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Introduction

The sport management research community has published over 55 sport
communication (and related) articles in the field’s various journals over the past seven
months of 2021. During this period, a few sport communication research works have
been published in journals such as the Journal of Sport Management, Sport Management
Review, International Journal of Sports Marketing and Sponsorship, European Sport
Management Quarterly, Journal of Global Sport Management, and others. Two journals in
particular, Communication and Sport (six articles) and /nternational Journal of Sport
Communication (three articles) published studies on the topic of media representation
and media consumption — the two themes on which this section of the issue focuses.
Nine articles from these two journals, representing the work of 43 authors from 20
different universities, are summarized in this issue. Of the nine articles, five covered media
representation (TV, print, and social media) of disability, mental illness, and women in
sport. Four articles dealt with media consumption behaviour of (a) television viewers
(activities while viewing televised sports), and (b) college and professional football

players and fans (consumption of social media).

Advances in sport management communications

The nine studies under consideration were researched in different contexts of
sports such as the Olympic Games (e.g., the Rio Olympics), professional team sports (e.g.,
NFL, NBA), and college sport (e.g., D-I Football). Also, the studies were guided by
different theories and conceptual frameworks such as social cognitive theory, framing
theory, interpersonal behaviour theory. In addition, research methods such as surveys,
in-depth interviews, social media data, TV broadcast recordings, and print media archives

were used as sources of data to address the studies’ research objectives.



As extensively covered in the media representation articles, the media have long
been criticized for contributing to the stigmatization of athletes with disability, mental
illness, and women in sport, which has contributed to people experiencing stereotypical
behavior, prejudice, and discrimination in different social settings (Parrott et al., 2019).
The articles emphasize the media’s crucial role (through their selection and framing of
stories as well as frequency of coverage) in influencing peoples’ perceptions of (a)
athletes with disability, (b) mental illness, and (c) women in sport. The studies investigated
the issue of fair media representation, and made some encouraging, and not so
encouraging, findings.

The studies that focused on disability (McGillivray, O'Donnell, McPherson, &
Misener, 2021) and mental illness (Parrott, Billings, Buzzelli & Towery, 2021)
encouragingly reported positive progress in media coverage and the representation of
athletes with mental iliness and disability, in contrast to the stereotypical news coverage
that has been a feature of the media for a long time. As McGillivray et al. reported, while
one cannot fully claim that the balance of media representations of the Rio Paralympics
was fully positive, the trend in the coverage of disability has been encouraging but needs
to be tested further with future events. Similarly, Parrott et al. reported positive media
responses and coverage of professional athletes’ disclosure of mental illness, which
contrasts with the stereotypical news coverage. The media framed the disclosed athletes
as showing strength of character for revealing their personal experiences with mental
illness.

In contrast, the two studies that focused on the coverage of women in sport on
traditional media reported that coverage of men'’s sports was dominant on TV and in the
print media. Particularly, a study by Cooky, Council, Mears, and Messner (2021) reported
on the most recent iteration (findings for the year 2019) of their 30-year longitudinal
study of gender in televised sports. Their study found that the quantity of coverage of
women'’s sports on TV news and highlights shows has continued to be dismally low. In a
similar manner, Taylor, Linden, and Antunovic's (2021) investigation of print media
archive data covering 45 years showed that journalists trivialized women'’s participation
in football, and the coverage has maintained hierarchies of gender.

The unequal coverage of women'’s sport on social media is similar to that of the
traditional media. A study by Fraidenburg and Backstrom (2021) that investigated the
representations of sportswomen on espnW’s and ESPN’s Instagram accounts reported

that women'’s sport received less coverage and separation (i.e., of having an espnW’s



women'’s focused account), which upheld male dominance. The study found that ESPN’s
Instagram rarely carried posts on sportswomen or feminism. On the other hand, while
espnW'’s Instagram posted female empowerment messages, it posted a relatively lower
number of postings about sportswomen compared to ESPN’s coverage of sportsmen,
and communicated less engaging content. This is contrary to the assumption that social
media has great potential to serve as an alternative venue to enable and enhance a better
media representation of sportswomen.

On the topic of media consumption, Lewis, Gantz, and Wenner (2021) investigated
the activities people engage in while viewing televised sports, and found that viewing
live sports involves a number of different simultaneous in-person and second-screen
activities. Sports viewers, in fact, use the time available to watch sports to do other things
simultaneously. As they view sports, viewers also meet other obligations in their lives
such as taking care of the household and engaging in work- or school-related tasks. The
study reported that more concurrent behaviors are displayed when games are not close,
relative to games that are close.

On a related topic of social media consumption, Lim, Donovan, Kaufman, and
Ishida (2021) studied how critical athletes’ social media activity is for NFL athletes’ in-
game performance. The authors found there is a negative relationship between the
frequency of social media posting and athletes’ on-the-field performance. Players who
post social media content with a higher level of humility are more likely to perform better.
According to the authors, humility enhances self-control and positively impacts team
performance. Hence, players who exhibit humility have the potential to create a team’s
collective humility, which leads to enhanced team performance. Equally, the authors
noted that too little or too much humility may compromise athletic performance.

Relatedly, considering the value of hashtags in today’'s social media
communication, Kim, Cho, and Kim (2021) investigated why sports fans use hashtags in
their communications. The authors reported that sufficient habit (i.e., automatic responses
to specific situations) and facilitating conditions (e.g., network speed, devices) would lead
sports fans to share information through hashtags on social media platforms. Cranmer,
Cassilo, Sanderson, and Troutman (2021) also examined how social media users react to
announcements by student athletes of an early exit from their sport. By early exit, the
authors mean that the student athletes voluntarily disengage from their teams prior to

their planned exit dates. The findings showed varied reaction from fans depending on



their fandom to a team. While, for example, the exiting player’s fans supported the athlete,
other teams capitalized on the early exit announcements.

These nine studies provided us with four new important insights. It is worth noting
that the methods used in the studies played a critical role in producing these insights.
The new insights are : (a) the media coverage of athletes with disability and mental illness
is showing positive progress in terms of positive coverage, (b) media coverage of
women'’s sports on traditional and social media is still underrepresented, (c) viewing of
live sports involves a number of different simultaneous in-person and second-screen
activities, where more concurrent behaviors are displayed when games are not close,
relative to games that are close, (d) players who exhibit humility in their social media
communication have the potential to create enhanced team performance. Equally, too
little or too much humility in social media communication may compromise athletic
performance, (e) sufficient habit and facilitating conditions lead sports fans to share
information through hashtags on social media platforms, and (f) expectedly, fans’ social
media reactions to student athletes early exit announcements vary, depending on their

fandom to a team.
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