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Abstract 

A strong historical relationship exists between sport and the media. Mediated sport 

began in the printed press in the United Kingdom and United States of America with 

horse racing and boxing previews and recaps. This symbiotic connection evolved to the 

current interactive and on-demand technologies. A key business focus of the media is 

the creation of interest in sport; thus, fostering audience interest to sustain viewership 

for the duration of mega-events, league seasons, finals series, or sport matches. As 

such, the study of announcer discourse is important as these individuals shape the 

consumption of commercial MediaSport (Wenner, 1998), which seeks to increase 

ratings of sport programmes toward generating both audiences and additional revenues 

from sponsors and advertisers. 

This study analysed how a commercial sport media outlet, the American 

Broadcasting Company, framed the live coverage of the National Basketball 

Association (NBA) finals series in 2007 and 2008 to uncover how announcers 

embedded vertical (each game) and horizontal (series of games) scripts to foster 

sustained NBA viewership. Goffman’s (1986) primary frameworks were applied 

through a textual analysis of commentator discourses revealing the encoded messages 

or scripts. Further, an additional primary framework was found through the grounded 

theory approach of grouping themes into categories; this new framework was labelled 

hybrid.  

These studies were guided by a new conceptual model developed for the 

analysis of MediaSport event texts. This model allowed both more scrutiny and further 

uncovering of how announcer discourses were utilised to mediate television viewers. 
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Through commentator discourse, viewers were provided with communication that 

guided the viewing of NBA telecasts. Moreover, announcer comments included many 

different types of sponsored vignettes. These vignettes served to increase the value of 

advertising and sponsorship, as these marketing messages occurred during the event, 

rather than during advertising breaks, leading to greater audience viewership of the 

vignettes. 

The analysis of the 2007 and 2008 NBA finals was guided by two research 

questions. The first question uncovered how primary frameworks were embedded by 

the media during broadcasts of serial sport events (e.g., a “finals” series of games). 

From the methods of a grounded theory approach, 14 themes were revealed. These 

themes uncovered how natural, social, and hybrid frameworks were revealed through 

announcer discourse. The second question unearthed how vertical and horizontal 

scripts were applied through the three primary frameworks during sport telecasts of 

serial sport events.  

In addition to the qualitative analysis, an existing taxonomy was utilised to 

quantitatively content analyse the comments on each participating team. Non-

parametric chi-square tests were conducted using two expected scores. First, both 

series were analysed using a ratio of 50:50; that is, assuming that each team would 

receive equal comments. Second, expected scores were adjusted to reflect the actual 

percentages of overall commentary that each team received from the announcers. 

Results of these analyses revealed significant differences in the way finals participants 

were portrayed by announcers. 
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Findings revealed a predictable script was followed by announcers in their usage 

of the 14 themes during the finals coverage. Also, many of the themes were 

consistently paired with others to create a broadcast that was salient to multiple 

viewing groups. Further, the telecasts were not merely focused on the sight and sound 

of the games, but on providing viewers with supplementary information to appeal to, 

and entertain, these multiple viewing segments. 

This research empirically investigated and applied a new sensitising model for 

uncovering how media events are framed by a mainstream television network. 

Implications of this study found that this new model will enable researchers to uncover 

how announcer discourse guides the consumption of media telecast through vertical 

and horizontal scripting. In addition, this model provides producers/directors of 

television networks with a tool with which to create discourse that captures, builds, and 

maintains audiences for the duration of an event, as sustained viewership is sought by 

the media in order to commodify and on-sell viewers to advertisers and sponsors. 

Support for the model also ensued. 
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Table 1: Definition of key terms 

Definition of key terms 

Term Definition 

Media 

Events 

An infrequent event or occurrence that garners appeal that 

regular television events do not (Dayan & Katz, 1992; Billings 

& Tambosi, 2004). 

Framing 

“To frame is to select some aspects of a perceived reality and 

make them more salient in a communicating text” (Entman, 

1993, p. 52). 

Scripting 

Is based on the notion of encoding messages into the discourse 

and attempting to pair these encoded meanings with the 

personal life, values, and/or experiences of the viewer, to 

produce desired effects and behaviours (Hall, 1973). 

Horizontal 

Scripting 

Is typified through comments that lead viewers from one game 

to a subsequent game or refer to other programmes that are 

featured on the same television network. 

Vertical 

Scripting 

Is characterised by commentary that informs viewers about 

what has taken place. Moreover, this theme also analysed 

messages that alerted viewers to aspects of the telecast that 

were still to be aired. 

Primary 

Frameworks 

Are defined by Goffman (1986) as “rendering what would 

otherwise be a meaningless aspect of the scene into something 

that is meaningful” (p. 21). 

Social 

Frameworks 

Provide “background understanding for events that incorporate 

the will, aim and controlling effort of an intelligence (sic), a 

live agency, the chief one being the human being” (Goffman, 

1986, p. 22). 

Natural 

Frameworks 

Refer to “undirected, unoriented, unanimated, unguided, [and] 

purely physical” events (Goffman, 1986, p. 22). 

Hybrid 

Frameworks 

Refer to the third primary framework, which clusters themes 

which were not consistently used as social or natural 

frameworks by announcers. 
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Table 2: Table of Abbreviations 

Table of Abbreviations 

 

 

 

Abbreviation Term 

NBA National Basketball Association 

ABC American Broadcasting Company 

SAS San Antonio Spurs 

CLE Cleveland Cavaliers 

BOS Boston Celtics 

LAL Los Angeles Lakers 
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1. Chapter 1 - Introduction 

The purpose of chapter one is twofold: First, the background to the research and the 

related methods used in this study are introduced; and secondly to establish the overall 

outline of this thesis. The first sections of chapter one present an introductory 

background on the characteristics of an audience, the business of the media, and the 

mediation process. Next, the empirical case and the associated research questions are 

provided. Last, delimitations and a limitation of the research questions are discussed 

and a summary provided.  

1.1 Background 

A long historical relationship exists between the media and sport. Both have grown 

through the mutual benefits derived by each entity through this connection. An 

understanding of both the media and then its relationship with sport are central to how 

this operates. In fact, the key business focus of this link is to understanding how the 

media operate by revealing how an audience, whether individuals directly attending a 

live event or indirectly through an electronic means such as television or the Internet, 

is created and maintained. A specific example of audience relationship building, over 

time, is the sport/media complex (Jhally, 2006). This complex evolved as both the 

media and sport became more commodified and commercialised under different 

historically specific capitalist relations. This relationship example, in general terms, 

surrounds identifying, extending, and ultimately retaining the central commodity of an 

audience. 
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The connection between media and television is made even more complex 

through the effects that a media outlet can have on broadcasts. A media outlet can 

attempt to alter the viewer’s perception on what is occurring on television through 

framing. The concept of framing is based on the notion of placing emphasis on an 

aspect of a telecast while hindering the salience of other features (Entman, 1993; 

Gitlin, 1980; Goffman, 1986). A broadcaster can aid in the framing of a broadcast by 

scripting its coverage to place prominence only on certain chosen aspects and using 

announcer commentary to further highlight these frames and scripts to the audience. 

1.2 Characteristics of an Audience 

The concept of a television audience is based on the perception that “we are members 

of a collective whole engaged in a common activity at a specific time” (Abelman & 

Atkin, 2002, p. 2). Through the collective engagement in an event, an audience is 

formed by members of the general public. There are several decisive factors that 

separate audience members from individuals who are observers or witnesses to an 

event. Fiske and Hartley (2003) noted that, as a group, an audience encompasses four 

characteristics. Firstly, an audience is a very heterogeneous group comprised of 

“people from all walks of life” (p. 55). Secondly, audience members are often not 

known to each other and consume their programming anonymously. Thirdly, viewers 

share very little of the experience with each other, as there is infrequent interaction 

between audience members. The last characteristic of Fiske and Hartley’s concept of a 

media audience is that “its members are disunited – they are very loosely organized” 

(p. 55), but they are all involved in the same activity of watching television.  
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The emergence of the Internet era has allowed sport organisations and 

consumers to bypass the traditional ‘gate-keeping’ role the mass media once had 

(Arsenault & Castells, 2008; Mahan & McDaniel, 2006). The recent advent of social 

networking sites has provided a new interactive platform for communication and 

continuous accessibility between the consumer and sport product (Mean, Kassing, & 

Sanderson, 2010).  

Fiske and Hartley (2003) suggest that television viewers are typically 

segregated from other viewers, as much television viewing occurs privately in an 

individual’s home. Television viewing in public venues, such as sports bars or live 

viewing sites, can however join segregated viewers into formal or informal social 

groupings engaged in a social activity of television watching. A television audience is 

generally made up of many, sometimes millions and occasionally over a billion 

people viewing (i.e., consuming) the same event in different locations. Examples of 

large mediated events are the International Olympic Committee’s (IOC) Olympic 

Games, the Federation Internationale de Football Association’s (FIFA) World Cup, 

and other large global events such as a state wedding or funeral (e.g., such as those 

involving Princess Diana in both examples).  

Accordingly, if a commercial media outlet is able to reach a large number of 

viewers, then the audience is the product that is sold to sponsors and advertisers. The 

sale of an audience is a commercial media network’s main source of revenue. 

Through research on audience preferences and television ratings, a media outlet is 

able to gauge which programmes and/or facets of a programme are worthy of 

retaining on television as the audience is sold to advertisers and sponsors. An example 
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of the promotion of programming to increase viewership was found by Newton, 

Williams, Eastman, and Billings (2009) in their study of the promotion practices of 

the USA broadcaster. In their study, they found that every new series had a ratings 

increase when compared to the previous year’s statistics.  

Due to the homogeneity of audience members, the media commodify an 

audience by identifying, segmenting, and ultimately selling that potential population 

to advertisers. McLuhan (2001) noted that sponsors and advertisers pay for “time and 

space” during a broadcast. In other words, media companies “buy a piece of the ... 

viewer as definitely as if they hired our homes for a public meeting” (p. 224). 

McLuhan’s definition has similarities with Ableman and Atkin’s (2002) belief that 

audience members form a collective population engaged in the same activity at the 

same time. Thus, advertisers are able to reach a wide and varied heterogeneous group 

simultaneously through sponsoring or advertising during television programmes, 

which allows these sponsors to be “invited” into the houses of the viewers by virtue of 

the television watching. 

1.3 Business of the media 

According to Condry (1989), the business of a commercial television broadcaster is 

not the selling of advertisements, programmes, or goods and services, but the selling 

of audiences: “people in very large numbers who have little else in common except 

that they are all “tuned in” at the same time” (p. 23). Condry’s approach to audience 

description is similar to that of Fiske and Hartley (2003). In both descriptions the 

characteristics of an audience, its formation, and their interconnected attributes are 

acknowledged. These characteristics include the following: an audience is made up of 
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many individuals who have little in common other than the watching of the same 

television programme, thus a very heterogeneous group; audience members frequently 

are unknown to each other; but these viewers are able to be sold to advertisers by 

television broadcasters, because they are also stratified.  

The relationship between the media and an audience is “not simply a linear 

relationship, but one which is circular and systemic” (Hayes, 2001, p. 32). McQuail 

(1994) wrote that in communication research the term audience refers to receivers in 

the communication process and an audience can therefore be a reader, viewer, or 

listener using the media. Audience research is an important concept to study, as media 

outlets will gauge viewer interest in order to meet goals for both the audience and the 

media outlet. 

Consequently, it is important to question how the media operate to create 

audiences and then how they foster and maintain those audiences in order to 

commodify them. As noted some time ago by Canadian Marshall McLuhan (1994), 

the “medium is the message.” What then are the messages and how are they 

constructed to attempt to ensure the media reach their target audience? In particular, 

how do the media frame their messages? 

Commercial media outlets often frame their coverage of television events in 

order to evoke emotion (Harris, 2004) and provide viewers with multiple reasons for 

watching an event to facilitate meeting their goals, such as high ratings. This is related 

to the concept of framing (Entman, 1993; Goffman, 1986). Entman (1993) contended 

that “fram[ing] is to select some aspects of a perceived reality and make them more 

salient in a communicating text” (p. 52). Through framing, a broadcaster is able to 
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emphasise certain aspects of the message around the topic under discussion or review; 

thus, the salience of these aspects of the message can be increased.  

The commercial media attempt to commodify their audience, because “the 

bottom line of commercial mass media is money” (Harris, 2004, p. 4), which is 

attributable to audience ratings and is paid directly from advertisers and sponsors to 

the media network. Thus, it is essential that a broadcaster measure audience size, as 

this dictates the amount of money a network can garner from advertising and 

sponsorships. The television audience tends to be made up of a geographically 

dispersed population, these members are not known to each other, and are brought 

together through the watching of the same programme. 

A broadcaster may be able to capture, build, and retain viewer interest during 

an event (Chalip, 1992) through providing viewers with many reasons for watching a 

telecast. There are many types of sport events that are broadcast on television. The 

Olympic Games, for example, consist of many connected and linked sports, such as 

athletics and swimming. Connected and linked sports refer to events during which 

progression to further rounds is dependent on one’s previous performance. Thus, a 

runner or swimmer must finish within the first two or three finishers in each race in 

order to progress in the competition.  

Other sport events, however, are made up of discrete and linked serial events, 

such as Major League Baseball’s finals series and National Basketball Association 

(NBA) finals. Serial events are often best-of-seven series, wherein the previous 

game’s outcome has no bearing on whether a team can continue to compete in its 

series against another team (i.e., discrete); however, these are also serial sports, as the 
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winner of the series is able to move to the next round. Thus, media commentary of 

discrete and linked events is focused on the same participants until there is a winner. 

Many sporting events are watched by non-fans, who are tuning in for various 

reasons. For example, the United States of America’s (USA) Super Bowl is viewed by 

people who are interested in the game, the special Super Bowl commercials, and the 

halftime show. Thus, broadcasters need to design the coverage for many viewer 

motivations. Through both vertical and horizontal scripting, a broadcaster attempts to 

foster and maintain audience interest in a sporting event. Vertical scripting refers to 

verbal or visual messages that either inform viewers of past segments of a broadcast 

or notify viewers of segments of a broadcast and/or programmes that are still to come. 

Horizontal scripting is characterised by verbal or visual commentary that seek to keep 

viewers consuming a serial event (i.e., a series of games, such as the NBA best-of-

seven finals) or remind viewers of past games. Both types of scripting are tactics used 

by the media to seek to ensure that all viewers are aware of what had already 

happened in the game or series being watched and the segments or games that are still 

to occur. These two tactics aid the media to create a telecast that can build and 

maintain audience interest. The concepts of vertical and horizontal scripting are 

detailed in a figure to follow. Further, definitions of both concepts are presented in 

Table 1. 

1.4 The Mediation Process 

The process of mediation in television is based on the notion of encoding messages 

into the discourse of a television network and attempting to pair these encoded 

meanings with the personal life, values, and/or experiences of the viewer, to produce 
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desired effects and behaviours (Hall, 1973). Hall’s notion of encoding and decoding 

discourse of a broadcast is related to Goffman’s (1986) notion of framing, as both 

involve the process of selection of messages that a broadcaster makes salient and on 

which they fastidiously place emphasis. First, Hall’s (1973) concept of mediation 

takes a macro approach, wherein the media relays its ideologies to viewers. 

Furthermore, Hall (1980) suggested that there were several “linked but distinctive 

moments - production, circulation, distribution/consumption, reproduction”, which 

form part of the “circuit of communication” (p. 128).  

Eco (1965) used the term aberrant decoding to indicate when a media text was 

incorrectly decoded from the manner intended by the media. In addition, Eco suggests 

that the media most often create “closed texts” rather than “open texts.” Closed texts 

refers to a media message that is created to encourage a consistent and predictable 

interpretation, whereas an open text has a more open-ended meaning and can, thus, be 

decoded in many different ways. Eco also suggested that the media typically create 

closed texts, as media programming is telecast to a heterogeneous audience, which 

forms one of the four characteristics of Fiske and Hartley’s (2003) conceptualisation 

of television audiences. 

 Goffman’s (1986) interactionist approach to mediation focuses on how the 

concept of frames enables individuals to recognise an occurrence or an event. In this 

case, an individual employs primary frameworks, which are defined as “rendering 

what would otherwise be a meaningless aspect of the scene into something that is 

meaningful” (p. 21). Each primary framework allows a person "to locate, perceive, 

identify, and label" (p. 21) any number of occurrences, and that an individual may not 
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be cognisant of the primary framework. Thus, an individual is able to render meaning, 

organise experiences, and guide actions using primary frameworks to make sense of 

the world. 

During a television programme, the broadcaster presents commentary that 

needs to be decoded or unpacked by audience members. The use of framing can aid 

the broadcaster in ensuring that the decoded message is unpacked in the manner in 

which it was intended (Goffman, 1986). A viewer must be provided with “meaningful 

discourse” (Hall, 1973, p. 4) in order to ensure symmetry between the sender (the 

media) and receiver of the message (the consumer; reader or viewer). 

The concept of mediation is to provide viewers with cues on what is important 

during in an event (Goffman, 1986). This is related to the concept of framing, in 

which a broadcaster’s discourse, both visual and spoken, is hopefully consumed by 

viewers in the manner in which the broadcaster intends (Goffman). As a result, 

broadcasters aid the mediation process by providing their viewers with more than just 

the “sight and sound” of an event (Rowe, 2004, p. 172).  

In society, there are two broad classes of primary frameworks, natural and 

social. Natural frameworks refer to “undirected, unoriented, unanimated, unguided, 

[and] purely physical” events (Goffman, 1986, p. 22). From start to finish these 

occurrences have no influence from outside sources. The natural playing of sport fits 

into this framework because sport can be characterised by all of the traits of natural 

frameworks. Another natural framework would be the watching of an event without 

outside factors manipulating any of the consumption. For example, a person who was 

viewing a volleyball game without outside influences would be employing natural 
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frameworks only. In media, the play by play commentary often follows this 

framework, as this commentator is generally only describing what is occurring during 

the game. However, in media studies, all events undergo an editorial process (Katz, 

Dayan, & Motyl, 1981), wherein event storylines are created (whether these provide 

cues for decoded text or not) by media to provide viewers with stories that seek to 

elevate the entertainment factor of commercial media programming. Thus, all 

commercial media programmes undergo various processes of mediation.  

The mediation of an audience and the reporting of sport, however, are closely 

associated with social frameworks, which provide “background understanding for 

events that incorporate the will, aim and controlling effort of an intelligence (sic), a 

live agency, the chief one being the human being” (Goffman, 1986, p. 22). Sport 

commentators and broadcasters provide meaning to their audience about what is 

occurring on television and also present much detail in the form of commentary and 

opinion about the participants. Thus, examining the narratives of media 

representatives and their linkages to social frameworks is useful in understanding the 

construction of a broadcast to attract, inform, and entertain audiences. 

1.5 Empirical Case 

This research examines the use of social, natural, and newly defined hybrid 

frameworks that emerged through the study of the 2007 and 2008 NBA finals series, 

which is played annually in North America. Social, natural, and hybrid frameworks 

are outlined in Sections 4.4.1, 4.4.2, and 4.4.3. The winning team of the Eastern 

Conference competes against the Western Conference winner in a best-of-seven game 

series. This study compares announcer discourse of the American Broadcasting 
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Company’s (ABC) live coverage of these events. Each series was analysed to uncover 

the thematic framing of the finals series.  

The 2007 and 2008 NBA finals series were also compared to uncover whether 

there were prominent frames that might be used by broadcasters consistently over 

time. Analysing two finals series allowed for this comparison to be conducted. This 

study also breaks ground by proposing a sensitising model, the Sport Broadcast 

Framing Model (SBFM) that seeks to uncover how natural, social, and newly labelled 

hybrid frameworks were embedded into the coverage of television media events. The 

SBFM is introducted in Section 1.6 and explained in more detail in Section 2.9. 

Through the use of the SBFM, this research will uncover how the ABC framed the 

NBA finals in an attempt to ensure that announcer commentary was relevant to 

viewers who will continually watch and entice casual fans to consume the finals 

coverage. Through relevant commentary, sustained viewing results in higher ratings, 

which will provide a commercial broadcaster with additional advertising revenue, as 

the audience is commercialised and commodified to advertisers and sponsors in the 

form of programme ratings. 

This study breaks new ground in the analysis of media studies. Often large 

global events are the site for study, such as the Olympic Games, Commonwealth 

Games, various sporting world cups, as well as national elections and state weddings 

or funerals. However, smaller events are not often the site for analysis. Smaller annual 

events, however, occur more frequently than global events. The NBA finals series is 

an annual event, occurring each year in June. Thus, the audience may be more 

susceptible to mediation (by television media) as viewers are subject to broadcast 
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frames in the form of announcer discourse more frequently than those who watch the 

football World Cup, which occurs every four year or the Olympic Games, as these 

only occur every second year. As the scripts could not be obtained from media 

networks (including the ABC) due to intellectual property, these were deconstructed 

from the actual broadcasts. Definitions that are commonly used in this thesis are 

presented in Table 1. In addition, Table 2 indicates the abbreviations that are used in 

this research. 

1.6 Conceptual Map – Sport Broadcast Framing Model 

The Sport Broadcast Framing Model (SBFM) (Figure 1) is a sensitising model that 

focuses on the mediation of commercial television viewers through a) the encoded 

messages of a television network and b) the inclusion of marketing messages to foster 

sustained viewership in a media event. This conceptual map was informed by using 

existing literature on the media, media effects, media bias, and content analysis. 

Furthermore, the SBFM was also informed through a previous study on the 2006 

Federation Internationale de Football Association’s (FIFA) World Cup of football 

(Scott, 2008; Scott, Hill & Zakus, 2012). The SBFM guides this research as it allowed 

a focused examination of the research questions (see Section 1.7) on how primary 

frameworks are used by the media and how vertical and horizontal scripts were 

embedded into the coverage of broadcasts of serial events. 

 Through the encoding of discourse, a commercial media outlet is able to frame 

the coverage of an event. Thus, the framing function of a broadcaster is of import to 

media analysis, as additional salience can be embedded into selected discourse (Gitlin, 

1980). As previously mentioned, the primary business of the commercial media is the 
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sale of audiences (Condry, 1989), thus, it is important for the media to commodify or 

commercialise the audience to on-sell to advertisers and sponsors. Through the second 

pathway, a television network can embed marketing messages into the live coverage 

of the event, which has been found to be a successful method of marketing to a 

audience that is attentively viewing when marketing messages appear (Wenner, 

1989). 
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Figure 1: Sport Broadcast Framing Model 
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1.7 Research Problem 

As previously outlined in this chapter, McLuhan (1994) noted that the “medium is the 

message.” Accordingly, this research will uncover how a commercial television 

broadcaster, the ABC, framed the coverage of two end-of-season championship series, 

the 2007 and 2008 NBA finals. The focus of this research was to analyse how a 

television network framed the coverage of a MediaSport (Wenner, 1998) event to 

ensure a unified and consistent script for the duration of the coverage. 

To uncover how an annual event is framed this research will address the 

following questions in relation to the framing of media events: 

1. During a series of events, the media attempt to ensure that each event is framed 

utilising a consistent script that the announcers’ commentary will continually 

draw upon for the duration of the series. These frames employ tactics in an 

attempt to ensure that audience attention can be maintained or increased over 

the period during which these events and series occur.  

Research Question One: How are primary frameworks used by the media 

during broadcasts of serial sport events? 

2. Broadcasters will pre-programme scripts into the coverage of events and both 

announcer discourse and visual discourse will attempt to ensure that these 

scripts are revealed frequently to provide additional meaning during a sport 

event to capture and maintain audience interest. 

Research Question Two: How are vertical and horizontal scripts applied (by the 

media) through primary frameworks during sport telecasts of serial sport events? 
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1.8 Significance of the Research Question 

Stake (2000) noted that “we expect an inquiry to be carried out so that certain 

audiences will benefit – not just to swell the archives, but to help persons toward 

further understanding” (p. 19). It is the endeavour of this study that it aids both 

academic inquiries into the effects of mediation during sport events and also supports 

and can provide guidance for industry personnel with and in the creation of frames for 

such events.  

As previously cited, there is a lack of a conceptual framework for analysing the 

framing of media events even though media events have increasingly been studied for 

their cultural importance (e.g., Alabarces, Tomlinson, & Young., 2001; Billings & 

Eastman, 2002; Billings & Tambosi, 2004; Eastman & Billings, 2000; Eastman, 

Brown, & Kovatch, 1996; Jackson, 1998; Knight, MacNeill, & Donnelly, 2005; de 

Moragas Spa, Rivenburgh, & Larson, 1995; Tudor, 2006; Wensing & Bruce, 2003). 

This study seeks to use media events, as defined by Dayan and Katz (1992) and Katz 

(1980), as its basis for uncovering how a commercial broadcaster framed its telecasts 

of sport events to capture, maintain, and retain viewer interest during a series of 

discrete and linked events.  

This thesis will uncover how a media outlet attempted to mediate the audience 

through the encoding-decoding process during a series of discrete and linked events. 

Furthermore, this thesis will reveal how announcer discourse was used to provide cues 

for the viewer on what has happened, either during the same event or past events, and 

how broadcast discourse was built into the telecasts in an attempt to entice the viewer 

to watch future broadcasts. Additionally, this thesis will reveal how sponsors were 
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included in play-by-play comments and vignettes during the NBA finals. Results of 

this study will provide an indication as to how a broadcaster sought to enhance the 

value of sponsorships through the inclusion of sponsored vignettes.  

The framework for this study, therefore, can be used by both sport broadcasters, 

in particular producers and editors, as well as in academic studies measuring and 

detecting media effects in televised events, thus providing researchers with an 

additional tool for examination of sport media events.  

1.9 Methods 

This thesis employed a mixed methods design. A qualitative and a quantitative 

content analysis were utilised to uncover how the ABC framed the NBA finals series 

in 2007 and 2008 to mediate the audience, which was revealed through a post hoc 

reconstruction of broadcast scripts. The rationale for studying two annual sporting 

events was to uncover how a broadcaster framed the coverage of two events to 

uncover whether the framing of an annual finals series changes from year to year. 

Through a grounded theory approach (Glaser & Strauss, 1967) that was conducted by 

means of a textual analysis of announcer commentary, the latent content of the 

embedded discourse was revealed. The grounded theory approach netted fourteen 

distinct themes that were present in at least 50% of each of the two series (i.e., two 

games in 2007 and three games in 2008), as this allowed for longitudinal comparisons 

of announcer discourse and the framing of the finals series by the ABC. 
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1.10 Delimitation of Scope 

A central delimitation of this research project was the use of the telecasts from one 

commercial broadcaster from the USA and does not explore the framing of other 

events or by other types of broadcasts; such as public television programmes. This 

investigation provided a study of one broadcaster, one announcing team, as the 

announcers were the same in both series, and one sport, solely.  

The second delimitation of this study is the context in which this research was 

conducted. This study focuses on the framing of basketball games in 2007 and 2008. 

Over time, cultures change and, thus, broadcast discourse will also change. 

Consequently, some of the results of this study may not closely align with research 

that has been done in another cultural and/or historical context.  

1.11 Limitation 

There are currently a plethora of media models, from public service to subscription 

offerings. Further, there are also newly created mobile and Internet technologies that 

continue to alter the media industry. Moreover, television now competes with other 

electronic distribution formats, such as mobile viewing and Internet broadcasting, 

such as YouTube. Therefore, the ecology of the media is multi-faceted and ever 

evolving. As such, this research is limited to the analysis of two media events that 

were broadcast on commercial television in the USA. 

This study has a large qualitative component as two NBA finals series were 

empirically analysed to uncover the framing function of the media through a post-hoc 
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reconstruction of the game scripts. This analysis allowed this research to create an 

examination of the framing of the NBA finals of 2007 and 2008. 

1.12 Thesis structure 

The first chapter of this thesis provided an introductory background of relevant 

literature and the research problem. Chapter one also informed the reader to the 

overall structure of the thesis, delimited this study, and a limitation was noted.  

The second chapter outlines literature that is relevant to the field of media 

analysis and the framing of a MediaSport (Wenner, 1998) event by television 

broadcasters. After relevant discussion of the literature from the field of media 

analysis, a new model for analysing the framing of media events is outlined. This new 

model allowed this research to empirically investigate the framing of media events by 

a mainstream television network. In addition, this model provided this research with a 

tool with which to analyse discourse that sought to capture, build, and maintain 

audiences for the duration of an event, as sustained viewership is sought by the media 

in order to commodify and on-sell viewers to advertisers and sponsors. Further, this 

model also enabled this research to better understand how sponsored vignettes were 

embedded into the play-by-play commentary of two finals series and how these 

vignettes further commercialise television broadcasts.  

The third chapter of this research outlines the methods that were used to collect 

and analyse the announcer commentary of the 2007 and 2008 NBA finals series. 

Limitations of the selected method are outlined in this chapter as well. Chapter four 

presents the results of the two research questions. These two research questions 
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outlined how the series were framed to capture and maintain audience interest 

throughout the television coverage. Further, the quantitative content analysis results 

are also presented which informs the reader on the framing function of the teams 

during the NBA finals by the ABC. 

The fifth chapter of this thesis presents an overall discussion of salient results 

from this analysis with an integration of the relevant literature that was presented in 

chapter two. Chapter five also discusses how the model informed this research into 

the scripting of the NBA finals by the ABC. The sixth chapter of this research 

presents the conclusions of this research, the limitations of the findings to the two 

NBA finals series and future directions are also proposed. 

1.13 Summary 

In conclusion, chapter one outlined how this thesis will analyse two series of 

sport broadcasts and how a commercial media outlet sought to influence the coverage 

in order to generate and maintain large numbers of viewers, who can be 

commercialised to advertisers and sponsors. This study will uncover the themes that 

were included in a single broadcast and across discrete and linked events to entice 

further viewing of a broadcaster’s programming. The sensitising SBFM model will 

provide a source of inquiry into the effects of media discourse on a broadcast and how 

sponsors are included in the direct coverage of an event instead of only including 

sponsors during advertising breaks. Chapter one also presented a short review of 

literature, the methods used, and the structure of this thesis. Last, two central 

delimitations and one limitation were also presented.  
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The following chapter outlines key literature of media analysis. First, relevant 

literature is presented on the history of modern media, the forms of modern media, the 

function of the media and other appropriate media theories. Second, structuration and 

temporality are presented, which leads to a discussion on functionalism; in particular, 

cultivation analysis. Third, media events, mediation, framing, and polysemy are 

discussed. Last, the SBFM is explained in detail.  
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2 Literature Review 

Chapter two outlines relevant literature concerning the relationship between the media 

and sport. First, this chapter begins with a dialogue about the history and functions of 

the media and media theory. Second, hegemony and hegemonic discourse are 

examined, leading into a discussion on cultivation theory and how audiences are built, 

which is the focus of the section on media effects. Third, media production is 

analysed and the concepts of mediation and framing are explored, which, in turn, 

guides the reader to the sections concerning studies that have been conducted in the 

field of media framing of sport broadcasts. Four, discourse is described and this 

section also outlines the use of discourse during sport broadcasts by the media. Then, 

the communication of sport texts by the media are outlined, which leads the reader to 

the concluding section on the sport/media complex. Six, the Sport Broadcast Framing 

Model is presented. Last, concluding remarks are provided. 

2.1 History of modern media 

Sport and mass media have a symbiotic relationship (Jhally, 2006), wherein the 

popularity of both entities has been traced to their co-dependence (McChesney, 1989).  

Further, McChesney suggests that an analysis of the history of the sport and the mass 

media be examined along with the growth of sport, as the popularity of sport has 

typically coincided with an increased coverage by the mass media. As this section 

deals with aspects of modern media, an historical overview of ancient media will be 

omitted. For a discussion on ancient media in the Mediterranean see Scanlon’s (2006) 

work. Furthermore, the focus of this section will be from an Ameri-centric viewpoint 

as this study analyses a (North) American professional league. 
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Sport increased in popularity in the press starting between the 1820s and 

1830s (McChesney, 1989; Bryant & Holt, 2006) as sport magazines gained 

prominence. Sports publications initially previewed and recapped horse racing and 

eventually boxing matches were included in their periodicals. Further, circulation in 

newspapers dramatically increased with the advent of the penny press due to the 

commercialisation of newspapers (McChesney, 1989; Bryant & Holt, 2006), which 

overlapped with an overall increase in literacy. 

Another significant period for the growth in both the media and sport was the 

industrial revolution, which led to greater discretionary time for citizens (Bryant & 

Holt, 2006). Furthermore, it has been suggested that sports spectatorship, as a form a 

recreation, “is an outgrowth of the monotony of machine-dictated labor” (Zillmann & 

Paulus, 1993, p. 601), which lends support to a Marxist viewpoint of sport 

spectatorship. In addition to a decrease in working hours, the advent of the first USA 

professional baseball league was a significant moment for the media, as sportswriters 

and journalists were “very influential in the development, advancement and 

legitimization of the league” (Bryant & Holt, 2006, p. 24). Thus, baseball writers 

helped to grow the circulation of newspapers similar to writers on horse racing and 

boxing in previous generations. 

A challenge for journalists in the nineteenth century was the ability to 

distinguish between writing journalism about baseball and conducting public relations 

for a baseball team (Bryant & Holt, 2006). Furthermore, Bryant and Holt suggest that 

sportswriters were expected to “serve as publicists for their team and their sport” (p. 
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28), which Lukes (2000) and Bryant and Holt (2006) both suggest still occurs in 

contemporary society. 

Two technological advances occurred in the 1900s that fostered the 

relationship between sport and modern media; the invention of radio and television. 

The first radio broadcasts of sport were recreations of Morse code messages that were 

relayed from the site of play to radio announcers in studios who could dramatise and 

“recreate” the sporting match to listeners (Smethers & Jolliffe, 1992; cited in Bryant 

& Holt, 2006). The recreation of sports ended in 1955 in the USA when courts ruled 

that radio stations and broadcasters needed to pay a fee to recreate the matches, which 

effectively ended this form of broadcasting. 

The advent and quick up-take of television in American society provided 

viewers with a new manner with which to experience sport. For the first time, viewers 

could see what announcers were discussing; such as crowd shots and close-up views 

of the participants, while colour commentators, simultaneously, provided viewers 

with a much more intimate experience of sport (Bryant & Holt, 2006). Furthermore, 

television also had a transformative effect on sports; some sports grew in popularity, 

such as American football; while the popularity of other sports decreased, such as 

boxing. 

The rise of commercial television is due in part to the initial ways in which 

sports were broadcast. ABC Sports televised sport from the perspective of a person 

who attended the game live. For example, ABC Sports showed the players on the 

bench, spectators in the stands, microphones were placed on or near the field, and 

multiple cameras were used to provide multiple camera angles, which were telecast to 
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viewers (Bryant & Holt, 2006). Live broadcasts were now possible, which enabled 

games and contests to be play-by-played and communicated live to the listener or 

viewer (Bryant & Holt). 

The latest (as of 2011) development to alter the relationship between sport and 

the media is the advent of the World Wide Web and the proliferation of information 

workers (Bryant & Holt, 2006). The Internet affords both consumers and 

organisations new opportunities for interaction with and personalisation of media 

content (Mahan & McDaniel, 2006). The Internet has transformed the ways in which 

media companies, sports organisations, athletes and consumers interact. Historically, 

the media acted as a gatekeeper and the Internet provides a new medium with which 

sports organisations and athlete can produce and disseminate information while 

bypassing the traditional boundaries of programming, formatting, audience interest, 

and contractual agreements (Mahan & McDaniel). Until the advent and proliferation 

of the Internet, communication between sports organisations was typically one-way, 

disconnecting the consumers from sport and media entities due to the gate-keeping 

role of the media (Arsenault & Castells, 2008; Mahan & McDaniel, 2006). Thus, the 

Internet has provided an outlet for sports organisations and athletes to bypass the 

media to produce and disseminate an unfiltered message to consumers. For example, 

NBA player LeBron James is able to leverage his celebrity appeal through his website 

(www.LeBronJames.com), which enables him produce media content, such as 

personal stories, behind-the-scenes information, and feature links to brands that James 

endorses, such as Nike (Mahan & McDaniel, 2006). 
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The recent advent of social networking sites has provided a new interactive 

platform for communication and continuous accessibility between the consumer and 

sport product (Mean, Kassing, & Sanderson, 2010). The concept of social networking 

websites (SNS) has existed for many years. These sites have attracted millions of 

users (Boyd & Ellison, 2007) and are often used as a social activity (Bumgarner, 

2007). A common element among most SNSs is the creation and maintenance of 

social networks (Boyd, 2006; Boyd & Ellison, 2007; Bumgarner, 2007). Furthermore, 

Boyd (2006) noted that friendships or commonalities enable a community to form.  In 

addition to the increased sociability that the Internet and SNSs provide users, the 

Internet has also enabled (sport) consumers to find limitless information that would 

have previously been unavailable (Mahan & McDaniel, 2006). Internet-mediated 

Communities (IMC) enable consumers to post and reply to messages. IMCs include 

chat rooms and message boards (Mahan & McDaniel) and are defined as “groups of 

people who share interests and, during some time, make use of the same Internet tools 

to exchange information with each other regarding shared interests” (Bellini & 

Vargas, 2003, p. 5).  Moreover, Mahan and McDaniel (2006) noted that IMCs 

promote participatory prospects for fans in ways that traditional media cannot. For 

example, radio call-in shows were once popular to enable fans to have a voice about 

popular culture topics, but this media was limited by geography, show length and 

format (Mahan & McDaniel). Whereas, the Internet has provided consumers with a 

medium with which these, and other, limitations can be circumvented. 

It has suggested that the media that is used daily by society has never been 

more “personalized, individualized, and made pleasurable to use” (Booth, 2010, p. 2). 

