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Abstract 
 
In the analysis of the media landscape and media reporting on 
political candidates in Bosnia and Herzegovina during the 2010 
general election campaign1, it was noticed that major media were 
affiliated to various political groups and openly advocated for or 
riled against voter choices. As a result, the media market of the 
country is characterized by a high level of segmentation between 
media which exclusively advocates a nationalist position and 
media which maintain a ‘civic’ orientation. These media 
organizations, according to their orientation, favor certain 
personalities that are deeply embedded in the favored national, 
cultural, or religious position. This paper examines the role of 
opinion leaders who represent dominant ethno-political groups in 
BiH via the dissemination of media messages during the pre-
election campaign.  
 
Keywords: media, opinion leaders, clientelism, ethno politics, 
elections. 
 
1. Introduction 
 
Bosnia and Herzegovina (BiH) is a divided society.2 Many authors 
argue that religion is the main marker of difference between the 

                                                
1  General elections in Bosnia and Herzegovina were held on Sunday, 3 October 2010.  

2  BiH is comprised of two entities – the Srpska Republic and the Federation of BiH – and the District 

of Brčko in the north, which is an autonomous unit and does not belong to any entity. In the Srpska Republic 

the majority of the population are ethnic Serbs, while in the Federation the majority are Bosniaks and Croats.  
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three constitutive peoples of BiH – Serbs, Croats and Bosniaks.3 
Religion, usually considered as a strongpoint for determining a 
group’s collective identity, is reduced further to ethnicity and 
used by political elites as valuable political capital.4 Post-Dayton 
BiH has been characterized by politically promoted inter-ethnic 
cleavages, weak state institutions and the absence of an 
integrative national ideology,  such as that represented by 
“socialism” during the Yugoslav era. 
 
The media follows the logic of ethno-political divisions and 
operates according to political affiliations to certain political 
options. The media market in BiH is segmented, while the 
audience is divided along ethnic lines and consumes only that 
media with whom they are affiliated.5 Insisting on divisions, 
especially during election campaigns, political leaders and their 
parties are employing ethno-based rhetoric in order to stay in 
power. They consider the media as an important tool in the 
dissemination of their political messages during campaigns.6 
 
This paper examines the link between the media and opinion 
leaders in BiH in the pre-election period in an attempt to identify 
the main factors that determine their interaction and the way 
media messages are interpreted as result. Opinion leaders will be 

                                                
3  Asim Mujkić uses a term Ethnopolis to describe the post-Dayton Bosnia and Herzegovina, while 

his colleague Dino Abazović equates ethno-politics with religious nationalism, describing it as the type of 

modernist paradigm that serves as a substitute for classic models of nationalism: civic and ethnic. See in: 

Asim Mujkić. We, the citizens of Ethnopolis (Sarajevo: Centar za ljudska prava, 2008), 23; Dino Abazović. Za 

naciju i Boga [For Nation and for God] (Sarajevo. Magistrat/CIPS, 2006), 17. 

4  See in: Tarik Haverić. Ethnos i demokratija [Ethnos and Democracy] (Sarajevo: Rabic, 2006), 20 

– 21; Vjekoslav Perica. Balkan Idols: Religion and Nationalism in Yugoslav States (New York: Oxford 

University Press, 2002); Srđan Vrcan. „Faith and State: the Exemplary Case of Former Yugoslavia“, 

Transeuropeennes, Vol. 23 (2003): 51-63.  

5  Sandra Bašić-Hrvatin, Mark Thompson and Tarik Jusić, eds., Razjedinjeni propadaju: Javni radio-

televizijski servisi u multietnickim drzavama [Divided They Fall: Public Service Broadcasting in Multiethnic 

States] (Sarajevo: Mediacentar, 2008), 81–118.  

6  See in: Zoran Slavujević. Političko komuniciranje, politička propaganda, politički marketing 

[Politcal Communication, Political Propaganda, Political Marketing] (Beograd : Grafocard, 2009); Zoran Tomić. 

Odnosi sa javnošću [Public Relations] (Zagreb: Synopsis, 2008); Nail Kurtić. Politički marketing [Political 

Marketing] (Banja Luka: UPIM, 2007). 
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understood as described by Katz and Lazarsfeld being “the agents 
who are active media users and who interpret the meaning of 
media messages or contents for the ordinary audience(s)”.7 For 
this reason, the ethno-national affiliation of both the media and 
politicians will be considered as a necessary indicator of how to 
perceive their engagement and mutual relations. Political and 
religious leaders in BiH also assume that the media are influential 
social tools for shaping and altering people’s choices. What makes 
their power even greater is the fact that the media is affiliated 
and embedded into the cultural, national and social milieu to 
which leaders belong. In light of this reality, this paper seeks to 
examine their mutual relations, tactics and trends in (mis)using 
the media in order to promote preferred political views and 
opinions. Thus the main research question is whether the 
personal characteristics of selected leaders, their social milieu, or 
the character of the media (meaning its political orientation) 
determine the media content and the way in which information in 
the media is interpreted. Therefore, I would like to stress out the 
importance of all three segments in an examination of opinion 
leaders’ roles. This is because of (a) a socio-political environment 
with dominant patterns of attitudes and behavior that promote 
authority and totalitarian interpretations8, (b) leaders’ significant 
visual, persuasive and personal qualities (that make the leaders 
attractive for both media and their publics), and (c) the way in 
which certain media are affiliated to certain political options 
within BiH. I analyze how two prominent public figures in BiH use 
ethnic-based media to promote their own visions and ideas. One 
is a politician, the newly elected president of Republika Srpska 
                                                
7  Elihu Katz and Paul Lazarsfeld. Personal Influence: The part played by peoplein the flow of mass 

communication (New York: The Free Press, 1955): 32.  

