, we do not observe personalization
based on click history, and we omit the results for brevity.

Browsing History. Finally, we investigate whether
Google Search personalizes results based on Web browsing
history (i.e., by tracking users on third-party Web sites). In
these experiments, each account logs into Google and then
browses 5 random pages from 50 demographically skewed
websites each day. We filter out websites that do not set
Google cookies (or Google affiliates like DoubleClick), since

Figure 13:
query categories for the geolocation test.
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Day-to-day consistency within search

Google cannot track visits to these sites. Out of 1,587 unique
domains in the Quantcast data that have scores >100, 700
include Google tracking cookies.

The results of the browsing history experiments are the
same as for search history and click history: regardless of
demographic, we do not observe personalization. We omit
these results for brevity.

Discussion. We were surprised that the history-driven
tests did not reveal personalization on Google Search. One
explanation for this finding is that account history may only
impact search results for a brief time window, i.e., carry-
over is the extent of history-driven personalization on Google
Search. As future work, we plan on conducting longer lasting
history-driven experiments to confirm our findings.

6. QUANTIFYING PERSONALIZATION

In the previous section we demonstrate that Google Search
personalization occurs based on 1) whether the user is logged
in and 2) the location of the searching machine. In this
section, we dive deeper into the data from our synthetic ex-
periments to better understand how personalization impacts
search results. First, we examine the temporal dynamics of
search results. Next, we investigate the amount of person-
alization in different categories of queries. Finally, we ex-
amine the rank of personalized search results to understand
whether certain positions are more volatile than others.

6.1 Temporal Dynamics

In this section, we examine the temporal dynamics of re-
sults from Google Search to understand how much results
from Google Search change day-to-day, and whether person-
alized results are more or less volatile than non-personalized
search results. To measure the dynamics of Google Search
over time, we compute the Jaccard Index and edit distance
for search results from subsequent days. Figure 12 shows the
day-to-day dynamics for our geolocation experiment. The x-
axis shows which two days of search results are being com-
pared, and each line corresponds to a particular test account.

Figure 12 reveals three facts about Google Search. First,
the lines in Figures 12 are roughly horizontal, indicating that
the rate of change in the search index is constant. Second,
we observe that there is more reordering over time than
new results: average Jaccard Index is 0.9, while average edit
distance is 3. Third, we observe that both of these trends
are consistent across all of our experiments, irrespective of
whether the results are personalized. This indicates that
personalization does not increase the day-to-day volatility
of search results.
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Figure 14: Differences in search results for five query categories.

Dynamics of Query Categories. We now exam-
ine the temporal dynamics of results across different cat-
egories of queries. As shown in Table 1, we use 12 cate-
gories of queries in our experiments. Our goal is to under-
stand whether each category is equally volatile over time, or
whether certain categories evolve more than others.

To understand the dynamics of query categories, we again
calculate the Jaccard Index and edit distance between search
results from subsequent days. However, instead of grouping
by experiment, we now group by query category. Figure 13
shows the day-to-day dynamics for query categories during
our geolocation experiment. Although we have 12 categories
in total, Figure 13 only shows the 1 least volatile, and 4
most volatile categories, for clarity. The results for all other
experiments are similar to the results for the geolocation
test, and we omit them for brevity.

Figure 13 reveals that the search results for different query
categories change at different rates day-to-day. Figure 13(a)
shows that there are more new results per day for “poli-
tics” and “news” queries. Similarly, Figure 13(b) shows that
queries for “politics,” “news,” and “places” all exhibit above
average reordering each day. This reflects how quickly infor-
mation in these categories changes on the Web. In the case
of “places,” the reordering is due to location specific news
items that fluctuate daily. In contrast, search queries for
factual categories like “what is” and “green” (environmen-
tally friendly topics) are less volatile over time.

6.2 Personalization of Query Categories

We now examine the relationship between different cate-
gories of search queries and personalization. In Section 5,
we demonstrate that Google Search does personalize search
results. However, it remains unclear whether all categories
of queries receive equal amounts of personalization.