Moreover, Booth furthered the discussion on current media offerings by suggesting 
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that users are “actively engaged” and simultaneously both producing and creating 

meaning during their use.  Online gaming, IMCs, and SNSs have all contributed to 

Internet users being able to foster discussion and create meaning in ways which were 

not possible five years ago.  

Mahan and McDaniel (2006) also suggest that the media is always changing 

due to improvements in production capabilities and economic factors. In commercial 

television, a prime goal is to create programming that the audience will watch in order 

to commodify and on-sell viewers to advertisers and sponsors. Thus, understanding 

how commercial media embed commentary into television programmes is important 

in the study of commercial broadcasters. 

2.2 Forms of modern media 

 There are many types of media, both public and commercial forms, as well as 

hybrid aspects. Further, the economic foundation of these modalities is highly 

variable.  For example, the Olympic Games are telecast in very differing formats 

depending on whether the home broadcaster has commercial interests. An example of 

this occurred in the analysis of the 1988 Seoul Olympic Games opening ceremony 

when the British Broadcasting Corporation, as a public broadcaster (BBC) did not air 

commercials. Whereas, the commercial broadcasters from both Australia and the USA 

aired commercials and fewer stories of the opening ceremony due to their commercial 

interests (Larson & Rivenburgh, 1991).  Whether a broadcaster has commercial 

interest has an impact on the strategies of the commentators, as Silk (1999) showed in 

the analysis of the Canadian broadcaster, The Sports Network, during the 1995 

Canada Cup of Soccer, which attempted to create storylines that would appeal to 
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Canadian viewers in all games of this tournament, even those not involving Canada, 

as high viewership was sought to meet TSN’s commercial obligations. 

 In addition to the different economic substructures of modern media, there are 

many forms of television. There free-to-air, satellite, and subscription television and 

the newer mobile telephone, mobile tablet, and Internet modalities, such as streaming 

and Internet Protocol Television, such as TiVo which form the ecology of modern 

television media. 

2.3 Function of the Media 

A study focusing on media effects of sport broadcasts should have its roots in the 

sport/media complex (Jhally, 2006); that is, the symbiotic relationship wherein sport 

and the media have a co-dependency for their content and financial viability. An 

understanding of both sport and the media are vital to how the sport/media complex 

operates. Consumers are commodified, commercialised, and on-sold in the form of 

ratings to advertisers and sponsors during commercial sport telecasts. 

The media have been defined as “a means of mass communication, such as 

newspaper, magazines, or television” (Scanlon, 2006, p. 3), while Herman and 

Chomsky (2002, p. 1) noted that “the mass media serve as a system for 

communicating messages to the general populace.” Thus, the main purpose of the 

media is to foster communication between a media outlet and the general public. 

McQuail (1994) explained that consumption of media (e.g., many and various print 

and electronic versions) is the “single largest focus of leisure-time activity and means 

of entertainment” (p. 1) in Western society and is a cultural entity in many nations. A 
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strong interest in sport has been fostered by the media in Western societies (Cantelon 

& Gruneau, 1988). 

 Since the 15th century, the media have held an ever increasing role in society. 

From stories told by town criers to current Internet broadcasts, the creation and 

communication or dissemination of stories or texts has become more immediate and 

easier (Anderson, 1991) than ever before in history. Beginning at the start of the 

1900s, society became increasingly urbanised, which had an intense effect on how 

information has been disseminated (Hall & Jowett, 1995). There are two basic forms 

of media that can be studied: the printed press, such as newspapers and magazines, 

and the electronic press, such as television and the Internet. Because the focus of this 

research is on televised commercial sport broadcasts, much discussion of media will 

centre on effects of electronic media, in particular television and the majority of the 

discussion around media will use commercial television as the starting point. It is 

acknowledged that there are many forms of media; from public broadcasters, such as 

the British Broadcasting Corporation (BBC) and Australian Broadcasting Corporation 

to new emerging modalities, such as Internet streaming on YouTube, as well as the 

emerging links between television broadcasters and social media websites, such as 

Facebook and Twitter, which are becoming more prevalent in the field of sport media. 

In addition, there are new ways in which consumers can view sport, for instance, 

viewing programming on a mobile phone or tablet. 

Media outlets have grown in cultural significance and changed greatly over 

time. Production costs have decreased but at the same time the media have been able 

to increase the dissemination of their outputs (McQuail, 1994). There are four aspects 
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of media outlets that are common no matter what format. These are: the media outlet 

is open to all senders and receivers, the media have a high degree of autonomy 

because the media broadcast on behalf of its members, media outlets are officially 

powerless, and participation in a media outlet is voluntary.  

With the understanding that media are open to all senders and receivers of a 

society and its constituent sub-cultures, media organisations have the ability to foster 

changes in societies or to promote the dominant or hegemonic discourse in their 

publications (Jhally, 2006; MacNeill, 1996). Through the use of framing techniques, 

media outlets seek to ensure that embedded messages are decoded by consumers in 

the manner in which these messages were encoded by the network (Gitlin, 1980; 

Goffman, 1986; Hall, 1973).  

On television, not every potentially newsworthy story is reported. Thus, the 

media conduct “selective elimination” (Paletz & Entman, 1981, p. 21) whereby stories 

are either chosen or deselected based on their individual newsworthiness to a 

particular audience, the ideology of the company, and the choices that are made by 

producers and/or directors. Through the selection and framing of news stories, the 

media are able to frame telecasts to try to ensure that broadcasted messages are 

decoded by viewers as intended (Hall, 1973).  

Fiske (1987) notes that there is no concrete theoretical point of view that can 

provide studies on television “with adequate insight” (p. 1); however, television and 

media studies have their roots in, among others, Marxism, structuralism, behavioural 

psychology, and in cultural studies. Relevant aspects of these theories are discussed 

below. 
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2.4 Marxism 

In Marxist analysis of the mass media, the relationship between the press and sport 

has developed since the 1890s from a “means of communication to the audience” 

(Jhally, 1984, p. 43) to the current commodification of audiences, which are on-sold 

to advertisers (Jhally). Through the use of discourse (whether spoken or visual), a 

commercial television broadcaster is able to manipulate its coverage of an event to 

gain the largest amount of viewers possible. 

Hegemony is related to the concept of discourse in Marxist thought and is a site 

for study, as the dominant discourse of a society might be replicated during sport 

events. Thus, the concept of hegemony plays a part in the understanding of sport and 

the mediation of an audience. Hegemony is a form of “ideological domination” 

(Jhally, 2006, p.133) from which one group or class exerts its power over a weaker 

group or groups. It is partly through a negotiation in which the ruling class or party 

provides concessions in one aspect of society so that it may receive concessions some 

in another that hegemony can occur (Jhally).  Hegemony is not simply a philosophy 

that a society may select to follow, but it operates at the level of awareness and is 

established and accepted in society (Gramsci, 1971; Zakus, 1988). For example, 

Dyreson (2001) noted that the older dominant paradigm linked white athletic success 

with intelligence and black athletic success to superior physiology. 

Media events are often the site for dominant discourses to be delivered by 

media outlets which report these events. Bishop and Jaworski (2003) noted that media 

events are ideally situated for the “reaffirmation of the hegemony of national unity” 

(p. 267), which often goes unchallenged during the course of these events. 
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Nationalistic behaviour during sport events, for example, is often the site of study as 

overt or banal nationalism is (re)produced by the press (Billig, 1995; Giddens, 2001). 

Broadcasters use the concept of nationalism to unite a nation under its flag and 

increase viewer interest in an event (Alabarces et al., 2001; Billings & Angelini, 2007; 

Billings & Tambosi, 2004) by focusing on “home” country athletes and teams more 

often as these may have greater salience with a “home” viewer, as “home” country 

athletes have more in common with the audience. Sport events are readily available 

and amenable as sites for the perpetuation of dominant discourses by the media. Often 

the commentary and the visual images are those upon which stereotypes have been 

and are formed.  

For example, MacNeill (1996) suggested that there might have been ethnic 

and/or masculine hegemony in the reporting of Olympic Ice Hockey on the Canadian 

Television Network (CTV). As there were no visible minorities who were competing 

in the Games or working for the network, it could appear that ice hockey is still a 

game for the middle-class and white males (MacNeill). Similarly, Denhan, Billings, 

and Halone (2002) found that the dominant discourse can “influence public 

perceptions of athletes by race” (p. 317) in their study on race during the broadcasting 

of the 2000 National Collegiate Athletic Association’s (NCAA) competition.  

Through broadcast discourse (both spoken and visual), a television network has 

the ability to foster a biased or influenced reality in viewers’ perceptions  (Billings & 

Tambosi, 2004). Thus, if the media show men or “home” country athletes more often, 

then it can be surmised that media consumers’ reality may be skewed (Billings & 

Angelini, 2007; Billings & Eastman, 2002; Scott & Kunkel, 2010). Thus, readers or 
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viewers may think that men or “home” athletes are superior due to the mediated 

coverage that was consumed. 

2.5 Structuration and temporality 

The theory of structuration enables the analysis of the processes of “making and 

remaking” (Giddens, 2001, p. 668) social structures. Further, structuration seeks to 

place human activities within the context of pre-existing social structures, which are 

situated within a society’s norms and/or laws (Giddens). Giddens suggests that 

societies and communities have structure when people behave in a predictable manner 

and action is possible because members of a community or society possess “an 

enormous amount of socially structured knowledge” (p. 668). For example, language 

must be socially structured, as there are rules each person must follow. Giddens 

suggests that language “is constantly in the process of structuration” (p. 668). 

Giddens (1984) contended that social practices do not only occur in time, but 

involve three aspects of temporality. First, the duree of daily life, which is 

characterised as “the reversible time of continuously returning events and routines, of 

practices repeatedly returned to on a daily basis (Kasperson, 2000, p. 46).  Giddens 

(1984) suggested that “daily life has a duration, a flow, but it does not lead anywhere” 

(p. 35). Furthermore, Giddens contends that daily life can be characterised best by 

repetition. The second aspect of temporality is the duree of the individual lifespan. 

This aspect is focused on “being towards death” (Giddens, p. 35). The duree of the 

lifespan of the individual is finite and irreversible. Further, time is characterised in 

this second aspect of the passage of time from birth to death. The first two forms of 

duree as interrelated with the third aspect of temporality, “the longue duree of 
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institutional time” (Giddens, p. 35), which refers to the “long-term existences of 

institutions” (Giddens, p. 35).  

There are three foundations for understanding sports mediation from a 

structuration perspective (Giddens, 1984). These are agency, reflexivity, and duality 

of structure. First, Halone (2008) suggested that there are “two agencies contributing” 

(p. 27) during sports telecasts: “the mediated agency and the human agency” (p. 27). 

Halone suggests that the sports announcer is the mediated agent whereas the sports 

viewer is the social agent. Further, both the sportscaster and sports viewer 

individually have “symbolic resources (i.e., access to sport consumption [and]; 

audience viewing ratings)” (Halone & Billings, 2010, p. 1647), of which there is a co-

dependency on both parties for each to maintain its stability over time.  

The second foundation of structuration is the disparity of reflexivity in human 

agents (Giddens, 1984). Giddens suggested that there are three motivations for action 

and is accomplished through three actions: a) practical consciousness, b) discursive 

consciousness, and c) unconscious motives (p. 7). Practical consciousness refers to a 

human agent’s “ability to pay evaluative attention to those events occurring around 

him or her” (Halone, 2008, p. 29). Further, practical consciousness is related to how a 

human agent perceives elements of social life without the ability to give these 

elements reasoned expression (Giddens, 1984). In a sport media setting, practical 

consciousness is exhibited by sports announcers and sports viewers, who are able to 

watch and understand, to some degree, what is occurring during the sport contest 

(Halone, 2008; Halone & Billings, 2010). 
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The second element of reflexivity (discursive consciousness) refers to the 

agent’s ability to logically verbalise events that are occurring around the agent 

(Giddens, 1984; Halone, 2008). In the study of mediated sport, the researcher is 

typically concerned with analysing how agents (typically the commentators) perceive 

what occurs during game-play. Thus, the practical consciousness will be examined 

through the analysis of the verbalisation (discursive consciousness) of the contest. The 

verbalisation by the sports announcer and/or sports viewer indicates their 

understanding of events (Halone, 2008). 

The last element of reflexivity (unconscious motives) pertains to social 

processes of memory, perception, and selection of the human agent (Giddens, 1984; 

Halone, 2008). The structuration of mediated sports telecasts is, thus, ruled by the 

interaction that surrounds each person’s “observation, evaluation, and 

communication” (Halone & Billings, 2010) of sports contests. Further, Giddens 

(1984) contends that some actions are acted upon by unconscious motives, which 

includes knowledge that has been suppressed or distorted. 

The three elements of reflexivity lead into the duality of structure. Giddens 

contends that society is best viewed as a “structuration process, whereby human 

actions simultaneously structure and are structured by society” (Kasperson, 2000). 

The duality of structure is a process that is “mutually, interactively, and continuously 

(re)produced between its system and structure” (Halone, 2008, p. 29). Moreover, the 

duality of structure enables society to be understood as a social entity, which through 

a structuration process consistently “produces and reproduces society” (Kasperson, 

2000, p. 44). The two elements of the duality of structure are structure and system. 
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Structure is regarded as the rules and resources implicated in the reproduction of 

social system (Giddens, 1984). Halone (2008) contends that structure, in a sport media 

setting, refers to the mediated messages that are conveyed from announcers to the 

viewer during a sporting event. Furthermore, mediated communications assist how 

both viewers and announcers “symbolically (a) observe the athletic event, (b) 

communicate about the athletic event, and (c) evaluate the athletic event” (Halone, 

2008, p. 31). Therefore, sports commentators aid the viewer in understanding the 

event through announcer discourse. Thus, the media play a pivotal role in how 

consumers evaluate the event. For example, Knight, MacNeill, and Donnelly (2005) 

noted that the mass media in New Zealand and Canada framed the performances of 

both nations during the 2000 Sydney Summer Olympics in relatively negative terms. 

The framing of the Olympics in New Zealand and Canada may have led consumers to 

believe that their respective nation had little success in 2000. Thus, sports readers 

were guided by the media in how they evaluated the success and/or failure of New 

Zealand and Canada at the Olympic Games; that is, how mediation and structuration 

occurred to influence the perceptions of consumers. 

The second aspect of the duality of structure, system, refers to aspects of 

society that are reproduced across time and space (Giddens, 1984; Kasperson, 2000). 

Furthermore, Halone (2008) contends that the system of mediated sport 

communication is composed of discourse that is communicated by announcers, 

“(re)produced and consumed between mediated and human agencies” (p. 31). 

Consequently, if left unquestioned reproduced mediated discourse would perpetuate 

over the long-term (Halone & Billings, 2010). Furthermore, Giddens (1984) argues 

that all actions can have unintended consequences of social action, which is a by-
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product of repetitive social human actions. Thus, social behaviour can become 

sustained among participants, if left unchallenged (Giddens, 1984; Halone, 2008; 

Kasperson, 2000). In the field of mediated sport communication, analysing media 

messages from a structuration perspective demonstrates how this form of 

communication becomes “(a) the symbolic rule and the interactive resource for sport 

commentators as they [describe] athletic performance and (b) a cultural and 

institutional artifact in the interactive course, and organized conduct, of (re)producing 

a mediated athletic event” (Halone, 2008, p. 31).  Therefore, the study of mediated 

sports communication is important as it will uncover how sportscasters can influence 

consumers through their discourse in an attempt to capture a large audience (Billings 

& Tambosi, 2004); especially in the case of a commercial broadcaster, which needs 

high viewership numbers in order to on-sell viewers to advertisers and sponsors. 

Furthermore, Giddens (1984) argued that temporal elements are “both the 

condition and the outcome of the practices organized in the continuity of daily life, the 

main substantive form of the duality of structure” (p. 36).  Giddens also suggested that 

all societies and/or organisations “are expressed in the routines of daily social life, 

mediating the physical and sensory properties of the human body” (Giddens, 1984, p. 

35).  Kasperson (2000) furthered the discussion on temporality by arguing that “social 

systems are both temporally and spatially binding and time-space constitutive” (p. 

47). In particular, the concept of temporality indicates that all actions of the social 

system create the opportunity for the social practice to take place (Kasperson, 2000).  

To effectively understand the micro-macro interplay of mediated sports 

communication, there should be an understanding of the temporal nature of “those 
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messages that organize a mediated sporting experience” (Halone & Billings, 2010, p. 

1650). In their study on racialised discourse during sport telecasts, Halone and 

Billings (2010) suggested that understanding the dynamics of sports discourse creates 

new avenues “from which to intentionally readdress those unintentional dynamics that 

have historically served to racialize sport over time” (p. 1665). It is essential to 

understand how sports mediated communication is (re)produced for consumers by 

announcers as commercial sports networks seek to generate as large an audience as 

possible through embedding multiple narratives into the coverage. Moreover, it is 

important for commercial television broadcasters to cultivate viewers through 

commentator discourse in order to on-sell the audience to advertisers and sponsors. 

2.6 Functionalism: Cultivation Theory 

In communication research, functionalism refers to the philosophical paradigm that 

“emphasizes the consequences” (Burrowes, 1996, p. 88) of the phenomenon under 

investigation. Cultural indicators studies, in functionalist thought, have measured the 

impact of an event (e.g., the amount of violence on television) on the viewer’s 

perceptions of the outside world. Related to functionalism is cultivation theory or 

cultivation analysis, which was developed in the mid-1960s and is “the study of 

television’s independent contribution to viewers’ conceptions of social reality” 

(Shanahan & Morgan, 1999, p. 4).  Thus, cultivation analysis seeks to uncover how 

prolonged television watching influences how viewers’ perceptions of the real world 

“reflect the most common and recurrent messages of the television world” (Shanahan 

& Morgan, p. 5) when compared to people of similar demographics who watch less 

television. 
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 Gerbner (1998) suggested that television is the central storyteller in modern 

society. Further, television brings many different stories, such as dramas, 

“commercials, news” (Gerbner, 1998, p. 177), situational comedies and sports into the 

homes of society. In addition, television transcends all previous barriers to consuming 

stories, such as literacy and mobility, because information is relayed into the homes of 

viewers. Moreover, Gerbner suggests that television, along with religion, may be the 

only two aspects of daily life that “elites share with many other publics” (p. 178).  

 In their seminal study on violence on television, Gerbner and Gross’ (1976) 

research was focussed on television’s influence for a viewer to overestimate violence 

between the actual violence in society compared to the amount of violence that was 

seen on television (Gerbner & Gross, 1976). In particular, Gerbner and Gross found 

that heavy television viewers, those watching four hours or more of television per day, 

were more likely to report that society and societal problems (i.e., violence) mimicked 

the amounts that one viewed on television. Furthermore, heavy television viewers 

reported that the chance of being directly involved in violence was significantly 

higher that other groups of television watchers reported. For example, light television 

viewers, those watching two hours or less on average per day, reported what was seen 

on television did not closely emulate society.  

In addition, Gerbner and Gross (1976) noted that television functions as the 

“chief instrument of enculturation and social control” (p. 194) in current society 

(McQuail, 1994). Further, it is noted that television now serves the role that the 

church and religion served in the past. Thus, there is a correlation between the way in 

which issues are viewed and the amount of television a viewer consumes. If this were 



40 

 

valid, what role do media play in how viewers perceive the success or failure of their 

home nation during a sporting event? 

As noted above, the original hypotheses of cultivation analysis were to 

understand how violence on television influenced viewers’ opinion of violence in the 

real world, but there have been a myriad of studies using cultivation analysis 

including topics such as political orientation, health, religion, minorities and other 

topics (Shanahan & Morgan, 1999). Further, Bryant (1986) noted that “scholarly 

investigations into television’s so-called ‘cultivation process’ seem to have been 

almost as ubiquitous as television itself” (p. 231). Moreover, Bryant noted that 

cultivation analysis was widely recognised as an important field of research, as 

cultivation was included in half of the 100 examined USA course syllabi and 

cultivation analysis was a subject that crossed many disciplines, such as social 

psychology and sociology. Shanahan and Morgan (1999) suggest that cultivation 

analysis has made important contributions in the field of media effects.  

Cultivation analysis seeks to analyse the “implications of stable, repetitive, 

pervasive and virtually inescapable patterns of images and ideologies that television ... 

provides” (Shanahan & Morgan, 1999, p. 5). Further, a central approach of cultivation 

analysis is to analyse television as “system of messages” (p. 5), which are 

“complementary, organic and coherent” (p. 5). Moreover, cultivation analysis seeks to 

uncover correlations and effects of cumulative exposure to the medium of television 

over time (Shanahan & Morgan). 

Gerbner’s original thesis of cultivation analysis was to create an approach to 

mass communication using different terms than persuasion and propaganda, which 
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were highly influential (Shanahan & Morgan, 1999). Gerbner (1958) sought to 

develop a theory that did not attempt to analyse cause and effects studies of media 

consumption, cultivation analysis takes a macro view of mediated communication and 

seeks to uncover how “any message is a socially and historically determined 

expression of concrete physical and social relationships (Shanahan & Morgan, 1999, 

p. 11).  Furthermore, Gerbner (1998) suggests that television “neither ‘creates’ nor 

‘reflects’ images, opinions, and beliefs” (p. 180), but television watching forms part 

of the dynamic process of matching institutional objectives with the creation of 

mediated messages that “create, fit into, exploit, and sustain the needs, values, and 

ideologies of mass publics” (p. 180). 

Thus, cultivation analysis has aspects that related to structuration, as studies on 

structuration seek to analyse the process of producing and reproducing social 

structures in communication (Giddens, 2001).  A second related aspect is that all 

behaviour and communication is situated within a particular social and historical 

context (Shanahan & Morgan, 1999; Giddens, 2001). Another rationale for studying 

commercial television is that it is a medium that much of western society consumes a 

lot on a daily basis. Gerbner (1998) suggests that the television set is on for more than 

seven hours per day, and the average viewing time for individuals over two years of 

age is three hours daily. Furthermore, in many societies, consuming media absorbs a 

large part of available individual discretionary time. Consequently, Nichols, 

Moynahan, Hall, and Taylor (2002) observed that “adults spend more than half of 

their waking lives in contact with the media” (p. 2). 
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In a sport context, if a person consumes high levels of television during the 

Olympic Games, that individual may see reality as closely matching what is shown on 

television by a broadcaster. In their study of the National Broadcasting Company’s 

(NBC) coverage of the 2000 Summer Olympic Games, Billings and Eastman (2002) 

found that NBC featured men more often on television, even though they noted that 

“American telecasts almost exclusively cover medal rounds and there are the same 

number of men’s and women’s final events” (p. 358). Therefore, the expected scores 

were adjusted to reflect a ratio of 50:50 of men to women. Thus, they argued that 

viewers of the 2000 Olympic broadcasts on NBC might have found that men 

participated more in the Olympic Games and were better athletes, as this group was 

featured the most during NBC’s coverage of the Games. 

Results of several other studies found large discrepancies in the quality and 

amount of coverage given to a specific group, such as how international athletes were 

framed during major sporting events (Billings & Angelini, 2007; Billings & Eastman, 

2003; Scott & Kunkel, 2010), how the media portrayed race/ethnicity (Billings, 2003; 

2009; Sabo, Jansen, Tate, Duncan, & Leggett, 1996), and how gender was portrayed 

in the media (Higgs & Weiller, 1994; Higgs, Weiller, & Martin, 2003; Wensing & 

Bruce, 2003). Thus, utilising cultivation theory, prolonged media effects are able to be 

studied to uncover how sustained viewership of an event or media outlet can alter a 

society’s perception of reality (Gerbner & Gross, 1976). Through heavy viewing of 

television, viewers may become socialised to believe that television’s portrayal of 

reality mimics that of the “real world,” whether it be correct or not. 
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2.7 Media production 

A study on the embedded discourse of the media has its roots in media production, 

which involves the behind the scenes work by producers and directors to frame the 

coverage of an event through the individual event scripts. The production of a sport 

event typically occurs before the start of a game or match (Silk, 1999). Furthermore, 

any televised event undergoes an editorial process (Katz et al., 1981). There is a 

distinct choice made by producers and editors about “competing scripts” before the 

event takes place. Moreover, Rowe (2004) commented that there are many different 

formats in which sport can be presented to television viewers. 

During the production meetings of the Canada Cup of Soccer (CCS), the 

producers of The Sports Network (TSN) indicated that a pre-produced and researched 

storyline was important (Silk, 1999). In particular, stories were included to heighten 

the entertainment value of the TSN telecasts. Furthermore, TSN sought to create a 

telecast that appealed to its target market of 18-49 year old males. In addition, TSN 

was telecasting the Canadian national soccer team, thus, the telecasts were created 

with additional nationalistic symbols and commentary to capture and maintain 

audience interest. 

Similar to Silk’s (1999) findings of the Canadianisation of the CCS telecasts, 

MacNeill (1996) found that the Canadian Television Network (CTV) embedded 

Canadian discourse and Canadian symbols into the 1988 Winter Olympic Games 

coverage of ice hockey. In particular, MacNeill (1996) noted that colour 

commentators most often embedded the Canadian commentary through “human 

interest anecdotes and background information” (p. 120). Furthermore, announcers 
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sought to increase interest in the Olympic telecast for Canadian viewers by ensuring 

that any Canadian association was discussed on air. MacNeill noted that three players 

from West Germany were characterised as “the Canadian Bull Line” (p. 118). Thus, 

there was a distinct choice made by producers and directors of CTV’s Olympic ice 

hockey coverage to include Canadian content. 

In his study on the production processes of the Canadian Broadcasting 

Corporation (CBC) and the 1986 Whistler World Cup of alpine skiing, Gruneau 

(1989) noted that the background and lifestyle of the participants was a salient topic 

that announcers continually pre-packaged into the telecasts. Furthermore, Gruneau 

noted that the CBC production crew arrived more than a week before the skiing event 

to create and produce narratives that were scripted into the broadcasts. In addition, 

producers created narrative scripts to embed emotional messages into the coverage of 

events in order to increase ratings, which aids in increasing revenue from advertisers 

and sponsors (Gruneau). 

Further, in research on the framing of the commentary about Sarajevo during 

the Columbia Broadcasting Service’s (CBS) coverage of the 1994 Lillehammer 

Winter Olympic Games, Eastman et al. (1996) found five salient scripted stories that 

were discussed by one-air crew: Highlighting Sarajevo’s past, donation information, 

athletic achievement, descriptions of the devastation of the civil war, and remarks that 

were sought to end the civil war. CBS sought to personify the discourse surrounding 

the civil war in Bosnia by attempting to increase interest in the Winter Olympics 

through emphasising people who have been affected by the war in Bosnia rather than 

focus on the institution of war (Nicholson, 2007).  
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In order to achieve this personification CBS focused first on commentary about 

the city of Sarajevo. This allowed CBS to include and link discussion surrounding 

Sarajevo’s hosting of the Olympics. Second, CBS announcers discussed the civil war 

and focused “audience attention on individual plights, narrating specific human 

interest stories, and imaging them as one person’s or one family’s struggle, almost at 

the level of myth or parable” (Eastman et al., 1996, p. 385). Last, CBS recommended 

viewers to take action and to donate to aid the people of the Bosnia. Through these 

three strategies, Bell’s (1991) maxim that media commentators are “professional 

storytellers” (p. 147) was justified through announcer and visual discourse aired 

during the 1994 Olympic telecasts. 

Many organisations outsource the production of creating, narrating, and 

broadcasting sport events. During the 1998 Kuala Lumpur Commonwealth Games, 

the organising committee requested the British Broadcasting Corporation (BBC) to 

produce the opening ceremony, as the Malaysian broadcaster did not have adequate 

technical expertise to produce this event (Silk, 2001). The organising committee and 

Malaysian broadcaster were both present in the studio to ensure that the BBC adhered 

to the script that was prepared for the BBC to produce and televise. 

Additionally, it was found that a sport event can be televised significantly 

differently in multiple nations. Due to the sheer number of sports and athletes at 

mega-events, it is not possible for a television network to broadcast each event live, as 

there are matches, races, medal ceremonies and interviews all occurring 

simultaneously. Therefore, there is a selection by directors and producers to telecast 

one event over others. There are also differences in the way in which the same event 
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is telecast and described by announcers. For example, Larson and Rivenburgh (1991) 

found that the Australian TEN Network, the British Broadcasting Corporation (BBC) 

and the American NBC telecast distinctly different versions of the Opening Ceremony 

of the 1988 Seoul Olympic Games. An example of the different versions of the same 

event was the telecasting of the Flower Crown Dance during the Opening Ceremony. 

Of the 17 contextual facts, the BBC broadcast eight, TEN “at least seven”, and NBC 

only broadcast 26 seconds of the seven minute dance (Larson & Rivenburgh, 1991). 

In addition, not all cultural aspects of the Opening Ceremony were aired, nor did each 

network follow the script that was provided by the organising committee.  

A script is generally created prior to the telecasting of a sporting event (Larson 

& Rivenburgh, 1991; Silk, 1999). This allows the media to embed discourse that will 

capture and build audience attention, as it is through audience size or ratings that the 

media commodify and on-sell the audience to advertisers and sponsors (Condry, 

1989). For example, Scott et al. (2012) content analysed the Australian Special 

Broadcast Service’s (SBS) and the Dutch Nederlandse Omroep Stichting’s (NOS) 

coverage of the Netherlands national teams’ progression in the 2006 FIFA World 

Cup. Results of this study found that the Australian SBS when broadcasting matches 

not featuring their own Australian team utilised many nationalistic themes when 

describing the Dutch team, which was an unexpected result. Examination of 

announcer discourse surrounding SBS commentators’ usage of nationalistic themes 

when discussing the Dutch team suggested that SBS “commentators may have been 

promoting an enculturation of football to Australian television viewers” (Scott et al., 

2012, p. 30).  
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2.8 Features of an Audience 

The concept of a mass audience was originally coined by Blumer (1939; cited in 

McQuail, 2005), who noted that media consumers, such as television viewers or radio 

listeners, were geographically separated, not known to each other, and were incapable 

of acting in unison. This definition is similar to Fiske and Hartley’s (2003) 

conceptualisation of an audience. Fiske and Hartley noted that audience members did 

not know each other, an audience is made up of a diverse cross-section of the general 

public, most television consumption is not shared with other members; although there 

is some sharing when consuming in public, such as at a bar or at a live viewing site, 

and television viewers are not organised. 

Furthermore, Abelman and Atkin (2002) noted that television viewers are 

physically separated from each other, are segregated from the performance, and 

audience members are “powerless as individuals but empowered as a group” ( p. 3), 

which aligns with Blumer’s (1939; cited in McQuail, 2005) and Fiske and Hartley’s 

(2003) concepts. In combination, a similar set of audience characteristics and 

constitution is suggested by these definitions of audience structure. Some of these 

aspects are the geographical separation of viewers and most television viewers 

consume media programming anonymously; viewers are unknown to each other. 

Thus, media outlets attempt to capture as many viewers of this group as possible in 

order to sell these individuals to advertisers and sponsors. 

Commercial television broadcasters aim to gather the largest number of viewers 

to consume a network’s offerings in order for that audience to be on-sold to 

advertisers and sponsors (Condry, 1989). Television organisations have moved away 
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from viewing the audience as reactive individuals “who passively watch one game [or 

show] after another, doing little but ingesting food along the way” (Gantz & Wenner, 

1995, p. 70) to “engaging and involving their viewers” (Livingstone, 1998). Once a 

viewer is attached and engaged with a programme, an individual is more likely to 

become, and remain, cognitively and emotionally absorbed, and continue to consume 

other various media programming (Hill, 2006; Livingstone, 1998; Wann, Grieve, 

Zapalac, & Pease, 2008). Once a broadcaster is able to provide the audience with 

reasons for television watching, it can sell this group of viewers to advertisers and 

sponsors. 

An example of a successful promotion of media programming occurred during 

NBC’s telecasts of the 2004 Summer Olympic Games that were held in Athens, 

Greece. During NBC’s coverage of this event, many of its new season programmes 

were promoted on “the networks of NBC” (Newton et al., 2009). It was found that 

48% of all promotional spots for NBC programming were aired in the final week of 

the Olympics resulting in an increase in ratings for every new series, when compared 

to the previous year’s timeslot that was to air in 2004. Further, more than one-third of 

resuming shows had an increase in ratings. Thus, NBC was successful in promoting 

its programming through vertical scripting during the Olympics so viewers continued 

to consume NBC programming after the mega-event concluded. 

In order to understand and create an audience, a media network should have 

quantifiable objectives, which include measuring actual and possible ratings for 

advertising and accounting purposes (Condry, 1989; McQuail, 1994), measuring and 

managing audience preferences (Harris, 2004; McQuail, 1994), and searching for new 
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opportunities and testing new services (McQuail, 1994). Due, in part, to these reasons 

the audience, in communication research, is often characterised as having a strong 

economic position, because audience preferences will determine which programmes 

are shown on television. Thus, the behaviours of an audience signify to a broadcaster 

what feature and/or facets of a programme are desired and will be watched by the 

greatest number of individuals. No matter how much time a broadcaster uses to 

promote a programme, “the programming must deliver content the audience wants to 

watch on a regular basis” (Newton et al., 2009, p. 147). Further, through increased 

audience viewership, a television programme’s ratings will increase or be sustained, 

which will enable a commercial broadcaster to sell advertising and sponsorship for a 

premium price.  

There are many events that broadcasters cannot send out live without some 

form of editing. One example is the Olympic Games, which take place over sixteen 

days with sport events up to 16 hours per day. National media outlets need to edit and 

cater their coverage to the preferences of the “home” viewer. Broadcasters tailor the 

programming in an attempt to capture their audience’s interests through the creation 

and dissemination of an Olympics broadcast that viewers will watch. This is known as 

framing of media telecasts and this concept is detailed in Section 2.12 and Section 

2.13.1. 

Television broadcasters attempt “to ‘construct’, ‘locate’ or ‘identify’ an 

otherwise amorphous, shifting or unknowable social entity” (Allor, 1988; cited in 

McQuail, 1994, p. 401). Consequently, there is a direct association between the 

audience and media outlets, as viewers are at the core or “centre-most position” 
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(Abelman & Atkin, 2002, p. 2) of television programming and throughout its 

production processes. Consequently, broadcasters seek to provide viewers with social 

cues through the framing of television events. These cues aid the broadcaster in 

increasing interest in a telecast, aligning viewer motivations for watching with what is 

being said and shown on television, then selling the audience to sponsors and 

advertisers. 

2.9 Commercialisation of MediaSport 

As previously mentioned the primary business of the media is the sale of audiences 

(Condry, 1989), which typically consists of people who are geographically separated, 

not known to each other, and share very little to the experience with others (Abelman 

& Atkin, 2002; Fiske & Hartley, 2003). Thus, it is important to understand how the 

media commercialise and commodify television viewers. Commercialism is defined 

as “a system which puts financial profit before any other consideration” (Williams, 

1976, p. 70). This definition has similarities to Harris’ (2004) notion that the primary 

goal of the media is to generate revenue, which is paid from advertisers and sponsors.  

One tactic that media employ in an attempt to commercialise consumers is 

through the use of imagery of shared human experiences. Nationalistic discourse has 

been used to unite a nation under its flag to sell “us versus them” commentary (Boyle 

& Monteiro, 2005; Scott et al., 2012; Tzanelli, 2006). Moreover, Desmarais and 

Bruce (2008) found that the media utilised stereotypical commentary when describing 

the French national rugby union team. Further, rivalry has been shown to unite fans to 

watch their favourite team and fans’ favourite team’s main rival during an analysis of 

Monday Night Football viewership in the USA (Fortunato, 2004). Moreover, 
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Lobmeyer and Weidinger (1992) noted that television and sport formed a strong 

connection due to society’s “trend towards passive sports intake” (p. 309). Thus, 

television networks increasingly will pay huge sums of money when bidding on the 

rights to a sport event because of the high amounts of money that networks garner 

from advertisers and sponsors. 

Kretchmer (2004) commented that the commercialisation of sport has 

developed to the point “where the line between what can be considered strictly 

entertainment as opposed to what can be seen as commercial persuasion has become 

extremely flexible and blurred” (p. 39). For example, in the 1920s Coca-Cola began 

its Christmas advertising promoting Santa Claus drinking its product. This enabled 

Coca-Cola to transform “Santa into the enduring warm, friendly, jolly, plump (and 

Coke-drinking) image we recognize today” (Kretchmer, p. 38). Thus, a pop-culture 

icon was successfully commercialised by a soft drink company that paired its products 

with a traditional festival.  

It has also been found that the current state of sports has increased the amount 

of professionalism and commercialisation of this industry. In interviews with NBC 

executives, Billings (2008) noted that the Beijing Summer Olympic Games might 

have been the most competitive and commercialised in the history of the Games, as 

China sought to “announce itself as a second world superpower” (p. 151). Further, 

Bauer, Stokburger-Sauer, and Exler (2008) found that the German sport industry is 

undergoing significant change as a result of the growing professionalism and 

commercialisation of the sports industry. 
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In regards to the commercialisation of sport broadcasts, Mullin (1983) noted 

that there are three ways in which a media network can embed commercial or 

marketing messages into the coverage of an event. First, a commercial media outlet 

can promote the consumption of third party goods and services, which often occurs 

during commercial advertising breaks. Commercial advertising is important for a 

broadcaster to leverage the telecasting of an event to generate revenue. Audience 

generation is important for a sport league, because, the greater number of spectators of 

games/series the more money that a sport league can generate from broadcasting 

rights fees (Nicholson, 2007). 

Further, a media outlet can promote the future viewing of a network’s 

programming. During a sporting event, a television network often promotes both the 

current series (i.e., informing viewers when the next game will be) and and also 

promotes the network’s other television programmes. These two tactics have been 

shown to foster sustained ratings in both examples. 

