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Abstract:

Studies related to "sports communication" represent an important field, as this type
of communication plays a fundamental role in the interaction between individuals,
communities, and athletes. This research aims to examine and analyze the key features
and dimensions of sports communication studies in light of rapid digital
transformations,. The article reviews a sample of previous studies that explored how
digital and social media are used to enhance the sports experience and deliver sports-
related messages to a global audience.
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1. Introduction: Sports communication is one of the important fields in recent
decades, as research and studies on this topic have taken a new path with the
emergence of advanced technology and social media. Monitoring recent trends in
sports communication research in light of the new communication environment
aims to shed light on the changes that have occurred in the way fans interact with
sports and how sports institutions exploit digital platforms to enhance their
relationship with the audience (Smith, 2021, p 117). Sports have transformed from
a mere competitive physical activity to a field rich in cultural and social
interaction. Recent studies indicate that sports communication is no longer just a
transfer of information about matches or results, as the media, for example, have
become an integral part of building sports identity and promoting the social and
cultural values associated with it (Jones, 2020, p 503). Moreover, social media
sites such as Twitter, Instagram, and Facebook are no longer just platforms for
disseminating news and information, but have become powerful tools for building
relationships between athletes and fans. Through these channels, athletes can
communicate directly with their fans, which enhances the sense of closeness and
belonging and contributes to improving the image of sports institutions [3]. This
shift towards direct interaction and personal communication represents a major
turning point in sports communication strategies.

At present, smart technologies play a pivotal role in enhancing the effectiveness
of sports communication. Many studies indicate that the use of tools such as Big
Data and Artificial Intelligence has revolutionized how audience behavior is
analyzed and media messages are accurately and targeted. For example, sports
teams can now use data extracted from audience interactions on digital platforms
to customize their advertising campaigns and improve the fan experience during
sporting events (Johnson, 2022, p. 503)

In this context, sports communication studies are gaining increasing importance
because they provide a deep understanding of how media, communication, and
social networking sites influence sports audience behavior. For example, they can
help analyze how players and clubs use social media to strengthen bonds with
fans and build a positive image in front of the local and global community. In
addition, sports communication studies contribute to identifying new strategies
that enhance audience engagement with major sporting events such as the World
Cup or the Olympic Games (Lee, 2018, p. 64).
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It also becomes necessary to study how new media and smart technologies can be
used as effective tools to improve communication between sports teams and fans.
Researchers must also consider the challenges associated with this shift, including
managing privacy and protecting users’ personal data, as well as dealing with
misinformation or fake news that can affect the reputation of athletes and sports
organizations. Moreover, sports communication studies play a crucial role in
promoting the social responsibility of sports teams and organizations. By
analyzing the discourses of players, coaches, and administrators, these studies can
reveal how sports organizations deal with pressing social issues such as diversity
and inclusion. This research also provides an opportunity to study how sports can
be a platform for positive social change by supporting humanitarian and charitable
campaigns and initiatives. In this context, it becomes necessary to study how new
media and smart technologies can be used as effective tools to improve
communication between sports teams and fans. By focusing on these studies, we
can achieve a deeper understanding of the ongoing transformations in the world of
sports communication and determine the best ways to benefit from them to
achieve the goals of both sports and social institutions. In light of these rapid
transformations witnessed by the digital communication environment, the central
question remains: To what extent has previous research addressed the field of
sports communication in the context of the digital environment? Has it been able
to explore all aspects related to the broad scope of digital sports communication
and its challenges? What are the most important topics and issues that sports
communication research has focused on in light of the modern digital
environment?

This study aims to monitor and analyze scientific production in the field of sports
communication during the last decade (2014-2024), with a focus on how research
has dealt with the challenges arising from the digital environment, such as the
spread of fake news, the increasing role of social media in shaping sports public
opinion, and the impact of big data on the sports content industry. The study also
seeks to identify potential research gaps and explore future opportunities for
developing this field.
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2. Theoretical framework of the study

The theoretical framework is the basis on which any scientific research relies to
understand the phenomenon studied in a comprehensive and integrated manner. In
the case of “sports communication”, it requires a deep analysis of the concepts
and theories that explain how information is transmitted and exchanged between
the various stakeholders in sports, whether they are athletes, fans, sports
managers, or the media. This section will deepen the theoretical understanding of
this topic by exploring the definition of sports communication and its various
dimensions, in addition to reviewing the importance of this type of
communication in the social and cultural context.

