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sidelines and into roles with more creative and analytical breadth, even with a rapidly increasing 

demand for jobs in the media industry.  
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CHAPTER 1 

INTRODUCTION 

Should the role of women in sports media today be measured against the initial intent of 

the first wave of the feminist movement, it would appear that we have made few strides in terms 

of equality. The sports media industry has enjoyed decades of astronomical financial success as 

well as record-breaking statistics in regard to popularity and visibility among print and television 

media outlets, yet they continue to employ and promote a much higher proportion of men over 

women, which creates a problematic message for the millions of consumers who have significant 

influence and purchasing power. This inequity has not escaped the attention of media scholars, 

who have conducted countless studies on the role of women and the concept of femininity in 

sports media, creating a groundswell of the content that demands a shift in protocol. Gender roles 

have long been an integral part of social science research, so this pattern of research will likely 

continue until and even after a tangible change is made and women are featured as credible 

components of sports media production. The focal point of analyzing these roles centers on how 

they developed and how they affect the realm in which they exist. With much focus placed on 

women and the context in which they are treated in news, entertainment, advertising and digital 

media, their role in society has been one subject to intense examination. As the linear timeline of 

available research lengthens and the social experience changes, so must the focus of research that 

seeks to analyze and discuss that experience. 

Female journalists are no exception to the interest of social science researchers; their 

function within a male-dominated industry lends researchers a unique opportunity to examine a 

microcosm of our social reality.  
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This study examines current experiences of female sports journalists in both print and 

broadcast media and the perceived “state of affairs” for women on and off the field. The data 

collected from a series of in-depth interviews will shed light on whether women are truly making 

inroads toward a progressive version of sport journalism that diversifies the demographics of 

newsrooms and anchor desks, or if women are still just on the sidelines.  
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CHAPTER 2 

REVIEW OF LITERATURE 

In the 18th century, as American colonies were laying the framework for the expansion of 

rudimentary states into groups of bustling cities, revolutionary developments in technology and 

trade catapulted our society into a thriving nation of makers and sellers. At the same time, the 

field of journalism was grooming its would-be pioneers.  

The History of Women in Journalism 

For women in the industry, gaining employment and maintaining credibility was an 

uphill battle, as women were often doubted as authoritative on any subject. For many early 

female journalists, writing under a pseudonym was a common practice that afforded them the 

ability to exist within both the public and private sector (Miller, 1994). In her analysis of name 

formation in the American Victorian era, Julie Miller says of the protocol, 

Although many Victorian women claimed authorship as a vocation rather than an 
avocation, Victorian culture was still very patriarchal. Many women separated their work 
in the private sphere (home) from that of the public sphere (publication) through the use 
of alternate names. Publishing was a business dominated by men; some women chose to 
write under male or androgynous pseudonyms in order to have access to the privileges of 
male authorship. (p. 9) 
 

Although the practice of writing under a male pseudonym still exists today, it is with less 

frequency, especially in newspaper journalism. As time and technology progressed, women’s 

role in the media saw progression, particularly in the newspaper industry. But much like any 

shift in social order, it was not without challenges and eventual recoil. In the 1940s, World War 

II opened up the workforce to women like never before. While men were fighting the war in 

Europe and Asia, women in the United States began performing many jobs typically performed 

by men, and quite successfully so. However, the shift that once seemed so promising eventually 

began to retreat as the war ended and men returned home, ready and needing to work. As a 
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result, women faded away and the workforce again became predominantly male (Beasley & 

Gibbons, 2003).  

Women’s pages in newspapers, propagated by Joseph Pulitzer, by definition “are a 

product of the late nineteenth century and were designed to draw a large audience for advertisers 

interested in marketing to women” (Whitt, 2000, p. 38). With content intended to interest 

women, topics such as “fashion, food, relationships, health, etiquette, homemaking, interior 

decorating, and family issues” (p. 38) became synonymous with women’s issues, and thus, 

became a part of the general lexicon as “female.” When the war was over and men returned 

home, “journalism, like the other trades that drew women, shifted back to business as usual” (p. 

41).  Issues like politics, crime, finance, and education remained in the male realm, covered 

mostly by men. However, the women’s pages in newspapers were indicative of some enduring 

post-war change. Publications like the Chicago Tribune, “began to show more sophistication” in 

their women’s pages (Beasley & Gibbons, 2003, p. 117). These changes were small at the time, 

but served as the first stepping-stones toward women gaining credibility as journalists.  

By 1960, women employed as editors and reporters in the newspaper, magazine, and 

book publishing industry rose to 37% (Beasley & Gibbons, 2003, p. 117), which hasn’t seen any 

significant change in the fifty years since. At the same time, the first roars of feminism began to 

echo through the canyon of social politics. As a result, feminist leaders “demanded equality and 

attacked the assumption that men and women should occupy separate, unequal, spheres within 

journalism” (Beasley & Gibbons, 2003, p. 118). By the 1970s, the antiquated “women’s pages” 

began to adapt to the changing social landscape. According to Beasley and & Gibbons, “major 

newspapers began to cover reproductive rights, spouse- and child-support issues, and child care 

in their women’s pages” (p. 119).  
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Facing another new media landscape, as well as a general population now accustomed to 

daily news production, women’s role in journalism has experienced an uphill battle since the first 

daily was printed and the public started demanding information. However, the latter half of the 

twentieth century saw the first massive employment of legislation, as “women in the media used 

federal law that facilitated, and could enforce, change” (Beasley & Gibbons, 2003, p. 120). By 

the 1980s, “female students flooded into journalism schools across the United States, taking 

advantage of the new workplace opportunities brought on by the women’s movement” 

(Everbach, 2014, p. 16).  But even this new influx of women into journalism schools and 

newsrooms did not work to level the playing field like many had hoped, and there have been 

negligible changes in newsroom demographics in the 30 years since (p. 17). Additionally, media 

scholars have found that women are much more likely to leave the field of journalism in their 

first five years, contributing to the uneven gender spread and the disparity between the large 

proportion of female journalism graduates and working female journalists. According to 

Everbach (2007), there are many reasons why women leave journalism, including but not limited 

to “lack of opportunity, low salary, lack of mentors, unwillingness by management to offer 

flexible work schedules” (Everbach, 2007, p. 59). The prolonged presence of multiple challenges 

to female journalists is the result of many of the concepts presented already in the review of 

literature, and the final fallout is represented clearly by each annual census report published by 

the American Society of News Editors. As the market trend continues to demand fast-paced, 

almost real time journalism, conditions that aren’t conducive to achieving and maintaining an 

equal gender spread in the newsroom will only damage the content and credibility of the 

industry.  
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The history of women in journalism, when superimposed onto the history of American 

journalism as a whole, reveals a set of challenges that have no doubt influenced our entire media 

history. Much of our current state of the media, in terms of gender distribution, has been shaped 

by the actions of bold female journalists of the past facing extraordinary odds.  

Underrepresentation and Lack of Promotion in a Changing Newsroom, Marginalization in 

Television News 

Due to advancements in technology and communications, the media are undergoing what 

can seem like a daily transformation. These changes not only generate increased demand for 

skilled personnel but also afford a new experience for those involved in the constantly shifting 

industry. Newspaper journalism has undergone perhaps the most dramatic modification, with 

many newsrooms catering to the new demand for digital media and refocusing their protocols of 

not only creation of content but newsroom management. The digitization of news has become 

the absolute center of the new journalism discussion, with new wave optimists and cynical 

catastrophists thrown into the same pit of information, both aware of the steady decline of 

readership since the 2008 economic recession (Edmonds, Guskin, Mitchell & Jurkowitz, 2013). 

This decline, the result of many changes in the industry, is occurring still, “fueled in part by the 

growing audience for Internet-based news” (Patterson, 2007, p. 33). Some professionals refer to 

these changes as “the next phase that demands modern newsroom processes and new levels of 

transparency and accountability for a wonderfully self-correcting medium” (D’Vorkin, 2012, p. 

10). 

These new “modern newsroom processes” provide a substantial opportunity for social 

science research, especially in the context of gender role analysis. The percentage of women in 

both newspaper and television newsrooms has seen very little change in the past two decades. 
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According to the American Society for Newspaper Editors 2013 census, women in the newsroom 

remain steady at 37 % (ASNE.org, 2013) while the Radio Television Digital News Association 

reports that women in the television newsroom hovers at 40 % (Papper, 2012). Even with slight 

increases in management roles, female general manager in television were up 4% in 2012, the 

number of women in leadership roles is vastly disproportionate (ASNE, 2103). Without 

significant changes in representation, women have yet to achieve the type of influence their 

continual influx into the newsroom would suggest (Nicholson, 2007). This deficit has resulted in 

somewhat of a permanent gender gap in the newsroom, where “women in newspapers face 

barriers to advancement, work-family balance issues, and a lack of mentors, role models, and 

professional development opportunities” (Nicholson, 2007, p. 35). Underrepresentation in the 

newsroom is troubling as it leads to a general underrepresentation in the news and media 

distributed to consumers, rendering women and women-specific issues as insignificant and even 

irrelevant. According to a longitudinal content analysis of front-page content completed in 2007, 

only 38% of photographs featured women and women as news references topped out at 26%, 

both of these percentages reflecting zero change between 1994 and 2007 (Lont & Bridge, 2007). 

