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Main findings - No empirical evidence
for the crowding out of private media
by SRG

Mark Eisenegger, Linards Udris, Daniel Vogler

Executive Summary

Switzerland’s media system remains under pressure. The measured quality of news coverage in many media
is still high, but interest in news and use of news has declined in recent years, advertising revenue has fallen
and (too) few people are prepared to pay for journalism. In the midst of this resource crisis, media compa-
nies are turning to more and more cost-cutting measures. Media policy proposals that either demand more
public media funding or aim to restrict the public media organisation SRG SSR are also gaining relevance.
This year’s Quality of the Media Yearbook once again documents current developments and focusses on the
role of SRG SSR in the Swiss media market (1.1).

Our in-depth study does not provide any empirical evidence to support the frequently stated thesis that
public media are crowding out private news media. This is shown by the data from a standardised survey on
audiences’ usage and willingness to pay. Firstly, our analysis confirms that the use of SRG content for news
purposes correlates positively with the use of private news media. This applies to both offline and online me-
dia. SRG users not only consume commuter and tabloid media more frequently, but they also use paid sub-
scription media significantly more often than non-SRG users. These results suggest that the use of public
media complements, rather than replaces, the use of private news media. This is also supported by the fact
that a very low proportion of users in the population are exclusively satisfied with SRG online news. Secondly,
our study confirms that there is no correlation, neither positive nor negative, between the use of SRG news
and the willingness to pay for journalistic content from private media. We are therefore unable to confirm a
«crowding out» effect - i.e. excessive competition from private news media by SRG news in the user market.
Our analysis suggests that public and private media should work together on solutions instead of fighting
each other, as a large part of the problems are due to the upheavals caused by the large tech platforms.

With artificial intelligence (AI), journalism is facing additional upheavals. How quickly these changes
will take place and how far-reaching they will be depends not only on the development of AI technology, but
also on the strategies of media companies, media policy and audience acceptance. This is precisely the start-
ing point for the second in-depth study in this yearbook (1.2), which analyses the acceptance and perception
of Al in journalism among the Swiss public. Having already conducted a study on this topic last year, we are
now continuing our research. Our latest survey also reveals a persistent scepticism towards the use of Al in
journalism: almost three quarters of respondents rated the risks of AI in journalism as high, higher than in
other areas of society such as politics or the military. Many respondents anticipate negative effects on media
quality, most notably an increase in false information. However, the public is not equally critical of all areas
of AT use. The use of Al for translations, data analysis or research is supported by the majority of the audi-
ence. However, the more Al intervenes directly in journalistic output, such as text or image production, the
greater the scepticism. In line with the overall sceptical attitude, many respondents expect transparency
from the media when using AI and would like to see detailed disclosure. Respondents also expect media com-
panies to always take full responsibility for Al-generated content. At present, however, only a minority of re-
spondents believe that the Swiss media handle AI responsibly - even though several media companies have
developed guidelines on the responsible use of Al The scepticism towards Al is also reflected in the fact that
remarkably few people are willing to pay for Al-generated content. Overall, these results can also be seen as
an indication that the public places a higher value on journalism created by humans. Likewise, respondents
are also in favour of Al providers or tech platforms compensating the information media for using their con-
tent and data. The proportions in favour clearly outweigh those against. This can be interpreted as support
for an ancillary copyright law, which is currently being drafted by the Federal Administration and is expected
to be submitted to Parliament in 2025.
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The increasing availability of AI tools offers not only journalists the opportunity to create automated
content, but also organisations and people outside of journalism. In this context, it is feared that «deep-
fakes», i.e. Al-generated images or audio/video content that does not correspond to reality, will also increase.
By analysing media coverage, our third in-depth study shows that the issue of deepfakes is receiving increas-
ing attention in media reporting, but is still a niche topic — although around half of the population has already
seen deepfakes (1.3). The accompanying survey also revealed that frequent consumption of news media cor-
relates with a higher awareness of deepfakes, although the use of news media does not contribute to people
gaining more detailed knowledge, e.g. the ability to precisely define deepfakes. Instead, people who use video
platforms such as YouTube particularly often not only encounter deepfakes more frequently, but also know
more about them. The population also has difficulty distinguishing deepfakes from real videos (Vogler et al.,
2024b). This emphasises the importance of more intensive meta-reporting and education on the topics of Al
and deepfakes.

These three in-depth analyses are followed by the findings of the regular analyses that we do every year
(2). The long-term quality analysis shows a levelling off between media types of high and low quality. Over-
all, the quality of many Swiss media is still high according to our measurements. Swiss media do not have a
fundamental quality problem, but they clearly have an increasing reach problem, as our long-term surveys
show that more and more Swiss people are consuming little or no news. Their trust in the media is ambiva-
lent, and the data shows that transparency and journalistic standards are important factors for users’ trust
in the media. This data is consistent with the latest survey results from our in-depth study on Al in journal-
ism. In general, and especially when using Al, the media are expected to work professionally and demand
transparency. Our time series also shows that information journalism remains in a difficult financial situa-
tion. The willingness to pay for online news is stagnating and a significant proportion of advertising revenue
continues to flow to the big tech platforms. Against this backdrop, not only is structural media concentra-
tion increasing, i.e. the elimination of media companies or titles, but also media content concentration, i.e.
the sharing and distribution of identical content. We measure this annually using a combination of auto-
mated and manual content analyses. These show that the concentration of media content in regional news
coverage is lower than in domestic and foreign news coverage. However, the multiple use of the same arti-
cles on regional topics increased significantly year-on-year for the first time in 2023. It would be problematic
if the concentration of media content and the associated loss of diversity in regional reporting were to in-
crease further in the coming years.

In these main findings, we summarise the most important results of the 2024 Yearbook. Firstly, we
present the findings of our three in-depth studies on the relationship between SRG SSR and private news
media, on the acceptance of Al in journalism and on media reporting and the perception of deepfakes (1).
This is followed by our long-term analysis on media quality, media use, attitudes towards media, financing
and media concentration (2). We conclude the main findings with our recommendations for action (3).

1 In-depth studies media - compete for the limited attention of the
public and, in some cases, for paying subscribers in
the online sector. The thesis is also used as an argu-

1.1 No empirical evidence for the crowd-  ment in favour of the «Halbierungsinitative», which

ing out of private news media by SRG
SSR information offerings

ublic media are often accused of crowding out
Pprivate media in the market. This «crowding-out»
thesis is becoming increasingly important as numer-
ous news brands - from both public and private

aims to significantly reduce the license fees for SRG
SSR.

In view of the politically charged debate, it is
important for us to empirically test the «crowd-
ing-out» thesis. The few publicly available scientific
studies have so far provided little support for this
thesis (Schranz et al., 2016; Sehl et al., 2020; Fletcher
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& Nielsen, 2017). Only O’Brien (2022) paints an am-
bivalent picture for Germany, showing that license
fees can promote a «free mentality» among the pub-
lic, despite not directly influencing the (low) willing-
ness to pay for the online news.