A second way in which broadcasts can incorporate marketing into their 

broadcasts is through the promotion of upcoming events or future programming 

(Billings, Eastman, & Newton, 1998), which has been termed vertical scripting and 

occurs often during sport events. Billings et al. (1998) found that during 1996 

Summer Olympic Games held in Atlanta, USA, the American broadcaster, NBC, 

heavily promoted its other programmes to Olympic audiences. Billings et al. found 

that there were large gains in audience viewership in NBC’s shows after the Olympics 

ended. Results of this study provided a strong indication that promoting future 

broadcasting, or utilising vertical scripts, was effective in increasing audience size. 
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Third, the media can promote the direct participation in a sport. Thus, 

announcer comments will attempt to sway viewers to “go out and play” the game. 

Colour commentators will frequently highlight a skill from a professional athlete and 

inform viewers (typically focused on children) to learn that skill. In Section 5.4.4, 

there is a vignette from the 2007 NBA finals, in which colour commentator Mark 

Jackson urged young children to learn a skill to mimic Cleveland Cavaliers’ player 

Daniel Gibson. 

Mullin’s (1983) concepts of marketing during sport broadcasts is even more 

important during large-scale events; such as a finals game or series, in this case the 

NBA finals and globally significant events; the Olympic Games or FIFA World Cup. 

Commercial media outlets need to recoup their investment on the rights to a sporting 

event. These large-scale important events are termed media events and this concept is 

explained in Section 2.10. 

The media are often able to increase the commercialisation of sports telecasts 

by featuring the actors of either a sponsoring television show or movie or to bring the 

casts of show that are regularly featured on the same network. The inclusion of 

celebrities enables a media outlet to cross-promote these celebrities in other various 

media outlets, such as broadcasts, magazines, and soft news stories (Turner, 2005). 

 Boorstin (1961) defines a celebrity as a person who is “known for being well-

known” (p. 57) and a celebrity is further characterised as a person, such as an actor, 

musician, politician, and/or entertainer who is known to the general public for their 

achievements (Blackwell, Miniard, & Engel, 2001). There are numerous ways in 

which celebrities lend their name to promote a product. Frieden (1984) suggests that 
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celebrities can endorse a product through a testimonial, recommend a product, assign 

one’s name to a product, appear in advertisements, and be a spokesperson for a brand.  

Whitson (1998) suggests that sports has evolved from sport clubs, which were 

affiliated with local communities to commercial sport once the “potential for making 

money from the staging of sporting entertainment” (p. 59) was realised. Furthermore, 

Whitson argues that “there are no obvious starting points and end points” (p. 67) in 

the notion of circuits of promotion, rather, all texts related to promotion create “more 

visibility and more business for all concerned” (p. 67). Thus, celebrities can be 

effectively utlilised by sporting leagues and sport broadcasters to promote “more than 

one producer’s product at once” (Wernick, 1991; cited in Whitson, 1998, p. 67). 

Moreover, in her discussion on product placement, Kretchmer (2004) suggests that the 

distinction between advertising and marketing has become so blurred that it is 

difficult to separate the two from each other.  In addition, Gruneau (1989) suggests 

that “sport, television, and advertising all seemed to have fused into a single 

promotional entity” (p. 136) and differentiating between the partners in these 

allegiances can be tricky. 

An example of the cross-promotional practices that was employed by the 

Carolina Hurricanes National Hockey League team when it was first introduced to the 

local community. Kelley, Hoffman, and Carter (1999) found that the Hurricanes used 

famous celebrities and sport sponsorships to introduce this new team to the local 

market, which may not have been familiar with the sport of hockey. Furthermore, 

prominent NASCAR racing driver Jeff Burton served as a spokesperson for the 

Hurricanes. In addition, Burton drove with an Hurricanes logo on his car during 
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several NASCAR events to increase “the Hurricanes’ exposure to potential fans [and 

help to] legitimize the sport of hockey to it potential target market” (p. 475). 

Another method for effectively leveraging and communication sports sponsorship 

is the usage of advertisements on television (Grohs, Wagner, & Vsetecka, 2004) to 

ensure that the television audience is aware of the sponsorship. Grohs, Wagner, and 

Vsetecka found that two of the six main sponsors of the Alpine Ski World 

Championship used national advertisements on television and on their websites, while 

other sponsors conducted print advertising campaigns to leverage the sponsorship of 

the ski competition. Furthermore, Darnell and Sparks (2005) found that a relatively 

unknown Canadian triathlete became a media celebrity and product endorser after 

winning a gold medal at the 2000 Sydney Olympics Games.  

2.10 Media events 

Media events are happenings or occurrences that garner global appeal like no other 

events (Billings & Tambosi, 2004; Dayan & Katz, 1992; Katz, 1980), such as the 

Olympic Games, the FIFA World Cup, state funerals of global icons and humankind’s 

first landing on the moon. These events are often the site for mediation by national 

broadcasters because of their global cross-cultural appeal and due to the very large 

audience sizes that both the electronic and print media outlets seek to capture. 

There are six characteristics of media events. These are: 1) they are broadcast 

live, 2) they are planned by an organising body and held in reverence by the media, 3) 

they contain elements of drama or ritual, 4) media events must be pre-planned, 5) 

media events are “framed in time and space” (Katz, 1980, p. 85) and 6) have an 
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element of personality, which relates to the personification of sport texts (Nicholson, 

2007). Media event organisations provide live broadcasts and also attempt to persuade 

many of society’s social groups to stop their daily routine and join in the celebration 

of these events, as normally scheduled broadcasts are often pre-empted (Dayan & 

Katz, 1992). Thus, media events are a special classification of events that occur on 

television and have a large reach in terms of viewership and interest.  

Media events are “senses of occasion” or “holiday like” events (Dayan & Katz, 

1992; Katz, 1980). Further, Real and Mechikoff (1992) noted that large, global and 

regional happenings can make watching these “virtually mandatory” (p. 325). 

Similarly, Dayan and Katz (1992) noted that society is attracted to large-scale, mega-

events and “audiences recognize them as an invitation-even a command-to stop their 

daily routines and join in the holiday experience” (p. 2). One important characteristic 

of all these events is that they have the ability to capture the attention of many types 

of viewers from all classes of society. 

Furthermore, a media network does not organise these events but an organising 

committee may cooperate and work with the media broadcasters, which would enable 

a broadcaster to have some input into the arrangements of the timing of an event. An 

example of this are the Olympic Games, which are sanctioned by the International 

Olympic Committee and organised by a locally constituted organising committee, but 

shown on television by many national broadcast networks. Generally, these events are 

not organised by television networks “even if they are planned with television ‘in 

mind’” (Dayan & Katz, 1992, p. 6). An example of planning for television was 

demonstrated by the timing of the 2008 Beijing Olympic swimming finals which were 
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held in the morning in China, as this corresponded with America’s prime time 

television, typically between 7 and 11 PM (Billings & Eastman, 2002). Televising 

highly rated Olympic finals (swimming and athletics) in the evening in the USA 

would boost ratings for NBC and revenue due to increased viewership of an event. 

In addition, media events are often held in high esteem by journalists and 

broadcasters. Often, commercials are bypassed in order to continue the live 

broadcasting of an event (Dayan & Katz, 1992; Katz et al., 1981). Larson and 

Rivenburgh (1991) found that the BBC aired the highest number of stories during the 

opening ceremonies of the 1988 Seoul Summer Olympic Games. This study 

highlights that there are cultural and economic differences during the telecasting of 

the same event depending on the ecology of the media network telecasting an event. 

Therefore, media events are viewed by broadcasters with “reverence and ceremony” 

(Dayan & Katz, 1992, p. 7) and often commercial media networks will bypass 

advertising breaks in order to broadcast an entire event without interruption (Dayan & 

Katz, 1992; Larson and Rivenburgh, 1991). The FIFA World Cup and the 

Commonwealth Games are sport events that are revered and there is a distinct 

ceremony that occurs during these events. For example, the playing of the national 

anthem, the presentation of medals on a dais and the rules of decorum all aid to 

increase celebration during these events. These aspects are often discussed by 

announcers to describe the cultural relevance to television viewers. 

As noted by Katz (1980), a media event must have a component of drama 

and/or ritual. Further, Katz posits that media events must also be “emotion-laden or 

symbol-laden” (p. 84). Accordingly, media events should contain elements that attract 
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a large audience. Real and Mechikoff (1992) noted that major sporting events have 

the ability to foster practically compulsory consumption. Thus, announcer discourse 

during sport events should focus on including drama and ritual (Deegan & Stein, 

1978) and include multiple storylines (Chalip, 1992) to most effectively capture 

audience attention. 

 Media events are pre-planned and advertised in advance (Katz et al., 1981). 

Thus, a state wedding or funeral could both be media events, as they would be 

arranged and advertised beforehand to attract viewer interest. Within Australia, the 

National Rugby League’s (NRL) State of Origin series is a media event that occurs 

during the course of the NRL season and is heavily advertised on television in order to 

remind viewers to “tune in” and watch these games (Rowe, 1996; Scott, Hill, & 

Zakus, 2008). Another such example of a pre-planned media event is the televising of 

a royal wedding as the interest in such an event can be fostered so that viewers 

consume multiple programmes surrounding the same event. For example, the recent 

wedding between Katherine Middleton and Prince William was heavily featured in 

Australian broadcaster Channel 7’s coverage. On the day of the wedding Channel 7 

aired four programmes, which drew large numbers of viewers and ranked in the top 

five the top-20 of the most watched programmes of that week (OzTam, 2011). 

The fifth criterion of media events is that they must be “framed in time and 

space” (Katz, 1980, p. 85). Thus, no matter how the public views an event, it must 

have a distinct time period in which it occurs. The event must be “focused enough to 

sustain the attention of the audience” (p. 85). It is important that a media event not 

become too long. As evidenced by Liebes (1998), who described the frequency of 
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news about catastrophes as “disaster marathons”, it is critical that the media frame 

these events within a specific time period. Thus, there should be a distinct beginning 

and ending of these events. 

Last, a central element of media events is personality. The description of the 

event should focus on the participants, whether it is a couple getting married or two 

teams playing for a championship. This concept is similar to Hall’s (1973) description 

of personifying broadcasts, because “people are essentially interesting and can be 

vividly and concretely depicted in images” (p. 97). Furthermore, Katz (1980) noted 

that television seeks to “dramatize and personalize even abstract issues” (p. 85). 

In order for an occurrence to qualify as a media event, all these characteristics 

must be present. Thus, the story of an athlete who tests positive for drugs during the 

Tour de France would not qualify as a media event; as the story of a positive drug test 

cannot be pre-planned by the media. Although it would be an important story and 

might attract lots of media attention, it is merely a reporting of the drug test. Another 

example of an event that may not celebrated by the media in non-participating nations 

is the Commonwealth Games. In many countries this event is an important occurrence 

on the sport calendar and is widely viewed; however, there are many non-competing 

nations, such as the USA or the Netherlands. These two countries would not celebrate 

this event or give it much press coverage as neither nation participates in the 

Commonwealth Games. This event would fail to enthral the public and may not be 

celebrated by global network television. Primarily, as it does not contain “home 

grown” content; therefore, there are few people with whom these nations can connect. 
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2.11 Mediation 

The concept of mediation typically refers to the compromise of two opposing forces 

within a society in Marxist thought. In labour studies, this typically involves labour 

and creating an exchange between a labourer’s work and the compensation that the 

labourer receives for one’s occupation. In media studies, mediation is similar to that 

of Marxist theory. Mediation theorists analyse how a medium (television, newspapers, 

books, blogs, and others) is used by social actors to give meaning to events. For 

example, McLuhan (2001) noted that an essential mediating factor in mass media is 

the medium of communication in any form. Hansen (2006) furthers McLuhan’s 

maxim that the medium is the message signifies a “conceptual shift from the content 

of the message to its technical form” (p. 298). Eastman and Billings (1999) found that 

mediation in broadcast sport can occur “through such production factors as camera 

placement, assignment of reporters to preferred sites, and selection of some events for 

prime-time coverage with the concomitant rejection of other events” (p. 142), which 

relates to the technical aspects of media production. Further, Eastman and Billings 

noted that there is a second form of mediation occurs through sportscaster’s 

commentary, as “the producing network scripts most of what the hosts say and usually 

imposes a predesignated theme on informal discourse by hosts and site reporters” (p. 

142). Similar to Eastman and Billings’ concept that mediation can occur via discourse 

is Rowe’s (2004) notion that the media create texts, which are “intended initially to be 

serious and focused on a sporting phenomenon” (p. 121) and can be quickly and 

easily used for “different purposes” (p. 121). Thus, television audiences are mediated 

in two distinct, yet interrelated ways. 
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To Silverstone, (2008) “mediation refers to what media do, and to what we do 

with the media” (p. 58), which relates to how the media create meaning in 

communication texts and how these are communicated “beyond the constraints of face 

to face” (p. 58). Further, consumers of media communication form an intricate 

partnership with the media, as media end users “respond to, extend and further 

communicate what they see and hear on the world’s multitude of screens and 

speakers” (p. 58).  Consequently, Silverstone conceptualised mediation as a fluid 

process that is constantly occurring involving both consumers and producers of 

communication texts.  This last point relates to Gidden’s (2001) concept of 

structuration where society is continually being (re)produced by its members. 

There are many concepts and frames of reference for mediation. From a 

Marxist viewpoint, mediation can occur during political unrest and the ruling party 

must find ways to maintain its dominance. Mediation, in Marxist thought, analyses 

how the population navigate the social systems within which they live. Generally, a 

crisis of a ruling class’ hegemony can occur and possibly lead to a revolution 

(Gramsci, 1971). 

A substitute for the Marxist thought on the domination by the ruling class is 

Herman and Chomsky’s (2002) notion of censorship and propaganda by the elite. This 

model is similar to the Marxist belief of mediation as the propaganda model asserts 

that there is a large inequality of power between the ruling class and subordinate class. 

The cultural elite can therefore use its money and power to exert influence by 

controlling what is broadcast or printed (Herman & Chomsky). 
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The propaganda model posits that the media serve and aid the dominant class 

because the ruling class finances and most often controls the content of the media 

(Herman & Chomsky 2002). It is theorised that news must pass first through five 

filters of a media network before a piece of news can be included in a broadcast. 

These filters are: 

The size, concentrated ownership, owner wealth, and profit orientation of the 

dominant mass-media firms; advertising as the primary income source of the 

mass media; the reliance of the media on information provided by government, 

business, and “experts” funded and approved by these primary sources and 

agents of power; “flak” as a means of disciplining the media; and “anti-

communism” as a national religion and control mechanism (Herman & 

Chomsky, 2002, p. 2). 

This model of mediation is based on a Marxist structuralist perspective, has a 

focus on ownership, control, and the dependence of a media outlet on advertising and 

sponsorship for its revenue. Only after a piece of information passes through all of 

these filters is it able to be included in a broadcast. This structural form of mediation 

is in contrast to McLuhan’s (2001) media theory that focuses on examining the 

medium of the communication. 

To facilitate the mediation process and increase viewership numbers, a 

broadcaster must carefully select which programmes are shown and at what time 

(Condry, 1989). As well, the media must diligently encode messages within network 

programmes and employ tactics in an attempt to ensure viewers decode this discourse 

in the manner the broadcaster intends (Entman, 1993; Goffman, 1986; Hall, 1973). 



63 

 

Through the process of encoding messages into the discourse of a television event, a 

broadcaster attempts to mediate the audience through interesting content, and an 

entertaining telecast that also has relevance to viewers in an attempt to capture, build, 

and maintain audiences. 

Moreover, Rowe (2004) contends that the production and reception of sport 

media texts (or messages) are related entities, because of the way in which media texts 

are created so that the audience decodes mediated messages in the manner in which 

the media intended. Furthermore, it is insufficient to suggest that the media are 

dehumanising the audience through the control of media texts as the media 

simultaneously produce and reproduce culture in the creation of stories and storylines 

that are aired on commercial television. 

To McLuhan (2001), the concept of change in the dominant medium alters the 

way the ruling class can mediate values available to them. His maxim of “the medium 

is the message” is based on the notion that any alteration in a medium will modify the 

way in which older media are valued and how new media will be praised. Another 

characteristic of McLuhan’s adage is the belief that “the ’content’ of any medium is 

always another medium” (p. 8). Thus, the content of television is the evolution of 

static pictures to moving pictures. 

The encoding of broadcast discourse can take many forms. The media can 

attempt to foster interest in a sport event by portraying the “home” team significantly 

more than foreign teams. An example of this is to embed nationalistic discourse to 

foster interest in a broadcast. Thus, it is important for media networks to ensure that 

sporting telecasts cater to the many motivations, such as being part of a group or with 
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friends (Gantz & Wenner, 1995) or eustress, filler, and the enjoyment of the drama of 

sport  (cf., Greenwood, Kanters, & Casper, 2006; Trail & James, 2001; Wann, Allen, 

& Al, 2004; Wann & Branscombe, 1995; Wann, Brewer, & Royalty, 1999; Wann et 

al., 2008; Wann, Royalty, & Roberts, 2000; Wann, Schrader, & Wilson, 1999) to 

ensure the telecasts are salient to the greatest number of viewers (Kinkema & Harris, 

1998).  

Another tactic that the media can use is to feature commentary of stories about 

the participants in stereotypical terms. Examples of the portrayals of race have found 

differences in the way in which race has been represented by media outlets (Schultz, 

2005; Wilson, 1997; Wilson, Gutierrez, & Chao, 2003; Wonsek, 1992), in advertising 

(Armstrong, 1999), and based on athletic performance (Billings & Eastman, 2002; 

Denhan et al., 2002; McCarthy & Jones, 1997; Murrell & Curtis, 1994; Wilson, 

1997). Even the clothing choices of athletes have been scrutinised from a racial 

perspective (Douglas, 2005; ESPN.com, 2004; Schultz, 2005). 

The media are able to capitalise on increased viewership through the inclusion 

of “home” country content. With the advent of the printing press, the concept of 

nationalism began to take greater shape, as information could be disseminated more 

quickly (Anderson, 1991). The notion of nationalism allows the media to “locate the 

source of individual identity within a ‘people’, which is seen as the bearer of 

sovereignty, the central object of loyalty, and the basis of collective solidarity” 

(Greenfield; cited in Zhao, 1998, p. 220). Through the inclusion of nationalistic 

discourse, the media are able to foster and create a national identity that can be 

utilised to create and maintain interest in mediated communication (Anderson, 1991). 
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The media often use major sporting events to unite the general public. In particular, 

sport events can connect people in ways in which very few events can. For example, 

the Federation Internationale de Football Association reported over 26 billion 

cumulative viewers of its 1998, 2002, and 2006 World Cup tournaments (Fédération 

Internationale de Football Association, 2006).  

One tactic that the media employ to attract and retain viewers is through the use 

of “we or us versus them” statements (Billig, 1995; O'Donnell, 1994). Billig (1995) 

found that the media constantly propagate a sense of nationhood in consumers, which 

he termed banal nationalism. National colours and flags are two symbols that enable 

the media to embed nationalistic discourse into the coverage of an event (Billig, 1995; 

O'Donnell, 1994). In their review on nationalism, Billings and Hundley (2010) noted 

that nationalism can be a prime motivator for consumers to watch sport. Further, the 

notion of “patriotism” can be a tactic used by the media to attempt to cater to a viewer 

motivation so the general public may watch an event that they normally would not 

watch and cheer for “home” country athletes (Billings & Hundley, 2010). For 

example, Silk and Falcous (2005) reviewed NBC’s announcers’ commentary during 

the Opening Ceremony of the 2002 Salt Lake City Winter Olympics. They found that 

announcers embedded pro-American discourse during the parade of nations, when 

each country entered the stadium. During the entry of France NBC announcers 

discussed how each French athlete carried a flag “that on one side revealed the 

Tricolore, and on the other side the Stars and Stripes” (Silk and Falcous, 2005, p. 

460). Further, the entry of British athletes also was embedded with pro-American 

discourse and Britain was “lauded for their alignment within a new spatial order” (p. 

460) for their support in the aftermath of September 11. In contrast to the entries of 
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France and Britain, countries which were not closely aligned with the United States of 

America received vastly different descriptions, such as Iran’s entry, which was 

described by NBC commentators as being part of a new “Axis of Evil” (p. 461) for 

not being aligned with American policy. 

Moreover, Butterworth (2010) noted that western societies have often used the 

Olympic Games as a site for nationalistic superiority. The media lauded “home” 

country triumphs as political victories. An example of this was the many Olympic 

Games during the Cold War (c. 1952-1990) between the USA and the former Soviet 

Union. In addition, the Olympics have frequently been the site of “us versus them” 

discourse the media use to foster sustained viewership in an event. Another example 

of “us versus them” commentary was shown by Silk and Falcous (2005), who found 

that nationalistic discourse was embedded into the coverage of the 2002 Super Bowl 

and the 2002 Winter Olympics event such as the narrative theme that served to 

legitimise the “American response to terror” (p. 475). Furthermore, the media may 

utilise nationalistic discourse in the discussion of technology to enhance the viewing 

of sport. 

The introduction of a new technology had nationalistic implications embedded 

into the discussion by the media. For example, Mason (2002) found that the Canadian 

media labelled the introduction of a new ice hockey puck in the National Hockey 

League (NHL) as the Americanisation of a Canadian sport. Framing the introduction 

of this new technology in this way challenged Canadian national identity (Mason). 

Even though this device was intended simply to create a more pleasant visual 

experience for television viewers by making it easier to follow the puck during ice 
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hockey matches, the utility of this new technology was not the prominent frame in the 

Canadian media (Mason). Canadian media framed this new technology from a more 

holistic standpoint to attract larger audiences beyond those of sport focusing on the 

feared belief system of the Canadian people (i.e, the Americanisation of Canada and 

the loss of Canadian identity).  

Another example of nationalistic discourse embedded into the reporting of sport 

occurred during the 2004 Union of European Football Associations (UEFA) European 

football championship. During this tournament, the Greek media continually 

attempted to embed national and historical messages into the coverage of this 

tournament in an attempt to unite the nation in its victory at the European 

championships (Tzanelli, 2006). Further, the BBC noted that “many Greeks saw in 

their victory a symbolic ascendancy for their country” (BBC Sport, 2004, para. 26). 

Thus, the Greek football team’s victory symbolised Greece’s “full” (BBC Sport) entry 

into Europe. 

It is important for the media to embed nationalistic comments into the framing 

of events. These messages provide viewers with cues on how to consume a sport 

event. Through the use of cultural markers, such as flags, national colours, and 

clothing, media can unite a nation behind its athletes (Billings & Hundley, 2010; 

Jackson, 1998; Maguire, Poulton, & Possamai, 1999) to increase total consumers of 

mediated communication either in the form of ratings for televised events or 

readership of the print media. 

The concept of race/ethnicity has received much attention in literature; from the 

differences in which athletes are portrayed based on clothing choices (Schultz, 2005), 
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whether black American athletes are effective leaders (Denhan et al., 2002; Hartmann, 

2007), how sporting companies can effectively (and non-offensively) market their 

products to minority consumers (Armstrong, 1999) and how the media has portrayed 

minority groups based on athletic success (Angelini & Billings, 2010a; Billings & 

Eastman, 2002; McCarthy & Jones, 1997). 

For example, tennis player Serena Williams receives large amounts of media 

coverage based on her skill (Douglas, 2005); as she has won over 25 singles 

championships in her career, her clothing choices (Schultz, 2005), and the 

controversies that have surrounded her over the course of her career (Douglas, 2005; 

ESPN.com, 2004; Spencer, 2004). Schultz (2005) commented that Williams’ cat-suit 

outfit that she wore for several tournaments was portrayed in racialised discourse. One 

explanation for the racial rhetoric was that Williams was portrayed in oppositional 

terms by the media as this clothing choice was distinctly different than what was 

being worn on the tennis tour at that time. 

Further, Schultz (2005) noted that Serena Williams does not fit the stereotypical 

mould for a woman tennis player as she is muscular where the conventional woman 

tennis player has been “exemplified by slim, lithe figures” (Schultz, 2005, p. 338). 

Williams’ sexuality has also come under scrutiny, as the media has suggested a 

deviant sexuality, “thereby contrasting her with a compliant sexuality emphasized in 

journalistic and promotional representations” (Schultz, p. 339) as evidenced by the 

Sports Illustrated cover of Anna Kournikova’s from 5 June 2000 that glorified her 

sexuality and did not feature her tennis ability (Messner, 2002; cited in Schultz, 

2005). Through the media’s use of characterising both Serena and her sister Venus 
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Williams as “other”, the media perpetuate the stereotype that tennis is played by 

middle-class white people (Douglas, 2005; Schultz, 2005). 

The characterisations of the Williams sisters suggest that the media employ 

readily available stereotypes to characterise those tennis players. Similar findings 

were found by Desmarais and Bruce (2008) in their study of the portrayals of the 

French rugby union team in the analysis of the French and New Zealand media. The 

television coverage from France and New Zealand was longitudinally analysed over a 

ten-year period. It was found that readily available and culturally stereotypical 

characterisations were made of the French team by the media in both nations. Further, 

Desmarais and Bruce commented that it is important for announcers to connect with 

the viewing audience in order to foster sustained viewership. The use of nationalistic 

and racial/ethnic stereotypes has been shown to be an effective tactic for 

commentators to connect with the “televiewing” (Abelman & Atkin, 2002) public. 

2.12 Framing 

Goffman’s (1986) notion of framing is basic to understanding the concept of 

mediation in that media outlets are able to provide cues to enable viewers to interpret 

events.  Hall’s (1973) encoding-decoding model depicts how a broadcaster can 

encode its discourse with their available technical infrastructure and then how this 

message is initiated through the media production processes. Knowledge frameworks 

are embedded into broadcasts which result in encoded messages from the broadcaster 

being enhanced.  
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During televised events, the media attempt to create a distinctive frame that the 

audience can understand and follow. It is important for television broadcasters to do 

more than simply send out an event to their audience in order to attempt to have a 

“reliable and returning audience” (Abelman & Atkin, 2002, p. 4) that can be on-sold 

to advertisers and sponsors by a broadcaster (Condry, 1989). McQuail (1994) noted 

that mediation can have multiple meanings, “from neutrally informing, through 

negotiation, to attempts at manipulation and control” (p. 65). Framing allows a 

broadcaster to attempt to mediate its audience, as it seeks to control how the viewer 

makes sense of reality and how viewers might organise their television watching 

experience. All commercial television programmes, therefore, undergo a production 

and editorial process, whereby meaning is embedded into the coverage of sport event. 

As previously outlined, contemporary media typically insert “closed” texts into 

broadcasts as the reading and, thus, consumption of these texts is able to be inserted 

into the message that is broadcast (either verbally or visually) on television. 

In order to frame a telecast, producers in fact create multiple reasons for 

watching an event; that is, multiple frames are created to increase a broadcast’s appeal 

to a wide range of viewers. One example is the National Football League’s (NFL) 

Super Bowl, which is a cultural phenomenon and watched in many countries (Harris, 

2004; Wenner, 1998). There are numerous reasons for watching this event, from the 

actual game itself, to the halftime show, and even to the specially created Super Bowl 

commercials. By providing the audience with many reasons for watching an event, a 

broadcaster seeks to ensure that it will reach a large and wide variety of people in the 

audience (c.f., Chalip, 1992, Wann et al., 1999; Wann et al., 2008) 
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Goffman (1986) noted that there are two types of primary framework categories 

that are used by the media to frame television broadcasts. First, natural frameworks 

refer to the unguided and un-coerced consumption of an event. Natural frameworks 

are embedded into a television broadcast through announcer discourse that provides 

factual information to viewers. Typically, these comments are associated with the 

play-by-play commentary of sporting events, as this announcer will describe what is 

occurring on the field of play without offering an opinion on how the game or match 

is being played. As previously mentioned, producers and directors script much of 

what is said on television including seemingly spontaneous comments (Eastman et al., 

1996). Thus, it can be suggested that all spoken discourse has elements of social 

frameworks. However, not all commentary contains opinion, which guides the 

viewing of sport on television. 

Second, social frameworks refer to the provision of opinion through the 

“selection, emphasis, and exclusion” (Gitlin, 1980, p. 7) of discourse. Similarly, 

Entman (1993) described framing as the selection of “some aspects of a perceived 

reality and mak[ing] them more salient in a communication text” (Entman, 1993, p. 

52). Thus, social frameworks provide consumers with a “background understanding 

for events that incorporate the will, aim and controlling effort of an intelligence (sic), 

a live agency, the chief one being the human being” (Goffman, 1986, p. 22). Through 

broadcast messages, in particular those of colour commentators, television networks 

are able to guide viewers during the telecasting of events.  

In particular, a network can steer its viewers to continue to watch a telecast, 

which is termed vertical framing. In other instances, the future consumption of 
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broadcasts can be promoted, which is called horizontal framing. Figure 2 outlines 

both horizontal and vertical framing. 

Figure 2: Horizontal and vertical framing available to television broadcasters 

Horizontal and vertical framing available to television broadcasters 

Figure 2 depicts how broadcast discourse seeks to ensure that viewers continue 

to consume a game or match. There are also two types of horizontal and vertical 

framing; these are forward and reverse framing. Forward-vertical framing is 

characterised through commentary that promotes future aspects of a single telecast. 

Examples of forward-vertical framing include: “coming up in the second quarter” and 
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“the halftime show is coming up next”, whereas forward-horizontal framing is 

characterised by commentary that promotes future viewing of a sport event series. 

Examples of forward-horizontal framing include: “Game three is Sunday night, 

coverage starts at 8:30 PM” and “We’ll be back here on Tuesday night, remember the 

2-3-2 finals format”.  Horizontal framing exists in two forms. First, there are 

horizontal framing tactics that broadcasters can employ during sporting events with a 

known ending. For example, many sports have only one finals game or race, such as 

the Super Bowl and the 100 metres sprint finals in the Olympics. Thus, horizontal 

scripting tactics will differ in these events as viewers may be directed to watch other 

programming or other events that will be aired on the same day, which often occurs 

during multi-sport events.  

Second, there are horizontal framing approaches during sporting events without 

a known ending, as is the case in this research, because the NBA finals can last 

between four and seven games. Thus, horizontal framing strategies are often tempered 

until it is known whether additional games will be played. For example, Mike Breen 

illustrates this concept during the fourth game of the 2008 NBA finals when it was 

known that a fifth game would be played, but it was not known whether games six 

and seven would occur. Breen stated “this series will continue Sunday. Game five 

[will be] right back here at the Staples Center and then, if necessary, returns to Boston 

for game six on Tuesday [and] game seven on Thursday” (12 June 2008). The key 

difference between the two types of framing is whether the outcome date and time are 

known. In the first instance, the outcome is known, thus the media are able to apply 

framing strategies that seek to keep viewership on the event or the television channel. 

Whereas, the framing strategies in the second example both attempt to keep viewers 
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on the channel and seek to build audiences for games/events that may or may not 

occur, as the media should inform viewers when games/events will air in order to 

allow viewers to plan their viewing behaviour. 

Reverse framing is typified by discourse that serves as a reminder about aspects 

of a telecast that viewers may have missed. Reverse-vertical framing is described as 

informing viewers about past aspects of the same telecast. For example: “In case you 

are just turning in, Kobe Bryant had a big first quarter” and “it has been a defensive 

battle so far tonight”. In contrast, reverse-horizontal framing is illustrated through 

commentary that reminds viewers of past games during a series. For example: 

“[LeBron James] didn’t score his first field goal until the third quarter of game one”. 

Through embedded discourse of these two types of framing, broadcasters are able to 

ensure that viewers know what has happened, and what is to occur, in an attempt to 

ensure that the telecasts have meaning to the audience.  

2.13 Discourse 

During televised events both verbal and visual communication occurs concurrently. 

Fairclough (1995) noted the discourse is both the spoken word and any visual images 

available to the viewer. Much has also been written about discourse and its effects on 

everyday life. Typically, studies on discourse analyse power relations and social 

practices that may or may not be evident to participants (Fairclough).  Allan (1998) 

and Knight et al. (2005) noted that there should be an agreement between the images 

shown to the consumer and the coinciding discourse with the life experiences of the 

reader or viewer, which are related to the framing and scripting of a broadcast 

(Goffman, 1986). Discourse has also been described as “connected stretches of 



75 

 

language which hang together so as to make sense to some community of people” 

(Gee, 1996, p. 90). Thus, these sections of discourse might make sense to a particular 

set of people but not to others. Discourse is different from a piece of communication 

text, which refers to “a written or taped piece of communication” (Nunan, 1993, p. 

20) without context, whereas the term discourse refers to “stretches of language 

perceived to be meaningful, unified, and purposeful” (Cook, 1989, p. 156). 

It has been suggested by Michel Foucault that people of Western society view 

themselves as individuals, who are “in charge of their lives, that they make their own 

meanings ... [and] are able to reflect upon experiences and make sense of them” 

(Danaher, Schirato, & Webb, 2000, p. 30). For Foucault, language is at the crux of 

understanding experiences, feelings, and thoughts. Foucault proposed that discourse is 

best understood as “language in action” (Danaher et al., 2000, p. 31). Further, 

Fairclough (1995) advances Foucault’s notion of discourse by suggesting that 

discourse is best understood as a “system of potential underlying language practice” 

(p. 71). In addition, Fairclough suggests that discourse is both “shaped by structures” 

and also “contributes to shaping and reshaping them” (p. 73). 

Furthermore, Fairclough (1995) notes that discourse in the media is not a direct 

report of what happened, but there is a decision that is made on how to interpret and 

report discourse in the media. Thus, discourse by sportscasters is of great social 

importance as consumers’ opinions can be shaped by commentators. Moreover, 

announcer discourse both helps to shape and also indicates the power structures and 

relations in a society (Fairclough, 1995). Additionally, Foucault (1981) emphasises 

that the “production of discourse is at once controlled, selected, organised, and 
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redistributed by a number of procedures” (p. 52).  Moreover, Young (1981) stresses 

that, in Foucauldian thought, discursive rules are “linked to the exercise of power” (p. 

49). Thus, discourse that appears on television, whether visual or spoken, is the result 

of a complex set of systems and structures that “ensure the reproduction of the social 

system, through forms of selection, exclusion, and domination” (p. 49). Consequently, 

Young’s concept of discursive rules is related to cultivation analysis, as studies on 

cultivation seek to uncover the implications of prolonged television exposure and how 

television watching can influence one’s perceptions of reality (Shanahan & Morgan, 

1999). 

Gee (1996) suggests that there are five characteristics, which form a 

communication text or discourse that individuals use to make sense of the world. The 

first characteristic is the prosody, which refers to how a text is spoken. Its focus is the 

“pitch, loudness, stress and the length assigned to various syllables” (p. 94). Secondly, 

there is the concept of cohesion, which focuses on the varied methods to connect 

sentences. The overall organisation of discourse in a text is the third concept that 

makes up discourse. Its focal point is how sentences are “organised in higher-order 

units” (p. 94). Contextualisation signals are the fourth characteristic, which explain 

how speakers “cue listeners and readers into what they take the context to be” (p. 94). 

The context of discourse is related to the concept of framing and has often been the 

site of sport media studies focusing on commentator discourse and broadcaster bias 

during sport events. The concept of framing is one in which a media outlet attempts to 

ensure that media communication is consumed by viewers in the manner in which the 

broadcaster intends (Goffman, 1986). Lastly, the theme of the discourse is embedded 
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into the text of the speaker and envelops how these themes are “signalled and 

developed” (Gee, 1996, p. 94) by the speaker. 

Desmarais and Bruce (2008) argued that sports commentators are “subjects of 

their culture and communicate through the cultural/national discourses that 

predominate at the time” (p. 185). Furthermore, announcer discourse is grounded 

culturally, which indicates that “discursive work is indeed a practice regulated by 

rituals” (p. 185). Moreover, Mean et al. (2010) contend that a prime sports role is as a 

“re/producer of power through narratives and definitions” (p. 1591) with which the 

consumer is familiar. Consequently, Fairclough and Wodak (1997) noted that “the 

discursive event is shaped by situations, institutions and social structures, but it also 

shapes them” (p. 258), which led Bishop and Jaworski (2003) to comment that 

“discourse is both socially constituted and socially constitutive [original emphasis]” 

(p. 246). The re/production of power in sports media has led Wenner (1991) to 

contend that a sports fan, who highly identifies with a sport property (athlete, team, 

and/or league), will have a high level of knowledge of relevant discursive practices in 

the media. Thus, it is through discourse that social structures are both “articulated and 

shaped” (Bishop & Jaworski, 2003, p. 246). This concept relates to Giddens’ (1984; 

2001) theory of structuration as the media both produce and reproduce culture 

simultaneously. 

Media discourse can be an influential tool for increasing viewership of an 

event. Discourse is the concept that can refer to the written or spoken word, as well as 

visual images within media narratives (Fairclough, 1995). Commentator discourse 

needs to be meaningful to the viewer otherwise it will not be decoded as the media 
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outlet intended. Bishop and Jaworki (2003) contend that “perceptions of the world, 

their knowledge and understanding of social situations, their interpersonal roles, their 

identities, as well as relationships between interacting groups of people” (p. 246) are 

shaped by the dominant discourse that is articulated by announcers. Moreover, 

Fairclough (2001) noted that there are two aspects of power in regards to discourse. 

There is “power in discourse and power behind discourse” (p. 36). In analysing 

discourse, one is fixed on dissecting how power is exercised through the use of 

discourse and the associations and control that are behind discourse. 