2.1 Definition of Sports Communication

Sports communication is a complex process in which several basic elements
intersect: the sender (the speaker or the party transmitting the message), the
message itself (the content of the information related to sports), the medium (the
means through which the message is transmitted such as television, the Internet,
or newspapers), and the receiver (the target audience or the person who receives
the message). Sports communication can be defined as:" The process of
transferring and exchanging information or ideas related to sports between
individuals or groups using various communication channels with the aim of
achieving specific goals such as education, awareness, entertainment, or building
social relationships. (Smith, 2019, p(

In this definition, sports communication appears as a dynamic process that goes
beyond merely transmitting news or information; rather, it is an interactive
process that aims to create an ongoing dialogue between all parties involved. This
process is not linear as it was previously viewed, but rather a circular process that
includes continuous feedback between the sender and the receiver.

For example, when a sports journalist publishes a report about a football match
via a website, the audience is not only a passive recipient of the message, but can
interact with it through comments or reposts, which makes the process more
interactive and dynamic.

Sports communication is the process of transferring information or ideas related to
sports between different parties involved, whether they are athletes, fans, sports
managers, or the media. Sports communication can be verbal, written, or visual,
and aims to enhance a common understanding about sports events and results And
developments. (Smith, 2019, p89(
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For example, in the context of sports communication, the media plays a pivotal
role in conveying news related to major competitions such as the FIFA World
Cup or the Olympic Games. Sports communication also includes interaction
between fans and players through social media platforms, which enhances the
relationship between the two parties.

To delve deeper into understanding sports communication, we must go back to its
historical roots. Since ancient times, sports have been an integral part of human
life, as people used to gather to watch sports competitions and events. However,
communication about sports in that period did not rely on technical means as it
does today, but rather was mainly done through word of mouth or handwriting.
For example, news about major tournaments such as the ancient Olympic Games
was transmitted through messengers or books written by historians.

Over time, and with the advent of printing and publishing, traditional media such
as newspapers and magazines began to cover sports events. In the nineteenth
century, we witnessed the establishment of the first newspapers specialized in
sports, which provided detailed reports on sports matches and competitions. At
the beginning of the twentieth century, radio and television emerged, allowing
sports events to be broadcast directly to homes, which led to a significant increase
in the popularity and audience of sports.

In recent decades, sports communication has undergone a radical transformation
thanks to the tremendous development in the field of technology and
communications. With the advent of the Internet and smartphones, audiences can
access sports news and interact with sports events at any time and from anywhere.
For example, viewers can now watch live matches via applications and digital
platforms, and they can comment on events and share their opinions with others
via social media.

These technological changes have not only affected the way sports information is
transmitted, but have also brought about transformations in the way the audience
receives this information. Previously, traditional media were the main source of
sports news, and had complete control over what was published. Today, however,
the audience itself has become a source of information, as individuals can publish
and widely share videos and photos of sports events.

In the modern era, sports communication has become more important than ever.
Not only because it contributes to the transmission of information related to
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sports, but also because it plays a crucial role in promoting social and human
values. Sports are a universal language that transcends political and geographical
borders, and therefore sports communication contributes to strengthening ties
between different cultures and nations.

2.2Dimensions of Sports Communication

Media dimension: Sports communication is a key element in the media field, as
the media plays a pivotal role in conveying sports news and analysis to the
masses. Traditional media such as television, radio and newspapers, in addition to
modern digital media such as social media and live streaming platforms, are all
important tools in this regard.

Interactive dimension: In recent decades, the sports communication process has
become more interactive thanks to modern technology. Fans are no longer just
passive recipients, but can now interact with athletes, commentators and sports
institutions directly through social media or electronic applications.

Cultural dimension: Sports communication is not limited to conveying
information, but also reflects the culture of societies and nations. For example,
some sporting events may carry political or social messages, making them an
effective tool in promoting national identity or international understanding.
3.2The importance of sports communication

Sports communication is of great importance on several levels, whether social,
cultural, or even economic. Here are some key points that illustrate the importance
of this type of communication:

Promoting international understanding and cooperation: Sports are a universal
language that transcends political and geographical boundaries. Through sports
communication, fans from different countries and cultures can communicate and
get to know each other. For example, major tournaments such as the FIFA World
Cup or the Olympic Games are golden opportunities to strengthen human bonds
and understanding between peoples. “Through sports, the world can see itself as
one community, where common values such as fair competition and mutual
respect are shared.” (Wilson, 2018, p128)

Shaping the image of athletes and clubs: The media has a significant impact on
the way the public views athletes and sports teams. Through media campaigns,
interviews and analysis, the media can contribute to improving the image of
athletes and making them role models in society. For example, many great
athletes such as Messi and Ronaldo have become global icons not only because of
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their athletic performance, but also because of the way they have been marketed
through the media.

