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Socialist Industrialization and the Visual Representation of 

Female Athletes in China: A Case Study of Cover Images in the 

Magazine Xintiyu (New sports)

Authors
xinghui he - Beijing Sport University,School of Journalism and Communication

yuxin ma - University of Louisville

xue Bai - Beijing Sport University

Abstract
Socialist China as a developing country has a unique industrial experience which has evolved in the 
historical context of complicated interactions of industrialization, the struggle for national 
sovereignty and the establishment of socialist system. That industrial experience has not only 
shaped the visual representations of Chinese female athletes, but also articulated “gender equality” 
in ways different from that in other developed countries. This article is a case study of the cover 
images of female athletes in the magazine Xintiyu (New sports) founded by All-China Sports 
Federation in July 1950. Through a systematic study and analysis of those images over the past 
seventy years, the article will answer these questions: what kind of female cover images has the 
magazine circulated over time? Was there any connection between those images and the process of 
industrialization in Socialist China? How did those images encode different meaning of “gender 
equality” over time? The article argues for the diverse meaning of “gender equality” in different 
social contexts, promotes mutual understanding and tolerance among different cultures, and helps 
make a global society with greater equality through sports media.

The research reveals that visual representation of female athletes on the covers of Xintiyu has 
undergone significant changes over three periods. The first period is from 1949 to 1977 when 
Socialist China industrialized based on the model of planned economy.The second period is from 
1978 to 2001 when economic reform gradually transformed China into a Socialist market economy, 
Chinese industrialization was heavily influenced by international experiences, with the massive 
introduction of advanced technology, equipment and production lines from developed countries. 
The third period is from 2002 to 2019, China has entered the era of developing strategic new 
industries, with the logic of closing down backward industries which consumed more energy and 
caused much pollution and investing on sustainable new industries that were harmless to the 
ecology. Sports industry is environment-friendly and sustainable, and developing sports industry 
goes well with the new economic policy and yields high returns.

Corresponding to major economic changes in those periods, the visual representations of female 
athletes has gone through tremendous changes, from working class women to professional athletes 
and world champions, then to elite female athletes who entertain. As China entered the new 
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millennium, sports industry has become a new favorite of the government. Yet the culture of 
Chinese sports has been increasingly under the influence of the capital, and the visual 
representations of female athletes neglected their self-perceptions, gender consciousness, and their 
agency in making life choices. Such negligence in media renders women athletes passive and leads 
to greater gender inequality in China. Future report should stay close to how women athletes look at
their lives and career from different feminine perspectives. Doing so will promotes greater social 
tolerance to women in sports.

We will use PowerPoint to make the video. The PowerPoint will include slides, graphics, our voices
and the cover pictures in the magazines which can show the typical images of Chinese female 
athletes in different periods vividly.

Submission ID
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Public Service Media, Sports, and Cultural Citizenship in the Age

of Social Media: An Analysis of BBC Sport Agenda Diversity on 

Twitter

Authors
Xavier Ramon - Universitat Pompeu Fabra

Jose Luis Rojas - Universidad de Sevilla

Abstract
As a crucial part of their mandate, Public Service Media (PSM) has historically used sports content 
to build and maintain cultural citizenship (Rowe, 2018). In a landscape characterized by ‘digital 
plenitude’ (Hutchins & Rowe, 2009), concerns about how PSM will be able to fulfil their remits and
enhance cultural citizenship through new platforms—including social media—are all the greater. 
These concerns are particularly significant given that PSM’s ability to foster such citizenship 
through linear sports broadcasting is being threatened by major challenges, including dwindling 
resources and growing competition from pay-TV channels and on-demand streaming services 
(Hesmondhalgh & Lotz, 2020; Hutchins, Li, & Rowe, 2019; Ramon & Haynes, 2019).

Sports diversity is fundamental to constructing cultural citizenship. Thus, delivering diverse content
should remain a cornerstone of PSM in their myriad platforms: they should not only concentrate on 
major sports but also provide exposure to traditionally underrepresented disciplines and individuals,
including sportswomen and athletes with disabilities (Horky & Nieland, 2013; Rowe, 2004). 
Following the increasing impact of mobile devices and wireless technologies (Hutchins, 2019), in 
the recent years, social media has remarkably altered the sports-media nexus (Pegoraro, 2014). 
Platforms like Twitter have offered PSM new opportunities to deliver high-quality sports content 
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and engage with their audiences. Yet, a central question remains: is Twitter being leveraged to 
promote diversity or is it a platform where long-held inequalities persist?

Focusing on the British context, this study examines the agenda diversity offered by the BBC 
through its sports-centred Twitter account (@BBCSport). Three research questions have guided the 
investigation:

 RQ1. What is the volume and frequency of content published by @BBCSport?

 RQ2. What is the agenda of @BBCSport? What is the amount of coverage devoted to 
sportswomen and athletes with disabilities?

 RQ3. Which multimedia elements are used by @BBCSport?

Individual posts were retrieved using Twitonomy, processed with Microsoft Excel, and examined 
through quantitative content analysis (Bryman, 2016). The codebook included the following 
variables: (1) date of publication, (2) sport covered, (3) gender of the sportspersons discussed, (4) 
disability sport or non-disability sport, and (5) multimedia elements included in each tweet.

The analysis of more than 11,100 tweets over a 3-month period shows that BBC is remarkably 
active on Twitter and uses a wide range of multimedia elements to capture users’ attention and 
provide the most complete coverage possible. That being said, their content reinforces, rather than 
counteracts, the long-standing diversity imbalances present in the analogue age. Following a clear 
pattern of continuity, social media platforms seem to perpetuate a fairly restricted and routinized 
agenda. The overload of football content, combined with prominent attention on other popular 
sports in the UK such as rugby, cricket, athletics, tennis, and motorsports, leaves little room to 
showcase minority disciplines. Moreover, the enduring invisibility of sportswomen and athletes 
with disabilities is not challenged on Twitter. In the light of the male-centred, football-driven, and 
able-bodied agenda displayed by @BBCSport, the paper discusses the ways in which PSM outlets 
should reimagine their social media strategies to adequately contribute to fostering cultural 
citizenship.