In the existing studies, however, Switzerland
was either not considered at all or only marginally.
Our first in-depth study aims to close this gap. It ex-
amines whether SRG SSR is crowding out private
news media in the public market and whether the use
of SRG news is linked to a lower willingness to pay
for news online. We focus on private and public news
media in the online and offline sector in Ger-
man-speaking Switzerland and Suisse romande. To
answer these questions, we rely on data from a stand-
ardised, representative survey that was also conduct-
ed for Switzerland as part of the Reuters Institute
Digital News Report 2024 of the University of Ox-
ford (the questionnaire can be viewed online at
https://doi.org/10.5167/uzh-261174).

With regard to the crowding-out hypothesis
in the audience market, our analysis shows that the
use of SRG news is not negatively correlated with the
use of commuter, tabloid or subscription media;
on the contrary, there is a positive correlation (see
Figure 1). SRG users consume paid subscription
media more frequently across all channels (61.4%)
than non-SRG users (38.2%). Similarly, commuter
and tabloid media are consumed more frequently
across all channels by SRG users (75.1%) than by
non-users (58.2%). This means that people in Swit-
zerland generally use the news from SRF or RTS in
addition to those of private news media. This also
applies to the online sector. SRG users are also regu-
lar multiple users here. Users of SRF or RTS online
access online news from commuter and tabloid me-
dia slightly more frequently (73.1%), and online news
from subscription media significantly more fre-
quently (50.8%), than those who do not use SRF or
RTS online (69.3% and 37.7%, respectively). The pre-
dominantly complementary use of SRG online news
is also reflected in another point: the group of
SRG-exclusive users who are satisfied only with SRG
online news and do not use any news from private
media online is extremely small. Only 3.5% of Swiss
respondents are exclusive SRG online users. Such
SRG-exclusive users are also a small proportion of
the population as a whole than people who exclusive-

0% 20 40 60 80
Commuter/ 1 C751%
tabloid media 2 i58,2%
o,
Subscription media 61,4%

i38,2%

1 Users of the SRG 2 Non users of SRG

Figure 1: Cross-channel reach of private media types in comparison

The chart shows the cross-channel reach of commuter and tabloid media
and subscription media for two different audiences (source: Reuters Ins-
titute, 2024). A distinction is made between people who have used at least
one SRG news brand across all channels and people who have used neither
offline nor online SRG news brands (usage during the «last week»)

(n = 2012).

Reading example: Commuter and tabloid media are used by 75.1% of people
who also use SRG news. In comparison, commuter and tabloid media are

used slightly less (58.2%) by people who do not use SRG news.

ly use commuter and tabloid media (26.5%) or sub-
scription media (8.5%) online.

A further statistical test shows that the use of
SRG news does not correlate with willingness to pay
(cf. Table 1). The regression model shows no statisti-
cally significant correlations between the use of SRG
content via online channels (-.12; p = .404) or tradi-
tional channels (B = .17; p = .267) and willingness to
pay. Likewise, the use of commuter and tabloid me-
dia (offline and online) does not correlate with the
willingness to pay for news.

While the use of all media types under analysis,
both private and public, reveal no significant correla-
tions, the attitudes of respondents can partially ex-
plain their willingness to pay. A high level of interest
in news in general (B = .34; p < .001) and in politics
(B = .28; p < .001) correlate significantly positively
with the willingness to pay for online news. In con-
trast to the study by Schranz et al. (2016), there is no
significant correlation between trust in the media
(B =.07; p = .287) and willingness to pay. Willingness
to pay is also higher among men, in the Suisse ro-
mande and among younger people.

To summarise, according to our study there is
no empirical evidence that SRG SSR is crowding out
private information media in the audience market or
in terms of willingness to pay.
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B
Use of media types
SRG offline 17
SRG online -12
Commuter and tabloid media offline .21
Commuter and tabloid media online -.18
Social media as the main source of news -.44
Attitudes
Media trust .07
Interest in news 34
Interest in politics 28%**
Unclear political stance -.68*
Sociodemographic characteristics
Language region® -.39%%
Gender® 49Hx*
Age —-.03%%%
Income .00
Level of education .06
(constant) (1.53%%)
Nagelkerke R* 15

Table 1: Regression to explain willingness to pay for online news

The table shows the results of a binary logistic regression analysis
(n = 1533 respondents for whom data was available for all factors) (source:
Reuters Institute, 2024). The regression coefficients B shows how the ana-
lysed factors correlate with willingness to pay. Significant correlations are
marked with an asterisk (* p < 0.05; ** p < 0.01; *** p < 0.001).

2 Suisse romande is the reference category.

© female is the reference category.

Reading example: Interest in news correlates significantly positively with
willingness to pay (B = .34).

1.2 Still great scepticism towards Al in

journalism

rtificial intelligence has become one of the defin-

ing topics in the media industry. It characterises
the entire production process, and therefore also in-
fluences audience acceptance, on which the contin-
ued existence of journalism greatly depends. In the
last Yearbook, we analysed the acceptance of Al
among the Swiss population when it comes to the
production of texts in journalism. In our current, sec-
ond AI study, we have expanded the field and ana-
lysed the Swiss public’s perception and acceptance of
Al in journalism across the entire journalistic value
chain. The study is based on a representative online
survey (n = 1287) for German-speaking Switzerland
and Suisse romande (the questionnaire can be viewed
online at https://doi.org/10.5167/uzh-261113).

The results of our latest survey also make this
clear: Scepticism towards the use of Al in journalism
remains high. Of all areas of society, the risks for
journalism are considered to be the highest. This
dominant risk perception is particularly evident
when it comes to the presumed effects of Al on the
quality of reporting (see Figure 2). Many respond-
ents (56.9%) are of the opinion that the quality of
news decreases due to the use of Al Only 18.2%
agree with the statement that Al improves the quali-
ty of news. Almost two thirds of respondents (63.4%)
also believe that AI could lead to more false informa-
tion. Scepticism is also surprisingly high when it
comes to more formal quality dimensions: only
23.6% are of the opinion that AI could improve the
comprehensibility of news. In contrast, the influence
of AI on journalistic diversity is viewed relatively
positively. Around half (51.6%) expect Al to increase
the diversity of topics; only 27.5% believe that AI will
reduce the diversity of opinions.

The willingness to pay for Al-generated con-
tent remains low and is even declining slightly (see
Figure 3). In 2023, 9.4% of respondents were willing
to pay for texts created entirely by AI, while in 2024
only 6.2% are (3.2 p.p.). A further 25.2% would pay
for content created with the support of AI (-3.8 p.p.).
The greatest willingness is clearly related to paying
for content created without AI (61.1% of respond-
ents). Here too, however, there is a decline compared
to the previous year (-4.1 p.p.).