Boosting the sports economy: Sports communication plays an important role in
boosting the sports economy by attracting investments and sponsorships. For
example, major companies such as Adidas and Nike invest huge amounts of
money in sports sponsorship because they realize that sports communication can
be an effective way to market their products and target a wide segment of the
audience.

"Sports sponsorship is considered one of the most effective marketing activities,
as it provides direct access to millions of fans interested in sports.” (Taylor, 2017,
p95)

Improving the audience experience: Through sports communication, fans can
have a rich and integrated experience when watching sports events. For example,
detailed analysis provided by sports commentators and specialized programs can
increase audiences’ understanding of sporting events and help improve their
experience. Additionally, modern technology such as smart apps and live
streaming allows audiences to watch sporting events in a more interactive and
personalized way.

2.4Basic Theories in Sports Communication:

To study sports communication in more depth, it is useful to explore some of the
basic theories that explain how information is transmitted and how it is received
by the audience. There are many theories that explain communication in the
context of sports, here are some of the main theories that help in understanding
this field:

-Functional Theory: Functional theory is one of the oldest theories in the field of
communication, and it focuses on the role that the media plays in achieving
certain goals within society. In the context of sports communication, this theory
can be used to explain how the media promotes sports values such as cooperation
and fair competition. “Sports media play an important role in promoting sporting
values and making them part of the general culture.”((Thompson,2019,p87(
-Critical Theory: Critical theory seeks to analyze the relationship between media
and power, and focuses on how media is used as a tool for control and
domination. In the context of sports communication, this theory can help
understand how sport is used as a political or economic tool to achieve certain
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goals. “Sport is not just a game, it is a tool that can be used to achieve political or
economic goals.”((Jones,2019,p57(

-Effects Theory: Effects theory addresses how media influences audiences,
whether through changing beliefs or behavior. In the context of sports
communication, this theory can be used to explain how media influences the way
audiences think and behave toward sport. “Sports media can change the way
audiences think about sport, whether through increasing or decreasing
interest.”(Harris,2021,p157(

-Symbolic Interactionism: This theory focuses on The theory is about how
individuals construct their social meanings through interactions with others using
symbols such as language and gestures. In the context of sports communication,
we can understand how media and sports contribute to the construction of
collective and individual identities through symbolic messages exchanged
between fans, players, and media personnel. For example, sports symbols such as
logos, uniforms, and even celebration movements play a pivotal role in
strengthening social bonds and shaping cultural affiliations. This theory thus helps
researchers understand how media influences audiences’ interpretation of sports
and how meanings associated with sporting events are constructed through the
constant interaction between media texts and social practices.

2.5 Research Literature on the Topic

The field of sports communication has undergone a radical transformation with
the rise of digital environments, where digital platforms such as social media
(Twitter, Instagram, TikTok), live streaming, and interactive websites have
become key tools for disseminating sports content. Hutchins and Rowe (2012)
noted that digitization has reshaped the relationship between sports and audiences,
with power shifting from traditional media institutions to individuals and sports
organizations themselves. For example, clubs and athletes now publish content
directly without intermediaries, creating more intimate interactions with fans.
Studies such as Sanderson (2011) have focused on athletes’ use of social media to
manage their personal images and build brands. Pegoraro’s research (2014) has
discussed how these platforms are used for crisis management (e.g., player
scandals) or to enhance fan engagement during major events (such as the World
Cup). Studies like Li et al. (2020) have explored the use of data to enhance fan
experiences (e.g., customization based on preferences) and to improve athletic
performance through tracking players’ biometric metrics. Jenny et al. (2017) also
emphasized that the convergence of traditional sports and esports creates new
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opportunities for communication, such as partnerships between clubs and esports
teams. Additionally, Thiel and Seifried (2020) pointed out that digital platforms
allow sports to transcend geographical boundaries, such as broadcasting the
English Premier League in Asia or Africa through apps like DAZN.