Submission ID
571

Self-Enterprising eSports: Meritocracy, Precarity, and 

Disposability of eSports Players in China

Authors
Zhongxuan Lin - Jinnan University

Yupei Zhao - Zhejiang University

Abstract
The emerging realm of eSports has become an inescapable part of overall sports and game culture. 
However, this study investigates eSports beyond sports and games, regarding it as a meta-change in 
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the context of neoliberal Chinese society. In particular, this study focuses on the practices of 
Chinese eSports players to explore research questions of why and how eSports practitioners, 
especially professional players in China, have transformed themselves into new, self-enterprising 
subjects. Based on data collected from our fieldwork and interviews, this study demonstrates that 
Chinese eSports players pursue meritocracy, suffer from precarity, and face disposability in the 
future. The study finally proposes questions for sports ontologies and the challenges that eSports 
have created for the games empire.

Submission ID
625

"The Rise of Mothers in Elite Sports" – Gender, Media and Sport

Authors
Alina Bernstein - School of Media Studies, College of Management Academic Studies (COMAS)

Abstract
Much of the academic research on sport media over the decades has examined the amount and types
of coverage received by female athletes and women’s sport when compared to the male equivalent. 
Hundreds of studies have shown how sport media generally offer far more space and greater 
emphasis to male athletes regardless of the type of sport, level or age of competitors, medium type, 
or host country of the media outlet. An overwhelming number of studies have also concluded that 
female athletes receive different treatment, although explanations as to how exactly this trend plays 
out and what can be done to undermine it, vary. These studies ruled that not only do female athletes 
suffer ‘‘symbolic annihilation’’ due to lack of media coverage, but that what amount of coverage 
they do receive only further reinforces the gendered hierarchy of sport. Many of these practices are 
so deeply woven into the fabric of women’s sport coverage that the majority of the public does not 
even notice them, let alone question their nature. One such marginalising practice, as this study 
shows, is linked to female athletes’ impending or existing motherhood. Though having somewhat 
improved over the years, the ongoing, sexualised and dismissive portrayal of sportswomen at the 
hands of predominantly male-run sports media and content platforms, is has not been eradicated 
quite yet. That being said, one must recall that sport consumption is a mediated process – from 
subject to framing, and frequency of coverage – these choices all inevitably impact audience 
perceptions of value and quality which is why, the media’s very interest in women pursuing 
athletics during pregnancy and beyond is crucial as it demonstrates how pregnancy, motherhood and
sport are in fact not mutually exclusive.

Within the broader context of sportswomen’s media representation, this study turns the spotlight 
specifically onto media representations of elite athletes who are mothers. As it is clearly unfair to 
assign a singular identity to athlete-mothers and is therefore, no wonder that the media, which in 
itself is far from one-dimensional, portrays a more complex identity, especially outside the sports 
sections. However, as some sports pages and reader comments have indicated, the “mother, first; 
athlete, a distant second” narrative framing of female athlete-mothers in which their athletic 
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accomplishments are undermined in favour of a more sympathetic maternal portrayal, is a long way 
from obsolete. In order to further our understanding of the complexity of an athletic mother identity,
this study focuses on the media coverage of Serena Williams’ motherhood who in September 2017, 
gave birth to a daughter in an emergency cesarean-section. The discourse surrounding Serena 
Williams across various media platforms underscores the problematised, undermined and often 
clashing identities of mother and elite sportswoman, and yet through her example, the discussion 
becomes that much more multi-layered, fluid and empowering than previously observed.

Submission ID
737

Russian World Cup, Chinese Stories: Media “Domestication” of 

CCTV5 Sports News

Authors
Chen Lei - Shanghai International Studies University

Abstract
Between June 14 and July 15 in 2018, the FIFA World Cup firstly went to Russia. No matter how 
disappointing China Men’s National Football Team failed in the qualification, the second largest 
economy still orchestrated the most onsite journalists among non-participant counterparts. By 
means of “domestication”, different national media made news and created festive air around the 
mega sporting event to local audiences in an acceptable, appealing and resonant manner.

    In view of that no previous researches have connected journalistic “domestication” with FIFA 
World Cup, this article addresses two propositions. Firstly, the author works to analyze the 
strategies used by China Central Television 5 (CCTV5), largest state-run sports channel of TV 
station in China, to localize the world-known sporting event. More importantly, the writer purports 
to find out the key factors accounting  for the active engagement of CCTV5 in the coverage of a 
non-participant game of national teams. Hence, we can identify how media production of socialist 
China is powered by globalized market economy.

    The research presented here employs framing analysis based on televised images and discourses. 
The flagship program “Sports News”, aired once per day, is used as the case from June 1 to June 30,
2018, that is, 13 days before the opening ceremony, 14 June, until the end of the group matches, 
given the fair media exposure premises and observation of the content changes.

    The study argues that Chinese fans watch FIFA World Cup mainly because of their fandom 
identification. Therefore, the author records the time length of all the videotapes within sampling 
period, calculates the length percentage of each national team mentioned, counts the word 
frequencies of individual football players, and documents the distributions of news themes to teams,
competitive performers and other actors. As such, we can identify these elements and strategies 
combined by the medium to make the event domestically recognizable.
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    The writer supposes that the strongest driver for CCTV5 to report this sporting event owes to the 
economic factor, which explains why it showed such great enthusiasm for reporting a faraway event
that the national team didn’t even play. State-owned CCTV5 has an enormous viewership 
foundation, based on which the channel produced its programs closer to the audiences according to 
the attention economy characterized by socialist market economy. This article offers a new 
perspective to see global sports information flow at state-run media economy lenses. Implications 
and suggestions will be discussed in the full paper.