8  According to Stewart Hall, media language is encoded (or provided with meaning by producers). 

Recipients, that is, the media audience, is decoded by using the three possible codes – dominant, negotiated 

and oppositional. The dominant code is the most widespread one, and we could apply it to the situation in BiH 

where ordinary people are passive consumers of the media contents, which in turn enables opinion leaders to 

disseminate the messages according to their interests. There is no systematic and scientific research in BiH 

on how the media audience in this country use/perceive media contents. Significant findings that might be 

useful for this analysis have been achieved by two colleagues of mine, both PhD candidates at the Faculty of 

Political Sciences in Sarajevo. While Mr. Emir Vajzović focuses on media democracy and media (i)literacy of 

ordinary people, Mr. Radenko Udovičić investigates the accountability of media in BiH.  
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Milorad Dodik, and the second is the head of the Islamic 
Community of BiH (or Reisu-l-ulema) Mustafa ef. Cerić. Both are 
attractive to the media and highly influential within their national 
or religious communities.  
 
The relationship between ethno-based media and leading political 
and religious figures, and their impact on the media’s audience, 
has not been researched previously in BiH. For this reason it is 
important to conduct a systematic exploration on this topic. It 
would be a complex task to research and evaluate the assumed 
potential of the media to influence people’s attitudes, beliefs and 
behaviour. Therefore this paper instead attempts to investigate 
media functions through a nexus of additional factors of 
mediation, such as opinion leaders.  
 
Both quantitative content analysis and qualitative discourse 
analysis of selected media samples are used. The quantitative 
data comprises the number of media articles or packages that 
were taken into consideration for further analysis, while for the 
qualitative part is an extensive discourse analysis that will be 
applied in order to define the connection between a certain 
leader, his message, the overall socio-economic environment 
where he operates and the role and position of the media within 
it. This research took place during September 2010, the time of 
the official election campaign in BiH. The content of 10 selected 
media outlets – 7 print and 3 Public Service broadcasters (central 
prime-time news) – were analyzed. Out of a total of 2.640 
analyzed articles in print media, and 253 features in prime-time 
news on TV, 648 in print and 129 on TV concerned opinion 
leaders as the central subject of reporting.9 
 
The following section summarizes the role of opinion leaders in 
media theory. This is achieved by introducing the main ideas of 
Lazarsfeld and Katz and their intermediary theory. In the same 
section, I emphasize the importance of belonging to the primary 
group in examining the leader’s role. Also, the relationship 
                                                
9  Radenko Udovičić, ed., 2010 Elections in BiH: How the Media Covered the Election Campaign 

(Sarajevo: Media Plan Institute, 2010), 97–133.  
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between leaders and journalists is explained. A third section 
explains the context of ethno-based journalism, which is the main 
characteristic of post-Dayton BiH. The contextualization of the 
research issue leads to the selection of two persons from the 
Bosnian-Herzegovinian milieu that I consider act as opinion 
leaders. I then discuss their role in the ethno-politically divided 
state and society of BiH. Finally, I analyze the reasons why the 
two selected persons are attractive for the media, examining their 
personal characteristics and the wider socio-political milieu within 
which they operate. The strategies these leaders have employed 
during the electoral campaign in September 2010 will also be 
discussed in order to draft a final conclusion as to their impact on 
the media’s content and political analysis.   
 
2. Opinion Leaders in Media Theory 

 
Nowadays, the media is no longer just a mere reporter of reality. 
Indeed, they are creators and their power in a world of 
globalization and technological development is increasingly 
manifest. Jean Baudrillard says that, thanks to the media, 
“postmodern societies have entered the phase of simulation”. 
According to Baudrillard, the third order of simulacrum, currently 
in effect, is essentially a simulation of reality in which the media 
use signs to cover up for the absence of reality.10 This active role 
of the media is manifested in the principal idea of McCombs and 
Shaw, who developed “the agenda setting” theory, claiming that 
the media has the power to impose topics and issues on a daily 
basis, and thereby influence audiences and the public as a whole 
to accept the issues they highlight and impose, as the ‘naturally’ 
most important ones.11 This paper investigates media functions 
through a nexus of additional mediating factors such as personal 
and interpersonal communication and the ability to interpret 
media contents.  
 
 
                                                
10  Jean Baudrillard. Simulacra and simulation (University of Michigan Press, 1994). 

11  Maxwell McCombs and Donald Shaw. „The Agenda-Setting Function of Mass Media“. Public opinion 

Quaterly 36 (1972): 176-187.  
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2.1. Characteristics and Importance of Belonging 
 

Inter-media theory claims that leaders are those mediators who 
essentially intervene between mass media messages and the way 
in which they are interpretated by the audience. Therefore the 
concept of “opinion leadership”, which derived from the theory of 
the “two-step flow of communication”, developed by Paul 
Lazarsfeld and Elihu Katz, will be considered in this paper. The 
authors describe the opinion leader as “the agent who is an active 
media user, and who interprets the meaning of media messages 
or content for ordinary media users”.12 He or she holds a high 
reputation among those that accept his or her opinions or 
interpretation. Katz outlines three aspects of opinion leadership. 
The first is the personification of his/her values (who one is), the 
second is his/her competence (what one knows), and the third is 
his/her reputation based on networking (who one knows). 
According to Katz, their role and influence on the audience has 
much more significance than that of the media.13 What Katz and 
Lazarsfeld also emphasize is the fact that opinion leaders are “an 
integral part of the give-and-take of everyday personal 
relationships” and, therefore, their opinion is highly respected 
within the Self-group.14 
 
Groups in which leaders are embedded are important as a source 
of legitimacy for several reasons. First, people belonging to a 
certain group benefit from sharing the opinions, attitudes and 
behaviors of those with whom they want to be identified with. 
This is especially typical for societies with a high level of 
authoritarianism where individual attitudes towards authorities, 
politics and political system are being shaped under the dominant 
type of subject political culture.15 Primary groups constitute their 

                                                
12  Katz and Lazarsfeld. Personal Influence.  

13  Elihu Katz, "The two-step flow of communication: An up-to-date report on a hypothesis," Public 

Opinion Quarterly, Vol. 21 (1957): 61–78. 

