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	Iraq  348 (78%)
	Pakistan  5 (1%)
	Gaza  8 (2%)
	Somalia  14 (3%)

	Afghanistan  45 (10%)
	Algeria  10 (2%)
	Global  14 (3%)
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4 Jihadist Media in July 2007
4.1 Geographic and Organizational Focus

Charts 1 and 2, respectively, show the geographic and 
organizational focus of jihadist media products that appeared in 
July 2007. Both tell the same story — Iraq is the overwhelming 
focus of attention. In Chart 1 we see that 78 percent of jihadist 
media products with a readily identifiable geographic focus 
(348 out of a total of approximately 446 items) concentrated 
on Iraq. Chart 2 shows that two Iraq-based organizations, the 
Islamic State of Iraq and Ansar al-Sunnah, together were the 
focus of the bulk of jihadist media in July 2007; 48 percent 
and 33 percent, respectively, of media items released in that 
period focused on those two groups.

Afghanistan was the second-most important topic of concern 
for jihadist media in July 2007, accounting for approximately 
10 percent of total production, whether measured in terms 
of geographic or organizational focus. Somalia was the third-
best represented region in terms of both geographic and 
organizational focus, with the latter coming in the form of the 
Young Mujahidin Movement. Seen purely in terms of geographic 
focus, “global” products, an admittedly subjective category, 
were as prominent as Somalia-centered items. Media products 
focused specifically on Al-Qaeda central or Al-Qaeda in the 
Islamic Maghrib accounted for only a fraction of July 2007 
jihadist media production.

One caveat and two conclusions follow from these results. 
The caveat is that the information provided in Charts 1 and 
2 speaks only to crude totals; it does not tell us which of the 
media products in question reached the greatest number of 
viewers and readers, which had the greatest impact, or which 
were amplified through coverage in mainstream media. One 
could plausibly argue, for example, that the three statements 
by Ayman al-Zawahiri that appeared in July 2007 were 
significantly more important than the 14 statements by the 
Somalia-based Young Mujahidin Movement. Obvious as such 
a conclusion might seem, however, it would require significant 
additional research to prove, and it is not at all obvious that we 
currently possess reliable methods for evaluating the true reach 
and influence of internet-based jihadist media.

The first firm conclusion that flows from the data is that the 
three regions on which the bulk of jihadist media focuses 
— Iraq, Afghanistan, and Somalia — are all zones of armed 
conflict, albeit to varying degrees. The second is that Al-Qaeda 
central, which releases comparatively few media products, has 
been eclipsed in terms of aggregate jihadist media attention by 
affiliates actively engaged in ongoing armed struggle in Iraq, 
Afghanistan, and Somalia.

	AS  142 (33%)
	ISI  205 (48%)
	JI  7 (2%)
	Taliban  42 (10%)

	YMM  14 (3%)
	AQ  9 (2%)
	AQIM  8 (2%)
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4.2 Format and Genre

Charts 3 and 4 show, respectively, the format and genre of July 
2007 jihadist media. Chart 3 shows the breakdown between text 
and video for items that fell into one or the other of those two 
categories in July 2007. Text products totaled 408 items, or 90 
percent, while videos totaled 41, or 9 percent. Chart 4 shows 
that operational and topical statements comprised the vast 
majority of media products — 431 items, or 96 percent. More 
in-depth materials focusing on broader issues were significantly 
less well represented: 10 books (2 percent), four essays (1 
percent), and five periodicals (1 percent).

Periodicals are an important genre of jihadist media 
production. July 2007 saw the release of five significant 
online periodical publications: a collection of past issues 
of Biographies of Eminent Martyrs, a periodical from the 
Islamic State of Iraq produced by Furqan and distributed by 
Fajr that focuses primarily on Arab fighters who come to Iraq 
in search of martyrdom; Issue 39 of Sada al-Rafidayn [Echo 
of Mesopotamia], produced and distributed by GIMF; Issue 
17 of Sada al-Jihad [Echo of the Jihad], also produced and 
distributed by GIMF; Issue 2 of Hattin, an Urdu-language 
publication produced and distributed by Fajr; and Issue 9 of 
Vanguard of Khorosan, a publication about Afghanistan and 
Pakistan produced and distributed by Fajr.

