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Political territories established in Surfing. A gender 

perspective from southern Europe.

Authors

Prof. Paloma Sanz-Marcos - University of Cadiz

Abstract

In the broadest sense, surfing involves standing on a special board riding the face of a wave (Booth, 
1999). This sport has been researched in a great many academic fields including anthropology (Rutsky, 
1999; Thorne, 1976), sociology (Irwin, 1973; Ford & Brown, 2006) and history (Finney & Houston, 
1966). Due to its multidisciplinary attractive and its social implications that goes beyond the strictly 
sporting context, academic community have considered this activity as a kind of lifestyle (Farmer, 
1992; Wheaton, 2004). This research aims to examine those extended social implications of surfing 
regarding to the specific context of gender. In this sense, there are many works that have been 
interested in describing how the relationship of women with surfing is in terms of conquering territories
(Comley, 2016; Olive, 2016; Wheaton & Thorpe, 2018), their marginal position (Brennan 2016) or the 
consideration of women as a sexual object for commercial exploitation (Lisahunter, 2018). Considering
all of these works, there is no doubt that surfing is indeed a male dominated sport (Evers, 2004; Comer,
2010). These investigations not only represent a great advance in the fight for the visibility of women, 
at the same time, they offer a global vision about how surfing develops and how is the industry that 
surrounds it. However, most of these studies focus on North American, Australian or Hawaiian 
experiences, places traditionally considered as epicenters of surfing culture (Hough-Snee & Eastman, 
2017), avoiding less visible places like Europe, or directly marginalized like Spain in the academic 
world. In particular, this work aims to contribute to the accumulated scientific knowledge of the role of 
Spanish women in surfing, attending to a gender perspective that is interested in knowing how the 
androcentric criteria that men has established for the practice of surfing affects not only the relationship
that women build with surfing but at the time of its practice when sharing with others. Through an 
analysis of 18 interviews of surfers all around Spain, our objective is to delve into these standards and 
find out if, in the Spanish context, we can identify these cultural assumptions about what surfing is and 
how men determine the relationships established between female surfers when practicing this sport.
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What are we talking about when we talk about reopening 

sport events? Using big data analytics to examine public 

opinion in the 2020 CSL on social media

Authors

Mr. Zesheng Yang - Universitat Autònoma de Barcelona

Mr. Junfeng Wang - Universitat Autònoma de Barcelona

Mr. Jianing Zhang - Macau University of Science and Technology

Abstract

The COVID-19 pandemic effectively halted the 2020 sporting calendar, with many professional and 
amateur sporting events—including the Olympic Games—cancelled or suspended. Midway through the
year, the gradual control of the virus in certain countries led to major sporting events returning around 
the world, attracting significant attention from sports fans. The Chinese Football Association Super 
League (CSL) is a professional football league hosted by the Chinese Football Association (CFA), 
reported by the 2019 Asian League rankings as the first football league in Asia (AFC, 2019). Originally
scheduled to begin in February, the 2020 CSL did not commence until July when the COVID-19 
pandemic was under control in China.

Based on the agenda setting theory and framing theory, this chapter intends to provide a multifaceted 
analysis of public opinion regarding the reopening of professional leagues through analysis of big data 
on social media relating to the 2020 CSL. Weibo, the Chinese equivalent of Twitter, is a popular social 
media platform, recording in 2020 more than 550 million users (Statista, 2020). Focusing on the 2020 
CSL season, three research questions were proposed:

RQ1. What is the trend of public discussion regarding the 2020 Chinese Super League on Weibo?

RQ2. Who are the opinion leaders on Weibo about the 2020 Chinese Super League?

RQ3. What kind of frames does Weibo adopt regarding the 2020 Chinese Super League?

To examine big data in social media during CSL 2020 in this chapter, computational communication 
methods were employed. Gooseeker, a web crawler and Weiredian, an online analysis tool, were 

utilised to capture and generate big data about 2020 CSL on Weibo. The key words “中国足球超级联

赛(The Chinese Football Association Super League), 中超联赛(CSL)” were used to extract 989620 
tweets on Weibo throughout the whole season of CSL. The results demonstrated that public discussion 
peaked on Weibo during the week of the first 2020 CSL round. Regarding the opinion leaders, the 
official CSL account, professional sports media and journalists remained within a leading role in terms 
of information diffusion and distribution. It is also worth noting that journalists published more 
information on their own accounts rather than the public accounts of the media outlets for which they 
work. Computer-assisted content analysis enabled our coding of the top 50 high-frequency words 
related to 2020 CSL on Weibo. In terms of frames, the three evident frameworks presented on Weibo 
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were CSL stakeholders, foreign football leagues, and the new policy of the CFA. Moreover, this 
research contributes to extant literature of public opinion about CSL on social media.

Submission ID
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No Sports, no spectators – no media, no money? The 

importance of spectators and broadcasting for professional 

sports during COVID-19

Authors

Prof. Thomas Horky - Macromedia University

Abstract

The COVID-19 pandemic is giving sports a timeout. Due to the risk of infection, in Germany like in 
many other European countries no sports events with live spectators were allowed starting on 2020, 
March 13. Following this decision, on the one hand economic pressure started. Without spectators, 
most of the professional sports leagues are running into financial problems. On the other hand, there is 
pressure of audiences, people seem to miss viewing sports as a live event and/or mediated sports as a 
broadcast. While sport leagues like handball and hockey (ice hockey) stopped, the football league 
restarted games in Germany without spectators on May, 16. The question arise, what’s the impact of 
spectators and with that live broadcasting for different sports?

Answers were given using two approaches of sports action as a public presentation of performance and 
the consumption capital theory. Based on Goffmann (1959), sports can be seen as an important way to 
present one’s self in society, strongly connected to the public. Gebauer (1972) explained sporting action
as a public presentation of performance; a sporting action is in an essential need for „acceptance as 
performance“. Following this, spectators play a driving role in the budgets of professional sports 
leagues. So, in a first part of the study the share of revenues of the biggest sport leagues in Germany 
were compared (Brinkhoff, 2020; DFL, 2020). These numbers explain the dependency of all sports 
other than football on live public sports in front of spectators. Football can benefit from games without 
spectators organized for broadcasting due to ongoing TV money.

In a second part, the impact of the pandemic will be explained using the consumption capital theory 
(Stigler & Becker, 1977). It describes an effect that prior experience or knowledge of an object of 
choice lowers the costs for future engagements with that object (Opitz & Hofmann, 2016). Adler 
(1985) argues that consumption capital might even exist through communicative exchange with other 
informed individuals and created the notion of „the more you know, the more you enjoy“. For sports, 
consumption capital theory is used in rare cases (Schafmeister, 2007). Schellhaaß and Hafkemeyer 
(2002) investigated the chances to boost TV coverage of different sports and created a model for 
explanation. With restarting early by organizing games without spectators, the DFL could increase 
consumption capital for the German major sport football and creates advantages over other professional

6



sports leagues. As a result, the gap between major sports and minor sports seems to becoming larger. 
According to Adler, one can change the phrase to ‚the less you know, the less you enjoy’.