Because women constitute roughly half of the American population, these numbers distort our 

social reality and do a disservice “to their percentage in the population and their relevance in the 

rich fabric of American culture… in none of the areas (studied) are women even close to their 

representation in the population or their contributions to society.” (p. 131). Additionally, a lack 

of women in the newsroom and executive positions within media jeopardizes “the ability of 

companies to draw new and diverse readers as well as to innovate and adapt in the rapidly 

changing world of media” (Nicholson, 2007, p. 40). To further complicate a deficient female 

presence in the industry, there is also a lack of retention, rendering the possibility of forward 
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progression a bleak one. In a study conducted for the American Press Company, Selzer & 

Company (2002) surveyed 273 actively working newsroom employees and found that at 27%, 

women are far more likely to leave their position at a newspaper, with only 6% of men 

expressing a willingness to walk away. Additionally, 93% of the women interviewed did not 

have a definite expectation of advancement; 64% of these women citing management’s 

preference to promote men as their primary barrier to advancement. In television newsrooms, the 

situation is unfortunately similar. Although television news operations have experienced a steady 

growth in the number of women in their workforce, issues like sexual harassment and the 

marginalization of women as experts and sources  (Dates, 2007) continue to plague the progress 

toward a more equal media. Furthermore, Everbach and Flournoy (2007) found that women 

leave journalism due to “lack of opportunity, low salary, lack of mentors, unwillingness by 

management to offer flexible work schedules” (p. 59).  The researchers also found that “the 

patriarchal aspects of newsrooms did little to encourage them or accommodate their needs, wants 

or desires” (p. 59). The combination of barriers to and lack of promotion, harassment, and lack of 

encouragement makes retention seem impossible when it comes to women in newsrooms, 

making the task of reaching a equitable representation in the news seem unattainable without 

significant changes within the industry.  

The number and nature of these insufficiencies has shaped an environment within media 

that is not conducive to the growth of an industry that is both equally represented and equally 

operated in terms of gender. This disparity is considered a widespread issue within the 

journalism industry, but nowhere is it more evident or markedly more disproportionate than in 

the overwhelming male-dominated sports department. According to the 2012 Associated Press 

Sports Editors annual race and gender report card, women constituted only 14% of the 3,128 
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people working as sports staff at ASPE member newspapers (Lapchick, 2012). In fact, the report 

card made emphasized that since its 2008 inception, the “grade issued for gender hiring practices 

remained constant as well, recording the third consecutive F for gender hiring practices. The 

APSE newspapers have received a failing grade for gender since TIDES began issuing grades in 

the 2008 Report Card” (p. 1). Per the report, a grade of A will be issued when the percentage of 

women increases to 40%, which would increase the number of women working as sports editors, 

assistant editors, reporters, etc. to just over 1200 (p. 16). With a more equitable division among 

the genders in the sports newsroom comes a new landscape in the content produced, meaning a 

“better understanding of angles to cover, athletes to follow, and the meaning of words we often 

use in sports that may be hurtful to some people or groups” (p. 14).  

Masculinity in Sports, Media, and Sports Media 

American culture has consistently reinforced the notion that sport and sport media are 

essentially a “boy’s club,” wherein women are routinely relegated to mere spectators and sideline 

reporters. Time spent on the playing field is often contingent upon ownership of a short, pleated 

skirt and set of pom-poms. Messner (1990) found in his ethnography of male athletes that, as 

boys, they were introduced to sports by male family members (fathers and older brothers) and 

the urge to play became more than an outlet for recreation, it was an expectation and “just what 

boys did” (p. 429). Furthermore, there was a tendency to “equate masculinity with competition, 

physical strength, and skills. Girls simply did not (and could not, it was believed) participate in 

these activities” (p.429). Because sport and play is reinforced on the playground, the separation 

of the sexes is also introduced, leading to what Messner refers to as the “early commitment to 

sports” emphasizes to boys the masculinity of sport participation as well as “conditional self-

worth” (p. 439) that is contingent upon athletic success. This combination of familial customs 
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and a strong belief in the agency of girls (or lack thereof) serves as the cornerstone of an industry 

exclusive to the male perspective. These functions can also be attributed to much of the social 

construction of this sport-related masculine identity.  

Messner also found that the notion of masculinity within sports is emphasized further by 

the fact that “young males do not come to the institution of sport as ‘blank slates,’ ready to be 

‘socialized’ into the world of masculinity. Rather, young males come to their first experience as 

athletes with already-gendering identities” (Messner, 1987a, 1987b, as cited in Messner, 1990, p. 

208). It is here that young males are indoctrinated into yet another assumed function of 

masculinity within sports: violence.  

When the masculine identity is carried over to the professional realm, the associated 

ideals are transferred as well. Newsrooms have been the focus of many studies regarding gender 

identity, with particular attention paid to the gender models that can dictate newsroom 

environments. These environments, some of them a product of decades of tradition, produce 

practices that are capable of hindering women’s progression and promotion. This is especially 

likely at large organizations where newsroom norms can be powerful and pervasive enough to 

not just influence, but dictate the behaviors and protocols carried out by journalists; researchers 

refer to this as a “conformity mechanism” (Rogers & Thorson, 2003, as cited in Wahl-Jorgensen 

& Hanitzsch, 2009, p. 110). Researchers question the product of these organizations, the news, as 

true reflection of journalistic value and professionalism or simply a “white male prism” (p. 110). 

Being the focus of the mainstream media is no exception as upholding all the tenets of 

masculinity is an expectation placed on the head of men as a litmus test to their merit as a man.  

Politics are not unlike sports, with a strong history of male-centric dogmas, a male 

lineage of leadership, and a marked disproportion of gender representation. Men are expected to 
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fit within the socially constructed definition of masculine, and women who hold high office or 

positions of great authoritative power are often assumed to have gained their position through 

means not associated with actually being highly qualified and/or capable. In a 2011 Forbes 

article, stereotypes about powerful women include characteristics typically reserved for men like 

toughness, ruthlessness, being unsympathetic, and just being simply “masculine” (Goudreau, 

2011). Additionally, women of power are trivialized if there were simply born into it, as is the 

case with European political systems and select American political pedigrees. Either way, it is 

beneficial to look at analyses of political media as a way to parallel the expectations of 

masculinity in front of and behind the camera, keyboard, and lectern. In her analysis of political 

masculinities, Maxine Gesauldi (2013) discusses incumbent Speaker of the House John 

Boehner’s 2010 interview on 60 Minutes in which the prominent Republican politician appeared 

visibly emotional and cried on camera. Through qualitative discourse analysis, the news 

coverage of John Boehner’s interview and his crying (and crying by men in general) was 

interpreted as “not an acceptable behavior for men” (p. 311). As a result, themes of “crying as 

redefining masculinity, a gender double standard, and crying as political fallout” (p. 304) were 

identified. Gesauldi states, “Because of the negative words as well as the negative terms applied 

to Boehner after his crying episodes, news continues to uphold the gender norms of hegemonic 

masculinities as favoring tough male behavior” (p. 311). This finding is significant because it 

identifies the rigid expectation of masculinity within media as well as illustrates a situation in 

which the canons of masculinity are applied to men in positions of tremendous power and 

influence and what occurs when those expectations falter.  

Many researchers have theorized how the overtly masculine state of sports media came to 

be, resulting in myriad explanations for why sports media has perpetuated the importance of 
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“maleness” over all other utilities, and why the agency of women as both athletes and members 

of sports journalism has been so consistently marginalized. One explanation lies within the 

training of aspiring sports journalists; specifically, the content that lies within their journalism 

textbooks. According to a textual content analysis of sport journalism textbooks by Hardin, 

Dodd, and Lauffer (2006), sports journalism textbooks tend to reinforce a hegemonic perspective 

through both messages, images, and the overall content that “reinforce the idea that sports and 

sports journalism are masculine; they are enterprises for men” (p. 441). Women were depicted in 

individual, non-contact, traditionally feminine sports such as figure skating and gymnastics in a 

significant majority of the photo, a far departure from the reality of modern women’s sports (p. 

438). Men were depicted as sports journalists in an overwhelming 81% of all images (p. 438), a 

finding that serves as disappointing, empirical evidence that journalism textbooks do very little 

(if nothing at all) to “encourage aspiring journalists to address gender inequities in sports 

journalism” (p. 429).  

Within sports journalism, the tenets of masculinity are often seen as an extension of the 

sport itself. In American sports media, the “Big Four” professional sports leagues garner the 

majority of sports media coverage (Hudson, 1999); Major League Baseball, the National 

Football Association, the National Basketball Association, and the National Hockey League are 

sports played exclusively by men. In today’s sports journalism landscape, it has become common 

practice for major media outlets like Fox Sports and NBC to bring former athletes in to fill the 

role of analyst or sportscaster. Marie Hardin (2013) identifies the flaw within this protocol by 

asking what happens to the credibility of journalism when high-profile personalities with mastery 

of a particular sport (such as a former athlete) but without formal training in journalism are 

placed in positions of influence, such as an NFL analyst. Hardin argues this from an ethical 
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standpoint, stating, “their allegiances aren't with news consumers, but are, instead, with the 

athletes, teams and leagues they cover… One has to wonder what other stories in the public 

interest (about systematic problems and corruption in sports, including those at the prep level) 

may have also gone unwritten” (Hardin, 2013). Additionally, this practice has an innate 

exclusionary function because it serves to perpetuate the marginalization of women, as well as 

the institution of masculinity, within sports journalism by building news teams consisting of 

people whose major qualification and contribution is playing a “Big Four” sport at the 

professional level, a criterion that specifically excludes women.  

