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ABSTRACT

Rapid development of technology and communicatense enable high
mobility of people, goods, capital, managers, wska globalized market. Entre-
preneurship became synonymous for corporate conuations including Public
Relations, marketing, advertising, corporate socggdponsibility and similar dis-
ciplines. In such communication system it is alnmgtossible to isolate women's
from man's communication activities. Or it isn'tlsrd? Among communication
channels necessary for market promotion, branding advertising of women en-
trepreneurship mass media are often the weakdstTiopic of this paper are mass
media in Serbia, and their influence on transitemonomic processes, public opin-
ion, based on ownership concentration and inappeiprmedia laws, self censure,
stereotypes, prejudice, etc. Analysis of mediaertnt several daily newspapers
from Serbia during one week in February 2014, datiliely and quantitatively
show ways mass media engage emotions insteacbahition to influence public
in case of economy.

KEY WORDS: communications, economy, emotions, information,snmsdia,
women entrepreneurship
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Introduction

Politics, religion and media in last decades ofkBal history often
were desirable allies in creating and maintainihghedia contents, even in
case of economy. Democratization and civil committmequire from post
conflict societies clear differentiation from natalism, gender prejudices,
religious influence and rapid changing of indivitlaad collective way of
thinking. As more adaptable to democratic critem&dia were first to cross
from conservative allies to fervid democrats, adappatterns of behavior
from social science. Religious institutions staygstent in resistance to
everything that cams from the West, including fregrket, gender equality
in business and capitalist economic model, alorty wmall number of na-
tionalist political parties and mostly quasi-patiganovements. Also, media
try to fulfill expectations of dominant public opam makers and public it-
self about question of economic development antefable economic part-
ners in this process, especially investors. In i@arbociety this is often not
economic but emotional category.

From the dialectical mediation point of view in gddife public and
media can function on surprisingly intimate waysl anake very potent
forms of social practice, if they find mutual irgsts. In case of conflict,
discourses of these pillars of society dramaticdiypart in some sort of a
role playing — public rather deals with politicatheconomy and media of-
fers public sensational isolated economics scanaiéfe®ut context, mostly
related to corruption. So, both are potential allbe enemies of economic
development. Government must therefore give pyidatreducing the risk
of conflict. "The two objectives of economic recoyand risk reduction are
likely to be complementary: economic recovery meguce risks, and risk
reduction may speed recovery. However, this comeitdary between ob-
jectives does not imply coincidence of instrumetts: instruments that are
effective for risk reduction may be quite distiricdm those for economic
recovery.” (Collier, Hoeffler, Soderbom, 2006).

Media are active participants of this process #@nalgree that we live
(media) mediated lives, we can call them leaderufined changing.
While trying to achieve self re-creation mediaariing to challenge social
authority of religious and political institutionspnsidering them as individ-
ual right (religion) and social obligation (pol$ic Economic questions are
somewhere in between, depending on actual governpuodicy. Main goal
of the process is western model of social and patsautonomy in choos-
ing an ultimate authority over everyday life. Maionsequence is extreme
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mobility given to political and economical messagesl, simultaneously,
origin point of conflict between economy self-pgrtten and media percep-
tion of economy and free market. In extreme cabmsrelation developed
into open conflict or travesty of economic ideatiquasi-patriotic ques-
tions about neo-colonialism and national surviving.

Origin of Manipulation

McLuhan’s aphorism media is the message can defisence of con-
flict between economy, women entrepreneurship aadian— every media
is predestined for certain types of messages asidtaat on others. Also,
media can easily recreate message to fit their aamzation power. Nature
of economy message is in collision with communi@tpowers of media
and here are some reasons:

— Economy message is ultimate, media are skeptical.

— For economy, continuality is essential, media pratehoc news.

— Economy promotes joined venture, media are speetlior con-

flict.

— For economy doctrine is essential, for media -blesiphenome-

non.

— Economy aim internal communication, media commusicaith

wide public.