14  Katz and Lazarsfeld, Personal Influence, 33–44. 

15  Almond describes the “subject” type as one in which institutional and role-differentiation exist in 

political life, but towards which citizens stand in largely passive relations. What is more interesting is the fact 

that citizens, as their attitudes and behavior are shaped by this type of culture, seek authorities and leaders 
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social reality and, as such, conduct themselves in validation of 
their own interpretations and evaluations. People with permanent 
dilemmas (usually manifested as being  moral in nature) seek 
instruction on how to go about things. Therefore opinion leaders, 
both political and spiritual, present perfect role models. Also, 
these groups can serve as channels for mass media transmission 
where opinion leaders are acting as gatekeepers – at the same 
time they spread the messages they favor and prevent those 
whose effects they want to neutralize. The leader of the Bosnian 
Muslims, Reis-l-ulema Mustafa Cerić, and his treatment of 
“Islamophobia”, is a perfect example of this. While the media 
affiliated with him, or to his way of perceiving Bosniak politics, 
are treated as “good” and “positive”; those who criticize him (like 
the daily Oslobođenje, magazines Dani and Slobodna Bosna, or 
the TV show 60 minutes on Federal TV) are accused by him of 
being “Islamophobic”.16 
 
2.2. The Relationship between Journalists and Media 

 
The relationship between journalists and opinion leaders is two-
fold. On the one hand, journalists, editors and reporters inform 
the public and pass on the standpoints and attitudes of opinion 
leaders while, on the other hand, leaders rely on the media in 
order to spread (or even to impose) their worldview. Some media 
recognize the significant role of opinion leaders as filters of ideas 
and information, as change agents and active media users and 
who, together with the media, “spread to the wider world of those 
who care about the industry, issue, interest or ideology”.17 
Spreading ideas in this manner, they expand public conversation, 
affect policy decisions and also influence debate.  
 

                                                                                                             
who will provide them with a sense of security. See in: Gabriel Almond and Sidney Verba, eds., The Civic 

Culture: Political Attitudes and Democracy in Five Nations (Thousand Oaks: Sage Publications, 1989), 19. 

16  Davor Marko, "Alterization of Islam: Borders between Islam and other Faiths, defined by Media", 

in Spaces and Borders. Young Researchers about Religion in Central and Eastern Europe, ed. András Máté-

Tóth and Cosima Rughinis. (Berlin: De Gruyter, forthcoming Summer 2011). 

17  As it is the case, for example, with The Washington Post. 



CEU Political Science Journal. Vol. 6, No. 2 

 174 

Many journalists, especially columnists and those with much work 
experience, are themselves opinion leaders as they come to be 
recognized as experts on a particular topic.18 Those journalists 
are often invited by the media and the public to represent their 
valued opinions or to participate in ongoing public debates. 
Another theoretical approach that supports this role of the 
journalist is the one of “personae and para-social interaction”, 
generated by Donald Horton and Richard Wohl. According to 
them, “para-social interaction refers to the apparent familiarity 
between media personalities and audiences that can be 
established through the routine use of radio and TV”.19 The 
personae, as they emphasize, offers a continuing relationship 
which means that his/her “appearance is a regular and 
dependable event, to be counted on, planned for, and integrated 
into the routines of daily life”.20 As a consequence, the “fan” (or 
the “devotee”) comes to believe that he/she 'knows' the persona 
more intimately and profoundly than others do, and therefore 
his/her level of trust increases. 
 
Media exposure, as Mondak confirms, fuels public recognition and 
societal (though not necessarily political) discussion.21 An analysis 
of those who are exposed and recognized has to be evaluated on 
two levels. At the first level, we can explain this cause-effect 
influence through the personal qualities and characteristics of a 
certain person (such as communication skills, visual appearance, 
educational background, level of expertise, etc.). At another level, 
in order to contextualize this link between the flow of information 
and “more-than-average” personalities, we have to expand it with 

                                                
18  In this sense, Carrie Bradshaw, from the “Sex and the City” TV series, is some sort of opinion 

leader since she sets up the trends (and influences the public) by examining the issues such as sexual 

relations, safe sex, promiscuity, female/male relations, and, in more general terms, the lives of big-city 

professional women in the late 1990s/early 2000s and how changing roles and expectations for women 

affected the characters. 

19  Donald Horton and R. Richard Wohl. „Mass Communication and Para-social Interaction: 

Observations on Intimacy at a Distance“, Psychiatry 19 (1956): 215-217. 

20  Ibid. 

21  Jeffery J. Mondak. „Media Expossure and Political Discussion in U. S. Elections“, The Journal of 

Politics 57 (1995): 62-85. 
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the claim that opinion leadership is tied with the socio-political 
context (milieu) of the chosen society. Both levels will be taken 
into consideration in the following analysis of two selected opinion 
leaders.  
 