Submission ID
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Climbing as an Olympic Sports – the Impact of Mediatization and

Mega-Events on Trend Sports

Authors
Janine Schröder - Macromedia University

Thomas Horky - Macromedia University

Abstract
In 2016, the International Olympic Committee announced climbing will be part of the Olympic 
Games 2020 for the first time (IOC, 2016). Climbing is a young sporting discipline which has its 
origins in the 1970s. During this time, the core values of individuality and freedom have also been 
formed (Hammächer, 2014). The Olympics are a mega-event of modern times and generate huge 
interest in media worldwide (Tomlinson, 2017). In order to participate in the Olympics, sports have 
to fulfil organizational requirements and simultaneously want to inspire many spectators in order to 
get awareness in media. Most recently, this has been analyzed by the example for the new olympic 
sport of skateboarding (Schwier, 2019). Media, sport and economy have a special relationship to 
each other. Media want to attract viewers with exciting sports. Sports, contrarily, want to be exciting
in order to generate the interest of sponsors through media awareness (Schauerte & Schwier, 2004). 
The process is researched as the mediatization or medialization of sports (Birkner, 2019; Couldry &
Hepp, 2013; Frandsen, 2019, Krotz, 2001; Meyen, 2009).

Climbing is a trend sport that depends on public funds for organizational development. This 
problem raises the question of what impact the Olympic Games will have on climbing in terms of 
mediatization and development as a sport, in particular on different levels like the societal context, 
organization, and structure of sports. In addition, it will be questioned whether climbing is 
commercialized by the Olympic Games and, if so, what effects this commercialization has on the 
sport itself.

Based on the theoretical approach of different patterns and levels of media sports (Horky, 2009), 
climbing in Germany will be analyzed in regard to mediatization, and the particular influence of the
mega-event Olympic Games. After defining several characteristics for the mediatization of climbing
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based on a document analysis, the paper presents findings of five semi-structured and focused 
interviews (Bailey, 1994). Representatives from different areas of climbing (athlete, association), 
the media (tv journalist) and a sport scientist were asked about the development, impact of media 
and the upcoming 2020 Olympics in Tokyo.

The results demonstrate that climbing is in a state of upheaval. In different ways, the trend sport 
adapts to the media on social, organizational and structural level, increasingly since climbing was 
accepted as a discipline for the Olympics. However, not all changes can be clearly attributed to the 
process of mediatization – as a young upraising sport, some of the developments may also be 
founded into the sports and its origins itself. With regards to the impact of business and 
monetarization, it can be assumed that the sport climbing has already been commercialized in 
Germany before 2016. But, clearly the interest of sponsors has been much stronger since its 
inclusion into the program of the Olympics. The presented results for the impact of mediatization on
climbing in Germany additionally seem to demonstrate a good example for the development of 
climbing as a sport and the future of trend sports worldwide.

List of references added with presentation.

Submission ID
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Agendas and News Production in two digital sports media

Authors
Sergio Ricardo Quiroga - Profesor Instituto Cultural Argentino de Educación Superior (ICAES)

Abstract
This paper examines the analysis of the agendas, the production of news and the thematic frequency
of three two sports digital of the province of San Luis in the period 2019-2020. The media 
examined are "Pasión Deportiva" Radio Popular de San Luis 
(https://www.radiopopularsanluis.com.ar/pasion-deportiva/) and "Abran Cancha" 
(http://www.abrancancha.com.ar). The analysis methodology has been the survey of the journalistic 
contents of the two media and the conduct of semi-structured interviews with directors and 
journalists of each media.

The sources of information can be defined “people or groups of people, organized or not, who know
the facts that the journalist will end up becoming news” (García Santamaría, 2010, p. 521). 
Journalistic sources have a direct impact with the quality information that means in the newsrooms 
more work, more time in the construction of the news, elements that the media due to their current 
work dynamics do not now have

The media agendas (McCombs & Shaw, 1972) are the result of intense productive processes of 
selection, omission and hierarchy (Roberts, 2005) that occur in the newsrooms (Tuchman, 1978), 
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from which the media structure a thematic proposal giving relevance to some issues to the detriment
of others. The media, when selecting the themes, build representations of reality, although not all 
media have the same power or capacity to install the agenda (McCombs, 2006). On the other hand, 
convergent environments promoted by Information and Communication Technologies (ICT) 
transformed productive routines into newsrooms (Boczkowski, 2004) characterized by new modes 
and times of news production.

Local journalism is trying to redefine its identity in the face of economic, cultural and technological
challenges, amidst the tensions that currently affect the local media in terms of how to operate, to 
intercept the audience and achieve economic sustainability. The crisis that has affected journalism in
recent times is part of a broader digital revolution and has manifested itself with a constant erosion 
and fragmentation of the audience, a large decrease in advertising investments and a broader 
questioning of the credibility of the journalistic mediation and trust in professional authority.

Sports journalism has become a relevant sports specialty since the 1970s, however in the region of 
the central provinces of Argentina; there was no specific training in Argentine universities.

Previous studies expose the growth of academic concern for sports journalism and the relationship 
between sport and the media. We mention some pioneering works edited by Lawrence A. Wenner: 
Media, Sports and Society (1989) and MediaSport (1998), and Sport, Media, Culture: Global and 
Local Dimension (2003).edited by Alina Bernstein and Neil Blain. Then, Garry Whannel (1983) 
conceptualized the intersection between media and sport as a space for social conflict, 
commercialization, globalization, and nationalism and Bernstein and Neil Blain (2003) examined 
the conflicts and tensions between the global and the local in sports communication. Koppett (1994)
analyzed the way in which sports journalism reflects social trends and contributes to increasing 
interest in sport, then Lowes (1999), showed how the organizational structure of newsrooms and 
relations with sources propitiates that information

Submission ID
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Illusion or Reality? ——A Semiotic Phenomenology Analysis of 

the “Electronic Justice”of Contemporary Sports Events

Authors
Wei Wei - Beijing foregin studies university

Shang Ximeng - Beijing foregin studies university

Abstract
Background: With the full-spectrum introduction of VAR technology at the 2018 FIFA World Cup 
in Russia, electronic technology, especially, that where television broadcasting technology nurtures 
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sports events, has become commonplace, becoming an indispensable part of contemporary sports 
events. People are accustomed to accepting the judgments from the all-new “electronic God” angle 
of view which coincident the concept of hyperreal put forward by Jean Baudrillard (1994), such as 
Hawk-eye, Goal-line technology, and VAR. Nevertheless, today, even the judgement of the 
performance of referees, linemen and sports commentators could be reserve for the electronic 
technology (Wei, 2019). The "sheer" authority enjoyed by referees in previous sports games has 
long been superseded by electronic technology, which has almost become the media's "ultimate" 
myth of contemporary sports events (Wei, 2011). The traditional relationships among referees, 
athletes, coaches and sports fans have undergone profound changes due to the involvements of 
electronic technology. At the same time, sports events themselves are undergoing fundamental 
changes (Wei, 2016). For instances, tennis fans have begun to rhythmically use “slow-clap” so that 
the outcome of the Hawk-eye penalty could be checked; VAR technology almost smashed the linear
structure of traditional football games by cutting a game into diversified emotional wild pieces and 
runaway rhythms.