To answer this question, we plot the cumulative distribute
of Jaccard Index and edit distance for each category in Fig-
ure 14. These results are calculated over all of our exper-
iments (i.e., User-Agent, Google Profile, geolocation, etc.)
for a single day of search results. For clarity, we only include
lines for the 1 most stable category (i.e., Jaccard close to 1,
edit distance close to 0), and the 4 least stable categories.

Figure 14 demonstrates that Google Search personalizes
results for some query categories more than others. For
example, 82% of results for “what is” queries are identical,
while only 43% of results for “gadgets” are identical. Overall,
“politics” is the most personalized query category, followed
by “places” and “gadgets.” CDF's calculated over other days
of search results demonstrate nearly identical results.

Search Result Rank

(b) Edit Distance

Figure 15: The percentage of re-
sults changed at each rank.

6.3 Personalization and Result Ranking

In this section, we focus on the volatility of results from
Google Search at each rank, with rank 1 being the first result
on the page and rank 10 being the last result. Understanding
the impact of personalization on top ranked search results is
critical, since eye-tracking studies have demonstrated that
users rarely scroll down to results “below the fold” [3, 12,
13,20]. Thus, we have two goals: 1) to understand whether
certain ranks are more volatile in general, and 2) to examine
whether personalized search results are more volatile than
non-personalized results.

To answer these questions, we plot Figure 15, which shows
the percentage of results that change at each rank. To calcu-
late these values, we perform a pairwise comparison between
the result at rank r € [1, 10] received by a test account and
the corresponding control. We perform comparisons across
all tests in all experiments, across all seven days of mea-
surement. This produces a total number of results that are
changed at each rank r, which we divide by the total num-
ber of results at rank r to produce a percentage. The per-
sonalized results come from the logged in/logged out and
geolocation experiments; all others are non-personalized.

Figure 15 reveals two interesting features. First, the re-
sults on personalized pages are significantly more volatile
than the results on non-personalized pages. The result
changes on non-personalized pages represent the noise floor
of the experiment; at every rank, there are more than twice
as many changes on personalized pages. Second, Figure 15
shows that the volatility at each rank is not uniform. Rank 1
exhibits the least volatility, and the volatility increases until
it peaks at 33% in rank 7. This indicates that Google Search
is more conservative about altering results at top ranks.

Given the extreme importance placed on rank 1 in Google
Search, we now delve deeper into the 5% of cases where the
result at rank 1 changes during personalized searches. In

100 —— T T

80 T "3 -
L 60 [ e _
O 40 1
20 | New Rank 1 Came From _
0 Old Rank 1 Moved To =—

i1 2 3 4 5 6 7 8 9 10
Search Result Rank

Figure 16: Movement of results to and from rank 1
for personalized searches.
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each instance where the rank 1 result changes, we compare
the results for the test account and the control to determine
1) what was the original rank of the result that moved to
rank 1, and 2) what is the new rank of the result that used to
be at rank 1. Figure 16 plots the results of this test. In the
vast majority of cases, the rank 1 and 2 results switch places:
73% of new rank 1 results originate from rank 2, and 58% of
old rank 1 results move to rank 2. Overall, 93% of new rank
1 results come from the first page of results, while 82% of
old rank 1 results remain somewhere on the first result page.
However, neither CDF sums to 100%, i.e., there are cases
where the new rank 1 result does not appear in the control
results and/or the old rank 1 result disappears completely
from the test results. The latter case is more common, with
18% of rank 1 results getting evicted completely from the
first page of results.

7. RELATED WORK

Comparing Search Engines. Several studies have ex-
amined the differences between results from different search
engines. Two studies have performed user studies to com-
pare search engines [2,44]. Although both studies uncover
significant differences between competing search engines,
neither study examines the impact of personalization. Sun
et al. propose a method for visualizing different results from
search engines that is based on expected weighted Hoeffding
distance [37]. Although this technique is very promising, it
does not scale to the size of our experiments.

Personalization. Personalized search has been exten-
sively studied in the literature [8, 19, 23, 27, 29, 36, 39, 43].
Dou et al. provide a comprehensive overview of techniques
for personalizing search [6]. They evaluate many strategies
for personalizing search, and conclude that mining user click
histories leads to the most accurate results. In contrast, user
profiles have low utility. The authors also note that person-
alization is not useful for all types of queries.