Swiss media are already using AI for a wide
range of tasks along the entire journalistic value
chain, including text production, research, data
analysis, automated content distribution and trans-
lation. It can be seen that the more the use of AI di-
rectly affects journalistic output, the more the ac-
ceptance of Al decreases among the Swiss population
(see Figure 4). Of our respondents, 41.1% are in fa-
vour of using Al for generating headlines, while only
35.9% are in favour of rewriting articles for different
target groups and only 25.6% think it makes sense to
use Al for writing articles. The use of Al to create
images is also viewed critically (34.9% approved). In
contrast, acceptance of Al is higher when it has less
of an impact on content. For example, 78.0% are in
favour of using AI for translation, 64.5% for data
analysis and 58.7% for research. The shortening of
articles using Al is approved of by 50.8%. The use of
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0% 10 20 30 40 50 60 70 80 90 100
More false information in the media 63:,4% 19,? % 16,9 %
Lower quality of news 56,9 % 24,1% 19,0%
Greater diversity of topics 51,6% 25,4% 23,0%:
Less diversity of opinions 27,5% 30,1% 42,4 %
More comprehensible news for readers 23;6 % ) 29,é % 47,2%
Better quality of news 18,2% ’ 24,6: % : 57,2%
(rather) yes neither nor (rather) no
Figure 2: Expected effects of Al on the quality of news
The diagram shows how respondents assess the effects of AI on different aspects of news quality (n = 1254).
Reading example: In this survey, 59.9 % of respondents expect the increasing use of Al to lead to poorer news quality.
0% 10 20 30 40 50 60 70 80 90 100
2023 652%  75% 24,6%
Without AT : : :
2024 61,1%  71% 28,2% 13,7 %:
2023 29,0 % 15,1% 52,7%
Al-assisted : >
2024 25,2% 19,7% 51,6 %
2023 94% 52% 82,6 %
Al-generated : > :
2024 62%  72% 818% 4,7%:
(rather) yes neither nor (rather) no Don‘t know

Figure 3: Willingness to pay for Al news items

The chart shows the extent to which respondents are willing to pay for journalistic content that was generated without AI, with the support of AI and
entirely by Al (n = 1287).
Reading example: In 2024, 6.2% of respondents declare that they would pay for news items generated entirely by Al In 2023, it was 9.4 % of respondents.

AI to combat misinformation on social media is also
supported by 70.6% of respondents. Another 41.9%
of respondents think it makes sense to use Al to dis-
play personalised news articles. Surprisingly, only
38.7% think it makes sense to use Al to moderate
user comments, although AI could help to recognise
hate speech.

Transparency plays an important role in the ac-
ceptance of Al-generated content. Upstream, almost
all respondents (91.1%) believe that Swiss media
should always bear full responsibility for all content
created with the support of AI (see Figure 5). Many
media organisations, the Press Council and the Swiss
Media Association (VSM) already follow this ap-

proach. With regard to the question of transparency,
it is clear that a minimum standard is not enough for
the respondents. The practice of publishing a one-off,
blanket reference to the use of AI met with the least
approval (47.6%). In contrast, around three quarters
of respondents (75.9%) expect detailed disclosure for
all news items in which AI was used, as well as infor-
mation on the stages at which AT was used.

Our survey therefore shows that the Swiss have
clear expectations of the media and their approach to
Al However, these expectations do not yet appear to
be very well met: Only 21.2% of respondents believe
that Swiss media use AI responsibly, while 36.1%
deny this.
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0% 10 20 30 40 50 60 70 80 90 100
Articles translated into different languages :78,0 % :9,0 % 11,7%
Debunking and combating misinformation on social media _706%  11,0% 16,2%
Analysing data 5% 145% 183%
Researching information ' 58,7 % ' 16;6 % ' ' 23,0%
Shortening articles 50,8 %i 19,7% ?7,0 %
Displaying articles according to individual interests 41,9% . 22,1: % . 32,9 %
Generating headlines for articles 41,1 %: 22,0:% :34,4 %
Moderating comments from users on news websites 38,7% ' 21,8%: %6,4%
Rewriting the same article for different users 3#,9 % :21,8 % . 3}9,1 %
Creating images : 34,:9 % : 17,4":/0 :45,5 %
Writing articles 25,6 % ' 19;4 % ' '53,0 %
(rather) useful neither nor (rather) not useful don’t know

Figure 4: Assessment of the areas of application of Al in journalism

The chart shows how useful the respondents consider the use of Al to be for different areas and editorial processes in journalism (n = 1287).

Reading example: 64.5% of respondents believe it makes sense for Al to be used in journalism to analyse data. Only 25.6 % consider the use of Al for wri-

ting articles to be useful.

0% 10 20 30 40 50 60 70 80 100
Always bear responsibility for AI content ) ) 91,1 % 4,7 %
Always show Al steps in detail 75,9 % 9,9 % 11,7 %
Show Al use once 47,6 % 11,7 % 37,4%
(rather) yes neither nor (rather) no Don‘t know

Figure 5: Expectations of transparency when using Al

The diagram shows respondents’ expectations regarding transparency in the use of Al in Swiss media (n = 1,287).
Reading example: Most respondents (91.1%) expect Swiss media to always take responsibility for content created with the support of AL

After all, Swiss audiences have clear expecta-
tions not only of journalism, but also of the providers
of AI tools. AI providers often use content from news
media for their tools and training models, usually
without paying for them. As in our first study, we
therefore asked whether the Swiss population be-
lieves that AI providers should compensate media
providers for the use of journalistic content (see
Figure 6). This shows that measures to remunerate
journalism providers, such as the enforcement of
copyrights, are accepted by a large portion of the

population. Those in favour (45.1%) clearly outweigh
those against (27.5%).

1.3 Deepfakes - Journalism contributes to
awareness, but not to knowledge

about the phenomenon

AI can be used to create not only journalistically
verified content, but also deepfakes, i.e. content
that does not correspond to reality and is sometimes
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used to deliberately deceive. Our third in-depth study
analysed media coverage of deepfakes and how they
are perceived by the Swiss population. A content
analysis of reporting on deepfakes in 11 Swiss online
media outlets (n = 380) was combined with a repre-
sentative online survey of the Swiss population from
German-speaking Switzerland and Suisse romande
(n=1359).

The results of the content analysis show that
the topic of deepfakes gained attention in the Swiss
media in 2023. However, reporting predominantly
focussed on risks such as disinformation, while op-
portunities - e.g. applications for film and music -
are less highlighted. Accordingly, a negative tone pre-
dominates: Almost 60% of articles report negatively
on the phenomenon. In the survey, more than half of
the respondents (57%) had already heard of deep-
fakes. Statistically, this shows that the consumption
of news media correlates positively with awareness
of deepfakes. News media therefore contribute to
people finding out about this new phenomenon. Al-
most half (49.2%) also state that they have already
seen a deepfake themselves. However, the use of
video platforms - and not news media - determines
the extent to which people come into contact with
deepfakes; apparently, people are less likely to en-
counter deepfakes in news media than on YouTube.
Considering that deepfakes often contain disinfor-
mation, this is a positive result for journalism. How-
ever, it is problematic that, according to our study,
news media have no influence on how much people
actually know about deepfakes or the extent to which
they can at least rudimentarily define deepfakes.
This is an indication that journalism should report
on the phenomenon more and in a more differen-
tiated way.

The following finding is also important: In an-
other study that arose from the same research con-
text, Vogler et al. (2024b) were able to show in an
online experiment that Swiss people are barely able
to distinguish well-made deepfakes from real videos.
Even a short tutorial on how to recognise deepfakes,
which was shown to half of the participants, had no
effect on their ability to recognise them. This makes
it all the more important for news media to report
even more intensively on the phenomenon, provide
information and teach strategies for dealing with
deepfakes.

