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Exploring the Success and Defeat of Ronda Rousey:  

A Content Analysis of Twitter and Newspaper Coverage from 2014-2016 

 
Abstract  

 Scholarly research has analyzed how female athletes use their social media platforms and 

how they are represented in news media coverage. However, no scholarly literature has 

specifically looked at Ronda Rousey, an American mixed martial artist. The current study used a 

quantitative content analysis to examine how Rousey has utilized her Twitter account as well as 

how local and national newspapers in the United States framed coverage of Rousey between 

2014 to 2016. For the tweets, content, referring to pictures that Rousey posted, was the most 

popular category; the second most prevalent category was promotional, referring to tweets that 

promoted upcoming events or sponsorships. Rousey mainly used her Twitter to post pictures of 

herself and promote her personal brand. For the newspaper articles, the most frequently used 

frames were agency, powerless, and goals and ambitions. Two new frames emerged from the 

current study – fame, referring to Rousey’s film career, and relations, referring to Rousey’s 

personal life and relationships. The newspapers were predominantly neutral in their coverage of 

Rousey throughout the three-year study period. This case study is important because it found that 

Rousey was framed in a way that differed from previous research. The findings in this study 

demonstrate that Rousey was not marginalized in newspaper coverage or portrayed in a negative 

manner, as other female athletes have been in the past. Rather than focusing on her appearance or 

sexuality, the news coverage highlighted Rousey’s success and athletic achievements.  

 

Keywords: Ronda Rousey, Ultimate Fighting Championship (UFC), Mixed Martial Arts 

(MMA), Twitter, framing, branding, newspaper coverage, content analysis  
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Introduction 

 Ronda Rousey, an American mixed martial artist (MMA), became the first ever female 

fighter to sign with the Ultimate Fighting Championship (UFC) in November 2012. (See 

Timeline in Appendix A.) Rousey is known for dominating her opponents. The majority of her 

fights have usually ended in under two minutes, while some of them only lasted seconds. To 

offer some perspective on how long a fight in the UFC actually lasts, a regular fight averages 

close to 15 minutes and a championship fight averages around 25 minutes.  

 Rousey’s immediate success, quick finishes, and perfect record not only helped her bring 

awareness to women’s mixed martial arts, but she became a popular media figure. She appeared 

on the cover of ESPN’s Body Issue in 2012 and was the first MMA fighter, male or female, to be 

featured in a Sport’s Illustrated article.  

 A number of studies have analyzed how female athletes are represented by news media 

outlets, including broadcast, print, and online sources, and how these outlets frame the coverage 

(e.g., Adams & Tuggle, 2009; Bruce, 2015; Cooky, Messner, & Hextrum, 2013; Duncan, 2006; 

Fink & Kensicki, 2009). Much of this research shows that sportswomen are still being 

marginalized in coverage as well as being portrayed in a manner that emphasizes their sexuality 

rather than their athletic achievements. However, this current case study found the exact 

opposite.  

 Several scholars have examined how athletes are using their social media platforms, 

specifically Twitter, to engage with fans and build their personal brands (e.g., Clavio & Kian, 

2010; Hambrick et al., 2010; Heinecken, 2015; Pegoraro & Jinnah, 2012). However, relatively 

few scholars have investigated what athletes are actually saying on Twitter. Pegoraro (2010) 
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conducted a case study to analyze the content of athlete’s tweets and found that most of them are 

communicating with fans and talking about their personal lives.  

 Case studies provide researchers with a better understanding of a particular individual or 

group. Yin (2009) writes, “The case study method allows investigators to retain holistic and 

meaningful characteristics of real-life events” (p. 4). Choosing to conduct a case study depends 

largely on the research question(s), “the more that your questions seek to explain some present 

circumstance (e.g., ‘how’ or ‘why’ some social phenomenon works), the more that the case study 

method will be relevant” (Yin, 2009, p. 4).  

 As of now, there is not any known scholarly literature that has looked at Ronda Rousey. 

Rousey has been chosen as a case because she is a prominent female athlete who appears to have 

attempted to change the narrative that the literature indicates has been commonly used in 

reporting about women in this profession. This case study will examine how Rousey has utilized 

Twitter well as how newspapers framed and covered her during a three-year time period, 2014-

2016. The study will employ a quantitative content analysis method to analyze and categorize 

tweets and articles. For, as Hambrick et. al., (2010) write, “Content analysis is commonly used to 

analyze various types of communications” (p. 459). 