Through embedding discourse into the telecasts of sporting events, commercial 

television networks are able to commercialise broadcasts and employ Mullin’s (1983) 

concepts of marketing. Two ways in which a broadcaster can attempt to capture 

marketing share is through narrativising and personifying telecasts. 

2.13.1 How the media build broadcasts and look to future telecasts 

Through broadcaster discourse in the form of announcer commentary, and the 

planned use of narrative, the media seek to mediate the audience and build upon their 

broadcasts. Broadcasters are now attempting to foster and increase interest in their 

programming by providing some free content via free television and additional 

content via a subscription service (Nicholson, 2007). Through the use of marketing, a 

broadcaster is able to commercialise audiences by promoting the consumption of third 

party goods and services, promoting future broadcasts, and promoting the 

participation in a sport (Mullin, 1983). Through various methods, broadcasters 

promote the future viewing of events by audiences. 
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One method of promoting broadcasts is through the use of narrative. These 

narrative forms can only take a finite number (Nicholson, 2007), which enables a 

media outlet to frame an event or broadcast in terms that a viewer may understand. 

Rivalry (Fortunato, 2004; Scott & Zakus, 2009), nationalism (Billings, MacArthur, & 

Licen, 2009; Billings & Tambosi, 2004; Butterworth, 2010; Falcous, 2007; Rowe, 

McKay, & Miller, 1998), drama (Bryant, Comisky, & Zillmann, 1977; Desmarais & 

Bruce, 2008; Rose & Friedman, 1997; Rowe, 1992), and background information 

(Angelini & Billings, 2010a; Deacon, 2002; Mayeda, 1999; Rosie, Petersoo, 

MacInnes, Condor, & Kennedy, 2006) are all narratives that broadcasters use to 

increase the salience of a sport event to the viewer. Studies on large scale sport events 

have found discrepancies in the reporting during sport events indicating bias from the 

broadcasters (Billings & Tambosi, 2004). However, this bias may have also been 

attributed to how a person or nation was characterised in order to promote the future 

viewing of events. 

Another method of forming media frames and narratives to create interest in an 

event is through the use of personalities. Broadcasters will personify a broadcast by 

focusing on people and not institutions (Nicholson, 2007). Through this focus, a 

broadcaster is able to make its programming more meaningful to its audience in order 

to increase viewer interest. Audience interest in sports programming can be further 

increased if an event has cultural significance. Through culturally relevant 

programming and personifying stories and events, media outlets attempt to foster 

viewership in their television broadcasts. Further, commercial television embeds 

many culturally relevant stories into the coverage of a sport of event and announcers 

will emphasise these stories in an attempt to appeal to the greatest number of viewers. 
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2.14  Sport Media texts 

Sport in the media is a strong cultural phenomenon that intersects between the 

audience and sport telecasts. A sport text is defined as “anything in audio or visual 

form that presents or represents sport to an audience” (Nicholson, 2007, p. 93). Both 

the print and electronic media are able to sell readers and viewers to advertisers. The 

sport and media industries are not two distinctly separate entities but are interwoven 

units (Nicholson). As Real (1998) notes, there is large importance of mediated sport in 

contemporary society as shown through the size and reach of all types of media. 

Effectively producing and telecasting sport text is important for broadcasters, as 

audience building and maintenance is crucial to the sport/media complex (Jhally, 

1984). 

Sport media texts are important to understand because there are many ways in 

which a phenomenon is understood by the general population. Dahlgren (1992) writes 

that media texts are able to “foster specific ways of seeing the world, hinder other 

ways, and even structure ways of relating to the text itself” (p. 13). This definition of 

how texts are able to influence the audience is similar to Goffman’s (1986) notion of 

social frameworks, as meaning is provided to the viewer or reader by a third party; 

most often sports announcers. Similarly, Entman’s (1993) notion of salience in 

framing is also related to these two concepts as a broadcaster can emphasise an aspect 

of the text while discouraging prominence of another aspect.   

Sport media broadcasters seek to ensure that a broadcast is framed, which refers 

to “the principles of selection, emphasis, and presentation composed of little tacit 

theories about what exists, what happens, and what matters” (Gitlin, 1980, p. 6) to 
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heighten the relevance of telecasts to viewers. During the Olympic Games, 

announcers report on athletes and countries that would not normally be mentioned 

whereas there is “the potential impact of embedded biases [that go] beyond sports” 

(Billings & Eastman, 2003, p. 582). Thus, the framing of a broadcast can have larger 

cultural influences on an audience than simply the reporting of a sport contest. 

Through the reporting of sport and the framing of sport texts, the media attempt 

to appeal to the largest amount of viewers to encourage high viewership numbers. 

“Maps of meaning” or frames help to create order for the media and the audience 

(Gitlin, 1980; Nicholson, 2007).  Rowe (1992) notes that many sport texts, especially 

those of the printed press, do not create culture like a fiction writer would, but merely 

“relay secondary information” (p. 97) about a sport or an event. Thus, sport media 

texts rely on culture to enable commercial broadcasters to frame coverage to sell sport 

to a wide audience. 

Large scale events, such as the Super Bowl and the Olympic Games have 

global and cultural meanings that go beyond the watching of an event and the 

importance upon which broadcasters attempt to capitalise (Chalip, 1992; Chalip, 

Green, & Vander Velden, 2000; Harris, 2004; Wenner, 1998). Chalip, Green, and 

Vander Velden (2000) and Billings and Eastman (2003) found that announcer 

discourse and broadcaster frames might be transferred to the viewer during the 

watching of an event, which led Billings and Tambosi (2004) to comment that 

announcers have the ability to “culturally influence perceptions” (p. 163) of viewers. 

Real (1998) writes that today, sports have been transformed from participant focused 

events in the 19th century to “spectator-centered” (p. 18). By conducting audience 
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research, the media are able to cater their coverage of an event based on viewer 

preferences. 

Studies of sport events have found many characteristics, often in studies on 

media effects and bias (e.g., Billings & Tambosi, 2004; Eastman & Billings, 2001; 

Sabo et al., 1996; Scott, 2008), that are used to promote and describe an event. In 

Billings and Tambosi’s (2004) analysis of the 2002 FIFA World Cup, they found that 

the USA broadcaster exhibited differences in the manner in which the USA team and 

the Brazilian team were characterised by announcers during this event. Although bias 

was noted in Billings and Tambosi’s analysis, the USA broadcaster may have been 

attempting to create an interest in lesser known football teams and/or players for the 

American viewer: thus, possibly increasing interest in other games and teams during 

the FIFA World Cup.  

In a similar study of the 2004 Olympic Games held in Athens, Billings and 

Angelini (2007) found broadcast frames have the potential to be transferred from 

announcers to the audience; thus, broadcaster commentary has a strong cultural 

element and provides meaning to the viewer. Through these frames, viewers were 

provided with telecasts that a broadcaster deemed more valuable in terms of garnering 

the highest amount of viewership through the sports, athletes, and nations that were 

shown on USA television. It was also found, in other studies on the Olympic Games, 

that a host country broadcaster will skew its coverage of the event (e.g., Billings & 

Eastman, 2002; 2003; Daddario, 1997; Eastman & Billings, 1999; Larson & 

Rivenburgh, 1991) to include more segments from a “home” country perspective to 

create and foster viewership during an event. Fostering viewers in large numbers is 
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the core business of the commercial media, as the audience is on-sold to advertisers 

and sponsors. Thus, it is important that the television audience can connect to the texts 

that are presented by broadcasters. 

2.15 Polysemy 

Research has shown that there are many reasons or motivations for why people 

consume sports. Reception theorists, such as Fiske (1987) and Morley (2004) suggest 

that there is not one main meaning when decoding text. Texts are polysemic in nature, 

which means that there are many signs or meanings in each text. Barthes (1977; cited 

in Real, 2011) suggested that not even the text creator has a monopoly on its meaning 

anymore. When a person consumes a text, there is a social context that is involved in 

the decoding and creation of meaning of that text.  

Furthermore, Kristeva (1980) created the term “intertextuality” to explain how 

textual reading can be aided by other texts with which a viewer is familiar. The 

consumer has a range of schema available to decode texts. Thus, pre-existing 

information is used to form associations with other texts in order to understand and/or 

read a phenomenon (Real, 2011). Moreover, Fiske (1987) described three forms of 

intertextuality: primary, secondary, and tertiary. Primary intertextuality characterises 

texts that are read through content, character, or genre. In a sporting context, Real 

(2011) noted that sports are a television genre and each sport has its own linked 

intertextuality references. Secondary intertextuality is characterised by texts that 

“intentionally refer to the primary text, as in sports promos or ... highlights” (Real, 

2011, p. 26). Lastly, user produced texts characterise tertiary texts and are typically 

created online on media such as blogs, Twitter, Facebook, smart phone applications, 
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and other social media websites and technologies. Through intertextuality, sporting 

events can have multiple meanings to a large cross-section of society, which will have 

an interest in the event; possibly increasing overall consumption (readership or 

viewership). 

There have been numerous studies on fan motives since the 1980s. Guttmann 

(1986; cited in Chalip, 1992) identified no less than nine motivations for fan interest. 

These were: aesthetic fascination, erotic interest, quasi-religious experience, mythic 

creation, political representations, economic involvements, associated social 

discourse, identification with athletes, and a sense of community or collective identity 

(Chalip, 1992) Wann, Melnick, Russell, and Pease (2001) found eight primary 

motivations for sports consumption, which were: escape, economic, eustress, self-

esteem, group affiliation, entertainment, family, and aesthetics. Chalip (1992) furthers 

the discussion on fan motives by indicating that if a person exhibits one motivation; it 

does not exclude that individual from having multiple reasons for sport consumption. 

Sporting events, thus, have a cultural element that is derived from their polysemic 

elements (Handelman, 1990).  

In their review of sport and destination marketing, Harrison-Hill and Chalip 

(2005) noted that the greater the number of stories of an “event, its participant, and its 

stakeholders, the more stories are available to give the event meaning to its audience 

and its participants” (p. 310). Furthermore, there is a wide body of literature 

examining how the media attempt to give sports telecasts meaning to the audience. 

Section 2.10 outlined aspects of these narratives that the media embed into 
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commercial television broadcasts in an attempt to provide multiple reasons for 

viewing MediaSport. 

Chalip (1992) suggested three prime sources of polysemic structures in research 

on the Olympic Games: multiple narratives, embedded genres, and layered symbols. 

Multiple narratives refer to the array of messages that can foster interest of a diverse 

audience in a region or nation (Chalip). Typically, narratives seek to add a dramatic 

appeal to the sports telecast through varied messages, such as David versus Goliath, 

smart versus athletic, us versus them (Gusfield, 1987), personal triumphs, tragedies 

(Duncan, 1986), and (nationalistic) rivalries (Desmarais & Bruce, 2008). Furthermore, 

Chalip (1992) argued that there is one central element to Olympic narratives, which is 

a cultural element, that of “affective power” (p. 92). There is, thus, an emotional 

element that connects the narrative with the audience.  

The second element of polysemic structures seeks to understand the different 

genres that are embedded into a sporting event in order to make an event more 

meaningful to the audience (Chalip et al., 2000). Sporting events often have many 

non-sport genres embedded to “foster fan identification” (Chalip et al., p. 43). For 

example, Ward (1998) analysed the opening day rituals in Major League Baseball and 

found that teams attempted to promote fan interest in the home team; thereby 

suggesting that the home team would gain an advantage during games. Other 

examples of embedded genres are the spectacles of ceremony and rituals, during 

which consumers may alter their behaviour in order to watch a sporting event (Dayan 

& Katz, 1992; Rothenbuhler, 1989; cited in Chalip, 1992). 



86 

 

Both narratives and genres provide consumers with meaning of an event; it is the 

layered symbols which generate the “look and feel” (Chalip, 1992, p. 93) of an event. 

Sporting events utilise many historical, ritualistic, religious, art, and mythical aspects 

to build an appeal beyond the sport to cater to all consumer tastes and interests. 

Further, Chalip suggested that the symbolism embedded into sports is effective 

because of the meaning of the event that the symbols create for consumers. In 

addition, symbols “create meanings for audiences beyond mere game or contest” 

(Chalip, p. 93). Chalip also indicated that all three aspects of polysemic structures 

(narrative, genres, and layered symbols) complement each other and can increase the 

appeal of an event and generate consumers from different classes, genders, and 

nationalities. Through embedding polysemic structures into sporting telecasts, 

commercial media outlets attempt to ensure broadcasts are relevant to the greatest 

number of viewers to on-sell the audience to advertisers and sponsors. 

2.16  Sport/Media nexus 

The respective businesses of sport and the media are not simply two industries that 

have come together coincidently. There has been an evolution that “has resulted in 

them being inextricably bound together” (Nicholson, 2007, p. 7). In contemporary 

society, Jhally (1984) and Nicholson (2007) found that the relationship between the 

media and sport is at the centre of modern sport. Therefore, a significant portion of the 

daily television schedule is devoted to sport (Wann, Melnick, Russell, & Pease, 2001) 

and the reporting of sport engulfs society on a daily basis (Rowe, 1999). 

The relationship between media organisations, sport, and the public have been 

extensively studied (e.g., Billings, 2000; Giacobbi & DeSensi, 1999; Giardina, 2003; 
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Higgs & Weiller, 1994; Hirt, Zillman, Erickson, & Kennedy, 1992; Hitchcock, 1991; 

Larson & Rivenburgh, 1991; MacNeill, 1996; Silk, 1999; Tudor, 1992; Wensing & 

Bruce, 2003; Whannel, 2000) and how culture and society are interwoven within the 

sport/media complex. Often, the foci of these studies have been on how discourse was 

utilised by media outlets and the way programmes were framed for their interpretation 

to the audience (e.g., Alabarces et al., 2001; Billings & Eastman, 2003; Billings & 

Tambosi, 2004; Delgado, 2003). Media discourse relates to the frames, which are 

often created by producers and directors. These frames become the scripts used by 

announcers in an attempt to ensure that the encoded messages are decoded in the 

manner intended by the television network.  

Chalip (1992) and Chalip et al. (2000) noted that the planned use of narratives, 

genres, and symbols may increase the interest of viewers, which, in turn, would 

increase the value of sponsorships as advertising and sponsorship revenue is linked to 

viewership numbers. Through the sport/media nexus, the relationship between sport 

and the public can be strengthened and capitalised. Broadcasters attempt to mediate 

events through construction of specific frames by announcers (de Moragas Spa et al., 

1995). This has been made easier through technological advancements such as the 

Internet and Video-on-Demand. These improvements in mass-communication have 

made it easier for a viewer to watch sport in real time no matter where or at what time 

it is occurring. Media events, such as the Olympic Games or Commonwealth Games, 

have the capacity to become holiday-like events (Dayan & Katz, 1992) because of 

their scale and social importance, as well as how a broadcaster attempts to mediate its 

audience through framing the coverage of these events. 
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Perhaps the most famous and widely cited research on framing is Kahneman 

and Tversky’s (1984) study on the effects of highlighting certain features during an 

experimental survey and skipping over others. During this experiment subjects were 

asked to choose alternative solutions to problems. The problems were:  

Problem 1 (N = 152): Imagine that the U.S. is preparing for the outbreak of 

an unusual Asian disease, which is expected to kill 600 people. Two 

alternative programs to combat the disease have been proposed. Assume 

that the exact scientific estimates of the consequences of the programs are 

as follows: If Program A is adopted, 200 people will be saved (72%). If 

Program B is adopted, there is a one-third probability that 600 people will 

be saved and a two-thirds probability that no people will be saved (28%). 

Which of the two programs would you favor?  

Problem 2 (N = 155): If Program C is adopted, 400 people will die (22%). If 

Program D is adopted, there is a one-third probability that nobody will die 

and a two-thirds probability that 600 people will die (78%) (Kahneman & 

Tversky, 1984, p. 343). 

Results of this study found that 72% selected Programme A and 28% chose 

Programme B in the first study. However, in the second problem, the answers were 

nearly reversed with only 22% choosing Programme C, which was identical to 

Programme A but worded, thus framed, differently. This experiment highlights the 

effects and influence of framing on the choices of participants. Thus, the frame 

determines what aspects people will notice and possibly retain. Broadcasters can use 

this concept to effectively frame their telecasts to ensure that the encoded messages 
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are those that receive the most salience in order to mediate the audience; hence, the 

importance of framing to analysing the media. 

In media studies, framing is widely applied. The concept of framing allows the 

broadcaster to create scripts, which become the discourse of a broadcaster. Figure 1 

outlines a Sport Broadcast Framing Model developed from existing literature that 

guides this investigation to uncover how a broadcaster attempts to mediate its 

audience through the use of framing and scripting, which become the discourse that a 

viewer consumes. This model (Figure 1 below) is illustrated and described in the next 

section. 
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Figure 1: Sport Broadcast Framing Model  
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2.17 Development of conceptual map - Sport Broadcast Framing Model  

The Sport Broadcast Framing Model (SBFM) is a sensitising model that was created 

through an analysis of existing literature on media events, media effects, framing, and 

content analysis. Further, a previous study on how announcer discourse sought to 

capture, build, and maintain audience interest in the 2006 FIFA World Cup (Scott, 

2008; Scott, Zakus, & Hill, 2008) and the first game in both the 2007 and 2008 NBA 

finals were used to guide the creation of this sensitising model. 

The purpose of this model was to guide the analysis of the two research 

questions, which uncovered how a media outlet attempted to mediate viewers through 

the encoded discourse. Furthermore, the SBFM enabled marketing messages to be 

included in the analysis of the 2007 and 2008 NBA finals. This enabled this research 

to uncover how sponsoring and advertising companies were incorporated into the 

play-by-play and colour commentaries.  

The SBFM contains two linked pathways which result in a network attempting 

to sustain viewership through the encoded discourse and the marketing messages that 

are aired as part of the telecasts. This SBFM analyses how a narrative is created 

through a post hoc reconstruction of scripts, which follows Hall’s (1973) encoding-

decoding model. Hall (1973) discussed the need for symmetry between the encoded 

meaning of discourse and the meaning that is decoded by the viewer. Hall (1973) 

noted that “’misunderstandings’ arise precisely from the lack of equivalence between 

the two sides [encoded and decoded meanings] in the communicative exchange” (p. 

4). Successful television networks seek sustained viewership through the inclusion of 

many storylines (Chalip, 1992), which provide meaning to viewers. 
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2.18 Description of Sport Broadcast Framing Model 

The Sport Broadcast Framing Model (SBFM) focuses on the mediation of an audience 

by a commercial television broadcaster. The SBFM also focuses on broadcaster 

discourse and media effects employed in an attempt to capture, build, and maintain 

audience numbers during a sport event. Through the scripting of an event, a 

broadcaster seeks to ensure that its encoded messages are decoded by the audience in 

the manner which they intended. 

This model begins with Dayan and Katz’ (1992) triple classifications of media 

events. These are: coronations, conquests, and contests. Coronations are based on 

ceremony (i.e., funerals and weddings). Conquests are rare events and broadcasting 

these events are “giant leaps for mankind” (Dayan & Katz, 1992, p. 26) such as 

humankind’s first landing on the moon. Contests, whose domain is mainly in sport 

and politics, are campaigns governed by rules and regulations. Two examples of 

contests are the Olympic Games and political debates. This research will focus on the 

contest aspect of media events as it pertains most directly to sport and its relationship 

with the media. The SBFM seeks to uncover how broadcasters frame a narrative, 

which contains particular discourses contained in scripts, and what these scripts 

contribute to the encoding-decoding processes that seek to mediate an audience. 

Throughout a sport broadcast there are often two or more individuals providing 

verbal discourse; generally one member of the commentary team is the play-by-play 

announcer whose job is to provide the audience with basic factual information about 

the event generally utilising natural frameworks. A second type of commentator is the 

colour analyst, who provides meaning and opinion about the participants, dramas, and 
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technical aspects of the event during a telecast; thus utilising social and hybrid 

frameworks. A colour commentator is similar to an editorial or opinion writer of a 

newspaper, while a play-by-play announcer is most similar to a beat reporter, whose 

job is to provide essential information about an occurrence without providing viewers 

with an opinion (Billig, 1995). At this stage in the SBFM splits into two linked 

pathways. The first pathway analyses how the audience mediation can occur through 

both spoken and visual discourse on television. The second pathway examines how 

Mullin’s (1983) tri-classification of marketing is embedded into the coverage of 

sporting events to create additional opportunities for a broadcaster to commercialise 

telecasts of sport events.      

Much has been written about discourse, the effects language can have on 

(re)producing culture, and the fact that there should be a match between the spoken 

word and the images telecast with the life experiences of a viewer (Allor, 1988; 

Knight et al., 2005). Discourse was discussed in Section 2.12. When there is similarity 

between the experiences of a viewer and the messages sent by a broadcaster, the use 

of framing can be most successful. Meaning is provided to the audience by both visual 

and spoken discourse by the broadcaster (Fairclough, 1995). Also, through visual and 

spoken discourse, television broadcasters attempt to increase viewer interest in order 

to generate a “reliable and returning audience” (Abelman & Atkin, 2002, p. 4). Often, 

many distinctive frames are used by broadcasters to provide viewers with multiple 

reasons to watch a programme (Rowe, 2004). 

An additional factor is that the audience is obviously provided with visual 

discourses (through statistical information and highlights) during a televised event. 
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Both visual and spoken discourse aid in the mediation process of an event as they 

provide additional meaning(s) to the audience. In this model, discourse can be 

analysed in two distinct, yet interconnected pathways. First, discourse aids in 

increasing viewer interest through announcer commentary and, second, provides 

meaning about an event and its participants to the television viewer, which often 

includes sponsored messages, which forms the second pathway of the SBFM. By 

focusing on many social, historical, and cultural factors in its framing of a programme 

(Rowe, 1999), a commercial broadcaster is potentially able to garner a wider range of 

viewers, which it is able to sell to advertisers and sponsors. 

The second pathway analyses how Mullin’s (1983) three broad categories of 

sports marketing can be employed by a broadcaster during a sport telecast in order to 

mediate the audience while including sponsors in the broadcasts. A media outlet can, 

firstly, promote a third party’s goods and services through sponsored vignettes and 

commercials. Broadcasters can, secondly, market future viewing of their shows; both 

the same series or events or other offerings to increase fan interest and viewership 

(Billings et al., 1998; Chalip, 1992). And, thirdly, the media markets the participation 

in a sport (Chalip, 1992; Chalip et al., 2000; Mullin, 1983). The playing of rugby or 

curling, for example, can be promoted by the media during a sporting event. Often, 

colour commentary fills this role by showing the audience a vignette of an athlete 

and/or suggesting that the audience should learn a particular skill to become more 

proficient at playing a sport. This thesis also seeks to uncover how a television 

broadcaster attempts to increase viewer interest in sport events and how sponsors and 

advertisers are brought into the telecast directly through sponsored vignettes and 
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mentions by commentators. Through careful planning and research, scripts can be 

created that provide the audience with many reasons to watch a programme. 

There are two ways in which a sport broadcast can be programmed by a 

broadcaster: it can script an event to ensure the audience watches an entire telecast, 

and a broadcaster can promote the future viewing of its programming. Firstly, a 

broadcaster is able to script a single event so that the audience is urged to watch and 

finish a particular telecast, which this research has termed vertical framing, which was 

explained in Section 2.12. A broadcaster seeks to ensure that there are distinct scripts 

maintained throughout a telecast to “capture the interest of varied audiences” (Chalip 

et al., 2000, p. 91). Through the use of multiple frames and narrative types sport 

events “stories replay common experiences, problems, and events that are of interest 

to diverse audiences” (Gusfield, 1987; cited in Chalip et al., 2000, p. 91) in order to 

reach and capture the attention of the greatest number of viewers. 

An example of vertical scripts occurred during the 1990 FIFA World Cup. The 

British broadcaster was introducing its audience to the Costa Rica team, which was to 

play Scotland. The announcers framed part of their pre-game coverage around the 

lack of skill of the Costa Rican goalkeeper in catching footballs kicked in the air 

towards his goal, which he may fail to catch or would drop, making it easier for the 

Scottish players to score (Tudor, 1992). Towards the end of the match, the play-by-

play commentator kept this script at the forefront of the viewers’ minds even though 

this goalkeeper had caught every ball kicked into the air toward his goal. The 

discourse of the announcers was altered to explain how and why the keeper was 

having success during this match. Additionally, the audience was provided with a 
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distinct script at the start of the telecast and the broadcaster ensured it maintained this 

script and kept focusing on it, creating increased interest in a game, and possibly in 

the other team (Costa Rica) (Tudor). Creating interest in more teams might increase 

the overall interest in the FIFA World Cup and total viewership numbers.   

A second way in which broadcasts are scripted or framed is to promote 

upcoming events or future programming (Billings et al., 1998) and this occurs often 

during sport events. This research has termed this concept horizontal scripting. 

Billings et al. (1998) found that during 1996 Summer Olympic Games held in Atlanta, 

USA, the NBC frequently promoted its other programmes to Olympic audiences. 

They found that there were large gains in audience viewership in NBC’s shows after 

the Olympics ended. This provided a strong indication that promoting future 

broadcasting, or utilizing horizontal scripts, was effective in increasing audience size. 

With the use of consistent and unified frames, a broadcaster is able to provide 

its viewers with discourse that has relevance to the lives of an audience. Moreover, 

the use of narratives and symbols can ensure that both vertical and horizontal scripts 

will provide additional meaning to viewers that may lead to an increase in audience 

numbers (Chalip et al., 2000). Through the use of frames, which become the 

individual scripted storylines, the media can encode messages into a telecast and 

provide audience members with meaning to support the mediation of viewers.  

A commercial broadcaster also seeks to mediate the audience through the use of 

messages that have relevance to viewers, in order to foster increased ratings for 

commercial programming. This occurs through the encoding-decoding of media 

messages (Hall, 1973). McCarthy, Jones, and Potrac (2003) noted that broadcasters 
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generally frame their telecasts in an attept to ensure that the audience interprets 

broadcaster discourse in the manner intended, which supports Hall’s (1973; 1980) 

encoding-decoding model. At the same time, broadcasters seek to reduce the 

relevance of other aspects of conflicting messages so as to downgrade its salience to 

the audience. The framing of the discourse affects the “viewer’s construction of the 

programme’s meaning” (McCarthy et al., 2003, p. 218) during a television broadcast. 

Through the use of framing and the construction of meaning, a broadcaster is 

able to mediate its audience during a television event. This is especially important 

during a series of linked and discrete events as a broadcaster mediates its audience for 

the duration of an event. These events can occur over a long period of time in some 

instances, such as the FIFA World Cup that lasts a month, or the Olympic Games 

which occur over sixteen days, or a national election campaign that can take months 

or most of a year. A commercial broadcaster should ensure that its messages are 

relevant to the largest proportion of the population as this will determine audience size 

which can be on-sold to advertisers and sponsors. As previously mentioned, a large, 

“reliable and returning audience” (Abelman & Atkin, 2002, p. 4) is extremely 

important for a broadcaster to sell to advertisers and sponsors. Both a commercial 

broadcaster and its sponsors seek a captive audience for their commercials, as the sale 

of an audience is the prime revenue generator for broadcasters.  

This leads to the end point of the model, but the starting point of this research. 

That is, how audiences are mediated to increase the size and commercial viability of 

that audience. The mediation of audiences is based on the framing process of 

including social frameworks (McCarthy et al., 2003) within a broadcast to provide 
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additional meaning to the viewer. Mediation is based on the narratives employed in 

scripts, and these scripts form broadcaster discourse, both spoken and visual, which 

are provided to the audience during a telecast. 

2.19 Summary of relevant literature 

The main focus of this thesis is on how framing and scripting were used by a 

mainstream broadcaster to capture, build, and maintain audiences for two NBA finals 

series. The first section of this chapter discussed the history of the modern media, 

forms of the media and media theory, highlighted how the media have grown in 

cultural significance since the advent of the printing press, and outlined the four 

aspects of an audience that were common no matter the format (print or electronic). 

These were: the media are open to all senders and receivers, the media operate on its 

own on behalf of its members, the media are essentially powerless, and participation 

in the media and their programming is done on a voluntary basis. 

Next, a discussion on hegemony and hegemonic discourse ensued, which noted 

that sport events are often the site for national unity and nationalistic discourse to be 

embedded in media texts. Following on this section, the theory of structuration and 

temporality were discussed. Further, it was shown that the media simultaneously both 

produce and reproduce culture during sporting broadcasts. Next, cultivation theory 

was discussed, which posits that heavy consumption of media (i.e., many hours on 

average) can be correlated with a skewed perception of reality. Thus, the more 

television a person watches, the greater likelihood that this person will feel that 

society mimics what is seen on TV. In a sporting context, if the media only show 
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“home” country athletes or only male athletes, then a viewer may believe that “home” 

or male athletes are superior. 

Media production was discussed in Section 2.7. It was noted that the production 

of sport began many hours before the event occurred. From choosing the “heroes” to 

feature or which sports will receive coverage if more than one occurs at the same 

time, televised sport will undergo an editorial process. It was further noted that a pre-

produced and researched storyline (or script) was important to ensure that a sport 

telecast focused on more than what viewers could see for themselves and to heighten 

the entertainment value of broadcast sport.  

The characteristics of an audience were discussed in the Section 2.8, which 

examined and reviewed how broadcasters attempt to ensure programming is 

consumed by the greatest number of people possible. This is because audience size 

relates to ratings, which are used as the basis for the price that commercial 

broadcasters request from advertisers and sponsors. As mentioned, audience 

preferences (i.e., which programmes receive high ratings) inform the media which 

programmes are desired and will be watched. 

Next, the six characteristics of media events were discussed in Section 2.10 and 

how the consumption of these events is essentially mandatory for society, such as the 

wedding between Prince William and Katherine Middleton. Section 2.10.1 outlined 

how the NBA finals qualified as a media event, as the finals met each of the six 

criteria. 
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Mediation and framing were the next two sections discussed in Chapter 2. First, 

the concept of mediation was explained and how it evolved out of Marxist thought 

and its relation to hegemony. Further, mediation was discussed in light of how 

meaning is given to events by social actors and the two forms of mediation that occur 

during sport broadcasts: Technical and spoken, in the form of scripted commentary, 

mediation. In addition, it was shown how Herman and Chomsky’s (2002) propaganda 

model informed how the media were reliant on advertising and sponsorship for 

revenue, which related to the concept of framing. Goffman’s (1986) primary 

frameworks formed the basis for the discussion of the framing of mediated 

communication. In the discussion on framing, it was shown how nationalistic symbols 

and/or cultural signifiers were embedded into the coverage of sporting events. Further, 

race and ethnicity were discussed in terms of how the media has portrayed these 

concepts during major sporting events. Last, this section concluded by comparing 

both vertical and horizontal framing and how the media use these two concepts to 

capture, build and retain audiences for the duration of the coverage of an event.  

The discussion on mediation and framing were outlined in Section 2.11 and 

Section 2.11.1, which described discourse and how the media seek to build audiences. 

These two sections defined discourse and outlined several studies that have been 

conducted during sport media events. This section led into the discussion on 

narrativising sport media texts. The concepts of rivalry, nationalism, embedded drama 

and biographical aspects of the personalities were reviewed. 

Sport media texts were discussed in Section 2.13 and the sport/media nexus was 

described in Section 2.15. This section defined these texts, which also noted that sport 
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and the media are mutually dependant on each other for financial survival. That is, 

sport needs the media for its success, and the media need sport for financial gain. The 

last section of Chapter 2 explained the Sport Broadcast Framing Model and how this 

sensitising model will guide this research to uncover how the ABC framed and 

scripted its coverage of the NBA finals to appeal to the greatest number of viewers. 

In conclusion, the Sport Broadcast Framing Model provides a theoretical model 

from which encoded discourse during sporting events can be analysed. Further, the 

embedded scripts that were utilised by the ABC during the coverage of the 2007 and 

2008 NBA finals will be uncovered through a post hoc reconstruction of scripts and 

then analysed in terms of literature discussed. 
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3 Methodology and Methods 

This chapter outlines the methodology that was used in the analyses of the 2007 and 

2008 NBA finals series and to address the two research questions. A mixed methods 

approach was employed to gather and examine each of the finals series individually. 

This research design allowed for the collection and analysis of both quantitative and 

qualitative data in the same study. It is also used to connect findings from different 

data sources (Creswell, 2009).  

The predominant methodological perspective employed in this research is 

qualitative. As framing focuses on the way in which messages are scripted and 

delivered this demands methods that enhance the understanding of these messages. In 

this research, a qualitative discourse analysis is employed while a content analysis is 

used for the quantitative research to better understand the framing of serial sport 

media events. 

Through the use of a mixed methods approach, this research incorporates a 

critical realist paradigm, which is related to social constructivism and positivism. 

Social constructivism is the paradigm that maintains that there are multiple realities 

and is known through the use of qualitative methods and “a value-laden axiology” 

(Jennings, 2005, p. 212). In social constructivist studies, researchers attempt to 

understand the outside world in which they live (Creswell, 2009). Research is framed 

in a situational context and narrow views and findings are not the end goal of this 

form of study. The findings of social constructivist studies frequently have a cultural 

element that situates the research in both social and historical contexts (Creswell). 
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Positivism refers to the school of thought that there are universal truths and 

behaviour can be expected and predicted. It has an objective epistemological stance 

and generally employs a quantitative methodology. Postpositivism is related to 

positivism, but it views the world as incomplete and can only be “imperfectly” 

known. It is a paradigm whose axiology is value free and generally utilises a 

quantitative methodology.  

Critical realism is a paradigm that is related to postpositivism in that “truths, 

laws and facts are fallible and theory bound to specific contexts” (Jennings, 2005, p. 

211). Critical realist studies, however, focus on a value free axiology and recognise 

that researcher bias might be included in the study, which can be controlled by 

ensuring that the method, data collection, and analysis are free of prejudice. Because 

critical realist studies are context specific, it is often the paradigm chosen by sport-

media studies as these events take place within a precise time period (Billings & 

Eastman, 2003; Eastman & Billings, 2001; Pedersen, Whisenant, & Schneider, 2003) 

and the ever-present position of the media during sporting events. 

This research attempts to control researcher bias by employing multiple 

researchers in the analysis stage, which is described in detail in Sections 3.6 and 3.7. 

Inter-coder reliability is assessed through Cohen’s (1960) Kappa calculations ensuring 

that the coders have correctly identified the themes in each of the subcategories. 

Discussion of this process is presented in Section 3.8. The method chosen for this 

research is a content analysis, which seeks to understand the systematic observation of 

units of data (Berelson, 1952; Riffe, Lacy, & Fico, 1998) and its justification for its 

use follows. 



104 

 

 Several known methods of studying messages broadcast by media outlets 

include (a) announcer discourse, which seeks to uncover any bias in the commentary, 

(b) content analysis, to quantitatively analyse the actual content of comments and 

remarks, and (c) effects, which can be both direct and indirect, and analyses the 

change in behaviour or attitude viewers exhibit after exposure to media messages. 

Each of these methods is discussed in turn. 

3.1 Announcer Discourse 

Announcer discourse has been widely studied in the realm of broadcast sport (Adams, 

2005; Bishop & Jaworski, 2003; Boyle & Monteiro, 2005; Leonard, 2004; Millward, 

2006; Tudor, 1992, 2006). Lukes (2000) revealed that “announcers no longer 

privilege the games they broadcast. Instead, they claim a status equal to the 

participant” (p. 78). Thus, for television audiences, announcers can possess celebrity 

status and hold similar persuasive appeals as players, making information they deliver 

powerful tools giving announcers the ability to pass cultural meanings on to their 

audiences through their insight (Billings & Eastman, 2003) during a broadcast event. 

For example, Knight et al. (2005) found that newspaper discourse and narrative 

during Canada’s and New Zealand’s participation in the 2000 Summer Olympic 

Games held in Sydney was framed to indicate that both nations performed poorly.  

During this event media outlets provided varying reasons to explain away failures to 

win many medals. Hence, discourse is a cultural phenomenon that the media use to 

provide consumers with meaning of an experience that is also socially constructed.  
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Broadcaster discourse is an intrinsically social event (Macdonell, 1986) and 

media frames typically personify discourse (Nicholson, 2007) in attempts to increase 

viewer interest during a broadcast, thus mediating its audience. Fiske (1987) writes 

that “discourse is a language or system of representation that has developed socially in 

order to make and circulate a coherent set of meanings about an important topic area” 

(p. 14). It is these meanings that this method of analysing announcer discourse 

examines.  

3.2 Content Analysis 

Another method of studying the media is through content analysis. Berelson (1952) 

found that content analysis was “a research technique for the objective, systematic and 

quantitative description of the manifest content of communication” (p. 363). Thus, to 

conduct a content analysis, the investigator is interested in the systematic observation 

of units of data (Riffe et al., 1998). By conducting a content analysis, large amounts of 

text are able to be systematically studied and analysed either quantitatively or 

qualitatively while maintaining objectivity during the research process (McQuail, 

2005; Neuman, 2003). Generally, it is assumed that the investigator is able to 

understand and quantitatively express the surface meaning of a text (McQuail, 2005); 

therefore, providing an objective tool to analyse data and give the researcher a method 

to study a concept without biasing the results (Jennings, 2001).  

Content analysis is frequently used in sport media analyses as there are 

typically large amounts of data that need collecting and analysing. In particular, this 

technique has been found useful in studying announcer discourse during an event; 

especially during longer events, such as the Olympic Games or various sport World 
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Cups, where the event may occur over several days or weeks and often with multiple 

broadcast feeds (Scott  et al., 2012). 

