 Sports Reporting     1

Running head:  SPORTS REPORTING AND THE INTERNET

Sports Reporting and the Internet

Broadcasting Seminar

Mike Bowman

December 13, 1999

             Sports Reporting     1

INTRODUCTION

There is a worldwide information revolution underway due to the Internet.  The Internet is an international electronic network that connects schools, businesses, government agencies, and private individuals.  The Internet connects literally millions of users to each other via their computers and communications devices (Malec, 1995).  According to the Computer Industry Almanac, there will be over 327 million Internet users by the year 2000.  This will be an increase of 100 million users over 1997 figures.  The United States alone is projected to have over 130 million Internet users in the year 2000 (Computer Industry Almanac, 1998).   



The Internet has several applications.  It is used for commerce, entertainment, and education.  It is a valuable resource for information about literally thousands of topics for public and private consumption.  The Internet is the single largest source of information available anywhere in the world (Callahan, 1999).  Anyone with a computer and Internet Service Provider (ISP) can use the Internet to glean information from unlimited sources.  Consequently, the Internet provides journalists and reporters the opportunity to access information that was previously inaccessible before this technology was available.  News reporters are using the Internet to search government documents, press releases, financial information, and more in the completion of stories.  Sports related websites on the Internet provide bountiful information for the sports reporter and fan.  The Internet includes everything from nationally recognized sports media outlets such as ESPN.com and CNNSI.com to websites maintained by professional and collegiate athletic teams, and sports sites created by fans.  Many of these sites include message boards and chat 
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rooms that give sports fans the opportunity to voice their opinions about teams, player and coaches, spread news and rumor to other fans, and form a network to share a common interest about sports and sports teams.  The main question posed in this study is do sports reporters rely on the Internet, specifically chat rooms and message boards created and maintained by fans, for information and story ideas in the performance of their job duties.  This study will attempt to show the relationship of these sports-related Internet sites created and maintained by fans with the agenda setting function of the traditional mass media.

Operational Definitions

The Internet serves as a mode of communication for small groups or a worldwide audience.  This computer-mediated communication (CMC) uses a computer to facilitate human communication in the same sense that a telephone network delivers phone calls or the typewriter is the tool of memo-based communication (Santoro, 1994).  The Internet uses a variety of tools to advance communication through computer technology.  E-mail, Listservs, bulletin boards, and newsgroups are just a few examples of how CMC tools are used to communicate with others.

Another form of CMC is chat.  Chat is interactive messaging in a synchronous form.  With chat, all parties to the communication must be online at the same time.  The most popular form of interactive messaging on the Internet is a system called Internet Relay Chat (IRC).  This is a client/server system that operates much like a citizens band radio.  IRC users establish various “channels.”  Once on a channel, anything typed by an 
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IRC user will be seen by all other users on the same channel (Santoro, 1994).  Chat is popular among groups who share similar interests in everything from politics to sports.                         

Ideas, opinions, debate, and information can be exchanged simultaneously among chat participants.

The message board is another popular form of communication on the Internet.  Message boards appear on Internet web sites that typically cater to groups with similar interests.  Message boards differ from chat rooms because the “conversations” are asynchronous.  Message board participants can post a message about a topic of interest and readers can post their responses at their convenience.

Message board and chat room activities are increasingly being used by sports fans.  The term “cyberfan” describes sports fans who create and access websites that include message boards and chat rooms about their favorite sport (Harvey, 1999).  These sites give fans the opportunity to both cheer and criticize sports teams, coaches and athletes, brag about favorite teams or ridicule opposing teams.  It is also a place to exchange information, speculate, and spread rumors about events surrounding athletics and sports.

Statement of the problem

The Internet has been both a blessing and a curse for traditional sports reporters in newspaper, radio, and television.  Sports reporters now have access to information from worldwide sources through their desktop computer.  It is possible for sports reporters to get statistics from sport-team-sponsored web sites and information from sport conference 
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and league web sites that assist in the reporting process.  Some suggest that the increased access to information due to the Internet will create better reporting and more informed 

journalists (King, Reddick, 1995).  The ease of putting information on the Internet will provide the public with up to the minute information on breaking news events.

But computer assisted reporting also has its criticisms.  Websites can be created easily by anyone with access to inexpensive computers, software, and Internet Service Provider.   Internet publishers do not need expensive equipment and resources to disseminate information to a vast audience.  Therefore, web sites created by sports fans are a popular place for fans to exchange accurate, as well as inaccurate, information about sports teams.   Thus, the reporter’s historic role as gatekeeper is diminishing (Brooks, 1997).