Monday Morning Quarterback, or MMQB, is a popular branch of the Sports Illustrated 

website that details National Football League news and analyses. On Friday, September 5th, 

2014, MMQB published a viewing guide for the new 2014 NFL season, which broke down by 

network who will be on air and when. This viewing guide was used to create the following three 

tables, which can be used as an example to illustrate the aforementioned concept of hiring former 

players as anchors and analysts, positions that (should) require basic journalism education and 

training in addition to an intimate knowledge of the game. In this article, each person mentioned 

was placed in the table and their network, position, and background was included. Gender, job 

title, and former player status information was confirmed using the respective network’s website, 

where brief bios are available on each of the on-air personalities mentioned in the MMBQ 

article.  
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Table 1.1 

CBS 

Name Gender Job Title Former Professional 
 Tony Gonzalez (analyst) Male Analyst Yes 

Bart Scott (announcer) Male Announcer Yes 
James Brown Male Announcer/Host No 
Jim Nantz Male Announcer/Host No 
Phil Simms Male Announcner/Host Yes 
Tracy Wolfson (sidelines Female Sideline Reporter No 
Bill Cowher Male Analyst Yes 
Deion Sanders Male Analyst Yes 
Ian Eagle Male Announcer No 
Dan Fouts Male Analyst Yes 
Trent Green Male Analyst Yes 
Greg Gumbel Male Play-by-play No 
Kevin Harlan Male Announcer No 
Rich Gannon Male Commentator Yes 
Spero Dedes Male Play-by-play No 
Solomon Wilcots Male Analyst Yes 
Andrew Catalon Male Announcer No 
Steve Beuerlein Male Analyst Yes 
Steve Tasker Male Analyst Yes 
Jenny Dell Female Sideline reporter No 
Evan Washburn Male Sideline Reporter No 
Brian Anderson Male Play-by-play No 
Tom McCarthy Male Play-by-play No 
Adam Archuleta Male Analyst Yes 
Chris Simms Male Analyst Yes 
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Table 1.2  

ESPN  

Name Gender Job Title  Former Professional Player 
Mike Tirico Male Announcer No 
Jon Gruden Male Analyst Former NFL Head Coach 
Lisa Salter Female Sideline Reporter No 

 
Michelle Beisner Female Host/Reporter No 
Jim Trotter Male Host No 
Wendi Nix Female Anchor/Reporter No 
Britt McHenry Female Bureau reporter Yes (Soccer) 
Lindsay Czarniak Female Anchor/Reporter No 
Mike Ditka Male Analyst Yes 
Keyshawn Johnson Male Host/Announcer Yes 

 
Table 1.3 

FOX 

Name Gender Job Title Former Professional Player 
Pam Oliver  Female Sideline reporter No 
Kevin Burkhardt Male Play-by-play No 
John Lynch Male Commentator Yes 
Erin Andrews  Female Sideline reporter No 
Joe Buck  Male Announcer No 
Troy Aikman  Male Announcer Yes 
Chris Myers Male Play-by-play No 
Ronde Barber  Male Analyst Yes 
Jennifer Hale  Female Sideline reporter No 
David Diehl  Male Analyst Yes 
Thom Brennaman  Male Announcer No 
Laura Okmin  Female Sideline reporter No 
Kenny Albert Male Play-by-play No 
Daryl Johnston Male Analyst Yes 
Tony Siragusa Male Sideline Analyst* Yes 
Donovan McNabb  Male Analyst Yes 
Brady Quinn Male Analyst Yes 
Kirk Morrison Male Analyst Yes 
Dick Stockton Male Play-by-play No 
Justin Kutcher  Male Play-by-play No 
Brendon Ayanbadejo  Male Analyst Yes 
Peter Schrager  Male Sideline reporter No 
Terry Bradshaw  Male Announcer Yes 
Curt Menefee Male Host No 
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(See Appendix C for individual tables.)  

Per the tables, it is easy to see that hiring practices relegate women to the sidelines, while 

former professional players dominate the analytical and commentator positions, giving women 

little room to move beyond their post on the field.  

Masculinity is a requirement within the jurisdiction of sports and associated sport media, 

emphasized by both the demand of physical, competitive prowess as well as a prominent, 24-

hour limelight. When the expectation of perpetuating a masculine character is combined with the 

media’s stereotypical connotation of feminism as an “overly aggressive, man-hating, and 

deliberately unattractive” (Douglas, 1994; Faludi, 1991, as cited in North, 2009, p. 742) concept, 

the prospect of balancing the newsroom, in terms of gender, becomes less promising.  

Women in The Sports Department 

The gender disparity in print and broadcast journalism is nowhere more evident than the 

sports department. Sport media is industry so dominated by men that even 40 years after the 

induction of Title IX, the federal law that required equal opportunity to girls and women in 

publicly funded sports and academic programs, “the sight of a woman in a sports department is a 

relative rarity” (Hardin & Shain, 2005, p. 22).  In the field, female sports journalists have 

endured a path with much resistance. According to Hardin and Shain’s (2005) series of 

interviews of female sports journalists, job opportunities as well as advancement for women in 

sports journalism are limited because of “systemic discrimination” (p. 29) that reduces the 

woman’s role in the sports department to one of mere token status. As one of Hardin and Shain’s 

interviewees put it, managers see women as (minimally) filling a diversity requirement rather 

than a valuable asset to the operation; media managers see women as a necessary rarity, “a zebra 
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in the zoo, and that’s good enough” (p. 29). Essentially, space for a woman is limited to one, 

upholding the notion that “when they get their woman, they got their woman” (p. 29).  

Women face challenges when entering the field of sports journalism for reasons not fully 

inventoried by researchers, but most of which take root in gender discrimination rife with 

barriers to success. In order to fully catalog the current state of affairs in reference to women in 

sports media, it’s important to look at some of the significant milestones that helped women 

working in (or wanting to work in) sports media develop a legitimate repertoire and work toward 

a more balanced sports department. Melissa Ludtke of Sports Illustrated’s 1978 encounter with a 

hostile and resistant Yankees clubhouse and the subsequent injunction granted to her by a New 

York district court serves as one of the first major events in the history of women in sports 

journalism. Although Ludtke (and others) were legally granted access, female sports reporters 

were still met with hostility and discrimination, making it nearly impossible to just do their job 

(Everbach & Matysiak, 2010). In the wake of this event, additional events of sex discrimination 

have been consistently analyzed and discussed, creating a dynamic inventory of discourse on this 

critical topic.  

Kane and Disch (1993) posit in their analysis of Lisa Olson’s similarly hostile and 

humiliating 1990 encounter with the New England Patriots clubhouse that the presence of a 

female professional journalist in the locker room is often met with inflated hostility due to an 

immeasurable amount of power she has at that moment, power that is misconstrued as a threat, 

thus resulting in an “explicit and exaggerated” response (p. 347). The researchers describe this a 

disruption in the balance of control, which is an inherent part of sports. Regardless of the source, 

the response to female sports journalists by male athletes, coaches, and other key members of 

professional sports organizations (who are typically male) has long been a point of contention in 

 17 



 

the discussion of female sports journalists, as well as a wellspring of data for analysis by media 

researchers. Even with strides made and the numbers of women involved in sports media have 

increased since 1978, a trend has emerged that redirects the focus from the number of women in 

the sports media industry to what they are actually doing in the field. Unfortunately, women 

remain on the sidelines as reporters rather than transitioning into roles of analysis, commentary, 

and play calling. When considering the difference between the number of women reporting on 

sports between Melissa Ludtke’s 1978 debacle and today, the fact that women haven’t been able 

to advance beyond the sidelines is even more disappointing. In a 2008 USA Today article, this 

phenomenon is described in terms of not only limited opportunity but as a lone option, with 

many aspiring female sports reporters viewing the sideline as the end goal. According to ESPN’s 

Pam Ward, who used to be the only female play-by-play caller in college football, “more than 

90% of (young women) want to do sidelines. That's what they see as possible. They see it as a 

female role” (Hiestand, 2008). This mentality has no doubt been cemented and routinely 

reinforced by networks’ practices of keeping women on the sidelines and away from the anchor 

desk. A recent article posted by the Association for Women in Sports Media (2014), citing a 

Sports Illustrated panel discussion on the value of sideline reporting (Deitsch, 2013), stated that 

“women working as sideline reporters are grossly misused” (Brown, 2014). Coupled with current 

concerns regarding credibility, aesthetics, and perceptions such as, “the general public thinks of 

female sports reporters solely as beautiful sideline reporters” (Brown, 2014), the idea of gender 

equity in sports media seems shaky at best. Should this continue and women are continuously 

relegated to the sidelines instead of moving into commentary and analysis positions, the 

credibility of women within the industry will continue to be called into question, damaging the 

landscape for future classes of female journalists of all disciplines.    
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CHAPTER 3 

THEORETICAL CONSTRUCT 

The Feminist Framework 

Feminism incorporates a complicated set of theories, all interwoven, concerned with the 

constantly changing status of gender equality across political, racial, socioeconomic, cultural, 

and economic states (Mann, 2012). International academic interests, as well as the progressive 

social awareness of gender issues, have created a vital public narrative on the topic of feminism, 

that, above all else, is helping to define what feminism is, and what it isn’t. Feminism, at its most 

basic level, is the basis for evaluating the citizenship of womanhood. According to Offen (1988), 

the definition of feminism is a composite one, comprised of different ideological waves, different 

objectives, and different advocates. When defined by its basic tenets, feminism is “a theory 

and/or movement concerned with advancing he position of women through such means as 

achievements of political, legal, or economic rights equal to those granted men” (Offen, 1988, p. 

