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Abstract

Media storytelling plays a crucial role in shaping public perceptions of sports, athletes,
and major sporting events. Through compelling narratives, the media constructs
heroes, rivalries, and dramatic moments that captivate audiences and elevate the
cultural significance of sports. The way stories are framed—whether highlighting
an athlete's resilience, a team’s underdog journey, or the socio-political impact of a
sporting event—directly influences fan engagement, sponsorships, and even policy
decisions. This paper explores how media storytelling and narrative building impact
sports journalism, audience perceptions, and athlete branding. It also examines
ethical considerations in sports storytelling, including bias, sensationalism, and the
responsibility of journalists in maintaining factual integrity. By analysing case studies
from global sports events, this research provides insights into how media narratives
shape the way sports are consumed and remembered.

INTRODUCTION

n the constantly changing world of contemporary sports, media storytelling

and narrative construction have increasingly dominated. With the hyper-
connected nature of contemporary society, in which sports coverage is accessed
through a variety of platforms, mediated representations of athletes, events, and
institutions profoundly determine how sports are perceived, comprehended,
and ultimately valued by society (Harker & Mirer, 2020). These representations
are not objective or neutral but are constructed, selective, and thoroughly
embedded within the cultural, political, and economic matrices of modern
society. Media tales are not simply reflecting truth but constructing it. They
provide analysis of sporting occurrences, contextualize heroism and failure,
and often take part in larger social discourses like nationalism, gender, race,
and identity.

News accounts, as construct of narratives by news media, offer mediated
representations of events that highlight some angles but exclude or downplay
others (Carter, 2013). Selection and emphasis in this process create a type
of storytelling in which reality is built and meaning is negotiated by frames,
metaphors, and emotional appeal. For example, a sports media outlet reporting
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The Role of Media Storytelling and Narrative Building in Modern Sports

on the same game might highlight an upset
victory, a disputed referee call, or a record-setting
performance—each decision framing audience
interpretation differently. Through this process, the
media does not merely report on sport; it determines
what is newsworthy in sport. These decisions are
important in reinforcing or challenging prevailing
ideologies and societal expectations regarding
competition, meritocracy, and fairness.

Outside the presentism of match outcomes or
performance data, these stories tend to resonate
with deep-seated cultural assumptions, historical
precedent, and socio-political values. Thus, female
athletes’ stories, for example, tend to reference
themes of perseverance, motherhood, or overcoming
barriers—while emphasizing gendered expectations
in celebrating success. Likewise, athletes from
marginalized groups tend to be portrayed through
frameworks of resilience or redemption, subtly
reaffirming systemic presumptions about access
and opportunity. These storytelling patterns
are strong because they align with audiences’
preconceived worldviews as well as cement those
worldviews further through amplifier and repetition
(mediatexthack, 2014).

Additionally, the role played by the media in
the process goes far beyond the old broadcast or
print model. Digital media has altered the concept
of storytelling; it is no longer the prerogative of
journalists alone. Social media platforms like Twitter
(now known as X), Instagram, YouTube, and TikTok
have made the production and dissemination of
stories democratized. Fans, athletes, and even
sports authorities now contribute to storytelling,
frequently going over the heads of traditional
media gatekeepers. This change has far-reaching
implications. On the positive side, it enables
sportspersons to own their narratives, reach out
to supporters directly, and promote causes of their
choice. On the downside, it poses new challenges
such as the advent of disinformation, virality-based
content, and hyper-personalized echo chambers
(Park et al., 2017).

The ubiquitous reach of social media has
reconfigured sports consumption and
understanding in profound ways. The immediacy of
digital media and the interactivity of their platforms

ensure that stories are not fixed; they are constantly
being shaped, disputed, and co-constructed
by people in real time. Hashtags, viral clips, fan
Twitter accounts, and reaction memes all feed
into a dynamic media environment. Such real-
time responsiveness magnifies both the uplifting
and negative dimensions of storytelling. One
moment—a national anthem protest, a provocative
tweet, or an emotional video message—can control
public conversation for days, affecting not just
public opinion but also the athlete's marketability,
institutional image, and sponsorship value.