Other features besides click history have been used to
power personalized search. Three studies leverage geo-
graphic location to personalize search [41,50,51]. Two stud-
ies have shown that user demographics can be reliably in-
ferred from browsing histories, which can be useful for per-
sonalizing content [11,16]. To our knowledge, only one study
has investigated privacy-preserving personalized search [49].
Given growing concerns about the Filter Bubble effects, this
area seems promising for future research.

Several studies have looked at personalization on systems
other than search. Two studies have examined personaliza-
tion of targeted ads on the Web [10,47]. One study examines
discriminatory pricing on e-commerce sites, which is essen-
tially personalization of prices [22].

8. CONCLUDING DISCUSSION

Over the past few years, we have witnessed a trend of per-
sonalization in numerous Internet-based services, including
Web search. While personalization provides obvious bene-
fits for users, it also opens up the possibility that certain
information may be unintentionally hidden from users. De-
spite the variety of speculation on this topic, to date, there
has been little quantification of the basis and extent of per-
sonalization in Web search services today.

In this paper, we take the first steps towards addressing
this situation by introducing a methodology for measuring
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personalization on Web search engines. Our methodology
controls for numerous sources of noise, allowing us to accu-
rately measure the extent of personalization. We applied our
methodology to real Google accounts recruited from AMT
and observe that 11.7% of search results show differences
due to personalization. Using artificially created accounts,
we observe that measurable personalization is caused by 1)
being logged in to Google and 2) making requests from dif-
ferent geographic areas.

However, much work remains to be done: we view our
results as a first step in providing transparency for users of
Web search and other Web-based services. In the paragraphs
below, we discuss a few of the issues brought up by our work,
as well as promising directions for future research.

Scope. In this paper, we focus on queries to US version
of the Google Web Search. All queries are in English, and
are drawn from topics that are primarily of interest to US
residents. We leave the examination of Google sites in other
countries and other languages to future work.

Incompleteness. As a result of our methodology, we
are only able to identify positive instances of personaliza-
tion; we cannot claim the absence of personalization, as we
may not have considered other dimensions along which per-
sonalization could occur. However, the dimensions that we
chose to examine in this paper are the most obvious ones
for personalization (considering how much prior work has
looked at demographic, location-based, and history-based
personalization). Given that any form of personalization is
a moving target, we aim to continue this work by running
our data collection for a longer time, looking at additional
categories of Web searches, examining searches from mo-
bile devices, and looking at other user behaviors (e.g., using
services like Gmail, Google+, and Google Maps). We also
plan on examining the impact of mechanisms that may dis-
able personalization (e.g., opting-out of personalization on
Google Search, and enabling Do-Not-Track headers).

Generality. The methodology that we develop is not
specific to Google Web Search. The sources of noise that we
control for are present in other search engines (e.g., Bing,
Google News Search) as well as other Web-based services
(e.g., Twitter search, Yelp recommendations, etc.). We plan
on applying our methodology to these and other search ser-
vices to quantify personalization of different types.

Impact. In this paper, we focused on quantifying lit-
eral differences in search results, e.g., a.com is different from
b.com. However, we do not address the issue of semantic dif-
ferences, i.e., do a.com and b.com contain different informa-
tion content? If so, what is the impact of these differences?
While semantic differences and impact are challenging to
quantify, we plan to explore natural language processing and
user studies as a first step.

Open Source. We make all of the crawling and parsing
code, as well as the Google Web Search data from Section 5,
available to the research community at

http://personalization.ccs.neu.edu/
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Merilee's Tips & Tricks for Reporters: Going

Incognito
By Merilee S. Johnson, RDR, CRR, CRC, RSA

In this issue of Tips & Tricks for Reporters, we discuss
Incognito Mode! The leaves continue to fall, and the yard
and cubicle decorations everywhere remind us it's the
Halloween season-that time of year when we celebrate the
spooky and the scary; where we put on masks and welcome
ghouls and goblins at our front door, confidently knowing
that underneath the costumes are our friends and
neighbors.