 Likewise, Internet publishers are not constrained by half-hour formats that limit the amount and frequency of information distributed by radio and television. And the ease of publishing information about a variety of topics diminishes the role of the journalist as the agenda setter.  Consequently, anyone with a computer and access to the Internet can easily publish anything anytime to anywhere.  

Statement of purpose


While inaccurate information on the Internet exists, a growing number of online users are viewing news and information found on the Internet with less skepticism.  Forty-four percent of online users think that an accurate picture of events is more often found on the Internet than in traditional media outlets such as daily newspapers or network television news (Pew Research Center for the People and the Press, 1998).
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The purpose of this study is to determine the influence, if any, of the Internet sport chat rooms and message boards created and supervised by sports fans, on print,                

radio, and television sports reporters.  Specifically, this study will survey sports reporters in print, radio, and television to determine if mainstream sports reporters access these sport message boards and chat rooms to inspire story ideas or glean information that will be used in the job duties of sports reporters in traditional media outlets.

Significance of the problem

The Internet is the new player on the scene that will impact fan interest and generate new outlets of information.  Americans are turning to the Internet for news because of the accessibility, convenience, and depth of online searches.  Forty-six percent of online users say access to information that is not available elsewhere is a very important reason for using the Internet (Pew Research Center for the People and the Press, 1998). As the Internet continues to grow, there is reason to think that radio, television and print must adapt to the changing technology and alter the content currently offered to sports consumers through these traditional media outlets.


Internet message boards and chat rooms can be an excellent source of information for sports fans.  Many fan-created college sites contain information about potential recruits.  Internet authors file daily reports on practices, player injuries, and scouting reports on opposing teams.   Internet posters often get “inside information” from relationships formed with assistant coaches, athletic administrators, and other staff members associated with athletic departments.
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However, unsubstantiated rumors, innuendoes, and outright falsehoods are often posted on these sites.  
Despite the inaccuracies of the Internet, sports reporters can use fan websites to gauge interest about a variety of topics about sports teams.  Some posters on the Internet sport chat rooms and message boards are connected with coaches, athletic administrators, and sports staff members.  These posters have access to inside information that is not generally reported in the mainstream press.  These sites can provide traditional sports reporters with leads and story ideas.  However, traditional journalists from print, radio, and television must be cautious of these posts.  Fan-created message boards and chat rooms do not abide by the same codes, standards, and ethics practiced by traditional sports reporters.  Therefore, sports reporters must not be tempted to use information found on these sites as a substitute for reliable and validated sources.

LITERATURE REVIEW


The bodies of literature that relate to Internet journalism, and specifically sports chat rooms and message boards, is scarce.  Most of the literature review will focus on the role and function of sports reporters in print, radio, and television and their relationship to the Internet.

History of News Technology 


Technology and new media has altered the delivery and content of reporting throughout modern journalism history.  The telegraph gained wide acceptance as a valuable tool for reporters from Civil War battlefields.  Because telegraph lines could be cut and disabled during transmission, reporters from that era changed their style of reporting.  Stories became concise and got to the outcome immediately.  The telegraph 
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elevated reporting to a national status as stories were sent across the country.  The first newsgathering service started in 1849 as information was sold to client newspapers                         

across the nation.  As sports began to develop during this time period, game scores were distributed through the telegraph (Ferguson, Patten, 1986).  

As newspapers grew and flourished during that time period, print media became the dominant source of sports information for the average sports fan.  Gradually, sports writers went beyond reporting scores to writing complete accounts of athletic competition.


In the 1920’s, 1930’s, and 1940’s, radio changed the business of sports as well as the business of sports reporting.  Radio made sports accessible to everyone.  Radio increased fan interest and created a larger market for sports enthusiasts.  Fans could now hear the progress of a game instantly on the radio instead of reading about the account of the game a day or two later in the newspaper.  The newspaper reporter still gave an official account of the game.  But radio drained advertisers away from newspapers.  Therefore, newspaper reporters shifted from total factual recounts of sporting events to creating myths among athletes, commentary and editorials (Ferguson, Patten, 1986).  

