The value of journalistic
content for the Google search
engine in Switzerland

A behavioral economics approach to ancillary
copyright

Authors:
Alexis Johann, Mia Drazilova, Sarah Treweller and Julian Mohlen

Academic advisors:

Stefano Brusoni, Professor for Technology and Innovation Management,
ETH Zurich

Ernst Fehr, Professor for Microeconomics and Experimental Economic Research,
University of Zurich

Zurich, March 2023

>

§<I
0
m



This study was carried out by FehrAdvice & Partners AG, an independent research
and consulting company on behalf of the SWISS MEDIA publishers’ association
(VSM). The academic supervisors of the study were Ernst Fehr, Professor of
Microeconomics and Experimental Economics at the University of Zurich and Stefano
Brusoni, Professor of Technology and Innovation Management at ETH Zurich. The
field time of the study ran from 26 January until 8 February, with 1573 respondents in
Switzerland representative in terms of gender, age (18-64) and in German-speaking
and western Switzerland.



Contents

R 11 (0 To [ [ 1o o TSP S TP POPPPPPR PP 4
2 Derivation of NYPOTtNESES......ccoiiii i e e e e e 5
3 EMPIrical @pPrOACh......ccooi i ———— 15
4 Testing the NYPOTNESIS ......c.viiiiiii e 26
5 DErVING VAIUE ...ttt e e e e e e e e e s e e e e e aaaaeaaaan 36
B CONCIUSION ...ttt e e e et e e e e e s e e e e e nees 42
7. FUIMNEI SOUICES. ...ttt n e e s 45



FE
AD

1 Introduction

Access to high-quality information and news is crucial for a sustainable society and a
functioning democracy (The United Nations Correspondents Association, n.d.). Search
engines have revolutionised the way in which we gather new information. In being able
to find relevant answers to our questions in one place, an entire ecosystem of different
stakeholders has developed. In the centre of this ecosystem are the people who have a
need for current, relevant and credible information, and who access it several times
per day. The role of aggregators, such as popular search engines like Google and Bing,
is to connect users with the information they seek by bringing together the search and
the answer. Meanwhile, content providers, including publishers and media houses,
make their content available through these aggregator platforms. Advertising providers,
on the other hand, benefit from the increased visibility and attention of users on these
platforms. Collectively, these entities form a dynamic information ecosystem that can

evolve through the continuous interaction of its participants.

In today’s digital age, a majority of people use aggregators like Google as their first
point of contact with the information ecosystem to search for relevant information.
Often, people manage to find the answer to their search query directly on the platform
without clicking further on the relevant source of the information (Hoppner, 2017). As a
result, a large part of the added value remains in the platforms and does not lead
to the platforms of other stakeholders in the ecosystem. It is conceivable that this
would create negative incentives for the production of high-quality journalistic content.
This means that the diversity and quality of reporting could decrease and the
balance of the information ecosystem could be affected, as described by Hoppner
(2017).
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In order to ensure the quality and sustainable existence of this ecosystem, the

ecosystem must remain as robust, productive and innovative as possible (lansiti
& Richards, 2006). To avoid an imbalance within the ecosystem, cooperation
between the media and platforms that produce, collect and disseminate
information is essential (Donovan & Boyd, 2021). If the balance in the ecosystem is
disturbed and the users are no longer drawn in by attractive and quality content, they
may switch to other platforms that are better adapted to their needs. It is therefore
necessary that the profit generated on the platforms is distributed in a fair and
balanced relationship between all participants in the ecosystem. This can be
done within the framework of a law on ancillary copyright protection, as has

already been implemented in some other European countries.

For this study, it is therefore crucial to find out whether the information ecosystem is
currently balanced. This includes a review of the relationship between aggregation
platforms and press publishers, as well as of the possible disadvantage of certain
stakeholders in the ecosystem, which could entail the risk of a collapse of the entire
ecosystem. It is also important to consider the different roles and responsibilities of

the different stakeholders within the ecosystem.

This study therefore deals with the core question of what is important to people as
users of this ecosystem, what value the individual providers in the ecosystem give to
each other, but also to the people in Switzerland and whether there is a balance in

this ecosystem.
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2 Derivation of hypotheses

What kinds of searches are there?

The internet offers access to an inexhaustible amount of information and many ways
to search and find information. However, there are different types of searches that
have different objectives. As the research shows (cf. Broder, 2002; Rose & Levinson,
2004; Jansen, Booth & Spink, 2008), there are three main categories of search

queries: information search, transaction search and navigation search.

The term “Information search” describes a search which is used to find information
about a certain topic. For example, a person can look for a recipe for cooking a meal.
Transaction searches are where people are looking for products and services to
buy or simply to use. Typical examples of transaction searches are searches for a
hotel room or an airline ticket. The third type of search is the navigation search,
which is used to find a specific website. Here, the user enters specific words in order
to quickly reach the desired page. An example of a navigation search would be to
enter “Facebook” in the search engine to access the Facebook website. The
distinction between these three types of searches is important because they have

different objectives and methods.

The information search often requires extensive research and the use of various
sources to get a complete answer. The transaction search often requires a quick and
accurate search for a specific product or service. The navigation search often
requires a detailed knowledge of the website and its functions. Of the categories

above, the information search is given the greatest significance.
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In their book, “Digitale Werbung und das Google Okosystem” (2022, p. 264 ff.), Prof.

Thomas Hoéppner and Tom Piepenbrock cite statistics showing the proportions of the

various types of online searches:

According to these surveys, around 55% (between 50-60%) of internet searches are
information searches. Some studies, such as Rose and Levinson (2004), even
estimate that more than 80% of web requests are informative in nature, with about

10% being navigation-related and 10% transaction-related.

This indicates that the internet is considered by many people to be an essential
source of information and a technical medium for obtaining information. Despite the
social network boom and the discovery of the entertainment and social uses of the
internet, the primary importance of the internet as an information ecosystem will

remain (Schweiger, 2010).

What is important to people when looking for information (and more
specifically for news)?

When searching for up-to-date information, people usually prefer a convenient and
time-saving method. Aggregation platforms, such as search engines or news
aggregators, offer a practical solution for this. According to Ofcom’s 2022 discussion
document, convenience is a key factor in the use of such platforms (Ofcom, 2022).
Users want a quick and reliable overview of the desired information to save time

and effort (Hoppner, 2017).

People tend to use sources that they can trust, because they provide them with the
latest news in a clear and concise format. When using aggregation platforms such as
Google to search for information, users rely on the search engine to sort and display
the results according to their relevance. This trust in news portals or aggregators to

curate content saves the users the cognitive effort.
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Trust is therefore a critical factor in reducing the time and effort involved in finding

relevant information, and is an important aspect of information gathering (American

Press Institute, 2016).

Results from the research show that besides trust, the quality and accuracy of the
content play an important role in a search. Around 85% of people consider it
extremely or very important that the news they receive correctly reflects the facts.
In addition, three quarters of adults consider it critical that the information helps

them stay up-to-date with the latest news (American Press Institute, 2016).

Furthermore, about 72% of people value news that is concise and provides
orientation. They prefer messages that are easy to navigate and use (American
Press Institute, 2016). People are therefore looking for orientation. In the digital news
environment, they want to find the right piece of information that provides them with
this orientation, because they can only process a certain amount of information at

once. (Eppler & Mengis, 2004).

77% of people say that completeness, that is, the fact that all important news and
facts are included, is very important for them (American Press Institute, 2016). As
research shows, news aggregators are able to present information in the form of
headlines, images and short texts that enable users to perceive it as complete

(Engelmann et al. 2021).

A large majority say that transparency and independence are important factors.
This includes the organisation explaining how they came to the news. Research
findings have shown that people may want to examine several sources to confirm

whether the information is factual and verified (American Press Institute, 2016).
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In summary, the quality, relevance and up-to-dateness of information are of
crucial importance to internet users in a search. Other important factors are how
guick and easy it is to find relevant information, as well as the user-friendly and
clear presentation of the search results. The trustworthiness of the information
sources is also crucial for this. The first hypothesis to be tested in this study is

therefore:

When searching for information, people are concerned with the quality,

completeness, trust, independence, up-to-dateness & orientation.

How is the “information ecosystem” structured?

In recent years, a diverse ecosystem of numerous stakeholders, providers and
platforms has developed, which is tailored to the above needs of users when
searching for information (news). In the ecosystem, there are users who have a
need for information and are actively searching for and sharing or commenting on it.
There are also content providers that produce and publish content, and aggregators
and gateways, such as search engines, which collect and structure that content.
Advertising partners also play an important role by providing money to support the
production and dissemination of information. Together, these members form a
complex information ecosystem that constantly evolves and adapts to the

needs and expectations of users and society.