Key Knowledge Gaps:

o Focus on Non-Western Contexts: Most current research focuses on major
leagues (e.g., the NBA or English Premier League) and Western
audiences, neglecting the impact of digitization in Global South countries
or less popular sports.

o Ethical and Legal Aspects: There is a lack of studies on issues such as
privacy violations in fan data or the spread of misinformation through
digital sports platforms.

e Long-Term Impact: The social and psychological effects of over-reliance
on digitization (e.g., addiction to sports content or the virtual isolation of
fans) remain understudied.

« Interdisciplinary Methodologies: Research needs to integrate fields such as
digital psychology and data science to understand the complex interactions
between sports and technolog

3.Research Methodology and Tools

The methodology used: The descriptive analytical method, which is one of the
common research methods used to study social and cultural phenomena, including
sports communication studies. This method aims to provide a clear and
comprehensive picture of the subject under study by describing it accurately and
analyzing it in depth. When applied in monitoring sports communication studies,
data is collected descriptively by reviewing previous literature and scientific
articles, then it is analyzed to understand how this research is formed, which
contributes to building a theoretical framework that can be relied upon in
developing future research related to this field.

3.1 Data sources and collection procedures:

-We mainly relied on the Google Scholar search engine using keywords such as
"digital sports communication”, “sports and digital media”, "digital sports
journalism™, "sports communication and social networking sites,"

-Then accessing the scientific article to the special scientific research database
(scopus, ebsco, asjp...) or specialized journals in communication and sports such
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as the International Journal of Sport Communication). We also relied on recent
books and references related to sports communication in general.

3.2 Time period: Determining the time period for the research 2014-2024. That
is, focusing only on research published during this period.

3.3Sample: A purposive sample was selected from the titles of published

research 40 scientific studies on the topic,

3.4 Analysis tools: percentages and frequency tables, and Excel programs were
used to classify and analyze the information.

3.5 Data presentation: - Distribution of studies according to the main topic:

Main topic of study | Number of | Percentage

studies %

Sports Communication and New 15 37.5
Media

Sports Marketing Communication 10 25
via Social Media

Digital Sports Media Content 8 20
Analysis

Sports Coverage in the Digital Age 5 12.5
Cultural and Social Impact of Sport

Cultural and Social Irhpact_ of Sport 2 5
in the Digital Age

Total 40 % 100

Source: Prepared by the researcher

studies according to the type of tools used:
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Type of tools used Number of | Percentage
studies %

Content Analysis 20 50
Questionnaires and Permissions 12 30
Interviews 8 20

Total 40 % 100

Source: Prepared by the researcher

-1Geographical distribution of studies:

Geographical area | Number of | Percentage %
studies
Europe 17 42.5
North America 10 25
Ncia
Middle East and North Africa 8 20
Asia 5 12.5
Tntal
Total 40 % 100

Source: Prepared by the researcher
3.6 Main conclusions:
Most studies focused on “sports communication and new media” as a main topic,
reflecting the importance of social media in shaping sports communication.
Content analysis was the most widely used tool, indicating researchers’ focus on
understanding digital texts related to sports.
The biggest challenge highlighted was “the spread of fake news and
misinformation”, which requires new strategies for managing digital sports
content.
4.Features of the current scope of sports communication research in the
digital landscape in light of the study sample:
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In the context of our studies, the concept of “scope” refers to the boundaries or
areas of research covered by these studies, which include a wide range of issues
and topics related to sports and media and how they interact with each other
within society. This scope ranges from media analysis of sports representation in
traditional and digital media, and the impact of sports on cultural and social
identities, to studying the role of media in highlighting issues such as racism,
gender, and politics in the sports arena. The scope also includes studying how
athletes use social media as a tool for direct communication with the public, as
well as understanding the economic and commercial dynamics behind the
broadcasting and coverage of sporting events. Thus, the scope in sports
communication studies reflects the wide variety of topics that aim to explore the
complex relationship between sport, media, and society, and generally includes
the following:

4.1 The shift towards digital media:

With the rapid development of technology, digital platforms have become more
prominent in the field of sports communication. According to recent studies, there
has been a significant increase in the use of social media such as Facebook,
Instagram, and Twitter to disseminate sports news and interact with audiences.
For example, millions of views have been recorded for videos related to major
sporting events across platforms such as YouTube and Facebook Watch.