3. Context: Media and Opinion Leaders in BiH 

 
The media landscape of BiH is determined by the country’s 
complex political arrangement. As a result, the media market is 
divided along territorial, ethno-national and political lines. One of 
its most significant characteristics are the linkages between 
certain media outlets and various ethno-political groups.22 
 
3.1. Media Affiliation to Primary Groups 

 
Recent studies that analyzed the phenomenon of media affiliation 
have coined the term media clientelism to reveal the nature of 
the relationship between the media and political subjects. 
Referring to different sources, Brankica Petković from the 
Ljubljana Peace Institute, describes “clientelism” as “a form of 
social organization and influence where access to (re)sources of 
economic and political power has been controlled by certain 
authorities (or patrons) and they allow these (re)sources only to 
their clients or to those who support them without exception”.23 

                                                
22  In the Federation of BiH, FTV (or Federal TV) is by far the most trusted medium, followed by BHT 

with a much smaller percentage. In the Republika Srpska, citizens trust RTRS the most, and after that the 

private Television BN from Bijeljina. However, when we compare the ethnic structure of respondents, it 

becomes clear that only 6 percent of Serbs and 10 percent of Croats trust FTV. At the state level, this media 

outlet enjoys the dominant trust among Bosniaks, at 60 percent, and Bosnians, at 16 percent. Bosniaks have 

most trust in NTV Hayat, at 81 percent, but Serbs and Croats do not trust it at all. The same can be said of 

TV BN from Bijeljina, which is exclusively trusted by Serbs, with 0 percent among Bosniaks and Croats. Croats 

have most trust in HRT and TV Nova, two stations based in Croatia, which indicates the strength of 

identification with the ‘kin-state’. This variable shows that Bosnia-Herzegovina’s media landscape continues to 

be divided. See in: Media plan institut, Medijske inicijative, Odnos građana prema sistemu socijalne politike i 

inkluzije za djecu u BiH [Attitdtes of BiH Citizens towards the System of Social Protection and Inclusion of 

Children] (Sarajevo: Media plan institut, 2009). 

23  She is referring to two texts of regional research – the first was conducted by the Peace Institute 

in 2004, on the topic of media ownership, and the second, in 2005, intended to investigate the business 
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Various research on the media in BiH24  clearly indicates this 
phenomenon of “clientelism” in practice. Very good illustrations is 
found in the print media. Of the 168 different print publications in 
BiH, 11 are daily newspapers.25 The editorial policies of most of 
these papers match the interests of seperate ethno political 
groups, that is,  political parties representing exclusive ethno-
national interests. Such orientations, for example, can be found 
with the pro-Bosniak Dnevni Avaz based in Sarajevo, owned by 
local tycoon Fahrudin Radončić. Due to the manner in which Avaz 
articulates the Bosniak policy, changing the course of support and 
bad-mouthing certain Bosniak politicians26, and due to his 
ideological and political connections with the Reis Mustafa ef. 
Cerić, Mr. Ivan Lovrenović, a BiH intellectual and publicist, coined 
the term avazovština (engl. avazianism).27 In contrast, the most 
influential media outlets from the Srpska Republic are under the 
control of Milorad Dodik’s regime and his party, the SNSD (Savez 
nezavisnih socijaldemokrata [Alliance of Independent Social 
Democrats]). According to the latest report from Freedom House, 
BiH is at the bottom of the list of countries in the region – ranked 

                                                                                                             
ethics of the media as part of the bigger project of SEENPM (South East European Network for 

Professionalization of Media).  

24  For example: Media plan institut, Cultural Sensitivity: Analysis of Media reporting in Bosnia and 

Herzegovina (Sarajevo: Media plan institute / UN Millenium Development Goals Fund, February 2010); Lea 

Tajić, ed., Media and religion: Treatment of religion, churches, religious authorities and communities in BH 

media (Sarajevo: Konrad Adenauer Stiftung, June, 2007); Udovičić, 2010 Elections in BiH.  

25  Source: Press Council of BiH, www.vzs.ba (accessed on January 24, 2011).  

26  The best example for this is support for Haris Silajdžić unambigously provided by Dnevni avaz and 

Fahrudin Radončić in 2006 thanks to which Silajdžić and his party - Stranka za BiH [Party for Bosnia and 

Herzegovina] - convincingly won the elections. This year, Silajdžić was called by this newspaper a member of 

the so-called "energy mafia", and Radončić was his political adversary in the race for the Bosniak seat on the 

tripartite BiH Presidency.  

27  According to Lovrenović, avazovština is "a symbol embodying all the worst features of 

unscrupulous petty politics, chameleon-style serving of all regimes, systematic violation of fundamental 

postulates of the journalist profession (credibility, verifiability, truthfulness, and so on), and sometimes the 

cruelest public lynching methods. Not to mention those higher levels of editorializing and editorial philosophy, 

which comprise a professionally devised promotion of general social and cultural values. For Avaz and 

Avazovstina, this is uncharted territory”. See in: Vildana Selimbegović, “Bosna u Radončićevoj suri” [Bosnia in 

the verse of Radončić], Oslobođenje, 24 January 2009, 25.  
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as 97th, and described as “a partially free country”.28 One of the 
reasons for such a rating is the situation in the Srpska Republic 
where absolute power is in hands of a single party, which controls 
the media by distinguishing them as either ‘eligible’ and ‘enemy’ 
media.29 In addition, Dnevni List and Večernji List, based in 
Mostar, promote the interests of the Croat people in BiH while the 
oldest print daily in BiH, the left-oriented and Sarajevo-based 
Oslobođenje, is linked with Social Democratic Party.  
 