They have profound implications for sport
governance itself, understood and practiced. As
Naha & Hassan (2017) contend, the digitalized sports
media coverage has confused performance and
politics, sport and spectacle. Sports organizations
are today not only answerable for what happens on
the field, but also for how they interact with social
justice issues, transparency, and equity outside the
field. Stories that reveal corruption, discrimination,
or ethical failures can quickly undermine public
trust and institutional legitimacy. On the other
hand, uplifting stories of diversity initiatives, athlete
activism, or mental health assistance can reinforce
an organization’s brand and align it with forward-
thinking values.

On a commercial level, the stories created by
the media actually play a huge role in shaping
an athlete’s or a team’s brand. As Jalonen (2016)
indicates, brand worth in sports is now more and
more led by storytelling. Sponsorship, endorsements,
and fandom are no longer influenced primarily
by performance indicators but by personal and
cultural stories surrounding a sports personality. A
good story about authenticity, resilience, or social
activism can raise an athlete’s brand beyond borders
and demographics and render them an attractive
partner for international brands. Negative stories,
on the other hand—regardless of justification or
exaggeration—can lead to reputational losses and
financial penalties.

The media’s function in sport goes well beyond
reporting. It is a force to be reckoned with in the
meaning-making, identity-building, and value-
creating processes of the sporting world. Through
narrative construction, the media is involved in
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the shaping of cultural narratives, the shaping
of economic forces, and the remaking of sport
governance boundaries. With the continuing
development and reach of digital media, the
stakes of these stories become increasingly high.
For scholars, reporters, and sport professionals
alike, grasping the mechanics and significance of
mediated narrative is key to negotiating the ever
more intricate landscape of contemporary sports.

REVIEW OF LITERATURE

Media narrative and storytelling have become
core to the contemporary sports experience,
influencing not only how events are consumed but
also how athletes, teams, and sports themselves
are understood by the public. The development,
mechanisms, and impacts of narrative construction
in sport media, relying on recent scholarship and
case studies to shed light on the power and nuance
of storytelling in modern athletic culture.

The Evolution of Sports Storytelling

Traditionally, sports reporting was concerned with
scores and results. With the advent of feature writing,
though, the focus has turned toward more in-depth,
human-interest stories. Today, sports features delve
into the individual lives of athletes, the social effects
of sport, and the wider cultural currents shaping
competitive athletics (Beyond the Game, 2025).
This shift is indicative of a wider acknowledgment
that strong narratives can resonate with audiences
outside the typical sports enthusiasts, evoking
empathy and emotional investment through stories
of perseverance, resilience, and victory.

Media Storytelling: Constructing
Emotional Involvement in Sport

The contribution of media storytelling towards
evoking emotions from viewers is one of the
persistent themes that have appeared across
the literature. Researchers like Wenner (1998)
and Whannel (2002) contend that narratives in
the media frame sport as a dramatic spectacle,
constructing emotional trajectories that capture
the attention of viewers. This can be seen in the
construction of epic rivalries, athletes’ personal

struggles, or “hero’s journeys” to epic triumphs. For
instance, contemporary media often uses these
tropes to make athletes into relatable characters,
creating personal identification with audiences
(Billings et al., 2015).

The emotional resonance of media narrative
reaches out to marginalized sports voices. Kane et
al. (2013) point out how the construction of stories
is essential in giving voice to women and minority
sports people, making them audible in masculine-
dominated sports media. Critics have pointed out,
however, that even when such stories are rendered,
they frequently suffer from stereotypical framing,
such as focusing too much on emotion in women'’s
sport stories (Bruce, 2016).

Narrative construction as a
branding device for sporting events
and athletes

The contemporary sports media has also been
regarded as an essential brand builder—-not just
for teams, but also for individual players. Scholars
like Rein et al. (2006) contend that the creation of
“media personalities” via storytelling has a profound
impact on how players are promoted. Case studies of
personalities like LeBron James or Serena Williams
demonstrate the effectiveness of narrative building
in creating legendary players (Andrews, 2018).

