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Media convergence as exogenous forces: How sport communication practitioners understand media convergence 
 
As new media technology is becoming more influential and impactful in today’s media marketplace, convergence has 
substantially changed and is continually reforming and reshaping the nature of management and marketing in the 
context of sport (e.g., Dart, 2014; Hutchins, 2014; Smith, Evens, & Iosifidis, 2016). While there is no single 
definition of media convergence in literature, very broadly speaking, any kind of partnership, alliance and/or 
collaboration with print, broadcast or online outlet is called media convergence. Thus, not surprisingly, almost all 
sport organizations have experienced or are experiencing media convergence (e.g., Huang & Heider, 2007; Smith, 
Tanner, & Duhe, 2007).  
 
In today’s convergent media environment, sport organizations and their sport communication practitioners are 
experiencing global competition, rapid innovation, and increasingly decentralized nature of jobs and organizations 
(Jenkins, 2004). The opportunities and, importantly, challenges brought by technological developments and media 
convergence require sport communication practitioners to create and distribute content for multiplatform 
consumption. Additionally, the demand of skills for sport communication practitioners to succeed in such an 
environment is constantly changing, and it includes not only technical skills but more elusive abilities such as 
creativity and innovative problem solving.  
 
Within scholarship, media convergence as a subject matter has been extensively researched in the communication 
literature (e.g., Huang & Heider, 2007; Smith et al., 2007; Jenkins, 2004); yet not much is known in sport 
communication literature as to the impact of media convergence on sport communication, marketing, and 
management. This study, thus, aims to examine the impact of media convergence on sport communication 
practitioners. Guided by the overarching aim, the following research questions were developed: a) how does media 
convergence affect sport communication practitioners’ general work routine and attributes for career success?; b) 
what are the differences in perceived challenges, attribute assessment, and job satisfaction between dedicated 
convergence-related sport communication practitioners and other sport communication practitioners?; and c) what 
factors predict sport communication practitioners’ job satisfaction in a convergent media environment?  
 
A total of 85 sports communication practitioners (e.g., sport reporters, sport newspaper editors, sport social media 
specialists, etc.) recruited and completed the survey. As to the attributes, 42 attributes (e.g., adaptable, reliable, 
intelligent, articulate) from Cooper and Tang (2010)’s research was measured in this study. Respondents were asked 
to rate the importance of each attribute toward career success for sport communication practitioners in a convergent 
environment on a 7-point Likert scale from extremely unimportant to extremely important.  
 
The results showed that promoting traditional media outlets online (M = 4.86; SD = 1.81), social media 
management (M = 4.62; SD = 2.00), and providing additional story facts or copy for the web (M = 4.49; SD = 1.69) 
were sport communication practitioners’ most frequently-performed job duties related to convergence. Facing 
convergence, sport communication practitioners believed that pressure to increase production (M = 3.33; SD = 
1.03), technological issues such as computer software being incompatible for different media (M = 3.26; SD = 1.19), 
and differing values by various types of sports media (e.g., print vs. online culture; M = 3.12; SD = 1.10) were the 
biggest challenges in their daily routine.  
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No significant difference was found in job satisfaction between practitioners who were dedicated to the convergence 
projects and those who were not (t = -1.58; p = .118). Nonetheless, those dedicated convergence-related sport 
communication practitioners rated nine out of the 42 attributes significantly more important for career success than 
did their counterparts, including: articulate (t = 3.34; p = .001), organized (t = 3.23; p = .002), personable (t = 2.75; 
p = .007), persuasive (t = 2.71; p = .008), individualist (t = 2.44; p = .017), artistic (t = 2.42; p = .018), principled (t 
= 2.39; p = .019), humorous (t = 2.25; p = .027), and talented (t = 2.18; p = .032). 
Multiple regression analysis using forward model was conducted to examine factors that predicted sport 
communication practitioners’ job satisfaction in a convergent environment. VIF statistics was conducted and no 
evidence of multicollinearity was found between the variables studied in this research. Three factors significantly 
predicted job satisfaction including: resourceful (Beta = .724), disciplined (Beta = -.490), and perceived challenge 
(Beta = -.468). Together, these variables explained 59.2% of the variance in sport communication practitioners’ job 
satisfaction (Adjusted R2 = .515).  
 
Based on the results of this study, practical implications will be presented and discussed. Overall, this study 
contributes to the sport communication literature by aiding to achieve a better understanding of the meaning and 
uniqueness of media convergence in the context of sport.  
 
References  
 
Cooper, R., & Tang, T. (2010). The attributes for career success in the mass communication  
industries: A comparison of current and aspiring professionals. Journalism & Mass Communication Educator, 65(1), 
40-55. 
 
Dart, J. (2014). New media, professional sport and political economy. Journal of Sport &  
Social Issues, 38(6), 528-547. 
 
Huang, S., & Heider, D. (2007). Media convergence: A case study of a cable news station.  
The International Journal of Media Management, 9(3), 105-115. 
 
Hutchins, B. (2014). Sport on the move: The unfolding impact of mobile communications on  
the media sport content economy. Journal of Sport and Social Issues, 38(6), 509-527. 
 
Jenkins, H. (2004). The cultural logic of media convergence. International Journal of  
Cultural Studies, 7(1), 33-43. 
 
Smith, P., Evens, T., & Iosifidis, P. (2016). The next big match: Convergence, competition  
and sports media rights. European Journal of Communication, 31(5), 536-550. 
 
Smith, L., Tanner, A., & Duhe, S. (2007). Convergence concerns in local television:  
Conflicting views from the newsroom. Journal of Broadcasting & Electric Media, 51(4), 555-564. 
 


