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Findings Related to

Sport Media Research

1)

2)

Female athletes significantly
underrepresented in termsarhount
of coverage

Sportswomen are routinely presented
IN ways that emphasize femininity
and sexuality vs. athletic competence



Two Competing Narratives

re: Impact of Media Patterns

)y Schol ars & advocat e
Sports say images marginalize and
trivialize athletic females

2) Those who cover and promote
Womenos Sports say
approach creates and increases. interest



Lack of Empirical Support

A Neither side has empirical evidence for which
types of images generate fan support

ATheref or e, we donot K n

A How representations of sportswomen are interpreted
Py consumers

A How Interpretations impact attitudes and intentions to
support (view/attend) womensports



Cultural Assumptions Behind

nNnSex Sell so N

A News Headline:
iSoccer and Sex: Attractive Athletes Sell League

A Reabfans = male fans
A Best way to attract male fans = sexualize women

A Images of sexy, feminine sportswomen
A E more social acceptance of won@&@Bports
A E more (male) fan interest
A E more attendance/corporate sponsorship/TV.coverage



Reasons Why

Approach Counterproductive

A lgnores & dismisses those most likely to support
female athlete® young girls and women

A~ Marketing campaigns (WNBA) promote
wholesome, AHAmerican girtnextdoor image

A Family values/connection between dads and
daughters

A When males bul swimsuit issueare they
l nterested I n consuming a

A €0r s por@bedve®sanebjects of sexual
desire?