Charts 3 and 4 indicate that while video remains the most 
attention-getting genre of jihadist media, this should not lead 
us to discount the importance of text materials, which account 
for the majority of media production. In particular, periodicals 
released by established MPDEs and focused on specific 
theaters of combat can and should receive greater scrutiny.

The preponderance of text materials is an important indication 
that we cannot and should not discount the importance of 
books, essays, and periodicals. The 10 books that were posted 
among quasi-official jihadist media products, primarily on the 
“news” sections of forums, were mainly global in focus and 
generally appeared without “branding” by an MPDE (although 
the Global Islamic Media Front issued three books). Titles 
included a collection of poetry about Al-Qaeda by Muhammad 
al-Zuhayri, The Largest Rare Military Encyclopedias, Rulings on 
the Martyr in Islamic Law by Abd al-Rahman bin Ghirman bin 
Abdallah, and the full Adobe Acrobat text of Bob Woodward’s 
Plan of Attack.

Chart 3

Chart 4

	Text  408  (90%)
	Video  41 (9%)

	Audio  2 (.5%)
	Image  2 (.5%)
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4.3 Producers and Distributors

As was noted earlier, the division of MPDEs into “producers” 
and “distributors” is largely symbolic. In point of fact, these 
are branding mechanisms, as it is impossible to determine with 
any accuracy on the basis of available open-source information 
whether the “organizations” represented by logos on jihadist 
media products are actually producing or distributing 
statements, or even whether they really exist. Yet they play an 
important role, both in establishing the legitimacy of a given 
media product and in linking products that come from various 
armed groups and geographic regions.

Charts 5 and 6 show the main “producing” and “distributing” 
MPDEs for July 2007. Taken together, they provide a general 
overview of the most widely encountered branding mechanisms 
that establish the legitimacy of jihadist media products. 
Excluding those MPDEs that are affiliated or associated with a 
single group, we arrive at the following list of MPDEs that either 
produce or distribute media products on behalf of more than 
one jihadist group: Fajr, GIMF, and Sahab.

A number of conclusions emerge from this result. First, these 
three MPDEs are the consistent and predictable branding 
mechanisms for media products associated with more than 
one jihadist group. They are also the point of contact, through 

an “accredited correspondent,” with the forums that actually 
distribute materials on the Internet. This means that at the 
very least links of trust must exist between both the MPDE and 
the armed group, and the MPDE and forum administrators. 
In other words, for Fajr to have a consistent association both 
with ISI and AQIM, as well as a “correspondent” capable of 
posting materials to the dedicated “news” sections of jihadist 
forums, there must be at a bare minimum a trusted channel 
of communication that links all of the entities. The individuals 
involved may not necessarily be personally acquainted, and they 
may change over time, but the trusted communications channel 
itself must exist.
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Second, Fajr, GIMF, and Sahab are, by virtue of their consistent 
ties to more than one armed group and a number of forums, 
crucial guarantors of authority and credibility. Information 
operations intended to undermine the effectiveness of jihadist 
media should target these “brands” in order to sow confusion 
and muddy the information space that jihadists have carved out 
for themselves.

Finally, just as Al-Qaeda represents a mere fraction of total 
jihadist media production, its main MPDE, Sahab, is a relatively 
minor player, quantitatively speaking, in the overall flow of 
jihadist media.Chart 5

Chart 6

	AS  142 (33%)
	Fajr  181 (42%)
	Furqan  15 (3%)
	GIMF  35  (8%)

	MFT  36 (8%)
	Sahab  12 (3%)
	AQIM  8 (2%)
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	Fajr  345 (79%)
	EJMC  21 (5%)
	Ansar  3 (1%)
	SJT  36  (8%)

	Sahab  11 (3%)
	JME  4 (1%)
	GIMF  15 (3%)
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The material collected and analyzed here gives rise to a number 
of key findings and suggestions for future research on jihadist 
media. I present first the key findings and then suggested topics 
for further research.