Content analysis is used to examine such topics as gender (e.g., Billings et al., 

2008; Billings & Eastman, 2002; 2003; Denhan et al., 2002; Eastman & Billings, 

1999, 2001; Sabo et al., 1996; Wensing & Bruce, 2003), race (e.g., Billings & 

Eastman, 2002; 2003; Bruce, 2004; Hartmann, 2007; McCarthy et al., 2003; Niven, 

2005; Sabo et al., 1996; Tzanelli, 2006), and nationalism (e.g., Billings & Eastman, 

2002; 2003; Billings & Tambosi, 2004; Poulton, 2004; Sabo et al., 1996; Scott et al., 

2012; Scott, Hill, & Zakus, in review; Tzanelli, 2006). These studies focused on 

media discourse and enabled investigators to explore effects that media networks may 

have on its audience. 

3.3 Media effects 

A third method of studying the media is through focusing on the effects that a media 

outlet has on its audience. Petty, Priester, and Brinol (2002) wrote that media effects 

have been studied and found to impact on audiences since the 1920s and 1930s, 

having a strong influence in propaganda. Two examples of the direct effects of the 

media on the general public include the response to “the 1929 stock market crash” (p. 

156) and the panic after the “radio broadcast of Orson Wells’ War of the Worlds in 

1938” (p. 156), which were both extensively reported in mass media. The initial 

assumption was “that transmission of information via mass communication produced 

direct effects on attitudes and behaviour” (e.g., Doob, 1935; Lippmann, 1922; cited in 

Petty et al., 2002, p. 156). Thus, the direct effects model of mediation posits that 
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media messages have a direct influence on viewers or listeners; however, these 

changes might only be short-term effects (McQuail, 2005). 

However, in later studies, findings identified that media effects also influenced 

audiences indirectly. Results from such studies, which occurs through a person’s 

cognitive dissonance within a situation, is characterised by a person’s motivation to 

reduce dissonance or discord through justifying one’s feelings and behaviours 

(Festinger, 1959). Cognitive dissonance explains how individuals typically will seek 

out information consistent with their own “attitudes, beliefs, and thoughts” (Raney, 

2011, p.80) and avoid conflicting stimuli. This process helps to explain the reasons 

that a person will select certain media programming while avoiding others (Raney).  

In media studies, Raney suggests that television viewers will select programming that 

is consistent with their beliefs and programmes that bring “pleasure to the viewer” (p. 

80). 

The indirect effects model assumes that a person will not change his/her 

behaviour or attitudes simply through media messages; however, reinforcement of 

media messages from influential opinion leaders, such as politicians has shown 

change (Petty et al., 2002). Thus, the indirect effects model indicates that the media 

have the ability to influence important opinion leaders (such as a prime minister or 

minister of parliament), who will influence the general public. Petty et al. (2002) 

suggest that it is a two-step process of influence. Therefore, individuals with 

significant clout aid in changing attitudes and beliefs more than the media messages 

alone and more than these individual would alone. Moreover, Lukes (2000) suggests 

that announcers now receive status equal to that of sports stars, therefore, both 
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commentators and the sport participants can influence audience attitudes and beliefs 

both directly and indirectly. 

Both the direct and indirect approaches are interwoven within the behavioural 

effects model, which is based on Bandura’s (2002) social cognitive theory. This 

theory posits that a human has the ability to be “self-organizing, proactive, self-

reflecting, and self-regulating” (p. 121) and not simply reactive consumers who 

follow media messages. The behavioural model is related to what a person does after 

the consumption of a media message. Harris (2004) writes that attributing a person’s 

behaviour directly to the media is difficult because researchers cannot be certain that 

this consumption or act, such as the buying of a Ford car after seeing an advertisement 

for a Ford car, is attributable to the advertisement or to a different aspect of a person’s 

thinking. Thus, measuring direct or indirect effects of media message on human 

behaviour is problematic and difficult to measure. 

A second method of studying direct and indirect effects of the media on viewers 

is to focus on attitudinal factors. This method hypothesises that the media attempt to 

affect viewer attitudes towards an entity (Harris, 2004). McQuail (2005) notes that 

this process conceives media effects as a one way process in which the audience is 

regarded as passive consumers of media messages. Attitudinal effects are related to 

the exposure of media messages, which is related to the concept of cultivation.  

Cultivation theory suggests that long term exposure to media messages will 

skew one’s perception of the outside world (Gerbner & Gross, 1976; Gerbner, Gross, 

Morgan, & Signorielli, 1980; Gerbner, Gross, Morgan, Signorielli, & Shanahan, 

2002). This method of analysing media effects began with “identifying the most 
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recurrent, stable, and overarching patterns of television” (Gerbner et al., 2002, p. 49). 

The use of this theory in media effects research is based on the notion that viewers, 

who consumed heavy levels of television (four hours or more per day on average), 

will view the outside world as mimicking that derived from their television 

consumption.  

In summary, there are many methods employed by researchers studying the 

media. The media and media discourse are inherently social institutions (Macdonell, 

1986) that can transform over time depending on cultural changes. Frequently, 

broadcasters provide multiple messages to their audience in order to mediate the 

audience and sell this audience to advertisers. This leads to the next section, which 

outlines the rationale of the methods used in this study, which seeks to uncover the 

thematic framing of broadcast messages by announcers. 

3.4 Methods in this study 

This thesis seeks to uncover latent and manifest themes that are encoded into 

broadcast scripts used to mediate audiences. As previously mentioned, the key focus 

of this thesis will be in revealing how an audience is created and maintained by a 

television broadcaster. This thesis seeks to reveal the narrative themes that emerge 

during a series of discrete and linked events in an attempt to ensure that viewer 

interest is cultivated and how viewers are influenced to watch more than one section 

of an event or the entire event and other programmes on the same network. 

In order to conduct this study, a content analysis of announcer narrative is 

required. Among the three methods previously discussed, a content analysis is the 
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most appropriate method of analysis. A content analysis is beneficial for uncovering 

the encoded messages of a broadcaster. Rose and Friedman (1997) write that 

announcer discourse “give[s] the viewer the tools he needs to perform a dominant 

reading of the sports text” (p. 6). As previously cited, a sport text can be anything 

spoken by an announcer or visually shown to represent sport to the viewer 

(Nicholson, 2007). With the use of sport texts, a narrative analysis can be conducted 

to uncover the encoded messages of a sport broadcaster. 

As shown in the SBFM, the discourse of a media outlet is a key feature for 

audience mediation during television broadcasts. A content analysis of announcer 

discourse will enable the identification of themes, which become the broadcast scripts. 

These scripts will be used to uncover the encoded messages of a broadcaster. 

Newbold (2002) noted that “the concept of narrative in moving image is best 

understood as being the events, both inferred and presented, that are told through the 

actions of characters ... this structure connects a beginning, middle, and end” (p. 130). 

Through a narrative analysis, the manifest and latent content of broadcaster messages 

will emerge. Manifest content refers to the obvious or clearly apparent meaning of a 

text (Sparks, 2009), while latent content refers to the hidden implication of a text 

(Sparks, 2009). This discourse can be based on the moving images that are shown on 

television or announcer commentary. 

Through the planned use of both visual and spoken narratives, viewer interest 

can be increased (Chalip et al., 2000) during a series of discrete and linked events. 

During a television broadcast, viewers are being told a story (Manoff, 1986; cited in 

Nicholson, 2007) through discourse. Viewers organise their experiences based on 
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their personal frames or schema (Gitlin, 1980; Nicholson, 2007) and also based on the 

narratives provided to them by a broadcaster. 

For example during the 2004 European football championship held in Portugal, 

there were many themes associated with the nation of Portugal and the Portuguese 

national team (Boyle & Monteiro, 2005). Some of these sport and nationalistic themes 

were: sadness after football defeats, victories on the football pitch representing 

national celebration and success on the global stage, and flag waving at the games that 

represented a symbolic nationalism. Markovitz (2006) noted that television 

broadcasters often sought to unite viewers in a collective memory using a common 

theme that many will remember. 

Often, there are ideas or stereotypes by which a group is characterised and a 

discourse provided to the viewer in order to provide meaning to the viewer. For 

example, the 1992 Summer Olympic Games held in Barcelona, Spain and the 1992 

Winter Olympic Games held in Albertville, France were studied and common themes 

were found surrounding female athletes (Daddario, 1994; 1997). These themes were 

similar to story lines that appear in soap opera programmes. Drama, the creation of 

mini-narratives, interpersonal conflict, and personal catastrophe are several examples 

of the overlap between soap operas and the discourse surrounding female athletes at 

both the Summer and Winter Olympic Games in 1992.  

Other studies have found stereotypical and hegemonic comments on basketball 

players (Denhan et al., 2002; Eastman & Billings, 2001; Tucker, 2003), while athletes 

of golf (Billings, 2003; Nylund, 2003) and tennis (Douglas, 2005; Schultz, 2005; 

Spencer, 2003) were also studied to uncover bias in the reporting of sport. Through 
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the analysis of sport texts, the manifest and latent content of a sport telecast can be 

analysed. This method allows researchers to uncover bias during the reporting and 

broadcasting of televised sport that enables a broadcaster to mediate its audience. 

Therefore, the method used for examination in this thesis was a content analysis 

of announcer narratives. Among the three methods previously discussed, content 

analysis was the most appropriate method of analysis for this study as it was the most 

useful in uncovering themes. More specifically, content analysis was used to uncover 

the thematic framing of a broadcaster’s telecasting of a series of linked sport events. 

To assist in identifying themes, broadcaster discourse was transcribed and was 

analysed using a grounded theory approach (Glaser & Strauss, 1967). 

Once data analysis was completed, the themes the ABC used to mediate the 

audience emerged. Themes derived from broadcast discourse provided an indication 

as to the encoding-decoding process of televised sport events, as well as possibly 

indicating further consequences of audience mediation. These themes are outlined in 

Sections 3.7.1 and 3.7.2. 

3.5 Empirical case 

The sport media event to be studied in this research is the annual National Basketball 

Association’s (NBA) final series. The NBA consists of thirty teams, arranged in six 

divisions and consisting of two conferences, which are located predominantly in the 

United States, along with one team in Canada. After a seven month-long regular 

season the playoffs begin with the top eight teams from each conference in a best-of-
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seven series format, which leads to a best of seven game finals series between the 

Eastern and the Western Conference winners.  

Each of the championship series was analysed twice; first, a qualitative 

analysis of announcer discourse was conducted to unearth the type of discourse that 

enabled the ABC to build and retain viewers. Second, a 15 category taxonomy was 

used to quantitatively analyse the series framing.  This study showed how the ABC 

framed each of the participating organisations and their home cities. In this study, all 

network commentary was analysed, thus, all comments about the players, coaches, 

and management were included. The rationale for analysing an annual finals series 

was provided in Sections 1.6 and 1.7. This study breaks ground by analysing the 

framing function of the media in an annual event occurring over a fortnight in early 

June.  

The NBA finals series was selected as the unit for analysis because it meets all 

criteria of media events (see Katz, 1980). These are: First, the NBA finals are 

broadcast live in the USA and in many other countries around the world. For example, 

in 2008 the NBA finals were telecast in 205 countries (National Basketball 

Association, 2008). Second, this event is planned by the NBA as they are the 

organising and governing body of this league and the NBA finals is not planned by a 

media organisation. Further, media outlets, broadcasters, and journalists hold this 

event in high esteem (Emrich, 2007; McCallum, 2007b; Taylor, 2007) leading to wide 

promotion and consumption. Third, the coverage of the NBA finals has many 

elements of drama and ritual. From the expectations of both teams and players to the 

rivalries between the players and teams, many storylines are embedded into broadcast 
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discourse by the media. Four, the finals are pre-planned, as the NBA regular season 

generally begins in late October and the finals begin in June making the final series 

more easily sold to advertisers and sponsors. Moreover, the NBA finals coverage pre-

empts other regular programming of the ABC. Five, the finals coverage is framed in a 

similar time and space each year. The finals only last between four and seven games 

and begins around the first of June annually. Six, the coverage of the finals is focussed 

on the participants. As noted in the analyses in Sections 4.2, 4.3 and 4.4.3.1, 

comments about the lives of the NBA players was a central focus of announcer 

discourse. 

To analyse two series of NBA finals enabled a longitudinal comparison of 

announcer discourse. Examining announcer discourse is important to understanding 

how the NBA finals were framed by a mainstream broadcaster to foster sustained 

viewership both in the basketball series and in other programming on the ABC. 

Moreover, the analysis of the finals provided an indication as to how culture was 

(re)produced by a mainstream media outlet. In addition, understanding the framing of 

the finals creates new avenues to uncover how mediated sport discourse is 

(re)produced for consumers. Further, the SBFM (introduced in section 1.6) guides this 

research to uncover how both announcer discourse and marketing messages are used 

in audience mediation to sustain ratings, which was used to sell advertising and 

sponsorships of the finals. 

3.6 Administration 

Each game of the 2007 and 2008 NBA finals was videotaped. The recordings were of 

the live versions of games between the San Antonio Spurs and Cleveland Cavaliers in 
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2007 and the Boston Celtics and Los Angeles Lakers in 2008. The games were from 

the ABC’s coverage of both series as this broadcaster holds the exclusive broadcast 

rights in the USA. The games were broadcast on 7, 10, 12, and 14 June in 2007 and 

on 5, 8, 10, 12, 15, and 17 June in 2008. 

In total, there were four games for analysis of the 2007 series and six games in 

the 2008 series. Each game was individually analysed in two parts, the first half and 

the second half, which were combined for a grand total of game commentary. Each 

game was compared to discover whether there were large similarities or differences in 

the discourse utilised by the announcers and any themes that were present during the 

coverage.  

Only the live play-by-play coverage was included, the pre-game, halftime and 

post-game shows were not included in the study. The investigation began when the 

pre-game studio announcers ended their show and the play-by-play and colour 

commentators began with their commentary of the finals games. Frequently, this was 

done several minutes prior to the actual tip-off. To begin analysing commentary 

before the actual game started provided yet another indication as to the framing of 

each series and each game. Tudor (1992) found that pre-game studio analysts will 

often begin a frame and play-by-play and colour commentators will use discourse that 

does not deviate from a pre-programmed frame to keep a selected frame in the minds 

of viewers. Tudor explains that the “commentary-driven process of ‘world 

construction’ can be seen at its clearest in those televised sporting occasions which 

extend over a considerable period of time” (p. 391-392). Thus, there are frames that 

broadcasters embed into the discourse of an event to ensure that a frame is sustained 
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throughout the duration of an event to allow the audience to focus on multiple 

storylines while watching an event. 

A content analysis must incorporate “objectivity, system and generality” 

(Holsti, 1969, p. 3) in order for it to be a reliable and valid method. Objectivity refers 

to the formation of rules prior to and during the coding process to aid in eliminating 

bias. If subjectivity was present when making inferences from the data, the results 

may become tainted (Riffe et al., 1998). System refers to the concept of including and 

excluding data, which must be conducted according to firmly defined rules that are 

applied consistently across the study. Generality is based on the fact that findings 

must be theoretically relevant to both research and society.  

The transcribed body of text was analysed focusing solely on the descriptors 

used by the announcers. A taxonomy of descriptive commentary was created based on 

the initial game of each series. When conducting a content analysis a reformulation of 

categories is permitted (Thiâetart, 2001). Fifteen minutes were randomly selected 

from each game, which were coded a second time and compared to those of the initial 

findings to ensure inter-coder reliability according to Cohen’s Kappa (1960) equation. 

Inter-coder reliability is outlined in Section 3.8. 

3.7 Instrumentation 

Content analysis was employed to uncover the framing and scripting used in these 

finals series. The live coverage of the ABC broadcasts was transcribed verbatim using 

Dragon NaturallySpeaking software (version 9). As previously mentioned, only play-

by-play commentary was included in the sample. Once the live discourse was 
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transcribed, there were 409 total pages of commentary: 175 from 2007 and 234 from 

2008. In total, there were 176,321 words spoken by ABC employees: 84,146 in 2007 

and 112,175 in 2008.  

Play-by-play commentary was considered to have started once studio analysts 

stopped their broadcast and the game play-by-play and colour commentators took 

over. As in previous studies (Billings & Eastman, 2003; Billings & Tambosi, 2004), 

only network commentary was included in the study. Once transcription was 

completed, 20% was scrutinised by a second trained coder to ensure that both the 

content and context of the transcription sheets matched what was said during the live 

coverage. This second inspection ensured that the transcription sheets were able to be 

analysed and results of these examinations would be reliable and valid. 

Any commentary by coaches, players, referees or audience members was 

excluded from the study, as there is little control over the remarks made; whereas, 

ABC broadcasters and commentators remarks are scripted or guided by editors and 

producers (Eastman et al., 1996). Descriptive comments were defined as “any 

adjective, adverb, adjectival, or adverbial phrase” (Billings & Tambosi, 2004, p. 161). 

Thus, any neutral commentary or play-by-play comments were not included in the 

quantitative analyses, as these did not indicate application of discourse that guided the 

telecasts through commentator opinion. 

3.7.1 Instrumentation – quantitative analysis 

The quantitative content analyses were performed using an existing taxonomy 

developed to analyse basketball games (Scott, Zakus, & Hill, 2009). A modified 
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version of this taxonomy was previously used to analyse football/soccer games (Scott 

et al., 2012). In the analysis of the series framing, a 15 category taxonomy was used 

and is shown in Table 3.  

 To ensure that each category was mutually exclusive, a layering process was 

conducted on the 15 categories. Wimmer and Dominick (2006) suggest that “a 

category system is mutually exclusive if a unit of analysis can be placed in one and 

only one category” (p. 160). To ensure that each theme of this study was mutually 

exclusive, a layering process was conducted on each descriptive comment by ABC 

announcers. To assist this process, the researcher sorted all descriptors into groups 

based on belongingness to provide an exhaustive list that reflected announcer 

commentary of the NBA finals (Eastman & Billings, 1999). Further, in the analysis of 

announcer discourse, one category was created to enable generic comments that could 

not be readily coded into one of the 14 other categories. This category was: Positive 

descriptors. When announcers described the play, a filtering process was conducted to 

ensure that descriptive comments could be coded into one of the categories. When a 

generic positive comment was spoken and could not be placed into one of the other 13 

categories, then it was coded in the category positive descriptors. For example, after a 

pass that led to a scoring basket in game four of 2008, Breen (12 June) noted: “Nice 

pass - Odom to Gasol”. As this comment could not be readily applied to any of the 

other 14 themes, it was placed into the group of positive descriptors.  

The purpose of these analyses was to unearth the way in which the teams, 

coaches, managements, and players were portrayed by the ABC. Non-parametric chi-
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square tests were conducted first using a ratio of 50:50, and then using the overall 

commentary percentages as the expected scores.  

Adjusting the expected scores to reflect the actual commentary percentages is 

frequently conducted in sport media studies (e.g., Billings & Eastman, 2003; Billings 

& Tambosi, 2004). If one of the teams received the bulk of the commentary, then it 

can be assumed that they would have also received the bulk of the commentary in 

each of the 15 categories (Billings & Tambosi, 2004). Thus testing at 50:50 ratio may 

yield additional significant results, which would not be significant when expected 

scores are adjusted to reflect overall proportion of commentary. Table 3 outlines the 

15 categories that were analysed and a descriptor indicating the usage of these themes 

by announcers. 
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Table 3 : Taxonomy of quantitative themes 

Taxonomy of Descriptive Comments 

Theme Label Example of theme 

1 Athleticism “He is so athletic around the rim” 

2 Appearance/looks “Looks tired today”, “Look at the 

sweat on his shirt” 

3 Background “He stands 6 foot, 5 inches”, “He 

plays in the summer for Argentina” 

4 Motivation “He really went for it there” 

5 Skill “He is a great three-point shooter”, 

“He is the all-time leader in field goal 

percentage for his team” 

6 Coaching “He is a rookie coach” 

7 History “They played in the 2005 

championships together” 

8 Work ethos “He was always practicing these shots 

for his club” 

9 Leadership “The other players follow his lead” 

10 Mentality/composure “He has a high basketball IQ” 

11 Creativity “He is such a clever player” 

12 Speed “He is so quick with the ball in the 

open court” 

13 Experience “He has never played in the finals” 

14 Negative descriptors “A poor defensive play there” 

15 Positive descriptors “Nice pass there” 
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3.7.2 Instrumentation – qualitative analysis 

In this study, there were 10 games that comprised the dataset, four from the 2007 and 

six from the 2008 finals series. To determine the themes that were present in the 

games, the initial game of each series was analysed. A grounded theory approach 

(Glaser & Strauss, 1967) was adopted during the coding process. Each theme was 

noted on the transcription sheets. Themes or frames that were related were grouped 

together; for example, comments about a player’s personal life and/or the university 

that a player attended were grouped in the background theme (Scott, 2008).  

As this research sought to uncover the underlying frames and themes, it was 

decided that a salient theme would need to appear on at least one occasion in 50% of 

the games; that is, in two games in 2007 and in three games in 2008 finals. To include 

themes that were only present in less than 50% of the games would have increased the 

total themes and would have changed the intention of this study from a series analysis 

to a game analysis. The 14 themes that were used in the overall analysis, the 

framework classification; both social, natural, or hybrid frameworks and an indicative 

example of commentary for the 14 themes are displayed in Table 4 and results of 

Research Question 1 are presented in Section 4.4. 
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Table 4: Themes derived from the qualitative content analysis 

Themes derived from the qualitative content analysis 

Theme Label Framework type Example of theme 

1 Announcer coaching Social “I would have left Garnett in the game to try and finish this quarter with my best 

offensive and defensive line-up”. 

2 Announcer experience Social “I remember in 2000 playing against the Lakers it was overtime. I walked over 

to Reggie Miller and the coaching staff and said let me get him for one 

possession let me shut him down” 

3 Background Natural “Gasol has played in so many big games in his international career in the 

national team with Spain. They won a World Championship” 

4 Celebrities Natural “Well they're all over the place, Eddie Murphy [and] Sylvester Stallone. We 

showed so many of them before, as we said it would take forever to show them 

all. A lot of them are even in like the fifth or sixth row that shows you how 

many celebrities there are” 

5 Comparisons Social “You know I have been a vocal probably been the most vocal guy comparing 

Kobe Bryant with Michael Jordan and I will say it right now with 2:31 left to go 

in your season, Michael Jordan would not live with Pau Gasol making the plays, 

Kobe Bryant has to be the facilitator to close out this ballgame” 

6 Expectations Social “This was not expected. Tonight a blowout for the Celtics” 
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7 Experience Hybrid “When you talk about finals experience Fisher certainly has that. He won three 

championships with the Lakers in 2000, 01and 02. [He] [w]as on the team that 

lost in all four as well. He was the third leading scorer in those championship 

teams behind Kobe Bryant and Shaquille O'Neal. He's a big-time playoff 

performer” 

8 Fans/crowd Natural “Crowd again getting a little quiet. There is some anxiety in the Staples Center 

for the Laker fans” 

9 Mentality Social “So efficient, so precise, they make each other better on the defensive end by 

helping and it’s contagious, it takes over with the same mentality offensively” 

10 Provocative Discussion Points Social “Well if a guy has 25 points and nine rebounds, is that worse than 10 points and 

10 rebounds? I dare not say” 

11 Quotes Hybrid “And just to go to Drew Gooden's point right there, you can't just play. You just 

can't just play. Right there you got to know Robert Horry on the side pick and 

rolls always slips (sic). It’s a combination of both, it’s preparation that frees you 

to play with that freedom by knowing what the other team is doing” 

12 Rule explanation Hybrid “The definition of a flagrant foul is unnecessary contact. It has nothing to do 

with going for the head or the ball” 

13 Series format Natural “You can see all of the games here on ABC. Games three and four - Tuesday 

and Thursday in Cleveland. Game five in Cleveland as well with the 2-3-2 

format.  And games six and seven in San Antonio”. 

14 Sponsored vignette Social “Tonight’s aerial coverage brought to you by Goodyear. Get there on the Silent 

Armor (sic) technology” 
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3.8 Inter-coder reliability 

This study employed Cohen’s kappa for inter-coder reliability. Kappa scores are 

superior to other intercoder reliability equations, such as Holsti’s (1969) equation 

because chance agreement between coders is eliminated. In this study a second trained 

coder was used to ensure reliability of the coding. The second trained coder was an 

employee of a media company whose job was the production and scripting of 

promotional and marketing messages during radio broadcasts. Thus, this person was 

ideally suited to be a second coder for this research as the production processes of the 

media were well-known. 

 The transcription sheets were used to record (a) the team of the player being 

described and (b) the resultant descriptor code. Once the analysis of all ten games was 

complete, 15% of each game was randomly selected to be analysed a second time to 

ensure reliability of coding.  

In the quantitative analyses, inter-coder reliability scores ranged from 75.50% 

to 86.00% in the analysis of the 2007 NBA finals and from 77.80% to 87.60% in 

2008. In the qualitative analysis, inter-coder reliability scores ranged from 83.40% to 

90.20%. Thus, good levels of reliability were achieved in all three analyses (Riffe et 

al., 1998; Wimmer & Dominick, 2006).  

3.9 Concluding remarks 

In summary, this thesis analysed two series of sport broadcasts and the media’s 

framing of the coverage of the NBA finals in an attempt to generate and maintain 

large numbers of audience viewers, which can be commodified as a group and on sold 
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to advertisers and sponsors. This study uncovered themes that were included in 

discrete and linked events to entice further viewing of a broadcaster’s programming. 

Results of these analyses are presented in the following chapter. The SBFM provided 

a source of inquiry into the effects of media discourse on a broadcast and how 

sponsors were included in the direct coverage of an event instead of only during 

advertising breaks. 
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4 Chapter 4 - Results 

The purpose of this research was to analyse a sport media event to uncover how 

discourse was used by a broadcaster to create, build, and maintain a television 

audience for the duration of serial and linked sport events. As the scripts used by the 

media are not publicly available, this research sought to identify how sport 

commentary was scripted. Through the analysis of encoded discourse, which formed 

research question one, the scripts used by the American Broadcasting Company 

(ABC) during the 2007 and 2008 National Basketball Association (NBA) finals 

became evident. Throughout this chapter, a sensitising model, which was labelled the 

Sport Broadcast Framing Model (SBFM) (see Figure 1, which has been reproduced 

here to ease readership), as previously discussed in Sections 1.6 and 2.9, was used as 

the basis for the analysis of scripting by the ABC. 
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This chapter presents the overall results for this research. First, the total number 

of comments is examined based on the point totals from both series. Second, results of 

the two content analyses are presented. Next, research question one is dissected on 

how primary frameworks were used in media broadcasts of the finals series. Last, 

specific results are revealed on the use of horizontal and vertical scripts by sport 

broadcasts and how they reflect the application of primary frameworks, which was the 

basis for research question two.  

4.1 NBA finals – discourse 

There was a large discrepancy in the amount of commentary that was expressed by 

announcers during the 2007 and 2008 NBA finals. An explanation for the disparity in 

the total amount of commentary may be, in part, due to the number of points scored. It 

can be assumed that if a basketball game is high scoring there will be more announcer 

commentary because the game would be played faster. Thus, the gap in discourse may 

be explained by the speed of play. Tables 5 and 6 show the game and series point 

totals and averages. As previously mentioned, all abbreviations used in this research 

were presented in Table 2. 

Table 5: 2007 NBA finals game and series point total 

2007 NBA finals game and series point total 

2007 CLE SAS Total points - game 

Game    

1 76 85 161 

2 92 103 195 

3 72 75 147 

4 82 83 165 

Total points - series 322 346 668 
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Table 6: 2008 NBA finals game and series point total 

2008 NBA finals game and series point total  

2008 LAL BOS Total points - game 

Game 

  

 

1 88 98 186 

2 102 108 210 

3 87 81 168 

4 91 97 188 

5 103 98 201 

6 92 131 223 

Total points - series 563 613 1176 

 

In 2007, the teams scored 668 total points, which averaged 167 per game. In 

2008 the teams scored 1,176 total points, which averaged 196 per game. Accordingly, 

nearly 30 extra points on average were scored per game, which equates to an 

additional 0.625 points per minute of game. Thus, part of the discrepancy in discourse 

may be attributable to the pace at which the game was played. It was unexpected that 

there would be such a large difference in the amount of spoken discourse between the 

2007 and 2008 NBA finals series. Additional longitudinal analyses are suggested to 

be conducted on annual sporting events to uncover differences in total discourse. This 

recommendation is presented in detail in Section 6.2. 

4.2 2007 NBA finals – series framing 

The 2007 NBA finals series was analysed to uncover significant differences in the 

way in which the players representing San Antonio Spurs and the Cleveland Cavaliers 

were portrayed. Analysis of this series also provided an indication into the framing of 

the teams by the ABC. In total there were 1315 comments, of which 778 or 59.16% 
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were toward Cleveland and 537 or 40.84% were for San Antonio. Non-parametric 

chi-square tests were conducted first using equal proportions and then using 

commentary percentages as the expected scores. Table 7 shows the raw scores and 

percentages for each of the 15 categories. 

Table 7: 2007 Series Framing Raw Scores and Percentages 

2007 Series Framing Raw Scores and Percentage 

Descriptor CLE % SAS % Total 

1 Athleticism 31 65.96 16 34.04 47 

2 Appearance/Looks 37 82.22 8 17.78 45 

3 Background 97 53.01 86 46.99 183 

4 Motivation/Determination 15 42.86 20 57.14 35 

5 Skill 41 39.81 62 60.19 103 

6 Coaching 55 67.90 26 32.10 81 

7 History 105 63.64 60 36.36 165 

8 Work Ethic/Effort 13 46.43 15 53.57 28 

9 Leadership 30 58.82 21 41.18 51 

10 Mentality/Composure 68 67.33 33 32.67 101 

11 Creativity 11 27.50 29 72.50 40 

12 Speed 17 30.91 38 69.09 55 

13 Experience 27 67.50 13 32.50 40 

14 Negative Descriptors 81 83.51 16 16.49 97 

15 Positive Descriptors 150 61.48 94 38.52 244 

Total   778 59.16 537 40.84 1315 

 

At a 50:50 ratio, athleticism 2 (df=1, N = 47) = 4.787, p < 0.029, appearance 

2 (df=1, N = 45) = 18.689, p < 0.001, skill 2 (df=1, N = 103) = 4.282, p < 0.039, 

coaching 2 (df=1, N = 81) = 10.383, p < 0.001, history 2 (df=1, N = 165) = 12.273, 

p < 0.001, composure 2 (df=1, N = 103) = 10.573, p < 0.001, creativity 2 (df=1, N 

= 40) = 8.100, p < 0.004, speed 2 (df=1, N = 55) = 8.018, p < 0.001, experience 2 
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(df=1, N = 40) = 4.900, p < 0.027, negative descriptors 2 (df=1, N = 97) = 20.750, p 

< 0.001, and positive descriptors 2 (df=1, N = 244) = 12.852, p < 0.001 were all 

significant. More specifically, appearance, coaching, history, composure, experience 

negative descriptors, and positive descriptors were significant towards the Cleveland 

Cavaliers. Whereas, comments regarding athleticim, creativity, speed, skill 

significantly favoured the San Antonio team. 

In the second investigation into the framing of the 2007 NBA finals, which 

used the overall commentary percentages (40.84% for San Antonio and 59.16% for 

Cleveland) as the expected scores, there were five significant results. At these 

expected scores, appearance 2 (df=1, N = 45) = 8.563, p < 0.003, skill 2 (df=1, N = 

103) = 19.327, p < 0.001, creativity 2 (df=1, N = 40) = 16.595, p < 0.001,speed 2 

(df=1, N = 55) = 18.168, p < 0.001, and negative descriptors 2 (df=1, N = 97) = 

20.750, p < 0.001 were all significant. More precisely, appearance and negative 

descriptors were significant towards the Cleveland Cavaliers. Whereas, comments 

regarding skill, creativity, and speed significantly favoured the San Antonio team. 

4.3 2008 NBA finals – series framing 

In the second analysis of a series, the 2008 NBA finals were analysed to compare and 

contrast the ways in which the two participating teams, the Los Angeles Lakers and 

the Boston Celtics, were characterised. In total, 2,214 descriptive comments were 

articulated by ABC network employees. The Lakers team received 1018 total 

comments or 45.98%, while the remaining 1,196 or 54.02% were describing the 

Celtics team. As was the case for the 2007 NBA finals series, non-parametric chi-

square tests were conducted using two expected scores. These were: 50:50 and the 



132 

 

overall commentary percentages. Table 8 shows the raw scores, percentages and totals 

for each of the 15 categories. 

Table 8: 2008 Series Framing Raw Scores and Percentages 

2008 Series Framing Raw Scores and Percentages 

Descriptor LAL % BOS % Total 

1 Athleticism 10 30.30 23 69.70 33 

2 Appearance/Looks 20 48.78 21 51.22 41 

3 Background 90 40.36 133 59.64 223 

4 Motivation/Determination 37 62.71 22 37.29 59 

5 Skill 97 41.99 134 58.01 231 

6 Coaching 58 36.71 100 63.29 158 

7 History 140 42.17 192 57.83 332 

8 Work Ethic/Effort 19 36.54 33 63.46 52 

9 Leadership 39 46.99 44 53.01 83 

10 Mentality/Composure 91 48.92 95 51.08 186 

11 Creativity 35 57.38 26 42.62 61 

12 Speed 30 44.12 38 55.88 68 

13 Experience 24 70.59 10 29.41 34 

14 Negative Descriptors 142 63.39 82 36.61 224 

15 Positive Descriptors 186 43.36 243 56.64 429 

Total   1018 45.98 1196 54.02 2214 

 

At a 50:50 ratio, eight of the 15 categories exhibited significant results. These 

were: athleticism 2 (df=1, N = 33) = 5.121, p < 0.024, background 2 (df=1, N = 

223) = 8.291, p < 0.004, skill 2 (df=1, N = 231) = 5.926, p < 0.015, coaching 2 

(df=1, N = 158) = 11.165, p < 0.001, history 2 (df=1, N = 332) = 8.145, p < 0.004, 

experience 2 (df=1, N = 34) = 5.765, p < 0.016, negative descriptors 2 (df=1, N = 

224) = 16.071, p < 0.001, and positive descriptors 2 (df=1, N = 429) = 7.573, p < 

0.006. More specifically, athleticism, background, skill, experience and negative 
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descriptors were significant toward the Lakers, whereas coaching, history, and 

positive descriptors significantly favoured the Celtics.  

In the analysis at 50:50, it was found that the Celtics team was described in 

more positive terms and as the more skilful team. Additionally, the Lakers were 

characterised more negatively, which was not unexpected, as the Celtics won the 

series four-to-two. Thus, it can be assumed that the winning team would be more 

skilful than the losing team. Further, the losing team can be assumed to make more 

mistakes and therefore be characterised more negatively. 

In the second investigation into the framing of this series, the overall percentage 

of commentary was used as the expected score to test for significance. These 

percentages were, as noted above, 54.02 for the Celtics and 45.98 for the Lakers. At 

this level of analysis, four categories exhibited significant results. These were, 

motivation 2 (df=1, N = 59) = 6.650, p < 0.010, coaching 2 (df=1, N = 158) = 

5.468, p < 0.019, experience 2 (df=1, N = 34) = 8.289, p < 0.004, and negative 

descriptors 2 (df=1, N = 224) = 27.344, p < 0.001. Motivation, experience and 

negative descriptors were significant toward the Lakers, whereas coaching 

significantly favoured the Celtics. 

Results of the quantitative analyses of the 2007 and 2008 NBA finals were 

presented in Sections 4.2 and 4.3. Section 4.4 outlines how primary frameworks 

(natural, social and hybrid) were employed by announcers in an attempt to create 

narratives that captured viewers’ attention and enabled the ABC to mediate the 

audience. 
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4.4 Research Question 1: How are primary frameworks used by the media during 

broadcasts of serial sport events? 

Research question one sought to analyse the framing of a single sport event that is part 

of a series of events. Through the utilisation of these frames the media seek to ensure 

that audience size can be maintained or enlarged when these events take place. 

Research question one sought to uncover how primary frameworks were used by the 

media during broadcasts of a finals series. As noted previously, natural frameworks 

refer to the unguided and undirected consumption of an event (Goffman, 1986); 

however, this research acknowledges that all comments by announcers can be guided 

by producers and directors, as discussed in Section 2.11.1. In contrast, social 

frameworks convey opinion through the selection of and emphasis on one aspect of a 

communication text (Entman, 1993; Goffman, 1986). Further, this study found an 

additional primary framework, which was labelled hybrid.  

At time during commentary announcers would provide their opinion about a 

topic, which reflected an application of social frameworks. In other instances, 

commentators did not guide the consumption of the finals, when discussing the same 

topic; thus natural frameworks were applied through broadcast discourse. This was 

the rationale for creating a third framework. As announcer discourse did not 

consistently reflect either social or natural frameworks when three themes were 

discussed. These three themes were: Experience, quotes, and rule explanation. An 

example of the application of hybrid frameworks was shown by Jeff van Gundy in the 

second game in 2008. He informed viewers that a travelling violation could be called 

on every play if officials rigidly followed the rulebook, thus providing viewers with 
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natural frameworks as he explained the rules. Further, Van Gundy provided his 

opinion that rigidly following the rules would ruin the NBA, thus employing social 

frameworks to viewers: 

[Jeff Van Gundy]. I'll tell you a rule to ruin the NBA - it's called straight by 

the book. You would call travelling on every single possession. So if you 

want to ruin NBA basketball, call it straight by the book (8 June 2008). 

4.4.1 Social frameworks 

The mediation of an audience is related to the inclusion of social frameworks within a 

telecast, which provide supplemental meaning to viewers. Mediation is based on 

narrative discourse, both spoken and visually employed in scripts, which form the 

encoded messages during a telecast. Through the inclusion of social frameworks, the 

media attempt to provide additional motives for viewing a broadcast during 

consumption of sport media events. These cues are tactics the broadcaster employs in 

an attempt to increase interest in an event.  