Television had a tremendous impact on the sports industry, as well as radio and newspaper sports reporting.  Fans could now see their sports heroes on television instead of hearing about them on the radio or reading about them in the newspaper.  Television, with multiple cameras and technical innovations like slow motion instant replay, brought the fans closer to the action in the comfort of their own home.  The introduction of television into sports spurred the phenomenal growth of the National Football League, 
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college basketball, and The National Basketball Association.  But television also changed sports reporting.  Radio sports reporting now includes talk radio sports programs that                          

require fan participation in various sports issues of the day (McCleneghan, 1990).  In most cases, fans have the opportunity voice their opinion on a variety of sports topics on these all talk radio programs.  As a result of television, newspapers put more in-depth emphasis on examining the background of current sporting events and covering trends and lifestyles.  Sports print columnists no longer set their own agenda because television has changed sports reporting forever (McCleneghan, 1990).  Athletes are quick to respond to television interviews and bypass print and newspaper requests.  Television offers athletes the opportunity to promote their own self-interest that print cannot deliver.  


Now the Internet is the latest technological innovation that is changing the way sports reporters do their jobs.  As mentioned earlier, sports reporters have access to thousands of websites that detail statistics, player and coach profiles, and provide informational background for sports stories.  And because of the ease and small expense of operating an Internet sports website, fans are contributing their opinions, facts and figures for sports enthusiasts to consume.  These sites do not adhere by the same codes, standards and ethics of traditional sports reporters.  Gossip about sports teams, athletes, coaches, college recruiting, and administrators are favorite topics among Internet sports message boards and chat rooms.  Many participants appear to believe they are getting a truer picture of the behind the scenes activities of a sports team than is reported in traditional newspapers, radio, and television broadcasts.  Sometimes the information on Internet sports websites created by fans is accurate.  Much of the time, the information 
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contributed by fans are speculation, rumor, wishful thinking, and innuendo.  Regardless of the accuracy or inaccuracy of the information found on websites created by sports                          

fans, more and more consumers of sports information are supplementing the information distributed in traditional sources like radio, television and newspaper with information that appears on sports fan created Internet websites, message boards and chat rooms.  Studies indicate that the more credible the public finds a particular medium, the more they rely on it as their primary news source. ( Johnson & Kaye, 1998).

Agenda setting
The Internet appears poised to destabilize the traditional channels of agenda setting in the mass media.  Historically, the mass media has been successful in setting the agenda for consumers of information (Brosius & Weiman, 1996).  Passage of a piece of news along channels is dependent upon the fact that there are certain points along that channel where gates accept some news items and reject others (Buckalew, 1974).  In the print industry, the publisher’s attitudes are an important force in the news channel.  The public’s opinion does not alter gatekeeping behavior and community conditions are not related to coverage (Donahew, 1967).  But changing attitudes about the traditional media appear to result in a shift about who is establishing the agenda for media issues.  Forty-four percent of online users think that an accurate picture of what is going on in the world is more often found on the Internet than in daily newspapers or on network news broadcasts (Pew Research Center for the People and the Press, 1998)

Throughout the 20th Century, researchers have studied and theorized media’s role in agenda setting.  In his book, Public Opinion, Walter Lippman concluded that the 
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exchange of ideas is limited by the availability of resources to the general public.  Therefore, the media’s responsibility is to establish an agenda of issues and ideas to                                   

influence ways of thinking for the public audience (Hanczor, 1997).  B. C. Cohen expanded upon Lippman’s theories by suggesting that the media does not tell the public what to think but what to think about.  McCombs and Shaw continued the research into agenda setting by suggesting the media establishes an agenda on the coverage of issues, which correlates to the public’s agenda on determining which issues are important (Dearing, Rogers, 1993). 

The theoretical research on agenda setting concludes that the mass media’s control over the selection of story ideas, the quantity of press coverage of a news topic, the lifespan of story, placement and treatment of news has been instrumental in influencing readers, listeners, and viewers on what is important in the news.  The Internet threatens to change the mass media’s position as the sole proprietor of agenda setting.  The Internet provides global access to countless sources of information.  No longer is the public limited to information resources provided by traditional media outlets.  Affordable home computers and World Wide Web connectivity provide the public with vast resources unimaginable during Lippman’s time period of the 1920’s.  And it appears that the Internet is being used to provide validation to viewpoints not commonly presented in the traditional press and to offer a forum for alternative news items.  Internet journalists share many of the values in the mainstream national news media.  However, three-fourths of the national media claim that remaining neutral is a core principle of journalism, while 
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fifty-two percent of Internet journalist agrees with that statement (Pew Research Center for the People and the Press, 1999).                       