123). Radical feminism, though commonly misunderstood, serves as an important component to 

this study due to its preoccupation with aesthetics and the focus on women’s bodies. Modern 

media have undoubtedly created a problematic environment in which women’s bodies are 

subjected to constant scrutiny and exploitation. Even a cursory exposure to television 

entertainment, media, films, or print media will support this concept. According to Mann (2012), 

radical feminists 

…drew the most attention to how women’s bodies were objectified, used, and abused in 
patriarchal societies. They did an extraordinary amount of work on violence against 
women –whether it took the form of physical, emotional, or symbolic violence. On the 
other hand, they did the most to celebrate women’s bodies—to argue that we should love 
our bodies, our natural cycles, our blood, and our tears despite the derogatory and 
demeaning messages we received from patriarchy. (Mann, 2012, p. 109) 
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This concept is vital to a feminist look at a major component of modern media because of 

the apparent focus on women’s bodies and their perceived value. Feminist theory serves as the 

core of this study because it calls into question the notion of an unequal and significantly 

problematic employment trend of a multi-billion dollar industry. Sports media presents a unique 

opportunity for social science research because women are repeatedly assigned value based on 

their looks, as evidenced by sports magazines, advertisements, and digital media. Women are 

also underrepresented as sources and as journalists within this industry. Sports are essentially a 

“boys club” containing news about men, written and controlled by men. According to the 2014 

Status of Women in U.S. Media report, men constitute 90% of the sports journalism workforce 

(Women’s Media Center, 2014). Similar annual reports see negligible changes in reference to 

women in sports, which gives feminist scholars plenty of fodder for analysis. Gender inequities 

of this particular industry have the ability to influence a significant percentage of the general 

population, creating a public narrative that suggests women have no place in sports or sports 

media. MacKinnon (1982) says feminism’s ultimate objective is one of awareness, stating, “in 

consciousness raising, often in groups, the impact of male dominance is concretely uncovered 

and analyzed through the collective speaking of women’s experience, from the perspective of 

that experience” (p. 519-520). This study shares in this concept by using the fundamental tenets 

of feminism to uncover the experience of women working in a world created and controlled by 

men. Feminism is important to (and serves as the basis of) many academic studies in this country 

because it focuses on the lived reality of half our population. Additionally, feminism is an 

adaptable theory in which scholars are constantly redefining the scope of the movement through 

research. By keeping feminism, and subsequently women and their agency, at the forefront of 
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continued research efforts, the definition of the movement itself will continue to move away 

from a stereotypical and unproductive one to one of universal relevance and urgency. 

Hegemony 

James Lull (2000) defines hegemony as a function of dominance, wherein the ideologies 

of one group marginalize others. Hegemony affects social groups, political factions, even 

international relations. In order to be effective, hegemony depends on a “strong connection 

between the major information-diffusing socializing institutions of a society and the ideological 

lessons they create and sustain in that society” (p. 53). In terms of social science research, 

particularly in sociocultural realms, “media legitimize certain ideals, making it more likely that 

those ideas will be accepted by the population” (p. 53). The theory of hegemony is central to this 

study due to the overwhelming influence of masculine ideals within sports and associated media. 

As mentioned in the review of literature, the extraordinarily common practice of filling media 

roles with former (male) athletes only furthers the stronghold masculinity has over the media 

landscape of sports. As a result, hegemony is essentially guaranteed through the hiring practices 

and general protocols of the sports media industry, resulting in a grossly disproportionate 

division of gender across the board. 

Masculine Hegemony 

In gender studies, masculine hegemony is often discussed as an extension of feminism 

because it acts as a microcosm of patriarchal rule. Social science researchers have determined 

that boys and girls receive cues about gender roles within sport and play from school and the 

natural socialization that occurs there. The roles assumed have been recognized as historically 

active for boys and passive for girls, with the gap between them experiencing a tangible 

narrowing due to societal changes such as the feminist movement, and a greater overall 
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understanding of contemporary gender orientations within the new, modern family (Coleman 

1961; Eder & Parker 1987; Lever 1976, as cited in Alder, Kless, & Alder, 1992). According to 

Gesauldi (2013), hegemonic masculinity is a concept that embraces an  “institutionalized 

ideology that promotes men’s dominance over women and even over other men who do not 

perform to the most privileged form” (Gesauldi, 2013, p. 306). However, despite a progressive 

redefinition (and even expansion) of gender roles, the social construction of masculinity has 

infiltrated many aspects of our social reality. 

Symbolic Annihilation 

Gaye Tuchman first defined the term “symbolic annihilation” in 1978 as a way to 

describe the process of systematically eliminating images and references to certain groups in the 

media. This concept is intrinsically tied to the media industry, as that is where it is the most often 

executed. Women and minorities such as Native Americans are most often trivialized, and to 

varying degrees. For example, African Americans are of the minority but are more visible in 

commercials and advertisements, while Native Americans are rarely seen or depicted in a 

manner that isn’t dictated by offensive stereotypes. But this concept also extends to people who 

identify with other groups that aren’t based on race or gender. People who are physically 

disabled, blind or deaf, adopted, or obese also fall into the symbolic annihilation category, as 

their presence in mainstream media is essentially non-existent when not filling a token role. In 

news media, women are used disproportionately as sources in the news, symbolically 

annihilating them as credible or important (Everbach, 2013). When discussed in the context of 

sports media, symbolic annihilation is a dominant, substantial theme that is not only problematic 

but is actually threatening to the future of women in the media industry as a whole. This theory is 
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vital to the construction of this study, as it places emphasis on the experiences of women who are 

few in number, but powerful in practice.  
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CHAPTER 4 

METHODOLOGY 

Qualitative Analysis of In-Depth Interview Data 

Acting as both the creator of the study as well as the interpreter of the data, the qualitative 

researcher is afforded a unique position to see the entire study from inception to discussion. As 

discussed in the theoretical framework, this study was designed under a feminist construct, using 

the qualitative research method of the in-depth interview. This method is useful to the body of 

social science because the in-depth interview “assumes that individuals have unique and 

important knowledge about the social world” (Hesse-Biber & Leavy, 2011, p. 94). When 

considering the amount of research dedicated to the analysis of women in sports media, this 

method had the most potential to elicit lengthy responses, from which invaluable research can be 

extricated.  

After completing a review of relevant literature, I developed a set of questions to ask each 

participant. These questions were designed to cover the following four broad categories: 

• Participant background 

• Sports media and men 

• Sports media and aesthetics 

• The future of women in sports media 

These categories were developed as a way to provide several focal points for the results and 

discussion. (See Appendix A, p. 54, for the list of questions.) 

A total of 12 women participated in these in-depth interviews, all of whom actively hold 

a role within media and have regular responsibilities analyzing, reporting on, or interacting with 

sports media either at the local or national level. The original design of this study intended to 
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include only women in the Dallas-Fort Worth metroplex, due to the fact that we have the fifth 

largest television market in the country (Nielsen, 2013), and the Dallas Morning News has the 

11th highest circulation of U.S. newspapers (Lulofs, 2013). It was initially believed that there 

would be a sufficient number of qualified interviewees in the immediate area, which would give 

this study a unique, local perspective on how women in sports media are faring within the 

Dallas-Fort Worth metroplex. Qualitative research (and quantitative, for that matter) emphasizes 

the importance of finding a specific, previously unobserved focus within the area of study, which 

is why the prospect of creating a Dallas-Fort Worth focused study was considered important to 

this corner of academic research. However, the size of this media market provided little 

advantage in reference to finding an adequate number of qualified women who were willing to 

participate. As a result, participants outside of the Dallas-Fort Worth metroplex were contacted 

in order to complete this study. These participants represent cities somewhat similar in size to the 

Dallas-Fort Worth metroplex, such as San Antonio, Houston, and Oklahoma City. Additionally, 

the smaller cities of Waco, Texas and Monroe, Louisiana were represented, which are smaller 

than the aforementioned cities, but both have large universities within their respective city limits. 

Three of the participants were recruited following communication with the Vice President of 

Outreach for the Association for Women in Sports Media. An email describing this study was 

distributed to all active members, and those who were interested and wanting to participate 

contacted me directly for more information. Six of the respondents currently work for local 

outlets in the Dallas-Fort Worth area, including television broadcast and large scale newspapers. 

These women were contacted by email via the information provided on their profile pages on 

their respective employers’ websites. The three remaining women were recruited by third party 

assistance. Because this graduate program includes many students with current and recent job 
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assignments in journalism, several of my classmates offered to contact former coworkers who fit 

the description for desirable participants. These participants were contacted by email and were 

very willing and eager to participate in this study. The University of North Texas’ Institutional 

Review Board (IRB) approved the method of recruiting participants by email, and all participants 

read and signed the IRB-approved informed consent form before their participation. It is 

important to note that all participants were informed both by the informed consent document and 

through verbal or written communication that their participation was strictly voluntary, and they 

had the right to withdraw at any time. All 12 participants chose to complete the entire interview 

and none of them requested removal from the study. However, three of the participants requested 

anonymity, which was guaranteed in the informed consent document and by referring to the 

participants by an assigned number instead of their name.  

Among the 12 participants, job titles included sports reporter, sports information director, 

managing editor of sports features, beat writer for a national sports team, production assistant 

(television) for sports and news, freelance writer, field reporter (television), events coordinator 

(with a significant percentage of duties involving sports media events), each with a unique set of 

duties within this demanding media realm. All participants were guaranteed anonymity during 

data analysis to protect their professional identity as well as their digital identity, which is highly 

sensitive in today’s digital landscape and often overlaps with the former.  

Due to the high demands of these media positions, most participants chose to complete 

the interview in the style of a questionnaire, where responses were typed into a Word document 

and sent back via e-mail. The vast majority of participants actually requested this method due to 

the time constraints of their career, and because it gave them the ability to stop and start as 
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needed. In fact, only two of these interviewees were able to complete this interview by phone, 

and none were able to meet in person at their place of employment or elsewhere.  