The rapid development of technology plays a central role in the further development
of the information ecosystem. Due to the rapid technological development, the

digital world has become very important in almost all sectors.
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Digital platforms in particular also play an important role in promoting competition and

innovation in the information ecosystem (Ozalp et al. 2022). In Switzerland, digital
channels are an important source of information for around half of the population
(fég, 2022).

In a diverse information ecosystem, the constellation of stakeholders and their
content leads to positive network effects, in which the value of an ecosystem
increases as more users log in and use it. A well-known example of positive network
effects is the social network Facebook. The more users Facebook has, the more
advantages it offers, such as a greater variety of content, more interaction
possibilities, and a greater reach for shared posts. In addition, the network is more
attractive to companies because it can reach a larger target group. These
advantages attract more users who make the network more valuable, which can lead
to exponential growth. Network effects create incentives for existing users to stay
on the platform as the value increases with the size of the user base. However, for
the ecosystem to function, a balance must be struck which provides incentives and
opportunities for all stakeholders to be and to remain part of the ecosystem
(Ozalp et al. 2022).

What role do search engines such as Google play in this

information ecosystem?

In this context, platforms such as Google have emerged as key players, enabling
consumers in the ecosystem to access a large variety of content (Camacho et al.,
2019), by collecting and presenting the news content in compressed form in their own
locations (Ofcom, 2022). In the digital age, they play an important role in the
information ecosystem and, as online intermediaries, take care of the distribution of
news content from the news creators and producers to their audience (Ofcom,

2022). There are three main types of online intermediaries:
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Search engines such as Google or Bing that help users to find content from

available websites; social media platforms such as Facebook or Twitter, on which
end users can create and share information and interact with content; and news
aggregators, such as Apple News, that collect news content from multiple sources
(Ofcom, 2022). The focus of this study is on the first type of online intermediaries: the
search engines. These help the user to find relevant information in a clear place in
this ecosystem. They connect information seekers with relevant content and offer
media publishers the chance of visibility and via the links from their websites, they

also offer the possibility of monetisation through advertising or paid content.

Recent studies suggest that 90% of people search for information via search
engines on the internet (Pew Research Centre, 2012). A high proportion of people
start and stop searching for information on Google and do not click on linked
webpages from content providers such as the media. A snippet is an example of
a search engine function used by Google and other search engines to give users in
search results a short summary of the content of a website. As a result, uses can see
the search results directly in the search engine results without having to click on
another website. This practice is referred to as “zero-click search”, because the
required information is displayed directly on the Google search results page and the
user does not have to make any additional clicks on an external website (Ye et al.,
2022).

The second hypothesis that we tested in our experiment is this:

A large proportion of people in Switzerland are informed about current topics

via Google, and then remain in the Google ecosystem because the answer can

be found there directly.

10
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What role does the media play in this information ecosystem?

The content creators play a major role in information ecosystems, because without
them there would be no information that a search engine can provide. Media
companies, journalists and other content providers produce a wide range of high-
quality content and ensure that the public gets correct and trustworthy
information. They play an important role in maintaining a diverse and informed
society. Through their independent reporting and opinion formation, they make
an important contribution to the information ecosystem — and thus to the protection of
freedom of expression and democracy (The United Nations Correspondents

Association, n.d.)

Users appreciate the qualities of journalistic content. According to a study by the
Reuters Institute, 45% of Swiss people want to stay up-to-date on news because it
has personal relevance, and 39% see a possibility of learning new things when
consuming news (Newman et al., 2021). In another study by the Reuters Institute, a
“trust gap” can even be identified: people’s trust in news on platforms such as Google
or Facebook is lower than trust in news in general (Mont'Alverne et al., 2022). It is
thus to be expected that the high level of trust that people have in news has a
positive effect on trust in Google as a platform and thus creates an advantage

for Google.

But it is not merely the content of the media, but also its methods which create value
for the information ecosystem. In particular, the method of the “inverted pyramid” in
journalism proves to be extremely advantageous for users as well as search engines
within this ecosystem. Here, the most important part of the story, particularly the title
and the lead, is presented first, followed by less important details and background
information (Pottker, 2003). The “inverted pyramid” means that the essential parts of
the story can be read right at the beginning, which allows search engines to use this
structure and to present all relevant information in the displayed “snippets” of the

search results (Giomelakis & Veglis, 2015).

11
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This helps to ensure that users no longer have to click on the original source to

obtain the required information — a zero-click search (Ye et al., 2022). Users thus
appreciate the availability of journalistic content and therefore also use an ecosystem
in which this content is contained. The third hypothesis we are pursuing in our

experiment is this:

Journalistic content contributes to the attractiveness of Google, as it
makes Google more valuable, more credible and more complete.

As aresult: people choose to have a Google with journalistic content.

How can this ecosystem evolve?

As mentioned above, Google and the media play a central role together in the
ecosystem. However, in order for the ecosystem to function sustainably, a balance
must lie in the added value that benefits all stakeholders in the ecosystem (Ozalp et
al., 2022). In order to achieve a successful long-term and sustainable cooperation
of all stakeholders in the ecosystem, a balance is needed between competition

among the participants in the ecosystem (Bhargava et al. 2022).

Digital platforms like Google are able to achieve power and scale through network
effects by connecting producers and consumers. Google benefits from network
effects by attracting more users and advertisers to its platform, which in turn
increases the supply and demand, and sets a positive cycle in motion. The more
users that use Google, the more data it can collect and analyse to improve its search
results and advertising campaigns. This in turn leads to a better experience for users
and a higher ROI for advertisers, which in turn attracts more users and advertisers

and strengthens the cycle.

12
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While the platforms, such as Google, frequently use a kind of (linear) revenue sharing
model with a standardised commission rate to promote the involvement of producers
of different sizes (e.g. media) (Bhargava et al. 2022), the question arises whether
these companies return to their users and partners the same value that they derive
from the analysis and use of data for their profits. The question remains whether big-
tech companies can achieve a sustainable balance between their own profit and the
benefit for others (Ozalp et al. 2022). As Bhargava et al. (2022) demonstrate, in the
current constellation, the platforms in particular benefit. Technology companies
operating in the information ecosystem can create added value by collecting and
analysing data and by providing data infrastructure services. However, when large
technology companies such as Google or Facebook gain access to this data, they
can gain a competitive advantage over others in the ecosystem and become very
influential in industries such as advertising or retail where they can use the acquired
data (Ozalp et al. 2022).

It is important to note that control over data and content can also lead to the
ecosystem becoming increasingly out of balance. A supremacy of big tech
companies could lead to smaller media companies having difficulties in the future to
be present on the platform and thus not be able to generate user loyalty and
satisfaction. However, when more and more media companies hide their content
behind payment barriers or withdraw from platforms, this can lead to a loss of
diversity and quality of reporting (Hoppner 2017), and at the same time change the
behaviour of users when searching for information, but also have negative
consequences for Google. When the ecosystem is out of balance and there is no
more attractive content for users, they may migrate to other platforms that are

better suited to their needs.

13
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It is therefore crucial that the platforms ensure fair and equitable treatment of all
participants in the ecosystem and create a balance between their own profits and the
benefits for others. To keep pace with the ever-increasing innovations in the
information ecosystem and with the arrival of new players such as ChatGPT, it is also
crucial that the balance and stability are maintained. Another hypothesis tested in the

present study is therefore:

When the ecosystem is out of balance, people leave it and look for better

alternatives.

14
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3 Empirical approach

The focus of the study is on the search behaviour of Swiss people searching for
information online. The search behaviour refers to cutting-edge topics from
January 2023 and was presented in the form of realistic Google searches where
participants felt like they were actually using Google and seeing search results, with
the aim of gaining insights into how people search for information online and use the

Google search engine.
The online experiment as the method of choice

The experiment was implemented in an online environment which, compared to
conventional surveys and focus group discussions, not only captures the opinions of

the participants, but also their behaviour in decision situations.

In Figure 1, classical surveys are compared with innovative online experiments on
the axes of complexity and precision. In spite of the high degree of complexity
required for online experiments, the expected results can be justified by the high
degree of precision of the data. To ensure the validity of the results, a real-life
environment is created and the experiment is designed to be entertaining in order to
increase the motivation of participants. In this way, decision situations can be made
realistic so that the answers serve as a valid indicator of actual behaviour.
Furthermore, implicit association tests are also used in the experiment (Greenwald et
al. 1998).