Methodology: The study borrows Roland Barthes' Mythologies (1972) to examine how electronic 
technology has become the "ultimate" myth in contemporary media sports. Umberto Eco's quasi 
sign and mirror image sign theory (1976) are introduced to investigate the unilateral presentation of 
electronic technology. Stephanie Marriott's co-presence concept could partially explain the origin of
the aforementioned ultimate myth. Maurice Merleau-Ponty's Phenomenology of Perception (1981), 
Marvin Minsky's concept of telepresence (1980), and Zhang Yibing's Far-topia (2018) are wielded 
to meet the postmodern illusion of justice brought by electronic technology.

Conclusion: The wide-ranging employment of electronic technology such as VAR in sports events 
is the "ultimate" myth of contemporary media sports, which practically replaces humanism mainly 
focused on referee decisions. The origin of myth is the illusion of "co-presence" in audience 
perception. However, no matter how advanced electronic technology is, quasi sign and mirror 
image sign are nothing more than the unilateral representation of the sign, which cannot thoroughly 
supersede the sign itself. This is the postmodern illusion of telepresence overwhelming the present 
presence from the perspective of semiotic phenomenology. There may be a separation between the 
presentation subject and the representation subject. Therefore, electronic technology cannot bring 
the categorical “fairness” and meet the needs of narrative justice. The humanism of replacing 
sporting events with electronic technology and “cyborg” which combines human and computer is 
debatable. Sport competitions still require human referee’s penalty to maintain a presence of 
“humanism”.

Submission ID
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The Star of Equality: Megan Rapinoe and the FIFA Women's 

World Cup 2019

Authors
Riikka Turtiainen - University of Turku

Abstract
In 2019, FIFA Women's World Cup turned into a mega event with enormous viewing figures. The 
U.S. player Megan Rapinoe became a star of the tournament on and off the field. Her controversial 
presence as an outspoken athlete-activist gained attention worldwide. In my presentation I examine 
her representations in social and mainstream media during the World Cup. Now than the athlete 
activism has become even more prominent it is relevant to examine how athlete activists use their 
social media platforms beside physical acts as part of their protest activities to understand the new 
reality of activism in the digital age (Schmidt et al. 2018; Cooky & Antunovic, 2020). With that in 
mind, I examine how Megan Rapinoe became the sportsperson of the year in 2019. I do that by 
answering the following questions: What did she published on her Instagram profile during the 
FIFA Women’s World Cup 2019? And how the mainstream media treated her performance in and 
out of the football field?

In context of social media I focus on her ephemeral Instagram stories with ethnographic observation
and field notes. I follow Oren Soffer’s (2016) thought about fading (audio)visual social media 
contents as spoken communication. Instagram stories are not originally meant to be permanent 
social media content. They have been created to be momentary glimpses impossible to return after 
certain time frame – like spoken words fade away and disappear. When analyzing the social media 
material I utilize feminist thematic analysis of female athletes’ self-representation strategies on 
social media. The key concepts emphasizing neoliberal post-feminism here are self-love, self-
disclosure and self-empowerment. (Toffoletti & Thorpe 2018.)

As a result, I argue that the time is finally right for the new kind of recognition of women’s football 
and therefore for a rebellious female athlete who takes advantage of this opportunity to raise 
awareness of equality among (sports) people. During the FIFA Women’s World Cup 2019 Megan 
Rapinoe became the rebel who stood for something bigger than herself. She is not afraid to put 
herself in front or be in publicity but as a team sports player she is doing it in the name of the 
female sports and for her team – which is not just the U.S. World Cup winners but the whole bunch 
of LGBTQ, racial etc. people supporting her values. She is selling herself as a product but she does 
it in her unapologetic way without a need to please anyone. That can be seen as a part of a 
neoliberal post-feminism but at the same time there is something different in that arrogant and 
shameless way she acts. She if someone really “dares to shine”.

Submission ID
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Inside the Public Relations of The Tokyo 2020 Paralympic 

Games: Factors Influencing Frame Building of Para-Athletes in 

Japan

Authors
Hiroyuki Shioume - Hokkaido University

Naoya Ito - Research Faculty of Media and Communication, Hokkaido University

Abstract
The Tokyo 2020 Paralympic Games aim to foster a more inclusive society for people with 
disabilities through para-sports. The public relations bureau of the Tokyo Organizing Committee of 
the Olympic and Paralympic Games (TOCOG) has reached out to the mass media in order to 
promote this vision. However, according to the latest survey of media coverage on the Paralympic 
Games, the majority of participants think the Paralympics is not well-understood in Japanese 
society. Furthermore, the public relations practitioners of TOCOG have been struggling with how to
depict and frame para-athletes, because the public seem to perceive the frames as not attractive 
enough, or socially inappropriate.

Framing is seen as a useful tool for public relations practitioners because it facilitates the active 
sense-making process of the targeted public, and enables journalists to process information quickly 
so that they are more likely to make use of it in the media. In the process of frame-building, defined 
as how frames are created and become apparent, various stakeholders in society, e.g. TOCOG and 
the Japanese government in this study, attempt to put forth their perspective on an issue for media 
exposure. In addition to external factors, this process can be affected by internal factors as well, 
such as news values and conventions. In consideration of these facts, the question arises: What are 
the factors challenging the public relations practitioners of TOCOG in depicting and framing para-
athletes, with the aim of promoting an inclusive society in Japan? To answer this question within the
larger context of the frame-building process on para-athletes in Japan, semi-structured expert 
interviews are conducted with the public relations practitioners of TOCOG and its subcontracting 
public relations company, from the angle of each level of the hierarchy of influences model 
consisting of “media workers’ socialization and attitudes, media organizations and routines, other 
social institutions and forces, and the status quo and the interests of those in power in society” 
(Lecheler & de Vreese, 2018; Shoemaker & Reese, 2014, pp. 7–8).