Once the data was collected and interviews complete, broad categories were identified as 

a way to help narrow and identify the crucial, end-point analysis. From these categories came the 

specific, analytical themes used to summarize the findings of this study and discuss how these 

experiences are important to our understanding of sports media, and how the few and dedicated 

women push it forward. Each response to each question was compared between the participants 

and responses with similar themes or sentiments were grouped together and then compared to 

those with differing arguments. This process, described by Hesse-Biber and Leavy (2011), is 

beneficial to qualitative examination because it allows analysis to be built upon careful 

development and examination of thematic concepts. These themes include commonalities among 

the interviewees, as well as the stark differences between those who regularly appear on 

television, and those whose primary responsibility is legacy or print journalism. The participants 

in this study responded with thorough answers that were both thoughtful and beneficial to the 

purpose of this analyzing the experience of women in sports. Answers that were shorter or 

described as not applicable to the participants’ job role were still analyzed for meaning, as those 

responses can still be considered “telling” when it comes to a participant reflecting on their own 

lived, social reality.  

 
A list of the respondents may be found in Appendix B, p. 57. 
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CHAPTER 5 

RESULTS 

The Early Exposure Effect 

An overwhelming majority of the women who participated in this study made a point to 

indicate and describe early exposure to sports and sports media as part of their childhood or 

familial environment. Mentions of brothers and fathers harboring intense sports fanaticism 

dominated the responses, but sisters, mothers, and grandmothers were also mentioned as 

influential figures within sports-obsessed families. Per the review of literature, sports are a 

legacy of tradition, one that is passed down through generations of boys. Through the process, 

masculinity and the participation in sports becomes an expectation (Messner, 1990, p. 439). The 

results of this study serve as an important supplement to what Messner has already described, by 

analyzing and describing through multiple first-person experiences what happens when this 

legacy of masculinity is passed on to daughters. For five of the respondents, participating in or 

being a spectator of recreational and professional sports was something shared with a brother, 

father, or grandfather. In fact, three other respondents actually mentioned “growing up with 

sports” in their family but described this experience in terms of the entire family without 

specifically mentioning male family members. In the interest of not making assumptions about 

their intentions, only the five participants’ responses will be discussed.  
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Respondent #7 described her early exposure to sports in terms of her brother and his 

successful baseball career.  

Growing up, we had one TV in the house and between (my brother) and my dad, you 
either had to watch ESPN or go do something else… I always felt close to my brother, 
but I also felt a comparison and I wanted to be like him because he was heralded as the 
first son and grandson of the family. When I told my dad (I decided to major in 
journalism), he was shocked… I told him it was his fault because he always told me to do 
what I loved so it would never feel like a job and he ingrained sports into my head from a 
very early age. (Personal communication, 2014) 

  
There are several associations between here, all of which support Messner’s statements 

on sport and masculinity, but that also serve as a way to bridge what he posited as a natural 

occurrence and “early commitment to sports” (p. 439) and the effect this same early exposure has 

on young girls. In the case of this respondent, the “early exposure effect” suggested by the 

findings of this study subsequently ended up with her currently working as a sports editor.  

For Respondent #5, her father’s early influence was the first thing she mentioned when 

asked about her decision to pursue a career in sports media. Along with her brother and mother, 

this respondent credits much of her early exposure to sports as an important influencing factor in 

her decision to pursue a career as a sports reporter.  

My father was a track star who ended up coaching everything from cross-country to 
tennis and my mother played basketball at the collegiate level.  Starting at a very young 
age my brother and I were placed on soccer teams and little league teams… While at 
(college), I interned for a local CBS affiliate in the sports department. I wanted to be a 
reporter, I just wasn’t sure if news was for me. After a week at my internship, I knew I 
wanted to pursue a sports reporting job. (Personal communication, 2014)  

 
 This respondent’s immersion into sports media played a significant role in her decision to 

pursue her current career. In her following answers throughout the interview, this respondent 

referred to her father’s influence several times, often citing his strength and determination as one 

of the reasons why she chose to work in the sports media industry, even stating that she “was 

very lucky to have a father show (her) the way.” This repeated credit to her father (instead of 
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both parents) could serve as evidence that the concept of “early commitment to sports” discussed 

by Messner is applicable to both sexes at an early age, given the presence of a strong male 

influencer.  

Of the 12 respondents, eight of these women grew up actually playing team sports such 

as soccer, basketball, and softball/baseball. It is noteworthy to mention that of all eight 

respondents who previously played team sports, not one of them mentioned having the desire at 

any age to play their chosen sport at a professional level, which could be construed as a result of 

women’s sports being marginalized to non-primetime airings and receiving minimal to no 

coverage in major sports publications such as Sports Illustrated. For the sake of transparency, it’s 

important to mention that none of the women came out and said they had not desired a career as 

a professional athlete, but social cues can teach us as researchers that the absence of specific 

thoughts and explanations can be just as telling and vital as verbatim quotes.  

 It doesn’t take a lifetime of observation to recognize a gender disparity in televised 

sports, which is troubling considering how many of the respondents mentioned a childhood of 

watching and consuming sports media. Due to the lack of female representation in sports media, 

young girls do not receive the same cues from these transmissions that boys do. For participant 

#9, this was a weekly occurrence. She states, “Most Sundays were spent at my grandparents’ 

house, where we gathered around the TV to watch NFL games” (Personal communication, 

2014).  

Per the data collected in this study, it is worth mentioning that this formula has resulted in 

young girls who don’t initially set career goals to attain one of these positions, because they 

aren’t seeing it reflected in reality. For Participant #10, she “kind of fell into sports” with her job, 

which indicates that it wasn’t her original intent. This is an interesting finding considering this 
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participant began this particular response with saying she had “always been a big sports fan” 

(Personal communication, 2014). Use #4, #8, #9 For Participant #8, she experienced a very 

similar disconnect. She states, “Both my brother and I played multiple sports growing up, we 

both loved softball and baseball… I found my gift for writing whenever I was a junior in high 

school but didn’t think I could pursue the sports path until my second year of [college]” 

(Personal communication, 2014). It’s important to question why she wouldn’t pursue or a career 

in sports media or even why she felt she couldn’t pursue a position in this industry for several 

years, especially after admitting that she loved sports at a young age. For Participant #4, she 

experienced an almost identical separation between an admitted early passion for sports, saying 

first, “Sports was the community's gathering point. High school games. Middle school games. It 

was all important. My family was heavily involved with sports, and so that became a big part of 

my life.” When discussing her earliest introduction to media studies, she too mentioned late 

discovery of skills, rather than a dream pursued from early childhood: “I decided to get into 

sports media when I was a junior or senior in high school. I had taken our yearbook and 

newspaper classes in the high school, and I realized that I loved journalism. Sports journalism, it 

seemed, was the marriage of two of my biggest passions.” This pattern emerged yet again for 

Participant #7, who grew up with sports in her family, and didn’t discover an interest in 

journalism or writing until high school. She states, 

When I got to high school, I was scrambling for an elective on my course curriculum as a 
freshman and the only thing available was Journalism. I didn’t know at the time how 
much of a blessing this was because after just a year in the beginner’s class, I realized 
how much I enjoyed writing and learning about all that goes into journalism. (Personal 
communication, 2014) 

The disconnect between these telling statements is essentially this purpose of this study; 

to identify why women who have a very common childhood love of sports don’t pursue these 
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media careers from childhood much like children who long for careers as nurses, veterinarians, 

doctors, or firefighters. The presence of more high-profile female sports media figures like Pam 

Oliver would likely change this scenario for future generations of young female sports fans, as 

higher visibility would indicate that these roles are both possible as well as desirable. 

For the overwhelming majority of these women, sports came first and an interest in 

media was secondary or even occurred by happenstance during collegiate studies. However, to 

young females who are exposed to and regularly view these broadcasts, like the women who 

participated in this study who grew up with sports in the home, becoming a professional analyst 

or commentator is a job reserved for the boys. For Respondent #11, this issue is a point of 

contention: 

My most infuriating moment in wanting to be a part of the sports world was when Lesley 
Visser was snubbed for being Monday Night Football’s analyst in 2000. I’m not even 
sure she wanted the job, but seems evident she did as when she was passed over she 
moved on to other avenues. I thought that was a clear case of men showing they weren’t 
sure the general public or maybe even they were ready to accept a women analyst in the 
male dominated football. Visser did some radio analyst work for football in 2001 and 
most recently became the first female TV analyst for an NFL game. We have strides to 
go there, but we are seeing them made as women are starting to do college football bowl 
games. I’d like to see more women on the analyst teams for college men’s basketball as 
well. (Personal communication, 2014) 

The value in this statement lies with the fury felt by this participant brought on by a 

deliberate decision by a massive media company to exclude a fully qualified woman from a 

position where she would have been a pioneer for women after her. Participant #8 spoke on this 

issue as well, essentially confirming the fallout of this situation for her generation.  

To me, it seems like from watching sports coverage as a little girl up to now, there are 
more female sports reporters but after working in the sports industry, it seems like we’re 
a rare breed. It’s been hard to find female mentors to look up to. Thanks to social media, 
I’ve been put in touch with some truly gifted female sports reporters that have done 
nothing but help me and support me. Without their guidance, it would be hard for me to 
be in the position I am today. (Personal communication, 2014) 
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Mentorship 

For these 12 women, the encouragement they received when choosing a career was often 

described in terms of or accompanied by a description of the difficult or challenging nature of the 

sports media industry. Participant #5 illustrates this concept, as she describes the close-knit bond 

of her department:  

I had lots of encouragement from the people I met through my internship and my 
classmates at school.  The broadcast journalism department was pretty tight and we were 
all about to take on a very scary industry… I never thought twice about taking this 
challenge on. (Personal communication, 2014) 

For Respondent #9, mentorship came in the form of co-workers, and the presence of 

several female sports editors was a positive thing, neutralizing the novelty of the concept: 

I think one thing that helped me was while I was at [university redacted], we had several 
female sports writers on our student newspaper, [name of newspaper redacted]. This was 
the mid-1980s.  We had two assistant sports editors, and both were women: me and 
[name redacted], who went on to become sports editor and eventually wrote for the New 
York Times and Sports Illustrated.  After she left, we had another female assistant sports 
editor. So a woman covering sports really didn’t seem that unusual to me. (Personal 
communication, 2014) 

Continuing in the theme of mentorship, another theme that emerged was one of 

preemptive concern for the respondents’ chosen career path. This was usually expressed by 

family members, and. Respondent #12 was no exception: “I think my parents were skeptical at 

first but the more I did to get ahead I think the more they realized I was serious about wanting to 

work in sports media” (Personal communication, 2014). 