These digital changes have not only affected how information is transmitted, but
have also transformed the way audiences receive this information. Audiences have
become more interactive with sporting events, as they can now comment directly
on the news or even interact with the athletes themselves (Williams, 2020, p49).
4.2 The impact of big data on sports communication:

One of the recent trends that greatly affects sports communication is the use of big
data. Big data is used in sports to analyze sports performance and understand
audience behavior. For example, sports teams can use performance data to
improve game strategies, while media channels can use audience data to
determine the best ways to deliver sports content (Thompson, 2019, p83). The use
of big data also poses special challenges related to privacy and security. How can
sports teams and organizations collect and use this data without violating the
rights of fans or athletes? This question is one of the main challenges facing
researchers in this field. (Davis, 2021, p211.(

4.3 The impact of social media on the audience and athletes:
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In recent years, social media has become one of the most important channels
through which news and information related to sports are transmitted. This trend
is considered to be linked to the increasing reliance of the audience on these
platforms as a primary source of information. According to a 2021 Harvard study,
more than 70% of sports fans rely primarily on platforms such as Twitter,
Instagram, and Facebook to get the latest updates.

Through these platforms, fans can get instant updates on major sporting events,
and they can also interact directly with athletes and teams. This type of direct
interaction between fans and players has changed the nature of the traditional
relationship between them. For example, fans can now express their opinions and
offer direct support or criticism to players through comments and instant
messages, bringing athletes closer to their fans (Harvard, 2021, p132.(

Moreover, social media has contributed to increased transparency in the world of
sports. Thanks to the presence of these platforms, fans can now access
information that was previously unavailable, such as details of player contracts
and deals or even internal disputes within teams. However, this positive aspect
comes with its own challenges, as increased transparency can lead to the
amplification of small problems and misleading public opinion.

4.4The role of live streaming and online broadcasting:

With the advent of live streaming and online broadcasting technologies, the sports
communication field has witnessed a major shift in how audiences consume
sporting events. In the past, audiences mainly relied on television as the primary
means of watching major sporting events. However, the rapid development of
online broadcasting technologies has completely changed this equation.

Now, audiences can watch sporting events in real time through various streaming
platforms such as YouTube and Facebook Watch. This shift towards live
streaming online has given audiences greater freedom to choose what they want to
watch and also when they want to watch it. For example, someone who is unable
to watch a match during the live broadcast can watch it later using rebroadcast
services. (Taylor, 2021, p62.(

In addition, live streaming online has allowed media channels to customize
content based on audience interests. For example, channels can provide detailed
reports on sporting events that interest a specific geographic area or demographic
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group. This customization of content contributes to increased audience
engagement and higher levels of satisfaction.

4.5 The impact of data analysis in the field of sports and sports media:

Data analysis is one of the most advanced fields in the world of modern sports.
Data analysis is used in various sports fields to provide accurate insights into
sports performance and audience behavior. For example, sports teams use data
analysis tools to analyze players' performance in previous matches and use this
data to improve future playing strategies.

Data analysis can also be used to understand audience behavior and determine the
best ways to communicate with them. For example, media channels can use data
analysis to determine the type of content that attracts audience interest and how to
present it to them in the best possible way. Data analysis can also be used to
measure the impact of sports media campaigns and see how well they achieve
their set goals. (Davis, 2021, p61.(

However, the use of data analysis in the field of sports communication poses its
own challenges. One of these challenges is the need for accurate and reliable data.
If the data is inaccurate or incomplete, this can lead to incorrect decisions that can
negatively affect sports performance or audience interaction. Therefore, sports
organizations must invest in improving data quality and developing effective
analysis tools (Roberts, 2020, p83.(

4.6 The impact of artificial intelligence in improving the sports viewing
experience:

With the rapid advancement of artificial intelligence technologies, there are great
opportunities to improve the sports viewing experience. Artificial intelligence can
help provide a personalized and customized viewing experience for each viewer.
For example, intelligent systems can provide videos or sports analysis based on
the viewer's personal preferences. If the viewer is interested in a particular team or
sport, the system can provide personalized content that reflects these interests
(Anderson, 2021, p83.(

Artificial intelligence can also contribute to improving the quality of sports
broadcasting. For example, artificial intelligence technologies can be used to
analyze images and videos in real time and improve the quality of image and
sound. Artificial intelligence can also be used to analyze sports performance and
provide recommendations on improving sports strategies (Harris, 2021, p187.(
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However, the use of artificial intelligence in the field of sports communication
faces some challenges. One of these challenges is the need to develop accurate
and effective artificial intelligence systems. If these systems are not developed
properly, this may lead to incorrect recommendations or inaccurate analyses.
Therefore, sports organizations must invest in developing high-quality artificial
intelligence systems and training the human resources needed to operate these
systems.