Until now, there has been no research on the factors influencing the frame-building process of para-
athletes from the public relations perspective of the Organizing Committees of Olympic and 
Paralympic Games. The findings of this study will identify the external and internal factors that 
affect the creation of frames. Public relations practitioners and journalists can use these findings to 
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improve their strategies for creating frames which will enable the public to better understand people
and athletes with disabilities. This will contribute to future research on determining what frames are
possible for para-athletes, and which frames promote a more inclusive society and satisfy the 
interests of each stakeholder to the greatest extent possible.

References

Lecheler, S., & de Vreese, C. H. (2019). News framing effects: Theory and practice. Routledge.

Shoemaker, P. J., & Reese, S. D. (2014). Mediating the message in the 21st century: A media 
sociology perspective (3rd ed.). Routledge.
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Sports documentary - From niche into the mainstream

Authors
Joerg-Uwe Nieland - Zeppelin University Friedrichshafen

Abstract
The contribution deals with the new development in sports documentaries and discusses the thesis 
that these media representations of sports have arrived in the mainstream. The starting point is that, 
on the one hand, new production techniques facilitate and cheapen the production of documentary 
films. On the other hand, we see the rise of new forms of distribution such as the Internet, Pay-TV, 
streaming providers. The new potential became particularly apparent with the entry of Red Bull. 
The Austrian energy drink company uses sports documentaries as a marketing tool. Another aspect 
of current developments is the establishment of new narrative structures: sports documentaries 
imitate the storytelling of fictional Hollywood films.

The success of sports documentaries is apparent. In Germany, "Deutschland. Ein Sommermärchen" 
(D 2006) was the most successful documentary film of the last 15 years with 4 million viewers. 
ESPN has broadcast 104 episodes of the documentary series "30for30" since 2009. Sports 
documentaries win Academy Awards for best documentary: "Free Solo" (2019) "Icarus" (2018) and 
"Undefeated" (2012). Our thesis is that "Undefeated" (2012) has set the standard for subsequent 
productions with new storytelling. This method is mainly used in the new sports documentary series
(e. g. “All or Nothing” (Amazon) or “Last Chance U” (Netflix)).

Despite their success, sports documentaries have received little attention from national and 
international research.. In particular, interdisciplinary approaches and concentration on sports 
documentaries are rare. We wanted to close this gap. In a larger project, we are dealing with the 
history, differentiation, differences, and similarities between sports documentaries and fictional 
sports films. In addition, the importance of further providers and distribution channels will be 
considered. We view the interrelation between the development of sport and society by means of 
sports documentaries. In doing so, we look primarily at the medialization, commercialization and 
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politicization of sport. We focus on film aesthetics, the special presentation of different sports and 
the topics relevant to sports and social policy. The result is a systematization proposal for further 
research.

In the proposed contribution we present an excerpt of this examination (about soccer) of sports 
documentary and update this research area. We would like to give an overview of the characteristics
and differentiation of this sub-genre with three film analyses. Firstly, the film "Deutschland - Ein 
Sommermärchen" (D 2006), which gives an insight into the German team during the 2006 FIFA 
World Cup in Germany. The second is the portrait film "Trainer! (D 2013) which provides insights 
into the training and working methods of three German soccer coaches and their views on their 
profession. For the third "Football under Cover" (D 2008) by Najafi and Assmann. A documentary 
about a women soccer match between a German and an Iranian team.

Our overview of the subgenre soccer documentaries allows statements about the future of sports 
documentaries. We discuss the opportunities for authors and production companies, the new 
narrative structure and the use of films as a marketing tool by associations and clubs.
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Abstract
The interplay between modern sports and popular culture is obvious and well documented. 
Especially at the opening and closing ceremonies of major sporting events, the correlation between 
is visible worldwide.

During the In the art project examined in the contribution, this positive interaction between sport 
and culture turned into a dispute. Rather, a battle of interpretations is raging here, both in the local 
media and in the social networks about the meaning, financing and execution of the art 
performance. The project "For Forest - The unbroken attraction of nature" had presented an 
"authentic forest" consisting of 200 European deciduous trees in the Wörthersee Stadium in the 
Austrian city Klagenfurt for the period from the beginning of September to the end of October in 
2019. “For Forst" has triggered a controversial debate in Klagenfurt and beyond: about the concrete 
art project, the role of culture in public sphere (and space), but also about the relationship between 
sport and culture and the political support of sport.

The contribution first identifies the actors and their positions in the dispute between Sports and 
culture. In a second step, we will present a content analysis from the discourses in the two 
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Carinthian daily newspapers ("Kronen Zeitung" and "Kleine Zeitung") as well as in selected 
Facebook groups. In the third step, suggestions for interpreting the relationship between sport and 
art will be made in the context of the research on the mediatization of sport.

The investigation period for the analysis of the debate in the two daily newspapers is from 
September 2018 to September 2019. The method used is the Qualitative Content Analysis”. This 
method is selected to determine the frames, the speakers, the tendencies of the arguments within the
dispute. The analysis will be flanked by interviews with experts from the media, sport and culture. 
Finally, an observation of three Facebook profiles, on which a particularly intense controversy 
about "For Forest" is being conducted, completes the analysis.

The question of public funding of sports (infrastructure) on the one hand and cultural institutions on
the other hand is controversially negotiated at the local level. The discussion takes place mainly in 
the local media in the sections on culture, sport and local politics. In the cultural section of the 
"Kronen Zeitung" in particular, a special page with question and answer sessions on the project has 
been introduced, where readers are explicitly asked to ask questions which are then answered in the 
Sunday edition. The fundamentally problematized proximity of sports journalism to its actors and 
the way it deals with it has an even stronger effect on the local area.
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Abstract
Social media provides the opportunity for promoting the achievements and opinions of female 
athletes. It has been noted that traditional media gives more space to male athletes (i.e., Vann, 
2014), but now female athletes could “balance the force ratio” through social media. However, the 
online environment has not been flooded solely by positive responses, but also by the extremely 
harsh and critical remarks from so-called fans, who in reality are often haters. Their comments and 
reactions addressed to the athletes through social media can negatively affect both career growth 
and personal life. Moreover, the level of stress caused by the micro-aggressive behavior of the 
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public and fans or trolling in the social media environment can be even higher in the cases of female
athletes (Woodman & Hardy, 2003). Despite the aforementioned risks, social media communication
represents a powerful and beneficial tool and should not be omitted by female athletes, as the results
of this paper show.