Differences are natural and necessary, and keyefiuction of con-
flict lies in capability of both sides to give upatusive right to truth. Ac-
cording to this, economy and media we can consdearately, competi-
tively and inclusively. In Serbian society situatis far more complicated
because of complex relations and truths that cesfeserage media con-
sumer. Negative media influence on public in Serbstill ongoing, prima-
ry through manipulation with stereotypes, prejudmelectiveness and sen-
sationalism. Economy is sometimes just generatoagé and violence, se-
mantically manipulated to provoke emotional reactmaintain tensions of
conflict with regularly updated diary of insultgréed fear from others and
encouraged masses to "fight” against what theyllyscalled economy neo-
colonialism (capitalism). That sort of media cote:e can name as "emo-
tional hooks” instead of information.

Paradoxically, simultaneously we witnessed inclusmf Western
economical ideas in Balkan transition process ntediay the same media,
according to main political interest (mostly EUagtation). Vocabulary of
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media political correctness related to economyaseld on sterile phrases
about dialog, understanding, tolerance, help, éistip, gender equality in

business and improvement. It is generic, abstrattisacially desirable but —

extort, avoiding everything that can provoke natigrassion and, potential-
ly, violence.

In our media desirable transmission of communicatsymbols is
slow, confused and pervasive, while present pgritd media above socie-
ty and redirect transmission into channels credgdgolitical and social
structures, but not economy. When an economic sygaes through media
filters social memory is forming backwards. As thansculate through new
system, economic symbols being socially re-prodwasetire-make.

Current media attitude toward economic questiormlance between
sensationalism about corruption scandals and c@tgptheories, linking
individual pathology with economic system and oigations, and respect
for political will to make changes. Misunderstargligenerates in some
weaknesses of both sides:

— Media suffers from constant luck of journalists lified for eco-
nomic questions, which can't be tolerate becaute guestions
like unemployment and poverty can encroach affectiind of
individuals and provoke violence.

— [Economy institutions in transition countries ofeme unsuccessful
in media relations. Sometimes it is question ofelaucracy in-
competent to present its own position, sometimeslaw reac-
tions, sometimes in seductive rhetoric of politi@glaying roles
of economic experts.

— Media create social leaders or events influenchag tvay eco-
nomic system itself. Media are, by their naturdemsive, orien-
tated to visible, new, impressive, instant, expéhelaand trans-
parent; while economy tend to stability, continumess, scientific
and expertise.

That's why looks like economy is in defensive gositagainst mass
media spectacle, forced to reactive response aapitauility which disturb
her habitat and principles.

Political Discourse of Economy

There is nothing new in claim that crucial aspectriedia agenda in
Balkan countries must be security, and that maieatis are often related to
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economy and media public discourse. Till recentendver media use term
security it implicate existence of conflict and dege address certain social
conflicts on domestic or international level. Th@gerrelations and ways to
talk about them publicly are not neutral and sejdrdrom ideological
premises. In the same time, media are main comratioicchannel of poli-
tician and social elites. Scientists are activehgaged in debates about
guestions of conflicts, but they mostly separatedlof its pylons (religion,
politics and media) from the fourth, the newestermmy. We can't under-
stand link between economy and society without eneale and reference to
wider political context of those processes. In pthwerds, in political and
media use of economy we can notice flagrant hypgasbvious in starting
differentiation between economy as origin of canf(Arab Spring, Ukraine
conflict and similar public movements around therldjpand economy as
normative good in post conflict countries in trdiosi (Iraq, Balkan, etc.).
Post conflict Balkan is under strong influence oé3térn liberal-democratic
capitalism, namely pluralism proclaimed with toleza and competition.
But, behind every of those conflicts hides politigaestions related to gov-
ernment change and wider interests.

As answer to latest empirical tendencies this papkrclarify some
ways media use to interlink public perception ofuséy threats/economy
and escalate conflict scenarios by semantic maatipul (linking of notions
and making complicated systems of associations).

It's a Man's World - The Entrepreneur as Male Gendered

From 1989, in basis of new order is conflict of ipchl power and
struggle for power inherently linked to discourdeso called "otherness”.
Discourse of "otherness” today is base of medidtipelitical discourse
around the world. These discourses linking econamy conflict, summa-
rize the political and media narrative and encoumggiew of the world as
divided into economy divisions that are in conflait national and cross-
national level. The role of media in this processciucial, especially in
emotionally strained post conflict societies. Bsbmetimes “"others” are
women!