Message boards and chat rooms can be a gauge for measuring fan interests.  Reporters who participate in Internet sports communication can get feedback from fans that can lead to new angles for story ideas.  Interpersonal communication could enhance the agenda setting effect when the discussions deal with issues covered in the media.  The discussions that take place on the Internet can also lead sports reporters in new directions. In this case, interpersonal communication can compete with media agenda setting when the discussion deals with issues that have received little coverage in the media (Zhu, Weaver, Willnat, 1992).  As personal websites continue to proliferate and people continue to use the Internet as their forum for news, the traditional role of agenda setting in the mass media may change dramatically.

Sources

Any reporter is only as good as their sources.  This is no different for sports reporters.    Garrison and Sabljak (1993) divided news sources for sports reporters into traditional and non-traditional categories.  Traditional categories included coaches, athletes, administrators, athletic directors, owners, fan clubs, trainers, physicians and former players.  The non-traditional sources included surveys, polls, content analysis, field experiments, and freedom of information sources, anonymous sources, minority groups, and dissidents.  
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Sports reporters can gather information about athletic teams and players by utilizing official websites created by credible news sources or team sponsored sites.  In addition, sports reporters can also use websites, message boards and chat rooms that are heavily visited by fans to uncover topics important to the sports public.  Reports of up to 6,500 to 10,000 visits per day from fans are not uncommon on many of the more popular websites (Harvey, 1999).  Fans use these websites, message boards and chat rooms to exchange information or search for rumors about sports teams.  Interaction on these sites has become a daily ritual for many Internet participants.  

In Arkansas alone, there are several major Internet websites created and monitored by fans.  The Pigpen, Arkansas Online Board, The Board of Hogs, Razorback Board, and The Squeal are popular websites for fans of the Arkansas Razorbacks.  Tribal Grounds focuses on fans of Arkansas State University.  The University of Arkansas at Little Rock has The Rock website.  And TravsFan.com is the website for fans of the Arkansas Travelers (Harvey, 1999). Considering that fan clubs fall under the traditional category according to Garrison and Salbjak, it would appear, ironically, that the Internet, will all its technological advancements, would be considered a traditional source for sports reporters.

Due to the influence of television and radio on sports journalism, the current trend for sports print columnists requires them to be entertaining and opinionated (McCleneghan, 1997).  Print columnists were asked about their best sources for opinions and ideas.  The best sources ranked intuitive feelings as number one, followed by sports events, current events, and outside readings.  It is unclear what role, if any, the Internet 
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influenced the intuitive feelings or if outside readings included message boards or chat rooms.                       

Information Accuracy

Inaccurate information found on the Internet is one of the leading criticisms of mainstream journalists.  Traditional mass media maintain credibility standards by employing editors and fact checkers to determine what information is accurate.  While traditional media maintain claims of credibility and accuracy, the Internet makes few such claims (Morris & Ogan, 1996).  As mentioned earlier, traditional news organizations have gatekeepers to accept or reject information.  This gatekeeping function is not present on the Internet.  Therefore, fewer filters exist to eliminate inaccuracies before they are posted online.  

Despite the danger of inaccuracies on the Internet, competition among national new organizations has forced the media to utilize the Internet for information about breaking stories.  S. Shyam Sundar (1998) studied the effects of source attribution on online news sources.  According to Sundar (1998), the Internet makes it possible for gossip and rumor to be widely publicized and interpreted as news.  Mainstream press reports, from the conspiracy theories surrounding the TWA Flight 800 crash to President Clinton’s sexual escapades were based on unsubstantiated information posted on the Internet.  Quotations and credible sources are essential aspects of journalistic integrity regardless of the delivery medium.  Newspapers print quotes with direct quotation marks.  Television crews videotape soundbites used during broadcasts.  Radio stations air 

           Sports Reporting     14

quotations.  Sundar (1998) continues by stating that sourcing is so integral to good journalism that newsworthy items are rarely distributed publicly if it is not properly attributed to a legitimate source.


In his study, Sundar (1998) discovered some interesting findings in relation to news found on the Internet.  Readers will evaluate poorly sourced Internet stories negatively.  But news on the Internet, sourced or not, has some residual effects on the reader.  Information read on the Internet could be forwarded to other consumers based on a variety of factors other than source attribution.  The factors include enjoyability, liveliness, importance, timeliness and relevance.  When this occurs, the “I-heard-it-somewhere-that” phenomenon takes place.  Users, who consume large quantities of information, blend and confuse information read on the Internet with news read from other sources, without the distinction of verification of source reliability.  Therefore, according to Sundar, it is possible that information that is lively and timely but lacks verification and source attribution could be delivered to a worldwide audience with the simplicity of a few keystrokes.  Consequently, rumor often is disguised as news on the Internet.