This has grown into sports mega-events, like the
Olympics or FIFA World Cup, where media coverage
extends beyond the game itself to project national
or ideological discourses (Tomlinson & Young, 2006).
Media narratives in these cases highlight the event’s
importance as a cultural phenomenon, which adds
to its perception among global audiences. But as
Rowe and Hutchins (2012) warn, this generates
controversies surrounding media sensationalism
and profit-driven motives that undermine sports’
inherent values.

Media, Sport Politics, and
Controversies

Another most important theme from the literature
revolves around the synergy between narrative-
building and sport controversy. Contemporary
media assumes a bifurcated role of sensationalizing
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social wrongdoing and politicizing sport incidents.
For instance, McDonald and Andrews (2001)
examine the ways Colin Kaepernick's kneeling
demonstrations of opposition to police brutality
were constructed in hyper-polarized U.S. political
debates. In the same way, media outlets often frame
public uptake of doping scandals, corruption, or
environmental issues surrounding sports events
through purposeful narrative construction (Boykoff,
2020). In spite of its use in responding to societal
problems, sports politics media storytelling has
been criticized for conveying bias. It is argued by
researchers like Smart (2007) that sports media
tends to reinforce prevailing ideologies, suppressing
alternative readings or dissident voices. The question
then arises concerning whose tales are represented
and the way narrative construction enhances or
undermines particular stakeholders.

Social Media and Sporting Digital
Narratives

The phenomenon of social media has established
new models of sporting storytelling, where
athletes, fans, and other stakeholders can become
participants in the creation of narratives. Research
by Hutchins and Rowe (2012) observes how Twitter
and Instagram have dispersed storytelling away
from mainstream media channels, providing
platforms for athletes to brand themselves and
engage directly with their audience. For example,
influential sportswoman-led campaigns like Naomi
Osaka's backing of #BlackLivesMatter show how
digital discourse bolsters marginalized voices
(Pegoraro, 2018).

RESEARCH OBJECTIVES

The key aim of this research is to investigate the
prevalent narrative models used in sports media,
primarily the hero'’s journey, underdog stories, and
redemption arcs, that influence audience perception
and emotion attachment. This research will also delve
into the role of traditional and digital media platforms
in the creation, spreading, and reinforcement of these
narratives, pointing to how different media help
weave contemporary compelling sports narratives
across the media landscape.

RESEARCH METHODOLOGY

The preliminary study phase was devoted to
the gathering of qualitative data through semi-
structured interviews undertaken by fifteen key
informants on the sports media ecosystem; these
included five para-athletes, five sports journalists,
and five representatives from sports organizations.
The interviews averaged 60 to 90 minutesin length
and involved in-depth investigation into changes
in the representation of sports, especially para-
sports, as well as the changing nature of media
engagement in India.

Transcriptsoftheseinterviewswere analyzed using
NVivo software, which allowed for rigorous thematic
analysis and identification of recurring patterns.
The major themes that emerged include increased
integration of Artificial Intelligence into athlete
training and rehabilitation, underrepresentation of
para-athletes in mainstream media, and evolving
expectations regarding storytelling by international
forums to humanize athletic journeys better. Most
of the respondents commented that traditional
portrayals of sports often shy away from personal
and emotional influences on the lives of athletes,
especially para-sport athletes. Experts emphasized,
saying that not only do Al and data analytics improve
athlete performance and rehabilitation outcomes,
but they also help develop attractive content, which
mirrors progress and resilience.

Data analysis and interpretation

As per the interviews, all stakeholder groups believed
in a common tenet: that narrative storytelling is
necessary to provide an engaging and socially
relevant atmosphere for sports coverage. Thematic
categories such as the “Hero's Journey,” “Underdog
Stories,” and “Overcoming Adversity” were referred
to numerous times as these stories attribute unique
influences on how spectators perceive sports
and athletes. These frameworks, which are seen
again and again, suggest deeper cultural values
of endurance, transformation, and victory.” Of
importance is that all stakeholders—the athletes,
journalists, and organizations—explored storytelling
as a method for increasing visibility for sports that
are generally considered in the margins, such as
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para-sports, because it made the sports that are less
relatable more earnest and emotionally charged.