The Internet, too, is filled with shady creatures, and not all of them
are well meaning. As reporters, we're searching the Internet every

day, looking for spellings of names, searching for companies,
deciphering a word someone may have said, and all other sorts of

nuances. We don't have that same level of anonymity or trust of
chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html 1/5
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everyone who knocks on our virtual door.

During this Halloween season, disguise your computer from those
ghouls and goblins that track our computers, and start searching
in “Incognito Mode.”

Incognito Mode is a setting on Google Chrome that limits what
Chrome remembers about your browsing history. It's a helpful tool,
but it's important to note that it does not offer complete anonymity.

When using Incognito Mode, Chrome won't save your browsing
history, cookies and site data, or information filled into forms. And,
when you browse privately, other people who use the same device

won't see your activity.

You can access Incognito Mode one of two
ways:
+ Open Chrome

¢ Click More (the three vertical dots in the upper right-hand
corner)

* Select "New Incognito Window”

Or

¢ Press Control + Shift + N.

While browsing in Incognito Mode, search and browse as you
normally would. When you close the window, all activity is cleared
from Chrome.

While Incognito Mode helps limit what
your browser remembers, it's important to
note that your activity might still be visible
to:

chrome-extension://nlipoenfbbikpbjkfpfillcgkoblgpmj/edit-react.html 2/5



10/15/26,6:31 PNCase 2:25-cv-01858-APG-BNW  iRaectme’tri2bolRporekileedkVib@/26  Page 4 of 6

* Websites you visit, including the ads and resources used on those
sites

* Your employer, school, or whoever runs the network you're using

* Your internet service provider

While Incognito Mode is just one part of your Internet privacy and

security plan, it's an easily implemented way to keep the Internet a
little less spooky this Halloween.

Read All of Merilee's Tips & Tricks

Share this post
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SEPTEMBER 30, 2026
Veritext Honours Truth & Reconciliation Day 2026

SEPTEMBER 23, 2026
Veritext Welcomes Albany, NY-Based Leguire Shorthand Reporters

SEPTEMBER 14, 2026
National Hispanic Heritage Month

SEPTEMBER 3, 2026
Veritext Welcomes Huntsville, AL-Based Alabama Court Reporting

JULY 22, 2026
Veritext Welcomes Calgary-Based 22 Keys
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Marc J. Randazza, NV Bar No. 12265

Ronald D. Green, NV Bar No. 7360
Alex J. Shepard, NV Bar No. 13582
Randazza Legal Group, PLLC

8991 W. Flamingo Rd., Ste. B

Las Vegas, NV 89147

Telephone: 702-420-2001
ecf(@randazza.com

Attorneys for Defendants
Keith Hodge, Kevin Hodge, and Hodgetwins, LLC

UNITED STATES DISTRICT COURT

DISTRICT OF NEVADA
Case No. 2:25-cv-01858-APG-BNW
PASTOR STEVE SMOTHERMON,
Plaintiff,
DECLARATION
Ve OF CASEY T. SPRING
KEITH HODGE, an individual; KEVIN
HODGE, an individual; HODGETWINS, LLC,
a limited liability company,
Defendants.
I, Casey T. Spring, declare:
1. I have first-hand knowledge of the facts set forth herein, and if called as a witness

could and would testify competently thereto.

2. [ am a paralegal at Randazza Legal Group, PLLC (“RLG”). I submit this declaration
in support of Defendants Kevin Hodge and Hodgetwins, LLC’s Request for Judicial Notice in
Support of Motion for Summary Judgment and for Relief Under NRS 41.660 (the “RIJN”). All
references to exhibit numbers below are for exhibits to the RJN.