Media are intermediaries through which we learnualpmlitical atti-
tudes and public policy (news) or covertly (entertzent, movies and other
forms of popular culture). Thus, the media canre@nbutral participants in
the communication. For some theorists (Meyer antthinan, 2002) media
colonize politics, and politics now needs to admadia values or risk ex-
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clusion from the public arena, suggesting thatkiée of political relation-
ships now is in media/politics relations, and notities/citizens. Yet, ac-
cording to liberal theory of the media, they areoaomous and independent
from the state and their function is to supervise ¢lite — to begate keep-
ers Public space they create should be a place ditdednd discussion so
that citizens can make informed judgments about teaders. However, in
a democratic accord appear dissonant tones thiat cla receive only se-
lected information and being manipulated the mediathe micro level,
every conflict on the planet has its own "othedpending on the partici-
pants, but from the macro perspective religion aattbnality are overcome,
so today there is almost no war without economyehl@asal or attached).
Previously reserved for specialists, economy besaatepic for journalists,
broadcasters and scientists of various discipliltes.important to note that
certain disdain among economy, scientists and gists has deep roots.

Economy, however, has the capacity to serve fas€g®od and forc-
es of evil. Indeed, in many conflict situationspeomy is used to justify the
objectives, homogenized troops and reinforce aesehsdentities, but the
public is aware of capacity of economy to work oaedmation and conflict
resolution, through the preaching of progress asithlworation. This is an
ultimate demand of western circles for Serbia, eigflg among require-
ments for admission to the EU.

Several authors point out that entrepreneur ancegmeneurship are
male gendered concepts, i.e., they have mascuimeotations. It is not on-
ly the frequent use of the male pronoun (this wasdard in science dec-
ades ago), but also the way the entrepreneur @itded. It could be argued
that this is because entrepreneurs have traditjobaken men, but several
scholars maintain that women entrepreneurs wereenmaasible, in re-
search as well as in the media. Is femininity tbenstructed as the opposite
of entrepreneurship? Roots of this question cafobed in polarized Serbi-
an media.

Serbian Media between Politics and Economy

Several concepts and their correlation determiriesl topic. Mass
media, as intermediaries in the process of massmomntation, become the
economic organizations and their corporate charagtewth stronger as
well as market position and invested capital. &t$hme time, the media are
structural element of public sphere and an instihal framework for the
promotion of opinions, attitudes - ideas, the soangolitical influence, of-
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ten coupled with interest of capital. In such cmgtances, the public inter-
est and responsibility to society become incredgibyrred, and the basic
role of the media is often distorted to such ammeixtequire redefinition.

Question: are the media before all means instrusrterthe open soci-
ety, its democratization and participation of @tiz in the social process
that precedes or no business organization, in whoteties the profit is a
basic motive and not wellbeing of public. Espegialls it is evident that
both aims can hardly be equally successfully exercrhe basic motive of
existence and work in media should be based oangaBy, the utopian vi-
sion of humanity, equality, loyalty and truth, wlall clearly knows what
is good and what is not and where everyone, inofydiedia professionals,
stick strictly to the basic legal and moral prineg On the other hand, if
mass media became media industry, than basic hacteon must be - in-
terest.

Modern media are primarily individual and then shcCurrent inter-
est, therefore, can affect the understanding ofctreept of accountability
and obligation that results from it. When the mesliary day discover con-
tent, messages, attitudes that cause our susptbiat),if we are previously
well-informed, we can conclude that false, incarreaprofessional journal-
ists have no sufficient knowledge and that theee alvious malice. Also,
we are not allowed to disregard possibility thathsa way of writing fol-
lows a particular interest, which is opposite to@@l, public interest, and
which has the power to express and be publicly atedi