3.2. Media Favorites and Spokespersons of Primary 

Groups 
 

I focus on two prominent public figures in BiH and their use of 
ethnic-based media. One is a politician, President of the 
Republika Srpska Milorad Dodik, and the second is the head of 
the Islamic Community of BiH, Mustafa ef. Cerić. There are 
several reasons for such a choice. First, their influence derives 
from the wider context within which these leaders operate. Both 
are strongly embedded into the ethnic, national, cultural, and 
religious layers of their primary group. They are a kind of 
personification of this context and, in this way, role models for 
members of their communities. In this paper both personalities 
are analyzed as opinion leaders who, within certain contexts, are 
regarded as undoubted authorities – Dodik as political and Cerić 
as spiritual - and as guardians and interpretators of the national 
or religious interests of their own group. Both of them enjoy huge 
trust among “their” people. They are attractive to the media 
(whether to those which support them or those which criticize 
them).  
 

                                                
28  Source: Freedom House web page, www.freedomhouse.org/template.cfm?page=251&year=2010 

(accessed on 20 December 2010). 

29  That the leading party in Republika Srpska, SNSD, divides media into eligible and enemy media is 

confirmed in the most recent statement of the SNSD spokeperson, Rajko Vasić who refused to give an 

interview for a Sarajevo weekly magazine Start, explaining that he does not want to speak to any media from 

Sarajevo and that the Federation of BiH is "another world" for them. He also added that some media from 

Banja Luka such as Alernativna televizija, BN TV and Daily newspapers Euroblic are not welcome at their 

press conferences either.  
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Table 1 shows the number of articles on major political leaders in 
Bosnia, published during the election campaign 2010. The media 
sample consisted of prime-time news programs of the Public 
Service of BiH, as well as of the most relevant print media.30 
 
Table 1. Political leaders (articles/features per media) 
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Milorad 
Dodik 50 26 11 18 45 26 28 8 12 26 250 

Haris 
Silajdžić 36 25 14 6 24 17 14 5 8 12 161 

Željko 
Komšić 14 7 4 14 21 7 3 3 7 0 80 

Borjana 
Krišto 4 1 6 32 0 1 2 3 0 0 49 

Fahrudin 
Radončić 7 22 3 1 19 3 1 1 1 1 59 

Nebojša 
Radmano
vić 

26 6 2 4 12 7 15 4
  4  14  94 

 
These results clearly show that during the campaign Milorad 
Dodik dominated the media space – 36 percent of analyzed media 
announcements reported on him out of 6 political leaders. He was 
the subject of reporting of both politically inclined media (those 
from Republika Srpska – RTRS, and dailies – Glas Srpske, 
Nezavisne novine, and Euroblic), as well as of the media that 
constantly criticized him or his politics (for example, daily 
Oslobođenje and Federal TV).  
 
Second, both leaders are visually recognizable and have a specific 
way of addressing their audiences. Behind Reis Cerić’s exterior 
there is an exceptional and intellectual mind, while Milorad Dodik, 

                                                
30  Udovičić, 2010 Elections in BiH. 
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although a holder of University diploma, does not play on the 
card of intellectual in his public appearances but instead 
cultivates the air of an arrogant, indolent and sometimes even 
primitive31 – although decisive – leader. Mustafa ef. Cerić is one 
of the most significant personalities in contemporary Bosniak 
history. The most divisive issue in the electoral campaign was the 
involvement of Mustafa ef. Cerić. Many Bosnian Muslims, 
politicians and academics criticized him since he openly agitated 
for a particular political option for Bosnian Muslims, and because 
he used his position to send overtly political messages to 
believers during regular Friday prayers.32  
 
Thirdly, they have media outlets that are profoundly loyal to 
them. While Dodik was the most exposed political candidate in 
media during the 2010 campaign, Cerić and his support for 
certain political options among Bosniaks is important in a more 
than symbolic sense. The results of the research I conducted in 
2008 and 2009 about the media treatment of Islam in BiH shows 
a trend towards personalized presentation of this religion. This 
means that Islam is usually (mis)represented through the 
representation of important figures such as the Reis Mustafa Cerić 
and other imams of the Islamic Community of BiH (See Table 2). 
Consequently, Cerić's support has been complemented by the 
support of entire Islamic community of BiH.  
 

                                                
31  Dodik has been known in the BiH public for his uncontrollable behavior and tactless statements. 

On several occasions at public meetings his swearing was recorded (on 10 November 2008, in Odžaci, after a 

meeting with other BiH politicians, he said to the journalist of Federal TV, in front of the cameras, "f**k your 

question"), or threats to his opponents (the best example, was the threat addressed to the editor of TV show 

"60 Minutes" Bakir Hadžiomerović that he, Dodik, “would punch him when he meets him”). The denial of 

crimes, particularly the genocide in Srebrenica, during the campaign for elections in 2010, has been observed 

as inhumane and uncivilized acts of this controversial politician. 

32  On the eve of the general elections in 2006, in an interview for the weekly magazine Dani, Irfan 

Ajanović, one of the leading Bosniak politicians, stated that it is unbelievable for such a religious authority to 

agitate for this particular option, because by doing so he is dividing Bosniaks, not unifying them. He claimed 

that the themes and contents of Cerić’s speeches were not suitable for a religious authority, and that Cerić 

should be aware of the Islamic community instead. See in: Senad Pećanin "Džamije nisu reisove prćije” 

[Mosques are not the property of the Reis], Dani, 18 August 2006, 14-15.  
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Table 2: Reporting on Islam33 
Journalist / Media Tone Towards them 

Positive Neutral Negative 
Total 

Subject of Reporting 

2008 2009 2008 2009 2008 2009 2008 2009 

Male individuals (Religious 
leader(s), servants, or ordinary 
believers) 

49 16 107 105 31 22 187 143 

Female individuals (Religious 
leader(s), servants, or ordinary 
believers) 