During television broadcasts the media provide polysemic structures to the 

audience. These can be in the form of multiple narratives or storylines; embedding a 

variety of stories, which include festivals and ceremonies; and layered symbols, such 

as the use of logos, mascots, and flags (Chalip, 1992). Through the analysis of social 

frameworks, it was found that there were nine narrative social framework storylines 

embedded into the coverage of the finals. These will be discussed below in 

alphabetical order by framework type.  
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4.4.1.1 Announcer coaching 

Announcer coaching was characterised by comments by the broadcasters which were 

related to educating viewers on the strategy during a series and provided viewers with 

the colour commentators’ opinion of what could presumably occur. These comments 

typically were associated with colour commentator Jeff van Gundy, as he is a former 

NBA coach and coached a team in the NBA finals (National Basketball Association, 

2010a, 2010c). Thus, he was ideally situated to explain detailed characterisations of 

coaching related aspects of basketball. This frame also provided an indication to 

television viewers of the expertise of the colour commentator. 

In the 2007 NBA finals, Jeff van Gundy’s history and expertise of coaching in 

the finals was frequently discussed. Furthermore, Van Gundy’s team set a record for 

the fewest points per game average in a finals series. This record was set during the 

1999 finals by the Knicks, which lost to the Spurs in the finals. This was a topic of 

discussion during the 2007 finals in the third quarter of the fourth and final game. 

Mike Breen refers to the lowest scoring team in the history of the NBA finals: 

[Mike Breen]. While the Cavs scored 20 points in the first quarter, only 14 in 

the second and they have 14 right now [in] the third with a minute seven to go. 

The fewest points-per-game in NBA finals is 79.8. 

[Jeff van Gundy].  Guilty. 

[Mike Breen]. If was Jeff van Gundy’s Knicks back in ‘99. They lost in five 

games to the Spurs. 

[Jeff van Gundy]. But that's just part of the story, tell the whole story. 
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[Mike Breen]. There were some injuries. 

[Jeff van Gundy]. Exactly (14 June 2007). 

This conversation between these two announcers provided viewers with an 

indication of the expertise of one of the announcers. In addition, these comments 

presented viewers with statistics of the NBA finals. Last, this dialogue also indicated 

that there was a coaching history between the Spurs team and Van Gundy. 

4.4.1.2 Announcer experience 

During the telecasts of both finals series, the experience of both colour commentators 

was a salient theme. Both Mark Jackson and Jeff van Gundy would compare what was 

occurring in 2007 and 2008 to their past experiences in the finals. Jackson’s 

comments were typically associated with the game-play and players. He would often 

analyse the on-court play and compare it past finals. Additionally, there were also 

comments regarding players’ expertise. He would, furthermore, link this proficiency 

and instruct viewers to mimic the NBA finals participants’ play, which would enable 

viewers to become better basketball players. Van Gundy’s commentary was 

characteristically related to the strategy of the series or game scenarios and the 

coaching staff. Moreover, he would comment on the coaches’ strategy based on his 

personal experience as a coach. 

During the 2008 finals, there were several finals montages, which featured 

players of the Lakers and the Celtics discussing what it would mean to win the NBA 

championship. During the third game in 2008, there was a finals montage that 

featured Celtics player, Kevin Garnett, who indicated that winning the championship 
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was his singular goal in the NBA. After this montage was aired on television, there 

was a dialogue between all three announcers about the finals histories of Jackson and 

Van Gundy, and their definition of a winner: 

[Mark Jackson]. The only thing I would disagree [with] was his statement. 

That trophy is not the only thing that signifies that you are champion. Kevin 

Garnett, guys I’ve played with like Patrick Ewing, Reggie Miller those are 

champions. You don't have to win it all to be a champ. 

[Jeff van Gundy]. And I agree. I always - my thing is, did you do everything 

in within yourself to become a champion? If you did, then you are 

champion. Whether you win the trophy or not. A lot of it is who you play 

with, who you play against. Hey, anybody born in the Jordan era was out of 

luck, no matter how great a player you were. 

[Mark Jackson].  You talking about me? 

[Jeff van Gundy].  And me, we were out of luck, man. 

[Mike Breen]. For a long time. 

[Jeff van Gundy]. Why couldn't Jordan have been born a little later or little 

earlier in life? (10 June 2008).  

This conversation points to the experiences of both Jackson and Van Gundy 

and highlights the difficulty they had winning a championship while former player 

Michael Jordan was in the NBA. This discussion also pairs the experiences of the 

announcers with the history of the NBA and one of its greatest players, Michael 
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Jordan (National Basketball Association, 2001b). Moreover, it points to the definition 

of a winner from both commentators perspectives, while linking their personal 

experiences with those of other former NBA star players: Patrick Ewing (Hoopedia: 

The basketball wiki, 2010a) and Reggie Miller (Hoopedia: The basketball wiki, 

2010b). In addition, the use of both former players helps to situate Jackson’s career 

experiences, as he played with both Ewing and Miller during his career. Furthermore, 

Van Gundy’s coaching experience is highlighted as he coached Ewing in both New 

York and Houston. The personal experiences of the announcers allowed the ABC to 

embed discourse that served to inform viewers of the expertise of these commentators 

and personify the telecasts around the experiences of the commentators. 

4.4.1.3 Comparison  

The third social framework that became evident during the 2007 and 2008 NBA finals 

was comparison commentary. This theme was typified through discourse that 

compared current finals participants to players of a different era. On other occasions, 

the performance of each team was compared to past teams or the series was described 

in historical terms.  

In game two of the 2008 finals, Pau Gasol of the Lakers is compared to former 

NBA player and finals winner Hakeem Olajuwon: 

[Jeff Van Gundy]. Great left hand jump hook [Gasol]. Off the little Hakeem 

Olajuwon-type dream shake to get a little separation (8 June 2008). 

This quote provides an indication of the skill of Gasol and how he was 

characterised by the announcing crew. In particular, this type of comparison works as 
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a bridging-the-gap comment, as a connection is made between two generations of 

players. This may increase the interest in the finals for older viewers as they will be 

presented with comparisons that link former NBA players with current participants. 

Thus, nostalgia was embedded into the coverage through the comparison 

commentary.  

In other instances, references were made to current players. During game four 

of the 2008 finals, Mark Jackson refers twice to the play of Kobe Bryant after he 

passed to teammate Trevor Ariza. He referred to Bryant’s performance as similar to 

current Celtics player Paul Pierce. This was in reference to the way that Piece passes 

the basketball to Ray Allen. The second suggestion was that Bryant’s feat mimicked 

Phoenix Suns player Steve Nash:  

[Mark Jackson]. But it's something else when you can trust your best player 

to make the right play. That penetration by Bryant - similar to what Pierce 

did with Allen - gets the jumper for Ariza. 

[Mark Jackson]. And really Kobe Bryant has been the difference. 

Offensively he puts the ball on the floor almost like Steve Nash. Once he 

leaves the floor he [was] looking to make the right play. The right play was 

a cross-court pass to Ariza in the corner all by himself (12 June 2008) 

As evidenced from this passage, Jackson compares the same performance of 

Kobe Bryant to two current players, one of whom is competing in the finals. 

Additionally, the opinion of Jackson is provided to viewers about the skill of Bryant. 

In particular, his play is compared to two-time Most Valuable Player of the NBA 
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Steve Nash (National Basketball Association, 2010b, 2010d), which might have 

increased the interest in Kobe Bryant, the Lakers, and the 2008 NBA finals, as 

viewers were provided with cues about other NBA stars. These other players may 

have a fan base that will tune in when Bryant plays because of these connections. 

Thus, there would be an increased interest in televised NBA games. This concept is 

discussed with relevant literature in Section 5.4.1.3.  

4.4.1.4 Expectations 

The theme of expectations was characterised by announcer commentary that provided 

viewers with an indication of what could generally be expected from a player, a team, 

or the series. This frame included comments about the game-to-game expectations of 

the commentators. An example of this frame took place during the fourth and final 

game of the 2007 finals: 

[Mike Breen]. Alright, what is the thought of the Cavaliers right now? 

There's really no pressure. The expectations are gone. No-one expects them 

now to even win a game, so they can almost play loosy-goosy (sic) correct? 

With this dialogue, the broadcaster framed part of the telecast based on the past 

performance, while providing viewers with additional information on what might be 

expected during this game. 

4.4.1.5 Mentality 

An aspect of the broadcast discourse that added a personal element for colour 

commentators was the mentality of the players. During the telecasts in 2007 and 2008 

of the NBA finals, both Jeff van Gundy and Mark Jackson were able to comment on 
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their past experience in the play-offs and finals, and to pair these comments with the 

possible mental state of the participants in these series. The theme of mentality was 

typically paired with the announcer experience theme. Another aspect to the mentality 

frame was the state of mind of the players, which was subject to change based on past 

performance. 

During the finals, there is at least one day between each game. This allows the 

framing of the mentality of the players and coaches to change. Consequently, the 

mentality theme changed often during each series based on the performance of the 

players. In game five of the 2008 finals, Mark Jackson comments on the offensive 

mentality of Kobe Bryant and how Bryant was performing: 

[Mark Jackson]. I think that is the right mentality. If you're Kobe Bryant 

when you have the ball, look to be aggressive. When other guys have the 

basketball, they can be aggressive then, but you have to be the guy that (sic) 

has your foot on the pedal all night long (15 June 2008).  

At the start of the fourth game of the 2007 finals, Jackson discussed the 

mentality that the Cavaliers would have after losing the first three games. In this 

dialogue, evidence is provided in regards to the mentality of the Cavaliers players. 

Jackson states that Cleveland could play very relaxed as there were no expectations 

for them to win the fourth game, or the series. 

[Mark Jackson]. There really is no pressure. You are exactly right about 

that. What I like about games like this is it shows the character of each 
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individual. If you want to tank it in and go on vacation and say we 

accomplished something or do you want to fight back? (14 June 2007). 

4.4.1.6 Provocative Discussion Points 

The sixth social framework theme was provocative discussion points. Typically, 

commentary about this theme was associated with statistics, scoring, and advice (i.e., 

“how to” statements). Through the use of this theme announcers were able to provide 

the audience with their attitudes and assessments of the finals. Further, these 

discussion points may have elicited viewer engagement in discussed topics, as 

viewers may talk about these items with each other if viewing the NBA finals in a 

social setting. 

An example of provocative discussion points occurred during the 2007 series, 

when Cleveland player Drew Gooden recorded a double-double, which occurs when a 

player reaches double figures (i.e., ten or more) in two statistical categories (Zegers, 

2010). Jeff van Gundy provides viewers with his view about double-doubles: 

[Jeff van Gundy]. And Mike, he's got a double-double, Drew Gooden. I'm a 

big fan of those double doubles. 

[Mike Breen]. You hate those things. 

[Jeff van Gundy]. Oh man. 

[Mike Breen]. Overrated stat in your eye right, why do you think? 

[Jeff van Gundy]. Well, if a guy has 25 points and nine rebounds, is that 

worse than 10 points and 10 rebounds? I dare not say (14 June 2007). 
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Through the provision of announcer provocative discussion points, the 

consumption of the finals was guided by commentator discourse. This indicated 

application of social frameworks during the telecasts of the NBA finals. 

4.4.1.7 Sponsored vignette 

In the framing of sporting broadcasts, there are three broad categories of marketing 

used during televised events. These are: promote third party goods and services; 

promote direct participation in sport; and the promotion of future viewing of 

television programming (Mullin, 1983). The theme of sponsored vignettes was 

included to investigate the use of these messages. It was found that many segments of 

the finals coverage were sponsored. In particular, post-commercial break sections 

were often the site for sponsored messages. Thus, both the ABC and sponsoring 

companies guided the consumption of the finals coverage. 

The 2007 and 2008 NBA finals were used as a platform for businesses to 

promote goods and services during the coverage of these series. In the analysis of this 

category of sport marketing, the commercials that were aired during advertising 

breaks were not included in the sample. Only visual or spoken messages during game-

play were incorporated. Three subthemes emerged in the category of promoting goods 

and services. These were: promoting the NBA online store; the sponsorship of game 

segments, such as the halftime show and player of the game voting; and the 

incorporation of third party companies into the coverage of the finals. 

The theme of sponsored vignettes formed a fundamental aspect of the SBFM. 

In particular, sponsored aspects of the broadcasts enabled the ABC to embed vertical 
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frames within each telecast. At the beginning of each game, viewers were informed of 

several “players to watch”. This segment was sponsored by a Hollywood film in each 

year; in 2007 the sponsor was Fantastic Four: Rise of the Silver Surfer, and in 2008, 

the movie Hancock sponsored the “players to watch” segment. This allowed the ABC 

to introduce a sponsor into the telecast during play-by-play commentary, instead of 

only during commercial breaks, when viewers may tune out. The embedding of 

sponsors into the live broadcasts is discussed in Section 5.4.1.5. 

4.4.2 Natural Frameworks 

Natural frameworks refer to the unguided and un-coerced viewing of an event 

(Goffman, 1986). As previously mentioned, a theme had to be present in a minimum 

of 50% of the games. Of the 14 salient themes from the dataset, four were considered 

to be natural frameworks. These were: Background, celebrity, fans/crowd, and series 

format, as network employees were not attempting to guide the viewing of the telecast 

with these discourses. 

4.4.2.1 Background 

Commentary related to a player’s non-NBA career or life was a salient theme in both 

2007 and 2008. The use of a participant’s biographical information aids in 

personalising the coverage of the NBA finals (Nicholson, 2007), which may result in 

fostering increased ratings. Announcers used this theme to inform the audience on 

personal aspects of the participants’ lives, such as where a player was born, played 

university or college basketball, and/or a player’s international experience; thus 
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employing natural frameworks, as consumption of these comments was not guided by 

announcer discourse.  

An example of natural frameworks surrounding a player’s background was 

provided by Mike Breen during game four of the 2007 finals. In between game three 

and four, the partner of LeBron James gave birth to their second child. In the first 

quarter, Breen comments: 

[Mike Breen]. Lebron James, he's a new daddy again. Just before one this 

morning, his girlfriend gave birth to their second child. Another boy (14 

June 2007). 

In other instances, background commentary provided information about current 

series players, while also informing viewers of other NBA players.  

In the following vignette, Mike Breen highlights the birthplace of 

Cavaliers’ player Andersen Varejao , who is from Brazil. Breen also notifies 

viewers to the sport that Varejao played as a child. Last, Breen lists other NBA 

players who are from Brazil:  

[Mike Breen]. You talked about soccer before, that’s what Varejao played 

as a kid a lot in Brazil. But he got too tall and his dad told him “forget about 

soccer start playing some basketball”. Brazil, of course, very well-

represented in the NBA. [Leandro] Barbosa, this year’s the NBA’s 6th man 

winner. Nene, when he’s been healthy; we’ve seen how good he is. [Rafael] 

Araujo, of course playing with Utah after starting with Toronto (10 June 

2007). 
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The theme of background allowed announcers to increase the knowledge of 

NBA players for viewers. In particular, biographical commentary enabled the ABC to 

personalise the NBA finals for viewers who may not know the participants (Cantelon 

& Gruneau, 1988). 

4.4.2.2 Celebrity 

The theme of celebrity was deemed to be a salient theme, as it was brought up by 

announcers in every game. Even though celebrity was not a basketball specific theme, 

it did, however, indicate application of polysemic structures. In this case, casual 

viewers are provided with an additional story or storyline to follow over the course of 

each series (Chalip, 1992). Furthermore, it has previously been shown that celebrities 

are frequently used by various media outlets to cross-promote between television 

programmes and other media (Turner, 2005).  

This frame was judged to be a natural framework as announcers informed the 

audience which famous athletes, musicians, and/or movie stars were in attendance at a 

game. Mike Breen illustrates an example of the use of the celebrity frame during 

game three of the 2007 finals, which occurred after a commercial break and as a lead-

in to the game recommencing: 

[Mike Breen]. Here at Quicken Loans Arena, a hot ticket again. A lot of 

celebrities, the great Jim Brown, Peyton Manning munching on his hot dog, 

it's his off-season guys, and, of course, our obligatory Eva Longoria shot 

and perhaps a future NBA star Greg Oden who perhaps will be the number 

one pick (12 June 2007). 
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In this vignette, Breen provides viewers with a list of famous individuals who 

are attending the game in Cleveland. In addition, the actress Eva Longoria is shown 

on television and is mentioned on air. As previously noted, she acts on the ABC 

television show, Desperate Housewives (American Broadcasting Company, n.d.). The 

theme of celebrity was commonly used by announcers after a commercial break as a 

lead-in to game-play. This theme allowed announcers to focus commetnary on aspects 

that were not basketball related, which provided viewers with an additional motive for 

viewing the finals. 

4.4.2.3 Fans/crowd 

The third natural framework often utilised by announcers was commentary on the 

fans/crowd who attended a game. This theme enabled announcers to remark about 

crowd reactions (i.e., cheering or booing a play). Commentary on the fans or crowd 

was a common element in the broadcast, as another storyline could be embedded into 

the coverage. This theme was deemed to be a natural framework, as announcers did 

not guide the telecast through the use of crowd commentary.  

This theme informed viewers of the atmosphere in the stadium. In the first 

game of the 2008 finals series, crowd comments were frequently used by announcers. 

In the first quarter of game one, Mark Jackson provided viewers with commentary 

about the mentality of players, which was paired with a comment about the crowd.  

[Mark Jackson]. You can just sense the environment here; the crowd going 

crazy. Guys realise that it's a different game (5 June 2008).  
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This example illustrates that crowd commentary provided the ABC with 

another storyline that was embedded into the telecasts of this event.  

4.4.2.4 Series format 

The third natural framework that was embedded into the coverage of the 2007 and 

2008 NBA finals was series format. This theme was used by announcers to inform 

viewers of the series format, which differed from other playoff series. Although this 

theme was related to horizontal framing, series format differed as it dealt with the 

explanation of the series, whereas horizontal framing applied social frameworks, as 

viewers were guided from one programme to another through announcer discourse.  

As previously mentioned, the promotion of future sports viewing is one of the 

three categories of sport marketing used during televised events (Mullin, 1983). Thus, 

the theme of schedule was included as the series schedule and series format was used 

during each game of both series. In addition, Billings et al. (1998) and Newton et al. 

(2009) found that audience ratings can be increased through the promotion of other 

network programming during telecasts. Thus, this theme uncovered how the 

description of the series format was utilised by the ABC to maintain viewers during 

the finals. 

During the first quarter of game one in 2008, Mike Breen comments on the 

format of the series. In this example, Breen also indicates the start time for the pre-

game show, while promoting this show and the subsequent games: 

[Mike Breen]. [The] format for these finals 2-3-2. Game two back here in 

Boston on Sunday. Our coverage begins at 8:30 PM GMC NBA Countdown 
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and tipoff shortly after nine o'clock. The first two games in Boston, the next 

three in Los Angeles at the Staples Center (5 June 2008). 

Through the use of the series format theme, the ABC was able to promote 

future viewing of the NBA finals. This allowed the ABC to explain differences in the 

finals format to viewers while also employing horizontal framing in the promotion of 

future games. 

4.4.3 Hybrid Frameworks 

As previously mentioned, three of the 14 themes were considered hybrid. The 

rationale to create a third category of themes was due to the shifting nature of 

discourse related to these three themes. In some instances, announcers provided 

viewers with factual information that did not indicate that the discourse was guiding 

the viewing; whereas, in other occurrences, announcers were informing viewers 

through the provision of opinion. 

4.4.3.1 Experience 

The past experience of a participant (generally players) was cited frequently by 

announcers. This type of commentary was specifically related to remarks about a 

player’s basketball career. In addition, statements describing the current play-off 

season were included in this category. However, comments about the current series 

were excluded, as these were included in the horizontal framing theme. 

In the first game of the 2007 finals, Mike Breen introduces Sasha Pavlovich to 

viewers while pairing this commentary with additional biographical information. In 

this example, Breen notes that Pavlovich is from Serbia and Montenegro, which 
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informs viewers about the background of the player, while also indicating that 

Pavlovich was a vital player for Cleveland in 2007. Thus, Breen employed both 

natural framework commentary (Pavlovich’s homeland) and social framework 

commentary (Pavlovich was an important player for his team): 

[Mike Breen]. Sasha Pavlovich, an up and coming player. 4th year out of 

Serbia and Montenegro. He’s become an integral part this year, was a spot 

player the first couple of years for Cleveland, inserted into the starting line-

up and has produced (7 June 2007). 

In general, experience commentary was provided to viewers at the start of each 

series (i.e., in the initial two games), which allowed the broadcaster to inform viewers 

about the lives and histories of the participants. Therefore, the history of finals 

participants was a salient theme. This theme was characteristically used by 

broadcasters to inform viewers about the past basketball experience of finals 

participants.   

4.4.3.2 Quotes 

Over the course of each series, interviews were conducted at the end of each quarter 

and at halftime with players and coaches. It became evident that both play-by-play 

and colour commentators would utilise players’ and coaches’ comments in announcer 

discourse of assessments of the game. Thus, the theme of quotes was created to 

include non-employee discourse when commentators paraphrased interviewee 

discourse. As previously noted in Section 3.7, only network discourse was included in 
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this study; thus, during an interview with a coach, player, or anyone else, only the 

discourse of the ABC employee was included in the study.  

To illustrate the use of the quotes theme, Mike Breen provides commentary 

during the first quarter of game six of the 2008 finals. In this commentary, Breen 

indicates that Celtics player Kevin Garnett played poorly in the finals. To demonstrate 

this, Breen compares Garnett’s game five performance with the sixth game and 

concludes that Garnett has improved: 

[Mike Breen]. Garnett second straight jumper. He’s only shooting 40% 

from the field in this series. […] Garnett triple teamed, momentarily, tough 

shot, it's good. He said his game, when asked about his game five, “it was 

trash”. That's the way you describe it. He said, “I can do better and I will”. 

So far, he's doing a lot better eight points here in the first quarter and the 

Celtics back up by two (17 June 2008). 

4.4.3.3 Rule explanation 

The final hybrid theme was rule explanation, which was typified through announcer 

commentary explaining a rule; this explanation indicated the use of natural 

frameworks. In other instances, announcers gave their opinion of a rule or suggested a 

rule change, which guided the telecast; thus, social frameworks were utilised. 

During each series there are often moments when rules were explained by 

announcers. This aided viewers to understand the rules of the NBA. It also indicates 

ABC’s use of polysemic structures through the inclusion of additional storylines 

(Chalip, 1992). During game one of the 2007 finals, Mike Breen explains a flagrant 
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foul and notes the penalty when such a foul is committed (National Basketball 

Association, 2001a). Breen states that any avoidable contact can be construed as a 

flagrant foul and the penalty is two free throws plus possession of the ball: 

[Mike Breen]. The definition of a flagrant foul is unnecessary contact. It has 

nothing to do with going for the head or the ball. And it is a flagrant foul. A 

flagrant one. That means two shots and the ball (7 June 2007).  

As evidenced from the quote above and the characterisation by Jeff van Gundy 

from Section 4.4, the theme of rule explanation allowed announcers to educate 

viewers on NBA rules. In addition, this theme provided announcers with an 

opportunity to apply social frameworks as commentators gave their opinions of NBA 

rules. 

4.5 Research Question 2: How are vertical and horizontal scripts applied (by the 

media) through primary frameworks during sport telecasts of serial sport 

events? 

Throughout the 2007 and 2008 NBA finals, it was evident that scripts were used by 

the ABC. This research aligned the 14 salient themes into three groups; social, 

natural, and hybrid frameworks. Through the insertion of multiple storylines, the 

media are able to provide viewers with cues to guide the viewing of an event. These 

prompts allow the media to increase interest in the event. This additional interest does 

not necessarily have to be in the actual event, such as the games or series, but other 

aspects, such as the celebrities in attendance or a favourite announcer. 
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Research question two aimed to uncover how horizontal and vertical scripts 

were applied in the coverage of the 2007 and 2008 NBA finals during ABC’s live 

telecasts of these series. Through the purposeful planning of narrative, the media 

(through commentator discourse) were able to include many varied storylines 

associated with the sporting event.  

Narrative stories are able to be focused by the media by scripting and editing 

the content the viewer sees or hears (Katz et al., 1981). Thus, embedding natural, 

social, and hybrid framework discourse into the coverage of an event allows the 

media to script its coverage to ensure that audience attention is captured and 

sustained. This is due, in part, to a commercial broadcaster’s need to ensure its 

telecasts, whether sport or other, builds and maintains viewership. This led Abelman 

and Atkin (2002) to note that broadcasters seek dependable and habitual viewers. 

Television networks seek to mediate the audience to foster returning viewership. As 

such, research question two sought to uncover how social, natural, and hybrid 

frameworks were embedded into horizontal and vertical scripting to ensure that 

audience attention can be increased.  

4.5.1 Horizontal framing 

A significant element of broadcast discourse pertained to reviewing past games and 

playoff series, while looking ahead to future games. This was classified as horizontal 

framing. It was generally demonstrated by announcer commentary which provided 

viewers with information that led viewers to the next game, or comments promoting 

upcoming programmes on the ABC. An additional characteristic of horizontal framing 
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was reverse-framing. This occurred when announcers provided viewers with 

information of past elements of the NBA season.  

Forward horizontal framing has been found to increase audience ratings in other 

programmes on the same network (Billings et al., 1998). Thus, the ABC promoted its 

other shows and the future telecasts of the NBA finals:  

[Mike Breen]. The upcoming schedule for the series, which resumes in LA 

on Tuesday. Games three, four, and five out in LA. Game four Thursday, 

game five Sunday, and the Celtics will head west with the two-nothing lead. 

Final score Celtics 108 and the Lakers 102. This has been a presentation of 

ESPN, the worldwide leader in sports. Coming up next on most of these 

ABC stations - except for the West Coast - is your late local news. For 

complete postgame coverage of tonight's game go to ESPN and 

SportsCenter. (8 June 2008). 

From this script it is evident that Mike Breen is promoting the rest of the series, 

as he informs where and when the games will be played. Moreover, the subsequent 

programme on ABC is promoted, the late local news, while ESPN and ESPN’s sport 

news programme SportsCenter is mentioned as well. Thus, Breen promotes ABC’s 

news while also promoting ABC’s other television stations.  

Through horizontal framing, the ABC was able to inform viewers of all aspects 

of the series that had occurred or was still to come. Thus, announcers aided in 

capturing and maintaining audience interest in the NBA finals. Through commentator 

discourse, viewers were also provided with information about other ABC 
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programmes, which may have increased the ratings of those programmes as viewers 

may continue to consume ABC programming. Horizontal framing is a key aspect of 

the SBFM, as viewers are provided with pre-programmed meaning about a series. 

Pre-produced discourse has been shown to enable a broadcaster to mediate its 

audience most effectively and ensure that telecasts both inform and entertain viewers 

(Silk, 1999; Whannel, 1981). Thus, the successful mediation of the audience can 

result in increased ratings for television programmes, which may result in an increase 

in revenue from sponsors and advertisers. 

Announcer discourse was personified by the ABC to insert multiple and varied 

storylines into the coverage of the finals. This embedding of storylines is in-line with 

Chalip’s (1992) usage of polysemic structures which can increase interest in the 

coverage of an event. Often, the theme of background information was paired with 

other themes to provide additional meaning to viewers. Throughout both series, 

announcers often discussed a player’s background to increase knowledge of the 

participants during the NBA finals.  This script signifies application of primary 

frameworks through discourse that increased viewers’ motives for finals telecasts 

consumption. In the first game of 2007, Mike Breen comments on Cavaliers player, 

Sasha Pavlovich, which was used in section 4.6.2.1 to outline the experience theme: 

[Mike Breen]. Sasha Pavlovich, an up and coming player, 4th year out of 

Serbia and Montenegro, he’s become an integral part this year, was a spot 

player the first couple of years for Cleveland, inserted into the starting line-

up and has produced (7 June 2007) 
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During the second game in 2007, Breen also presents background information 

about this player: 

[Mike Breen]. Pavlovich is a good scorer. In his 4th year, he’s only 23 years 

old, from Serbia-Montenegro. 3rd year with Cleveland, but this is the first 

year that he got a lot of minutes. He improved his defence; he’s always been 

a very good offensive player, now he plays both ends of the floor (10 June 

2007). 

These two comments inform viewers of the background of Pavlovich and his 

improvement as an NBA player. As evidenced from these two passages, there is a 

distinct link between them.  In the first comment, Pavlovich is characterised as a spot 

player, which means he did not receive consistent playing time during his first several 

years. Whereas, the second comment informs viewers that Pavlovich received more 

minutes per game in 2007, because he improved his defence. Throughout both finals 

series, there was a consistent link between background comments within and between 

telecasts that announcers used, which reflects use of horizontal scripting. This enabled 

the ABC to provide a consistent script when telecasting the finals and apply reverse-

framing techniques to guide the consumption of the finals. 

Colour commentators explained the coaches’ game strategies through the use of 

the themes of announcer coaching and announcer experience. These two themes were 

often paired with other frames to include multiple narratives during colour 

commentary. Some of these storylines included historical aspects, such as past 

participants or statistics; quotes were also used to support an announcer’s opinion; and 
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the experience of coaches and players was used to cue viewers on what may occur 

during a game or a series.  

During the 2008 NBA finals, colour commentator Mark Jackson mentioned his 

past playing career and linked these comments with other prominent, former NBA 

players. The first remark was in response to comments by current Celtics player 

Kevin Garnett, who provided viewers with his opinion on the definition of an NBA 

champion during an NBA finals vignette in game three. This excerpt was also used to 

indicate application of the announcer experience theme: 

[Mark Jackson]. The only thing I would disagree was his statement. That 

trophy is not the only thing that signifies that you are champion, Kevin 

Garnett, guys I’ve played with like Patrick Ewing, Reggie Miller those are 

champions. You don't have to win it all to be a champ (10 June 2008). 

This second remark from Jackson occurred during the fifth game in 2008. Mike 

Breen told viewers that a Celtics player had requested to guard Kobe Bryant in the 

fourth game, then Breen’s comment was compared with Jackson’s finals experience 

and how Jackson also requested to guard Bryant in the 2000 NBA finals. 

[Mark Jackson]. At the end of the day you have to be able to defend. I 

remember in 2000 playing against the Lakers it was over-time, Kobe Bryant 

was putting on a show. I walked over to Reggie Miller and the coaching 

staff and said “let me get him for one possession, let me shut him down”. 

He scored and that was it. Reggie switched back (15 June 2008). 
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A significant aspect of horizontal frames was the review of past games or 

matches and to refer viewers to what might be expected from future games. As noted 

above horizontal scripts commentary was paired with the theme series format to 

inform viewers about the series, such as the time and place of the ensuing games. In 

the ABC programming schedule and finals format theme, the broadcaster embedded 

natural frameworks into the coverage, while simultaneously promoting other ABC 

shows.  

This aspect of the broadcast framing indicates application of Mullin’s (1983) 

concept of promoting future viewing of programmes (sport or otherwise) on the ABC. 

Furthermore, this indicates application of social frameworks, as viewers are directed 

to watch other finals games and other programmes on the ABC. Thus, the ABC is 

mediating its audience through the use of the combination of horizontal framing and 

the series format theme. 

[Mike Breen] Reminder, game three it's Tuesday night at the Staples Center. 

Lakers and the Celtics. Coverage begins at 8:30 [PM] with GMC NBA 

countdown. Tip-off shortly after nine. Again a 2-3-2 format with games 

three, four, and five in Los Angeles (8 June 2008). 

[Mike Breen]. Game six will be Tuesday, back at the new Garden. Our 

coverage kicks off at 8:30 [PM] Eastern-time. Tip-off shortly after nine. 

Games six and seven back in Boston in the 2-3-2 format (15 June 2008). 

As shown in the two examples above, the series format frame followed a 

consistent script. In particular, Breen’s explanation of the finals schedule was similar 
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each time the format was mentioned during the series in 2008. In addition to the 

consistent scripting of series format commentary, the NBA finals started with the 

same sponsored pregame show at 8:30 PM on game day, and the tip-off to the finals 

was always mentioned to start “shortly after nine.” Thus, there was predictable 

discourse that was presented to viewers and the games also started at a consistent 

time, which enabled the ABC to have a “reliable and returning” (Abelman & Atkin, 

2002) audience. 

Horizontal framing formed an integral aspect of the framing of the NBA finals 

by the ABC. Horizontal framing commentary informed viewers of past games, while 

also promoting the continued consumption of upcoming NBA finals games. The 

concept of horizontal framing was often paired with one or more of the fourteen 

themes that were outlined above to provide viewers with multiple storylines in order 

to capture, build, and maintain audiences. 

4.5.2 Vertical framing 

Vertical framing was extensively used to guide viewers from one section of a telecast 

to another; what this research has labelled forward-framing. Forward-framing was 

characterised by references to watch the halftime show and/or other ABC 

programming such as the news and the Jimmy Kimmel Live show. Further, reverse-

framing was also a salient feature of vertical framing. ABC announcers alerted 

viewers to segments of the broadcast that may have been missed. These concepts were 

also outlined in detail in Section 2.11.1. This element of broadcast discourse enabled 

ABC to inform viewers of aspects of the telecast that had previously occurred. 
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Vertical framing is characterised by commentary that informs viewers about 

what happened during the coverage of a game; such as recapping the first half of play 

for viewers. Moreover, this theme also analysed messages that alerted viewers to 

aspects of the telecast that were still to be aired, such as the promotion of the halftime 

show during the first quarter. A prominent aspect of reverse vertical framing was to 

ensure that viewers were aware of past sections of the broadcast. This allowed the 

ABC to continually draw upon frames that were pre-programmed into the coverage 

(Eastman et al., 1996, Smith, E., personal communication, 9 January 2009).  

A second aspect of this type of framing was the inclusion of sponsored features 

of the telecasts. This was salient during the televising of the NBA finals. In particular, 

there were many segments of the broadcast that were aired with a sponsoring 

company. Many of the highlight packages were sponsored by third party 

organisations, such as the Coors Light Cool Tracks and the Fantastic Four to Watch. 

The inclusion of sponsors into the coverage of the NBA finals shows application of 

social frameworks as the viewing of the finals was guided by sponsoring companies 

of the ABC. In particular, the sales of these companies may increase due to their 

association with the telecasting of the finals (Brennan, 2009; Shilbury, Westerbeek, 

Quick, & Funk, 2009). 

Vertical framing commentary provided viewers with a depiction of the game. 

Furthermore, the vertical frame commentary updated viewers on the past segments of 

the game. Thus, viewers who have not watched the entire game are made aware of the 

sections missed. These comments were often linked with sponsored vignettes; such as 

T-Mobile’s sponsorship of the halftime show and player of the game, and other third 
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party sponsored segments, such as the Fantastic Four to Watch or the Heroes of the 

Game (presented by the film Hancock). The following vignette outlined a typical 

“sponsored players to watch” segment of the 2008 finals. Initially, a finals vignette 

would be shown in between short clips of the Hancock film. At the end of the video, 

play-by-play announcer Mike Breen would continue the discourse by introducing 

another sponsored section of the broadcast. In the example below, there is a voiceover 

presenting the sponsored vignette between the Heroes of the Game and the film 

Hancock. Then Breen presents a second sponsored section, the Verizon Wireless 

Game Track, which informs viewers how two players are performing during game 

one: 

[Voiceover - unknown voice] There are heroes. There are Superheroes and 

then there's Hancock. [Visual discourse]: Hancock presents Heroes of the 

Game. 

[Mike Breen]. Here at the new Garden, fans on their feet watching an NBA 

finals game in person for the first time in 21 years. As our Verizon Wireless 

game track, it’s the Celtics up by four. Kobe Bryant has been solid, he also 

has six assists. Paul Pierce spraining his knee early in the third quarter 

carried off comes back, erupts late in the third as Boston now getting on 

track (5 June 2008). 

In the fourth game in Los Angeles, the star of the movie, Will Smith, was 

interviewed by sideline reporter, Michelle Tafoya. After their conversation, colour 

commentator, Jeff van Gundy compares the Celtics’ energy to that of the character 
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Hancock. In addition to the Hancock comparison, Van Gundy also comments on 

another movie in which Will Smith acted: 

[Jeff van Gundy]. Hey, the Celtics need some Hancock-type energy right 

now. They need that guy to start to jump up to the sky. Now Hitch was a 

great movie - Kevin James - if there is anyone funnier than Kevin James I 

want names (12 June 2008). 

A final example that indicates how vertical frames included sponsored vignettes 

during announcer commentary was described by Mark Jackson in the sixth and final 

game in 2008. Jackson noted that the Celtics were playing defence very well: 

[Mark Jackson]. The way the Lakers - the Celtics - are defending. If the 

Lakers signed Hancock, I'd still pick the Celtics (17 June 2008). 

Another aspect of vertical framing was discourse by announcers to inform 

viewers of which celebrities were attending the games, during non-game situations of 

the broadcasts, such as the time immediately following a commercial break; thus, this 

theme was used as a lead-in to the resumption of the telecasts. 

In the 2008 finals, the discussion of celebrities is outline by Breen, who 

comments on two celebrities who attended game three. Further, Breen noted that it 

would take a long time to show television viewers all of the celebrities in attendance:  

[Mike Breen]. Well, they're all over the place Eddie Murphy [and] Sylvester 

Stallone. We showed so many of them before. As we said it would take 

forever to show them all. A lot of them are even in like the fifth or sixth 

row. That shows you how many celebrities there are (10 June 2008). 
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There were many celebrities in attendance at the fourth game of the 2008 finals. 