The following literature review is divided into seven sections. It will examine scholarly 

work that focuses on women’s sports and female athletes in a digital media setting, media 

representations and common perceptions of female athletes, gender in branding and gender in 

framing, and critical feminist theory. There is also a background section on Ronda Rousey as 

well as a section about the significant influence that she has had on the sports world. 
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Female athletes in a digital media age 
 
 LaVoi and Calhoun (2014) define digital media as “forms of media content that combine 

and integrate data, text, sound, and images of all kinds, are stored in digital formats, and are 

increasingly distributed through networks” (p. 321). Digital media is both interactive and 

universal. Over ten years ago, Boyle and Haynes (2002) wrote, “digital media are broken down 

into intangible ‘bits’ of information that are easier to manipulate, distribute and reproduce via 

computer-mediated communication” (p. 96).   

 Social media sites, such as Twitter, are considered forms of digital media. Social media 

can be defined as “relating to the sharing of information, experiences, and perspectives through 

community-oriented websites” (Weinberg, 2009, p. 1). These new forms of digital media are 

changing how people communicate with one another.  

 Twitter, which was created in 2006, has continued to grow increasingly popular since the 

beginning; it is a free microblogging site that allows users to post tweets containing 140-

characters or less on a shared network with other users (Marwick and boyd, 2010, p. 116). 

Twitter offers professional athletes the opportunity to directly connect with their followers, 

friends, and fans, “bypassing the gate-keeping functions of journalists, publicists and sports 

officials” (Hutchins, 2011, p. 237). Twitter has “manifold purposes” which include developing 

and marketing an athletes image, allowing immediate interactions and discourse with fans, and 

seeking to affect or impact “the sports news agenda” (Hutchins, 2011, p. 244).  

 According to Bruce (2016), “Social media are argued to offer the potential to transform 

how women’s sport is represented, by enabling female athletes and fans of women’s sport to 

introduce new forms of imagery and storytelling, to contest discourses that devalue sportswomen 

and form communities to debate and discuss women’s sport” (p. 369). Social media is a cheap 
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and accessible way to spread information and attract attention from other users, fans, and specific 

mass audiences.  

 Twitter allows athletes to develop an “online presence,” and “provides a peculiarly 

personalized form of communication” (Hutchins, 2011, p. 244). Twitter offers fans unlimited 

access to professional athletes’ profiles and Twitter feeds. The social networking site has 

dramatically changed the way athletes and fans interact with one another, but research is scarce 

when it comes to what is communicated between fans and athletes as well as the actual content 

of the athletes’ tweets (Hambrick, Simmons, Greenhalgh, & Greenwell, 2010, p. 456; Pegoraro, 

2010, p. 504).  

 Pegoraro (2010) conducted a case study which looked at athletes’ tweets and tried to 

answer the question: “What are they saying?” (p. 501). Her findings indicated that athletes are 

typically speaking about their personal lives and responding to fans on Twitter (p. 501). The 

study also suggested that most athletes are not taking advantage of the fact that their fans are also 

consumers. They are not using Twitter as a “marketing tool” to promote their own products, 

personal Web sites, or brands they utilize (Pegoraro, 2010, p. 511).  

 Heinecken (2015) writes, “New media technologies are now putting the tools of self-

representation into the hands of athletes themselves, enabling them to construct their identities as 

sports participants in ways that potentially challenge mainstream sports media discourse” (p. 

1035). New digital media, such as Twitter or other social media sites, provide a platform for 

athletes, especially female athletes, to not only promote themselves and their image, but also 

offer their own perspectives and opinions so they can speak out against what is normally featured 

in popular sports media coverage, e.g. ESPN, Sports Illustrated, or Fox Sports (Heinecken, 2015, 

p. 1035; Hutchins, 2011, p. 244).  
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 Athletes are attracted to Twitter because they can avoid the “mainstream media” by 

delivering their own message, filtered or unfiltered, without having to worry about whether their 

words will be misinterpreted, twisted, or skewed (Pegoraro, 2010, p. 501, Pegoraro & Jinnah, 

2012, p. 86; Sheffer & Schultz, 2010, p. 475).  