Inthe second phase of the study were quantitative
data that were collected through a structured
guestionnaire sent to 100 respondents-40 media
professionals and 60 sports enthusiasts. The survey
inquired as to how the respondents would rank the
comparative effectiveness of traditional media and
digital media in terms of storytelling, emotional
engagement, and audience consumption patterns.

Survey results indicated that the two media are
worlds apart. Digital media platforms were seen
to be more emotional than any other medium,
whereby 85% of respondents said that social media
or the digital content was creating an emotional
engagement more readily. Where it cited direct
interactions with athletes, raw content, or behind-
the-scenes footage, was said to be responsible for
instilling selectivity and intimacy in engagement.
Almost opposite from that view, subjects like
television and print were seen for their depth and
well-structured storytelling: 78% of respondents
recognized their in-depth analysis and coherent
narrative arcs.

Authenticity was seen as one strong factor
affecting narrative potency. Digital media were
rated as more authentic (76%) than traditional media
(62%) given its raw unscripted nature. Sports fans
especially appreciate the authenticity claimed to
be provided through athlete-generated content
on Instagram and YouTube. Crowd interactivity
also serves in promoting higher engagement via
digital platforms—91% of the respondents affirmed
that audience involvement is more pronounced in
relation to digital media vis-a-vis the 52% who said
the same about traditional media.

Thirty-five percent of the 1,000 respondents
shared that they mostly followed sports stories
through social media stories, while 25% tuned in
via live broadcasts and 18% watched highlights on
YouTube. Print media claimed a mere 5%, further
indicating a sharp decline in its relevance. These
changes, which are important here, represent
a major transformation in people’'s habits of
consumption from immediacy, personalization, and
interactivity driving engagement.

The survey data also show what types of stories
audiences found most persuasive. The “Underdog

Stories” became the most potent story model since
that would resonate with 92% of respondents,
then comes “Athlete Personal Stories” (88%) and
“Comeback Narratives” (87%). On the contrary,
“Technical Analysis” received the least effectiveness
rating (62%, particularly from sports fans), as they
preferred emotional and human-centered stories
over being numbers and data.

It has also been shown that traditional media
have their uses and so does digital form of media.
Traditional media make it a point to tell a story
with accuracy, research, and authenticity to the
past. There is a credibility and depth in analysis
that media values. Revolutionizing the space of
storytelling, digital platforms facilitate immediacy,
personal expression, and audience participation in
democratizing content engagement by allowing
fans, athletes, and influencers to become active
narrators rather than passive consumers.

Figures also showed that while traditional media
relied largely on national pride (85%), historical
context (80%), and expert commmentary, behind-the-
scenes content (95%), fan-created narratives (85%),
and real-time emotional responses dominated
in new media. The divergence pinpoints the
importance of differentiated content strategies
aligned to platforms to be able to optimize impact
and engagement.

Therefore, inthe integrative phase, both qualitative
and quantitative findings were consolidated to form
an understanding of sports media storytelling
across India. It was clear from the proceedings
that the successful formulation of sports stories
demands a mix of structural journalistic depth
and emotional audience-driven narrative. In this
alignment, traditional forms of media can actually
support the digital platforms, on the premise that
the two embraced together could create a synergy.

While traditional media offer authority, continuity,
and in-depth context, digital platforms extend reach
and facilitate participatory and emotionally engaging
storytelling. Combined, these create multi-layered
narratives that speak to the multifaceted nature of
contemporary sports, while still retaining cultural
relevance.