Breen commented that the arena was “packed” with famous people; several of whom 

he pointed out when the camera focused on them. Furthermore, Breen noted that Will 

Smith had previously been interviewed on-air: 

[Mike Breen]. Here at the Staples Center in Los Angeles, again packed with 

celebrities, David Beckham, basketball royalty with Kareem [Abdul-

Jabbar], he was introduced before the game. Diane Cannon, of course a long 

time season ticketholder for so many of Magic’s [Johnson] games. Recently 

retired champ, Floyd Mayweather Jr., Flea, I'm told from the Red Hot Chilli 

Peppers. Of course, we heard from Will Smith, and his wife sitting 

courtside. And of course, NBA fan Jack Nicholson (12 June 2008). 

As evidenced from the quotes listed and explained above, the theme of 

celebrities was often discussed utilising vertical frames. Another salient aspect of this 

script was the use of commentary about the in-arena crowd/fans. In particular, 

announcers drew upon this theme when the crowd was either loud and cheering or 

quiet. Announcers’ comments about this theme typically attempted to introduce 

emotion into the telecast. Thus, words that would produce an emotional feeling were 

normally characteristic of this theme. For example, in game six of the 2008 finals 

Mike Breen comments on the crowd noise and the effect it could have on the Lakers 

team’s mentality: “but this could be so deflating especially with this crowd so fired 

up” (17 June 2008). This comment indicates the excitement that the Boston crowd 

was displaying during this game and was indicative of the commentary about the 
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crowd of the 10 games that formed the dataset. In addition, this comment also clued 

viewers into the mentality of the Lakers team.  

4.6 Summary 

Overall, this research analysed two NBA finals series and found that there were 14 

salient themes that formed the basis for non play-by-play discourse. In addition, this 

study uncovered how horizontal and vertical scripts were embedded into the game and 

series coverage by announcers to foster sustained viewing of the finals. Further, the 

quantitative analyses of the 2007 and 2008 NBA finals outlined how each series and 

the participating teams and players were portrayed by ABC announcers using a 15 

category taxonomy. 

In the qualitative analysis of the 2007 and 2008 NBA finals, the first research 

question aimed to uncover how the ABC used primary frameworks during the 

broadcasting of a finals series. In particular, it sought to uncover how these 

frameworks were used during the telecasting of first, one-off or discrete and second, 

serial sport events. Through framing, the media seek to increase audience size by 

including multiple storylines in a broadcast (Chalip, 1992; Wenner, 1998). 

Results of this thesis uncovered 14 salient themes used by announcers during 

the NBA finals in the analysis of research question one. Of these, seven were social 

framework frames, four were natural frameworks, and there were an additional three 

hybrid frames. Social frameworks were characterised by the inclusion of opinion that 

guided the viewing of the finals telecasts. Whereas, four themes were judged as 

natural frameworks as announcers did not attempt to guide the telecasts through their 
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comments. Finally, the category hybrid was used as these themes were not 

consistently utilised as either natural or social frameworks. In some instances, 

announcers guided the telecasts with through their use of these frames, which indicate 

application of social frameworks.  

Research question two revealed how announcer discourse was used to mediate 

the audience through the use of the 14 themes during both vertical and horizontal 

framing. This research question found many associations between themes that allowed 

commentators to embed multiple storylines within and between games to attempt to 

capture and maintain audience interest in the finals series. As previously noted, the 

purposeful planning of narrative, through editing and scripting, aids a broadcaster in 

attempting to ensure that announcer comments and the resulting storylines “translate 

‘what happened’ into a program that makes ‘good television’” (Gruneau, 1989, p. 

135). 

In the quantitative analyses, it was found that the 2007 NBA finals was framed 

from a Cleveland perspective, as the Cavaliers received significantly more comments 

than did the champion San Antonio team. Further, six of the seven significant results 

at 50:50 ratio favoured Cleveland. In the second analysis at the game percentage ratio, 

two of the four results were significant to each team. 

The examination of the 2008 NBA finals revealed that announcers significantly 

discussed the Boston Celtics team more than the Los Angeles Lakers. In the analysis 

at 50:50 ratio, there were six significant results; three of which favoured each team. 

The second investigation tested the data at the overall commentary percentages and 

three significant results were found. Of these, two favoured the Lakers team. 
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The following chapter discusses the findings of this research and the 

implications of the results. Both NBA finals series are discussed, then the two 

research questions are examined with relevant literature. The SBFM is analysed 

throughout the discussion of how primary frameworks were employed by the ABC 

and how vertical and horizontal scripts were embedded into the coverage of two finals 

series. 
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5 Chapter 5 - Discussion 

5.1 Outline of Chapter 

This chapter presents the overall discussion of this research. First, the 2007 and 2008 

NBA finals series are discussed based on the overall framing of each series. Second, 

research question one is examined based on how primary frameworks were embedded 

into the coverage of serial sporting events and the implications of these primary 

frameworks on the SBFM that was employed in this research. Third, research 

question two examined the usage of vertical and horizontal scripts through the 

application of primary frameworks during sport telecasts of serial sport events by the 

ABC. Throughout the discussion of the research questions, the SBFM was discussed. 

5.2 2007 NBA finals 

The 2007 NBA finals series was analysed to unearth if there were any statistically 

significant associations in the broadcast commentary directed at either of the two 

participating teams: the Cleveland Cavaliers and San Antonio Spurs. From the 

transcriptions, it was evident that this series was framed to include more comments 

about the Cleveland team.  

In this analysis, there were several unexpected results. First, it was surprising 

that the Cavaliers received the bulk of the commentary, as they lost each of the four 

games. In particular, Cleveland received 241 more comments over the four games, 

which is an average of 60.25 extra remarks per contest. The ratio of commentary was 

1.45:1 in favour of Cleveland. Second, it was surprising that only one category was 

significant for the San Antonio Spurs at the expected score of 50:50; whereas, six of 



169 

 

the seven significant results favoured Cleveland. It was anticipated that San Antonio 

would be characterised as the more skilful team because of its victories. A similar 

viewpoint is shared regarding the number of negative descriptors that Cleveland 

received. It can be assumed that these two categories are related, as the more skilful 

team would win against the team that is negatively described. Last, commentary about 

the appearance of the players could have favoured Cleveland because of the 

organisation’s players’ marketability in the media and by the NBA and this is detailed 

below.  

Past research found that apparently spontaneous comments might be wholly 

scripted by producers or editors as was the case during the Columbia Broadcasting 

Service’s (CBS) telecasts of the 1994 Lillehammer Winter Olympic Games. In their 

interviews with broadcast personnel, Eastman et al. (1996) found that most of the 

commentary was pre-produced and read from a teleprompter by on-air employees. 

Thus, a significant portion of the commentary was pre-planned by directors and 

producers employed by CBS. In this study, there could have been a directive by either 

the NBA or ABC to portray the Cavaliers significantly more often than the Spurs, 

because Cleveland was an up-and-coming team, which featured one of the more 

frequently promoted players in the NBA: LeBron James. Thus, the significant 

difference in total comments may be due to a directive from editors to ensure that the 

Cavaliers received more commentary.  

The emphasis on the Cavaliers team may have been due to the star players, 

marketability of the team, or highly marketed players. Billings and Tambosi (2004) 

suggested that “if one of the [participants] is viewed to be the superior or ‘superstar’ 
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team [or player]” (p. 157) than this team will receive more total comments. Therefore, 

the disparity in commentary totals may be due to ABC’s broadcast goals of increasing 

viewership in future seasons; thus, the choice to highlight and praise the losing team, 

as it featured one of the most marketed stars of the NBA.  

As evidenced by the results of this study, both teams were characterised in 

distinctly different terms. San Antonio was significantly described as the more skilful 

team (McCallum, 2007b), which, at a practical level, is understandable because San 

Antonio won each of the games. In his Sports Illustrated article titled “His Kingdom 

Come”, McCallum (2007a) wrote that the NBA had entered the “LeBron era” (para. 

3) noting that the NBA had not had such a strong focus on one player since the 

retirement of Michael Jordan. Further evidence of LeBron James’ marketability was 

indicated by the statement that he was selected as a member of the USA’s team in the 

2006 world championships of basketball because of his global appeal (McCallum, 

2007a). Other researchers found that production processes can be influenced by 

producers and directors (Grunean, 1989; Silk, Slack, & Amis, 2000), who seek to 

foster viewership through the creation of an engaging programme. It appears a similar 

process could have been in place for ABC announcers to describe the Cleveland 

Cavaliers more frequently than the San Antonio Spurs due to the Cavaliers’ “star 

power”.  

5.3 2008 NBA finals 

The 2008 NBA finals series was also analysed to uncover how the ABC framed this 

event. In particular, results of this analysis indicate that there were significant 

associations in the portrayals of the participating organisations, the Los Angeles 
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Lakers and Boston Celtics. In the analysis of the portrayals of the participating teams, 

it was found that the Los Angeles Lakers received more negative comments and fewer 

positive comments than the Boston Celtics, which was expected as the Celtics won 

the championship.  

In addition, the Celtics received the bulk of the total comments, which at an 

applied level could be expected. A surprise finding was the coaching commentary 

favoured the Boston team. This could be due to the fact that the Celtics’ coach, Doc 

Rivers was coaching in his first NBA finals while Lakers coach Phil Jackson was 

coaching in his eleventh finals series (National Basketball Association, 2010c). Thus, 

it can be expected that television viewers may have been familiar with Jackson’s 

coaching history; in particular, Jackson was the coach of six time champion Chicago 

Bulls, which had Michael Jordan on its roster. Thus, even casual fans may have likely 

had some knowledge about Jackson. 

Unlike the analysis of the 2007 NBA finals, the examination of the 2008 finals 

netted no large difference in total commentary. The difference in total discourse was 

178 comments, which averages an additional 28 per game. However, the sixth and 

final game of the finals was won by the Celtics by 39 points; thus, the game was not 

closely contested. In this game, the Lakers received 105 total comments and the 

Celtics 265. Thus, the majority of the discrepancy in commentary was found during 

this game, which is not a surprising result as the Celtics became NBA Champions 

after this victory. 
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5.4 Research question 1: How are primary frameworks used by the media during 

broadcasts of serial sport events? 

Research question one uncovered how primary frameworks were used by the ABC 

during the broadcasting of the 2007 and 2008 NBA finals series. As outlined in the 

previous chapter, each theme had to be present in at least 50% of the games in both 

series. These 14 themes (seven social, four natural, and three hybrid) were employed 

by announcers to unify the framing of the NBA finals (Delgado, 2003). This provided 

a consistent and predictable narrative, which was communicated to viewers in an 

attempt to ensure the broadcast was salient to a large number of viewers and the 

telecasts were not focused only on what viewers could see on television (Rowe, 2004; 

Wenner, 1998). The following section will discuss the themes and highlight how these 

themes fit into the SBFM in order to mediate television audiences.  

The theme of announcer coaching informed viewers of the game strategy that 

the two colour commentators may have employed during game situations if these 

individuals had been coaching. In particular, this theme was useful in providing casual 

viewers with an explanation of the NBA finals and increasing viewers’ knowledge of 

NBA strategy. This theme included broadcast discourse that informed viewers on the 

coaching techniques and strategies used by the two coaching staff in each series. 

Frequently, Jeff van Gundy utilised this frame to enlighten viewers on technical 

aspects of NBA basketball. Van Gundy’s addition as a colour commentator allowed 

the ABC to include a former coach on its panel of announcers. Consequently, Smith 

(1976) noted that sports commentators provide “valuable commodity (sports 

information) which the public seems to want” (p. 5). Furthermore, former players and 
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coaches are often sought out by the media to be commentators during televised 

games, which increases the “expertise” of the network as insider knowledge can be 

imparted to viewers (Billings & Tambosi, 2004). For example, Van Gundy was able 

to narrate a story from the perspective of a coach and make sense of the strategy of the 

game for casual viewers. This finding aligns with Tudor’s (1992) comment that 

announcers construct a “coherent version” of a sporting event to inform viewers and 

to capture and maintain audience interest. Through the inclusion of multiple 

storylines, the ABC, through announcer commentary, was able to encode discourse 

into the coverage of the finals that sought to foster high ratings for the duration of the 

finals. 

The experiences of both colour commentators were regularly discussed in both 

years and was characterised by comparing their playing or coaching careers to the 

current series. This theme was often paired with another theme to increase viewer’s 

knowledge of the participants in the NBA finals and the history of the NBA. Through 

the inclusion of announcer experience, viewers were provided with a discourse that 

aided in understanding the telecasts. Through expert opinion that colour 

commentators embedded into the coverage, viewers were provided with a mediated 

version of the finals (Cantelon & Gruneau, 1988; Tudor, 1992). Tudor (1992) 

furthered the discussion on narrativising television events by indicating that discourse 

should “provide us with engaging narratives through which the world can be made to 

make sense” (p. 394). Thus, ABC announcers were able to guide the consumption of 

the NBA finals through discourse that both informed and entertained viewers. 
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Further, both announcer coaching and announcer experience themes enabled 

the ABC to include discourse that would both educate viewers on the nuances of 

professional basketball games, while providing “insider” knowledge to fans. In 

addition, these two themes aided in the framing of the finals, as a coherent storyline 

with multiple narratives was included during the broadcasts. This concept links with 

Billings’ (2008) research on the framing of the Olympic Games by NBC. It was found 

that producers attempt to create a telecast “to which all demographic groups will tune 

in” (p. 23), which will increase the ratings. In regards to this study, an inclusive 

broadcast that caters to all fan types will enable the ABC to foster sustained ratings 

during the NBA finals and subsequent games that are aired in future years on this 

channel. 

In addition to the informational and educational component, announcers would 

also compare current finals participants both to former NBA players and current 

players, which enabled the ABC to position players relative to their skill when 

compared to others and further enlighten viewers to the skills and background of the 

2007 and 2008 finals participants. For example, current players were compared to 

players of a different era. An example of generational comparison was shown in 

Section 4.4.1.3 when Lakers player Pau Gasol was compared to former NBA centre 

Hakeen Olajuwon.  

A salient aspect of this frame was the comparison of star players to other star 

players. For example, Mark Jackson compared the performance of Kobe Bryant to 

two current players, one of whom was competing in the finals. Additionally, 

Jackson’s opinion informed viewers of the skill of Bryant. In particular, his play was 
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compared to two-time Most Valuable Player of the NBA Steve Nash (National 

Basketball Association, 2010b, 2010d), which might have increased the interest in 

Kobe Bryant, the Lakers, and the 2008 NBA finals as viewers were provided with 

cues about other NBA stars, which links with the notion of the halo effect (Fisher & 

Wakefield, 1998; Hunt, Bristol, & Bashaw, 1999).  

The halo effect posits that identification with one aspect of a sport, such as a 

team or player, may lead to increased consumption of that sport. Thus, the link 

between Kobe Bryant and Steve Nash may have created additional interest in these 

two players and/or their respective teams. As such, the players to whom the 2007 and 

2008 finals participants were compared may increase the fan base that will tune in 

when those players’ or teams’ games are televised; hopefully resulting in increased 

ratings in televised NBA games on the ABC in future season. This illustrates how the 

ABC may have been attempting to link NBA players and enrich fans through 

determining the issues or stories, “which come to the forefront” (Cottam, Dietz-Uhler, 

Mastors, & Preston, 2004, p.140) during the telecasts. In addition, a viewer who may 

not have liked Kobe Bryant may have changed his/her mind if this person enjoyed 

watching Steve Nash, because the comparison between the two players may have 

been strong enough to alter one’s feelings toward Bryant or vice versa if the viewer 

liked Bryant and not Nash. 

Furthermore, comparison commentary may have aided the ABC in cultivating 

NBA viewers to watch other games, which did not feature a fan’s favourite player or 

team. For example, casual NBA fans may not be aware of the skills of the majority of 

NBA players. Thus, announcers were able to provide additional information to 



176 

 

viewers about a wide variety of both current and former players through comparing 

players. Prolonged exposure to announcer discourse by watching the finals may have 

influenced a viewer’s perception of NBA players and enabled the ABC to nurture new 

long-term viewers of its programming; both NBA games and ABC’s other offerings. 

A key aspect of the SBFM is the building of audiences over the duration of a 

series of one-off events. Through comparison commentary, announcers provided cues 

to viewers about the athletic feats of finals participants, which may aid television 

viewers in adopting a favourite player or team (Hunt et al., 1999). This discourse may 

have increased the interest in televised NBA games that aired on ABC, thus increased 

ratings may result from this. Moreover, the emphasis on the participants of the finals 

enabled the ABC to personify or personalise the coverage to viewers. This emphasis 

of selected discourse relates to the first mediation of the SBFM, as announcer 

discourse has been shown to influence the perception of the viewing public. 

Therefore, the framing of sporting events can impact on society (Billings, 2008). 

Furthermore, a captivating and interesting discourse that provides viewers with 

multiple connected storylines can aid a broadcaster in sustaining viewership for the 

duration of an event or perhaps longer. 

Another salient theme that was embedded into the telecasts was commentary 

that provided viewers with the opinion of commentators. It is important that 

announcers tell a coherent story that captures audience attention and promotes 

continued consumption (Tudor, 1992). Through the use of opinion, announcers are 

able to personify the coverage of the NBA finals (Nicholson, 2007). Moreover, 

personification of the telecasts provides an educational component for casual fans 
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whose knowledge of the announcers may increase, which may aid in increasing 

viewership in the finals. Through the inclusion of opinion surrounding statistics, rules, 

and advice, viewers were provided with the opinions of the commentating team. 

 In an example of advice or “how to” comments announcers were telling 

viewers which skills to learn to become better players. Thus, ABC is promoting the 

direct participation of basketball (Mullin, 1983) during the finals telecasts. Colour 

commentators provide an explanation of an athletic achievement and describe to 

viewers (generally directed to children) the importance of learning these skills. Thus, 

announcer’s opinions were embedded into the discourse during the NBA finals. This 

allowed the ABC to personalise the coverage through the inclusion of the theme 

provocative discussion points and provided viewers with more than just the sights and 

sounds of the finals (Rowe, 2004). This aligns with Silk’s (1999) findings during the 

study on the Canada Cup of Soccer (CCS), as The Sports Network (TSN) highlighted 

the creation of a storyline during production meetings prior to the telecasting of the 

CCS games. Through the provision of opinion, the ABC was likewise able to utilise 

expert commentators to aid in narrativising the finals for viewers and mediating 

consumers. 

Gruneau (1989) suggested that producers and/or directors embed stories, which 

increase authority and control of the network; thus providing broadcast frames for the 

viewer. Moreover, this research found that there were seven social framework themes 

which guided the consumption of the finals. These themes enabled the ABC to 

possibly bias the coverage of the finals in order to meet its broadcast goals. 

Furthermore, the ABC embedded many sponsors into the play-by-play coverage to 
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ensure that sponsor and advertiser messages were seen by an audience that was 

“attentively viewing” (Wenner, 1989) 

The 2007 and 2008 NBA finals series were used as a promotional platform for 

many sponsoring companies, which indicated that the telecasts were used to promote 

the consumption of third party goods and services (Mullin, 1983). Further, many 

segments of the NBA finals included a sponsored message, from the players to watch, 

the outdoor video segments, halftime show, the player of the game voting, and the 

NBA’s merchandise website, NBAstore.com. Promoting the content of the halftime 

show was typical in both years’ finals. In particular, the first half summary comments 

would update viewers on the first half while, concurrently, encouraging viewers to 

watch the T-Mobile halftime show. Therefore, a third party sponsoring company was 

mentioned during the summation of the first half by announcers, which indicates 

application of Wenner’s (1989) concept of marketing during game play as more 

viewers will be attentively watching their television. Furthermore, T-Mobile was the 

sponsor of the player of the game competition in 2008; thus, was mentioned several 

times during each game, as fans voted by texting the name of the player by using a 

mobile phone and paying fees to do so.  

The 2007 finals were sponsored by the Hollywood film Fantastic Four: Rise of 

the Silver Surfer through the segment that was aired at least twice per game. This 

segment was titled Fantastic Four to Watch. Grohs et al. (2004) contend that the most 

effective manner to leverage a sponsorship was to sponsor a broadcast as close to the 

start of an event as possible, in this case a movie release.  Thus, the sponsorship of the 

NBA finals would have served as part of the film’s promotional campaign. At the start 
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of each game, four players are chosen to be the Fantastic Four to Watch. Thus, 

viewers are primed to focus on these individuals (Cottam et al., 2004; Gitlin, 1980), 

who were chosen by the ABC.  

Through the sponsorship of the players “to watch” segment by the film 

Fantastic Four, a strong link between a sponsor and the NBA telecasts was created 

that has been shown to be important to a “sponsor’s image and the attitudes toward 

the sponsor” (d'Astous & Seguin, 1999, p. 899). Further, d’Astous and Seguin noted 

that a strong connection between the sponsor’s products and services and those of the 

programme will create a convincing bond that is both “natural and consistent” within 

the television programme. In this case, a film that featured four superheroes sponsored 

the finals series of the NBA. Thus, a segment was created indicating which four 

players “to watch” and this aspect of the telecast was featured in each of the four 

games at multiple times. Therefore, viewers were primed at the start of each game to 

focus on four individual players, who were considered the heroes of that night, as a 

strong connection was made between the feats of the superheroes from the movie and 

the accomplishments of the identified NBA players.  

Whannel (1981) suggests that the media create hero notes prior to the start of a 

match. These hero notes typically form part of the game script created by 

producers/directors which on-air announcers will emphasise. Further, the media 

typically personalise sport, even in team settings, by creating several “hero” scripts 

that attempt to predict potential participants who will be the “hero” (Whannel). 

During the game, these scripts are confirmed or refuted; therefore, an unheralded 

player’s performance may have been unexpected by producers of the finals.  Both 
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Gruneau (1989) and Silk (1999) highlighted the creation of a storyline during 

production meetings, which enable the network to narrativise television. Whannel’s 

(1981) concept of “hero notes” is similar to Tudor’s (1992) findings of the Costa 

Rican keeper during the telecasts of the 1990 World Cup, which was outlined in 

Section 2.17. The ABC created its hero notes through the players to watch segment 

while monetising this vignette through the sponsorship of the film. 

In each of the series, the Goodyear tyre company was integrated into the 

coverage of the finals. The Goodyear Blimp was present in the hosting city to provide 

aerial coverage of the cities, in which the finals were located. This discourse, along 

with the associated pictures was generally aired after a commercial break as a lead-in 

to the resumption of the play-by-play coverage. Throughout the 2007 and 2008 NBA 

finals series, sponsored vignettes were prevalent in the coverage of these events. 

Through the use of these segments, Goodyear was able to market its products to more 

viewers during a sponsored vignette that is aired as part of the live coverage of the 

finals than during an advertising break when viewers may change the channel or stop 

watching (Wenner, 1989). 

The sponsored vignettes formed a key aspect of the SBFM, as Mullin’s (1983) 

tri-classification of sport marketing was included into the coverage of the finals, and 

was the second form of audience mediation. Thus, the ABC was able to sell 

advertising during commercial breaks and sell advertising spots during the telecasts, 

which would lead to increased revenue as the ABC had more opportunities to market 

third-party good and services to television viewers. Furthermore, the sponsored 

vignettes theme extends Kretchmer’s (2004) concept of commercial persuasion into 
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sporting telecasts. As previously mentioned, Kretchmer commented that the 

difference between entertainment and commercialisation of television has become 

hazy in the discussion of Coca-Cola’s usage of Santa in its Christmas advertising. 

Through creating an emphasised connection between the NBA telecasts and third-

party companies (d'Astous & Seguin, 1999), the ABC was able to enhance the 

commercialisation of the finals and market those goods and services to an audience 

that is “attentively viewing” the telecast (Wenner, 1989). 

The promotion of the series format and the explanation of the schedule enabled 

the ABC to promote the future watching of NBA telecasts (Mullin, 1983). Through 

the promotion of upcoming programming, the ABC utilised discourse that sought to 

increase the ratings for the finals series, as it has previously been found that the 

marketing of other broadcast programming enhances overall viewership for a 

television network (Billings et al., 1998; Eastman et al., 1996). The numerous 

promotions of the series enabled the ABC to ensure that it fulfilled one of the six 

criteria of media events; that of advertising and pre-planning (Katz, 1980). 

The use of the series format theme was useful in promoting the future viewing 

of sporting telecasts (Mullin, 1983). Through this theme, announcer commentary 

related to the format of the finals was uncovered. The promotion of future viewing of 

the NBA finals is an important aspect of the model, as viewer interest needs to be 

built and fostered by the ABC to recoup its investment of purchasing the rights of the 

NBA finals. Through the series format frame, the ABC was able to provide horizontal 

framing commentary that directed viewers from the NBA series game to those yet to 
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be aired. In addition, meaning was provided to the audience about the different format 

that the NBA finals has when compared to the other play-off rounds. 

The theme of expectations was frequently used by announcers to insert drama 

into the game or series. In particular, this theme was used to inform viewers as to 

what might happen during a game. For example, comments that attempted to sustain 

viewership were frequently used; such as “don’t go anywhere” and “the exciting end 

to a great game is coming up.” Often, the theme of expectations also explained 

occurrences that may not have been anticipated by the producers of the telecast such 

as a good game from an unheralded player (Whannel, 1981). These embellishments of 

unexpected occurrences link with the notion that viewers’ perception is able to be 

influenced by announcer commentary (Billings & Tambosi, 2004; Comisky, Bryant, 

& Zillmann, 1977). Further, it has been shown that sports will be watched by more 

people if the outcome of the game or series is unknown (Smith, 2008); thus, the 

unexpected performances enabled the ABC to suggest to viewers that “anything can 

happen” and to keep viewer interest in the series. 

Further, expectations commentary also linked the history of the participating 

teams and their players in historical terms to past finals. Announcers were able to 

compare unexpected player’s performance to another’s in historical terms, which 

created another frame of reference for viewers and added an additional storyline for 

ABC sportscasters to use during the commentating of the games. Moreover, Real 

(2011) adds that open-ended drama of televised sport is an essential element, that 

cannot be fully scripted as the outcome is not known in advance. Real compared other 

dramatic programmes, such as reality television, to sport and commented that sports 
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was and is television’s “reality TV in that they are unscripted and acted out in real 

time” (p. 21). This point was illustrated in the discussion of the expectations theme 

that many of the “hero” notes were refuted by unexpected performances of non-star 

(or role) players. 

For example, during the second game of 2008 play-by-play announcer Mike 

Breen commented that Celtics player Leon Powe was playing unexpectedly well. 

Then, Breen discussed how other players surprisingly played a significant role during 

the finals and compared Powe’s performance to former Celtics player Scott Wedman. 

These comments informed viewers that unheralded players sometimes play a pivotal 

role during the finals; thus, linking the incorrect or refuted hero note with an historical 

precedent. Furthermore, Breen compared two Celtics players, which may have 

increased the interest in the finals or in Leon Powe for older fans through Breen’s 

bridging the generation gap commentary. The Leon Powe-Scott Wedman comparison 

demonstrates Real’s (2011) comment that MediaSport can be enhanced by the 

unknown outcomes of a series or match and hero notes are either confirmed or 

disproved on a game by game basis. 

The theme of mentality was included in the analysis of the 2007 and 2008 NBA 

finals series as it was a reference point for announcers. In particular, announcers 

would comment on the mental state of the current players while often pairing this 

commentary with examples from other themes. For example, the current players’ 

mentality was often paired with announcer experience to inform viewers on the 

anxiety levels of the participants during each game. As both colour commentators had 

participated in a finals series, they were able to impart “insider” knowledge to fans 
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and their believability would be higher than someone who had not been a participant 

in an NBA final series (Bender, 1994). 

Moreover, experience comments aided the broadcaster in making additional 

connections between players and teams that viewers may not have readily made. 

Often, natural framework commentary was paired with a social framework remark, 

which enabled ABC to guide its broadcast. This aids in the framing of an events, as 

the salience of communication is programmed and controlled by the broadcaster 

(Goffman, 1986; Hall, 1980). The controlling effort of the broadcaster is of import 

when the prime task of the media is the sale of an audience (Condry, 1989) to 

advertisers and sponsors. 

On-air announcers were able to create a narrative that enabled viewers to learn 

more about the personal lives of NBA finals participants through the use of 

background commentary. The personification of the NBA finals enabled the ABC to 

utilise informative-based narratives that provided an additional storyline for 

announcers. Background commentary aided the ABC in building its storylines to 

create narrative that was able to “win and hold the audience” (Cantelon & Gruneau, 

1988, p. 191). Further, it is noted that this narrative does not necessarily have to focus 

on the performance of the participants. Galtung and Ruge (1981) contend that 

personification has resulted from the public’s need to identify with a story. Thus, 

media discourse typically focuses on personalities rather than structures and/or 

institutions. Thus, biographical stories about the participants enabled the ABC to 

personify the telecasts of a finals series. 
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In the quantitative analyses, there were many background comments of the 

participants. It was found that there were 183 total biographical comments in 2007 

and in 2008 there were 223 total statements. This allowed the ABC to personify the 

NBA finals for television viewers. Nicholson (2007) notes that sports personalities are 

ideal for the media to personify as these individuals are often well-known to society.  

Thus, it was important to provide casual viewers with biographical information about 

the participants, which can enhance the media’s ability to personify the finals series 

with salient discourse to all fans. 

As evidenced from the 14 themes that were presented in the preceding chapter 

and the discussion of those themes in this section, the ABC was successful in creating 

a unified framing of the finals (Delgado, 2003). Further, ABC announcers provided a 

coherent and engaging narrative that viewers would have been able to follow (Tudor, 

1992). Moreover, casual NBA television viewers may have been cultivated to 

continue to consume the finals (Gerbner & Gross, 1976), future seasons of the NBA, 

or other ABC programming as these were highlighted by announcer discourse.  

Through the cohesive script that was evident in the post hoc reconstructions, the 

ABC ensured that an easy to follow programme was broadcast to viewers. Further, it 

was evident that pre-produced and researched segments were incorporated into the 

storylines that were discussed by announcers. Silk (1999) noted that it is important to 

have a pre-produced storyline, which is created before the start of the game during 

production. For example, Mark Jackson commented that he thought Tim Duncan was 

the NBA’s best power forward ever during the first game in 2007. During the second 

game in 2007, Jackson repeated this comment and then provided viewers with his list 
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of top-5 power forwards, which was discussed with video highlights of each person 

on his list. This enabled the ABC to continue a storyline between games and provide 

viewers with “human interest” stories (MacNeill, 1996, p. 120). 

These human interest stories also aided the ABC in promoting its telecasts of 

the NBA finals as a media event. As previously noted, a central focus of a media 

event should be on the actors or participants. These storylines further enhanced the 

broadcasts as the focus was not on the sight and sound of the games only, which 

viewers could readily see themselves (Rowe, 2004).  Rowe furthers the discussion on 

sports discourse by commenting that sport media broadcasters should reinforce “the 

identification of viewers with sportspeople and teams” (p. 172) to build an interesting 

telecast that will capture the attention of people who may not interested in sport; thus, 

the dramatic elements (Comisky et al., 1977) enable a broadcast to reach non-fans. In 

addition, Hall (1973) noted that humans are interesting, which matches with Galtung 

and Ruge’s (1981) and Rowe’s (2004) notion that the personification of sports 

broadcasts is an important element to include in the production of sporting events, 

because consumers seek to identify with stories. This research found that 11 of the 14 

themes focused on people (only sponsored vignette, series format, and rule 

explanation) did not have the participants as the central focus; although the 

participants were mentioned in the discussion of these three themes. For example, the 

discussion of the sponsored vignette showed how a film was linked with the players to 

watch. Thus, a non-human element (sponsorship) was linked with personality (the 

players). 
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Goffman (1986) commented that primary frameworks enable an individual to 

recognise, distinguish, and label “a seemingly infinite number of concrete 

occurrences” (p. 21). Therefore, the emphasis that the media place on sporting events; 

through both spoken and visual discourse, can guide a viewer’s perceptions. This 

research extended the concept of framing in the analysis of a series of one-off events. 

Furthermore, 14 themes were found to be used by the ABC to mediate its audience 

though the guiding of broadcasts. Moreover, seven of these themes applied social 

frameworks, which further allowed the ABC to guide the consumption of the finals. 

To apply Gitlin’s (1980) tri-classification of framing, in these instances, the ABC 

chose topics (selection) to be discussed (emphasis) and, last, the media determine 

“who or what does not get shown” (Billings, 2004, p. 203) (exclusion). Therefore, 

these three elements of framing have import in the depictions of NBA players, as the 

framing or scripting of the finals by the ABC was revealed. 

Commercial broadcasters need to generate audiences in large numbers to 

commodify and on-sell to advertisers and sponsors. Therefore, there is a need to 

create a script that all viewers; whether fans or not, can easily understand and follow. 

The themes that were presented in the previous chapter and discussed above indicate 

that the ABC embedded many different themes in the scripting of the finals, which 

viewers could straightforwardly recognise and understand. Furthermore, none of these 

themes described what was occurring on the court, which indicates that the ABC 

focused its framing of the finals on providing viewers with supplementary information 

on a wide variety of topics. 
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5.5 Research Question 2: How are vertical and horizontal scripts applied (by the 

media) through primary frameworks during sport telecasts of serial sport 

events? 

The scripting of sporting events is an important concept to uncover and understand as 

these indicate how an event was framed. Through the decoding of both spoken and 

visual discourse the embedded messages of a commercial broadcaster are exposed. 

This aligns with Jhally’s (1984) concept of the sport/media complex as audience 

building is a key aspect. Through effective scripting of broadcast discourse, a 

commercial television network is able to commodify and on-sell the audience; in large 

numbers to advertisers and sponsors (Condry, 1989; Jhally, 1984). This study found 

14 themes that were embedded into the discourse in at least 50% of the games of two 

finals series. Seven of the 14 themes employed Goffman’s (1986) social frameworks, 

four employed Goffman’s natural frameworks, and three belonged to a newly labelled 

“hybrid” framework. The following section will discuss how these three framework 

groups were embedded and applied during serial sport events through the use of 

horizontal and vertical scripts.  

5.5.1 Horizontal scripts 

The announcers of the ABC utilised discourse that sought to both entertain and inform 

television viewers about the NBA finals. Through the usage of horizontal scripts, 

viewers were informed about what had already occurred during the finals series. In 

addition to reviewing past games, announcers would “look ahead” to future 

programming on the ABC; both finals games and regular scheduled programmes. 
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Commentators were able to utilise their discourse to capture and maintain 

audience interest in the NBA finals via the use horizontal scripts. These scripts 

enabled the ABC to encode discourse into the coverage of a MediaSport event 

(Wenner, 1998). Through the application of horizontal scripts, the ABC ensured that 

viewers could be mediated by on-air employees. 

Horizontal script discourse was embedded into the 14 themes to inform viewers 

of past elements of the finals. This indicated application of primary frameworks 

through the provision of announcer discourse. Often sponsoring companies were 

included in the scripting of the finals. In addition to sponsored vignettes, biographical 

commentary and the explanation of the series format were two additional salient 

horizontal script themes that announcers utilised to meditate television viewers. 

As previously noted, a key aspect of the SBFM is the inclusion of sponsored 

messages during the television coverage of an event. Mullin’s (1983) tri-classification 

of sports marketing was employed to uncover how the three groups were embedded 

into the coverage of the NBA finals. The three categories were: the promotion of the 

consumption of third party goods and services, the marketing of future programming, 

and the promotion of direct participation in sport. 

A common method of promoting third party goods and services is during the 

advertising breaks during MediaSport coverage (Abelman & Atkin, 2002). However, 

a newer phenomenon is the inclusion of sponsored messages during the description of 

the match. As this study solely analysed on-air employee discourse, commercial 

breaks were not included in the dataset. However, there were many distinct ways in 

which the ABC embedded sponsored messages into the coverage of the finals. A 
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salient inclusion of a sponsored message was during the promotion and recapping of 

the “players to watch” segments that were included in each game. Often, the 

sponsored company is seamlessly included in commentator discourse by the media, 

which led Wenner (1989) to note that sports fans will be alertly consuming 

MediaSport when sponsored messages appear if a media outlet has “done their job 

well” (p. 15). Through including sponsored discourse during the description of the 

game by announcers enables the ABC to ensure its sponsors and advertisers messages 

are viewed by a higher number of people than would watch during advertising breaks.  

In regards to Mullin’s (1983) second classification of sport marketing, the ABC 

promoted the NBA finals schedule and its other programmes during their coverage of 

both finals; such as Jimmy Kimmel Live and Wipeout (American Broadcasting 

Company, 2011). The ABC is wholly owned and ESPN is partially owned by the 

Walt Disney Company (ESPN, 2009). Thus, it is not unusual for these networks to 

cross-promote, hopefully leading to increased viewership across both networks, which 

will enhance advertising and sponsorship revenue for the Walt Disney Company, as 

viewers will be consuming media on the same television company’s networks and not 

on a competing network. In a study on the promotional practices of USA media 

outlets, Eastman, Newton, and Pack (1996) found that the ratings in about one-third of 

heavily promoted programming during sport broadcasts went up, while half stayed 

flat. Thus, the promotion of same channel programmes can be an effective mechanism 

to increase or to maintain ratings through cross-promotion. 

Moreover, in their study of the 1996 Summer Olympic Games held in Atlanta, 

Billings et al. (1998) found that ratings for television shows aired on NBC increased 
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in the weeks after those games due to the strong promotion that NBC programming 

received during Olympic telecasts. Similar marketing was enacted by the ABC during 

the 2007 and 2008 NBA finals, which enabled the finals to be a sponsorship platform 

for the ABC to cross-promote its other offerings. In this study, viewers of the 2007 

and 2008 NBA finals series were informed of both future NBA games and future 

programming that were to air on the ABC. Further work is needed to determine if 

audience ratings increased after the finals series. 