 According to Bruce (2016), “Sportswomen and their fans are in control of what is written 

or broadcast” (p. 369). Bruce (2016) suggests that women being able to speak honestly about 

their experience in sports and share these truths with a large audience on multiple online 

platforms is because of the increasing growth of Internet usage for interaction and exchanging 

information (p. 369). These findings represent a real shift in how women, specifically 

sportswomen, are viewed through digital media since they are controlling the message 

themselves. LaVoi and Calhoun (2014) suggest that social media can be used to help female 

athletes and women’s sports organizations, but they must use it in the correct way. 1 

Representations and perceptions of sportswomen in media 
  
 Women are considered and viewed as “inferior athletes,” and if they receive coverage in 

media it usually disregards their abilities (Kaskan & Ho, 2014, p. 275; Whiteside & Hardin, 

2011, p. 124). Toffoletti (2016) notes an example taken from “the USA, Cooky, Messner and 

Hextrum’s (2013) longitudinal report into women’s televised sport, which encompasses 

quantitative and qualitative dimensions” (p. 200). The report shows that women’s sports still 

                                                
1 The correct way meaning “to produce transformative visual and textual narratives that increase interest in and 

respect for women’s sports, reconstruct the media landscape, resist sexist backlash, and shift the institutional 

and ideological control of sport away from men” (p. 326). They believe sport research needs to employ critical 

theory while analyzing digital media because research is scarce.  
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receive less coverage in broadcast news as well as sports shows, and “it finds that leading news 

stories, which are longer and have better production values, are mainly devoted to men’s sports 

and male athletes” (p. 200).  

 LaVoi and Calhoun (2014) used symbolic annihilation to summarize and critique 

traditional and digital sports media. Symbolic annihilation, a term originally introduced by 

George Gerbner in 1972, refers to news media neglecting and undermining the existence of 

certain groups of people, specifically women and minorities. Tuchman (1978) elaborated on 

Gerbner’s concept to highlight the fact that women can be positively represented in media, but 

they will still be “trivialized” when compared to men (p. 3) because men are constantly portrayed 

as “wise and powerful” (Sharda, 2014, p. 47). Symbolic annihilation displays how faulty media 

treatment and coverage can bring about “social disempowerment” because “symbolic absence” 

in media can remove these underrepresented groups from society’s awareness (Sharda, 2014, p. 

47). Sharda (2014) also notes that the “portrayal of women as equal has not been given the 

priority it deserves by media” (p. 43).  

 LaVoi and Calhoun (2014) found that sportswomen rarely receive coverage, but when 

they do, it highlights their femininity, sexuality, and gender stereotypes rather than their athletic 

capabilities. Although the coverage does not erase women from media completely, it is still 

avoiding their athletic skills, talents, and achievements. Based on their current data, “women 

have less opportunity and power to change male-dominated ideologies and power structures or to 

be taken seriously as athletes” (p. 321).  

 Bruce (2015) argues “a significant shift in the representation of women athletes has been 

toward ‘hot and hard discourses,’ whereby mediasport portrayals depict sportswomen as active 

and powerful while simultaneously highly sexualized” (p. 383). Most of the current research 
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implies that sportswomen are represented as either “pretty or powerful,” but new forms of 

representation in social media proposes that sportswomen can be viewed as both “pretty and 

powerful” (Bruce, 2016, p. 361).  More than two decades ago, Greendorfer and Kane (1994) 

argue “the presence of female athletes in media appears to represent fundamental social 

change—that sportswomen have gained widespread social acceptance—in reality, these 

‘feminized’ images represent a modernized attempt to reinforce traditional stereotypical images 

of femininity and female sexuality” (p. 28). The scholars also argue that representing “female 

athletes as feminized and sexualized ‘others’ allows media to diminish and undermine women’s 

athletic achievements” (Cooky, Hextrum, & Messner, 2013, p. 4; Greendorfer & Kane, 1994, p. 

28).   

 Fifteen years ago, Fink and Kensicki (2002) conducted a content analysis of articles and 

photographs from Sports Illustrated and Sports Illustrated for Women from 1997 to 1999, the 

three years after the 1996 Olympics where female athletes had much success and there was a 

sense of optimism that women might start to receive the coverage they deserve. They “found that 

women continue to be underrepresented, portrayed in traditionally feminine sports, or shown in 

nonsport-related scenery in both media outlets. Within the pages of media explicitly focused on 

women’s issues within sports, successful female athletes continue to be constructed in 

stereotypical and traditional conceptions of femininity that supercede their athletic ability. It is 

suggested that this generally unoffensive, status-quo approach has been continued to maintain 

marketability to advertisers and to general sports readers” (p. 317).  