For Respondent #7, concern came from her father: 

I decided to major in journalism at LSU. When I told my dad this, he was shocked 
and said, ‘NO! You’re my smart kid. You’re supposed to be a lawyer or 
something and make lots of money.’ (Personal communication, 2014) 
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Although this comment was likely made in jest, it’s important to note because it still 

denotes resistance to an industry that doesn’t have a strong history of being welcoming to or 

nurturing the careers of women.  

Aesthetics Have a Time and Place 

Per this study, the responses surrounding the pressure of aesthetic appeal were diverse, 

but generally fell within two broad categories of sentiment. On one end of the spectrum, the 

respondents felt that the pressure to be attractive is almost exclusively specific to women in the 

industry, while the other end of the spectrum felt that both men and women are subject to the 

demand of physical attractiveness. However, it is vital to include the fact that the vast majority of 

respondents mentioned television in their response, and expressed with it a sentiment that would 

suggest being attractive is just an intrinsic part of being on television. Additionally, these 

respondents made a point to mention newspapers as a counterpoint, stating in various ways that 

writers and columnists are somewhat immune to the demand of physical appeal, except of course 

when they are required to be on television for a broadcast or webcast. Respondent #1 even 

brought up job security in her responses on aesthetic appeal: “If they’re on TV, yes. I’ve done a 

lot of TV and you do have to look good, TVs different than newspaper reporting. You do have to 

look good on TV to get invited back” (Personal communication, 2013).  

 The following direct quotes are demonstrative of the first school of thought, which 

suggests not only that the pressure to be attractive is falls on women much more often and with 

greater intensity, but that looks are also a factor that influence the hiring protocols within the 

sports media industry and a key component of audience criticism:  

Respondent #8: Sports media has so many attractive women as reporters that I think the 
audience is conditioned to it. This is harmful for those of us that aren’t anywhere close to 
a size 2 because then it seems to cause outrage if one of us is on camera instead. The 
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information should be what is important and instead it becomes who is this dog on TV 
and how fast can we get her off… I don’t know of any men who have felt pressure to be 
attractive but I think it’s because they can get away with being average looking or aging. 
A male sports reporter can get white hair and wrinkles and stay on the air until he feels 
like retiring. A female sports reporter is only as good as her hair stays platinum, her waist 
stays small, and there is no aging, sagging, or drooping of any part of her. It’s an unfair 
double standard. (Personal communication, 2014) 

Respondent #6: Definitely for TV. I know one of my former reporters is now working for 
[station redacted] and she’s had to undergo a total makeover, plus they never compliment 
her stories, just tell her that she needs to suck in her gut. (Personal communication, 2014) 

Respondent #2: It’s absolutely important. Anyone on TV does (feel pressured), but it’s 
more squarely on women. (Personal communication, 2013) 

Respondent #10: Being attractive won’t hurt a man, but being unattractive doesn’t hinder 
a man as much as it does a woman. (Personal communication, 2014)  

The following direct quotes encompass the second school of thought, which suggests that 

the pressure to feel attractive falls on men and women in a more equitable manner, but that this is 

just part of the deal when accepting a position or even just an spot on a television broadcast: 

Respondent #5: For television, yes. But it’s like that with ALL media. If you’re going to 
be a face for a news outlet, yes. BUT SO ARE MEN.  Local news hires consultants to tell 
you how to look younger, brighter, thinner. It’s not just women in sports.  It’s visual 
media and it’s not just sports. You know this going in. (Personal communication, 2014) 

Respondent #11: Only in TV, but again my experience with that is it influences hiring for 
men and women. I think you do see a little less in the sports world with men as former 
players move from the field to the cover desk. Now as we have more professional women 
– Brandy Chastain, Rebecca Lobo, Kara Lawson, Jessica Mendoza, Mary Carillo – just to
name a few, are really helping to reshape and break that glass ceiling. (Personal 
communication, 2014) 

Respondent #4 reflected this sentiment but took a more extreme stance, rejecting 

the notion that looks and general attractiveness do not influence employment 

opportunities.  

Looks have always been part of the equation for TV, and I don't see that changing any 
time soon. In other areas of sports media, I don't believe it plays much of a factor at all. 
Competency is way more important than how a job candidate's hair looks. As long as 
woman is professional in how she presents herself, I firmly believe that looks are not 

35 



going to help or hurt a woman's chances of getting a job. (Personal communication, 
2014) 

It is important to mention here that this respondent was the only one out of the twelve who 

expressed an opinion of this nature, for even the respondents who answered “No” when asked if 

they ever felt pressured to be physically attractive said they believed looks were still a factor in 

reference to hiring protocols as well as audience approval.  

The Digital Shift and Ensuing Pressure on Everyone 

One of the very first questions was an attempt to instigate reflection on the respondents’ 

role in the sports media industry. Because this study was introduced in the IRB-approved 

informed consent form as an analysis of gender within sports media, the responses were expected 

to follow suit and include matter that related to gender disparities, gender roles, or other issues 

having to do with gender in the professional realm. However, this particular question elicited 

very different answers from these expectations. The questions was as follows:  

“Do you feel the nature of the industry has changed since you started (your current 

career)?” 

Because this study was presented and designed under a feminist framework, one would 

expect the answers to center on the nature of gender and the typical gender issues that surround 

an industry dominated by men. However, in a surprising twist, the responses to this question 

were overwhelmingly different than expected. The respondents who gave thoughtful, in-depth 

answers, who were the majority of the respondents, chose to answer this question from the 

perspective of someone working in an industry in transition. The digital shift in media today has 

caused myriad changes in all aspects of the development and delivery of information and 

entertainment, a fact that can’t escape even the most casual of media consumers. So it comes as 
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no surprise that such a momentous change in the lives of communication professionals would 

overshadow other issues such as gender inequity.  

New demands for rapid information distribution, real time audience interactivity, and 

almost instantaneous news and entertainment media updates have put men and women on a more 

level playing field in terms of employment. Specifically, men and women in media are, perhaps 

for the first time, experiencing a new type of professional pressure that emphasizes a very 

specific set of skills within a digital landscape, commanded by an interactive audience of an 

almost unfathomable size. Because of this, it seems as though a skillset focused and rich in 

digital technology has created a new narrative in terms of media employment, one that take 

precedence over the demographics of newsrooms and television stations with hegemonic 

traditions. Respondent #11 describes this change, and implicates the threat to legacy media: 

Respondent #11: A lot of papers wanted to blindly believe their product would always be 
needed and wanted in the traditional form. Now so many are behind the curve in making 
the switch to an electronic format that papers are folding and the media is undergoing a 
major change. Sports information on the other hand at most levels – some smaller schools 
still struggle budget wise in making it happen, but still see the value of the position – are 
growing the field and are getting stronger in all aspects. The position has gone from 
written releases, media relations and game stating to all of that plus web design, video 
broadcasting, web streaming, social media, event planning and so much more. (Personal 
communication, 2014) 

Respondent #4 conveyed a similar sentiment toward technology, but applied a more 

global connotation that extends beyond sports media: 

Technology has changed. Society has changed. Sport has changed. So, we've had to 
change, too. Change comes with the territory in EVERY industry. (Personal 
communication, 2014) 

Respondent #10, a professional in the radio industry with extensive work experience in 

sports radio and associated live events, mentioned social media as a huge factor in her specific 
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role, “Radio has also become much more digital and the evolvement of social media has played a 

big role, too (Personal communication, 2014). 

Respondent #6, a managing editor for sports and features, mentioned this digital shift, 

supporting the aforementioned finding of newsrooms now favoring skills due to the demand for 

new, digital material:  

I think we’ve come back around to age of jack-of-all-trade, which I like… we’ve come 
full circle. The digital push is definitely new, but it’s exciting and fresh. We’re doing a 
digital sports magazine that has been a heck of a lot of fun. (Personal communication, 
2013) 

 
Staying in a Shaky Industry 

 One of the final questions in this study asked the participants if they plan to stay in their 

position/the sports media industry until they retire. This simple question elicited an array of 

varying responses, but there was an almost equitable split between the responses. Seven of the 

participants were unsure of the future for various reasons, while five of the women answered 

with a definitive “yes,” followed by their justification. 

 Many of the uncertain responses were due to the constantly changing landscape of the 

industry as well as personal and family-related concerns. For some of the respondents, their 

uncertainty was related to the demands of motherhood, both current and future, as well as job 

market, financial, and workload concerns:  

Respondent #4: I'd like to think so, but I just don't know. I'm a new mom of about 20 
months ago. Having a child is a game changer. Right now, I am managing the two, but 
five years from now? Ten years from now? Who knows? (Personal communication, 
2014) 

 
Respondent #5: Not sure.  Because it will constantly change I feel like I will change with 
it.  I’d like to stay in it but maybe in a different way.  My job travels a lot to be able to 
raise children.  That will be something to think about when the time comes. (Personal 
communication, 2014) 
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Respondent #9: No. I plan to concentrate more on teaching. (Personal communication, 
2014) 

Respondent #8: I know I love this industry and am passionate about it but I can’t say for 
sure how long I’ll stay in it. It’s been a year since I graduated college and I still haven’t 
found a job in sports. It’s coming to a point where I might have to switch subjects or 
industries just to find a job. However, I think I’ve gone through most of the bad situations 
I’ve been warned about when I started out as a reporter and am prepared. (Personal 
communication, 2014) 

Respondent #7: That is debatable and it’s not because of being a woman, but at the rate 
this is going, I don’t have time to have a life. If I could break into sideline reporting, I 
could see myself doing this forever. The layoffs on the newspaper side, though, is to the 
point where you are doing three people’s jobs and it’s not something that excites me for 
the future. (Personal communication, 2014) 

For those committed to the industry, the reasons for staying in this industry were all 

connected to and described as their life’s ultimate passion. In fact, the respondents who answered 

this question with a definite “yes” gave the shortest answers in an otherwise sea of thoughtful 

and lengthy responses. 