Where classical surveys often only capture so-called stated preferences, i.e.
preferences chosen by people in hypothetical scenarios, experiments designed to
resemble real-life conditions lay bare the so-called revealed preferences. These are a
precise indicator of the actual behaviour of the participants, which can be observed in

reality.

15
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Figure 1 shows the comparison between traditional surveys and modern online experiments
based on complexity and precision. Online experiments are more complex, but deliver more
accurate results, while traditional surveys are less complex but also less precise.

Structure of the experiment

In the context of this study, the participants underwent an online experiment in which
they experienced everyday situations on the computer and had to make decisions
during an information search on Google. The users were assigned to one of three
thematic groups — society, politics and the economy — based on their interests,
which they were asked about at the beginning of the experiment. The participants
were instructed to search for up-to-date information in a realistic everyday scenario.

The division in the experiment is illustrated in the following figure:

16
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Figure 2: Basic structure of the experiment

The design of the experiment is a between-subject concept, where participants are
randomly assigned to one of two groups: the “Google WITH journalistic content”
group or the “Google WITHOUT journalistic content” group. Each group
experiences a different version of the search engine, with one group seeing search
results with journalistic content (e.g. snippets of online newspapers) as normal, and
the other group seeing search results without journalistic content. This approach
ensures that any perceived differences in perception of behaviour can be attributed to
the embedding of journalistic content, rather than to other factors such as individual

differences between participants.

17



A detailed look into the course of the experiment

The process is shown schematically in the figure below:

MEASUREMENT
1. Baseline Measurement:

Preferences for information searches

Information search needs
|

2. Google Search

Google

Status Quo
without Media

Google

Behavioral Measurement

Google

3. KPI Measurement
Feedback

Delta measurement Google (attractiveness)

Association test: Google search

Selection: Google with & without
media

Willingness to pay

Second Google search

4. Segmentation

Figure 3: Flow of the experiment

1. Baseline measurement

At the start of the experiment, the users are asked how they usually search for
information and which topics they prefer to research. In addition, the factors that are

relevant to them when they search for information are also recorded.

18
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2. Google search

During the experiment, the participants are placed in a realistic situation and asked to

search for relevant and current information on a specific topic.

In order for the experiment results to reflect behaviour that is as real as possible, it
was necessary to define search terms that exceed a certain relevance threshold
among the Swiss population. Therefore, the selected search results should, as far as
possible, arouse the interest of the population, be up-to-date, and also relate to

Switzerland.

An introductory question in the experiment ensured that the participants were each
assigned a search term for a topic they were actually interested in (the
participants were able to select which of the three topics: politics, the economy and
society, that they were most interested in and were given the respective search term
on the basis of this answer). The search terms were then selected on the basis of
various internet sources including Google Trends, which emphasised the relevance
of the three search terms. In this way, it was possible to ensure that these are the

topics on which people in Switzerland actually wish to obtain information.

In order to search for information, the participants see search results in the Google
search engine, which they can search by clicking and scrolling. They can click on
various terms in the search results list, such as media articles, social media posts,
other websites such as Wikipedia, or items within the Google ecosystem (such as
Google Images). The users can freely choose how they wish to proceed in order to
carry out their information search. If they have already found an answer to the
guestion by looking at the search results, they can also state this and stop the search
without clicking on a website. In this essential part of the experiment, the behaviour
and the decision is measured whether the way the search is presented to others (i.e.
WITH or WITHOUT journalistic content) causes them to stay in the Google

ecosystem or whether they decide to visit other websites.

19
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How were the searches and answers put together? The searches shown in the online
experiment are the results of real Google searches. Screenshots of the following

search terms were taken very promptly before the start:

e Politics: “Swiss National Bank loss”
e Economy: “Credit Suisse crisis”

e Society: “Marco Odermatt”

The search topics were particularly timely relevant to the whole Switzerland at the
time of the experiment. To include the screenshots of the relevant search results, the

following settings were checked to ensure consistency:

e Search on: www.google.ch
e Location of the IP address from which to search: Zurich, Switzerland
e Country selection for search results: Switzerland

e Language: German or French (depending on the language version of the
experiment)

e Browser: in private mode, with deleted cookies and cleared cache
e Search results per page: 10
e Personalisation of search results: no

e Log-in status for online services such as Google: no

These settings were selected for both desktop and mobile results. Suggestions for
similar or other relevant search terms have been removed from all search results.
Google generates these automatically and inserts them between the generic search
results. However, it was not the focus of this experiment to measure the refinement
or “drift” of the users during searches. Instead, it was a question of whether users can
find an answer to their search query and whether they click on other links to do so. If
the links to similar searches had been included in the treatments, we can assume
that the proportion of people who stay in the Google ecosystem when searching

would be even higher.

20
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How were search results without journalistic content generated from the real Google
search results which contained journalistic content? The results that were classified
as media content were removed from the first search page. This resulted in gaps in
the search results, for example, 6 out of 10 search results were missing from the first
page. These gaps were then filled with results which cannot be classified as
journalistic content, taken from the pages to follow, until the 10 search results on the
first page were “filled” again. The order of the search results was strictly adhered to,
since Google is known to rank search results according to criteria such as up-to-

dateness and relevance, among other things.

How were the results from media defined as journalistic content? The decisive
criterion for this definition was whether the publishers of the content or operators
of the website are a media company and also use the website as a channel for
current content. The following are sufficient conditions for a website to be counted

as media content:

e The website is the digital channel of an existing analogue medium (e.g. Neue
Zurcher Zeitung or Swissinfo)

e The contents of the website are created by a journalistic editorial team (and
this is also indicated on the website, in the legal notice, for example).

e The content is mostly “news”, i.e. information with an up-to-dateness value.
For example, an edited, digital photo wall with artistic photographs without any
reference to current (global) events would not be media content in the sense
of this study. The crucial question here is whether the content would lose

relevance over time or not.

It was not decisive for the identification of media content, for example, whether the
content is actively marketed on the website (e.g. via advertising or a paywall) or is
available free of charge, whether the publishers or owners are based in Switzerland
or abroad, exactly how the domain is and which “top level” it uses (.ch, .tv, .fm, .info,
.com etc.), whether the website provides other services in addition to media content

(e.g. a product comparison search function).

21
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The treatments were thus compiled for three search topics (politics, economy,
society), two languages (German, French), two device types (desktop, mobile), and
two conditions (WITH media, WITHOUT media). In the experiment, users see the first
page of the search results. For this, the assignment of the condition is chosen
randomly (WITH media, WITHOUT media). All other parameters are “endogenous”,
i.e. they are either actively selected by the participants (such as the language or the
search topic) or determined from via the device which they are using to participate in

the experiment (desktop, mobile).
3. KPI measurement

In the following part of the experiment, various variables were recorded which can
better represent the behaviour and preferences of the participants.

First, we ask for general feedback on the search, to find out which version of Google
is better for the participants. Subsequently, the delta attractiveness is measured as
a proxy for how the version of Google viewed by the participants was perceived.
Various aspects are compared, such as the general popularity, the completeness of
the information, the credibility and the perceived quality. This examines whether there
are differences between Google with and without media. The FehrAdvice & Partners
Identity Study (2021) highlights three key aspects of why measuring attractiveness
(identification with the company) is of central importance for companies today: a
higher degree of identity (attractiveness) leads to lower price sensitivity and
increases the loyalty of customers, customers spread the identity of the company to
the outside world and thereby act as ambassadors for the brand and, especially in a

dynamic and digitised world, customer identity is a central success factor.

22
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Traditional survey methods such as questionnaires fail to capture implicit preferences

(Brunnel et al., 2004, cited in Niemand et al., 2014). In order to reveal the implicit
attitudes concealed from the classical survey methods, the method of the implicit
association test (IAT) is largely used in research. (Hofmann et al., 2005 cited in
Niemand et al., 2014). With the aid of predetermined assignment tasks, the IAT
measures the reaction times of the subjects (Niemand et al., 2014). The association
test measures the participants’ beliefs about how well Google meets their needs

when searching for information.

Furthermore, in order to capture the preferences between Google with media and
Google without media, participants are asked to choose their preferred option
(Google with vs. Google without media). Likewise, their hypothetical willingness to
pay is measured for both versions of Google (they can freely specify what amount
they would be willing to pay). Finally, participants are asked to imagine that they need
to find information on an additional topic. This is a measure of how they would

choose in an information search in the future.