 More than 10 years ago, Adams and Tuggle (2004) conducted a study to see if there was 

an increase in coverage for women’s sports. Participation in women’s sports at all levels—

amateur, collegiate, and professional—has drastically increased since Title IX was passed in 



 13 

1972, but women’s sports coverage “remains inferior” in comparison to men’s coverage across 

all media outlets (Adams & Tuggle, 2004, p. 237; Daniels & Wartena, 2011, p. 567). Adams and 

Tuggle (2004) also concluded that “in nearly every aspect—column inches; running time; 

persons quoted; placement of articles; presence, size, length, and placement of photographs or 

videotape; range of sports; and size of headlines—women’s coverage lags behind” (p. 238).   

 Whiteside and Hardin (2011) write, “Scholars have long argued that sports are a place 

where gender roles are created, affirmed, and contested based on social context” (p. 125). Sports 

are still viewed as masculine (Adams & Tuggle, 2004, p. 237; Cooky, Hextrum, & Messner, 

2013, p. 5; Hardin & Greer, 2009, p. 208). Associating masculinity and sports together makes it 

harder for female athletes because they are trying to find their own “feminine identity” while 

participating in something that is considered masculine (Whiteside & Hardin, 2011, p. 125). 

Kaskan and Ho (2014) found that gender bias as well as microaggressions against female athletes 

are indeed present in media coverage in the United States (p. 275).2 They identified “three 

common microaggression themes: assumption of inferiority, objectification, and restrictive 

gender roles” (p. 277). Much of media attention is focused on sportswomen’s bodies and 

appearance rather than their skills or successes. 3 Therefore, they are assumed to be inferior in 

comparison to men, they are objectified in the coverage, and they are constantly reminded of 

their gender and the stereotypes that are associated with being a woman.  

Female athletes and framing  
  
 According to Entman (1993), framing “is to select some aspects of a perceived reality 

and make them more salient in a communicating text, in such a way as to promote a particular 

                                                
2 Microaggressions can be subtle, but offensive comments or actions that are directed at minorities or other 
non-dominant groups that unconsciously reinforce a stereotype. 
3 Female athletes have multiple identities other than gender, and Kaskan and Ho (2014) suggest there is a need 
for future research to understand how these identities intersect with microaggressions.  
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problem definition, causal interpretation, moral evaluation, and/or treatment recommendation for 

the item described” (p. 52). Entman described the four origins of frames: “the communicator, the 

text, the receiver, and the culture” (p. 52). Each of these four origins share common functions in 

the process of framing. Frames feature pieces of information about a particular “item that is the 

subject of a communication, thereby elevating them in salience” (p. 53). 4 

 Fink and Kensicki (2002) write, “News, like any other system of communication, can be 

understood as a narrative that has implied meanings, which are transmitted through media 

frames. Indeed, frames are integral to understanding how issues of relevance and importance are 

constructed in the media” (pp. 319-320). These frames are “the imprint of power” (Entman, 

1991, p. 7). Tuchman (1978) noted “that news in particular and media in general construct a 

version of reality that may not correlate with reality itself but normally serves to legitimate the 

status quo” (p. 320). Journalists tend to frame female athletes by highlighting their “femininity” 

instead of their “athleticism” (Whiteside & Hardin, 2011, p. 124). This type of framing can 

significantly diminish a female athletes’ achievements because the way she looks has nothing to 

do with how she performs in her respective sport (Duncan, 2006, p. 243).   

 Many scholars have argued that because the media industry, specifically sports media, 

has been continuously dominated and controlled by men, this results in women’s sports receiving 

inadequate coverage (Adams & Tuggle, 2004, p. 240; McDaniel & Sullivan, 1998, p. 271; Rowe, 

1999, p. 23; Whiteside & Hardin, 2011, p. 124). Many of the sports reports that are produced 

reinforce gender stereotypes (Eastman & Billings, 2000, p. 195; Pan & Kosicki, 1993, p. 58). In 

a survey, Hardin and Shain (2005) found that about a quarter of sports editors viewed women as 

                                                
4	As defined by Etnman (1993), salience means “making a piece of information more noticeable, meaningful, 
or memorable to audiences” (p. 53).  
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less athletic than men; this way of thinking allows people in high positions of power to defend 

the insufficient coverage of women’s sports in newspapers (p. 809).  

