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Changements géopolitiques : quelles conséquences sur les hautes écoles ?

Geopolitische Veranderungen: Welche Folgen fur die Hochschulen?

« Pexpertise scientifique dans un environnement médiatique numeérique et saturé (et sous tension) ».

Gilles Marchand
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A. POLARISATION con o s

RISKS FROM POLARIZATION
POLARIZATION IS PERCEIVED AS A SEVERE GLOBAL RISK

Global Risk Landscape Map

Global Risks by severity in the next 2 years
(Perceptions, 2023-24)

(Perceptions, 2023-24)

Misinformation and Intrastate violence ‘
disinformation Censorshlp and surveillance
Extreme . Erosion of human rights o .
Waeather Societal and/or g / M'f;";f-o-"?at'o"t-
oy and disinformation
political Terrorist attacks @
larizati ® Adverse outcomes of
polarization frontier technologies
Technological power
concentration
Interstate armed conflict ‘ . Cyber insecurity
Societal Adverse outcomes
polarization of Al technologies

Source; EBU based on WEF Global Risks Report 2024. @
EBU Media Intelligence Service - PSM and Polarization
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Political polarization in the EBU area CENTRE EN PHILANTHROPIE
(2024)

+61« |

increase of
political polarization

in Europe .
2014-2024 3
Scale ranging from O to 4:
Not polarized at all (<1)
Slightly polarized (1-2)
. Moderately polarized (2-3)
. Very polarized (>3)
n.a./ not included
INITIATIVE
MEDIA & I Source: EBU based on V-Dem @
PHILANTHROPIE
I. (ImMP) EBU Media Intelligence Service - Trust in Media
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AT THE DRIVERS OF POLARIZATION

Falling trust in media is closely associated 4 Citizens increasingly consume news
with polarization. < through influencers or platforms which

Distrust and circulation ofmampulated Consumers make it difficult to source and
information affect the interpretation of confusion and contextualize information.
information. The two phenomena are linked 3 Distrust and .

as resilience to disinformation M e exhaustion

is lower where distrust is higher.

An increasing proportion of
citizens stay away from news.

./ : :
Algorithmic news selection /[ Without a C9n5|stent N
traps people in echo chambers /\(@) understanding of the political,
and filter bubbles. 4 social, and economic context,
Besides, bots and algorithms can e these people are no longer

amplify marginal polarizing exposed to cross-cutting ideas
voices. avoidance and are vulnerable to

manipulation.
Due to the proliferation of news &

media, people enjoy an

Financial Economic pressure on media
pressure on outlets and the online

increased choice, often Fragmentation : advertising ecosystem

e i media i S
gualified as hyperchoice. They of media prompt profit maximizing
can select confirming or like- strategies, including clickbait
minded sources of news and landscape and sensationalism, which
isolate themselves in enclaves polarize reporting.
of like-minded opinions. 1
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poLarisaTon  TOOLS TO COMBAT POLARIZATION

/DD CROSS-CUTTING
\/ EXPOSURE

FACT CHECKING

LOCAL NEWS

MEDIA LITERACY
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POLARISATION

PSM CAN SERVE AS AN ANTIDOTE TO POLARIZATION

Political polarization T

Satisfaction with national
democracy ®

Strong negative

correlation ° _
Corr. coefficient; -0.82 * correlation

: o1 Corr. coefficient: 0.54

p-value <0.001
Trust in top trusted PSM news brand p-value <0.01 m

Moderate positive

Source: EBU based on Reuters Institute Digital News Report 2025 and V-Dem 2025

EBU Media Intelligence Service - Trust in Media
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e 1 Source: EBU based on Reuters Institute Digital News Report 2025 and Standard Eurobarometer 102 2024 @
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EBU Media Intelligence Service - Trust in Media
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Levels of analysis of people’s trust in the media
(Strémback et al., 2020)

. |_° NEWS MEDIA IN GENERAL
MEDIA TYPES (RADIO, TV, ...)
V ._@ INDIVIDUAL MEDIA BRANDS

. [ . MEDIA CONTENT

EBU Source: EBU. Icon by Freepik, BZZRINCANTATION, kliwir_art, surang

EBU Media Intelligence Service - Trust in Media
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GLOBALLY SEEN, TRUST IN NEWS STAGNATES

only 4in10

Trust in news worldwide: Five-year-evolution people trust most of the
(in % of online population, 2020-2025) q
news most of the time