0% 20 40 60 80 100

Compensation by platforms 489% 23,6%|  275%:

Compensation by Al providers 45,1 % 27,4% 27,5%
(rather) yes neither nor (rather) no

Figure 6: Support for compensation by Al providers and tech platforms

The chart shows whether, in the opinion of the respondents, the providers
of Al tools or tech platforms should compensate the providers of journa-
lism when they use their content (n = 1254).

Reading example: Of our respondents, 45.1% believe that providers of AI
tools should compensate providers of journalism if they use journalistic
content for their tools, and 48.9% are in favour of such compensation by
tech platforms.

2 Long-term analyses from the
Yearbook Quality of the Media

2.1 Decreasing gap between the top-quali-

ty and lower-quality media types

e are continuing our content analysis on the

development of media quality in Switzerland
in this Yearbook. In 2023, the average value for all
media types is 6.1 out of a maximum of 10 points (see
Figure 7). As in previous years, public radio (7.7) and
public television programmes (7.5) lead the ranking,
although diversity is decreasing in the long term. In
terms of quality, the radio programmes SRF Echo der
Zeit (8.1) and SRF Rendez-vous (7.9) remain the
benchmark. By contrast, the SRG SSR online portals
(6.3) have lost almost 1 point since 2015, though they
continue to offer a high level of relevance and diver-
sity. Private television (6.4) has improved since 2020
and is characterised in particular by a high level of
professionalism and, in some cases, diversity. It is in-
teresting to note that Léman Bleu (7.5) and, increas-
ingly, Tele Ticino (7.4) have been achieving similarly
good ratings to SRG SSR’s brands in several dimen-
sions for several years. The fact that these small tel-
evision stations can achieve solid or even good qual-
ity ratings - at least with their main news pro-
grammes - despite limited resources, shows that
high quality is also possible with relatively low re-
sources. Sunday newspapers and magazines (6.0) are
above average in terms of contextualisation, but
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Private television 6,.4 :
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Subscription newspapers 6,2:
Sunday newspapers [ magazinesi 6,2:
Online Pure ] ) 6,1_
Commuter newspapers Online : 5,:5 :
Tabloid newspapers Online ' 5,?;
Commuter newspapers i5,0
Tabloid newspapers 4:,6

Overall Quality Relevance Diversity Contextualisation Professionalism

Figure 7: Quality scores by media type

The chart shows the quality scores for 12 media types, which are ranked in descending order. For each type, it is also indicated whether it deviates posi-
tively or negatively from the average in the four quality dimensions of relevance, diversity, categorisation performance and professionalism. The data
is based on all contributions to the quality analysis from the random sample (2023: n = 20,431; 68 media titles).

Reading example: SRG SSR news sites occupy an above average position in the quality ranking of media types, with 6.3 points. However, they score below
average in contextualisation.

below average in terms of professionalism and objec-
tivity. Subscription newspapers, both printed (6.2)
and online (6.4), have similar scores, as their content
overlaps considerably, with the online editions offer-
ing greater diversity. The Online Pure type (6.0) re-
mains slightly below average, with large differences
in quality within this type. In addition to Watson.ch,
Nau.ch and blue News (bluewin.ch), Heidi.news and
Republik.ch have also been included here since 2022.
The quality of these brands varies greatly, particu-
larly in terms of contextualisation. Tabloid and com-
muter media show improvement in the long term,
particularly in the areas of relevance and diversity, as
they publish more hard news. These improvements
are also due to journalistic strategies that focus more
on quality. What is striking about the Blick titles is
that the new offshoot in Suisse romande (Blick.ch/fr)
has improved year-on-year. Thanks to a more rele-
vant and varied mix of topics and a more factual
style, it performed slightly better than its Ger-
man-speaking Swiss counterpart in 2023, despite
continuing to provide less categorisation and less
content of its own.

A more detailed look at the changes shows that
quality fell overall by o.2 points compared to the
previous year, interrupting the trend of increasing
quality observed since the coronavirus pandemic
(see Figure 8). This dynamic is explained by differ-
ent developments in the quality dimensions. On a
positive note, relevance continued to increase
slightly in 2023 (+0.1), reaching its highest level
in the last nine years. Although contextualisation
is higher than in 2015, it decreased slightly com-
pared to the previous year (-o0.2). Diversity has seen
significant losses since 2015 and is around 1 point
lower in 2023, with a slight year-on-year decline
(-0.1). There is also limited diversity of the media
system as a whole, as more and more media are shar-
ing the same contributions. Finally, 2023 shows a
clear decline in professionalism (-0.6), making 2023
the year with the lowest values in this dimension.
This is due to the decline in objectivity, i.e. the in-
crease in articles that are emotional, appealing or
even polemical. In a longer-term comparison with
2015, some media types show a decline in quality, in-
cluding public radio and (with fluctuations) public



Main findings

[S)
—
)
w
IS
o
o
~
©
)

Public radio

Public television

Private television

Subscription
newspapers Online

SRG SSR Online

Subscription
newspapers

16,2

Sunday newspapers / :

magazines

6,9
6,8
6,8
6,9
6,7
6,5
6,5
6,3
5,9

5,2
5,5
4,7
4,8
i5,0
5,4
6,1
:5,7
5,7

Online Pure

Commuter
newspapers Online

4,6
4,9
a8
a3
4,4
4,6
5,1
5,3
5,0

Tabloid newspapers
Online

4,4
4,9
4,3
4,4
4,6
5,0
5,1
5,4
4,9

Commuter
newspapers

Tabloid newspapers

1 2015 @ 2017 (5 2019 @ 2021 9 2023

2 2016 4 2018 6 2020 8 2022

Figure 8: Changes in quality between 2015 and 2023

The chart shows the change in quality between 2015 and 2023 per media
type. The mean value of the quality scores of individual outlets and brands
was used for each media type. The data is based on all contributions to the
quality analysis from the random sample of the respective years (2015:
n = 22,032; 2016: n = 22,226; 2017: n = 22,260; 2018: n = 20,669; 2019:
n = 19,861; 2020: n = 17,024; 2021: n = 16,974; 2022: n = 17,013; 2023:
n = 16,861). Only the 54 outlets and brands for which data was available
from all nine calendar years were selected. The media types are ranked in
descending order according to their quality score in 2023.

Reading example: The quality score of an average public radio news pro-
gramme is 8.1 points in 2015. In 2023, the score for this type of programme
is 0.3 points lower, at 7.8 points.
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Figure 9: Development of news repertoire types since 2009

The chart shows changes in the share of the six repertoire types from 2009 to 2024 (n = 55,066). The set of underlying media categories was expanded

from 2016 to 2017.
Reading example: The proportion of news-deprived people increased from 21.0% in 2009 to 45.7 % in 2024.

television, printed subscription newspapers (but
not their online versions), SRG SSR news sites and
Sunday newspapers/magazines. Commuter and tab-
loid newspapers in both online and offline formats,
the Online Pure type, news sites of subscription
newspapers and, in particular, private television
have developed positively in the long term. Overall,
the media types are converging in terms of their
overall quality, as high-quality types are tending to
drop slightly and lower-quality types are gaining
ground.