4. Segmentation

A renowned external panel ensures that the population in Switzerland (German-
speaking Switzerland and western Switzerland) is represented. Other than the
representation of the Swiss population, there were no additional requirements for the
sample. At the end of the survey, additional segmentation variables are queried, such
as media usage or the use of different channels for message consumption. The

specific questions and visualisation can be looked up in the appendix.

Characterisation of the experiment participants

The online experiment involved 1,573 participants. The gender distribution was
balanced with 50.2% female and 49.8% male participants. The age of the majority of

the subjects was between 20 and 60 years (cf. Fig. 5).
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With approximately 30% of the participants, the largest age group consists of
persons aged between 30-39 years (474 persons), followed by the group consisting
of subjects aged between 40-49 years with approximately 26% of all participants (407
persons). In addition, 254 persons (16.2%) aged between 20-29 years and 217

persons (13.8%) aged between 50-59 years participated in the online experiment.

=<20 =20-29 =30-39 =40-49 =50-59 =2>60

Figure 4: Age distribution in the online experiment

In total, approx. 78% (1224 persons) of the participants are resident in German-
speaking Switzerland, while the remaining 22% (349 persons) reside in western

Switzerland.

In terms of education, the majority (663 persons; 42.2%) of the participants of the
online experiment have completed a vocational apprenticeship. At approximately
34.5% of all participants, the second largest group have university or technical
college degrees, followed by those with a completed Matura, or higher education
entrance qualification (138 persons; 8.8%). In addition, the sample consisted of
participants with primary or secondary school leaving certificates (196 persons;

12.4%) and a few people with a different degree, or no degree (34 persons, 2.2%).
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Income figures indicate a uniform distribution with a slight skew to the right. The
majority of persons (58.4%) are on the interval of CHF 15-90 annual income, while
approximately one in five persons has an annual income of over CHF 90k.

20%

16%

12%
8
-] |
0%

<15k CHF  15-30k  30-45k  45-60k  60-75k  75-90k >90k CHF  nla
CHF CHF CHF CHF CHF

X

Figure 5: Distribution of income

A look at the media consumption of the experiment participants highlights the
omnipresence of media contributions in the everyday life of people. Around four out
of five participants (1250 persons; 79.5%) obtain information about current events
daily or even several times per day using various channels. Only around one in 30
people (50 people; 3.2%) reported that they consume media less than once per

week.

25



4 Testing the hypothesis

4.1 What is going on when people are looking for up-to-
date information?

“When searching for information, people are concerned with the quality,

completeness, trust, independence, topicality & orientation.”

The results of our experimental study show that the Swiss population has high
demands on the results of an information search. For over 90% of respondents, it is
important that the information they are looking for is complete, of high quality and
objective. 96% of respondents also emphasise the importance of having confidence
in search results. The vast majority also want the search results to reflect current

events (92%) as well as easily understandable information (89%).

ATTRACTIVENESS: A Google with media content is more attractive for users.
® With Media © Without Media

__Quality —Trust
G o2 G .o
5.1 5.3

__Completeness —_Independence
G ¢4 G -1

5.6 3.4
—Orientation/Effort —Topicality
G ©.7 G .o

5.8 5.7

max. 10 points: Scale from 1 (negative Belief) to 10 (positive Belief)

Figure 6: Attractiveness WITH and WITHOUT journalistic content
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The fact that all aspects (quality, trust, completeness, independence, topicality and

orientation) were considered important by the vast majority of participants underlines
the complexity of the information needs of the people of Switzerland. It is therefore of
great importance that the search experience can meet these needs and that high-

quality, trustworthy, and relevant information is provided.

Thus, the hypothesis that people want quality, completeness, trust,
independence, topicality, and orientation when searching for information can

be confirmed.

4.2 How does Google benefit from the current media
Integration?

“A large proportion of people in Switzerland are informed about current topics
via Google, and then remain in the Google ecosystem because the answer can

be found there directly.”

INFORMATION SEARCH: Which of the "information providers" do the Swiss use
most often when looking for information?

__Search Engines

G 68 % » Search engines are heavily

used as information portals
—Online Media & Portals across all age groups (always
50 % over 84%)

. . » There were large age
—Social Media differences in the use of social
40 % media as an information
channel - the young target

__Printed newspapers & similar media group in particular looks for
29 % information there (58%)

Scale from 0% to 100%

Figure 7: Sources for the information search
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The results of the experiment show that search engines like Google are by far the

most used sources of information. More than 86% of the participants use search
engines, followed by online media and portals with a usage of 50%, social media is
used by 40% of participants, while print newspapers and similar media are used by

only 29% of participants to search for information.

The results show that digital information sources, especially search engines, are of
great importance in Switzerland. Interestingly, search engines rank first across all
age groups, while social media is a source of information with even greater

differences between age groups (though generally at a lower level).

Overall, it can be concluded that the first part of the hypothesis, according to
which a large proportion of people in Switzerland are informed about current
topics on Google, was confirmed by the results of the experiment. In addition,

the results suggest that digital information sources are generally preferred.

Does the majority also remain on Google when searching for information there?

Overall, we see in our experiment that the majority (53%) remains with Google
when they go on a realistic Google search for information. This means that most
people, after seeing the search results, leave the search (a so-called “zero-click

search”) or continue to click on a Google product (such as Google Images).
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CLICKING BEHAVIOR: Do people stay in the Google ecosystem or do they continue
to click on external websites?

» On average, Google receives 47%

the majority of clicks. External

« This is especially true for clicks Links D
from mobile devices (where
57% of people stay in the
Google ecosystem).

* This channel has become
increasingly important in the
past and already accounts for
the majority of traffic.

) 53%
» Therefore, it can be assumed GoogTe
that Google's position will be Ecosystem

cemented.

Figure 8: Google ecosystem and external links

Here, there is a focus on the increasingly important target group of mobile users.
Google itself already changed its search engine indexing to “mobile first”.
This means that Google now uses the mobile version of a website as the primary

source for indexing, which highlights the value of mobile users (Google n.d.).

The data from our experiment clearly proves that mobile users are increasingly
staying with Google (“zero clicks” or clicking on a Google product). 57% of mobile
users remain with Google, while 46% of desktop users remain with Google. Given the
increasing importance of mobile users, it is likely that the number of people who stay
with Google will continue to increase and thus the position of Google will be further

strengthened.

It should therefore be noted that the majority of users stay with Google and do not
click on external links, such as newspaper media or other sources. This becomes

particularly clear in the increasingly important channel of mobile devices.
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Thus, the second part of the hypothesis can also be confirmed, since a large

proportion of the users remain in the Google ecosystem or “zero clicks”,

especially on mobile devices.

4.3 Do people stay with Google when journalistic content is

no longer integrated?

“Journalistic content contributes to the attractiveness of Google, as it makes
Google more valuable, more credible and more complete. As a result: people

choose to have Google with journalistic content.”

These characteristics (quality, credibility, completeness, independence, etc.) are
particularly important for people with approval rates above 90% when searching for
information. Therefore, the question arises whether the inclusion of journalistic
content in the search results strengthens the perception of these positive
characteristics of Google. In order to test this hypothesis, the data of the participants
in the experiment who have seen Google WITH journalistic content (such as snippets
from online newspapers) are compared with the data of the participants who have

only seen Google WITHOUT journalistic content.

The results show that participants who saw Google with media are more satisfied and

have a higher success rate in their Google search.

The satisfaction score shows a significant difference between groups: with journalistic
content, the participants rated the search results with an average of 4.1 of 5 points,
while the rating without journalistic content was only 3.9 points, which corresponds to

a difference of 0.2 points.

30



FEHR
A DVICE
SATISFACTION SCORE: How satisfied are you with SEARCH SUCCESS: Were
the search results displayed? you able to answer the
@ Politics ~ Economics @ Society question with the search?
Google WITH Media: Google WITHOUT Media:
04.1 03.9 WITH Media:
[ /’m‘\\‘ [ 73% Yes

’ ‘ WITHOUT Media:

D G -

max. 5 points: Satisfaction score on a scale from 1 (dissatisfied) to 5 (satisfied).

Figure 9: Satisfaction score
There is also a significant difference in search success: while 73% of people who
saw Google with journalistic content were able to answer their query, only 67% of

those who saw a version of Google without journalistic content were in favour.