This discussion emphasizes the high importance of football for society. Being one of the first 
professional sports leagues to restart after the Coronavirus timeout, the German Bundesliga benefits 
from attention in all media worldwide and with that, gains growing consumer capital. It can be shown 
that professional sport is essentially a public performance – for media and broadcasting or for real 
spectators.

Submission ID
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Is football facing a ‘disneyification’ process? Some basic 

features based on European clubs business models

Authors

Dr. Xavier Ginesta - Associate Professor at the University of Vic-Central University of Catalonia

Dr. Jordi de San Eugenio - Associate Professor at the University of Vic-Central University of Catalonia

Abstract

Some sport organizations, for example European football clubs and the US franchises (NBA, MLS, 
MLB, NFL and NHL), have become “entertainment multinationals” (Ginesta, 2020). This is the latest 
step in the evolution of the sports commodification and globalization process, which has been 
theoretically presented by Maguire (1999) and Rowe (2004). Hence, in this context, we can assume that
sports commodification can be also defined as a “disneyfication” process, due to the similarities 
between the internationalization of The Walt Disney Company and its transformation into the most 
powerful organization in the media and entertainment industry (Iger, 2019) and how the richest sports 
organizations behave in the international sports markets.

The objective of this communication is to define what we understand as the disneyfication process of 
the sports industry and to identify the main characteristics of this process based on an analysis of the 
European football industry. This research follows a qualitative methodology, based on a bibliographic 
revision of the main sport economic newspapers in Spain (Palco23 and 2Playbook), the analysis of the 
latest Deloitte Football Money League reports, and in-depth interviews with sport managers.

The main results of this research show that European football clubs are internationalizing their brands, 
focusing their efforts on the creation of entertainment content for multi-target and global audiences, 
thanks to the digitalization of the media system. Furthermore, the diversification process of some of the
clubs’ business units (for instance, Manchester City, Atlético de Madrid or RB Leipzig) follow the 
inspiration of how Disney has been a global entertainment leader since 2005.

However, the European football industry is also showing some resistance to the disneyfication. On the 
one hand, different football ownership models (state-owned clubs, association, private companies and 
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public corporations) do not benefit from the entrance of new investors like the north-American 
franchise system. On the other hand, local rivalries based on political conflicts or social class will not 
disappear, and they will draw a specific “new geography” (Nogué & Romero, 2006; San Eugenio, 
2011) of football where historical and social context matter.

Submission ID
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Sports Broadcasting and Cultural Citizenship in Ireland: 

TG4’s Programming and Strategic Proposals

Authors

Dr. Xavier Ramon - Universitat Pompeu Fabra

Abstract

As a crucial part of their remit, Public Service Media (PSM) have historically used sports programming
to enhance ‘cultural citizenship’ (Rowe 2018). However, their ability to do so through linear 
broadcasting is increasingly threatened by major challenges arising from digitisation, globalisation, and
commercialisation (Hesmondhalgh & Lotz 2020). Even though PSM in smaller territories often exhibit 
patterns, cultures, and strategies that differ from those seen in larger communicative spaces, there is a 
struggle to maintain output and position in the present competitive environment (Ramon & Haynes 
2019). In this context, it is critical to understand how broadcasters in small territories continue to utilize
sports programming: (1) to showcaseautochthonous sporting manifestations, and (2) to support 
indigenous production companies and linguistic groups.

Focusing on the Irish context, this paper aims to analyse the sports programming offered by TG4 and 
provide an insight into the socio-cultural value it delivers. Established in 1996, TG4 (Teilifís na 
Gaeilge) is a television channel with a mission to ‘celebrate Irish language creativity and connect with 
audiences at home and worldwide’ (TG4 2019). Each sport programme aired by TG4 in 2020 (N= 454) 
was examined through content analysis to scrutinize the sports agenda offered by the channel and the 
production characteristics of its output. A deeper insight into the strategies behind and impact of TG4’s 
sports coverage is offered by consulting decision-makers and studying industry reports.

Despite limited funding, the channel has managed to deliver high-quality and distinctive sports content.
Beyond showcasing hyper-professional sports, TG4 plays an important role in providing consistent 
exposure to disciplines that are deeply ingrained in the Irish cultural fabric. Yet, these indigenous 
games, such as Gaelic football, hurling, and camogie, often remain on the periphery of the media-sports
complex. Another notable contribution of the channel is its support for women in sports, as illustrated 
by the coverage of the Ladies Gaelic Football Association Championship and the recent inclusion of 
the first all-female analysis and commentary team in a PRO14 rugby broadcast.

The disruption caused by the COVID-19 outbreak (Horky 2020) offered TG4 a unique opportunity to 
revisit the Irish sporting heritage. During the lockdown, the channel screened classic matches of All-
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Ireland hurling and Gaelic football alongside classic soccer games from the archives. The GAA Gold 
10-part series also looked back at each year of the 1980s through the prism of sport. Then in July 2020, 
after a four-month absence, live sports returned to TV screens. Later in the year, TG4 delivered 
extensive coverage of Tour de France and PRO14 rugby, allowing the ‘collective experience of free-to-
air sport’ (TG4 2020) to be enhanced.

By offering visibility to sporting disciplines rooted in the Irish culture, TG4 plays a crucial role in 
providing support to a small but resilient production sector. It also helps preserve Irish linguistic 
identity in a predominantly English-speaking market. The value provided by TG4 in enhancing 
‘cultural citizenship’ signals the enduring relationship between public television and national 
communities, even as digitization and dwindling resources continue to put obstacles in its path.

Submission ID
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Icing the Kraken: The National Hockey League’s Emergent 

Promotional Culture and Diplomacy

Authors

Dr. Derek Moscato - Western Washington University

Abstract

Throughout its existence, the sport of ice hockey played at professional, amateur, and international 
levels has served as a conduit through which to understand larger economic, cultural, and media 
systems; as well as political relations within and between nations. This is underscored by the political 
economy generated by the National Hockey League and related institutions such as the Olympic Games
and International Ice Hockey Federation. And in 2021, the sport of professional ice hockey will have a 
dramatic impact on the economic and cultural life of the U.S. Pacific Northwest.

The establishment of the Seattle Kraken expansion team in the National Hockey League will provide 
Washington state with economic stimulus through the construction of a billion-dollar NHL venue in 
downtown Seattle; the logistics and commerce associated with staging more than 50 largescale sporting
events annually in the downtown core; and the amplification of these events through lucrative global 
television and digital broadcasting rights. But it will also provide a contemporary lens through which to
understand the ramifications of professional hockey as a conduit for the political economy of media. 
For example, in addition to the launching of the team itself, there has been the business of assembling 
an ownership group, choosing a name for both the team (the Kraken) and the stadium (Amazon’s 
Climate Pledge Arena), and the promotion and marketing of the sport across the U.S. Pacific 
Northwest. Even the nickname of “Kraken”—which connects oceanic mythology to zoological science 
(Salvador & Tomotani, 2014)—connotes the franchise’s simultaneous alignment with commercial 
aspirations, ecological appeals, and a Hollywood-backed ownership group.
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Through the case study of the Kraken’s launch, this paper explores the emergent political economy of 
the National Hockey League and specifically its existence as an international media enterprise. This 
study draws extensively from Canadian historian Harold Innis’s notion of promotional culture, which 
connects media and cultural institutions and content to larger society, and notably corporate and 
government systems. Given this focus on publics and audiences, this study also connects the NHL to 
public diplomacy, which is defined as communicating strategically on behalf of nations in order to 
establish dialogue and influence international publics. The facilitation of sporting exchange highlights 
the role of the National Hockey League—and teams such as the Kraken—in mediating national 
relations between established and emergent hockey nations from North America, Europe, and Asia. But
it also provides a diplomacy role in mediating U.S./Canada international relations, including the cross-
border region of Cascadia. In adjoining promotional culture to public diplomacy, the National Hockey 
League’s arrival in the U.S. Pacific Northwest is understood as economically transformational, 
politically transnational, and socially impactful.