5.1 Key Findings

n	 The “original” Al-Qaeda led by Osama bin Laden accounts 
for a mere fraction of jihadist media production

•	 While statements by Al-Qaeda leadership figures 
like Ayman al-Zawahiri draw significant attention in 
mainstream media, particularly in the English-speaking 
world, a careful review of jihadist media production in 
July 2007 shows that Al-Qaeda central is a relatively 
minor quantitative presence. This is not to discount 
the possible importance of statements by Al-Qaeda 
leadership figures, but rather to suggest that they should 
be viewed in the overall context of the media products 
that make up the bulk of the daily jihadist news flow.

n	 Media production and distribution entities serve to link 
varied groups under the general ideological rubric of the 
global jihadist movement

•	 The same MPDEs that “brand” jihadist media also 
create virtual links between the various armed groups 
that fall into the general category of Al-Qaeda and 
affiliated movements. Gaining quasi-official status 
through consistent usage, these MPDEs not only certify 
for consumers of jihadist media that they are receiving 
“genuine” products, but also create the impression of 
a single, interconnected armed effort proceeding under 
the ideological umbrella of Al-Qaeda.

n	 Three key entities connect Al-Qaeda and affiliated 
movements to the outside world through the Internet

•	 Three key MPDEs — Fajr, GIMF, and Sahab — not only 
receive materials from more than one armed jihadist 
group but also post those materials to the Internet. 
Figure 17 shows the full media nexus with those three 
MPDEs highlighted. At the very least, this points to the 
existence of a trusted communications channel linking 
these MPDEs both to the groups in question and to 
forum administrators.

n	 Information operations intended to disrupt or undermine 
the effectiveness of jihadist media can and should target 
the MPDEs that brand these media and act as the virtual 
connective tissue of the global movement.

n	 The bulk of jihadist media production is text

•	 While video is an important component of jihadist 
media, text products still account for the overwhelming 
majority of the daily media flow posted to forums. 
Within text products, periodicals released by MPDEs 
and focused on specific “fronts” are an important genre 
that deserves more scrutiny from researchers.

n	 The vast majority of jihadist media focus on conflict zones

•	 The study found that media products focused on 
Iraq, Afghanistan, and Somalia, or on armed groups 
operating in those areas, account for the vast majority 
of jihadist media in July 2007. Each of these areas 
includes zones of armed conflict.

n	 The priorities of the global jihadist movement are Iraq, 
Afghanistan, Somalia, and North Africa

•	 Using media attention as a gauge of priority, the 
geographic regions that are of the greatest importance 
to the global jihadist movement are, in order, Iraq, 
Afghanistan, Somalia, and North Africa.

n	 Jihadist media are attempting to mimic a “traditional” 
structure in order to boost credibility and facilitate message 
control

•	 Recent years have seen the rapid development of 
increasingly interactive Internet-based applications 
and social networks sometimes termed Web 2.0. 
While conventional wisdom holds that jihadist media 
have been quick to exploit technological innovations 
to advance their cause, the development trend seen 
in this study suggests that jihadist media are moving 
toward a more structured approach to online media 
based on consistent branding and quasi-official 
MPDEs. Their reason for doing so is likely a desire 
to boost the credibility of their products and ensure 
message control.

5 Conclusions
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n	 The branding of jihadist media is consistent and systematic

•	 The daily flow of jihadist media that appears on the 
Internet is consistently and systematically branded. For 
example, video clips of attacks by the Islamic State 
of Iraq are always released under three “brands”: the 
ISI, Furqan, and Fajr. The branding of other products 
is similarly consistent, although associations and 
affiliations may vary from group to group and may 
change over time.

5.2 Further Research

The following questions emerge from the material analyzed in 
this study and could form the basis for future investigations of 
jihadist media and related topics.

n	 Does the “attention profile” of jihadist media map to the 
financing of operations?