3 2 7 7 5 0 15 9 

Organization (Local, Regional or 
International) 1 3 132 55 5 8 138 66 

Community (Religious or Social) 47 2 95 41 10 6 162 49 

Government 0 2 45 39 2 15 47 47 

 

                                                
33  Data presented in this table are the results of the media content analysis conducted in 2008 and 2009 on the treatment of Islam in BiH media. Both 

researches aimed to discover how media in Bosnia and Herzegovina present Islam and cover the issues related to this religion and the Islamic community of BiH. See: 

“Treatment of Islam in Bosnian, Croatian and Serbian media – treatment of “religious others” in islamic media” (April 1st – April 30th 15th 2009). Part of the 

REVACERN 2007 – 2009 (Religions and Values: Central and Eastern European Research Network), implemented by University of Szeged (Hungary) and University of 

Vienna (Austria); “Treatment of Islam in B-H and regional media”. July 15th – September 15th 2008. Sarajevo: Media plan Monitoring Center. 
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The same research studies show that photos of Reis Cerić were 
often used in BiH media as illustrations and additions to the 
articles reporting on Islam. In 2008 out of 580 photos used in this 
way, 13.9 percent were of Reis Cerić, while in 2009 the leader of 
Bosnian Muslims was illustrated in 9.6 percent of a total of 333 
photos. By way of comparison, in 2008 other attractive themes 
for the visualization of Islam in the media were massacres, 
usually from the Middle East (8.1 percent), mosques (7.4 
percent), terrorists (6.2 percent), while in 2009 religious 
authorities and leaders, other than Cerić were presented in 10.5 
percent, terrorist in 6 percent, and mosques in 5.7 percent of 
illustrations.34 
 
Beside many similarities between these two persons, especially 
the manner in which they  present themselves as spokespersons 
of the self-identified community, it should be noted that they are 
not entirely of the same stature and position in relation to their 
communities, nor do they have the same capacity to cause 
effects.  It is worth acknowledging the limitations of making exact 
comparisons between the two figures when, for instance, one is a 
publicly elected representative (Dodik) and the other (Cerić) is 
elected through an ‘internal’ procedure within the Islamic 
community of Bosnia.   
 
4. Opinion Leaders and Dissemination of Messages in 
Affiliated Media Space 
 
This section elaborates on the initial hypothesis and to identify 
the main trends among opinion leaders, media relations and 
behavior in the course of the 2010 pre-election campaign. Media 
analyses, conducted by the research team of the Sarajevo 
Mediaplan Institute and NGO ACIPS35, pointed to several trends in 
this campaign. The first trend is the domination of topics 
irrelevant for the nature of general elections. Discussions boiled 
down to ad hominem attacks, trading barbs and humiliating 
                                                
34  Idem..  

35  ACIPS is acronym for the Alumni Association of the Centre for Interdisciplinary Postgraduate 

Studies 
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adversaries, producing a lot of hot air (e.g. “It is only us who can 
save the country/entity from misery”, “We have the best 
candidates”, etc., and focusing very little on relevant topics or 
specific solutions to topical issues in BiH.36 The second trend 
relates to the nationalistic rhetoric, chauvinism and even 
primitivism in the actions of political representatives, among 
which the most notable was the leader of SNSD Milorad Dodik. 
The nature of his rhetoric, the media attractiveness of his public 
appearances and his overall influence on the electorate of the 
Republika Srpska shall be the focus of later analysis. 
 
The third trend is the fact that in BiH, due to its internal divisions, 
there were several campaigns running simultaneously: the first in 
the Republika Srpska, the second in the Federation and the third 
completely separate “battle platform” for the parties with a Croat 
prefix.37 Media reporting on issues related to the campaign was of 
similar nature with the dominant media discourses being divided. 
 
Based on thorough monitoring and analysis of BiH media during 
this year's pre-election campaign one could draw another 
inevitable conclusion, crucial for this paper: the level of ethno-
political affiliation of the media in BiH with the existing political 
options and candidates has never been so strong or apparent. On 
the one hand, the media evidently favors certain political parties 
and candidates, while on the other hand, politicians had “their” 
media which they publicly supported.  
 

                                                
36  This was confirmed in an analysis conducted by the NGO ACIPS, which during September 

intensively analyzed the statements of political candidates. In the conclusion of the analysis it was stated that 

"all observed parties, with the exception of SDP and Narodna stranka radom za boljitak [People's Party – 

Work for a Better Future], have conducted extremely aggressive campaigns against their oponents”. 

According to the ACIPS analysis, the most relevant campaign was conducted by People's Party – Work for a 

Better Future with 56% of statements about one of 8 topics defined as the most important for citizens of BiH. 

The least relevant campaign campaign was that of SNSD with only 9% of relevant statements. SDP conducted 

the most specific campaign with 7.2% of statements offering specific solutions to one of the 8 topics. On the 

other hand, the least specific was SNSD with 0.9% od such statements. See: ACIPS, www.acips.ba  

37  See: ACIPS, www.acips.ba  



CEU Political Science Journal. Vol. 6, No. 2 

  183 

The following sub-sections include an analysis of the context and 
personal characteristics of selected leaders and, consequently, 
their role in the dissemination of media messages will be 
elaborated throughout their public visibility, communication 
strategy and the level of ethno-political affiliation of the media 
outlets analyzed.  
 
3.3. Opinion Leaders and Media Visibility 
 
During the 2010 campaign Milorad Dodik dominated media 
content. His name, and especially his photo, was the most 
frequently published out of all politicians. Whether he was 
mentioned in a positive context (in the media in RS), a negative 
one (in the media in Sarajevo), or neutrally with reference to 
negative statements he made (in the media with Croatian 
prefixes), Dodik was at the epicenter of attention and his 
statements were automatically considered “facts” worth 
reporting. 
 