50
48

46 46 47 47

From a global perspective, trust in news overall has
fallen slightly after peaking in 2021 at the height of
the COVID-19 pandemic, but remained stable at
40% over the last three years. Also, trust in news
42 people themselves use has remained rather
40 40 40 stagnant over the past years. However, compared
to five years ago, both trust in news overall as well
as trust in news people themselves use have
increased slightly.

v

38

Worldwide, Finland is the country with the highest

levels of trust in news (67%) according to the
2020 2021 2022 2023 2024 2025 Reuters Institute Digital News Report, whereas

Greece and Hungary (22% each) score at the

. Trust in news | use Trust in news overall bottom.
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Source: EBU based on Reuters Institute Digital News Report @
PHILANTHROPIE EBU Note: Number of worldwide markets included grew from 40 in 2020 to 48 in 2025
l (IMP) o .
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Trust in news overall
(2025, in % of online population)

On average, only

40%

of Europeans trust the
news in general

¥ 4

. High trust (= 60%) ’

.Rather high trust (50-59%)
@ Medium trust (40-49%)
Rather low trust (30-39%)

. Low trust (£30%)

Country not included

Source: EBU based on Reuters Institute Digital News Report 2025

EBU Media Intelligence Service - Trust in Media
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Share of Americans who say they have a great deal or a fair
amount of trust in mass media, by party

Survey of at least 1,000 U.S. adults; Annually, 1997 to 2025

«»+ All Americans =—Democrats = Republicans - Independents

80%

60%

51%

------
..................
.......
........
.

.
ey,
e
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40%

28%
27%

20% No data available for
2006

8%
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Trust in different news sources Trust in different news sources
(2023, EU average ) (2023, Youth 15-24, in %, EU average )
A r (Fbel"C rfl‘,d'o)& v <5 Public radio & TV
PSM © Incl. online (incl. online)

©

q} .

e

®

O (?on?me|r|(:|al radio & TV YouTube & other video

3 (incl. online) 25 platforms
fP(a;IC)ple, groupslor fggnds I Commercial radio & TV
ollow on social media or 23 (incl. online)
messaging platforms

People, groups or friends |
YEUTUble% other 22 . follow on social media or
video platforms messaging platforms
Other online news platforms Influencers on social media
(incl. blogs, platforms) such as YouTube,
Instagram or TikTok
Influencers on social media 17 Other online news platforms
such as YouTube, (incl. blogs, platforms)
Instagram or TikTok
INITIATIVE -I Source: EBU based on Flash Eurobarometer Media & News Survey 2023 covering 28 EU markets. Icons by Freepik
MEDIA & EBU Note: Based on guestion “Which news sources do you trust the most?". Respondents could give up to three answers. No update of the Flash Eurobarometer data since 2023. @

PHILANTHROPIE
l (IMP) OPERATING EUROVISON AND EURORADIO

EBU Media Intelligence Service - Trust in Media
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Noticeable problem (40-50%)
. Considerable problem (50-75%)
. Massive problem (>75%))
Country not included

Not covered by data

I3 g8

\ of EU citizens say that they
\ often come across
misinformation
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TRUST NEWS FATIGUE BREEDS INCREASING NEWS AVOIDANCE = JECENeve

Share of online population that sometimes or often actively avoid news
(2025)

A 40%

? of Europeans actively

avoid the news,
at least sometimes 5

Noticeable share (0-34%)

. Considerable share (35-49%)

A majority of people
(=50%)

Country not included

INITIATIVE 'I
MEDIA & EBU Source: EBU based on Reuters Institute Digital News Report 2025

PHILANTHROPIE ¢ EBU Media Intelligence Service - Trust in Media
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CULTURAL CRISIS

-NEW USES (TIME-DELINEARIZATION)

-TRUST- DISINFORMATION
-POLARIZATION

-NEWS FATIGUE - AVOIDANCE

>>> CRISIS OF LEGITIMACY
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STRUCTURAL CRISIS

-DECLINE IN COMMERCIAL REVENUES
(digitization of advertising)
(obstacles to content sales)