Despite the inaccuracies, more and more people are turning to the Internet for news because of the accessibility, convenience and breadth of online searches.  Forty-six percent of Internet users say access to information is a very important reason for using the web to get news and information (Pew research center Internet news audience goes ordinary.)
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As previously noted, there are concerns of the traditional media, which include sports journalists, as to the credibility, accuracy, and validity of information gleaned from Internet websites.  Nevertheless, more and more people are using Internet message boards 

and websites to supplement the information obtained from traditional media outlets. Consequently, the following research questions were explored:

RQ1) Do sports reporters use the Internet as a source of information in the performance of their job?

RQ2) Do sports reporters use the Internet as a source of story ideas?

RQ3) Do sports reporters actively participate in message boards on websites created by sports fans?

RQ4) Do sports reporters actively participate in chat rooms on websites created by sports fans?

RQ5) How does Internet use differ among radio, television, and print?

METHODOLOGY


To answer the four research questions, 15 surveys were distributed to sports reporters in radio, 15 surveys to sports reporters in television, and 15 surveys to sports reporters in broadcast television.  The survey question for all three mediums was the same with the exception of Question One.  The first question asked print reporters, “How long have you worked in print sports journalism?” for newspaper respondents.  On the 

radio survey, the first question asked respondents “How long have you worked in radio 
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journalism?”  For television reporters, the survey asked, “How long have you worked in television reporting?”


Due to the fact that some radio stations, television stations, and newspaper organizations have multiple reporters covering sports, as many as five surveys were                        

distributed to some larger organizations.  Multiple survey responses came from different reporters in the same sports reporting organization.


Surveys were distributed to television stations, radio stations, and newspaper organizations in Arkansas, Tennessee, and Texas.   Surveys were distributed to respondents by the United States Postal Service, e-mail, or personally delivered.


Research Question I dealt with the use of the Internet as a source of information in the performance of sports reporter’s job duties.  One question required the respondent to rank use of the Internet for sports information in the performance of job duties compared with other sources of information.  Another question asked respondents if they used the Internet for entertainment, education, or work-related purposes.


Research Question II dealt with the use of the Internet as a source for story ideas. Respondents were asked to rank the Internet as a source for story ideas compared to other story idea sources.  The survey also included Likert Scale statements that determined the use of the Internet by sports reporters for story ideas.


Research Question III dealt with sports reporters actively participating in Internet message boards created by sports fans.  Active participation is defined as reading posts 
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on message boards and/or originating messages or responding to messages on sports fan created Internet message boards.


Research Question IV dealt with sports reporters actively participating in Internet chat rooms created by sports fans.  Active participation is defined as reading posts in chat rooms and/or originating messages or responding to chat in sports fan created Internet chat rooms.                       

Research Question V dealt with the comparison of use of the Internet by sports reporters in radio, television, and print.  The question is intended to determine if one medium uses the Internet as a source of sports information more than another medium.  The question is also intended to determine if one medium more than another medium uses sports fan message boards or sports fan chat rooms as a source of story ideas.
Limitations


The findings in this study were limited by several factors.  First, only 16 of the 45 surveys distributed were returned.  Print media returned 10 surveys, radio reporters returned four surveys, and television reporters returned two surveys.  The majority of surveys distributed to print reporters were done personally.  This could explain the larger number of responses compare to other media.  While some surveys were distributed to television and radio reporters personally, other surveys were mailed through the United States Postal Service.  More responses are needed to measure Internet use by sports reporters in the traditional media.


It is unclear if the survey respondent understood the definitions of message boards and chat rooms.  People often hear terms associated with the Internet but do not clearly 
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understand the definitions.  It is possible that the survey participants based their responses out of ignorance of terms related to message boards and chat rooms.  One television survey respondent included a message that said that message boards and chat rooms only included recycled wire copy. 


There appears to be a mistrust of Internet websites, especially those sites that rely on fan input as the primary content source.  It is possible that sports reporters from         

traditional media outlets will not admit using fan website as a source of information or story ideas.


Another drawback is that there are limited studies that reference sports reporting.  Most of the literature refers to news reporting and journalism.  Therefore, the same journalistic standards applied to news reporting were applied to sports reporting for the purpose of this study.