Salvador, R. B., & Tomotani, B. M. (2014). The Kraken: when myth encounters science. História, 
Ciências, Saúde-Manguinhos, 21(3), 971-994.

Submission ID
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(In)Visible Promotion: The Attitudes of Czech Professional 

Athletes towards Labeling Commercial Content on Social 

Media

Authors

Ms. Kateřina Turková - Institute of Communication Studies and Journalism, Faculty of Social Sciences,
Charles University

Abstract

Nowadays, almost every athlete has at least one public social media account on which their fans can 
follow them. In combination with commodification and commercialization tendencies in the sports 
field, social media represents a powerful tool for the promotion of athletesʼ themselves and their 
corporate sponsors and partners (Jackson, 2013). In both foreign and Czech environments, athletes are 
among the most followed celebrities on social media and have become influencers. They are then able 
to influence their fans in the sports sense and also in their purchasing intentions.

One of the most pressing issues of Czech influencer marketing is the labeling of commercial 
collaboration on social media (Ortová, 2020). Although voluntary initiatives for the ethical labeling of 
commercial content on social media exist, Czech legislation does not reflect these needs yet, and a 
“grey area” remains. The level of (un)ethical behavior in terms of (not) labeling commercial 
collaborations and advertising still depends mainly on the influencers, promoted sponsors, and partners.
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This research focuses on the promotional communication of Czech professional athletes on social 
media with a specific focus on the forms of labeling of the commercial content. The aim is to identify 
the promotional and commercial postings of selected Czech athletes on Facebook, which was chosen 
for its position as the most commonly used social media in the Czech Republic, and reveal the attitudes
of Czech professional athletes towards the labeling of commercial content on social media.

Two key research questions were posed:

• How do Czech professional athletes use their official Facebook pages for promotional and 
commercial purposes?

• How do the Czech professional athletes label the commercial content published on their official 
Facebook pages?

In order to answer the research questions, an explanatory sequential mixed-methods approach was 
adopted (Cresswell, 2014). Firstly, the quantitative content analysis was carried out on the official 
pages of Czech professional athletes (June 2018 – July 2019) who were selected using a purposive 
sampling method (cf. Guerin & Clavio, 2015). The gender-balanced sample consists of sixteen official 
Facebook pages of Czech professional athletes from summer and winter Olympic sports disciplines. 
Other factors affecting athletesʼ communication, e.g., dimension or character of the sport, were also 
taken into consideration. In the content analysis, the forms of promotion, e.g. paid partnership or other 
types, published by sampled athletes were identified. The presence of promotional items, i.e., 
picture(s), video(s), link(s) and hashtag(s), were recorded and categorized. Next, semi-structured 
interviews with the athletes themselves or their PR representatives were conducted to reveal their 
motivation and approach for (not) labeling commercial content on the sampled social media pages (cf. 
Clavio et al., 2013).

The results of the research show that the sampled athletesʼ approaches to the promotion of corporate 
sponsors and partners in the observation period vary significantly. Whereas some of the athletes tried to
label all the commercial content on their social media correctly, others strived to “hide” the sponsorʼs 
or partnerʼs promotion. The results of the research describe the different attitudes of sampled athletes to
the aforementioned pressing issue.

Submission ID
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Analyzing Social Media Discourse in Sports TV Programs in 

Spain: How to Use Program Hashtags to Replicate Official 

Messages

Authors

Mr. David Puertas Graell - Ramon
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Abstract

Sports journalism constitutes the largest number of newspapers in Spain and a good part of Latin 
America and Southern Europe. In addition, this type of content that prioritize exclusive sports content 
has configured a market niche with an extensive and multiple mass of public captivated by all kinds of 
formats (Rojas Torrijos, 2011; 2012). Thus, sport fits into any television genre, it allows different types 
of discourses, accepting frames that range from the most imperturbable to the slyest (Gallardo-
Camacho et al., 2016; Genovese, 2010). All of this is supported by audience fees, television rights and 
advertising revenue that allow any type of narrative. Therefore, sports monopolizes media agenda, 
granting football hegemony over other activities, even configuring a panorama of mediatization in the 
different sports institutions (Skey et al., 2018; Frandsen, 2016).

In this changing landscape there is a constant search for a successful formula that combines sports, 
television and entertainment (Thussu, 2007; 2011). This hybridization has progressively contaminated 
different journalistic genres with a structure based on debate, thematic of reality shows (private life and
events) and public participation (Lacalle, 2001) through social networks, especially voting, contests 
and sending material or live comments.

This research is focused on four of the most influential sports programs on television schedule in recent
years in Spain. Along these lines, it is necessary to deepen opinions’ characteristics expressed during 
the programs, whether those led by journalists, regular guests or those reflected as audience 
participation (Zhao et al., 2011; Xu, 2016). To find out if the latter are especially contrary to program 
discourse, this research concludes what kind of synergies are established between program broadcast 
and content generated on social networks. In this way, it is discovered how related are contents 
broadcast on television and those produced on social networks.

Social Network Analysis (SNA) technique has been used, centered on Twitter and on the conversation 
generated by different communities and official accounts as a result of the hashtags proposed by the 
official programs (#Elchiringuitodemega, by 'El Chiringuito de Jugones' (Atresmedia); 
#EstudioEstadio, by 'Estudio Estadio' (RTVE); #Deportescuatro, by 'Deportes Cuatro' (Mediaset); and 
#Clubmitjanit, by 'El Club de la Mitjanit' (TV3)).

Each program hashtag has been downloaded and studied with the aim of knowing in an exploratory and
descriptive way what kind of relationships may be established between different users participating in 
the conversation proposed by sports programs. All this, supported by NodeXL software, in order to 
know the degree of entry, centralization (Freeman, 1978) and the type of community.

This research is useful in deciphering how social audience works around a live television program. At 
the same time, it studies motivations and constraints of Twitter users in sports field (Witkemper et al., 
2012). In addition, it serves to address current academic issues such as polarization of different 
communities based on ideological bias (Barnes, 2018) with the subject under discussion. In other 
words, official Twitter accounts act as a hub for a sample of users that emphasizes loyalty and rewards 
speeches similar to the show.