Combined with the expert's perspective and
audience feedback, this identifies the pressing
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Sports Media Analysis
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Figure 1: Sports Media Analysis about emotional engagement, authenticity, audience interaction

need for a greater range of narratives that include
the voices of underrepresented groups like para-
athletes. This would not only foster inclusivity in
sports media but also enrich the narrative with
stories of resilience, diversity, and change.
Interactivity visualization lushly dimensionalized
sport media-affiliated survey of a hundred
respondents out of which 40 were media
professionals and 60 qualified themselves by
being sports enthusiasts. The Figure 1 indicated a
uncomplicated dissimilarity of traditional and digital
media features of sports coverage; while emotional
engagement (85%) and interaction with audiences
(91%) wholly swamped on digital platforms, the
perceived authenticity was greater in digital media
as compared to the traditional ones (76% vs 62%).
Usage patterns pointed towards the preeminently
digital trend, as in the cases of social media (35%)
and YouTube highlights (18%) far ahead of the
traditional print medium (5%). In content, digital
can boast of superior collateral material at (95%) and
fan-generated narratives (85%). In the meantime,
traditional media carries strong historical narratives-
85%-not to mention national pride (80%). From an
audience viewpoint, underdog stories (92%), human
interest stories about athletes (88%) and tales of
comebacks (87%) out-lead technical analysis (62%)
in favoring story effectiveness. This visualization
pretty well demonstrates that if sports storytelling

is to be effective, it must travel a long road between
journalistic depth and the narrative where emotional
engagement can be found through complementary
media platforms.

As per the data shown in Table 1, traditional
media would generally be stronger in the
narrative build-up, that is, constructing strong
structured stories. However, in terms of emotional
amplification, audience engagement, and inclusive
representation, digital media stands much stronger,
thereby demonstrating its strengths in dynamic,
participatory, and diverse content.

As far as journalistic depth and cultural relevance
is concerned, traditional media still reigns supreme,
while digital media appears to score on emotional
resonance, speed, and interactivity (Table 2). This is
actually the reality ; traditional platforms showcase
the extent of reporting and their history, and digital
that emphasizes speed and user engagement.

Table 1: Media Platform Effectiveness by Component

Component Traditional Digital
Media Media
Narrative Foundation 85 45
Emotional Amplification 40 90
Audience Engagement 52 91
Inclusive Representation 60 75
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Table 3 depicts, social media is the most dominantly
used platform, indicating that there has been a
major shift into quick, highly shareable content.
Live broadcasts remain significant, particularly for
events such as sports that are being viewed and
enjoyed in real time. Print media has little reach-
digital consumption is the trend.

Table 4 states that stories which are original and
human-centred, such as underdog, personal, and
comeback stories, have been shown to resonate the
most. The more analytical or historical ones placed
lower on the scale, meaning their preferences were
driven more by emotion than information.

Digital media may be different from traditional
media because it thrives on the informal and
participatory-reactive nature of content like behind-
the-scenes and fan stories. Traditional media are
more interested in expert-driven content and
nationalistic expressions, emphasizing professional
analyses and cultural-history narratives.

Interactivity visualization lushly dimensionalized
sport media-affiliated survey of a hundred
respondents out of which 40 were media
professionals and 60 qualified themselves by being

Table 2: Media Capabilities Comparison

Dimension Traditional Digital Media
Media
Emotional Impact 65 85
Authenticity 62 76
Audience Participation 52 91
Journalistic Depth 85 50
Timeliness 60 95
Cultural Relevance 80 65

Table 3: Media Consumption Pattern

sports enthusiasts (Table 5). The Figure Tindicated a
uncomplicated dissimilarity of traditional and digital
media features of sports coverage; while emotional
engagement (85%) and interaction with audiences
(91%) wholly swamped on digital platforms, the
perceived authenticity was greater in digital media
as compared to the traditional ones (76% vs 62%).
Usage patterns pointed towards the preeminently
digital trend, as in the cases of social media (35%)
and YouTube highlights (18%) far ahead of the
traditional print medium (5%). In content, digital
can boast of superior collateral material at (95%) and
fan-generated narratives (85%). In the meantime,
traditional media carries strong historical narratives-
85%-not to mention national pride (80%). From an
audience viewpoint, underdog stories (92%), human
interest stories about athletes (88%) and tales of
comebacks (87%) out-lead technical analysis (62%)
in favoring story effectiveness. This visualization
pretty well demonstrates that if sports storytelling
isto be effective, it must travel a long road between
journalistic depth and the narrative where emotional
engagement can be found through complementary
media platforms.