Money and power are terms whose meaning is cleavéoyone. In
practice and in theory, mass media are the mostipent centers of power.
Essence of media power is penetration in the pudgitere, which means
survival for political and economy ideas and orgations, and that is why
it is necessary to constantly seen economy inioeldad the media and their
impact to society. There is no free democraticetgawithout a free public
sphere, and such sphere cannot exist without anfegba, although there is
always some form of monopoly over them. Such caaiibns, especially
when it comes to political communication, as a faynula for the free flow
of information and trust them see the autonomy eflia in relation to the
environment and support of civil societyedium of political communica-
tion in the public sphere can facilitate delibaratprocess legitimizing in
complex societies only if self-regulated media systo preserve the inde-
pendence of their social environment and if thengnwus audience pro-
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vide feedback link between informed, elite disceuasd active civil socie-
ty.” (Habermas, 2004:6).

Words as Weapons

Emotions in mass media content can be used cortbazgmmunica-
tion logic, so it don’'t need to be based on objectivents or state of mind.
Instincts provoked by emotional media messagesenfied authenticity of
communication and communicators use different dtisito provoke emo-
tions. Stimulus can be words, sounds and pictureth (real and imaginary).
Explicit message leads to desirable behavior. Eometin post conflict soci-
eties can be provoked by hope and fear as basiti@mpalong with com-
passion, responsibility, love, etc.

Different messages have different levels of feages from associa-
tion to eventual treats to explicit warning. In istly and economically sta-
ble countries fear appeal is often used in advedjsbut in post conflict
countries it is mostly used in average media cdnfeom politics to econ-
omy and sport. Research conducted from Februatyg 09, 2014 show atti-
tude toward women’s economy engagement in SeBlia, (daily newspa-
per, circulation around 120.00Rurir, daily newspaper, circulation around
116.000 andPolitika, circulation around 125.000).

Table 1: Economy questions (general)*

Date Feb. 2014. Newsp. % of ec. related topics
03. Politika 23.41
Blic 21.1
Kurir 14.38
04. Politika 19.25
Blic 37.32
Kurir 18.2
05. Politika 30.56
Blic 27.51
Kurir 13.92
06. Politika 74.82
Blic 25.3
Kurir 15.65
07. Politika 81.34
Blic 17.31

Kurir 33.75
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Date Feb. 2014. Newsp. % of ec. related topics

08. Politika 78.21
Blic 26.99
Kurir 29.81

09. Politika 75.45
Blic 32.1
Kurir 237
Total 34.24

Source: Authors

*Table shows % of economy related topics througlydalitions, including those
incorporated in articles about politics, foreigrfaifs, society, culture, entertainment and
sport.

Table 2: Comparative review of the texts’ repreagah in termsof subject
areas in analyzed printed media during 7 days

Politika Blic Kurir ~ Total
Economy through quality of Ii 184 7€ 7 267
30.77% 12.71% 1.17% 44.65%
Econom) 87 31 7 125
14.55% 5.18% 1.17% 20.90%
Sport 2 5 1 8
0.33% 0.84% 0.17% 1.34%
Culture 14 0 4 18
2.34% 0% 0.67% 3.01%

Table 3: Texts that belong to the first thematitegary in analyzed printed

media

Subgroups Politika Blic Kurir  Total
Poverty, health healthcare 115 41 2 158
healthcare 72.78% 25.95% 1.27% 100%
social ser.
Security 49 28 2 79
criminal 62.03% 35.44%  2.53% 100%
Everyday 20 7 3 30
life 66.67% 23.33% 10% 100%

During selected time most of the texts with econamBlic were re-
lated to quality of life (44.65%), culture (20.23%¥ronomy (20.%), politics
(9.87%) and sport (1.34%). We must underline thexbid was, when this
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paper was wrote, in the beginning of election cagrpégeneral elections
took place on March 16, 2014) so it is reasonatrgdurnalists to pay spe-
cial attention to economy question. Average daalte rof economy subjects
in Blic during 2013 were 9.17%. Same tendencies we carnnsease of
Politika and Kurir. During these 7 days there were only 5 contents tabou
women entrepreneurs.

