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! άǳƴƛǾŜǊǎƛǘȅ ǎȅǎǘŜƳέ ǿƛǘƘ н ƛƴǎǘƛǘǳǘŜǎ ƻŦ ǘŜŎƘƴƻƭƻƎȅΣ 
as well as 4 national laboratories and many places

Seite 2



Key figures

Students and doctoral students Employees (headcount)

35,235 23,472

ERC Grants received Spin-offs founded per year

40 66



Focussing on STEM !

Mechanical engineering Architechture Exact sciences Natural Sciences
Electrical engineering Civil Engineering Computer science Health Sciences

ETH Zurich EPFL Other universities



Three pillars for the sustainable success of the ETH Domain
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International agreements ETH Act ERI Dispatch
and research programmes

International 
openness

Good governance
and autonomy

Stable and reliable
financing

Parliament Federal Council Administration Further

ETH 
Zurich

EPFL PSI WSL Empa Eawag
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71% total federalcontribution

15% research contributions of Federal Government/EU

13% third party funding

1% tuition fees



A strong international positioning

In most university rankings, about half of the 

12 classical Swiss universities are in the top 

200 universities worldwide.

Comparison: approx. 2,500 universities in the USA

Rank QS World University Rankings 2021

1 MIT

2 Stanford University

3 Harvard University

4 Caltech

5 University of Oxford

6 ETH Zurich
...

14 EPFL
...

69 University of Zurich(UZH)
Χ

106 Universityof Geneva

114 Universityof Bern

149 Universityof Basel

169 University of Lausanne



Openness: ability to recruit the best minds worldwide
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Internationality as a key success factor: Students and 
doctoral students

Doctoralstudents

Master students

Bachelor students

Source: ETH Domain Annual Report 2020
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Researcher mobility of selected nations

Source: SNF, GlobScisurvey, FranzoniC. et al., May 2012

Immigration Emigration

9
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bƻǘ άōǊŀƛƴ ŘǊŀƛƴέ ƴƻǊ άōǊŀƛƴ Ǝŀƛƴέ ōǳǘ άōǊŀƛƴ ŎƛǊŎǳƭŀǘƛƻƴέ

ÅAccording to a Naturestudy from 2012, Switzerland was the only surveyed 
country to employ more foreign than domestic researchers. 

ÅSwitzerland was also the country with the second-highest number of researchers 
leaving the country (after India). 

Source:  Van Noorden, R. (2012). Nature, 490 (7420), 326ς329.
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EUPRIO ςEuropean Associationof Communication 
Professionals in Higher Education
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EUPRIO brings together 
communication professionals 
working in higher education
all over Europe

In essence:



25 countries: large & small
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The EUPRIO Portfolio άŦƻǊƳŀǘǎέ

Workshops
The 

Network

Dissimination

Mobility 
Program 

Online 
activities

Prof. development

Knowledge tansfer

Platform

Local 
initiatives

Prof. development
Dissimination

EUPRIO
Awards

Prof. developmentKnowledge

Prof. development



25 countries, 230 HE institutions
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Trends in sciencecommunication

1. Greater importance of science communication after the pandemic. Dialogue between science and society 

and especially politics should be strengthened. 

2. Loss of sovereignty of communication in the university managements and directorates through decentralised

communication and social media

3. Successful research through globalization and digitalization causes internationalization and stronger 

cooperation (inter- and transdisciplinary) in research and education

4. Universities should go back to the core of what universities are and what our values are and how research is 

done. We need to show that research and higher education means άŘƛǎŎǳǎǎƛƻƴǎέ
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Greaterimportancefor communicationin 
the field of Higher Education after the
pandemic
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Dialogue as main strategic goal

Global andInclusive 
Education

Ensuringand
Encouraging

Scientific Excellence

DialogueBetween
Science andSociety

Environmental 
Impact

Accelerating
Technology for

Good

New Forms of
Employment

New or ExistingActivitiesof the Institutions
& Joint Initiatives of the ETH Domain

Global Challenges

Human Health
Energy, Climate
& Sustainable
Environment

Responsible
Digital 

Transformation

Advanced
Materials & Key 

Technologies

Engagement & 
Dialoguewith

Society

Strategic Areas of the ETH Domain

Fundamental Discovery Science



The relevanceof highereducation
communication

ςorganizational science communication ςincluding communication in, from 

and about higher education institutions ςis increasingly important20



Studies of HEI commarescarce& have
blind spots

21

Schäfer & Fähnrich 2020

Å mostly focus on US/UK/GER

Å hardly any comparative work

Å focus mostly on research 

universities
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Fourtrends in HEI communication?