Table 4: Story Type Effectiveness

Story Type Effectiveness Rating
Underdog Stories 92%
Personal Athlete Stories 88%
Comeback Narratives 87%
Team Dynamics 76%
Historical Context 72%
Technical Analysis 62%

Table 5: Content Type Preference by Media

Content Type Digital Media  Traditional
Platform Percentage Media
Social Media 235% Behind-the-scenes 95% 25%

_ H 0, 0,
Live Broadcasts 25% Fan-created narratives 85% 30%
o Real-time reactions 90% 40%

YouTube Highlights 18%

Expert analysis 55% 85%

1ai (o)
Other Digital 17% National pride narratives  50% 85%
Print Media 5% Historical context 45% 80%
27 MediaSpace: DME Journal of Communication
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CONCLUSION

The study explores the way narrative content
like the hero's journey, underdog stories, and
redemption arcs shape audience engagement with
sports media, concluding that the most powerful
resonance is with underdog narratives (92% of
respondents), closely followed by personal stories of
athletes (88%) and comeback stories (87%). Digital
platforms, then, foster more significant emotional
engagement than traditional media, with 85%
of respondents indicating social media creates
the most engagement for them through direct
interaction with the athlete and behind-the-scenes
content. While digital media is regarded as the more
authentic option (76% digital vs. 62% traditional),
traditional media is appreciated for its depth and
structured storytelling (78%). The consumption
pattern noted by the study had significantly
changed, with 35% of respondents indicating they
primarily watch sports on social media stories,
and print media is acknowledged for just 5% of its
audience. Expert interviews with athletes, along
with journalists and representatives of organizations,
stressed that narrative storytelling is a tool for social
relevance in sports coverage especially targeting
underrepresented groups like para-athletes, whose
stories of resilience and transformation can connect
otherwise less mainstream sports with a broader
audience emotionally.

There has existed a dual sphere of roles for the two
types of media, traditional and digital: co-creation,
dissemination, and perpetuating contemporary
sport narrative. Traditional media- that is television,
radio, and print- normally served as a foundation
upon which structured, authoritative stories were
fabricated. This is their strength: creating stories
based on journalistic depth, historical footing, and
expert analyses, which also accentuates credibility
and cultural significance to sporting events and
figures. Through documentaries, in-depth features,
and even live broadcasts, traditional frames
characters and compelling trajectories such as
national pride stories and legendary team histories-
and reinforce collective memory and identity.

Digital media include social media, YouTube, or
fan forums, and suddenly open up entirely new and
very personal ways through which sports narratives

may be spread and personalized. They magnify
emotional moments, including behind-the-scene
happenings, real-time updates, and other nuggets
peppered in to humanize athletes and thus make
them relatable to better audiences. Digital spaces
thrive on audience participation, where users
would consume content and co-create memes,
reaction videos, and fan fictions, thus democratizing
storytelling and diversifying perspectives. Personal
athlete stories, underdog journeys, and comeback
narratives gain virality and emotional depth through
digital amplification, often reaching wider and
younger audiences.

What traditional media offer is counterpart to
the immediate, inclusive and emotional nature of
digital. The two make up a rich and dynamic multi-
platform web of sports narratives. By creating,
consuming, reshaping, and re-experiencing,
they ensure that sports narratives will be made
more accessible, more engaging, and more
contemporary in culture.

FUTURE RECOMMENDATIONS

This media should really be developing a hybrid
style that has the best of the traditional and digital
worlds. Media personnel should get down to creative
collaboration, putting to use the traditional depth
with an audiovisual twist that has ordinary audience
interactivity, immediacy, and the consequent
trustiness with which it tells the story. Invest in cross-
platform content strategies; enrich opportunities
for co-creation among audience members; and
prioritize all forms of representation - this will enable
even richer, deeper, more relevant, and relatable
sports narratives with more diverse and evolving
audiences.