 Depending on how the media frames something, it can positively or negatively influence 

the public’s opinions, attitudes, beliefs, or actions (Bronstein, 2005, p. 786). Female athletes are 

typically framed as less important when compared to their male counterparts, and much of the 

coverage focuses on their appearance rather than their performance; this can result in audiences’ 

interpreting that women are inferior when it comes to sports (Carty, 2005, p. 133; Cooky, 

Hextrum, & Messner, 2013, p. 5; Eastman & Billings, 2001, p. 185). 

Female athletes and branding 

 Brand personality can be defined as “the set of human characteristics associated with a 

brand” (Aaker, 1997, p. 347). Brand personality contains several characteristics including 

demographics (e.g. gender, age, and socioeconomic class) as well as human personality traits 

such as “fun, crazy, and sentimental” (Aaker, 1997, p. 347). Rooney (2005) believes a successful 

brand can engage and maintain consumers by promoting “value, image, prestige, or lifestyle” (p. 

48). Human characteristics are essential when creating the image or perception of a brand. 

Lobpries (2014) writes, “Human branding is rooted in the pursuit of career advancement through 

personal marketing and the promotion of one’s self (p. 26). Athletes are considered human 

brands because they use visible forms of social media and can be managed (Thomson, 2006, p. 

112). An athlete brand can be defined as “a public persona of an individual athlete who has 

established their own symbolic meaning and value using their name, face, or other brand 

elements in the market” (Aria, Ko, & Ross, 2014, p. 2). Athlete branding consists of the 

“interaction, reaction, and emotional experience fans feel when they engage with an athlete 

brand” (Ballouli & Hutchinson, 2012, p. 59).  
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In comparison to male athletes, female athletes have been more challenged while trying 

to build and leverage their brand. Because women’s sports do not receive equal or consistent 

visible coverage in media, it inhibits their capability to promote their brand to mass audiences 

(Lobpries, 2014, p. 32). Self-promotion is necessary for female athlete’s to successfully grow 

their brand awareness (Rudman, 1998, p. 629). 5 Lobpries (2014) argues, “For female athletes, 

long-term benefits from branding could be dependent upon a female athlete’s ability to promote 

her own unique associations, differentiate from competitors, and assertively discuss her personal 

brand value” (p. 36).  

 Since athletes can control the message on social media, such as Twitter, it is vital for 

them to use this platform to promote their brand’s personality. Pegoraro and Jinnah (2012) write, 

“Twitter is the most effective at fostering the direct fan-sport relationship because of its 

immediacy, intimacy, and interactivity” (p. 86). Social media use provides and creates an 

accountable, accessible, and socially visible platform for athletes who want to highlight their 

brand. Athletes are able to display “their most attractive attributes and marketability to potential 

teams and sponsors, and earn valuable personal endorsement deals” (Pegoraro & Jinnah, 2012, p. 

87). Twitter offers users, especially athletes and sport organizations, the opportunity to 

simultaneously promote themselves and their brands. 

 
Critical feminist theory 
 
 Grosz (2010) argues, “Feminist theory addresses the relations between the two sexes, 

relations within each sex, and the relations between subjects and objects and between subjects 

                                                
5	Self-promotion can be defined as “pointing with one’s accomplishments, speaking directly about one’s 
strengths and talents, and making internal rather than external attributions for achievements” (Rudman, 1998, 
p. 629).  
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and the world in terms of the differences between the sexes, whether these differences are 

understood as comparative and measurable and in need of some kind of equalization, or whether 

they are seen as incommensurable and incalculable” (pp. 100-101). Thus, feminist theory 

confronts the circumstances of both men and women as well as how relations between the two 

sexes can be improved or “transformed” (Grosz, 2010, p. 101).  

 More than 10 years ago, Kolmar and Bartkowski (2005) defined feminist theory as “a 

body of writing that attempts to describe, explain, and analyze the conditions of women’s lives” 

(p. 2). They explained that this theory attempts to examine why women are typically viewed as 

“inferior” compared to men who are always perceived as the superior gender (Kolmar & 

Bartkowski, 2005, p. 2). However, critical feminist theory can be considered a diverse theory 

that explores different aspects of the world.  More than three decades ago, Bunch (1979) 

explained that theories cannot be completely unbiased, and feminist theory “is an effort to bring 

insights from the movement and from various female experiences together with research and 

data gathering to produce new approaches to understanding and ending female oppression” (p. 

13). Critical feminist theory is not simply a type of framework that allows researchers and 

scholars to use a gender lens while studying particular and relevant issues, but this theory is also 

trying to offer a different kind of perspective (Bruce, 2016, p. 361).  