Finally, the sudden and rapid growth of the Internet in the sports information arena creates an interesting yet confusing opportunity for research.  Websites constructed and maintained by fans are relatively new sources of sports information.  Privately, some 

sports reporters from traditional media outlets view fan websites with disdain.  However, many of these same reporters privately admit reading these sites.  It is difficult to determine if the survey answers supply by traditional reporters accurately reflect their private use of the Internet in the performance of their job.
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Findings

Research Question I

Many of the responses of the survey participants appear to be contradictory.  In response to Research Question One, eighty-three percent (15) of all survey participants indicated that the Internet is used in the performance of their job (see Overall Survey Question 5).  One hundred percent (4) of the television sports reporters and eighty percent of the print sports reporters indicated that they use the Internet at least once per day in the performance of their job duties (see Television Survey Question 6 and Print Survey Question 6).  However, no survey participant ranked the Internet as a source of sports information in the performance of his or her job (see Overall Survey Question 3).  

Research Question II

In response to Research Question 2, the results conflict again.  No survey participant ranked the websites, chat rooms, or messages boards as a source of story ideas (Overall Survey Question 4).  However, forty-four percent ranked School Sponsored Web Sites as the first source for story ideas, followed by twenty-two percent (4) ranked Collegiate Conference Web Sites as a second source of story ideas, and 6 percent (1) ranked Fan Message Boards as a third source for sports story ideas (see Overall Survey Question 9).  But 17 percent (3) agree that they get story ideas from sports fan message boards (see Overall Survey Question 10).  Overall Survey Question 11 and Overall Survey Question 18 indicate that a small percentage of sports reporters use chat rooms as a source of story ideas.  
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Research Question III

The answers to Research Question 3 are clear.  The majority of sports reporters surveyed read messages displayed on sports websites created by fans.  28 percent (5) read sports messages boards at least once a day, 33 percent (6) read sports message boards at least once a week, and 11 percent (2) read sports message boards (see Overall Survey Question 7).  22 percent (4) write on sport fan message boards (see Overall Survey Question 12.)                  

Research Question IV

The answer to Research Question Four indicates participation of sports reporters in sports chat rooms but not on the same level as participation by sports reporters on sports message boards.  11 percent (2) read sports chat rooms at least once per day, 28 percent (5) read sport chat rooms at least once per week, and 6 percent (1) read sport chat rooms at least once per month (see Overall Survey Question 8).  11 percent (2) write in sports chat rooms (see Overall Survey Question 13).

Research Question V


The answer to Research Question Five indicates that there is not a significant difference in use of the Internet among radio, television, and print sports reporters.  Only 25 percent (1) of the radio survey respondents claimed to use sports fan message boards or sports fan chat rooms as a source of story ideas (see Radio Survey Question 10 and 17).  Likewise, only 25 percent (1) of the television survey respondents claimed that the sports fan message board and sport fan chat rooms are used as a source of story ideas (see 
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Television Survey Question 10 and 17).  20 percent (2) of the print sports reporters claimed that sports fan message boards and sports fan chat rooms were used as a source          

of story ideas. However, the responses to the use of the Internet as a source of story ideas may be flawed.  In each survey, print, radio, and television sports reporters indicated that websites, message boards, and chat rooms were not a source of story ideas in Survey Question 3 and Survey Question 4.  This may be due to a design flaw in the survey question or the survey participants did not understand the definition of message boards, chat rooms, or web sites.                      

There is a slight disagreement among the three different mediums about the

accuracy of sports message boards.  50 percent (2) of the Radio survey respondents claim that sports message boards are accurate (see Radio Survey Question 15).  In the print reporter survey, 70 percent (7) strongly disagree that sport message boards are accurate and 20 percent (2) disagree that sports message boards are accurate.  In the television survey, 25 percent (1) disagree that sports message boards are accurate, while 25 percent (1) strongly disagree that sports message boards are accurate.

 Conclusions


There are very few studies that measure the impact of sports fan message boards and sports fan chat rooms on traditional sports reporting.  This study indicates that more research needs to be done in terms of the Internet’s relationship to sports journalism. 


Due to conflicting results in the area of using the Internet as a source of story ideas, more care needs to take place in the design of the survey questions. It is possible that the survey respondents did not understand the definitions of the terms associated 
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with this survey.  For example, one television respondent claimed that message boards and chat room material are just recycled wire copy.  Another print survey participant           

ranked the Internet as the third best source for sports information, yet claimed that collegiate college websites, school sponsored websites, fan websites, fan message boards, or fan chat rooms were never used as a source of story ideas.  A closer examination of the survey questions administered during this research may reveal the problem of conflicting responses.                      