Submission ID
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The Real Society or the Virtual Arena? : The Construction of 

Identity, Emotion and Values in the Virtual Community of 

Hupu Sports

Authors

Ms. Yue Lan - School of Humanities and Communication, Dongbei University of Finance and 
Economics

Abstract

With the advent of the Web2.0 era, the unique communication methods, discourse system and value 
spectrum advantages of virtual communities have been highlighted. The research object selected in this 
article is the "Hupu Community", which is China's first interactive virtual platform for vertical deep 
cultivation in the field of sports. In 2002, Yao Ming entered the NBA and was selected by the Houston 
Rockets as the No. 1 pick. For a time, the basketball boom swept across China and the "Hupu Sports 
Community" was born. After nearly 20 years of development, the operation mechanism of Hupu and 
the construction of the fan community are very mature,which has brought us thinking about the 
research on cultivating the identity of virtual communities.

In 1978, the social psychologist Tajfel proposed the theory of social identity and believed that social 
collective recognition is that individuals recognize they belong to a specific group, and at the same time
perceive the community brings them value and emotional identity. Therefore, this research intends to 
explore how virtual communities form an "imaginary community" in the three dimensions of identity, 
emotion and value.

We distributed online questionnaires on social platforms, conducted data mining and analysis on the 
answers of 568 Hupu users, and used in-depth interviews offline to initiate dialogue with Hupu 
community members, and finally adopted computer-aided qualitative analysis. Use NVivo12 Plus 
software to code and classify the interview text.

The research results show that: First, identity, emotional identity, and value identity form a multi-
dimensional relationship in the virtual community, and the three have "common territory". The process 
of identity shaping reflects emotional identity and value identity. Emotional identity and value identity 
also transform and guide identity, and the three complement each other; secondly, virtual community 
identity presents a dynamic process of practical construction,which influences the ethnic and 
hierarchical development of the community; finally, the virtual community maintains the value identity 
through the establishment of an emotional experience mechanism, and finally transforms into the 
individual's cultural identity and behavior habits in the community.

German scholar Tennis proposed the concept of "community" in the theory of social development, 
which is constantly evolving and updating . In the process of modernization, relying on new media 
technology, a community of interest and affinity has been formed, which has both the cohesion of 
traditional community and the freedom of modern community.Hupu Cultural Community emphasizes 
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virtual concepts such as sports culture beliefs, spirits, hobbies, based on interest, which reflects a sense 
of belonging and alliance. At this time, the emotional experience rises to the level of value recognition, 
which further promotes the virtual community Cohesion and unity.

The members of the Hupu virtual community realize the emotional blending construction of the 
imaginary community with a practical behavior that works in the virtual network community, and find 
the connection point of identity, emotion and values in the real world and the virtual world of arena.

Submission ID
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AS Arabia & Marca Claro! Europe’s biggest daily sports 

newspaper sector and the search for global expansion

Authors

Dr. Chris Tulloch - Universitat Pompeu Fabra

Abstract

The Spanish sports newspaper sector is unique in Europe. With no less than four daily publications –
two in Madrid and two in Barcelona- and a combined circulation of more than 2.5 million and Internet 
daily usage statistics of close to 10 million (EGM 2020), it still provides unusally high penetration and 
readership statistics in our digital clickbait-driven sports information culture.

However, despite such relatively healthy sales and circulation figures –especially when compared to 
their general information rivals- these publications are not immune to global tendencies in the press. In 
this sense, this paper takes a look at the recent strategic moves made by the two sports publications in 
Madrid –Marca, Spain’s most widely read newspaper and AS, publisher of El Pais- to expand their 
activities in order to combat gradual decline.

While Marca has unveiled Marca Claro! aimed largely at Mexico and with sister editions in Colombia 
and Argentina, AS launched in 2017 AS Arabia from Doha. In his inauguration speech made from the 
Qatari capital, AS editor Alfredo Relaño made quite clear the ambitious nature of the project when he 
announced that the paper was “opening itself to the Arabic-speaking world composed of 500 million 
people from Mauritania to Iraq” and that it would do so from Qatar “a country which has made sport a 
question of national importance”.

This paper looks at the journalistic consequences, geopolitical motivations and marketing logic of these
expansion projects and contrasts the experiences of brand expansion in a socioculturally more familiar 
sector such as Latin America with the challenge that growth in the Arabic market implies especially in 
the light of the 2022 FIFA World Cup to be held in Qatar.
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Authors

Dr. Gerard Akindes - Northwestern University - Qatar

Abstract

Television broadcasting and sport in sub-Saharan Africa have grown considerably since its inception 
after independence. The transformation of the mediascape with privatization laws and new 
telecommunications technologies such as satellite have quickly transformed the consumption of 
sporting events across Africa.

Pay-TV emerged with players such as Canal + Afrique and Supersport. These transnational 
broadcasters became the main pay-tv in providers in Africa. Their foothold in sport was established 
mainly with the broadcasting of European championships and competitions such as the English Premier
League (EPL), La Liga in Spain, and Ligue 1 in France. African local league broadcasting contrast 
limited received limited attention. The entry of new players such as the Chinese Startimes has 
diversified the offer. However, despite acquiring a few local leagues broadcasting rights, Startimes did 
not increase the amount of African sports content on Pay-Tv.

South Africa, Zambia, Ethiopia, Tanzania, Zimbabwe, Ivory Coast, Ghana, and Senegal are among the 
few countries with broadcasting contracts with the main transnational broadcasters. The revenues from 
television right remain marginal or simply non-existent for most African leagues and clubs.

With the deployment of digital terrestrial television (DTT) and telecommunications technologies such 
as 3G, 4G, and soon 5G, new means of broadcasting may open new commercial prospects for African 
sport. With the growing penetration of access to television across the continent, sports offer is 
increasingly accessible to a wider audience. The offer is diversified with new telecommunications 
technologies such as TNT, television on demand "Over-The-Top (OTT), and new broadcasters. Despite 
the economic potential of these tools and despite the few cases of OTT in use in Ghana, Nigeria, and 
elsewhere, many questions and challenges remain to be resolved in order to establish an economic 
relationship between sports on the African continent.

This paper analyzes first the commercial relationship that currently exists between television 
broadcasters and the various national and continental sports entities. The second section analyzes the 
visible directions currently taken by broadcasters and sports organizations to take advantage of TNT 
and OTT capacities. The last section raises questions about the existing technological, and 
organizational gaps still existing in most African sports and telecommunication entities.
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The Rationale behind this study is the assumption that social networks offer women journalists a way 
to challenge the masculine culture prevailing in the sports field. The Israeli Twittersphere offers 
examples that allegedly support this assumption. On August 9, 2016, for example, Daniela Samari, a 
sports journalist, asked the Israeli Professional Football League (IPFL) on Twitter, regarding an event 
she wasn’t invited to, “Why didn’t you invite women journalists to this event? Is football just for 
men?” (Samari 2016c). On February 5, 2013, Maayan Efrat, a former sports journalist tweeted 
sarcastically, “Should women journalists cover women’s sports only because they are women? Surely 
we have made progress” (Erfat 2013). But besides anecdotal examples, do women journalists use 
Twitter to criticize the masculine culture prevalent in the sports field?