 In 1973, Billie Jean King competed against Bobby Riggs in a tennis match, which was 

referred to as “Battle of the Sexes,” and it received endless media coverage. It was such a 

significant event because a woman won the match, and this “seemed to give voter approval to 

what the match had come to represent, equality in employment” (Bradley, 2003, p. 273). King’s 

victory was not only an iconic achievement for sportswomen, but also every woman who 
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experienced the constant conflict of inequality and mistreatment; it aided the women’s 

movement (Spencer, 2000, pp. 387-388).  

 Hall (1988) writes “those of us who consider ourselves feminist are committed to 

bringing about fundamental change in the world of sport to counter not just exploitation and 

oppression based on gender but also on race, class, age, ethnicity, and so on” (p. 337). Critical 

feminist theory is striving to create a significant change, improvement, and an awareness for the 

lives of all women. 

 Historically, men have always been depicted as the superior gender. Men and women 

experience very different events and living conditions. The “male gaze,” a term coined by Laura 

Mulvey to analyze cinema, explains how an audience is put into the perspective of a heterosexual 

male by showing women as “sexual objects” (Mulvey, 1975, p. 11). The male gaze argues that 

the woman exists merely for the male’s “sexual desires or pleasures” because the man is “the 

bearer of the look” while the woman is only a “spectacle” (Mulvey, 1975, p. 12). The woman is 

“passive” in her role, and is not completely aware that she is being looked at by the man, who is 

in the “active” role (Mulvey, 1975, p. 12).  

 Kane and Maxwell (2011) suggest that critical feminist theory “assumes that society is 

structured around a series of inequitable relationships of power whereby women are 

systematically devalued and marginalized” (p. 203). This theory is commonly used as an 

alternative approach when examining women’s sports in regards to the coverage in media, the 

portrayals and representations of sportswomen, popular misconceptions and stereotypes against 

women as well as the opinions of viewers and non-viewers.  
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Ronda Rousey’s background  
 
 Ronda Rousey is challenging the perception of women’s sports and female athletes 

through her success in and out of the Octagon, which is an eight-sided enclosed cage where the 

fights take place.6 Rousey is an American mixed martial artist (MMA), Olympian, former 

Ultimate Fighting Championship (UFC) women’s bantamweight champion, author and actress. 

The UFC is an American mixed martial arts organization that began in 1993 and sponsors the 

top-ranked fighters. Dana White, UFC president, announced that “women would never be 

allowed to compete in the world’s leading mixed martial arts promotion,” but Rousey defied the 

odds and made her debut as UFC’s first female fighter in 2013 (Valenti, 2015, para. 2).  

 Rousey embraces her muscular body and believes women do not strictly exist for men’s 

enjoyment. Rousey is healthy, physically fit, and has an athletic build. She weighs 135 pounds 

and stands at 5 feet 7 inches tall. She “wants to be seen as both a sex symbol—and the baddest 

woman on the planet” (McCarthy, 2014, para. 2). Rousey is the first-ever female athlete to guest 

anchor SportsCenter (ESPN) and is the first woman to land the cover of Australian Men’s 

Fitness. Rousey was the third highest-paid female athlete in the world in 2016. 7 

 Despite Rousey’s distinguished success, she had a non-traditional upbringing and faced 

numerous challenges in the early stages of her career. Her father committed suicide when she 

was only eight years old and described it as “the most formative event of her life” (Callahan, 

2015, para. 16). She was inspired by her mother, AnnMaria De Mars, who was “the first 

American to win the world judo championships” in 1984 (Callahan, 2015, para. 21). Rousey 

dropped out of school when she was 16-years-old to train for the 2004 Olympics. After finishing 

                                                
6 The Octagon for UFC fighters is equivalent to what a court is for basketball players. 
7 According to Forbes, she made $14 million in total earnings.	
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in ninth place, she felt “disappointed and depressed,” and turned to alcohol and drugs (Callahan, 

2015, para. 35).  

 Rousey experienced two toxic relationships, ran out of money, and even had to live out of 

her car until she found a “12-by-12-foot studio apartment” which leaked sewage, but it was all 

she could afford while “working three jobs” and training for her upcoming fights (Callahan, 

2015, para. 50).  Before joining the UFC, Rousey “was recruited by Strikeforce, then the top 

MMA organization with a women’s league” and dominated every fight by using the “arm bar,” 

which was so intense she would actually break her opponent’s arms (Callahan, 2015, para. 50).  