4.7 Shifting towards virtual reality and augmented reality:

Using virtual reality (VR) and augmented reality (AR) technologies. These
technologies can provide an immersive and unprecedented sports viewing
experience. For example, fans can use VR glasses to watch sporting events as if
they were in the heart of the event. They can also use AR technologies to display
additional information about sporting events, such as player statistics or
performance analysis.These technologies are not only limited to improving the
viewing experience, but can also be used in training athletes. For example, VR
technologies can be used to simulate different sports situations and train players to
deal with them. AR technologies can also be used to provide accurate analysis of
players’ performance and help them improve their performance.

However, the use of VR and AR technologies faces some challenges. One of these
challenges is the high cost of these technologies. It may be difficult for small and
medium-sized sports organizations to invest in these technologies due to their
high costs. In addition, there may be a need to train the necessary human
resources to operate these technologies effectively (Green, 2021, p156..(

4.8 The impact of digital culture on sports communication:

With the spread of digital culture, there have been major shifts in the way people
communicate with sports. In the past, the public mainly relied on traditional media
such as television and newspapers to obtain information related to sports.
However, the spread of digital culture has completely changed this equation.
Now, the public can obtain information related to sports through multiple digital
platforms such as blogs, forums, and specialized websites. In addition, the public
can participate in discussions about sporting events through these platforms. This
type of direct participation has increased the public’s interaction with sports and
made them more involved in sporting events.
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Digital culture has contributed to strengthening the relationships between fans and
athletes. The public can now communicate with athletes directly through social
media platforms, bringing athletes closer to their audience. Athletes can also use
these platforms to spread their messages and communicate their ideas directly to
the public, but it poses some of its own challenges. One of these challenges is the
need to manage digital reputation. If digital reputation is not managed properly,
athletes or sports organizations may be subject to criticism or even cyber attacks.
Therefore, athletes and sports organizations must invest in digital reputation
management and build a positive online image. (White, 2021, p125).

5. Challenges Facing Sports Communication Research

5.1Privacy and Security Challenges: Privacy and security are increasingly
important challenges in the era of big data and artificial intelligence. As sports
organizations increasingly rely on advanced data collection technologies, the risks
of privacy violations increase (Wilson, 2018, p125.(

First: Collecting and Using Personal Data of Athletes Sports teams and wearable
device companies collect massive amounts of data about athletes’ physical and
psychological performance. This data may include heart rate, distance covered
during training, and even stress levels. While this information can be useful for
improving athletic performance, it can compromise athletes’ privacy if not
handled properly.

Second: Using Big Data in Sports Marketing While sports companies use big data
to analyze audience behavior and deliver personalized advertising, this can lead to
unseen privacy violations. For example, some digital platforms collect data on
users’ online behavior, including their sports interests and preferences, and then
sell this data to sports companies to target audiences more accurately. However,
such practices may raise ethical issues related to users’ rights. How can sports
organizations ensure that data is used in a safe and transparent manner? What
policies should be put in place to protect the rights of fans? These questions need
clear answers to enhance trust between fans and sports organizations.

Third: Cyber threats faced by sports organizations. As they become more reliant
on digital technologies, these organizations have become more vulnerable to
cyber attacks. For example, in 2017, Sky Sports was subjected to a major cyber
attack, disrupting live streaming services for several hours. (Anderson, 2021,
p125. .(These attacks not only affect the provision of sports services, but may also
lead to the theft of fans’ personal and financial data. Therefore, sports
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organizations must strengthen their cyber security systems and train their
employees on how to deal with such threats.
5.2 Challenges of Technology and Reliance on Artificial Intelligence:
Technological progress, especially in the field of artificial intelligence, opens new
horizons in the field of sports communication, but it also poses new challenges.
Today, sports communication studies face multiple challenges as a result of the
spread of technology and the rapid adoption of artificial intelligence (Al). One of
the most prominent of these challenges is the change in the nature of production
and consumption of sports content, as artificial intelligence has become capable of
creating instant analyses and extracting complex data about sports performance,
which may reduce the role of humans in providing traditional coverage and
reports. The use of algorithms to personalize content for fans may also lead to the
reinforcement of the “filter bubble”, where fans only receive information that
aligns with their previous interests, which limits cultural and sports diversity
(Patel, 2020, p131). In addition, modern technology raises ethical questions about
the privacy of users’ personal data and the intellectual property rights of content
generated using artificial intelligence. These challenges require reconsidering how
to integrate technology into sports communication research in a way that balances
potential benefits and risks. These challenges can be summarized as follows:
Over-reliance on artificial intelligence may affect the credibility of information
and results.