-GLOBAL AND PERMANENT COMPETITION
(power struggle with tech giants)

-MASSIVE AND EXPENSIVE TECHNICAL AND DIGITAL
TRANSFORMATION

>>> FUNDIING CRISIS
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Nombre de journalistes en 10 ans, en Suisse, office fédéral de la statistique
Nombre de titres de presse en 10 ans, en Suisse, UZH
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« (...) Des études démontrent par exemple que la population suisse
percoit la science de maniere positive et que la confiance accordée a
celle-ci est largement répandue(...) »

L. Suzanne Suggs, professeure de marketing social a I'Université de la Suisse italienne

« (...) le journalisme scientifique suisse est confronté a des défis
importants et que de nombreux journalistes scientifiques travaillent
dans des conditions difficiles. Le rapport montre également que les
plateformes numeériques sont devenues d’importantes sources
d’information sur la science, en particulier pour les jeunes, mais
qu’elles peuvent ouvrir la voie aux fake news et a la désinformation

(...)»

Gian-Andri Casutt, chef de la communication au sein du Conseil des EPF
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Recommandations

13. La communication scientifique doit permettre
de prévenir la désinformation et les fake news.

16. Une nouvelle infrastructure de financement
pour le journalisme scientifique est nécessaire ;
elle devrait inclure un large éventail de sources
de financement et financer des projets
innovants et des infrastructures de base.

17. Le journalisme scientifique au sein des
services publics de radiodiffusion et des
entreprises médiatiques établies doit étre
renforcé et mis en réseau entre les différentes
divisions.

18. Les médias suisses ont besoin d'un
fournisseur national d’'informations scientifiques.
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Recommandations

o0o0 +

3. Les scientifiques qui s'impliquent dans la
communication publique devraient bénéficier
d’un soutien professionnel, social, psychologique
et, si nécessaire, juridique.
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CONTEXTUALISATION POLARISATION

INDEPENDANCE MANIPULATION
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: Fachhochschule

@ EHB

EIDGENOSSISCHE
HOCHSCHULE FUR
BERUFSBILDUNG

Materials Science and Technology
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Ziircher Hochschule der Kinste
Zurich University of the Arts
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Technology and Law
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fyscnat |

Université de Neuchdtel

Schweizerische Eidgenossenschaft
Confédération suisse
Confederazione Svizzera
Confederaziun svizra

akademien der wissenschaften schweiz
académies suisses des sciences
accademie svizzere delle scienze
academias svizras da las scienzas
swiss academies of arts and sciences

Schweizerischer
Nationalfonds
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Swiss Canfederation Schweizerische Eidgenossenschaft

Confédération suisse
Confederazione Svizzera
Confederaziun svizra

Innosuisse - Swiss Innovation Agency

WSl

Département fédéral de |'économie,
de la formation et de la recherche DEFR
Agroscope
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Pidagogische Hochschule
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«200°’000
Exemplaires »
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2. MUTUALISATION & DELEGATION

KEYSTONEATS (?)
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3. NOUVELLES SOURCES

AVENTNUS
e S9512L iy G conar LEENAARDS

IIVing SCassistance yplunte .

-philanthropy:  GEBERTRUF

iribution UONATE o prat T )

!gg:}ri@g%gﬁﬂmm ERNST GOHNER
S give

MERCATOR
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4. INNOVATION (S)

THE CONVERSATION

L’expertise universitaire, I’exigence journalistique
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AVIS
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AVIS
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33 Explorer

=, Experte.s
domaines, de

Q_ Rechercher

19'484

Interventions
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6. ANALYSE DE LEGITIMITE POLITIQUE
& NOUVEAUX NARRATIFS

De « NOUS AVONS BESOIN DE PLUS DE MOYENS » ...

a...«RELAIS CONSTRUCTIFS POUR L’ECOSYSTEME, LA COHESION »

«whatif»... ?

Développement des KPI de contribution
socio-économique
santé
ethique
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REUTERS [ uecrrno . .. % S[T), TeurTQ Trust Barometer

Edelman

van

*
X x

¥
#+ -y:k

Digital News Report 2024 [Eurobarometer

Public Opinion in the European Union
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