Rooted in the literature related to gender, media, and sport in general and gender, sports journalism, and
Twitter, in particular, we investigate how prominent female and male Israeli sports journalists use 
Twitter in an attempt to find the major points of difference and the types of Twitter users specifically 
focused in the Israeli context.

To that end, tweets by prominent Israeli sports journalists were sampled between 2014 and 2016. The 
findings point to major differences in four main areas, in the tweeting of male and female journalists: 
interaction, personal life, sports fandom, and professional commentary. With that, two prevalent types 
of Twitter users emerge in the Israeli context: the professional tweeter – common amongst male 
journalists and the all-around players – versatile tweeters whose tweets are also personal prevalent 
amongst female tweeters for whom Twitter is both a social and professional arena.
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Sports is a common theme in movies, but sports movies are not simply a description of sports events. 
Instead, they are acknowledged as a carrier of multiple values, re-presenting certain social contexts and
ideological environments rooted in a specific time. In China, sports are closely related to political and 
ethnic issues, given the strong influence of the "whole nation system" from the former Soviet Union. 
Just as the well-known China expert: Paul G. Pickowicz, who summarized the characteristics of “post-
socialism” from urban movies in the 1980s, this study intends to dig out some insightful interpretations 
of the current social ideology via exploring sports movies in socialism period.

More precisely, two films: Leap and Going Vertical are selected for case studies. Both films set the box 
office record of the country's sports movies and caused a greater social impact. Meanwhile, they both 
are based on real sports events in history, retrospecting representative sports events that took place in 
the late Cold War (1970s and 1980s) from today’s perspective. By comparing these two films, this 
research attempts to answer the following questions:

1. How do the sports movies of China and Russia re-present the glorious victory of team contest in 
their own countries, and what are the epochal characteristics of such re-presentations?

2. How do the “creators of the re-presentation” represent “the represented"? What is the relationship 
between the production teams of the two films and “the represented"?

Originated from semantics, close reading is adopted as the main research method. It emphasizes the 
comprehensive investigation of film, which involves not only the analysis of technical aspects such as 
shots, editing, narration and structure, but also sociological investigations of social background, 
character prototype and narrative methods. In addition, this research also collected and analysed 
relevant film reviews, so that the effect of film narration can be verified at the audience level.

By examining the three features of the two films in terms of content themes, artistic techniques, and 
production and dissemination, this research attempts to use specific films as objects to outline the 
understanding of "sportsmanship" in contemporary Chinese society, and then to explore the changes of 
Chinese social consciousness in the transition period.We realized that we were affected by the 
segmentation of the film during the analysis.Therefore, we will also link the interrelationships of 
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different scenarios.

Overall, by comparing the cases of Chinese and Russian sports films, this study believes that the re-
presentation of collective sports reflects the significance and role of socialist ideology in the 
modernization process. At different stages of the socialist process, sportsmanship has been given 
different educational meanings that fit in the social system and environment at that time.
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Abstract

Changes in television viewing patterns during live broadcasts of major sports events have been 
examined within the framework of ‘second screens’ (Cunningham & Eastin, 2017; Rowe & Baker, 
2012). These screens (usually tablets and smartphones) affect viewers' attention, information 
processing, and behavior during the broadcast.

The current case-study analyzes the viewing patterns and use of WhatsApp, a smartphone application 
for personal or group messaging, among viewers of the 2018 World Cup games' broadcasts as a form of
user engagement.

This study investigates whether the relationship between engagement and enjoyment of the game is 
mediated by the use of a smartphone in the context of the game and in a context other than the game. 
The online sample was obtained during the final ten days of the World Cup, from the quarterfinals to 
the final. Four hundred fifty-four Israeli respondents completed the questionnaire, ranging from 18 to 
64 years of age, with a mean age of 38.9 (SD= 13.7).

The findings revealed a significant positive correlation between general engagement and enjoyment (r 
= .723, p < .001). A similar pattern was found when we examined the correlation between emotional 
engagement (r = .664, p < .001) and behavioral engagement (r = .728, p<.001) with enjoyment. 
Moreover, Hayes’ (2018) PROCESS bootstrapping command with 5,000 iterations (model 4) revealed 
an indirect effect of engagement on enjoyment through game-related use (95% CI [.127, .373] with 
5,000 resamples) and an indirect effect of engagement on enjoyment through non-game-related use 
(95% CI [-.323, -.097] with 5,000 resamples), F(3,435)= 173.12, p <.001, Rsq = 54.42%. In other 
words, a serial mediation in two paths was found: one passes through game-use and simultaneously a 
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mediation path through non-game-related use. These two paths were found to be significant. The model
indicates indirect effects of engagement on enjoyment.

Findings indicate a connection between the viewer’s engagement with the game and enjoyment of 
watching the broadcast. Further, this relationship is mediated through the use of a smartphone as a 
second screen, especially WhatsApp. However, the nature of the connection depends on the relevance 
of the transmitted content to the broadcast itself. When the messages transmitted between viewers 
during the broadcast related to the game, there is a positive correlation between engagement, 
enjoyment, and the use of WhatsApp. In contrast, when the messages relate to matters other than the 
game, there is a negative correlation between these variables.

The current research demonstrates the extent to which game-related communication utilizing such a 
platform might contribute to a meaningful collaborative viewing experience, the degree of engagement 
with the game, and the extent to which it is enjoyed.
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L’image de marque qui se définit comme « l’ensemble des perceptions et des attributs qu’un individu 
ou un groupe d’individu entretien à propos d’une marque (Abyre et Allaoui, 2015, p.1) est un élément 
fondamental pour l’ensemble des organisations. En effet, une image de marque positive influence les 
ventes et permet de séduire les partenaires de l’entreprise . Cette réalité fait que les organisations se 
battent pour avoir une bonne perception de leur structure dans l’esprit de leur partenaire. C’est le cas de
la FIFA, qui à la suite de scandales de corruption et de dopage a, sous la houlette du CIO, mis en place 
un certain nombre de structures[1] en vue de résoudre ces mots. En plus de cela, elle s’est engagée dans
le cadre de la Responsabilité Sociétale de l’Entreprise (RSE) en s’impliquant dans les causes sociales 
dans tous les continents[2]. Cette façon de faire lui permet de construire une bonne image auprès des 
partenaires du sport.

Pour ce qui concerne la Côte d’Ivoire, la mise en place d’un Comité de normalisation par la FIFA le 
25/12/2020, à la tête de la Fédération Ivoirienne de Football (FIF), a entraîné un débat important au 
niveau des médias . Compte tenu de leur importance dans la construction de l’image de marque d’une 
entreprise[3], nous nous intéressons dans cet article à la perception qu’ont les médias ivoiriens 
concernant la FIFA suite à la mise en place de ce Comité de normalisation.
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L’objectif de cette étude est de déterminer la perception que les médias ivoiriens ont de la FIFA. Nous 
avons dans ce sens effectué un sondage caractérisé par des entretiens semi-directifs effectués auprès de 
douze journalistes sportifs .

Les premiers résultats montrent dans l’ensemble une image négative de la FIFA auprès des médias. . 
L’instance internationale de football est vue comme une structure qui dépasse ses prérogatives en 
s’immisçant dans la gestion des associations sportives des pays en développement notamment 
africaines. Elle est également vue comme une structure caractérisée par les pots de vins, les paradis 
fiscaux, etc.