The study focuses on the communication of Czech professional female athletes (Zuzana Hejnová, 
Petra Kvitová, Ester Ledecká, Karolína Plíšková, Martina Sáblíková, Eva Samková) in Olympic 
sports disciplines on their official Facebook pages.

In the first phase, the themes of their postings were analyzed. We revealed that the majority of the 
selected athletes’ postings were mainly sports-oriented which corresponds with the previous 
findings (i.e., Smith & Sanderson, 2015). To detect the risks of negative, hateful or inappropriate 
fan behavior, two research questions were posed: How are the posts published on the official 
Facebook pages of selected Czech professional female athletes accepted by their fans? and What 
kind of negative and/or annoying reactions and comments appear on the selected official Facebook 
pages of selected Czech female athletes, and what are they aimed at?

Both quantitative and qualitative content analyses of the selected athletes’ postings and fans’ 
reactions (from July 2018 until December 2019) were conducted.

The results of the study proved that the selected athletes faced various types of negative, hateful or 
inappropriate “fan” comments and reactions that are caused not only by unsatisfactory sports 
results, but in many cases also by an overemphasis on sexuality, seemingly “non-feminine” 
appearance, (over)weight, homosexuality, political orientation, or excess of the promotional and 
commercial content. Although the negative, unfavorable, hateful or annoying comments occur on 
the official Facebook pages of selected female athletes quite often, the reason was in most cases not 
(only) the sports performance but mainly other aforementioned personal factors (cf. Wenner, 1998). 
For the final comparison we also present the examples of a good practice and an effective positive 
communication on the selected athletes’ profiles.
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Abstract
Critiques of media coverage of women in sport have noted the preponderance of heroic and 
exceptionalist narratives that focus more on human and social aspects rather than technical 
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excellence. While such media narratives exist across sports and across geographies, they acquire 
further complexity in societies with deep socio-economic disparities and cultural divisions, serving 
to construct images that can be read through narrow identity-framed lenses. There are athletes who 
make good stories and others, equally accomplished, who don’t fall within the storylines that media 
favours. In an era where sports media and the business of sports are closely connected, given the 
political economy of professional sports, such narratives can have an impact not only on public 
perception of a game and its representatives, but also on the inner dynamics of the sport. The 
potential for visibility in media is often tied, in invisible and invidious ways, to the potential for 
inclusion in the sport, particularly at advanced levels. While scholarship in media representation 
and sport has explored how gender and race play a role in the dynamics of participation and 
success, less attention has been given, particularly in emergent economies and culturally diverse 
societies such as India, to how issues of class, caste, religion additionally impact image making in 
sports journalism. Indian cinema, particularly Bollywood, has engaged in storytelling that fleshes 
out the nuances of the life of a female athlete in individual sports (boxer Mary Kom, wrestler 
Geetha Poghat) and to a limited extent the politics of women’s team sports (hockey, in Chhakde 
India) with the dominant storyline being success achieved against all odds. Is this in fact the only 
narrative in sports image making? Does this narrative preclude other routes to sporting success? 
This paper seeks to understand how media framings of women athletes inscribes certain inclusions 
and exclusions as routine, thus limiting the range of profiles that count as a good story—and by 
extension, the range of individuals who can “become” good stories. Through in-depth interviews 
with sports journalists and textual analysis of profiles of women cricketers in a selection of English 
and regional language (Telugu) newspapers, the paper attempts to understand how intersections of 
class, caste, gender, and religion are balanced with accounts of sporting skill in the process of 
journalistic image making, and how these stories foreground—or dismiss these various aspects of 
an athlete’s persona. The video presentation will include clips from interviews, images and videos 
from a selection of the analysed news stories, along with slides that present our argument. 
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Abstract
Whilst studies have focused on audience consumption patterns of the Olympic games and other 
sporting mega events (e.g., Tang & Cooper, 2012; Devlin & Billings, 2016; Tainsky et al., 2014) 
there remains a significant knowledge gap in audience research in the context of the Paralympics. 
Excluding a handful of small-scale studies, a comprehensive empirical analysis of audience 
reception of the Paralympics, patterns of consumption, attitudes and effects, is absent from 
academic debate. The need for such research becomes more urgent when we consider firstly, the 
successful transition of the Paralympics from relative obscurity to global mega-event, with growing 
audience numbers across the world; and secondly, the important political and cultural role of the 
Paralympics as a vehicle for the empowerment of disabled people through sporting success centred 
on a vision for a more inclusive and equal society (IPC, 2019), which distinguishes it from non-
disabled sporting mega-events.

Using a methodological approach that draws on a nationally representative survey (n=2008) and 
focus group (n=216) data from Paralympic audiences across the UK, this study provides the first 
mixed-method and integrated empirical analysis of Paralympic audiences to date. We attempt to 
identify who the UK Paralympic audience is, before examining audience perceptions of Paralympic 
coverage, and the impact of watching the Paralympics on audience sentiments towards disabled 
people in sporting and everyday contexts.

Paralympic audience research conducted prior to 2012 suggested there was little more than a niche 
audience following, with significant barriers to engaging with disability sport for many (Hodges et 
al., 2015). After two Paralympic cycles since 2012 – and with its elevation to mainstream TV 
schedules – our findings suggest that the UK Paralympic audience is both considerable and 
demographically diverse; largely reflecting Olympic fan demographics (see, Tang & Cooper, 2012; 
Jeffery & Ridinger, 2002; Tainsky et al., 2014). Further, our data implies that spectatorship of the 
Paralympics has facilitated progressive social change, stimulating many audience members to 
reflect on their own assumptions and perceptions of disabled people. Certainly, perceptions of 
Paralympic athletes and disability sport by non-disabled audiences were positive and tensions 
concerning representation and obstacles to engagement were far less pronounced than prior to 2012.
This finding has important cultural significance insofar as it demonstrates progressive social change
over time and demonstrates the power of sport media and public service broadcasting remits in 
challenging attitudes and understandings around marginalised sporting groups and identities.