•	 Ethan Zuckerman’s research on Global Attention Profiles9  
has shown that the amount of attention mainstream 
media devote to particular regions generally reflects 
the gross domestic product of the regions in question. 
Transferring this insight very broadly to jihadist media, 
which focus on zones of armed conflict, we arrive at the 
hypothesis that the “attention profile” of jihadist media 
may reflect the distribution of financing for the operations 
carried out by groups under the ideological umbrella of 
the global jihadist movement.

9  See http://h2odev.law.harvard.edu/ezuckerman/

n	 How have jihadist media changed over time, and what do the 
changes tell us about the global movement’s structure and 
priorities?

•	 The snapshot of jihadist media presented in this study 
is necessarily static, focusing as it does on products 
released in July 2007. A review of a broader chronological 
sample could provide important insights into the changes 
that have occurred over time in the structure of jihadist 
media and the extent to which those changes reflect 
shifts in the movement’s structure and priorities.

n	 Which jihadist media products attract the greatest number 
of readers/viewers on forums, and which media products are 
amplified through coverage in mainstream media?

•	 The current study limits itself to an examination of 
jihadist media production through the prism of the 
MPDEs that are responsible for its release and the regions 
and groups on which it focuses. The analysis could be 
broadened in two directions. First, the application of 
methods for measuring the reach and impact of online 
materials could give us a better sense of how many 
viewers and readers jihadist media are affecting in their 
original form. Second, augmenting this material with an 
analysis of mainstream media coverage, both in Arabic 
and English, could help us to arrive at a more complete 
and methodologically grounded understanding of the 
real impact jihadist media efforts are having on hearts 
and minds both in the Arabic-speaking world and in the 
broader international context.



Daniel Kimmage is a senior regional analyst 
at Radio Free Europe/Radio Liberty (RFE/RL). Most 
recently, he is the coauthor, together with Kathleen 
Ridolfo, of Iraqi Insurgent Media: The War of Images 
and Ideas. Kimmage joined RFE/RL in 2002, providing 
analysis about Russian affairs. From December 
2003 to 2007, Kimmage covered developments in 
Central Asia for RFE/RL, where he edited the RFE/
RL Central Asia Report and wrote for the daily RFE/
RL Newsline.© His current research focuses on the 
interplay of communications technology, ideas, and 
politics. 

Kimmage writes frequently about security issues, 
terrorism, and the evolving ideology of violent jihad. 
He has worked as an independent Arabic-English 
translator and consultant, providing translations 
and analyses of texts by Al-Qaeda theorists, as 
well as jihadist Internet forums. He received his 
undergraduate education at the State University of 
New York at Binghamton and went on to earn an MA  
in history in 1996 from Cornell University.

ABOUT THE AUTHOR

The Al-Qaeda Media Nexus:  
The Virtual Network Behind the Global Message
An RFE/RL Special Report
By Daniel Kimmage
© 2008, RFE/RL, Inc.
1201 Connecticut Avenue, NW
Washington, DC 20036

Radio Free Europe/Radio Liberty (RFE/RL, Inc.) is a private, 
international communications service to Eastern and Southeastern 
Europe, Russia, the Caucasus, Central Asia, the Middle East, and 
Southwest Asia, funded by the U.S. Congress through the Broadcasting 
Board of Governors.

The author would like to thank Shivani Kakde for her invaluable 
assistance with research, data analysis, and graphic design.



An RFE/RL Special Report 
By Daniel Kimmage

march 2008

the al-qaeda media nexus
Washington, DC 

Donald Jensen 
Director of Research and Analysis 
1201 Connecticut Ave. NW 
Washington, DC 20036, USA

(+1) 202 457 6900

www.rferl.org

The Virtual 
Network behind 

The global message

Prague, Czech Republic

Jeffrey Gedmin 
President 
Vinohradská 1, Prague 1 
110 00, Czech Republic

(+420) 2 2112 1111