[1] Il s’agit de l’Agence Mondiales Antidopage (AMA) et le Tribunal Arbitral du Sport (TAS)

[2] La FIFA a signé des partenariats avec des ONG caritatives et humanitaires reconnues tels que 
l’OMS (la santé), l’UNICEF (droits des enfants), SOS village d’enfants (protection des enfants), etc

[3] Des articles de presse négatifs sur une organisation peut altérer son image de marque
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The paper focuses on the research of the audience and the perception of athletes with a disability, 
mainly Paralympians, in the Czech Television (Česká televize). Recently, the number of television 
viewers watching the Paralympic Games has been growing and there is also a larger number of 
countries that have purchased broadcasting rights to this top event (International Paralympic 
Committee, 2019). The British Paralympic Committee with Channel 4 prepared a media campaign 
before the London Games in 2012 and changed the perception of athletes with a disability among the 
British public. These Paralympic Games were groundbreaking worldwide (Gillis, 2012).

The situation in the perception of Paralympic sports in the Czech Republic has changed during the 
World Para Ice Hockey Championships 2019. The Czech para hockey players sold out the hockey 
stadium and the semifinal match was even the most watched program of the day on the sports 
television channel ČT sport (Paraostrava2019.cz, 2019). The opinion of television viewers is also very 
important for the further development of sports for athletes with a disability, which can indicate the 
direction in which this sports sector will move.

The main research question is: How do television viewers perceive athletes with a disability? 
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Qualitative research, consisted of conducting five focus groups (50 attendants: 10 family members, 10 
spectators of sports of athletes with a disability, 10 spectators not watching the sports of athletes with a 
disability, 10 people with a disability and 10 top athletes with a disability) and twenty semi-structured 
interviews, has shown that television viewers see the sport of the athletes with a disability as a 
therapeutic element rather than as a top sport. They perceive it primarily as a motivation for other 
people with disabilities and state that life does not end after an accident and that you can actively live, 
for example, in a wheelchair or with some other type of impediment. Of all the paralympic sports, para 
ice-hockey was the only sport which, according to the audience (in all group interviews), comes closest
to being considered a full-fledged sport, as opposed to being considered a therapeutic element.
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In the last few decades, the sports media rights market has been dominated by telecommunication 
companies and Pay TV. However, with technological advances, the consumer behavior of younger 
generations to watch any type of content, including sports, shifting towards different channels such as 
over - the - top (OTT) services. These services offer a great variety of windowing to the consumers, 
enforce innovation in the traditional market and pave way for non-media players to enter the market 
that is traditionally dominated by a few players. The aim of this research is to analyze the new players 
in the sports broadcasting market, such as OTT services & non-media organizations and examine their 
potentials of creating a new power in the European market. In order to understand the past several 
decades of change in sports media rights, the study will implement the convergence culture theory, 
developed by Jenkins. The theory is a way to understand media change, particularly how old media’s 
function and status are changing by the introduction of new technologies, rather than being replaced 
(Jenkins, 2006). The author argues that media convergence “changes the relationship between existing 
technologies, industries, markets, genres and audiences…convergence refers to a process, not an 
endpoint” (p. 16). The theory also elaborates on how media companies are learning to accelerate the 
flow of media to obtain several goals: expand revenue opportunities, broaden markets and lock-in the 
viewers. Although this theory aids in understanding of the changes in sports rights market and explains 
old media’s status in the market currently, it does not explain if the new players have the potential to 
disrupt the market. In order examine the role of the new players, specifically the OTT, the study will 
utilize the disruptive innovation theory developed by Christensen. According to the theory, when a 
disruptive innovation is first introduced, it does not pose a threat to the traditional market, but it could 
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produce lower margins and create a new low-end niche market (Robertson, 2012). In 2012, Christensen
collaborated with Wissel on ‘Surviving Disruption’, where the authors refer to disruptive innovation as 
“missiles launched at your business” (p.4) and they offer a simple framework to evaluate the role of 
‘missiles’:

• Identify the strengths of your disrupter’s business model;

• Identify your own relative advantages;

• Evaluate the conditions that would help or hinder the disrupter from co-opting your current 
advantages in the future (Wessel & Christensen, 2012).

This paper will interpret strategies of OTT players through the lens of this framework and evaluate the 
disruption potential.

The researcher will employ a mixed-methods approach, where literature review would be employed to 
understand the consolidation of sports media rights, diversification of coverage consumption and the 
role of the OTT in the purchase of sports rights. To evaluate the strategies of the OTT players and their 
impact in power play in the sports broadcasting market, journalists and experts in the sports and 
academic fields will be interviewed.
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The aging of Olympic spectators is a main concern for the International Olympic Committee. On 
August 3, 2016, the 129th plenary session of the IOC in Rio de Janeiro voted to add five new sports 
into the Tokyo 2020 Games (now postponed to 2021), including three extreme sports——
skateboarding, rock climbing and surfing, as a key strategy to connect with youth spectators. This paper
is a quantitative study on the media use preferences (TV and online) of extreme sports among Chinese 
youth (Generation Y, born 1977-1994; Generation Z, born 1995-2010) and provides insight into the 
relationship between media consumption and interest in extreme sports.

The study had the following findings. Firstly, Chinese youths' media consumption of sports and 
extreme sports especially online media both presents a low frequency and short duration feature. For 
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the media consumption of sports, there must be a certain scale and number of events as information 
producers, and in terms of the development of extreme sports in China, there are not enough mature 
events to provide information resources for the internet and television, therefore, the low level of media
consumption of extreme sports among Chinese youth is caused by the lack of information available in 
the media.

Second, among the two generations, Generation Y is the main media consumer of extreme sports, and 
skiing is the most popular media consumption item, while Generation Z prefers ice skating. Ice and 
snow extreme sports events are more favored by the Chinese youth, and the three most popular extreme
sports are skiing, ice skating and skateboarding. This is related to China's successful bid to host the 
2022 Winter Olympics.

Third, regarding the relationship between media consumption and interest in extreme sports, the study 
shows that media consumption does strengthen the interest in extreme sports among Chinese youth, but
there are generational differences in the specific aspects that play a role. Youth’s interest in extreme 
sports is related to both their online media consumption and television media consumption, specifically,
"extreme sports-related online media consumption" contributes to "extreme sports popularity," and 
"extreme sports-related television media consumption" enhances "familiarity with extreme sports". 
Generation Y's interest in extreme sports is also related to both types of media consumption, but its 
effect is different from that of the whole, specifically, "Sports-related online media consumption" 
enhances "familiarity with extreme sports" and "overall TV media consumption" increases "popularity 
of extreme sports". Generation Z's interest in extreme sports is only related to their online media 
consumption, which is completely different from the above two results, as "overall online media 
consumption" deepens "familiarity with extreme sports ".