Despite these conflicting responses, there is reason to believe that the Internet, including fan originated message boards and chat rooms, are being utilized by traditional media.  Based on the information gathered in this study, it is unclear if the Internet affects the agenda setting function of the traditional media.  More research needs to be conducted to determine the influence of fan websites, message boards, and chat rooms on the agenda setting duties of the traditional media.

Table 1 – How long have you worked in sports reporting?

	
	Overall
	Print 
	Radio 
	Television

	Less than one year.
	6% (1)
	10% (1)
	0% (0)
	0% (0)

	One to five years.
	22% (4)
	20% (2)
	0% (0)
	50% (2)

	Six to ten years
	16% (3)
	20% (2)
	0% (0)
	25% (1)

	More than ten years
	56% (10)
	50% (5)
	100% (4)
	25% (1)

	Table 2 -How large is your audience?

	
	Overall
	Print 
	Radio 
	Television

	5,000 – 10,000
	6% (1)
	10% (1)
	0% (0)
	0% (0)

	10,000 – 50,000
	11% (2)
	20% (2)
	0% (0)
	0% (0)

	50,000 – More
	72% (13)
	60% (6)
	100% (4)
	100% (4)

	Did Not Answer
	11% (2)
	10% (1)
	0% (0)
	0% (0)

	Table 3 – Please rank 1 through 6, the following sources for sports information in the performance of your job.  1 is the most used source and 6 is the least used source.

	
	Overall
	Print 
	Radio 
	Television

	Personal source
	44% (8)
	50% (5)
	50% (2)
	25% (1)

	Wire service
	28% (5)
	20% (2)
	0% (0)
	75% (3)

	Television
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Radio
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Newspaper
	28% (5)
	30% (3)
	50% (2)
	0% (0)

	Internet
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Table 4 – My best story ideas come from: (1 is the most used source, 11 is the least used source.)

	
	Overall
	Print 
	Radio 
	Television

	Sports information director
	11% (2)
	20% (2)
	0% (0)
	0% (0)

	Newspaper
	22% (4)
	20% (2)
	25% (1)
	25% (1)

	Letters from fans
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Phone calls from fans
	17% (3)
	0% (0)
	25% (1)
	50% (2)

	Coaches
	17% (3)
	10% (1)
	25% (1)
	25% (1)

	Radio
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Television
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Internet chat rooms
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Internet web sites
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Internet message boards
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Players
	22% (4)
	30% (3)
	25% (1)
	0% (0)

	Did not answer
	11% (2)
	20% (2)
	0% (0)
	0% (0)

	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	Table 5 – Check the following that apply to you.

	
	Overall
	Print 
	Radio 
	Television

	I use the Internet for entertainment purposes.
	72% (13)
	70% (7)
	75% (3)
	75% (3)

	I use the Internet for education purposes.
	72% (13)
	80% (8)
	50% (2)
	75% (3)

	I use the Internet for work-related purposes.
	83% (15)
	80% (8)
	100% (4)
	75% (3)

	I do not use the Internet.
	6% (1)
	10% (1)
	0% (0)
	0% (0)

	Table 6 – How often do you use the Internet?

	
	Overall
	Print 
	Radio 
	Television

	Once a day.
	78% (14)
	80% (8)
	50% (2)
	100% (4)

	Once a week.
	11% (2)
	10% (1)
	25% (1)
	0% (0)

	Once a month.
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Never
	11% (2)
	10% (1)
	25% (1)
	0% (0)

	Table 7 – How often do you read sports message boards?

	
	Overall
	Print 
	Radio 
	Television

	Once a day.
	28% (5)
	20% (2)
	0% (0)
	75%(3)

	Once a week.
	33% (6)
	40% (4)
	50% (2)
	0% (0)

	Once a month.
	11% (2)
	0% (0)
	50% (2)
	0% (0)

	Never
	17% (3)
	30% (3)
	0% (0)
	0% (0)

	Did not answer
	11% (2)
	10% (1)
	0% (0)
	25% (1)

	Table 8 – How often do you read sport chat rooms?

	
	Overall
	Print 
	Radio 
	Television

	Once a day.
	11% (2)
	10% (1)
	0% (0)
	25% (1)

	Once a week.
	28% (5)
	20% (2)
	50% (2)
	25% (1)

	Once a month.
	6% (1)
	10% (1)
	0% (0)
	0% (0)

	Never
	50% (9)
	60% (6)
	50% (2)
	25% (1)

	Did not answer
	6% (1)
	0% (0)
	0% (0)
	25% (1)

	Table 9 – Please rank the following categories that you have used for story ideas.  1 is the most used and 5 are the least used.