Research conducted in September reveals that media from the 
Srpska Republic reported mainly with positive attitudes towards 
Dodik. The highest number of articles with positive attitudes 
towards Dodik was recorded in Nezavisne novine from Banja Luka 
(71 percent) followed by the Public Service, RTRS, and daily Glas 
Srpske (50 percent). There were no articles with negative 
attitudes or articles that criticized Dodik produced by these media 
outlets. In contrast, media outlets from the Federation of BiH 
reported in mainly negative terms on Dodik: in the prime time 
news show on Federal TV half of the packages about Dodik were 
presented with negative attitudes, while among dailies 
Oslobođenje (with 47 percent), and Dnevni list  (with 27 percent) 
were the leaders in criticism of Milorad Dodik (Table 3).38 
 
 
 
 

                                                
38  Udovičić, 2010 Elections in BiH. 
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Table 3. Media/Journalists Attitudes Towards Milorad 
Dodik 

Media Positive 
attitudes 

Neutral 
attitudes / 
professiona

l 

Negative 
attitudes Total 

Glas Srpske 50 % 50 % 0 % 100 % 
Dnevni list 0 % 73 % 27 % 100 % 
Dnevni avaz 0 % 82 % 18 % 100 % 
Večernji list 0 % 94 % 6 % 100 % 
Oslobođenje 0 % 53 % 47 % 100 % 
Euroblic 46 % 54 % 0 % 100 % 
Nezavisne novine 71 % 29 % 0 % 100 % 
BHTV 0 % 88 % 12 % 100 % 
FTV 0 % 50 % 50 % 100 % 
RTRS 50 % 50 % 0 % 100 % 
Total 21,7 % 62,3 % 16 % 100 % 

 
In contrast, Reis Cerić was much more modest in his media 
appearances. Not a candidate himself, he gave his open support 
to the SBB’s candidate and Dnevni avaz’s owner Fahrudin 
Radončić. In fact, only Dnevni avaz reported on him frequently 
and in a positive manner while other media either criticized him 
or rarely mentioned his indirect involvement in political affairs. 
Therefore Reis’s rhetoric parallels the party formed by the owner 
of Dnevni avaz, Fahrudin Radončić who, in the race for the Bosnik 
seat on the BiH Presidency, took second place with a surprising 
level of support some 30% ahead of the favored Haris Silajdžić, 
who in these elections lost not only Avaz's support but also – and 
crucially – the support of Reis Cerić. During the campaign Reis's 
statements for the daily Dnevni avaz did not overtly state his 
political favouritism, but careful analysis clearly indicates that his 
messages (“we need new people in politics”, “we have to plan a 
better and happier future”, etc.39) overlap with the rhetoric and 
                                                
39  This is not coincidence, since this was noticed on several occasions – during the Muslim holiday 

Bairam a major interview with Reis was published with the title "We haver to find new people, those who 

want, know and can!" (Dnevni avaz, September 8, 2010, cover page). Two days later his speech (khutba or 
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especially with the name of the party: the Alliance for a Better 
Future for BiH. Such messages, though ‘coded’ and covert, would 
have had clear overtures to the media audience who were 
following the election campaign.40 
 
A large number of photos and recorded statements of Dodik and 
Cerić, participating in an event contribute not only to 
development of their visual image but also makes an impression 
that these two persons are an inevitable part of BiH public life.  In 
this respect, one can gain an impression that even the mere 
appearance or presence of these two persons is sufficient to 
ensure legitimacy for:  
 

(a) Discussion on the status of the Srpska Republic or 
denial of the State of BiH, in the case of Dodik, or 
(b) Discussion on the status of Muslims in BiH, the 
treatment of Islam and the identification of its enemies 
(proclaimed as “Islamophobes”), in the case of the Head 
of Islamic Community of BiH.  

 
Depending on their ethnic affiliation or political orientation, the 
media reported on Dodik and Cerić in various ways and with 
different attitudes. Reporting in an apologetic or affirmative way 
is a striking characteristic of the media which supported them 
(Avaz on Reis, or Glas Srpske / RTRS on Dodik), while on the 
other hand the media outlets that opposed their ideas and politics 
make this implicitly known through their coverage.  
 
The media outlets benefit from this kind of affiliated or biased 
reporting for several reasons: 
(a) To prove their loyalty to certain political options, or to the 

regime, mainly because, they are dependent on the financial 
support of certain regimes or political options.  

                                                                                                             
sermon) was published and where he mention that we should strive for a better and happier future (Dnevni 

avaz, September 10, 2010, 2); and, finally, on the last day of campaign one more interview with Reis was 

published where he said that people should "not be afraid of changes" and invited them to vote "to create 

better future..." (Dnevni avaz, September 10, 2010, 4 – 5).  

40  Udovičić, 2010 Elections in BiH.  
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(b) To present themselves as suitable and legitimate voices of an 
entire ethno-national group (which was the case with media 
in RS in favor of Serbian people, with Dnevni avaz in 
protection of Bosniak interests) or specific political option (it 
was already mentioned that Oslobođenje is known for its links 
with the Social Democratic Party of BiH, while media from 
Mostar, both in favor of Croatian national interest, during the 
campaign reported differently – while Dnevni list was in 
favour of HDZ 1990, Večernji list supported HDZ BiH and his 
leader Dragan Čović).  

(c) For ideological reasons: while some media outlets (Glas 
Srpske, Dnevni avaz, Večernji list) promote ethno-
nationalism as the legitimate pattern of behaviour in post-
Dayton BiH, some media (BHTV, FTV, Oslobođenje, and 
Nezavisne novine41 from Banja Luka) report in favor of non-
ethnic and non-national, more civic oriented, options. 