Rousey’s impact on sports 

 Rousey is a female fighter who states that she loves to be hated because she says it only 

motivates her to succeed even more.  Sanneh (2014) writes, “These days, she is so polarizing that 

they can joke about ‘the Mixed Martial Arts (MMA) commentsphere’s seething hatred of all 

things Ronda Rousey.’ For her part, Rousey says she is not bothered by the evidence, online and 

in arenas, that many of the people who pay to watch her fight are hoping to see her lose. ‘I’m the 

heel, I’m the antihero,’ she says. And I like it that way” (para. 2). 

 Valenti (2015) suggests Rousey’s success demonstrates that not every female champion 

has to be a “feminist icon.” However, one could argue that Rousey is certainly a feminist icon, 

but maybe in her own kind of way; she has adopted a new and fresh type of feminism. She is 

changing the common perception of what it means to be a female athlete. She embraces her non-

traditional built body, and she believes women’s rights are just as important as men’s rights.  

 Rousey embodies a new kind of feminism, which can fall under the category of third 

wave feminism. Bruce (2016) argues “third wave feminism proposes that young women, no 

longer reliant on traditional media, understand the pleasure and power of popular culture, are 
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telling their own multiple truths, and creating internet-based sites and media that tell stories 

traditional media have ignored” (p. 368). Bruce (2016) has advanced that third wave feminists 

embrace not only their athleticism, but also their femininity; this is how Rousey carries herself in 

real life as well as in her social media usage. Rousey wants to be a role model for all women, 

especially those who do not match the traditional standard of what it means to be “beautiful” in 

today’s society. 

 Rousey “transcends societal norms” while participating in the main events for the 

Ultimate Fighting Championship (UFC) and attracts a large male fan base who want to watch her 

fight (MMAWeekly Staff, 2015). Rousey wants to be a role model and break down gender 

barriers not only in the Ultimate Fighting Championship (UFC) but also in all sports. Jones 

(2015) writes, “Rousey is a phenomenon, to be sure. She’s racking up accolades and making 

history left and right, and she’s paved the way for fans to discover other high-level female 

fighters” (para. 8).  

 During an interview with Fox Sports, Rousey defended her body and said, “That’s why I 

think it’s hilarious if people say that my body looks masculine, or something like that. I’m just 

like, ‘Listen, just because my body was developed for a purpose other than f****** millionaires 

doesn’t mean it’s masculine.’ I think it’s femininely badass as f*** because there’s not a single 

muscle on my body that isn’t for a purpose. Because, I’m not a do-nothing b****” (Cepeda, 

2015, para. 5). 8 

 Rousey received a lot of bad press for this quote. Instead of shying away from the media 

attention, or apologizing for her blunt honesty, she welcomed the criticism and used it as a 

fundraising opportunity. In 2015, “the remarks went viral in August and prompted the fighter to 

                                                
8 Rousey considers a “Do-Nothing B**** to be a woman who tries to be pretty and is taken care of by 
someone else, which is why this remark received a lot of critical backlash from media.  
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sell a limited-edition shirt emblazoned with the slogan with a portion of proceeds going to Didi 

Hirsch Mental Health Services, a 501(c)(3) charity for women with body image issues” (Valenti, 

2015, para. 4).9   

According to Sanneh (2014), “In Mixed Martial Arts (MMA), more than in most sports, 

athletes must be promoters, too. Rousey is smart enough to know that one of her promotional 

assets is the way she looks—she has appeared on the cover of not only ESPN the Magazine but 

also Maxim, which called her ‘Badass & Blonde,’ and photographed her in a garment that 

seemed highly unsuitable for combat. Of course, this asset can be a liability, too, especially for a 

female fighter seeking the same respect given her male counterparts” (para. 5). Rousey is most 

certainly a promoter of herself, her image, and her brand.  

 
Research Questions  

 
 The articles cited in the literature review illustrate scholarly research concerning female 

athletes and how they use social media platforms, how female athletes are represented and 

framed in news media coverage, and the ways in which they build their personal brands by using 

social media. However, no scholarly literature has examined Ronda Rousey. This study aims to 

answer the following questions about Rousey’s social media usage as well as newspaper 

coverage of Rousey during a three-year time period, 2014 to 2016.  

 RQ1: How did Ronda Rousey utilize her Twitter account?  

 RQ2: How was Ronda Rousey covered/framed by the news media? 

 RQ3: How did the tone of the newspaper articles change once Rousey lost back-to-back 

 fights? 