This indicates a certainty that can only be conveyed by brevity. The following direct 

quotes are an example of the brief but powerful statements regarding the intentions of some very 

influential women in the sports media industry: 

Respondent #2: Yes, absolutely. I love what I do. I don’t want to be tethered to the 
studio. As long as it’s good for my family. (Personal communication, 2014) 

Respondent #6: Yes. I really like it that much. (Personal communication, 2014) 

Respondent #3: Who can retire?? YIKES. But yes and then I’ll probably teach. (Personal 
communication, 2013) 

Respondent #11: Probably, as sports is in my blood. It is what I love to do. (Personal 
communication, 2014) 

Respondent #1: Yes. I will always have some connection to football and I will always be 
involved with the NFL. (Personal communication, 2014) 

Respondent #12: I think I will, yes because I love it and I’m passionate about it 
and I don’t see that changing anytime in the near future especially now that I’ve 

39 



worked through a sports championship and got to feel that rush of excitement and 
adrenaline. I don’t think a position outside of sports could do that to me. (Personal 
communication, 2014) 

The ambivalence within some of the “unsure” responses is troublesome for the 

journalism industry for reasons contained in the discussion. However, there is no denying that it 

is vital to the future of the industry that these qualified, hard working women stay in the industry. 

According to a recent Nieman report (2014) about the presence of women (or lack thereof) in the 

newsroom can and will have detrimental effects. It states, 

The results of this gender disparity in leadership are especially pernicious in journalism. 
To best serve the public as watchdogs and truth-tellers, news organizations need a broad 
array of voices and perspectives. To thrive financially, they must appeal to an equally 
broad array of potential viewers, listeners, and readers. Plus, content analyses and 
anecdotal evidence suggest that a newsroom leader’s gender can have a subtle but 
important influence on everything from what stories get covered and how, to who gets 
promoted and why. (Griffin, 2014) 

Should more women enter the industry and remain unsure about their tenure there, the 

potential influence that female newsroom leaders and station managers have in regard to 

diversifying the news and promoting the credibility of women will undoubtedly be in danger. 
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CHAPTER 6 

DISCUSSION AND CONCLUSION 

Discussion 

The most crucial finding of this study involves the responses regarding the “nature” of 

the sports media industry. As it was outlined in the results, many of the women discussed the 

nature of the sports media industry in terms of digital technology and shift in focus toward a 

more digital friendly, fast-paced news environment. When this study was designed, the responses 

to this particular question were expected to center on gender and accessibility to sports media 

careers, but instead these responses dealt wholly with this new digital landscape. Furthermore, 

many of these responses discussed the digital transformation of the journalism and broadcast 

industries in terms of the amount of pressure and increased workload associated with production 

of news and content. One respondent even said she was doing the job of three people, and that 

this “doesn’t excite [her] for the future” (Personal communication, 2014). But if one can extract 

the significance out of this statement in spite of the threat to her tenure, it’s easy to see what this 

demand for digital news is doing for women in sports media. This demand is opening up 

opportunities for individuals with social media networking skills, design and visual development 

skills, strategic digital communication skills, content marketing skills, and digital journalism 

skills. It has placed a new pressure on the professionals of the industry that not only increases 

their workload, but functions in a way that actually levels the playing field in terms of gender. 

This finding is rather significant to the landscape of previous studies of the same discipline. Per 

the research presented in the review of literature, this concept serves to fill a gap in the 

discussion on newsroom traditions and traditions that result in gender disparity. Because of this, 

the results of this study strongly suggest that digital technology is acting as an agent of change as 
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well as an equalizer. By identifying skills that can advance technology and communication reach 

as a possible bridge between questionable employment protocols and a new generation of 

newsrooms that value beneficial proficiencies and knowledge instead of remaining loyal to 

hegemonic customs, it might finally be possible to envision an equitable media landscape. Now, 

more than ever, technology is working to create an environment that lends credibility to 

everyone, regardless of gender. 

The concern over juggling a career with motherhood and the demands of a social life 

(that don’t always necessarily include the heteronormative activities associated with domesticity) 

is a common discussion in today’s professional circles, even a hotly contested part of the public 

narrative regarding women working in the public sector (regardless of the nature of the industry). 

For many professional women, this is a subject that requires significant consideration. However, 

it seems as though having a career as well as a family does not carry the same connotation as it 

does for men. There is a familiar public narrative of “having it all” a concept that is constantly 

called into question due to its unfair and irrelevant nature. For women in sports media, these 

concerns were recurring theme when asked about their plans for the future. While some gave a 

resounding and unwavering “Yes” when asked if they plan to remain in the sports media 

industry, most were unsure at best, listing multiple reasons why this particular career is 

incompatible with any semblance to a social life or a chance at having and supporting a family at 

the same time. This is consistent with the previous discussion on why women leave journalism, 

and leaves us as researchers to question what else has to change to align the promises of the new 

landscape of digital journalism with the desire to remain in a career until retirement. Considering 

the fact that not every single adult woman desires a husband, children, and a house in the 

suburbs, increasing the number of women in sports media, or journalism in general, would 
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capture a wider array of women with different personal and social aspirations. If there were a 

higher, more equitable proportion of women in newsrooms and television stations, the ones who 

choose to take a leave of absence to pursue starting a family wouldn’t create such a void because 

there would still be qualified and credible women present until her return. In regard to sports 

media, when there is only one or two women to begin with, this concept is especially, crucially, 

enormously important. When, and only when this occurs, that is when the statistics on women 

leaving journalism will not be so bleak.  

Transitioning from college to the professional world in any industry can be a daunting 

task, but the description of this industry by some respondents as “scary” and referring to a related 

career as a “challenge” is rather symbolic of the unique trials that women face when entering a 

male-dominated industry. Furthermore, it’s important to consider if a man entering the nursing 

industry, which was reported as 90% female in 2010 (U.S. Department of Health and Human 

Services, 2010) would describe the field as scary, and if he would receive the same kind of 

encouragement and mentorship that women do when considering a career. Which is curious, 

because one has to wonder if these women would have received the same encouragement, or 

been the focus of concern, if they had chosen to pursue a career typically dominated by women, 

such as nurse or teacher. Of course, one could easily attribute this order to the natural 

progression of maturity and awareness of career possibilities, but consideration also needs to be 

given to the fact that a career in sports media isn’t presented to young girls in any tangible 

manner. We’ve all witnessed (and been a part of) the “when you grow up” conversation as 

children, and among the doctors, firefighters, and teachers, there are typically several baseball 

players, football players and other types of professional athletes. For young girls, the images they 

see in the media aren’t conducive to sharing this dream of becoming a professional athlete, as 
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evidenced by the women who participated in this study. For millions of people, including young 

viewers of sporting events, an intrinsic part of sports fandom includes watching games and 

broadcasts on television, and the women in this study were no exception. This early exposure, 

however beneficial to reinforcing a passion for sports, also has a troubling repercussion, one that 

creates a rift in the viewing experience between young boys and young girls. A career in sports 

media, as it is presented today, essentially excludes women save for specific, repeated roles such 

as the sideline reporter. As mentioned in the review of literature, the industry protocol of 

appointing former athletes, who are exclusively male, to high profile positions (such as on air 

analyst) for Big Four sports broadcasts effectively eliminates the possibility of women being 

considered for such positions. Because of this, young female athletes don’t receive the same cues 

from the media about what achievements are possible in sports careers like young male athletes 

do. Today’s on-air media personalities such as Mark McLemore and Ladanian Tomlinson have 

weekly appearances during regular season broadcasts, and are appointed to such roles because of 

their very intimate understanding of the game and its complicated inner workings.  

To the most casual and sporadic sports fan, it doesn’t take an extended period of 

viewership to recognize the gender disparity among the media roles that drive televised 

broadcasts and print news within sports. Furthermore, televised sports media provides a plethora 

of content for research on the importance of aesthetics within media. Sports media presents a 

rather unique challenge to social science research because it resides within a very specific, 

specialized corner of media, yet contains a massive amount of raw data, semiotics, and visual 

artifacts that have seemingly endless potential for meaningful analysis. As time and technology 

progress, it’s almost necessary to produce research on aesthetics in a cyclical nature. This is due 
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to the fact that the social construction of attractiveness is constantly changing, as well as the 

ability for technology and social media to increase both reach and audience input.  

As mentioned in the review of literature, the general consensus regarding the role of 

women in sports media is that they are pigeonholed into the role of the beautiful sideline 

reporter. Coupled with the aforementioned “zebra in the zoo” concept of fulfilling a minimum 

diversity requirement, and it’s easy to understand why there is a lot of pressure placed on the 

shoulders of women who are working in this field. Because the participants mentioned their 

workload during the interview process and how busy their daily schedules are. As it was 

mentioned in the methodology section, all but two of the women in this study requested to 

review the questions and answer them in a written questionnaire format rather than a traditional 

face-to-face interview because of time constraints. Even the two women who did not answer the 

questions by email could not meet in person, and elected to participate in this process over the 

phone. When you consider the demands of a career that doesn’t even allow enough time for a 45- 

to 60-minute interview, it’s almost unfathomable to imagine shouldering the pressure of 

maintaining both a flawless appearance as well as a flawless portfolio.  

