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Academic Institutions  Award:

The media landscape is changing radically. Not only must politicians and companies compete for media 
awareness, but also universities and academic institutions depend to an increasing degree on sustainable media 
coverage. There is a growing demand for acceptance of science by society. Scientific institutions compete for 
public funding, researchers, teachers and students. Reputation is not restricted to realm of science itself but must 
be generated and managed in a broader sense.  

In the competition for public support and funding, scientific institutions have to move beyond the Awareness 
Threshold of the media, in order to demonstrate their capabilities and present a comprehensive picture of their 
goals and plans to the public.

MEDIA TENOR has tracked the media coverage of German academic institutions continuously since July 2005, 
and has built up an accurate picture of media awareness, tone of coverage and the issues prevalent in the reports. 
For the period from January to June 2007, MEDIA TENOR analysed 4.419 reports about various kinds of 
universities/colleges (universities, polytechnics, art colleges, etc.) in 36 leading German TV and print media. Out 
of this group, 22 universities reached a volume that was above average and were selected for the final round of 
the MEDIA TENOR Academic Institutions Award.
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Academic Institutions Award: Criteria/Methodology
The evaluation of the MEDIA TENOR Academic Institutions Award is based on the content analysis of the media 
coverage of scientific academic organisations in German media. Every report about a university, polytechnic, art 
academy etc. with a length of at least 5 lines in print or 5 seconds on TV was analysed.

The Award relates to the overall performance in 9 criteria:
- Volume of coverage
- Diversity of topics
- Tone of coverage
- Presence of expertise quoted in the media
- Share of interviews and opinion pieces
- Share of voice (=share of stories based mainly on quotes from the organisation) 
- Share of forward-looking statements
- Share of key topics such as R&D, science, technology, innovation
- Volume of coverage of “products”, e.g. teaching
- Volume of coverage related to the public appearance (e.g. conferences)

The nominees were ranked on every item separately with a score of 100 points for the best performer and fractional 
scores for the lower-ranking organisations. The scores for all criteria were summed up and divided by the number of 
criteria, leading to an overall score ranging from 0 to 100.
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Criterion 1: Volume of Coverage
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MEDIA Tenor assesses the media coverage of universities worldwide systematically and 
continuously. Visibility is a precondition for successful communication therefore volume of 
coverage of at least 50 reports in six months was a eliminating criterion for this Award.

Basis: 2.015 passages (at least 5 lines/seconds) from/about universities 

Blacksburg massacre propels Virginia Tech on rank 2
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Berlin universities address a wide range of issues

Criterion 2: Diversity of topics 
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The Berlin Humboldt-Uni managed best to put out its contributions to all walks of life – apart 
from its performance as an institution of teaching and learning. FH Gelsenkirchen and Virginia 
Tech on the other hand reached volume only on account of some single issues.
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TU München gains from Focus ranking
Criterion 3: Rating
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The reputation of universities depends on the absence of scandals and criticism. In the first half 
of 2007, positive ratings evolved primarily from the well publicised rankings of the weekly Focus
magazine.
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Negativity drives coverage

Criterion 3: Rating II
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This years’ results expose the communication risks for universities in the media system of the 
first decade of the new millennium. High awareness is primarily driven by scandals and 
negative events.
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Scientists from LMU most often quoted

Criterion 4: Presence of expertise 
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Representatives of universities convey their expertise not only in scientific journals and  
conference proceedings but also in opinion-leading media thus they contribute to the reputation 
of their respective institution.
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TU Dresden and Uni Bonn use interviews and opinion pieces...

Criterion 5: Share of Interviews & opinion pieces

Experts can offer interviews or opinion pieces to the media, if opportunities are available. The 
share of these formats compared to the total coverage of the institution indicates how engaged 
the experts of a university are.
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… and boost their share of voice

Criterion 6: share of own voice
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To communicate actively means to take part in shaping the image of one‘s own institution. 
This is expressed in the ‘share of own voice’. With a low share of voice on the other hand, 
external sources dominate the image of an university.
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Universities rather reluctant with forecasts

Criterion 7: forward-looking statements

In order to avoid disappointments of the public, each organisation must try to control the public’s 
expectations. The extent of expectations management is expressed in the share of forward-
looking statements about the institution.
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Share of science-focused news highest for Uni Tübingen

Criterion 8: Key topics R&D, science, technology

For many people the importance of science and technology is not evident. The public 
acceptance depends on how intensively these topics are discussed. Universities with technical 
focus contribute most to this debate.
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TU München‘s teaching in the focus

Criterion 9: Coverage of „products“
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Universities increasingly have to compete for talented students and have to justify study fees. 
Thus ‘products’ of universities are an important aspect of their image. A good performance in 
the Focus ranking is as well reflected in this criterion.
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Tübingen and Bonn score with their PR activities

Criterion 10: Public appearance 
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Conferences, relations with political or economical actors, relations with students and the public, 
awards received, scandals and the public image are topics which affect the media image. 
Virginia Tech and FH Gelsenkirchen break the mould with a result based on criminal events.
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HU Berlin and Uni Heidelberg joint winners

Overall Ranking: average score

Humboldt-Uni and University of Heidelberg made it both to the first rank: While Humboldt-Uni
combined a strong media presence with a wide variety of issues addressed, University of 
Heidelberg scored with an excellent rating. LMU could not defend its first rank from 2006. 
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University Award: Media Set
• Dailies:

Bild-Zeitung, FAZ, FR, Süddeutsche, Welt, taz

• TV News:
ARD Tagesschau and Tagesthemen, ZDF heute and heute journal, RTL Aktuell, Sat.1 18:30, 
ProSieben Newstime

• Current Affairs Programmes:
WiSo, Plusminus, Frontal 21, Fakt, Panorama, Kontraste, Report (Mainz), Report (München), 
Berlin Direkt, Bericht aus Berlin, Monitor

• Radio News:
Deutschlandfunk Nachrichten (07:00 Uhr)

• Weeklies:
Focus, Spiegel, Zeit, Rheinischer Merkur, Stern, Super Illu

• Sunday Papers:
Bild am Sonntag, Welt am Sonntag, FAZ Sonntagszeitung

• Monthly Business Magazines:
Capital, ManagerMagazin

For print media, the politics/news and business sections were analysed. TV and radio news shows 
were analysed completely.