On the other hand, disabled audiences are somewhat less positive when discussing Paralympic 
coverage and more critical of its role as a vehicle to social change. This tension implies that UK 
Paralympic coverage continues to be viewed by disabled people as relatively exclusionary of the 
vast majority of disabilities, a criticism aimed at much mainstream media in the representation of 
disability on screen (Ross, 1997). Given the high proportion of disabled people involved in the 
production (and on-screen presentation) of the Paralympics in the UK, we identify a potential media
‘deficiency’ between production, representation and consumption of disability content for disabled 
audiences.
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Abstract
La presse écrite et audiovisuelle est un acteur incontournable du système du sport. En effet, par la 
couverture des activités des organisations sportives, elle leur permet de modeler le comportement 
des consommateurs, d’augmenter le nombre de licenciés, de démultiplier l’audience, d’augmenter la
notoriété, etc. Oboeuf et alii (2015 :22) renforcent nos propos lorsqu’ils affirment que « le 
retentissement social d’un sport, sa popularité, tient en grande partie de son degré de médiatisation 
».

Malheureusement, l’on constate en Côte d’Ivoire, une insuffisance de surface médiatique accordée 
aux associations sportives suscitant ainsi la réaction de Soumahoro Mamadou, Président de la 
Conférences des présidents de fédérations de sport, en ces termes : « quand il s’agit de la couverture
des activités, qu’est ce qui se passe ? On donne trente secondes, trois minutes, ça ne suffit pas. Nous
sommes quarante quatre fédérations ». Cette réalité pose un problème de couverture médiatique des 
activités sportives en Côte d’Ivoire d’où la question suivante : qu’est ce qui justifie l’absence des 
médias auprès des fédérations et clubs de Côte d’Ivoire ?

L’objectif de cette étude est de déterminer les raisons qui expliquent l’absence des supports de 
diffusion de l’information auprès des organisations sportives de Côte d’Ivoire. Nous avons dans ce 
sens fait appel à la théorie de la piqûre hypodermique et effectué des entretiens semi-directifs auprès
de 15 médias ivoiriens. Le guide d’entretien est structuré autour des points suivants : les procédures 
d’obtention de la couverture médiatique, la liste des rubriques de sport dans la presse écrite et 
audiovisuelle, les conditions pour la promotion d’une discipline sportive dans les médias, les 
critiques des supports de diffusion de l’information à l’endroit des associations sportives, les 
attentes des médias en matière de couverture médiatique.

Ce travail révèle que l’absence de la presse écrite et audiovisuelle auprès des organisations sportives
est due aux raisons suivantes : faible présence du public lors des compétitions sportives, absence de 
vedettes sportives, faible niveau des compétitions, installation des journalistes dans des espaces où 
ils ne peuvent pas bien rendre compte des événements, absence de ‘’perdieme’’, sorte de motivation
financière remise aux journalistes par ceux qui les sollicitent.
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Abstract
2019-NCoV outbreak brings China to PHEIC which means to pause for the economy and society 
here. Undoubtedly, lots of sport events delayed or were canceled in China. In the meantime, 
Chinese people tends to fitness at home and several categories of on-line sport events emerges 
swiftly which are able to save leisure time and enlarge limited space for public.

As we known, the play theory was introduced to mass communication by the British scholar 
William Stephenson. Naturally speaking, Communication is a game between sender and receiver. 
The most fantastic thing is to permit the audience to immersed in the games who participated in. 
The author will gather the data before, during and after the match about several types of events 
organized by CCTV, Chinese Olympic Committee, the top social media in China and some 
provincial mass media. The observation method will be utilized in sport events organizing 
committee. The deeply interviews will refer to the professional competition officials. The content 
analysis will be applied to the context of registration notice, competition regulations and 
programme on line. The paper will reveal the questions related to performance sports only or all 
other sports, championships series or commercial competition, single events or comprehensive 
events, competitive sports or sports for all, much or less involved in the national or provincial sport 
events.

To testify the hypothesis above, the author makes effort to achieve the conclusion on the 
communication strategy for the on-line sport events. Firstly, the organizer ought to reshape the 
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participating regulations adapting to the players combining with competitive and entertaining 
mentality. Secondly, the producer should create or integrate the high-quality content together with 
curiosity satisfaction. Thirdly, the media and public relations department has specific way to 
construct the channels mixed to the social network mainstream and the focus on different platform 
of clusters. All the elements including organizer, players, program, media and audience consists of 
interactive ceremony chains.

On one hand, the paper will achieve the communication mode and principals on the basis of the 
play theory. On the other hand, the communication strategies are able to instruct the practice of on-
line sport events whatever the users can not go outside in China nowadays even the on-site sport 
event thriving in the near future.

Key words: The Play Theory of Communication, On-line Sports Events, Communication Strategy
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Abstract
Since the beginning of the 21st century, China was locked in a tight battle with the U.S. in the 
Olympic competition-the race to be number one in the medal table.The intense competition between
China and the U.S. for Olympic superiority provides a starting point to observe the dynamic and 
complex representations of national values, ideology and culture between the two countries.

In the past two decades, many social scholars and researches (e.g., Anderson, 1991; Wodak, De 
Cilla, Reigsl & Liebhart, 1999; Hall, 1996) have studied the concept of nation in terms of its 
meaning as an imagined community or mental construct. This meaning can be reflected through 
national discourse, a way which Hall (1996) argues influence our actions and helps to organize the 
conception of ourselves.As one of the most important sites in which nations are represented, sport, 
especially mega-events such as the Olympic Games, play vital roles in building national images. 
Lipsky (1978) believes that sport can be analyzed as the symbolic expression of the values within 
political and social milieu. Its representation can exist in the process of articulation of ideology, 
cultural, social values, racial stereotypes, other factors (e.g., economic, language), as well as 
specific textual strategies realized in media (Trujillo and Ekdom, 1985; Jhally, 1989; Parisi, 
1998).This means sport writing can produce consensus on values in a given social context, and has 
the power to continuously present and affirm this consensus.In some particular cases, the 
ideological power in sport writing can be transferred into a visible contest between “us” and 
“them,” either by manipulation of certain habits or interplay between different levels of discursive 
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consciousness (Poulton, 2004). In this sense, media discourse can also be regarded as a place where 
meanings and social values struggle and compete.