The integration of journalistic content into the search results makes Google more
attractive, more credible, more high quality and more complete for Swiss citizens
throughout — albeit on a smaller scale. The beliefs of the people regarding the criteria
guality, completeness, orientation/complexity, independence and up-to-dateness
regarding Google with media were consistently better than regarding Google without
media. The results thus confirm the first part of the hypothesis that journalistic

content contributes to the attractiveness of the Google search engine.
But how do people decide when they have an explicit choice?

In order to answer this question, the participants of the experiment were able to make
an explicit choice between a Google search engine with journalistic content and one

without journalistic content.
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This showed a clear preference for a version of Google with journalistic

content: 70% of the respondents opt for journalistic content in their search
engine. Only those in the segment of people who generally consume less media
prefer Google without journalistic content. This result is not surprising, as participants
who generally consume little or no journalistic content do not expect it in their Google

search results.

PREFERENCE: Which variant of Google search would you prefer?

Across all topics, there was a
clear preference for Google
with media content when the

participants were asked 30%
explicitly. Of the persons who Google
say generally do not consume W:\}':IdOi;JT

much media, 65% say that
they prefer a version of
Google without media. This
means that if you generally
do not require media, you

: 70%
algo do not expect it when Google WITH
using Google. Media

The explicit preference for Google with media is significantly greater than those with no preference in terms of statistics (50:50).

Figure 10: Preferred variant

Participants were also asked about their hypothetical willingness to pay for a version
of Google WITH versus WITHOUT journalistic content. This hypothetical willingness
to pay serves as a proxy for how much people value the product, in this case Google.
Participants were therefore asked whether they would be willing to pay monthly for

Google searches.
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WILLINGNESS TO PAY: How much would you be willing to pay each month to use
the Google search?

From a user's perspective, a Google search with media content is

worth 16% more money than the Google search without media
content. This difference is statistically significant.

__Google WITH Media

-
\

__Google WITHOUT Media |

CHF 3,03 m

D

*The willingness to pay for Google with media is significantly higher than for Google without media in terms of statistics.

Figure 11: Willingness to pay

This showed that more than half of the Swiss people are generally willing to pay
monthly for Google’s search engine offer. On average, however, the willingness to
pay for a version of Google with journalistic content is 16% higher than for a
version of Google without journalistic content. This difference is statistically

significant. Journalistic content therefore makes search results more visible to users.

Overall, it can be said that users clearly prefer a Google search with
journalistic content and rate it more highly than a Google search without
journalistic content. The results thus confirm the second half of the hypothesis

that people opt for a version of Google with journalistic content.
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4.4 How would people decide when searching again?

“When the ecosystem is out of balance, people leave it and look for better

alternatives.”

This hypothesis states that without journalistic content, Google could be harmed in

the long term as customers would migrate from the Google ecosystem.

So, how would users react if the information ecosystem were out of balance and, as
a result, no longer contained journalistic content? The results of the online
experiment show: in a new information search, people who have just seen a version
of Google without journalistic content are more likely to navigate media websites
directly than they are to use Google again. In numbers, this means that even in the
first search after seeing a version of Google without media, 8% fewer people would
use Google again compared to those who saw a version of Google with journalistic
content. From this data, it can be seen that there is an immediate effect on the
behaviour and a proportion of the people change their search behaviour immediately
and migrate away as soon as they see a Google search results page without

journalistic content.

If you take this direct comparison between the two groups, it is noticeable that if you
search again, around 55% more people would directly access the websites of the
media providers if they have not seen any journalistic content on Google in the
previous search. Based on this, media websites are used much more frequently
during a second information search if no media content has been displayed on

Google before.
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This indicates that an absence of journalistic content may have long-term effects

on Google. If the Google search cannot answer the question asked, this leads to
frustration among users: in the future, they are more likely to inform themselves
directly via the media websites about current events. Overall, the results support
the hypothesis that people would migrate from the Google ecosystem if the

balance in the information ecosystem is disturbed.

In summary, it can then be said:

When searching for information, people are concerned with
* the quality, completeness, trust, independence, up-to-

dateness & orientation.
A large proportion of people in Switzerland are informed about
current topics via Google, and then remain in the Google

ecosystem because the answer can be found there directly.

Journalistic content contributes to the attractiveness of Google,

—] as it makes Google more valuable, more credible and more

complete. As aresult: people choose to have a Google with

journalistic content.

When the ecosystem is out of balance, people leave it and

look for better alternatives.
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5 Deriving value

From the academic literature and the newly gathered data, it becomes apparent that
the interaction between news creators, search engines and aggregators as well as
advertisers is ultimately to the benefit of users — that is, the people. Thanks to this
system, users can find the desired information easier and faster. It also shows that
users explicitly welcome the integration of news content into search engines such as
Google.

In economic terms, this ecosystem generates an added value of “advantage” for
people.

And if you think in terms of advantage to people, the question is clear: how can the
ecosystem be designed to function sustainably? In this case, sustainable means:
how can the ecosystem be operated in such a way that it can, in principle, continue to
exist ad infinitum for the users under constant conditions without central stakeholders

falling out of the ecosystem or being permanently disadvantaged?

The internet has given users easy access to an unprecedented variety of news and
media content. In addition, this access is in many cases financed by advertising and
thus largely free for the users. Diverse journalistic content makes the digital
information ecosystem attractive to users. Without this, the information ecosystem
would be less trustworthy, independent, complete, and of a lesser quality — and

thus less relevant — to people.

The study presented here proves that the users want to find and consume journalistic
content on the internet in a dedicated manner; on the other hand, the ecosystem of
the web search, as it is currently organised, does not offer the media fair participation
or participation in the long term. In order to be able to set up the ecosystem
sustainably in the interests of the users, a fair division of the value generated

online by the journalistic content is therefore required.
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What is a fair division of value added and how can it be quantified? In order to be

able to approach this division in an evidence-based manner, it is necessary to
investigate the value which the stakeholders in the ecosystem really give to each
other. This includes the key question of what value the media gives to search
engines such as Google. In the following, this value is derived from the evidence
gathered and publicly available data. In this case, both as a point estimator and a
range (always indicated in brackets) are always calculated in order to contextualise
the numbers of the derivation in a meaningful way. The derivation is carried out here
as an example using Google as the market-dominant search engine. However,
derivations for other search engines or aggregators can also be made according to
the same principle. This derivation is limited to the value added in Switzerland but

can also be carried out in other countries according to the same principle.

The first question is how much revenue is generated in Switzerland by Search
Engine Advertising (SEA), the revenue source for web search. The representative of
the digital advertising industry IAB (Interactive Advertising Bureau) estimates that this
amount totals approximately CHF 1.1 billion (CHF 1.0-1.2 billion) net annually (AdEx
Benchmark 2021 Report, published in June 2022). For comparison: taken together,

all advertising channels of the tech giant Google (YouTube, Search, etc.) generated
just under CHF 2.5 billion in revenue in Switzerland in 2022. This is shown in the

2022 annual report by the analyst Mediafocus (Fixle, 2023). Of course, not all SEA

revenue is apportioned to Google. Since Google does not detail its own revenue with
SEA in Switzerland, we have to approach this indicator via the market share in

internet search.

According to Statista (Statista, 2023), Google’s market share for online searches in
Switzerland was 90.8% in 2022. The other search engines such as Bing, Yahoo,
Ecosia, DuckDuckGo etc. reach less than 10% when taken together. 90.8% of CHF
1.1 billion (CHF 1.0-1.2 billion) equals approximately CHF 999 million (CHF 908-
1,090 million) SEA revenue attributable to Google.

Google, or its parent company Alphabet, says in its latest global report that in 2022

they had implemented more than USD 42 billion with “Search & other”, approximately

forty times the estimate for the corresponding revenue in Switzerland.
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This suggests that the estimate is in the right order of magnitude.

Not all Google searches target information. As well as the information searches,
there are also product searches and navigation searches (cf. Broder, 2002; Rose &
Levinson, 2004; Jansen, Booth & Spink, 2008), for which the added value of the
media content is somewhat lower. The revenue must therefore be reduced to the
proportion of information searches relevant for journalistic content. In their book
“Digitale Werbung und das Google Okosystem” (Digital marketing and the Google
ecosystem, 2022, p. 264 ff.) Prof. Thomas Hoppner and Tom Piepenbrock cite
surveys for the shares depending on the type of online search. According to this,
about 55% (between 50-60%) of searches on the internet are information searches.
Revenue with Google searches, for which media content is the most relevant, thus

amounts to approximately CHF 549 million (CHF 454-654 million).