2.2 Media use - Journalism has an
increasing reach problem and news
deprivation is at a new high

Since 2009, we have been tracing the development
of six media usage groups in the Yearbook: the
news repertoire types. These are characterised by
typical patterns of use of different types of media and
different intensities of using news sources. The
news-deprived repertoire, which is characterised by
far below average news consumption, continued to
grow from 2023 to 2024 to just under 46% (+3 p.p.) of
the Swiss population (see Figure 9). This is a cause
for concern in terms of democratic policy, as low
news consumption is also associated with lower dem-

ocratic participation or less trust in democratic insti-
tutions (Udris et al., 2022). The increase in news dep-
rivation reflects the general decline in the use of
news, which is not offset by digital channels. This is
also illustrated by the results from the international
survey of the Reuters Institute Digital News Report,
from which data is also available for Switzerland
(Reuters Institute, 2024; Udris et al., 2024). A symp-
tom of this decline is the fact that, for the first time
since the start of our measurements, social media
lost ground to other media channels as the main
source of information compared to the previous year
(-2.2 p.p.). Although social media is the main source
of information for 33.0% of the youngest age group
(compared to other media channels), 18- to 24-year-
olds in 2024 use social media as a source of news sig-
nificantly less frequently than in 2016 (-11 p.p.)
(Udris et al., 2024).

Overall, news usage is not simply shifting to
digital channels; it is decreasing in general. With re-
gard to the increasing deprivation of news, there is a
paradox: on the one hand, media quality is relatively
good (2.1) and the population still has a relatively
high level of trust in the media (2.3), but on the other
hand, the use of such media is tending to decline.
Journalism in Switzerland therefore does not pri-
marily have a quality or trust problem, but a reach
problem.
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News usage behaviour also correlates with a
specific perception of society. This can be seen by
analysing the topics that are perceived by the differ-
ent repertoire types. The news-deprived, whose
news usage is below average and primarily via social
media, are much more aware of emotionally charged
and/or soft news-orientated social topics such as de-
bates on LGBTIQ+ or the coronation of Charles III.

2.3 Attitudes towards the media - Majori-
ty of respondents do not think
expectations of constructive, hopeful
journalism are fulfilled

ttitudes towards media shape specific usage be-

haviour. If we first look at interest in news, 47.5%
of Swiss people still say that they are (very) inter-
ested in news. This represents a significant decrease
compared to previous years, when between 57%
(2016) and 62% (2021) indicated a high interest in
news.

For this Yearbook, we analyse what specific ex-
pectations users have of news (see Figure 10). Al-
most three quarters of those who expect news me-
dia to keep them up to date with current events or
to help them learn more about various topics de-
clare that these expectations are being fulfilled.
However, expectations regarding the diversity of
perspectives (59.8 %), arousing feelings of connec-
tion (59.1%) or constructive, hopeful reporting
(47.0%) are seen as less fulfilled. More than half of
those who value constructive journalism are of the
opinion that this is not sufficiently present in the
news media. This confirms the finding from the
last Yearbook that the need for constructive jour-
nalism in Switzerland is insufficiently met, al-
though this could increase interest in and use of
news (Fiirst & Rieser, 2023).

Trust in the news media is also crucial for the
media to be able to fulfil their central role in shaping
public information and opinion (Prochazka, 2020).
In a European comparison, Switzerland ranks 1oth
out of the 24 countries surveyed and is therefore
only in the top half. 41.2% of Swiss people tend to
agree or completely agree with the statement that
most news can be trusted. Over a quarter (27.4%)
trust the news «hardly» or «not at all», and 31.4% are

0% 20 40 60 80
Keep me up to date with 1 . . 258’8 %
current affairs 2 73,4%
Help me learn more about 555’7 %
different topics and events 71,9 %
Offer different perspectives 47,8 %
on topical issues 559,8 %
Keep me engaged with 47,0% :
issues in society ‘ 68,1 %
Offer practical information 43,7% :
and advice for everyday life " 61,4%

43,2%
Be entertaining
66,4 %
Make me feel connected to 531’9 % :
others in society 559,1 %
Make me feel better about ;31’4 % :
the world 47,0%
1 all respondents 2 respondents for whom this is important

Figure 10: Fulfilled expectations of news

The chart shows the extent to which news fulfils the expectations placed
on it from the perspective of the Swiss population (source: Reuters Insti-
tute, 2024). It shows the proportion of respondents who stated that the
news media they use are «very good» or «somewhat good>» at fulfilling cer-
tain purposes. The chart also shows the responses of those who said that

this was important to them.

Reading example: 47.8 % of the Swiss population agree that news
«very good» or «fairly good» at offering «different perspectives
issues». Among respondents for whom this is «very important»

media are
on topical
or «some-

what important», 59.8 % also consider this to be the case. Conversely, this

means that 40.2% of them are disappointed.

undecided. It is true that more people trust the me-
dia than not. Nevertheless, that trust must be con-
sidered fragile in view of the large number of people
who are undecided. Trust in the media varies greatly
according to age, education, political orientation
and language region. People aged 35 and over with a
higher level of education and a political orientation
in the centre have greater trust in the media than
younger people with a lower level of education, who
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Figure 11: Trustworthiness of news from different sources

The chart shows how trustworthy the Swiss population considers the
news from various sources and media titles (source: Reuters Institute,
2024). The 11-point scale ranges from 0 = «not trustworthy at all» to
10 = «absolutely trustworthy».

Reading example: On average, the respondents rate the content of SRF News
and RTS News as very trustworthy (m = 7.0). In contrast, the news from
Blick is rated as less trustworthy, with a mean value of 5.0.

tend to locate themselves on the political fringes. In
French-speaking Switzerland (38.7%), trust is
slightly lower than in German-speaking Switzerland
(42.2%). Not all media brands are trusted equally. In
Switzerland, the news programmes from SRF and
RTS and the news from subscription newspapers
such as Le Temps, NZZ, 24 heures and Tages-An-
zeiger enjoy a particularly high level of trust (see
Figure 11).

In order to strengthen trust in the news media,
it is crucial to know the factors on which this trust
depends (see Figure 12). The Swiss population at-
taches great importance to journalistic transparency:
72.9% of respondents state that their trust in news
media depends on whether they communicate how
the news is made. High journalistic standards
(68.3%) and the impression that respondents feel
fairly represented in reporting (62%) are also impor-
tant trust-building factors. Factors such as unbal-
anced (53.2%) or sensationalised (48.6%) reporting,
on the other hand, have a negative impact on trust.
To summarise, transparency and high journalistic
standards are crucial for trust in news media, espe-
cially in view of the increasing use of artificial intelli-
gence in journalism (1.2; Vogler et al., 2023).

2.4 Financing - Low willingness to pay
with high online advertising revenues

continuing to flow to tech giants

he trends in the financing of Swiss information

media are continuing this year. Advertising in-
come is declining overall and remains below pre-pan-
demic levels. While there has been growth in the on-
line advertising market, this cannot compensate for
falling revenues, particularly in the press and televi-
sion markets. This is also due to the fact that the ma-
jority of advertising revenue is attributable to tech
platforms such as Google and Meta. The Advertising
Statistics Foundation has published an estimate for
the second time in a row (exact data is not available).
For 2023, online advertising revenue for YouTube,
search engines and social media in Switzerland is es-
timated at CHF 1828-2240 million, which represents
an increase over the previous year (2022: CHF 1690-
2070 million). The upper estimate of CHF 2240 mil-
lion thus exceeds the total advertising revenue of
Swiss media providers in press, TV, radio and digital
media (2023: CHF 2111 million).