(d) To gain support from their audience. By supporting the 
preferred and the most popular political options, and 
promoting their leaders, media are at the same time 
facilitating empathy with their viewers, readers or listeners by 
sending the message "We are all on the same side".  

 
3.4. Opinion Leaders and Communication Strategies 
 
Their public recognition and authority as leaders who interpret 
things allows them to build a basis for their communication 
strategy towards their media audiences. News, especially during 
the election campaign, is not evaluated on the importance of the 
information it provides but rather by whether their source is 
Dodik or Reis. For example, if Dodik said that “stability of 
Republika Srpska is a condition for the existence of the Serbian 
people”, this unfounded claim does not receive a critical review by 
those media that supports his regime. Instead, it automatically 

                                                
41 In spite of the fact that Nezavisne novine has a moderate image of media which does not advocate 

nationalism and intolerance toward “others”, during the election campaign in 2010 this media in a very 

explicitly manner supported Milorad Dodik and his party. See in: Udovičić, 2010 Elections in BiH, 61 – 67.  
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becomes news worthy as a headline or ‘leading story’.42 
Journalists, readers and viewers that are continually exposed to 
this on a regular daily basis sooner or later begin to believe that 
this is true. If we refer to Baudrillard, we could say that it is 
“made true” through constant and uncritical repetition. The same 
pattern applies to the statements of Reis Cerić, which are 
accorded automatic and unquestioned authority.  
 
Moreover, both have in common the fact that their 
communication with media outlet audiences is based on a similar 
strategy. The main elements of this strategy are:  
 
(a) The identification of one's own goal, i.e. the goal of the 
political option advocated by the opinion-leader. In the case of 
Milorad Dodik that would be the preservation of the Srpska 
Republic and the diminishing in importance of the State of BiH, 
while in the case of Reis Ceric that would be whichever political 
option will ensure “a better future for Bosniaks”. 
(b) The identification of an “internal” enemy which usually boils 
down to political adversaries. In the case of Milorad Dodik these 
included Mladen Ivanić, an opposition candidate in RS for the 
Serb seat on the BiH Presidency, and Ognjen Tadić, an opposition 
candidate for the president of Republika Srpska. When it comes 
to Bosniaks, Reis skillfully avoided publicly discrediting Radončić's 
adversaries – Haris Siljadžić and Bakir Izetbegović – but, on 
several occasions, he pointed out that he was disappointed with 
the governance of the representatives of the two candidates' 
parties in the period from 2006 onwards.  However, Radončić, 
whom Reis supported, did not hesitate to defame these two 
politicians in his newspapers frequently accusing them of crime 
and misuse of public office.  
(c) The identification of an “external” enemy, which in the case of 
Milorad Dodik and RS media was Haris Silajdžić. In the case of 
“Dnevni avaz” this was partly Milorad Dodik (as someone who 
undermines BiH), but more often those who are against Islam 

                                                
42 Goran Maunaga. „Štitiću RS jer je ona uslov opstanka srpskog naroda“ [I will protect RS because it is a 

condition for survival of the Serbian people], Glas Srpske , Banja Luka, 1 October 2010, 6 – 7.  
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and the Islamic Community of BiH,that is those who were marked 
as “Islamophobes”. 

 
4. Conclusions 

 
Milorad Dodik, president of Republika Srpska, and Mustafa Cerić, 
head of the Islamic Community of BiH, are public figures whose 
actions and public statements are far from indifferent to the 
media. They clearly occupied the media space in BiH and their 
statements and interpretations, especially during the election 
campaign, have been considered of the highest importance. 
 
Taking into account the context of this ethno-politically divided 
society, as well as the dominance of subjective patterns of 
political behavior, Dodik and Cerić are evidently more than 
political and spiritual leaders. Their activities, their undisputed 
authority, and their personal characteristics have two-fold 
consequences for their relations with the media. On the one hand 
they are effectively utilizing the media to promote and expand 
their ideas, whilst, on the other hand, the media in turn use them 
and their public image and reputation to give their reporting more 
“weight” and significance.  
 
This paper examined opinion leader’s role in the dissemination of 
media messages during the pre-election campaign in BiH. In 
order to analyze the way in which the two leaders use the media 
to articulate their ideas and how the media uses their visibility 
and capacity to promote their editorial policies, I focused on their 
visibility in media (and, as a consequence, their public image as 
core, unavoidable subjects in the BiH political arena) and 
secondly on their communication strategy with the public through 
the media. As was claimed in the introduction, there are three 
important reasons why the role of chosen opinion leaders is 
important. The first is the specific socio-political environment in 
which they act as spokespersons of the self-identified group. The 
second is their recognizable visual identity. The third is the lack of 
critical and ‘active reading’ of media contents by the ordinary 
citizens of BiH, which  allows leaders to act as the most relevant, 
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authoritative and unquestionable “decoders” of the media 
messages.  
 
This mutually-reinforcing relationship between key public figures 
on the one hand, and the media which reinforces their centrality 
on the other, may be – as we have seen in the analysis above – 
beneficial to both sides. Ultimately, however, as has been 
indicated through this analysis, it is the general public of BiH who 
lose out from this close interplay between political and media 
forces. Its continued presence is one of the core factors in the 
entrenchment of ethno-political divisions and political passivit, 
among the general public. The dynamic explored here between 
key political and community figures and the media that 
unquestioningly accept their ‘centrality’ has significant 
consequences for BiH’s political climate and, indeed, on 
democracy in BiH itself. 
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