How much of the revenue from information searches does the media content
contribute? In order to answer this question in an evidence-based manner, we must
draw on the explicit preferences of the users of the ecosystem itself. How many
people want media content to be embedded in the responses of their Google
searches? How many people definitely do not want that? The logic behind this is
simple: anyone who decidedly does not want any media content will not benefit from

it, and also does not search on Google because of the presence of media content.

In the survey presented here, 70% (with a 95% confidence interval of 68% to 72.6%)
of the participants explicitly state that they want Google searches with media content.
This 70% could in turn migrate from Google as an answer engine for information
searches if Google were to stop displaying media content. 70% is thus the share of
revenue with information searches, where the media content makes a value

contribution.

And this explicit presence of the users does not come about by accident. The data
shows that this preference is related to changes in behaviour and other settings that

demonstrate the added value of journalistic content for Google.
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The most important contexts with explicit preference are summarised here: users

who definitely want a version of Google WITH journalistic content...

...would also pay more for Google

...search twice as often directly on the media’s websites if they don’t find what

they were looking for on Google

...find Google more attractive

...identify more strongly with Google

e ...are more likely to click on external links — both media and non-media links
...than users who definitely want a version of Google WITHOUT journalistic content.

At 70%, Google’s media-relevant SEA revenue in Switzerland is CHF 385
million (CHF 309-475 million). But what is a fair distribution of this revenue that the
media generate for Google? What “fair share” can sustainably stabilise the

ecosystem.

The answer is a comparison with a similar ecosystem, in which Google does not
have a market-dominant monopoly position and yet has been operating sustainably
for decades. At this point, the function of the advertising ecosystem must be

explained briefly:

Google brings the content of different media providers together at one point and thus
creates such a high benefit for the people that they come back again and again, and
markets this attention to advertisers. The content of the media is the crucial factor in
its use and attractiveness. In summary, four players are required: content
providers (media), the attention of the people (users), the advertisers who bring
in the revenue, and the platform (search engine or online marketer), which
combines supply and demand. Normally, content providers and platform providers

(marketers) share the proceeds in a fair proportion that allows for balance.
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What does this balance look like? As an operator, you can use Google AdSense to
display advertisements on your website that generate revenue. In doing so, Google
takes care of the allocation and playback of the advertisements and the distribution of
the resulting income. The website operators, on the other hand, take care of the
creation of attractive content, i.e. the reason users come to the website in the first
place. In this online advertising market (online advertising marketing), Google is not a
monopolist and has serious competition from providers such as Goldbach Group,
Admeira, 20 Minuten Advertising, Teads, plista, Schaltplatz, adiro or even through

the affiliate programs of Amazon or eBay.

How much AdSense revenue does Google retain and how much does it forward to
content creators? In this market, Google is willing to forward between 51% and
68% of its revenue to the website operators, depending on whether it is
AdSense for “content pages” or “search results pages”(source: Google

AdSense Support for AdSense revenue share).

Another example of revenue sharing is the Microsoft Content Network. Microsoft
integrates current content from media companies on its websites, for example on
msn.com, in the Microsoft apps or in the search engine Bing and markets the
advertising spaces all around. In the process, Microsoft offers content providers

(publishers) a revenue share of 60 percent.

It should be noted that in those markets where the platform does not have a
monopoly-like position, Google is willing to share the proceeds with the content
creators. Other market players, which have a market share of less than ten percent,
such as Microsoft with its Bing search engine, and are therefore under strong

competitive pressure, are also willing to share their proceeds.

Google does not currently share the proceeds from the integration of media content
with publishers in Switzerland. It should therefore be noted that there is a market

failure caused by Google’s monopoly-like position.
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It should also be noted that the sharing of proceeds in the online advertising industry

is based on revenue sharing rather than profit sharing. This may be related to
increased transparency, traceability, practicability or even the decreasing marginal
costs. For the study and the derivation, it is merely pointed out that there are
industry-standard contracts which provider for a fair division between 30 and 60

percent on the basis of the generated advertising revenue.

If the market logic of fair revenue sharing between content providers and marketers is
transferred to the search engine, recognising that the contribution of Google’s search
engine is higher because different information providers are brought together in one
place, then the division ratio which was learned and found to be successful in the
competitive environment should be applied. In analogy to the Google AdSense
program, the fair and industry-standard division ratio is between 32% and 49% (on
average 40%), which are passed on to the media. In other partnerships between
technology platforms and media companies, such as Microsoft's news aggregator
MSN, a revenue share model has also been established, in which the technology
platform receives 40% and the content supplier receives 60% of the revenue

generated.

We can then summarise the derivation of the added value of media content for
Google in two simple steps: what SEA revenue does Google generate annually in
Switzerland through media content? The answer is: approx. CHF 385 million
(CHF 309-475 million). What is a fair share of this revenue, which is due to the
media for the sustainable survival of the ecosystem? If we take Google’s own
willingness to share from AdSense as a benchmark for this, the payment to the
media companies should be approx. CHF 154 million annually. This amounts to
between a minimum of CHF 99 million and a maximum of CHF 233 million
annually, if the calculation of “fair share” always assumes the smallest or largest

extreme values.
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6 Conclusion

The ecosystem, which consists of search engines, content creators and users, is a
central building block of an enlightened and democratic society. This ecosystem
currently generates a wide variety of benefits for society — allowing users to
access reliable, high-quality and credible content that can be quickly found in one

place.

However, in order to ensure that this ecosystem maintains its benefits for society, it is
essential that stakeholders are paid fairly and on an equal basis. This means that
content creators must also be fairly remunerated for the contributions in order to
maintain an effective incentive structure or creating high-quality content. At the same
time, search engines and aggregators should also receive some of the proceeds for
the performance in compiling and ranking the content, and for making it available. It
is therefore important to ensure a market-oriented distribution of the proceeds
within the ecosystem in the future, within the framework of ancillary copyright
protection in Switzerland. For this purpose, there are also market-standard
division ratios (40/60) based on the generated advertising revenue, which can

be used to derive specific amounts.

The present study deals with the question of what is important for users in this
ecosystem, what value the individual providers create in the ecosystem and where a
sustainable balance can be found in this ecosystem. With the help of a
behavioural-economical optimised online experiment, the needs and behaviour
patterns of the users could be examined more closely and the risks of imbalance in
the ecosystem identified. In this experiment, a representative sample of the Swiss
population was placed in a realistic situation with the help of immersive storytelling
and asked to search Google for relevant and current information. Half of this sample

saw their usual Google with all the familiar search results.

42



FEH
ADVICE

But the other half of the sample saw a version of Google WITHOUT search results

based on journalistic content — no snippets of online newspapers, headlines from
media outlets, links to media websites or the like — only non-media-based content.

The results show that Google has established itself in Switzerland as the first point of
contact to meet information needs and has thus assumed a key role as gatekeeper
for visibility in the competition for attention, and as a “distribution centre” for access
for media. However, it is the integration of the media into the Google search results
that strengthens the positive user experience as well as the intensity of the usage
of Google. In addition, journalistic content increases the attractiveness of Google
and increases the willingness of users to pay for Google. Conversely, the
probability of using Google decreases if journalistic content is removed from the

search results completely.

It also appears that Google distributes a smaller proportion of incoming visits to the
(content-contributing) media, and the larger proportion of visits is retained in Google’s
own ecosystem. Google is thus holding back the much greater opportunities for
commercialisation. The division ratio of the “online traffic” relevant for the proceeds
thus unequivocally works in favour of Google. In short: media provides the content
that positively improves the experience of using Google, but in the majority of

uses, this is without gain in a commercial sense.

How can the media’s contribution to the value-adding “Google Search” ecosystem
be compensated in such a way that the ecosystem can also sustainably offer its
clearly positive benefits for people? To this end, the value contribution of the media
to the ecosystem must be measured in an evidence-based manner. This is based on
two key questions: firstly, what is the right benchmark for Google’s revenue from
media content? And secondly, what is a “fair share” of this benchmark that should

be due to the media?

43



FEH
ADVICE

When search engine advertising revenue is reduced to the relevant market share of

Google searches for information that are answered using the media content, a
benchmark of approximately CHF 385 million (net) is shown annually.

If Google were not in a dominant monopoly position in web search, and instead had
serious competition online as in other functioning advertising markets, 40% of this
revenue would be a market-standard remuneration of the media’s value
contribution. This puts the “fair share” that Google owes to the media at around

CHF 154 million per year.