Finally, the IOC's decision to use extreme sports in the Olympics to attract more young people to the 
Games seems to be working - the sample is generally receptive to this combination, especially 
Generation Z, the younger one. However, the integration of extreme sports into Olympics is like the 
Rock and Roll into CCTV Spring Festival Gala, that Generation Y holds more conservation attitude 
than Generation Z.
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Abstract

CrossFit supposedly emphasizes physical capabilities over gender, and in its world championship 
competition the CrossFit Games, female and male athletes are given similar attention and appreciation 
during the competition. CrossFit is also actively and visibly promoting its ethos of equality, for 
example by making its competitions inclusive to transgender athletes, promoting LGBTQ rights within 
its community, and encouraging gender equality. In practice, however, hegemonic masculinity and ideal
femininity are both resisted and reinforced within the CrossFit culture. In this paper, our aim is to 
decipher the various positions of power and resistance available to female CrossFit Games competitors 
against the backdrop of hegemonic masculinity and heteronormativity within CrossFit and general 
sports culture. We ask: How does the CrossFit Games as a sporting event construct the representation 
of “the strong woman”? How is gender equality included in its brand? And what kind of opportunities 
for embodied empowerment and resistance does it offer for the female competitors?

CrossFit was the first fitness regimen to be established through digital media and some claim it would 
not even exist without the Internet and social media (e.g., Friman and Turtiainen 2019; Powers and 
Greenwell 2017; Heywood 2015; Knapp 2015a). Because of the crucial role of audiovisual media in 
CrossFit, we will focus our analysis on the (social) media content related to the CrossFit Games. Our 
primary research material consists of the Rogue Iron Game live-stream broadcast of the individual 
women athlete’s events in the competition, published as eleven separate YouTube videos (Rogue 
Fitness). Through a close reading of this material, our aim is to interpret the representations and 
discourses concerning strength and gender of the women athletes competing in the Games. We have 
analyzed both the visual representations of strength through the video material of the competition, and 
also how women’s strength was discussed by the live and studio commentators included in the 
broadcast as well as the athletes themselves as they were interviewed after events. We will present the 
results of our analysis in four themes: (1) looking strong, (2) strong and dominating performance, (3) 
women’s strength versus men, and (4) strength in solidarity.

We contextualize our reading in women’s embodied empowerment as a part of a wider women’s 
strength sports “boom” (e.g., Andreasson and Johansson 2014; Sassatelli 2010) – while simultaneously 
acknowledging its existence in parallel to the White masculine hetero-normativity determining both 
CrossFit and sports culture in general. As our theoretical framework, we utilize feminist thematic 
analysis which takes into account the neoliberal context of the current sports world (Toffoletti, 
Francombe-Webb, and Thorpe 2018; Toffoletti and Thorpe 2018; Thorpe, Toffoletti, and Bruce 2017). 
We combine this approach with a critical understanding of CrossFit as a neoliberal and post-feminist 
manifestation (James and Gill 2018; Nash 2018; Powers and Greenwell 2017; Washington and 
Economides 2016; Heywood 2015b). We pay particular attention to the ambivalence of the CrossFit 
discourse which both enforces and challenges the hegemonic femininity by expanding the possibilities 
of the strong female body (Podmore and Ogle 2018; Kerry 2017; Knapp 2015a; 2015b).
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Covid-19 pushed the sporting events back opening more vistas for fantasy sport in India. Captivity 
during Lockdown and postponement of Olympics 2020, other tournaments made the sports media 
consumers play on virtual platforms.

Though, fantasy sports in India began with Star Sports ‘Super Selector Fantasy Game in 2001, the 
growth curve is manifest now. From 2016-2019 fantasy sport consumers in India have increased by 
twenty five times (The rise of esports in India PC Quest, 2019). KPMG & Indian Sports Federation of 
Sports Gaming report 2019 on The Evolving Landscape of Sports Gaming in India states, “Online 
fantasy sports gaming (OFSG) is a form of skill-based online sports gaming where sports fans can 
create their own team made up of real-life players from upcoming matches”. Here the players are 
competing on the basis of real-world statistics derived from the sports season (Hu, 2003). In 2006, 
Fantasy Sports Trade Association (FSTA) in US noted that it creates more spectators indicating ‘how 
fantasy games add an additional layer to the narrative structure of television sport beyond the score 
line, performance and flow of play’ (Hutchins & Rowe, 2012).

Fantasy Sport combines participation and spectatorship creating a wholesome experience. Besides 
Dream 11 MPL, My11 Circle, My team 11, Fancode, Fancy11, Faboom, Fanfight, Guru 11, MPL, Balle
Baazi based on cricket, football , kabaddi etc. are also attracting users in India. Indian Cricket Captain 
Virat Kohli and BCCI President Saurav Ganguly promoting the games indicate an official support to e-
sports in the country.

The aim of this study is to understand the online fantasy sports consumer in India during and after the 
lockdown. A study in USA identified five types of fantasy sports players ( Farquar& Meeds, 2007). It 
would be interesting to see whether similar typologies exist here in India or not.

Research Questions

RQ1: What are the motivations and frequency of engaging in fantasy sports by the users in India?

RQ 2: How does the Indian sports media look at the growth drivers and prospects of fantasy sport in 
India post lockdown?

Conceptual Framework

Owing to active media consumption by fantasy sports consumers and unique characteristics of internet 
(Ruggirio,2000), Uses and Gratification research for internet mediated consumption guides the study.

Methodology
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It is a mixed methods study. Focus Group Discussions (Online) with a purposive sample of  fantasy 
sports consumers guided by Daniel H. Wann’s Sports Fan Motivation Scale (SFMS) will be done.  In- 
depth interviews with digital sports journalists and marketing/PR professionals to know the prospects 
of fantasy sports in future will be done. The qualitative data will be coded on NVivo for visualisations . 
Inductive approach will guide the analysis. 

This study contributes to the fantasy sports scholarship with special reference to digitally rising India. 
The study assumes more importance as the outcomes may place fantasy sports governed by the self-
regulatory body, The Federation of Indian Fantasy Sports as an alternative to sports betting.
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Cheerleading is an important part of the collective memory of U.S. sports culture. Cheerleaders 
contribute significantly to the image of the teams and also are an important factor for the revenue of the
franchises. Cheerleading as an activity has a tradition dating back to the end of the 19th century 
coinciding with the beginning of modern sports in the USA. Nowadays Cheerleading is recognized by 
the IOC as a sport in its own right.

Despite this significance, cheerleading is perceived worldwide more as a pop-cultural phenomenon 
than as a sport. Notably, in music videos and feature films, which predominantly depict the sexualized 
female cheerleader or her relationships with the players, the cheerleader represents a stereotypical 
supporting role of young women.

Predominantly the representation is of standardized, heterosexual women's bodies depicted on the 
sidelines of men's teams - Cheerleading remains embedded in the heteronormative matrix. This is due 
to the fact that in the USA the particularly popular and high-revenue sports of Basketball and American
Football are regarded as a territory of sexism-charged hegemonic masculinity. The gender order 
communicated in media products is also embedded in a complex production process in which key 
positions are predominantly occupied by men, who have a large share of the power of meaning and 
definition. Thus, female appearance and sexual charisma become the most important image statement, 
while athletic success recedes into the background.