-The issue of ethics in the use of artificial intelligence (integrity, scientific
honesty and objectivity(

-The need for training in the use of modern technology and artificial intelligence
techniques. (Nguyen, 2021, p159.
5.3 Challenges of linguistic diversity and multicultural communication:
Sports is a global language, but this does not mean that all people speak the same
language. Linguistic diversity represents a major challenge in the field of sports
communication, especially in global tournaments in which different countries and
nations participate. Sports communication studies in the digital environment face
major challenges due to linguistic diversity and multicultural communication, as
these factors play a pivotal role in shaping how sports messages are transmitted
and received online. One of the most prominent challenges is the differences in
the cultural interpretation of sports symbols and texts, which can lead to
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misunderstanding or misleading of the intended meanings. For example, some
sports terms or gestures may have completely different meanings in multiple
cultures, complicating the process of effective communication between global
audiences. Linguistic diversity also represents an obstacle to comprehensive
access to sports content, as not all materials may be available in the languages
spoken by the target audience. These challenges directly affect the results of
sports communication studies, as they may reduce the accuracy of assessing the
true impact of sports messages and the effectiveness of sports communication
strategies. Therefore, it is necessary to adopt a more culturally sensitive approach
and use accurate translation tools to ensure comprehensive and widely understood
communication. First: The need to translate sports content With the growing
importance of global tournaments, the need to translate sports content has become
essential. However, the translation process is not always accurate or easy. For
example, some sports terms may have specific cultural meanings, making it
difficult to translate them accurately (Patel, 2020, p132).

Second: Cultural challenges in sports communication Multicultural sports
communication is not just a translation of words, but an interaction between
different values and traditions. For example, expectations regarding sports may
differ between cultures. In some societies, the focus may be on sportsmanship and
cooperation, while in others the focus may be on competition and winning at any
cost. These cultural differences may lead to misunderstandings or even conflicts
between athletes and fans from different backgrounds. Therefore, sports
organizations need to adopt communication strategies that take these differences
into account and promote mutual understanding between different cultures
(White, 2021, p130) Third: The role of the media in the digital environment in
promoting multicultural communication. The media plays a pivotal role in
promoting multicultural communication in the field of sports. Media channels can
provide comprehensive reports on sporting events from around the world, with a
focus on promoting common human values such as cooperation and respect.
(Roberts, 2021, p233)

6 . Conclusion:

The study of sports communication as a scientific subject reveals a wide range of
trends and challenges facing this field. By analyzing the current scope of sports

communication research, we can see how the shift towards digital media and the
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increasing use of big data and artificial intelligence have led to radical changes in
the way sports information is transmitted and received. However, despite these
developments, there are still many challenges that need to be addressed, such as
privacy and security issues. However, future prospects indicate enormous
potential for improving sports communication through technological
developments, and the future of sports communication looks promising and full of
possibilities. With the continued technological developments and the shift towards
digital media, this development in the field of sports communication requires
close cooperation between researchers, media institutions and sports institutions,
in order to conduct more research into the recent transformations in this field and
provide practical recommendations for improving sports communication
strategies. On the other hand, sports institutions must be ready to adopt new
technologies and implement the recommendations provided by researchers to
improve the sports viewing experience and enhance interaction with fans. In
conclusion, we can say that sports communication is not just a means of
disseminating news and information, but rather an effective means of promoting
understanding and cooperation between individuals and societies. Sports are a
universal language that transcends political and geographical boundaries, and thus
sports communication contributes to strengthening social and human ties. By
better understanding sports communication and improving its strategies, we can
build a more cooperative and understanding world.
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