The main assumption of this study is, through putting media texts into specific social and cultural 
meaning, there should be distinctions and connections between the coverage of the Olympics 
Games in the China Daily and The New York Times, revealing the complex and dynamic processes 
of national identity constructions. It is also assumed that the discursive constructions of national 
identity demonstrated in the two newspapers are representative in their respective media systems.

As the largest metropolitan newspaper in the U.S., The New York Times has been one of the 
representatives of America media, producing nationalistic meaning in Americans’ favor (Stone, 
1994).The China Daily is selected for the consideration of its important status and influence as the 
predominant English newspaper in the Chinese media. 

This research attempts to delineate the media discourses during the 2000-2016 Summer Olympic 
Games, and examines how national identities are constructed in newspaper discourse. Specifically, 
this study engages in content analysis of print media representations, focusing on the discursive 
strategies employed in the construction of athletes and events between the China Daily and The 
New York Times. As such, this study employs a qualitative and quantitative methodology, 
identifying and situating media discourse into the national values, ideology and cultural differences 
existing between China and the United States.
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Abstract
This abstract integrates the central aspects of an investigation that identifies and tries to explain the 
way in which football, understood as a socio-cultural expression and global media sport, becomes a 
relevant aspect of the phenomenon of Mediatization (Jarvard, 2016), impacting the young audience 
of Bogotá, taking into account the way in which soccer's perception and sense of identity are 
intertwined in the Colombian context.

The study of the phenomenon is based on the digital interactions of the young audience, through 
Twitter and Instagram, during four official matches of the Colombia Senior Men's Team *.

The research is supported by mixed methodology, with qualitative preeminence. The orientation is 
an exploratory approach, applied to the young audience of Bogotá (people between 18 and 24 years 
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of age, consumers and producers of messages and digital content) that frequently use Twitter and 
Instagram, with a priority interest in football.

In the initial stage, the research synthesizes information about the Theory of Mediatization 
(Hjarvard, 2013; EsseryStrömbäck, 2014; Lundby 2014) and its role in the communication of the 
21st century. In the second phase, we analyze the importance of football in the construction of 
national identity in Colombia and how this concept is articulated with the sports mega events 
(Cornelissen, 2012).

In the third stage, the processes of digital interaction between the members of the young audience of
Bogotá, on Twitter and Instagram, are visualized, described and analyzed during the four official 
matches of the Colombia National Soccer Team.

The Theory of Mediatization and the impact that this phenomenon generates in society, finds a 
particular perspective in the Latin American context (Verón, 2015), specifically in Colombia, where 
the phenomenon of football, as a mass communicative aspect, produces multiplicity of interactions, 
various reactions that influence in the vision of the young audience, linked to their sense of national 
identity, their vision of the country and the elements that give meaning to a sports citizenship.

In Bogotá, with a population of more than nine million people, the use of thousands of mobile 
devices connected to the internet in real time, during the matches of the Colombian Men's Soccer 
Team, causes the impact and interaction to increase exponentially (Ladrón de Guevara, 2019).

This reality gives elements to study the way in which the young audience communicates through 
Twitter and Instagram, makes it possible to analyze the meaning of the digital content that it creates 
and, from a perspective linked to state power and private enterprise, allows to infer how they are 
built Perceptions of identity and notions of national meaning.

This paper is linked, in this way, with Media, Communication and Sport Section. The main topics 
are Media, Sport and Cultural Citizenship.

* The four corpus analysis matches are: the first round of qualifiers to Qatar 2022 (Colombia vs. 
Venezuela, March 25, 2020); and the three first round matches of Copa América 2020 (Colombia 
vs. Ecuador, June 13; Colombia vs. Venezuela, June 17; and Colombia vs. Peru, June 26).
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Abstract
For the past 10 years, the National Basketball Association has been developing a significant fan 
base in China, including playing preseason exhibition games in China. In June 2019, citizens of 
Hong Kong started taking to the streets to protest a proposed fugitive extradition treaty and the 
jailing of political protestors. The protests have continued since June. 

On October 4, 2019, Houston Rockets general manager, Daryl Morey, posted a tweet in support of 
the Hong Kong protestors. The Chinese Basketball Association suspended its support of the 
Rockets, and China Central Television cancelled its broadcast of NBA preseason games. NBA 
commissioner Adam Silver initially provided an ambiguous statement about the issue before 
coming back and issuing a statement of support for freedom of speech. Other usually outspoken 
NBA figures, such as Golden State Warrior coach Steve Kerr and Los Angeles Lakers player 
LeBron James either refused to discuss the issue, or suggested the issue was too complex to talk 
about. 

This issue raises an important issue about the role of multinational corporations in discussing the 
politics of nations in which they do business. This applies in even more visibly in U.S. professional 
sports, where, not only do the leagues tend to operate in only one national market, but where many 
critics suggest that players "shut up and dribble" when it comes to political issues. Many 
conservative politicians (including U.S. president Donald Trump) and media pundits, many of 
whom are national populists, had previously been relatively quiet about Hong Kong and also critical
of professional athletes who speak out about domestic political issues, attacked NBA figures such as
Kerr and James for their positions on the controversy. In other words, these critics seem to suggest 
that coaches and players should comment on issues in other countries, but "shut up and dribble" in 
domestic ones. The controversy has threatened the relationship between the NBA and China, as 
China sponsors have canceled their relationship with the NBA. As the NBA may be turning to 
Africa and India for international growth, understanding what to say about other countries' internal 
politics. 

This paper examines what the limits to speech – if any – may apply to businesses doing business in 
other countries, particularly professional sports leagues.
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