The financing of journalism also remains diffi-
cult because the willingness to pay for online news
has stagnated at a low level for four years (2024:
17.0%). In an international comparison, in 2023 will-
ingness to pay is only high in Norway (39.7%) and
Sweden (31.0%). In Denmark, which is in third place,
only 17.3% of people are still willing to pay for online
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Figure 12: Factors that influence trust in news media

The chart presents responses regarding how important or unimportant certain factors are «when it comes to deciding which news media» respondents

trust (source: Reuters Institute, 2024).

Reading example: A majority (72.9%) of the respondents stated that transparent communication regarding how the news is made is important for their

trust in news media.

news - almost the same as in Switzerland (17.0%). As
the values for most countries are close to each other,
Switzerland is slightly above average for the 12 Euro-
pean reference countries in terms of willingness to
pay.

Moreover, not everyone who is willing to pay
spends money on news on an ongoing basis. Some
are content to pay for individual articles or daily
passes. Of those with an ongoing online news sub-
scription (13.2% of respondents), around one third
say they spend a maximum of 10 Swiss francs per
month on their main subscription. Many Swiss peo-
ple therefore spend less on their online news sub-
scription than the regular price (without discounts)
that media companies charge for their subscriptions.

Among the respondents who do not currently
pay for digital news services, more than half (57.0%)
would continue to pay nothing for online news.
About a quarter (25.6%) would be prepared to spend
a maximum of 5 Swiss francs per month on online
news (see Figure 13). This means that many Swiss
citizens would only be prepared to spend a few francs
per month, if at all. This is well below the median
monthly online subscription price in Switzerland of
CHEF 18 (Reuters Institute, 2024).

2.5 Media concentration - Increase in
multiple use of same articles in
democracy-relevant, national political
reporting and in opinion-orientated

formats

We regularly analyse the extent to which media
concentration has progressed in Switzerland
on two levels. This includes both structural media
concentration, in the form of ownership and provider
relationships, and «media content concentration»,
i.e. regarding the media content itself. Here we are
interested in how concentration grows in the Swiss
media system as a result of identical news items be-
ing shared and distributed in different media brands.

In terms of structural media concentration, the
Swiss media market appears at first glance to have a
relatively high diversity of outlets. However, many
smaller outlets have a very limited reach, while high-
reach news media are owned by a small number of
Swiss media companies. The three major providers
TX Group (27.6%), SRG SSR (26.7%) and CH Media
(20.3%) have a combined market share of 74.6% in
German-speaking Switzerland, which corresponds to
an increase of 2.3 percentage points since 2022. The
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Figure 13: Willingness to pay per month

The chart shows the price that respondents who do not currently pay for
online news would be willing to pay for online news each month (n = 1553)
(source: Reuters Institute, 2024).

Reading example: 10.6 % of respondents who do not currently pay for online
news would spend a maximum of 1 Swiss franc per month on online news.

market is even more concentrated in French-speak-
ing Switzerland. The three largest companies - TX
Group (45.0%), SRG SSR (32.4%) and Stiftung Aven-
tinus (9.9%) — have a market share of 87.3%.

In addition to the concentration in provider
and user markets, the concentration of media con-
tent is also increasing. A double concentration pro-
cess is therefore taking place as a result of growing
financing problems. Due to falling advertising reve-
nues and low sales figures, media companies are in-
creasingly focussing on synergies and multiple use of
their content as well as offering the same content in
different brands within their network systems. Such
network systems make it possible to continue oper-
ating media brands under difficult economic condi-
tions. At the same time, however, they lead to a loss
of diversity in the entire media system (Vogler et al.,
2020). In the Swiss-German press market, media
content concentration has increased significantly.
The proportion of shared articles rose from 10.0% to
28.5% between 2017 and 2023. In 2023, around one in
four items of original reporting appeared in at least
two different media brands. Media content concen-

tration has risen sharply for media in the TX Group
and CH Media network: At TX Group, the proportion
of shared articles grew from 16.2% to 50.8%, and at
CH Media from 12.0% to 27.2% (cf. Figure 14). By
comparison, at media brands that are not part of a
network system, the share remained consistently low
in 2023, at 4.4%.

The number of shared articles has increased in
all subject areas. In 2023, we identified the highest
concentration of content in sports reporting (31.7%),
followed by the business sector (30.6%) and political
reporting (29.6%). In comparison, media content con-
centration in cultural and human interest reporting is
somewhat lower (24.7% and 24.0% respectively).

From a geographical perspective, national
(36.1%) and international reporting (39.5%) shows a
particularly high concentration of media content.
This corresponds to a sharp increase of 11 and 17 per-
centage points, respectively, since 2017. At 38.6%, the
concentration is particularly high in national politi-
cal reporting, which often also focusses on national
referendums or the 2023 federal elections. In region-
al reporting, the concentration is lower in compari-
son. However, the proportion of shared articles on
regional topics increased by around 6 percentage
points in 2023 compared to the previous year,
amounting to 12.6% (see Figure 15). In contrast to
reporting on national or international topics, there
are often only a few daily news media at the regional
and local level. It would be particularly problematic
if media content concentration and the associated
loss of regional diversity were to increase in the com-
ing years.

3 Conclusion and recommendations
for action

he analyses in the 2024 Yearbook clearly show

that the Swiss media system is facing fundamen-
tal challenges. The digital transformation, the grow-
ing importance of global tech platforms and the de-
cline in traditional sources of revenue are putting
journalism under increasing pressure. At the same
time, technological innovations such as the use of ar-
tificial intelligence are opening up new opportunities,
though they also harbour new risks. Our research
shows that audiences remain sceptical about Al in
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Figure 14: Media content concentration in the Swiss-German press market
over time by network system

The chart shows the development of media content concentration in the
press market in German-speaking Switzerland for the media that were part
of the TX Group (Basler Zeitung, Berner Zeitung, Der Bund and Tages-
Anzeiger) and CH Media (Aargauer Zeitung, Luzerner Zeitung and St. Gal-
ler Tagblatt) network systems in 2023. The percentages represent the pro-
portion of shared articles from orginal reporting. As a reference value,
media content concentration was determined for selected press outlets
that did not belong to these two networks («Other media»: 20 Minuten,
Blick, Die Siidostschweiz and Neue Ziircher Zeitung).

Reading example: The proportion of shared articles in the media of the TX
Group’s network system was 50.8% in 2023. This figure has increased by
around 34.6 percentage points since 2017.

journalism, especially when it is used directly to cre-
ate journalistic content. In view of this complex situ-
ation, private and public media houses should coop-
erate more closely - as well as instituting other meas-
ures, including media policy measures - in order to
jointly meet the challenges of digitisation and AI-
based automation. This is where the following recom-
mendations for action come in.