Conclusion

This article is a review of the core of dealing wéconomy and
entrepreneurship issues in Serbian media in geneitl special wiev on
women's entrepreneurship.

Findings show that research interest of media tnepreneurship is
increasing, particularly during recent years. Indraesectors, the combina-
tion of industry deregulation and privatization ptad with technological
advancements in information and communication heeght many taught
issues. Entrepreneurial activities play increasingiportant roles in build-
ing market business success. We think that thearelsenterest in media
and entrepreneurship will keep moving up and atsore issues and re-
search questions will come forth in the coming gebut political influence
in media and economy is still too strong, so wendbexpect radical chang-
es soon.

From the media perspective, male entrepreneurstrgcted more at-
tentions, whereas women's is less addressed aedtigated. From the en-
trepreneurship cove ridge perspective, some emneprship subtopics are
studied much often than the others, especiallyas@timponent of econo-
my. This uneven distribution might be caused byrtatire of media indus-
try and entrepreneurship (e.g. family business liscarrent topic in news-
papers, while financing entrepreneurs is commosoime other industries).
It is found that the entrepreneurship subtopicsraaginnovation and crea-
tivity are more frequently, as they are the joinai@acteristics of both media
and entrepreneurship. Also, family business is lerofocus for research
because in Serbia companies are mostly small adédumesized.

Related to theory, very few efforts have been ntadevestigate how
media affect the woman's entrepreneurship phenonfemang 5 articles
found, journalists were mainly focused two issugsmen’s role on entre-
preneurship, and the description of well- known @arentrepreneurs.
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So, media’s impact on women's entrepreneurshipt cenhelpful to
encouraging the female entrepreneurial spirit.him $ame time there is lot
of evidences for the role of media in influencingifical decision-making,
the public and individual conception and attituBeom the social and psy-
chological perspective, woman's entrepreneurships-an innovative and
creative way of conducting business — can be edd¢ca&nhanced and af-
fected by the discourse carried by media forms. Thessage and
knowledge conveyed by media are crucial in building role model, the
social-attitudes to the entrepreneurial activityg @awen the systems to foster
or to hinder the entrepreneurship. Therefore, usneglia to encourage en-
trepreneurship can be very instructive.

Nowadays, many issues confronted with media ingkssin a dynam-
ic and changing environment can be discussed amdldththrough studies
and research in the entrepreneurship domain. A&lstvepreneurship activi-
ties can be encouraged and enhanced by the meansd. Therefore, a
future research agenda needs to be made to inaestige way by which
media and woman's entrepreneurship can promotdetelopment of each
other reciprocally and successfully.
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Nevidljivo preduzetniStvo - zanemarivanje zenskog
poslovanja u srpskm masovnim medijima

APSTRAKT

Brz razvoj tehnologije i komunikacione nauke ondegaju visoku mobil-
nosti ljudi, robe, kapitala, menadZera, radnika glabalizovanom trzistu. Predu-
zetniStvo je postalo sinonim za korporativhe kolkagije, ukljwuju¢i odnose sa
javno%u, marketing, oglaSavanje, korporativhu druStvemgavornost i srodne
discipline. U takvom komunikacionom sistemu gotmmogde je da se izoluju iz
Zenske od muskih komunikacionih aktivnosti. I tgko teSko? M# komunika-
cionim kanalima neophodnim za unageeje trziSta, brendiranje i reklamiranje
Zenskog preduzetnidtva je za masovne medgm najslabija karika. Tema ovog
rada su mediji u Srbiji, njihov uticaj na ekonomgk®cese u tranziciji, javno
mnjenje, bazirano na koncentraciji vlasniStva i dgovarajwim medijskim zako-
nima, samocenzuri, stereotipima, predrasudamachsli Analiza sadrzaja medija
u nekoliko dnevnih novina iz Srbije tokom jedneeljedu februaru 2014, kvali-
tativno i kvantitativno pokazuje da mediji plasirtagmocije umesto informacija,
kada informiSu javnost u oblasti ekonomije.

KLJU CNE RECI: komunikacije, ekonomija, emocije, informacije, nvaso
mediji, Zensko preduzetnistvo
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