In Switzerland, the media make an important contribution to the formation of
opinion with their high-quality and independent information. From a behavioural
perspective, a cooperative balance of the shared contributions to this ecosystem is
a sensible and realistic solution to guarantee added value for the users in the future.
This study helps to ensure that possible solutions to this balance, such as ancillary
copyright protection, as has already been implemented in many other European

countries, can be found on the basis of solid facts.

With the current and rapid development of artificial intelligence and chat-based
response systems, such as the recent ChatGPT and the Bing search engine from
Microsoft, a particularly opportunistic window is opening up to lead the discussion
about solutions. For example, if users are able to respond to their questions using
chatbots or other tools instead of using Google, this may result in a decrease in
search traffic on the Google platform. As search engines evolve into response
engines in ever faster steps, Google may be facing serious competition in the Swiss
search engine market for the first time in decades. This could introduce a dynamic
into the ecosystem that makes finding a sustainable solution for the sharing of

contributions even more urgent.
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8. Appendix
The following shows some excerpts from the survey. The aim is to provide an insight

into the environment of the survey.
a. Baseline measurement
Question 1: Status quo information search

- e
—

Welche der folgenden Anbieter nutzen Sie, wenn Sie nach
Informationen suchen?

© Mehrfachauswahl moglich. Bitte wahlen Sie die Anbieter aus, die Sie am meisten nutzen, wenn Sie nach aktuellen Informationen

suchen.

Gedruckte Zeitungen

Portale (z.B. blick.ch (Z&Barz‘g'a?:u'f::fd“er Soziale Medien (z.B.
oder srf.ch) Y Facebook)

Tages-Anzeiger) Google)
— r.j Google
m o= 4 b B|ng
=

i

Online-Medien &

Suchmaschinen (z.B.

Question 2: Interest query

B S 7]

Uber welches der folgenden Themen lesen Sie am liebsten?

O Bitte wihlen Sie eines dieser Themen aus.

Gesellschaft Politik Wirtschaft

Question 3: Recognition



Which of the following information providers do you know?
Select:

e 20 Minuten, Blick, SRF, blue News, watson, Tages-Anzeiger,
Luzerner Zeitung, Berner Zeitung, Aargauer Zeitung, NZZ

e 20 Minutes, RTS, Le Matin, Le Nouvelliste, 24heures, Tribune
de Genéve, Blick, watson, Le Temps

Question 4: Attractiveness measurement of various information
providers / before being confronted with the information search

e Please rate the information providers listed below by how much you like
them:
I don't like this information provider at all (1) — | like this information

provider very much (9)
e How credible do you think the following information providers are?

Very low (1) — very high (9)

e How do you rate the quality of information from these providers?
Very low (1) — very high (9)

e What do you think? How complete is the information from these providers?
Very low (1) — very high (9)



Question 5: What is important to you when searching for information?
When searching for information, it is important to me that ...

...the information is correct.

...the results are informative.

...the information is true.

...the information is of high quality.

...my question is answered.

...l am not frustrated by the search.

...little advertising is included.

...no clickbait is included.

...the information is complete.

...all aspects are highlighted.

...different opinions are represented.

...several sources are considered.

...the results are diverse.

...there are many results.

...the results are not superficial.

...the information comes from trustworthy sources.
...the information comes from well-known sources.
...the information is reliable.

...the information is credible.

...the information is serious.

...the information results were generated by experts.
...the information results can be trusted.

...the information comes from known sources.
...the information is neutral.

...the information is objective.

...the information sources are independent.
...only my own opinion is confirmed.

...not only paid content is shown.

...the information comes from regional sources.
...the results are relevant for my region.

...the results are in my language.

...the information is important for people in my region.
...the information maps out regional events.
...the information is new.

...the results take into account current events.
...current events are mapped out.

...Innovative content is shown.

...itis on the pulse of time.

...l am offered orientation.

...Information is relevant to me personally.

...I can find the answer quickly.

...the information is easy to understand.



e ...the information can be consumed quickly.
e ...the content is free.
e ...itdoesn’t put me through any effort.



b. Google search

Topic 1: Swiss National Bank loss — with media

Go gle Schweizerische Nationalbank Verlust

Zinserhohungen und der starkere Franken haben der Schweizerischen Nationalbank
(SNB) im vergangenen Jahr tiefrote Zahlen eingebrockt. Die SNB hat 2022 gemass
provisorischen Berechnungen einen Verlust von rund 132 Milliarden Franken
geschrieben

nttps /st ch » N
SNB mit Milliardenverlust: kein Geld fir Bund und Kantone ...

o

Historischer SNB-Verlust - Der

Geldsegen der Nationalbank
SNB v et 132 ) '

? ken Veriust Ein hart a9

Nitips /e nzz
SNB: Rekordverlust im 2022 leert Ausschittungsreserve - NZZ

Bund und Kantone: SNB erz Rekordveriust v

Kankonan und Bund fehien Hinderte

nitps atson ch r
SNB schreibt 2022 Rekordverlust von 132 Milliarden - Watson
Konkret weist die SNB gemass prov erechnungen einen Verlust

Go gle Schweizerische Nationalbank Verlust

hitps /A snb.ch > e "
2Zwischenbericht der Schweizerischen Nationalbank per 30
Schweizerische Nationalbank weist fur die ersten drei Quartale 2022

einen Verlust von 142.4 M anken aus. Der Veriust

hitps /wwwsnb.ch s |

Fragen und Antworten zu Eigenkapital und Verwendung des ...
raus bestent da: kaptal der Nationalbank? . Wahrung ven und an d

Ausschittungsreserve, wenn die Nationalbank einen Jahresveriust erle

https:/Amwsnb.ch a

Zwischenberichte - Schweizerische Nationalbank (SNB)
Nationalbank publizert viertelahrich i ebnis und die Quart
Jahresveriust der Nationalbank verunmoglicht Gewinnausschutt

https /M economiesuisse ch
Wie gewonnen, so zerronnen: SNB mit riesigem Verlust
Schweizerische Nationalbank (SNB) ha tu

Riesenveriust eingefal ese gt S0ga

hitps /v comdirect de il v
Schweizerische Nationalbank macht Verlust von 132
BERN (0 je Schweizerische Nationalbank (SNB!
1 Verlust e




Topic 3: Credit Suisse crisis — with media

Go g le Credit Suisse Krise

v  Seiten au

Die Grossbank Credit Suisse will bis Ende Jahr 540 Stellen in der Schweiz streichen.
Weltweit sollen bis zum Jahresende 2700 Stellen abgebaut werden, wie CS-Chef
Ulrich Korer der «NZZ am Sonntag» sagte. Die CS hatte vergangene Woche einen
umfassenden Umbau angekundigt, um einen Weg aus der Krise zu finden

Schweizer Radio und Fermnse
L 5 v sit ch > News » Wirtschatt

Krisen-Bank im Umbau - Credit Suisse streicht bis Jahresende ...

@ o ervorgehobe ppets + M Fee

@ :‘fge< Anzeiger
ity t
Credit Suisse in der Krise: Die CS will sparen und leistet ...
Credit Suisse In der Krise — Die CS will sparen und leistet sich einen le

und brisanten — Deal. Die Grossbank erwagt. Boni um die Haifte

Credit Suisse
http credit-suisse.com » articles » 2023/01 :

Schweizer Wirtschaft: 5 Stabilitatsfaktoren in Krisenzeiten
T Geselischaft beschaftigt, fanrt langfristig zu Veranderunge

trends der Credit Suisse zunutze

Go gle Credit Suisse Krise

v  Seiten auf Deutsch ~

Credit Suisse
hitpsiNearvs credit-sulsse.com » articles » 2023/01 » st

Schweizer Wirtschaft: 5 Stabilitatsfaktoren in Krisenzeiten

Ta fie G aft beschaMigh, funr langTristig zu Veranderungen. Diesen

nas der Credit Su

»

A Paramentch

it uparlament.ch , suche-curia-vista > geschaeft
17.3501 | Schuldenkrise in Mosambik. Zahlungsunféhigkeit ...

n die Krise Transaktionen, weiche die Credit Sulsse . haben der
adurch ausgeloste Schuldenkrise fir Mosambik?

terre des hommes schweiz - hitps://w 100

Humanitére Krise in Mosambik: NGOs rufen Credit Suisse ...
Angs der Flulkatastrophe ir bik fc Sc NGOs in einem

offenen Brief die Credit Suisse au

hitps:/Aww.finma.ch > resolutio i

Fokus global tatige Schweizer Grossbanken - Finma
Die global tatigen Schweizer Gr i s | Fall einer Krise __. und den
Credit Suisse und fir UBS ersl 2 n-Strategh