REFERENCE

Anonymous. (2006). With one week to go, FIFA deny World
Cup spoiled by money-making. ESPN Star. http://
www.espnstar.com/fworldcup/fworldcup_newsde-
tail_1691010.html

Betts, J. R. (1953). The technological revolution and the rise
of sport, 1850-1900. The Mississippi Valley Historical
Review, 40(2), 231-256. https://doi.org/10.2307/1894272

Betts, J. R. (1953). The technological revolution and the rise
of sport, 1850-1900. The Journal of American History,
40, 231-256.

m Volume 6 | Issue 1 | 2025

MediaSpace: DME Journal of Communication



The Role of Media Storytelling and Narrative Building in Modern Sports

Beyond the Game. (2025). Anatomy of compelling sports
narratives. Sportink Publishing.

Billings, A. C., Butterworth, M. L., & Turman, P. D. (2017).
Communication and sport: Surveying the field. SAGE
Publications.

Boykoff, J. (2016). Power games: A political history of the
Olympics. Verso Books.

Bruce, T. (2016). New rules for new times: Sportswomen and
media representation in the third wave. Sex Roles, 74,
361-376. https://doi.org/10.1007/s11199-015-0537-5

Carter, T. F. (2013). Re-placing sport migrants: Moving
beyond the institutional structures informing inter-
national sport migration. International Review for
the Sociology of Sport, 48(1), 66-82. https://doi.
org/10.1177/1012690211432967

Harker, J. L., & Mirer, M. (2020). Narrative framing in sports
media: The role of race, gender, and nationalism
in Olympic coverage. Journalism & Mass Com-
munication Quarterly, 97(3), 729-748. https://doi.
org/10.1177/1077699020921445

Hutchins, B., & Rowe, D. (2016). Digital media sport: Tech-
nology, power and culture in the network society.
Routledge.

Jalonen, H. (2016). The role of storytelling in building per-
sonal brands in sport. International Journal of Sport
Communication, 9(1), 38-56. https://doi.org/10.1123/
ijsc.2015-0053

Kane, M. J,, LaVoi, N. M., & Fink, J. S. (2013). Exploring elite
female athletes’ interpretations of sport media images.
Communication & Sport, 1(3), 269-298. https://doi.

org/10.1177/2167479512473585

Kitchin, P. (2007). The elusive fan reinventing sports in a
crowded marketplace. International Journal of Sports
Marketing and Sponsorship, 8(3), 75-76. https://doi.
org/10.1108/13SMS-08-03-2007-B008

Litchfield, C., Kavanagh, E.,Osborne, J., & Jones, |. (2018). Social
media and the politics of gender, race and identity: The
case of Serena Williams. European Journal for Sport
and Society, 15(2), 154-170. https://doi.org/10.1080/1613
8171.2018.1452870

Mediatexthack. (2014). Sport and storytelling: How the media
construct meaning. In L. Wenner (Ed.), Reflections on
communication and sport (pp. 112-128). Peter Lang.

Naha, S., & Hassan, D. (2017). Sport governance and digital
disruption: Redefining accountability and engagement.
Sport in Society, 20(12),1763-1779. https://doi.org/10.108
0/17430437.2017.1231749

Park, S., Williams, D., & Son, J. (2017). Social media and athlete
branding: Building strong narratives in the digital age.
Journal of Interactive Marketing, 39, 43-54. https://doi.
org/10.1016/j.intmar.2017.03.001

Rosow, S. J. (2000). Globalisation as democratic theory. Mil-
lennium: Journal of International Studies, 29(1), 27-45.
https://doi.org/10.1177/03058298000290010701

Tomlinson, A, &Young, C. (2006). National identity and global
sports events: Culture, politics, and spectacle in the
Olympics and the football World Cup. Choice Reviews
Online, 44(01), 44-0378. https://doi.org/10.5860/
choice.44-0378

Wenner, L. A. (1998). Mediasport. Psychology Press.

U Volume 6 | Issue 1 | 2025

MediaSpace: DME Journal of Communication