Media that belonged to the network systems of the TX Group (Basler Zei-
tung, Berner Zeitung, Der Bund, Tages-Anzeiger) and CH Media (Aargauer
Zeitung, Luzerner Zeitung, St. Galler Tagblatt) in 2023 were examined.
Media content concentration was determined for the press outlets that did
not belong to these two networks (‘Other Media’: 20 Minuten, Blick, Die
Siidostschweiz, Neue Ziircher Zeitung). The percentages of shared articles
from original reporting are shown.

Reading example: The proportion of shared articles in reporting with a nati-
onal focus was 36.1% in 2023. The value increased by around 24.7 percen-
tage points since 2017.

3.1 Relationship between SRG SSR and
private media - From competition to

cooperation

ur study on SRG SSR in the Swiss media market

(1.1) shows that public service news media have
no negative impact on the use of private news media.
On the contrary, people who consume SRG content
for news purposes use private media more frequently:
both paid subscription services and free media such
as commuter and tabloid media. Public media are
therefore used more as a supplement to private me-
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dia; they do not replace them. Our study also pro-
vides no indication that the use of SRG news reduces
the willingness to pay for content from private news
media. Overall, our findings for Switzerland are in
line with previous international studies.

What recommendations can be derived from
these findings? Firstly, it is clear that the competitive
attitude between private news media and public me-
dia is unfounded. SRG is not crowding out the pri-
vate media in the audience market for news. As for
the advertising market, developments clearly show
that global tech platforms are siphoning off the ma-
jority of online advertising revenue. Therefore, in
general it is not national public broadcasting that is
squeezing private media companies, but the global
tech platforms, since the majority of online advertis-
ing revenue flows to them. Another problem with the
dominance of tech platforms is that platform users
are also losing their ties to traditional news media.
This affects interest in news and potentially also the
willingness to pay for it. In light of these empirical
findings, cooperation between private and public
media should be expanded. The self-healing powers
against the influence of global tech platforms and,
more recently, Al providers can only be strengthened
by working together and not against each other.
More unifying «media patriotism» (fog, 2019) is
needed from public and private media companies,
supported by media policy. This must be guided by
the realisation that both domestic public and private
news media are indispensable for a democratic na-
tion state like Switzerland, they ensure the «national
media supply» (Zehnder, 2022) and they are primari-
ly under pressure from outside, i.e. from global tech
platforms. In the midst of the politically charged de-
bate, this cooperation would also include a clear
«no» from private media companies to the «Halbi-
erungsinitative». Defeating this initiative, which
aims to significantly reduce broadcasting licence fees
and thus significantly weaken SRG SSR, would also
be a strong vote in favour of a media industry guided
by empirical evidence: SRG SSR’s news brands have
been measurably among the highest quality media
for years, and, according to surveys, they enjoy the
highest level of trust among all media in Switzerland
- additionally, their use does not demonstrably weak-
en the private sector in the audience market. It would
also make sense for public and private media to adopt

a joint position on the regulation of platforms with
regard to the financing of journalism (e.g. ancillary
copyright) (3.3) or the Swiss media’s approach to AI
(3.2). Measures are also needed that extend beyond
news media. The «Initiative 18>, launched by person-
alities from the communications and media industry,
is interesting. It is campaigning for free, safe and sus-
tainable media to be included as the United Nations’
18th Sustainable Development Goal. The aim is to
raise awareness of the role of media and information
for democracy and to identify subsequent opportuni-
ties for action. According to Manfred Kluge - the
chairman of the initiative — advertisers and media
agencies, for example, can also contribute to the
preservation of media diversity and thus strengthen
democracy by allocating advertising investments re-
sponsibly (Initiative 18, 2024).

There are also other opportunities for coopera-
tion: Firstly, the joint efforts of private and public
media companies should be intensified in order to
raise interest in news among the population, as inter-
est in news has been shown to be centrally linked to
willingness to pay. Various media literacy promotion
projects have recently been initiated in this area,
such as «UseTheNews», «YouMedia» and «Check
News». These activities need to be better bundled
and expanded. The extent to which public media
could increasingly make their content available li-
cence-free to private news media should also be in-
vestigated. And SRG SSR should consider becoming
more involved in OneLog so that its content would
only be available after the login threshold. This could
be an effective step towards cooperatively strength-
ening the competitiveness of Swiss media vis-a-vis
international digital platforms.

The «big idea» would be the development of a
common digital infrastructure for journalism. There
is a vision of a Swiss digital commons for profession-
al information journalism that would be implement-
ed jointly by public and private media companies.
This would be exclusively about bundling forces to
develop the media infrastructure, while maintaining
competition in terms of content and journalism. This
digital infrastructure would also give smaller news
media access to the digital media world, which would
otherwise not have the resources to invest in such
technologies. The infrastructure would have to be
operated independently of the state, for example, by
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a broadly financed foundation that is supported by
civil society, among others. It would not only serve to
publish and discuss news content, but would also of-
fer intelligent search functions, interactions between
users and standardised login systems. This platform
would be modelled on the successful approaches of
the tech giants, yet based on democratic values such
as diversity, civilised discourse, quality and data pro-
tection. The algorithms would be transparent and
customisable by users. In addition, the «digital com-
mons» for private media could support various busi-
ness models for news, such as flat rates for different
content bundles. It should not act in isolation but
should recognise the national importance of profes-
sional media for democracy and the guidelines of the
Press Council, simultaneously being open to interna-
tional cooperation, for example, in data protection
or cross-border media projects.

Our study on the relationship between SRG
SSR and private media also has limitations. It fo-
cusses exclusively on the news sector and therefore
does not provide any empirically validated state-
ments on other areas, such as pure sports or enter-
tainment programmes. It is precisely in these areas
that private media often criticise SRG SSR for not
being sufficiently distinctive and for offering enter-
tainment and sports programmes that could just as
easily be provided by private media. We therefore
recommend that private media specify which pro-
grammes they believe they could take over. SRG SSR
should examine whether it makes sense to leave
these programmes to private providers. After a cer-
tain period of time, accompanying research could be
used to evaluate whether this transfer was success-
ful.

3.2 Al in journalism - The media industry
needs to do more

As in the previous year, we once again conducted
a study on the acceptance of artificial intelli-
gence in journalism. The findings show that scepti-
cism has increased since the first study. Of all areas
of society, journalism is mentioned most frequently
when it comes to the risks posed by AI. At the same
time, public opinion is quite differentiated: The use
of Al is viewed critically above all in those areas of
journalism that directly affect output, such as writing
texts or creating images. However, the use of Al in
journalism is approved of in upstream, supporting ar-
eas such as translation, data analysis or research.

Of particular importance for news media is the
study’s finding that only a minority of respondents
believe that Swiss media are currently using Al re-
sponsibly. A much larger proportion explicitly deny
this. Although many media companies and industry
organisations (e.g. Ringier, 2023; VSM, 2023; SRG,
2024; Swiss Press Council, 2024) have recently pub-
lished guidelines and recommendations for dealing
with Al in journalism, such efforts do not yet appear
to be sufficiently recognised by the public. This is
problematic because the way journalism deals with
the future technology of Al has a decisive impact on
trust in journalism.