Sports practices especially construct social role models. In this respect, an analysis of sports films and 
sports documentaries is always also an observation of body images, body practices, and the socio-
cultural context in which the film was made and/or is seen. The sport of Cheerleading has undergone a 
significant transformation process in recent decades, which is also reflected in the films we examined.
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In our analyses, we show how the development of this sport is also reflected in film. We identify the 
typical aspects and challenges of this sport in the categories of gender, class, ethnicity, and sexuality 
using film examples. The films examined include the PBS documentary A Woman's Work: The NFL's 
Cheerleader Problem (USA 2019, dir.: Yu Gu), the Netflix documentary series Cheer (USA 2020, dir.: 
Greg Whiteley), and the feature film Bring it on (USA 2000, dir.: Peyton Reed).

The interim results of our analyses are that the portrayals of women in them provide clues to, among 
other things, the gender roles of the respective time and society. However, the still-dominant sexualized
portrayal of female athletes in sports films leads to a de-sportification of women and thus to a 
devaluation of women's sports. Positive role models, such as in the Netflix documentary series Cheer, 
which goes beyond body and gender standardization, are still rare.
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Abstract

In the news selection process, the media filters what is newsworthy from an indefinite range of events 
that happen all around the world, and with the contemporary global character of the information sphere,
the process of selection is even more critical for media and its local audiences. Among the concepts that
describe various stages of the news selection, the news values remain influential in journalism 
textbooks as well as in mass media theory and research. The news values represent the result of media 
and their editors’ evaluation of news factors of the events. There are lists of news factors for the field of
general journalism compiled by respected authors, who provided them with an appropriate discussion 
and theory (Galtung & Ruge, 1965; Harcup & O’Neill, 2001, 2017; Maier et al., 2018; Shoemaker & 
Reese, 2014). However, the application of these lists in the specialized branches of journalism, like 
sports, science, culture and arts, fashion, and others, is not discussed in due depth.

Let’s think about the sports news selection. Do the same news values factors matter for sports events or
are they different? And if the same name for a factor is used, do sports journalists understand the factor 
in the same way or differently as it was described for the general news about political, social, or 
international affairs?

The study of Loosen (1998), which laid the foundation for the theory of news values in sports 
journalism, made just minor adjustments to the general factors list and to how they are defined and 
operationalized. Although it indicated the direction of thinking in its discussion of these factors, much 
has remained unspoken.
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The data from in-depth interviews with editors of selected Czech media and their sports sections show 
there are differences in the understanding of the news factors, including the factors of success and 
failure (or of positivity and negativity) or of elites (status). The editors also approach various factors in 
constant combinations, especially with their relation to the factor of ethnocentrism and also 
geographical and cultural proximity. The combination of the locality and globality of sports news about
local and global sports events is thus also an important point in the phase of news selection based on 
news values.
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Abstract

National Football League (NFL) wide receiver Antonio Brown had a tumultuous year in 2019. He was 
traded to another team, spent weeks rehabbing an odd injury and challenging the NFL regarding a 
helmet issue, was released from a team after an altercation with the General Manager and releasing a 
secretly recorded conversation with the head coach, was signed by the New England Patriots, and cut 
after 11 days and one regular season game (Gutierrez & Reiss, 2019). Many people felt that these were 
“diva” issues that happen often with players, but his release from the Patriots centered around more 
serious accusations of sexual assault and harassment of his accuser.

Many teams overlook issues or minimize problems if a player’s skill outweighs the negative effect on 
locker room chemistry or public relations crisis. In recent years, the NFL has adjusted their personal 
conduct policy and increased punishments for players accused of domestic and sexual violence (Brown,
2016). Many have criticized these new policies, but the goals of these new guidelines are to improve 
education, evaluation, and support (Brown, 2016).

These policies and procedures lead back to the controversy surrounding Brown’s release from the 
Patriots. The notoriously quiet and surly head coach of the Patriots, Bill Bellichick, failed to adequately
address the signing or release of Brown even with Brown’s many legal problems. Bellichick was also 
accused of “staring down” CBS Sports reporter Dana Jacobson after asking him a question about 
Brown’s release (Davis, 2019). His failure to respond to questions regarding Brown’s signing with the 
team and ignoring the issues around his tenure in New England lies at the heart of this research. In this 
study, I use qualitative thematic analysis to look at the ways Bellichick’s lack of transparency and 
failure to communicate openly with the media was framed by sports reporters and news outlets. In this 
research, I aim to establish Framing Theory as an appropriate theoretical framework for this study, 
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describe the current foci of framing in contemporary sports communication, and seek to justify the 
importance of examining how media views coaches and executives.

Several contemporary examples and extant framing research acknowledge problems with the way 
media portrays women and athletes of color, but more research is needed in how media examine 
coaches, executives, and other individuals in positions of power. In this study, Braun’s and Clarke’s 
(2006) framework for conducting thematic analysis research is utilized to examine how media outlets 
framed Bill Belichick’s vague and aggressive communication tactics during Antonio Brown’s short 
time as a New England Patriot and immediately after his release.
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Abstract

The competitive practice of video games, esports, are an entertainment product that attracts millions of 
people worldwide. The growing interest of audiences and their global reach has attracted brands who 
find in them spaces to advertise their products and have also become spaces where professional players 
can express political views. This paper analyses the impacts of the statement “Liberate Hong Kong, the 
revolution of our time” made by the player Ng Wai “Blitzchung” Chung during the post march 
interview after winning the Hearthstone Grandmasters Tournament held in Taiwan. Blizzard 
Entertainment publisher of the game Hearthstone and organizer of the tournament released a statement 
from his China office disqualifying the player from the tournament and protecting the Chinese 
interests. The declarations and decision made by Blizzard Entertainment prompted gamers around the 
globe to hold protests and demonstrations both online and offline and even statements from political 
figures in the United States of America.

The impacts derived from Blitzchung’s statement are analyzed considering that gamers trough a set of 
reproduced social practices that involve the esports professional leagues, the competition that takes 
place in the amateur videogame leagues; the live streaming practices on digital platforms like Twitch 
and Facebook and the video content about video games available on platforms like YouTube; create 
communities whose social practices can be studied as structures with a moral, power, and 
communicative dimension (Giddens, 2013). And that the interaction of these communities with the 
publisher can also be understood in a structural dimension. Thus, the consequences of the actions taken 
by the publisher and the protests are power, moral, and communicative struggle between these two 
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structures, that happens around a sport that is also a videogame. Were the publisher is protecting its 
financial interests and the gamers argue for free speech.

This article wishes to help further the understanding of videogame and esports culture and to help 
further the understanding that this leisure activity as T.L Taylor “is deeply tied to gender, race, and 
sexuality, social identity and community, normative models, and complex systems of regulation. What 
is often cordoned off as “simply leisure” or “fun” is actually deeply central as well as formative in all 
our civic and political lives” (Taylor, 2018, p. 237).

Giddens, A. (2013). New Rules of Sociological Method: A Positive Critique of Interpretative 
Sociologies. Wiley. http://qut.eblib.com.au/patron/FullRecord.aspx?p=1602908

Taylor, T. L. (2018). Watch me play: Twitch and the rise of game live streaming (Versión Kindle). 
Princeton University Press. Amazon.com
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