Topic 5: Marco Odermatt — with media

Go g[e Marco Odermatt

Shopping i Mehr

Marco Odermatt

Ubersicht
Skirennfahrer 3 =

=Y &

- 2\

?—@.—J‘ '_';“_‘“ ¥ Mar n t ein Schweizer Skirennfahrer. Er
< W ‘ b P U st vor allem in den Disziplinen Riesenslalom, Super-
o ” nd Abf: rfolgreich. Wikipedia

o
r 1997 (Alter 25 Jahre), Schweiz
. Geschwister: Alina Odermatt
Schlagzeilen . !
Eltern: Priska Odermatt, Walti Odermatt
[ sick B 20Minuten e Sp
Ski alpin: Aleksander Aamodt é Ski-Weltcup: Aufatmen bei Engelberg AG
Kilde kommt Marco Odermatt Marco Odermatt und Corinne Medaille: Olympische Winterspiele 2022/Ski Alpin -
immer naher Suter Riesenslalom

GrofBle: 183 m

Disziplin: Riesenslalom, Abfahrt, Super-G

Keine Lust auf Schickimicki: W UPDATE: Verletzung Marco
Beat Feuz sagt dem Skisport (S Odermatt

Google Marco Odermatt

O Shopping  : Mehr

https:/iwww.marcoodermatt.ch » de-ch
Marco Odermatt - Schweizer alpiner Skirennlaufer ...

Pinktlich zum Start des S ainings hat der aktuell erfolgreichste Schweizer S

Marco Odermatt (24) die Zusammenarbeit mit Garaventa bis Ende

https:/www.marcoodermatt.ch » de-ch » ueber-mich-de

Von A bis Z... alle Informationen {iber Marco Odermatt
Name, Marco Odermatt ; Geburtsdatum, 8, Oktober 1997 ; Grosse und Gewicht, 184 cm und 85
kg ; Ski Club, Ski Club Hergiswil NW ; Kader, Swiss Ski Nationalmannschaft
Ski Club Hergiswil NW Hobbys: Sport aligemein (Fussball, Baden
wicht: 184 cm und 85 kg eburtsdatum: 8. Oktober 1997

hitps://de.wikipedia.org » wiki » Marco_Oc
Marco Odermatt - Wikipedia
Marco Odermatt (* 8. Oktober 1997 in Stans) ist ein Schweizer Skirennfahrer. Er st vor allem in
den Disziplinen Riesenslalom, Super-G und Abfahrt
it: Stans, Schweiz eburtstag: 8. Oktober 1997 (25 Jahre)
t: 83 kg Nation: Schweiz

hitps:/www.instagram.com » marc... - Diese Seite (ibersetzen

c. KPlI measurement

Question 1: Feedback



Wie zufrieden sind Sie mit den angezeigten Suchergebnissen?

O Bitte klicken Sie auf das Smiley, das am besten zutrifft.

Question 2: Were you able to answer the question using the search?
Response options: A) No, I did not find an answer, B) | don’t think that one of the
websites in the search results would answer the question C) Yes, | could see the

answer directly in the search results.

Question 3: Delta

query Part A:

Gefallt Ihnen Google nun mehr oder weniger als zuvor?
ot N ok X TN X X YaN foas
| )i il ( ( ) ( )
o Bl R NP RN R R R G R LR
i }

extrem viel enau
weniger gleich (viel mehr

‘ , , Mir gefallt Google nun

4 als zuvor.

L

Part B:

Schatzen Sie Google nun mehr oder weniger als
glaubwiirdig ein?

@9\ (2 (o0) (<) () (%) (o) (%) (w9
\ ) ] | \ ) g Ik
N N Nt W R Wod Nt W& XY
extrem viel genau extremviel
weniger gleich (viel mehr
oder wenig)
‘ , , Ich schatze nun, dass Google
V. Glaubwiirdigkeit besitzt.
_‘\

Part C:



Schéatzen Sie die Qualitat von Google nun besser oder
schlechter ein?

/\/\/\’ (D () (o) (2 (%)
\J\/\/ \_/\/\\/\J

trem
weniger g\ n( el mehr
oder wenig)

‘ , , Ich schitze nun, dass Google

Qualitt hat.

(

Part D:

Schatzen Sie Google nun als weniger vollstandig oder
vollstandiger ein?

/\/ﬂ/\/\Q/\/\f\/\

W) )N A R N Ry O 8

extrem viel genau extremviel
weniger gleich (viel mehr
oder wenig)

, , Ich schatze nun, dass Google

y Vollstandigkeit zeigt.

Question 4: Association test

In the Google search results | just saw, | am sure that ...
(response options identical to page 5)

Question 5: Direct choice between Google with and without media

Angenommen Sie flihren eine Google Suche durch und kénnen
zwischen zwei Varianten der Google Suchergebnisse auswahlen,
namlich eine mit Medieninhalten und eine ohne:

Welche Variante der Google Suchergebnisse wiirden Sie bevorzugen?

Google mit Google ohne
fedieninhalten © Medieninhalten ©




Question 5: Willingness to

Angenommen Google wiirde seine Suchfunktion nicht mehr gratis
anbieten, sondern nur noch gegen einen monatlichen Pauschalbetrag:
(Eiil Wie viel wdren Sie bereit fiir die Google Suche ohne Medieninhalten
=5 zu bezahlen?

Eil le oh

gl igt keinerlei aus oder anderen wie zB. dem SRF an.

O Bitte geben Sie nur ganzzahlige Werte ein, keine Kommazahlen! Es gibt ein Textfeld fiir Schweizer Franken und ein separates
Textfeld fiir Rappen.

Franken

Rappen

Angenommen Google wiirde seine Suchfunktion nicht mehr gratis

anbieten, sondern nur noch gegen einen monatlichen Pauschalbetrag:

Wie viel wdren Sie bereit fiir die Google Suche mit Medieninhalten zu
bezahlen?

gl sieht so aus, wit , das Sie k : Mit vielen von von it iften oder
andere Medienunternehmen.

O Bitte geben Sie nur ganzzahlige Werte ein, keine Kommazahlen! Es gibt ein Textfeld fiir Schweizer Franken und ein separates
Textfeld fir Rappen.

Franken

Rappen

Question 6: Demographic questions

Part A:
Wie alt sind Sie?
19 oder
jinger 20-29 30-39 40-49 50-59
60 oder
alter
Part B:

Bitte geben Sie Ihr Geschlecht an.

Weiblich Mannlich Divers




Part

In welchem Kanton wohnen Sie?

Part D:

Was ist |hr hochster Ausbildungsstand?

v Bitte auswahlen..
Grund-/Hauptschulabschluss
Realschule (Mittlere Reife)
Gymnasium (Abitur)
Eidgendssische Fahigkeitszeugnis EFZ WEITER
Universitat/Fachhochschule
Kein Schulabschluss
Sonstige

Part E:

Wie hoch ist Ihr jéhrliches Brutto-Einkommen?

Weniger als 15'001
CHF

Zwischen 15'001 und
30'000 CHF

Zwischen 30'001 und
45'000 CHF

Zwischen 45'001 und
60'000 CHF

Zwischen 60'001 und
75'000 CHF

Zwischen 75'001 und
90'000 CHF

Mehr als 90'000 CHF

Keine Angabe/Ich
weiss es nicht




Question 10: Question about channel preference

Auf welchen Kanélen beziehen Sie am liebsten lhre News

O Mehrfachauswahl moglich.

Offline (‘ged ruckte Radio v News-Webseiten Newsletter
Zeitung)
News-Apps Facebook Instagram Spotify Google
Twitter Push-Notification RSS Feed Podcast Apps

Question 11: Frequency of news consumption

Wie oft beziehen Sie News?

Mehrmals taglich

Taglich

Mehrmals
wiéchentlich

Circa 1x pro Woche

Circa 1x pro Monat

Seltener als 1x pro

Monat

Question 12: Internet usage behaviour

Welche der folgenden Aussagen beschreibt |hr Internet-
Nutzungsverhalten am ehesten?

Ich filhle mich im

Umgang mit dem

Internet meistens
unsicher.

Ich fiihle mich bei
einigen Aufgaben
online sicher, bei
anderen weniger.

Ich fithle mich im

Umgang mit dem

Internet meistens
sicher.




«Alles Wirtscha9en
beruht auf Verhalten. Des-
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