So what needs to be done? Firstly, our study
confirms that a large majority of users expect media
companies to take full responsibility for all content,
including Al-generated content. This is in line with
common practice, as set out, for example, by the
Swiss Media Association in its recommendations for
action (VSM, 2023). However, the very low approval
ratings for the responsible use of AI by Swiss media
compared to other countries emphasise that more
intensive communication efforts and more educa-
tion are needed for such guidelines. Apparently, only
very few respondents are familiar with or aware of
these guidelines. This also includes the media com-
municating the limits of the use of AI more clearly,
for example, by stating that Al is either authorised
for the direct generation of text and images or only in
clearly defined areas. The results of this year’s study
also confirm the findings from the last study: accept-
ance of Al-generated content depends mainly on
whether the use of Al is declared. A clear majority
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expect such transparency, even for journalistic con-
tent that was only created with the support of Al
This shows that a minimum standard, i.e. a one-off,
blanket reference (e.g. in the legal notice) is not
enough. A large majority of Swiss citizens expect de-
tailed disclosure, including information on the stag-
es at which AI was used. Although it can be challeng-
ing to fulfil these expectations in everydayjournalism,
they should nevertheless be taken seriously. In the
last Yearbook, we suggested focussing on detailed,
«explanatory» transparency (Carroll, 2022). This
means communicating exactly how and at which
steps Al was used, for what purpose and how the re-
sult was checked. This could take the form of a short
description of the process of creating a news article,
which explains the procedure with AI and illustrates
how many human resources went into an article
compared to Al The increased use of Al in journal-
ism must be accompanied by a strategy that simulta-
neously increases the visibility of the human factor
and the journalists behind the news output.
However, such comprehensive transparency
could also be perceived as disruptive despite the high
level of approval of the AI declaration. For this rea-
son, it should be examined whether characteristic
types of Al-generated news can be distinguished.
Brief methodological descriptions could be created
for these, which would then simply be linked to in
news articles. However, it should also be considered
what unintended effects the creation of transparency
can have. For example, studies indicate that trans-
parency towards Al or automated processes can also
have a negative impact on trust in journalism
(Blassnig et al., 2024). This makes it clear that fur-
ther research is needed to clarify how transparency
can be created in the field of AI so that the desired
trust-building effects actually materialise.

3.3 Precarious financing of journalism
- Leveraging global tech platforms

any users associate the internet and digital
Mplatforms with free information (O’Brien,
2022). Willingness to pay remains modest. Added to
this is the massive outflow of online advertising
money to tech platforms. The financing of news jour-
nalism is likely to continue to pose major challenges

for the media industry in future, which can hardly be
overcome without regulatory measures. In our Al
study, we therefore also asked respondents whether
they believe that news media should be compensated
when AI providers or tech platforms use their data,
e.g. for training purposes or to keep their results up
to date. A majority of respondents are in favour of
such compensation, especially for tech platforms
such as Google or Meta in comparison with AI pro-
viders. This indicates that an ancillary copyright for
journalistic content could certainly meet with ap-
proval among the population. Such an ancillary cop-
yright is generally favourable, as it targets precisely
where journalism comes under the most pressure:
the global tech platforms. However, it is obvious that
this step alone is not enough to solve the financing
problems of news.
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What is the purpose of the Yearbook?

Who is responsible for the Yearbook?

Since its first publication in 2010, the aim of the
Yearbook has been to enrich the discussion about
the quality of the media and to raise awareness of the
achievements of information journalism in society.
The Yearbook is a resource for media professionals,
political and economic players, academics and any-
one interested in trends in the media and its content.
The impetus for the Yearbook is the realisation that
the quality of democracy depends on the quality of
the media. It gives the public a yardstick for assessing
which journalism they want to be exposed to. Media
makers are given a yardstick for reflecting on the
journalism they want to produce and take responsi-
bility for. And politicians gain insight into develop-
ments in the media industry and the resources avail-
able to information journalism in Switzerland.

Our definition of quality

his Yearbook is based on a normative under-

standing of quality that assumes that the infor-
mation media fulfil an important task for society in a
functioning democracy. Four dimensions of quality
can be derived from the performance functions of
public communication, which are widely established
both in academic research and in journalistic prac-
tice. The dimension of relevance is intended to pro-
vide information on the ratio of hard news to soft
news as well as the weight of articles on institutional
processes compared to reporting on individuals. The
quality dimension of diversity measures whether
events are reported from many different content-re-
lated and geographical perspectives. The dimension
of contextualisation is high if current events are em-
bedded in longer-term developments and thematic
contexts. Finally, the quality dimension of profes-
sionalism refers to whether the reporting is factual
and based on original reporting, as well as the extent
to which sources are made transparent. Detailed in-
formation on the data and methodology behind this
Yearbook can be found in the methodology section.

he Yearbook is compiled and published by fog -

the Research Centre for the Public Sphere and
Society of the University of Zurich (www.foeg.uzh.
ch). External guest authors are also consulted for the
in-depth studies.

Who finances the Yearbook?

he Yearbook is largely financed by the non-profit

Kurt Imhof Foundation for Media Quality (www.
kurt-imhof-stiftung.ch) and the University of Zurich.
The Foundation’s Board is made up of Christoph De-
gen, Mark Eisenegger, Barbara Kich, Yves Kugel-
mann, Christina Leutwyler, Maude Riviere and Nenad
Stojanovié. The Foundation owes the funds for the
project to the following funding partners, in addition
to individuals: Avenira Foundation, Cassinelli-Vo-
gel-Stiftung CH Media, Ernst G6hner Foundation,
Keytone-SDA, Medien- und Unternehmungs-
férderungsstiftung FERS, Fonds fiir Qualititsjour-
nalismus, Gottfried und Ursula Schippi-Jecklin
Stiftung, Gottlieb und Hans Vogt Stiftung, Paul Schil-
ler Stiftung, Ringier AG, Somedia AG, SRG SSR, Ver-
band Medien mit Zukunft and Verband Schweizer
Medien.

Donations for the Kurt Imhof Foundation for
Media Quality can be transferred to the following
bank account: ZKB Ziirich-Oerlikon, account no.:
1100-1997.531, IBAN: CH28 0070 0110 0019 9753 1,
bank clearing no.: 700, SWIFT: ZKBKCHZZ80A .

Donate now with [=] 27 [m]
TWINT! §
=) Scan QR code with the 1A
[ TWINT app. 'L -
Qy Confirm amount and ] ﬁ'}
donation. iy =
[=]s oy

Contact: f6g — Research Centre for the Public
Sphere and Society, University of Zurich, Andreas-
strasse 15, CH-8050 Zurich, phone: +41 44 635 21 11,
e-mail: kontakt@foeg.uzh.ch


http://www.kurt-imhof-stiftung.ch
http://www.kurt-imhof-stiftung.ch

21

Main findings

Where are the Yearbook and the studies
available?

he Yearbook is published as an online edition

(ISBN 978-3-7965-5200-7) by Schwabe Verlag
(www.schwabe.ch). The yearbook and the individual
studies are also available for download at www.foeg.
uzh.ch.


http://www.foeg.uzh.ch
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