22

ςINTENSIFICATION, e.g.

Å more human & financial 

resources devoted 

to communication 

Å producing more output 

PROFESSIONALIZATION, e.g.
Å hiring staff with specialized 

comms background
Å strategic planning of processes 
Å ƴŜǘǿƻǊƪƛƴƎ ϧ ǇǊƻŦŜǎǎƛƻƴŀƭ ƻǊƎΩǎ

DIVERSIFICATION, e.g.
Å catering to more target groups 

Å using more channels & 
more diverse comms formats

ALIGNMENT W/
ORGANIZ. GOALS, e.g.

Å image/reputation building
Å seeing comm as assisting leadership 

& leadership instrument



1. What do respondents see as goals of their HEI

23

1= not at all;  7= verymuch

ςRespondents (again: coming mostly from research universities) see their HEIs 

as primarily aiming for excellent research, followed by high-quality teaching 

and a good institutional reputation in public.



нΦ Iƻǿ ǘƘŜȅ ŘŜǎŎǊƛōŜ ǘƘŜƛǊ άŎƻƳƳǎέ ŘŜǇŀǊǘƳŜƴǘǎ 

ςQuite large by now: avg size > 25 people. Most have a broad portfolio of 

tasks. 

24

27%

50%

64%

67%

67%

72%

73%

75%

82%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Fundraising and sponsorship

Search engine optimisation

Communication trainings for scientists

Public Affairs

Preparing speeches & presentations for university leadership

Marketing

News media guidelines

Corporate design

Social media guidelines



нΦ Iƻǿ ǘƘŜȅ ŘŜǎŎǊƛōŜ ǘƘŜƛǊ άŎƻƳƳǎέ ŘŜǇŀǊǘƳŜƴǘǎ 

ςQuite large by now: avg size > 25 people. Most have a broad portfolio of 

tasks. Relative autonomy of work. Report directly to HEI leadership.

25

1= not at all;  7= verymuch



4. What are their target groups?

ςTarget groups mostly at regional/local level and at national level. Much less 

often at the European or Global level. 

26

1= not at all;  7= verymuch

1 2 3 4 5 6 7

global level

European level

national level

local / regional level



4. What are their target groups?

ςTarget groups mostly at regional/local level and at national level. Much less 

often at the European or Global level. Specific target groups are journalists

> HEI staff/ students> generalpopulation. 

27

1= not at all;  7= verymuch



5. What are the main channels?

ςTarget groupsareadressedprimarily via websites, mediareleases& 

newsletter (& social media). 

28

1= not at all;  7= verymuch 1 2 3 4 5 6 7

Self-developed mobile apps

Podcasts

Annual reports

Advertising

Video conferences / webinars

Magazines / brochures

Intranet

Exhibitions / events

Videos

E-mails / newsletters

Media releases

Websites / blogs



5. What are the main channels?

ςTarget groupsareadressedprimarily via websites, mediareleases& 

newsletter (& social media). Most widely usedsocial mediaareFacebook, 

Insta and LinkedIn. Twitter & YT also common. Feware activeon TikTok. 

29

1= not at all;  7= verymuch



Loss of control of the communicationin 
the communicationdepartment of an 
institution in Higher Education

Seite 30



Seite 31

άThe times they are a changinΩΧέ
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+ Das Magazin, NZZ, Le Matin, 24h, Le 
Temps, SRF, RTS, etc. + Reuters, Economist, NYTimes, Tech 

Crunch, El Pais, etc.