Exhibit 1 is a true and correct copy of an Associated Press article titled “Cracker Barrel
had good reason to rebrand. But after its new logo misfired, here’s what’s next” available at:

https://apnews.com/article/cracker-barrel-new-logo-why-ceo-stock-c64a8ae259cclbcaa27aac89d

£56c961. I viewed this article at 6:01 PM ET on October 15, 2026. Immediately thereafter, I created

-1-
Declaration of Casey T. Spring
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https://apnews.com/article/cracker-barrel-new-logo-why-ceo-stock-c64a8ae259cc1bcaa27aae89df56c961

10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27

Case 2:25-cv-01858-APG-BNW  Document 125-11  Filed 10/19/26 Page 2 of 3

this printout of the article using the Awesome Screen Shot plug-in for the Google Chrome browser.
Exhibit 2 is a true and correct copy of a Forbes article titled “Craker Barrel’s Rebranding

And Crisis Management Lessons” available at: https://www.forbes.com/sites/edwardsegal/2025/0

8/27/cracker-barrels-rebranding-and-crisis-management-lessons/. I viewed this article at 5:57 PM

ET on October 15, 2026. Immediately thereafter, I created this printout of the article using the
Awesome Screen Shot plug-in for the Google Chrome browser.
Exhibit 3 is a true and correct copy of a BBC article titled “US restaurant chain Cracker

Barrel scraps new logo after backlash™ available at: https://www.bbc.com/news/articles/ce8351ry8

960. I viewed this article at 6:02 PM ET on October 15, 2026. Immediately thereafter, I created
this printout of the article using the Awesome Screen Shot plug-in for the Google Chrome browser.

Exhibit 4 is a true and correct copy of a CNBC article titled “Craker Barrel responds to
backlash over new logo and rebranding: ‘We could’ve done a better job’” available at: https://w

ww.cnbc.com/2025/08/25/cracker-barrel-cbrl-backlash-logo-rebranding.html. 1 viewed this

article on October 15, 2026. Immediately thereafter, I created this printout of the article using the
Awesome Screen Shot plug-in for the Google Chrome browser.
Exhibit 5 is a true and correct screenshot of a YouTube video posted by Legacy Church

titled “Wokeness = FAKE Righteousness” available at: https://www.youtube.com/watch?v=F40v

6xmuypl. I viewed the web page for this video at 6:23 PM ET on October 15, 2026. Immediately
thereafter, I created this screenshot using the Awesome Screen Shot plug-in for the Google Chrome
browser.

Exhibit 6 is a true and correct screenshot of a YouTube video posted by Legacy Church

titled “WOKE Christianity Is Leading People To Hell” available at: https://www.youtube.com/wat

ch?v=blq1713jh98. I viewed the web page for this video at 6:25 PM ET on October 15, 2026.

Immediately thereafter, I created this screenshot using the Awesome Screen Shot plug-in for the
Google Chrome browser.
Exhibit 7 is a true and correct copy of a KRQE article titled “New Mexico pastor gets

attention for comments on same-sex marriage” available at: https://www.krge.com/news/new-mex

-2-
Declaration of Casey T. Spring
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1co-pastor-gets-attention-for-comments-on-same-sex-marriage/. I viewed this article at 6:10 PM

ET on October 15, 2026. Immediately thereafter, I created this printout of the article using the
Awesome Screen Shot plug-in for the Google Chrome browser.
Exhibit 8 is a true and correct copy of a How-To Geek article titled “5 Places Incognito

Mode Is Useful (and 3 Where It Isn’t)” available at: https://www.howtogeek.com/places-incognito

-mode-is-useful-and-where-it-isnt/. I viewed this article at 6:29 PM ET on October 15, 2026.

Immediately thereafter, I created this printout using the Awesome Screen Shot plug-in for the
Google Chrome browser.
Exhibit 9 is a true and correct copy of research paper title “Measuring Personalization of

Web Search” available at: https://personalization.ccs.neu.edu/static/pdf/fp039-hannak.pdf. 1

viewed this paper at 4:19 PM ET on October 16, 2026. Immediately thereafter, I downloaded this
printout.
Exhibit 10 is a true and correct copy of a Veritext article titled “Merilee’s Tips & Tricks

for Reporters: Going Incognito” available at: https://www.veritext.com/merilees-tips-tricks-for-

reporters-incognito-mode/. I viewed this article at 6:31 PM ET on October 15, 2026. Immediately

thereafter, I created this printout of the article using the Awesome Screen Shot plug-in for the
Google Chrome browser.
I declare under penalty of perjury under the laws of the State of Nevada that the foregoing

is true and correct.

Dated: October 15, 2026. Respectfully submitted,

/s/ Casey T. Spring
Casey T. Spring
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