The advent of digital journalism has created job opportunities for positions that didn’t 

exist a decade ago such as web developer, web editor, digital journalist, and social media 

communications specialist, among many others. These positions demand a specific set of skills 

that require a specialized education and extensive training, not to mention the ability to handle 

the intense demand of such a career. Because of this, there seems to be a shift toward favoring 

highly qualified individuals instead of hiring the sons of Dad’s old golfing buddies. However, the 

media’s emphasis on and exploitations of attractive, aesthetically pleasing women is a direct 

challenge to this new and promising landscape. The sports media industry is essentially in a 

45 



battle between old versus new, and women are once again caught in the middle. It is no wonder 

why so many are unsure of their desire to remain within this industry. Until the sports media 

industry fully adopts the mentality that skill, knowledge, and credibility is of far more benefit to 

the production of news than a short skirt and perfect figure, women are and will remain on the 

sidelines.  

Limitations and Suggestions for Future Research 

Because this study was designed with only women as active and willing participants, it 

would be beneficial to the body of sports media research to recreate the study with the same 

questions and interview men who work in the sports media industry in the same geographic 

regions and in markets of similar sizes. Once completed, the results could be compared to the 

findings of this study and analyzed for shared themes as well as differences in perceived career 

experiences. It’s important to balance discussions on masculine hegemony with in-depth analysis 

of the male experience, so as to not contribute to the often misconstrued (and incorrect) 

assumption that feminism and all associated theories are parallel with the concepts of misandry.  

Vital research on the experience of women in sports media would also benefit greatly 

from a study similar to this one, but completed using a quantitative method, such as a survey. 

The conclusions drawn from quantitative data enjoy the advantage of a large quantity, producing 

valuable quantitative data from which statistical analyses can be drawn and correlations made. 

However, this type of data still benefits from accompanying qualitative data, which provides 

more detailed and rich description. Additionally, because this study identified the widespread 

issue of the availability of females within sports media, a quantitative study could potentially 

cover the vast majority of women working in sports at the professional level due to their 

relatively low number as compared to men. Supplementing this study with quantitative data to 
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create a triangulated study would undoubtedly be beneficial to the body of research regarding 

women in sports.  
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APPENDIX A 

PERSONAL INTERVIEW QUESTIONNAIRE 
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Interview Questions 

University of North Texas, IRB-approved 

Thesis Data for Sara Blankenship, MA candidate 

To all participants: Thank you for participating in this project. Researching sports media within a 
gendered context has consumed my graduate studies and I find it a vital part of understanding 
media as a whole. Your insight and opinion is invaluable to me, and I appreciate your time and 
participation more than I could ever describe.  

Background: 

• How did you come to the decision to pursue a career in sports media? Did you grow up with
sports in the family?

• What kind of encouragement did you receive from friends and family when you first began this
career? Were they mostly encouraging or did anybody close to you have serious concerns about
the environment in which you’d be working?

• Does your current career reflect what you initially intended to accomplish? (Are you doing what
you thought you’d be doing?)

• Do you like what you do?

• Do you feel the nature of the industry has changed since you started?

• How did you get your current position and how would you describe the steps you’ve taken to
stay there?

Sports Media and Men 

• How would you describe the environment of your job in terms of gender roles? Are you “one of
the boys” or do you feel like an outsider?
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• Do you get called “sweetie” and “honey” or anything other than your name?  
 

• What is your feedback like from your readers? Mostly positive or critical and harsh? 
 

• Throughout your career, have you encountered any men who you felt were opposed to the role of 
women in sports media? Or even been discriminatory towards you? 
 

• Do you feel pressure to “know sports” to prove your credibility? 
 

• Do you feel pressure to play a certain role in your career to maintain your credibility?  
 

• Why do you think sports is a “man’s world?” 
 

• Do you think the sports media industry is damaging to the role of women in other parts of 
society? 

•  
In your opinion, why do you think there are more female sideline reporters than analysts?  
 

• Would you like to see more analysts? 
 

• In your opinion, are women providing better or different coverage than men? 
 

• Do you think you’re getting different story assignments or coverage opportunities than men? 
 

Sports Media and Aesthetics 

• How would you describe the current state of women in sports? 
 

• Are you encouraged or disappointed?  
 

• Do you think looks influence the hiring protocols of women in sports media?  
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• Do you feel pressured to be attractive?

• Do you think sports fans/audiences consider attractiveness to be important?

• Do you think or even know any men in the industry who feel pressured to be attractive?

• Do you think or even know any men in the sports media industry feel as though sports
knowledge and attractiveness are mutually exclusive?

The Future of Women in Sports Media 

• Do you think you will stay in this industry until you retire?

• What would you like to see change in regard to women in sports media?

• In terms of gender representation, what do you think the sports media industry will be like in 10
years?
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APPENDIX B 

LIST OF INTERVIEWEES/RESPONDENTS 
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Respondent # 1: A sports journalist and NFL writer employed by a major daily newspaper in the 

Dallas-Fort Worth area.  

Respondent #2: A sportscaster employed by a major news network with over 15 years of 

experience in live broadcast and professional sports reporting. 

Respondent #3: An Association for Women in Sports Media member award-winning sports 

correspondent and writer for a major national news network with over 20 years of experience. 

Respondent #4: An Association for Women in Sports Media member and sports columnist and 

for a large daily newspaper with almost 15 years of experience at the same paper.  

Respondent #5: A field reporter for a major sports network in a large Texas-based market; she 

exclusively covers one professional sports team and has done so for over five years.  

Respondent #6: Managing editor for sports and features working at a daily newspaper in the 

Dallas-Fort Worth metroplex.  

Respondent #7: Sports editor and college beat writer for a daily newspaper in a medium-sized 

market in Louisiana. 
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Respondent #8: Freelance sports writer, athletic department assistant, and minor league intern 

currently between assignments in the North Texas area with three years of professional 

experience.  

 

Respondent #9: Freelance sports writer and student publication manager at a community college 

in the Dallas-Forth Worth metroplex with over 20 years of professional experience in sports 

journalism. 

 

Respondent #10: An event operations coordinator in sports radio in the Dallas-Fort Worth area 

with over five years of experience working in sports media relations and writing. 

 

Respondent #11: Sports Information Director working at a Texas university with over 10 years 

of experience in sports journalism.  

 

Respondent #12: Production Assistant for sports and news for a major news affiliate in South 

Texas; formerly with media relations for a minor league baseball team.  
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SUPPLEMENTAL TABLES 
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Table C.1 

CBS 

Name Gender Job Title Former Professional 
Player 

Tony Gonzalez (analyst) Male Analyst Yes 
Bart Scott (announcer) Male Announcer Yes 
James Brown Male Announcer/Host No 
Jim Nantz Male Announcer/Host No 
Phil Simms Male Announcner/Host Yes 
Tracy Wolfson (sidelines Female Sideline Reporter No 
Bill Cowher Male Analyst Yes 
Deion Sanders Male Analyst Yes 
Ian Eagle Male Announcer No 
Dan Fouts Male Analyst Yes 
Trent Green Male Analyst Yes 
Greg Gumbel Male Play-by-play No 
Kevin Harlan Male Announcer No 
Rich Gannon Male Commentator Yes 
Spero Dedes Male Play-by-play No 
Solomon Wilcots Male Analyst Yes 
Andrew Catalon Male Announcer No 
Steve Beuerlein Male Analyst Yes 
Steve Tasker Male Analyst Yes 
Jenny Dell Female Sideline reporter No 
Evan Washburn Male Sideline Reporter No 
Brian Anderson Male Play-by-play No 
Tom McCarthy Male Play-by-play No 
Adam Archuleta Male Analyst Yes 
Chris Simms Male Analyst Yes 
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Table C.2 

ESPN 

Name Gender Job Title Former Professional 
Player 

Mike Tirico Male Announcer No 

Jon Gruden Male Analyst Former NFL Head 
Coach 

Lisa Salter Female Sideline Reporter No 

Michelle Beisner Female Host/Reporter No 

Jim Trotter Male Host No 

Wendi Nix Female Anchor/Reporter No 

Britt McHenry Female Bureau reporter Yes (Soccer) 

Lindsay Czarniak Female Anchor/Reporter No 

Mike Ditka Male Analyst Yes 

Keyshawn Johnson Male Host/Announcer Yes 
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Table C.3 

FOX 

Name Gender Job Title Former Professional Player 

Pam Oliver Female Sideline reporter No 
Kevin Burkhardt Male Play-by-play No 
John Lynch Male Commentator Yes 
Erin Andrews Female Sideline reporter No 
Joe Buck Male Announcer No 
Troy Aikman Male Announcer Yes 
Chris Myers Male Play-by-play No 
Ronde Barber Male Analyst Yes 
Jennifer Hale Female Sideline reporter No 
David Diehl Male Analyst Yes 
Thom Brennaman Male Announcer No 
Laura Okmin Female Sideline reporter No 
Kenny Albert Male Play-by-play No 
Daryl Johnston Male Analyst Yes 
Tony Siragusa Male Sideline Analyst* Yes 
Donovan McNabb Male Analyst Yes 
Brady Quinn Male Analyst Yes 
Kirk Morrison Male Analyst Yes 
Dick Stockton Male Play-by-play No 
Justin Kutcher Male Play-by-play No 
Brendon Ayanbadejo Male Analyst Yes 
Peter Schrager Male Sideline reporter No 
Terry Bradshaw Male Announcer Yes 
Curt Menefee Male Host No 
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