	
	Overall
	Print 
	Radio 
	Television

	Collegiate conference web sites
	22% (4)
	20% (2)
	25% (1)
	25% (1)

	School sponsored web sites
	44% (8)
	40% (4)
	50% (2)
	50% (2)

	Fan web sites
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Fan message boards
	6% (1)
	0% (0)
	25% (1)
	0% (0)

	Fan chat rooms
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Did not answer
	28% (5)
	40% (4)
	0% (0)
	25% (1)

	

	
	
	
	
	

	
	
	
	
	

	Table 10 – I get story ideas by reading Internet sports related message boards.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Agree
	17% (3)
	20% (2)
	25% (1)
	0% (0)

	Disagree
	22% (4)
	30% (3)
	25% (1)
	50% (2)

	Strongly Disagree
	44% (8)
	50% (5)
	50% (2)
	25% (1)

	Did not answer
	6% (1)
	0% (0)
	0% (0)
	25% (1)

	Table 11 – I get story ideas by reading Internet sports related chat rooms.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Agree
	11% (2)
	20% (2)
	0% (0)
	0% (0)

	Disagree
	28% (5)
	20% (2)
	25% (1)
	50% (2)

	Strongly Disagree
	56% (10)
	60% (6)
	75% (3)
	25% (1)

	Did not answer
	6% (1)
	0% (0)
	0% (0)
	25% (1)

	Table 12 – I write sports related message boards.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Agree
	22% (4)
	10% (1)
	50% (2)
	25% (1)

	Disagree
	11% (2)
	20% (2)
	0% (0)
	0% (0)

	Strongly Disagree
	56% (10)
	70% (7)
	50% (0)
	25% (1)

	Did not answer
	11% (2)
	0% (0)
	0% (0)
	50% (2)

	Table 13 – I write on sports related chat rooms.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Agree
	11% (2)
	10% (1)
	0% (0)
	25% (1)

	Disagree
	22% (4)
	30% (3)
	25% (1)
	0% (0)

	Strongly Disagree
	56% (10)
	60% (6)
	75% (3)
	25% (1)

	Did not answer
	11% (2)
	0% (0)
	0% (0)
	50% (2)

	Table 14 – Fan sources are accurate.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Agree
	11% (2)
	10% (1)
	0% (0)
	0% (0)

	Disagree
	44% (8)
	50% (5)
	50% (2)
	50% (2)

	Strongly Disagree
	33% (6)
	40% (4)
	25% (1)
	25% (1)

	Did not answer
	11% (2)
	0% (0)
	25% (1)
	25% (1)

	

	
	
	
	
	

	
	
	
	
	

	Table 15 – Sports related chat rooms are accurate.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Agree
	17% (3)
	10% (1)
	50% (2)
	0% (0)

	Disagree
	17% (3)
	20% (2)
	0% (0)
	25% (1)

	Strongly Disagree
	50% (9)
	70% (7)
	25% (1)
	25% (1)

	Did not answer
	17% (3)
	0% (0)
	25% (1)
	50% (2)

	Table 16 – Sport related chat rooms are accurate.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	0% (0)
	0% (0)
	0% (0)
	0% (0)

	Agree
	6% (1)
	10% (1)
	0% (0)
	0% (0)

	Disagree
	39% (7)
	40% (4)
	50% (2)
	25% (1)

	Strongly Disagree
	39% (7)
	50% (5)
	25% (1)
	25% (1)

	Did not answer
	17% (3)
	0% (0)
	25% (1)
	50% (2)

	Table 17 – I do not use sports message boards for story ideas.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	11% (2)
	20% (2)
	0% (0)
	0% (0)

	Agree
	22% (4)
	30% (3)
	0% (0)
	25% (1)

	Disagree
	33% (6)
	30% (3)
	50% (2)
	25% (1)

	Strongly Disagree
	17% (3)
	20% (2)
	25% (1)
	0% (0)

	Did not answer
	17% (3)
	0% (0)
	25% (1)
	50% (2)

	Table 18 – I do not use sports chat rooms for story ideas.

	
	Overall
	Print 
	Radio 
	Television

	Strongly Agree
	17% (3)
	20% (2)
	25% (1)
	0% (0)

	Agree
	33% (6)
	40% (4)
	25% (1)
	25% (1)

	Disagree
	11% (2)
	10% (1)
	0% (0)
	25% (1)

	Strongly Disagree
	22% (4)
	30% (3)
	25% (1)
	0% (0)

	Did not answer
	17% (3)
	0% (0)
	25% (1)
	50% (2)
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