The series format frame was often paired with horizontal script commentary to 

inform viewers of the schedule and time of the games. Another theme that was 

frequently used with horizontal scripts was biographical commentary, when 

announcers used background information to notify viewers about the personal lives of 

the participants. 

As evidenced by the quantitative analyses, background commentary formed an 

integral part of the portrayals of the participants.  Background commentary was 

related to Chalip’s (1992) polysemic structures, as biographical discourse provided 

announcers with another storyline, which was embedded into the coverage of the 

finals. In particular, Chalip’s notion of “multiple narratives” is salient for the 

discussion of background commentary during the 2007 and 2008 NBA finals. Further, 

the ABC used background commentary to attempt to mediate the audience through 

the provision of information. Through discourse that enabled viewers to know about 

the lives of the players, the ABC personified its coverage through horizontal scripts 

that continually drew upon these frames (Nicholson, 2007; Rowe, 2004). Through the 

sustained reference to biographical commentary, announcers were able to build upon 
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previously used discourse and inform viewers about a participant by using reverse-

framing comments. 

Reverse-framing was a salient sub-topic of the horizontal scripting theme. It 

was frequently used by announcers to inform and educate viewers on past games or 

series. In particular, similarities were frequently mentioned and these discourses 

enabled a seamless transition to comparison commenary, which allowed broadcasters 

to join two themes. 

Furthermore, horizontal scripting commentary was also used to bridge the gap 

between different generations of NBA players. Both play-by-play and colour 

commentators applied horizontal script discourse through the use of announcer 

experience, announcer coaching, and comparison commentary. These three themes 

enabled the ABC to embed a discourse that provided the on-air announcers with 

additional credibility as experts (Bender, 1994), because they provided insider 

knowledge to viewers.  

Through the use of the announcer coaching and announcer experience themes 

by announcers, viewers were informed of important aspects of each game and/or 

series. The uses of these two themes have their roots in the gate-keeping function of 

the media. As shown by Arsenault and Castells (2008), the media can exert 

considerable influence in the shaping of issues. Thus, the media have strong cultural 

influence as there is a distinct role in the selection, emphasis and discussion of news 

or sport stories and issues (Gitlin, 1980), which are aspects of the framing function of 

the media. 
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In addition to the gate-keeping role of sport journalists and sports 

commentators, the media can influence how the public views an issue (Cohen, 1963; 

McCombs & Shaw, 1972; Smith, 1976). The media choose which issue or topic 

receives the greatest salience and ensure that stories and discussions around an issue 

may follow a directorial edict. Therefore, through the use of announcer coaching and 

announcer experience themes, the ABC could focus its announcers’ discourse to 

explain strategic aspects of the NBA finals and include personal stories in the 

coverage.  

The gate-keeping role is further enhanced by the perceived power that the 

sports journalist and sports media can exert in the reporting of sport. This led Smith 

(1976) to comment that “the sports journalist is often sought out by the public for his 

expert opinion on sports related matters” (p. 8). Further, casual sports consumers may 

only receive and consume one opinion during sports media consumption, as these 

individuals will not seek out additional information. In contrast to Smith’s opinions 

on the sports journalist, Lukes (2000) noted the sports journalists and announcers now 

seek to achieve “parity with the participant” (p. 80) and “pollute the purity of the 

game” (p. 78). Thus, Lukes views some sports personalities as intrusions in the field 

of sportscasting. Casual fans often only watch the finals series or a finals game, thus, 

these individuals may seldom seek out additional information about the sport. 

Therefore, announcer discourse has the ability to influence the reality of viewers 

(Billings & Tambosi, 2004), often disproportionately.  

The “expert opinions” of announcers was enhanced through the use of quotes to 

bolster their opinions. The use of quotes was included in this study to analyse how 
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network commentators included non-employee discourse in the reporting of the NBA 

finals. This also formed an educational component for viewers as commentators 

informed viewers of their opinion. Further, the use of quotes indicated how the ABC 

embedded social frameworks into the coverage of the finals to guide the consumption 

of the series. 

Horizontal scripting enabled the ABC to mediate television viewers through 

announcer discourse. Commentators narrativised the NBA finals to viewers, which 

provided expert opinions to viewers (Smith, 1976). Through the expert commentary 

by Mark Jackson and Jeff van Gundy, the ABC was able to narrativise its coverage of 

the event to ensure that viewers were aware of all parts of the series. Commercial 

television networks seek a large audience to foster ratings, as advertising revenue is 

dependent on overall viewership numbers. As such, viewership is cultivated through a 

“deep-rooted interest in sport in western societies” (Cantelon & Gruneau, 1988, p. 

178) by television networks.  

Through horizontal scripting, viewers were informed when the NBA finals 

would be aired on television, which aided the ABC in maintaining audience interest in 

the finals, as viewers need to know when to “tune in”. In addition, horizontal scripting 

comments informed viewers about what had already occurred in previous games, 

which enabled the ABC to ensure that all NBA finals viewers would know what has 

occurred during the finals, no matter when a viewer watched. This aspect of broadcast 

discourse formed an intricate aspect of the SBFM as meaning is provided to the 

audience through broadcast discourse, which increases the interest that the audience 

has in both the NBA finals telecasts and other ABC programmes. It also forms part of 
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the mediation function of a sports broadcaster to foster sustained viewership. Thus, 

viewers were mediated for the duration of the NBA finals, which can result in 

additional advertising and sponsorship revenue.  

Section 5.5.1 discussed how horizontal scripts were embedded into the 

coverage of the NBA finals, how the ABC attempted to mediate television viewers to 

watch both NBA games and other ABC programming. The following section 

discusses how vertical scripts were employed by ABC announcers to inform viewers 

on what had previously occurred in a game and notify viewers on what aspects were 

still to be aired. 

5.5.2 Vertical Scripts 

Vertical scripting referred to discourse that aimed to bring viewers from one section 

of a game to a subsequent section (i.e., refer viewers forward to the halftime show: 

forward vertical framing) or to refer to what had occurred during a game (reverse 

vertical framing), which was typified by commentary such as: “in case you are just 

turning in” and “reminder that he scored 20 points in the first quarter.” This concept 

was explained with examples in Section 2.5.1. Additionally, the ABC promoted other 

programmes that were still to air on the same evening as the game; such as the late 

news programme and Nightline.  

The coverage of the NBA finals contained references to other programmes that 

were aired on the ABC. This may have helped to supplement the cost of bidding on 

the finals. Thus, cross-promoting other network airings has been shown to increase 

ratings on other television network shows (Billings et al., 1998; Newton et al., 2009). 
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In addition to announcer commentary that informed viewers of the schedule of ABC 

programmes, announcers also used their discourse in the characterisation of celebrities 

to inform viewers which celebrity starred on an ABC show; thus, possibly increasing 

viewership in those programmes, such as Desperate Housewives and Grey’s Anatomy. 

Vertical scripting formed an important aspect of broadcast discourse. Through 

the use of vertical scripting, the ABC was able to ensure that its pre-programmed 

scripts were consistently included into the discourse of the finals. This result aligns 

with Tudor’s (1992) findings on the British media coverage of the 1990 football 

World Cup. In Tudor’s study, the British media created a frame about the Costa Rican 

keeper (goalie). In the pre-game show, viewers were informed that this keeper has 

difficulty handling balls that were kicked from the sides of the field; that is, crossed 

balls. During the game, the play-by-play announcer ensured that this frame was 

referenced to viewers through a consistent reminder whenever Scotland kicked the 

ball to the keeper from the side of the field. No matter how many saves this keeper 

expertly performed during the game the play-by-play announcer varied his discourse 

to explain away the performance of this keeper, such as additional training or the 

scouting of the opposition. This allowed for the frame to be continually drawn upon 

and kept alive by the British broadcaster.  

As Tudor (1992) explained, once a frame is created “the narrator has a 

considerable investment in its survival” (p. 396). In the NBA finals series there were 

many vertical script commentaries that were continually drawn upon by announcers 

for the duration of each game. In particular, the theme of series format was frequently 

paired with vertical scripting discourse that cross-promoted other ABC programmes. 
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This relates to Mullin’s (1983) second’s classification of sport marketing, which is the 

promotion of continued consumption of media programming.  

Further, ABC promoted its other programmes during the NBA finals. Cross-

promotion of programmes has been shown to be an effective marketing tool for 

television networks to create interest in other network programmes (Billings et al., 

1998; Eastman et al., 1996). Moreover, successful cross-promotion may have kept 

viewers tuning into ABC programmes, which will hopefully increase ratings over 

multiple programmes and help keep viewers from watching television on competing 

networks. 

Vertical scripting themes were embedded into the discourse of both finals series 

under investigation. This ensured that a viewer would be able to follow a game 

without having to watch from the start. Thus, viewers were reminded about aspects 

that had taken place, such as a high scoring first quarter or an injury to one of the 

participants. Further vertical scripting also enabled the ABC to inform viewers of 

other ABC programming that would take place after the games in an attempt to keep 

viewers consuming ABC programmes. 

Horizontal and vertical scripting were two techniques that the ABC used during 

the coverage of the NBA finals in an attempt to capture, build, and maintain audience 

attention on the NBA finals series, the participants, the sponsors of the finals, and the 

schedule of the series. It is important for broadcasters to ensure that viewers consume 

the marketing messages during a sport contest; whether these promote future network 

television viewing or promote third party goods and services (Mullin, 1983). The 
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mediation of an audience is important in an attempt to ensure that the audience alertly 

views commercial messages (Wenner, 1989).  

Thus, it is important for a broadcaster to embed multiple storylines, as this may 

lead to an increased interest in tuning in to a sport broadcast. Through polysemic 

structures, a broadcaster attempts to ensure that the audience consumes marketed 

messages from sponsoring companies. An example of this pairing of marketing with 

broadcast discourse was the reference to the Fantastic Four to Watch during the 2007 

finals. Announcer discourse paired its “hero notes” (Cantelon & Gruneau, 1988; 

Whannel, 1981) with sponsored messages to create an additional motivation to 

consume the finals. 

As previously outlined, ABC utilised both types of vertical themes to ensure 

that viewers were knowledgeable about what had occurred during each game and 

referred viewers to future telecasts of the NBA finals. Further, horizontal themes were 

discussed to inform viewers about what had happened during each game. It is 

important for sport broadcasters to foster, build, and maintain audience interest as the 

most frequent involvement in sport is through media consumption (Loy, McPherson, 

& Kenyon, 1978). Wenner (1989) furthered this point by suggesting that the 

“mediated sports culture is an inescapable reality” (p. 16) of everyday life.  

Past research results found that framing increased ratings of other network 

programming (Billings et al., 1998). This is an important concept for broadcasters, 

because an increase in ratings for multiple programmes will raise revenues for these 

telecasts, which can help to supplement the cost of bidding for these events. Through 

framing, the ABC was able to promote the other basketball games. In addition to 
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vertical framing that guided viewers to the next game or ABC programme, the ABC 

directed viewers during each telecast. Through forward-vertical framing, announcers 

notified viewers of the aspects of the telecasts that were upcoming and its other 

regularly scheduled programming to viewers (Mullin, 1983). Forward-vertical 

framing was characterised through the use of discourse such as “coming up on the T-

Mobile halftime report” and “the second quarter is coming up after these messages.”  

5.6 Application to Sport Broadcast Framing Model 

This research focuses on the mediation of an audience by the ABC during the NBA 

finals. In particular, this study aims to uncover how the use of multiple discourses 

(through stories and visual discourse) ensures that audiences can be retained. A key 

aspect of the sport/media complex is maintaining viewers, as a large audience is 

desired by the media to on-sell to advertisers and sponsors. 

This study focuses on a regionally important media event; more specifically, 

the media event classification of contests. In a contest, two or more competitors 

compete to win; in politics, winning a debate could be the impetus for an election 

victory. In the realm of sport, the victor of a contest becomes the champion. In this 

research, the winner of the NBA finals series won the NBA championship. 

In relation to the SBFM (Figure 1 is replicated here to ease readership) that this 

research utilises to guide the discussion of the two research questions there are several 

salient findings. First, the spoken discourse that announcers used to increase viewer 

interest was uncovered. Second, Mullin’s (1983) three categories of sport marketing 

were applied to the NBA finals and it was found that these were prominent aspects of 
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the coverage. Third, as outlined in the reporting of social frameworks, both horizontal 

and vertical scripting were important in the telecasting of these events. Four, through 

the use of discourse and horizontal and vertical framing of the finals, meaning of the 

finals was provided to the audience. In particular, this provision of meaning to the 

audience is related to social frameworks, as these are associated with guiding the 

consumption of an event. In this case, the guidance is connected with watching 

MediaSport. Five, the encoded messages of the coverage of the finals are revealed, 

which indicates application of natural and social frameworks. These frameworks aid 

in the attempt of the ABC to increase audience size. The number of viewers relates to 

commercial television ratings, which are used to calculate the worth of advertising 

and sponsorship. The following segments outline the application of the SBFM to the 

telecasts of the 2007 and 2008 NBA finals. 
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Through the use of spoken discourse, the ABC attempted to increase audience 

interest. Sustained attention of the NBA finals was fostered through the inclusion of 

multiple storylines and several stories, enabling both loyal fans and casual viewers to 

have motives for viewing the finals. In the theory of polysemic structures (Chalip, 

1992), there are three narrative themes that have been found to be effective. These are 

a) successful narratives often sensationalise issues in a sport context; b) narratives are 

personalised around the sporting participants, which is similar to Nicholson’s (2007) 

notion that the personification of narrative is an effective way to increase interest in a 

story, because audiences can identify more readily with the participants of a story; and 

c) similar narratives may have different outcomes depending on the viewer profile. 

It was essential that the ABC create a consistent script or narrative for the 

duration of the finals and to ensure that this discourse matched with the life 

experiences of the consumer (Allan, 1998; Knight et al., 2005). In particular, many of 

the storylines that were included in the finals coverage indicated application of 

Galtung and Ruge’s (1981) and Nicholson’s (2007) notion of personalising the 

coverage of an event to increase interest in sport viewing; therefore, increasing 

ratings, which may lead to more potential revenue from advertisers and sponsors. The 

preceding three sections outlined the use of primary frameworks: social, natural, and 

hybrid, and how these scripts were applied using horizontal and vertical scripts to 

enhance viewer experience. This demonstrates application of the concept of 

personifying the coverage of a sport media event. Additionally, this study focused on 

the encoded messages of a broadcaster; thus, no data regarding the outcomes of these 

scripts on viewers was sought.  
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Throughout the telecasts of the NBA finals, Mullin’s (1983) triple classification 

of sport marketing was a prominent aspect of the reporting of these series. The three 

categories are: Promoting the consumption and purchase of third party goods and 

services, promoting fan interest, and the promotion of sport participation. During the 

finals, the first classification was a salient feature of the coverage. It should be noted 

that only in-game sponsored vignettes were included in this study. There were 

numerous inclusions of sponsored vignettes that promoted third party goods and 

services. In both series, the Goodyear tyre company sponsored the city views during 

the telecasts. Thus, Goodyear was mentioned on many occasions by announcers along 

with one of its products or product features, which were the Comfort Tread and Silent 

Armor (sic) technologies. Each series had a new movie promote the important players 

to watch. In the 2007 finals, the second Fantastic Four movie sponsored the Fantastic 

Four to Watch segment, while the movie Hancock promoted the key players in 2008. 

Many of the aspects of this theme are outlined in the response to research question 

one, which sought to uncover which themes were prominently used by ABC. 

The second category of Mullin’s (1983) classification of sports marketing 

during televised events is the promotion of fan interest. This type of marketing was 

used frequently by announcers to maintain fan interest in each game and the series. 

The scripts of horizontal and vertical, celebrity, and comparisons are related to the 

promotion of fan interest. Using these themes, announcers placed emphasis on 

capturing fan interest in the telecasts of the finals. In particular, the use the themes of 

celebrity and comparisons allowed announcers to focus on aspects of the telecasts that 

were not directly related to watching professional basketball on television, which may 

appeal to casual viewers who may be less interested in the actual contests.  
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The last of Mullin’s (1983) notion of sport marketing focused on the promotion 

of direct participation in sport. In both finals series, this category of marketing was 

discussed frequently by announcers when instructions were provided for viewers to 

learn skills that NBA players performed. Through opinion commentary, announcers 

were able to educate viewers on important basketball skills to learn. Several examples 

of this category are provided in the reporting of the theme of opinion in the preceding 

section. 

The third aspect of the SBFM is the use of horizontal and vertical scripting. To 

reiterate, horizontal scripting refers to the use of discourse by announcers to inform 

viewers about previous games of the series (reverse framing) or what is still to occur 

(forward framing). In contrast, vertical scripting refers to providing an indication to 

viewers about what has happened or what will occur during each game. In addition, 

vertical scripting was characterised by the inclusion of other programming that aired 

on the ABC. The ABC used both types of scripting in the coverage of the finals and 

both categories of scripting were detailed in the section on the overall framing of the 

2007 and 2008 NBA finals and in the explanation of social frameworks. 

The fourth aspect of this model was centred on uncovering how meaning was 

provided to the audience about what was occurring during the games in the finals. 

Mediation is related to a broadcaster’s ability to guide a television audience and was 

outlined in Section 2.11. In particular, this guidance is linked with social frameworks, 

as announcer discourse provides additional meaning to viewers through both visual 

and spoken discourse. Social frameworks are related to Chalip’s (1992) usage of 
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polysemic structures, which include: multiple narratives, numerous stories (such as 

festivals and ceremonies), and symbols (such as flags and logos).  

Through the analysis of the themes that were prevalent in these series, it was 

revealed that seven of the 14 themes were social frameworks. These seven themes 

allowed the ABC to incorporate polysemic structures into the coverage of the finals to 

provide the audience with multiple reasons for watching the finals. Furthermore, the 

scripts of the ABC were revealed through a post hoc reconstruction of announcer 

discourse. The final aspect of this model is the mediation of an audience, which the 

ABC would be able to commodify and on-sell to advertisers and sponsors. This model 

is useful for the analysis of media events, as it indicates application of several 

theories, which are needed to uncover how an event is framed and scripted by a media 

network. Further, the SBFM indicates how a broadcaster can market sport, sporting 

telecasts, and third party companies. The sale of audiences, in large numbers, is 

important to understand, as this forms the key business practice of commercial media 

(Condry, 1989). Thus, successfully framing a telecast will hopefully increase audience 

size, which will allow a broadcaster to potentially garner higher revenue from 

advertisers and sponsors.  

5.7 Implications 

This study analysed two NBA finals series to reveal how a broadcaster used framing 

and scripting techniques to develop its audience in order to garner as large an 

audience as possible to on-sell to advertisers and sponsors. This study had two central 

research questions as its focus. First, this research uncovered how primary 

frameworks were embedded into the live commentary during serial sport events. 
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Second, the vertical and horizontal scripts that the ABC used were uncovered. The 

following two sections outline how this research has extended theory and practice of 

the framing of serial sporting events in vertical and horizontal scripting of individual 

events to enable broadcasters to attempt to maximise commercial television interests. 

5.8 Theoretical Implications 

Even though it was expected that the ABC would frame its coverage of the NBA 

finals series to foster high ratings in the telecasts, what was not expected was the 

extensive use of framing techniques employed by the ABC, which became evident 

once the individual games were analysed. This research extends several theories and 

their related concepts.  

First, structuration and reflexivity are extended. Second, the telecasts of the 

NBA finals indicate how television is a storyteller and how the 14 qualitative themes 

may have been used by announcers to maximise viewership. This research also 

showed how multiple frames were embedded into the coverage of the NBA finals and 

each game followed a predictable script. Furthermore, this result suggests the ABC 

attempted to embed multiple narratives into the telecasts of the NBA finals to appeal 

to multiple viewer profiles and viewer motivations. Third, this research extends the 

theory of polysemy, in particular Chalip’s (1992) usage of polysemic structures into 

the analysis of serial sport events. 

This research extends the theory of structuration into the analysis of the 

framing of horizontal scripts in the analysis of serial sport events. Further, analysis of 

the NBA finals coverage from the ABC revealed a general script and showed how 
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announcer commentary both simultaneously produces and reproduces cultural 

artefacts (Giddens, 1984). Moreover, the theory of structuration posits that human 

behaviour can become ritualised (Giddens, 1984; Halone, 2008). This study found 

that the ABC telecasted the NBA finals in a predictable manner revealing how 

announcers perceived and described what was occurring during game play, which 

uncovered the discursive consciousness of the announcing crew in the analysis of 

vertical and horizontal scripts. Furthermore, announcers have the ability to influence 

the perceptions (Billings & Tambosi, 2004) of television viewers. This study extends 

structuration and the framing of sport event studies into the analysis of annual serial 

sporting events. Moreover, the perceptions of announcers were analysed through the 

post hoc reconstruction of scripts, which revealed 14 salient qualitative themes, which 

appeared in at least 50% of games in two finals series. 

This study extends Goffman’s (1986) natural and social frameworks to the 

study of serial sporting events. Inspection of announcer discourse of the 2007 and 

2008 NBA finals revealed 14 salient themes, of which seven were deemed social 

frameworks; four were found to be employing natural frameworks; and three were 

placed into a newly formed framework type labelled hybrid. Furthermore, the usage 

of these three framework groups were typically personified by announcers, as the 

personification of media texts has been shown to be an effective way in which to 

dramatise storylines and possibly increase interest in an event (Katz, 1980; Nicholson, 

2007). 

Related to the concept of personifying media texts is the theory of polysemy, 

which posits that media texts have multiple meanings and there are social contexts 
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that aid a person to decode a text (Fiske, 1987). Furthermore, Chalip (1992) suggested 

that there are three primary sources of polysemic texts within media narratives that 

can foster multiple viewer motivations for media consumption; these were outlined in 

Section 2.14. This study extends the theory of polysemy in the analysis of serial sport 

events that form part of a series. This study found that there was multiple narrative 

storylines that that ABC may have used to attract a wide range of audience members; 

both NBA and non-NBA fans. Further, the 14 salient themes included many elements 

of dramatic appeal; such as rivalries, historical contexts, personal stories, comparison 

to other generations of NBA players, experiences, and the inclusion of sponsored 

messages.  

Furthermore, Gerbner (1998) commented that television is modern society’s 

main storyteller and television brings these stories into the homes of viewers. This 

study found 14 salient themes that were discussed by announcers, which were a set of 

complementary and coherent narratives (Shanahan & Morgan, 1999) that sought to 

aid commercial broadcasters to mediate their audiences and build ratings. Results of 

this study showed how several of the 14 themes were used simultaneously and had 

aspects that were interrelated with others. 

This research extends the notion of framing into serial sport events, in 

particular, NBA finals series. Results of this study showed how the NBA finals were 

framed by the ABC for viewers. Further, analysis of the NBA finals indicated how the 

telecasts of these series were produced and how the coverage was edited through the 

post hoc reconstruction of scripts, which resulted in this study finding how the ABC 

embedded background information into the telecast in a possible attempt to increase 
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the entertainment value (Silk, 1999). In addition, inspection of results of this study 

revealed that each series had a predictable and unified script upon which announcers 

drew. The scripting of the finals aligns with Delgado’s (2003) notion that a single 

unified script is best as media consumers will be less able “to focus on various 

elements within the frame” (p. 304), because the media can attempt to guide viewer 

attention through announcer commentary that has a consistent and singular focus. 

5.9 Practical Implications 

Through the use of framing techniques that the ABC employed, which were 

uncovered from the post hoc reconstruction of scripts, this research found how NBA 

telecasts were produced to include multiple storylines, most of which focused on the 

finals participants. These storylines served to personify the finals coverage. In 

addition to the personification of the finals telecasts, the ABC’s coverage was heavily 

sponsored, which revealed the commercialisation of the NBA finals. The 

personification and commercialisation of the finals aided the ABC in its attempt at 

mediating its audience through announcer discourse.  

Results of this study indicated how the producing network, the ABC, scripted 

the coverage of the NBA finals in an attempt to mediate television viewers and foster 

audience interest in the telecasts. Moreover, this study uncovered how announcer 

discourse was used by the ABC to create and provide meaning to the audience, 

typically in the form of closed texts. In addition, analysis of the finals indicated how a 

commercial broadcaster was dependent on advertising and sponsorship and how third-

party companies were included in the play-by-play coverage. Further, results of this 
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study validate Eastman and Billings’ (1999) notion that mediation can occur in two 

distinct, yet interrelated ways.  

First, the production practices of the media shaped how viewers would decode 

broadcast discourse in this study. The second aspect of mediation related to how 

sportscaster discourse is scripted by the production company. Results of this study 

found that many aspects of the telecasts may have been preplanned prior to the 

commencement of each game. For example, the players to watch, part of that the 

statistics summary commentary, and the celebrity theme may have been pre-planned, 

as the players to watch would have been selected before the game. Therefore, 

announcers might have been primed on the feats of the players before providing the 

statistics commentary, and announcers might have been told which celebrities were 

attending each game, where these famous persons were sitting, and those who would 

be featured. Accordingly, there were additional comments by announcers, and 

possibly an interview with a celebrity if they acted in one of the sponsored aspects of 

the telecast. For example, the actor Will Smith was interviewed in 2008, as the movie 

Hancock sponsored the players to watch segment. 

The pre-planned inclusion of celebrities, who acted in a sponsor’s film, relates 

to another concept that this study extends that of media production. Through the 

analysis of the NBA finals, it was found that several aspects of the coverage may have 

been pre-planned, pre-produced, and announcer comments may have also been pre-

packaged in an attempt to ensure that viewers decoded commentary in the manner the 

ABC intended (Rowe, 2004). Further, it was found that 11 of the 14 themes have 

aspects of personification. Thus, personification during the NBA finals was prominent 
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and the ABC may have sought to create additional interest in the finals by 

personifying the telecast for viewers. 

Through the post hoc reconstruction of scripts, the ABC’s “hero notes” were 

revealed. This study uncovered which basketball players were most featured and 

discussed and how sponsors were often incorporated into the discussions. For 

example, the players to watch segment in 2007 was sponsored by the Fantastic Four 

movie and Manu Ginobilli, Tim Duncan, Tony Parker, and LeBron James were to 

four selected players for fans to watch by the ABC in each game. Thus, viewers were 

primed at multiple occasions in each of the four games, on which players to focus and 

a sponsor was included in the discussion and the movie logo was screened along with 

the statistics of the four players. 

The sponsored players to watch segment leads to the last practical element that 

this study extends, which is the commercialisation of NBA basketball games on a for 

profit broadcaster. Commercial broadcasters commodify television viewers in order to 

succeed financially (Harris, 2004; Williams, 1976). Further, results of this study 

extend Mullin’s (1983) tri-classification of sports marketing, in particular the 

inclusion of third party companies and the promotion of future viewing. There are 

numerous examples of the inclusion of third party companies into the play-by-play 

commentary, such as Goodyear, Gatorade, and Coors Light. The promotion of other 

ABC programmes was a salient finding of this study, as multiple shows were 

discussed by announcers and viewers were encouraged to keep watching ABC 

programming. These results relate to Billings and Tambosi’s (2004) comment that 

“the game being played is not always the game that is described on network 
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television” (p. 164), as there are multiple stakeholders involved in the creation of 

broadcast scripts before the game even begins.  
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6 Chapter 6 - Limitations, future directions, and conclusions 

6.1 Limitations 

While the findings of this research extend the knowledge of the framing function of 

the media during sport events, there are three limitations of this study and these 

limitations are suggested as future research studies. Section 1.10 outlined two 

delimitations, which also highlight several of the proposed future studies. The first 

delimitation was based on the study of an American commercial television network, 

while the second was based on the context in which this study took place, as this 

research analysed two NBA finals series in 2007 and 2008. Additional studies are 

proposed to quantitatively analyse the framing of domestic and international players 

and the dominant and minority race/ethnicity of participants during the telecasting of 

annual sporting events. In this research context, additional analyses would uncover the 

framing of a) American and international and b) Black and other races during the 

NBA finals. Furthermore, ut is suggested that the SBFM be tested in order to uncover 

whether embedded broadcast discourse is correctly decoded by the “televiewing” 

(Abelman & Atkin, 2002) audience, which is outlined in the following section.  

6.2 Future directions 

Using this research study as a starting point, several future studies are suggested. This 

study employed a longitudinal case study of two NBA finals series to uncover 

significant differences in the commentary of the participating teams and players. The 

pre-programmed scripts were also unearthed through the analysis of announcer 

discourse, which revealed that there were 14 salient themes that were embedded in the 



214 

 

vertical and horizontal scripting of the finals. Through the quantitative and qualitative 

analyses, the scripts and agenda of the ABC were uncovered. 

First, it is suggested that other sports, both (North) American and international 

are studied to uncover cultural and/or class differences in the way in which sport is 

presented through the analysis of the encoded messages. These cultural and/or class 

differences will provide sport media managers and sport marketers with a useful 

source of information when creating a media/press release and allow these individuals 

to cater their communication when sending information to the media. In addition, this 

database will provide marketers with a useful tool with which to create narrative and 

embed multiple storylines into both television broadcasts and media releases in order 

to gain press coverage. Further, cultural differences will also be revealed that will 

provide academia with comparison scripting of sporting events. Much of the work in 

analysing the agenda-setting framing of the media has been conducted from an 

“Ameri-centric” standpoint. Thus, additional studies are warranted to uncover how an 

event (e.g., a Winter Olympic Games or an NBA finals) is framed from a cross-

cultural perspective. 

Further research on semi-annual, annual, and/or quadrennial sporting events 

should also be conducted to reduce the deficit of cross-cultural research. Some 

research has been conducted, but more should be completed to allow for global 

comparisons of sport media events. It is suggested that an event (such as an Olympic 

Games, world sporting contest, or an annual finals) be studied to uncover how the 

media framed such an event globally. Additional research on other nations’ broadcasts 
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of the NBA finals is suggested to provide global results and comparisons in how the 

NBA finals are framed internationally. 

Second, additional longitudinal analyses of the NBA finals are warranted to 

uncover whether salient themes found in the commentary of the two years of this 

study occurs over the long-term. Through conducting additional analyses of the NBA 

finals, changes in the discourse or the production practices of the ABC (or another 

broadcaster if the rights change) will become evident.  

This study found significant differences in the portrayals of the 2007 finals 

participants; the Cleveland Cavaliers and San Antonio Spurs. A salient finding was 

the sheer amount of commentary that the Cavaliers team received (Scott et al., 2009). 

As previously outlined, one explanation for the difference was the marketability of the 

Cavaliers team as an up-and-coming team and their star player; LeBron James. 

Further longitudinal analyses will allow researchers to understand how each team and 

players are framed by producers and directors during the finals of serial sporting 

events. 

Third, it is suggested that both nationality and race/ethnicity be studied during 

annual serial sporting events. As Olympic Games have often been, as noted 

elsewhere, the site for study into the racial and/or nationalistic framing, it is suggested 

that annual sporting events may have the ability to skew public views on a race or 

nationality due to the increased number of opportunities for a media network to frame 

its telecasts.  
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Another example of the mediating function of a television network is shown by 

Canadian ice hockey commentator, Don Cherry, who is a well known television 

personality (Elcombe, 2010). Cherry has had a significant mediating effect on 

Canadian television viewers through his intermission segment titled Coach’s Corner 

on the Canadian Broadcast Corporation. Thus, similar “expert” commentators may 

have a comparable following to Cherry and influence the perceptions of reality of 

these commentators’ followers. Further, Lavoie (2003) suggests that American teams 

draft French-Canadian players less frequently due to a “Don Cherry effect”, because 

Don Cherry frequently negatively portrays French-Canadian and European players. 

As a consequence, expert commentators have the ability to both influence public 

perception and the perception of athletes by team executives. Through the analysis of 

“expert” announcers and commentators, the bias of these individuals will be shown; 

and their wider effect on sport management will become evident. 

In addition to the skewing of public perception, uncovering the racial and 

nationalistic framing of serial sporting events will illuminate the agenda-setting 

function of media outlets during their regularly scheduled programming. Further, 

comparisons in commentary percentages could aptly be made in relation to the overall 

ratio of domestic to international players, or the dominant race to minority races. In 

regards to the 2007 NBA finals, Scott, Hill, and Zakus (in review) found that 

American players received the majority of announcer commentary. In this study, it 

was found that most of the significant results favoured American players, which was 

not surprising as the NBA is an American enterprise operating mainly in the USA and 

broadcasting to a predominant USA native audience. Results of this study also 

confirmed the assumption that a “home” country broadcaster will ensure that telecasts 
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feature “home” athletes even if in a league finals series. Further research into annual 

sporting events is necessary to uncover whether “home” country participants 

generally feature more often in these types of telecasts. 

Further, the skewing of a sport broadcast can also comprise the inclusion or 

exclusion of a race. Many studies already referenced have been conducted on the 

portrayals of race by media commentators, in advertising, and based on athletic 

performance. Noted in these studies is that any racial imbalance in the reporting of 

sport may perpetuate racial stereotypes, which also reflects hegemony in the profiling 

of sports and athletes. Moreover, it was found that announcer discourse favoured 

Black NBA players in both 2007 (Scott, Zakus, & Hill, 2010) and 2008 (Scott, Zakus, 

& Hill, 2011). In the 2008 NBA finals, the data was analysed using two expected 

scores: overall game commentary, and player percentage. This study was successful in 

uncovering that announcer discourse overwhelmingly favoured Black players. The 

ratio of commentary between Black and other players was 5.6:1. Thus, the coverage 

of the NBA finals was framed by the ABC to feature Black players more in the 

commentary. In addition, Black players received an unequal distribution of comments 

as this group represented 73.33% of all players but received 84.79% of commentary. 

Therefore, the ABC may have set its broadcast agenda to favour Black players.  

Future studies are suggested on annual sporting finals to uncover how race is 

portrayed by announcers during the telecasting of these events. In addition, it is 

recommended to uncover which sports are most alike in terms of athletic performance 

to allow for effective comparisons. Studies have been conducted on American 

football. Research comparisons between American football and basketball may not be 
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effective as the two sports are distinctly different. American football is a more 

positional sport, where each player only plays one role during a game. Whereas, 

basketball is a more fluid moving sport; thus, a more effective comparison may be 

football/soccer. It is recommended to compare and contrast a wide variety of sports to 

create a database of sports which are more apt to comparison. 

Fourth, it is suggested that the SBFM be used to uncover how a media outlet 

embeds discourse into the coverage of an event. This research could be conducted 

through observational research during the production meetings and/or on site during 

the production of sport telecasts similar to the study on the World Cup of Skiing event 

(Gruneau, 1989) or the study on the production of the Canada Cup of Soccer (Silk, 

1999). As noted above production practices can be altered during the telecasting of an 

event by an organising committee of an event during the actual production of media to 

ensure that its framed discourse was adhered to by the broadcaster. These two points 

are salient for the proposed testing of the SBFM, as interviews and observational 

research are suggested to uncover how a broadcaster (e.g., ABC) and/or an organising 

body (e.g., NBA) ensure that the selection and emphasis of broadcast discourse are 

followed. In addition to broadcaster interviews and observations, it is suggested that 

television viewers are surveyed to uncover whether the embedded discourse was 

decoded correctly by these individuals. Moreover, this will provide media analysts 

with an additional tool for either producing broadcasts or studying the agenda-setting 

and framing of media events. The proposed model is diagrammatically displayed 

below in Figure 3. 
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Figure 3: Proposed Sport Broadcast Framing Model to test 
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6.3 Conclusions 

This section integrates the discussion that was presented in the preceding chapter 

about the research problem. The research problem analysed the way in which a 

commercial broadcaster, the ABC, framed and scripted the coverage of two 

MediaSport events, the 2007 and 2008 NBA finals. The preceding chapter focused on 

the two research questions which enabled the scripting of a media event to be 

uncovered. The findings from these research questions have provided support for the 

model in the analysis of mediated discourse. Several salient findings were the 

inclusion of sponsored vignettes into the live coverage of the event, through 

announcer discourse, the use of Mullin’s (1983) tri-classification of sport marketing to 

aid sustaining viewership for the duration of the coverage of an event, and the three 

framework types are frequently embedded into the coverage of a sporting event to 

provide additional emphasis on the broadcast discourse. 

In the analysis of research question one, 14 salient themes were embedded into 

the coverage of the NBA finals. To be considered a salient theme, it needed to be 

present in at least 50% of the games in 2007 and 2008. Of these, seven were social 

frameworks, four were natural frameworks, and three were grouped into a new 

framework group that was labelled hybrid.  

Research question two uncovered how vertical and horizontal scripts were 

embedded into the finals coverage by the ABC to construct a unified framing of the 

finals. Further, research question two uncovered how Mullin’s (1983) tri-classification 

of sport marketing was also embedded into the coverage of the finals to promote third 

party goods and services, sports participation, and continued viewership of the ABC. 
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Furthermore, research question two also uncovered the relationships between themes 

and which themes were frequently paired with other themes to create additional 

storylines and motivations for viewing MediaSport. 

This research empirically investigated and applied a new model for uncovering 

how media events were framed by a mainstream television network. Implications of 

this study found that this new model will enable researchers to uncover how 

announcer discourse guides the consumption of media telecast through vertical and 

horizontal scripting. In addition, the SBFM provides producers/directors of television 

networks with a tool with which to create discourse that captures, builds, and 

maintains audiences for the duration of an event, as sustained viewership is sought by 

the media in order to commodify and on-sell viewers to advertisers and sponsors. 

Moreover, the SBFM will assist sport marketers and sport media personnel by 

understanding stories that they need to find to give to producers/directors particularly 

if one of the aims for hosting the event is to promote their destination. Further, the 

results also allow for a better understanding of how sponsored vignettes are embedded 

into the play-by-play commentary. 
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