{ƻ ǿŜ ŎƻƳƳǳƴƛŎŀǘŜ ǘƻ ǘƘŜ ǇǳōƭƛŎΧ 



Χ ōǳǘ Ƴŀƛƴƭȅ Ǿƛŀ ǘƘŜ ŎƭŀǎǎƛŎ ƳŜŘƛŀΗ

ςNews on websites

ςPress releases

ςPress Conferences
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¢ƘŜǊŜΩǎ ǘƘǳǎ ŀ ƭƻǘ ƻŦ ǿƻǊƪ ǘƻ ŘƻΗ

ςNews on websites

ςPress releases

ςPress Conferences

ςSocial media

ςNewsletters

ςEvents for public

ςMedia events

ςConferences

ςPolitical communication



The lossof control meanseducateyour
researchersandmakethem ambassadors
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Socialmedia: Twitter asan important example

ςScientists, politiciansand journalists

meet on Twitter

ςManyscientistsare on Twitter

(and more are coming)

ςYoucan reachjournalistsdirectly

(no Press Release needed)

ςCourses for self-marketing
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InfluencerRanking of the whole domain

ςA ranking on Twitter

ςFindthe most influentialprofessors

ςCoordinate and inform them regularly

ςUse assnowballeffect

ςAll influential researchersretweet and 

comment

ςEffect: Politiciansand journalistshaveit in 

their timelineall daylong.
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Enablepeopleas(digital) messengers

Example: 

Communication Academy

For

- PhDstudents

- Scientists

- Professors
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/ƻƴǘŜƴǘ α/ƻƳƳǳƴƛŎŀǘƛƻƴ !ŎŀŘŜƳȅά

Science 
Communication

Media relations

Writing for
the public

Social Media 
for scientists

Visualisations

Making 
Videos

Political 
systemin 

Switzerland

Event 
management

Science 
communicati

on

Courses until 2021New

Scientific 
writing



Physicaldialoguewill also be keyagain: 
exampleof «Scientifica»
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International collaborationassuccess
factor of an institution in Higher Education
- communicationdepartmentsasenabler
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Internationality: key to successin researchand
innovation?

|    7 September 2021   |    How to Keep the Higher Education System in Switzerland Successful?Page 44

Internationality of the research community (in %)
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Why does ETH need international visibility?
Overarching goals:
¶Attract the best and brightest people for teaching and research

¶Attract the best students in the world (focus: Master's level)

¶Partner with universities to collaborate with the leading researchers in their 
respective fields.

¶Attract international companies for cooperation / funding

¶Bring benefits to society beyond the "national borders" and also demonstrate these 
benefits (communicatively).

14.11.2022
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But the world is bigΧΦΦ focus

For international communication this means:

¶Where do we want to be visible? In which world regions / countries?

¶Who do we want to address?

¶Define clear (few) communication goals: What do we want to achieve? 

¶How do we use the already existing "internationality" of the university in 
communication?

14.11.2022
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Our target groups:

14.11.2022
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Primary target group:

Stakeholders who are top in the field of engineering, architecture and natural 

sciences, namely:

ÅPotential employees (researchers)

ÅPotential students

ÅAlumni (as ambassadors)

ÅMedia representatives



Implementation of international 
communicationOperativegoals
ÅBring ETH Zurich to the attention of journalists in the leading international media -

with cutting-edge research.

ÅSupport and promote professors in their role as ambassadors 

ÅEnforce consistent bilingualism (DE and EN) in print and online media channels

ÅUse the entire international ETH community as targeted ambassadors on digital and 
analogue channels (students, alumni, researchers)

14.11.2022
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Focus: International mediarelations
research, research, researchΧ

14.11.2022
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Our tool for international mediarelations

14.11.2022
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www.muckrack.com www.eurekalert.org www.futurity.org

Social Media:



International mediarelations
New challenges

14.11.2022
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Even more «hypes, scandalisation»

«strange» understanding of media

Even less control



Focus: ETH-Researcher asambassadors
createplatforms

14.11.2022
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WEF

Auftritte an internationalen 

Anlässen / Konferenzen

Initiatives with an international 

outreach



Researchers asambassarors: 
maketools available

14.11.2022 Organisationseinheit verbal

53