 

                                                
9 The slogan that was printed on the limited-edition shirts was “Don’t Be A Do-Nothing B****. 
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Methodology 

Selecting the social media sample 

 For the purpose of this study, DiscoverText was used to retrieve tweets. DiscoverText is a 

Web-based software that digitally scrapes and analyzes large amounts of data from Twitter. 

Because this is a case-study, that is, examining only one athlete’s Twitter profile, no specific 

keywords were used to select the tweets. Instead, the search was filtered by using either a name, 

date, network, or value(s) through DiscoverText. Rousey has more than 13,000 tweets, but the 

basic DiscoverText subscription only allows a user to process 10,000 units (e.g., tweets). A filter 

search using only Ronda Rousey’s name produced 10,000 of her tweets. The search was 

narrowed to only extract tweets from a specific date range, 2014 through 2016. A census of 527 

tweets were coded for the three-year study period.  

 
Selecting the newspaper sample  

 The newspaper articles were retrieved using the ProQuest Newsstand database. The 

search was limited to local and national newspapers in the United States. It was limited to the 

U.S. because the Ultimate Fighting Championship (UFC) is an American mixed martial arts 

promotion company, and it has not yet gained the same level of popularity in foreign countries. 

Access is still limited for places outside of the U.S. to stream the UFC events so this results in 

very little media coverage.  The keywords searched were “Ronda Rousey,” and this was paired 

with the “full text” during the “2014 through 2016” time frame as well as the document type that 

included “news, article, and feature.” Despite these specific search criteria, there were 17 articles 

that were excluded from the study because they were off-topic. The newspaper articles were 

chosen if Rousey was the distinguished subject of the piece, which was determined by analyzing 

the headline and deck. A total of 155 news articles were coded for the three-year study period.  
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Units of analysis  

 For the social media sample on Twitter, the unit of analysis was the tweet. For the 

newspaper sample, the unit of analysis was the entire article, including the headline and deck. 

Photographs and captions from newspaper articles were not included in this study.  

 
Study period  

 The three-year time period, January 1, 2014 through December 31, 2016, was selected for 

analyzing tweets and news reports because Rousey experienced both success and defeat during 

this critical period. She was at the pinnacle of her career, until she lost her first fight on 

November 15, 2015, which shocked not only fans but also the news media. The loss strongly 

impacted Rousey, and she even publicly stated that she considered committing suicide. After 

spending more than a year away from the sport and the media, Rousey announced that she would 

be returning to the UFC to fight Amanda Nunes on December 30, 2016. Despite extensive 

training and preparation for the comeback fight, Rousey lost again. These three years exemplify 

Rousey at her highest and lowest points in her UFC career.  

 
Coding the content  

 Utilizing the overarching conceptual framework that incorporated branding and framing 

literature, content analysis was used to categorize and analyze the tweets and newspaper articles. 

According to Cooky et. al., (2013), “content analysis allows researchers to determine the 

presence, meanings, and relationships of certain words or concepts within the text” (p. 5). 

Furthermore, content analysis is a commonly used method when conducting quantitative 

research. Payne and Payne (2004) suggest, “content analysis seeks to demonstrate the meaning 
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of written or visual sources by systematically allocating their content to predetermined, detailed 

categories, and then both quantifying and interpreting the outcomes” (p. 51).  

 
Tweets 

 For the Twitter census, a total of 527 tweets were coded; 246 tweets in 2014, 214 tweets 

in 2015, and 67 tweets in 2015. The author and one trained coder read all of the tweets to 

understand their context. The content of each tweet was coded accordingly to six content 

categories and one sub-category. The coding manual was modeled after a codebook developed 

by Hambrick et. al., (2010), which they produced by referring to previous literature (Clavio, 

2008; Seo & Green, 2008). To understand how Rousey utilized her Twitter account (RQ1), the 

tweets were coded for (1) interactivity, (2) diversion, (3) information sharing, (4) content, (5) 

fanship, and (6) promotional. (See Codebook in Appendix B.) 

• Interactivity refers to a professional athlete’s direct communication with fellow athletes 

and fans.  

• Diversion refers to non-sports related information provided by professional athletes. 

Tweets in the diversion category can range from stories about friends and families to 

conversations about favorite movies and restaurants. Personal interests such as video 

games, music, and fashion are also included in this category.  

• Information sharing refers to an insight into an athlete’s teammates, team, or sport, such 

as details about practices and training sessions or recent competitive events and results.  

• Content refers to any pictures that the athlete posted or shared of herself. The 

photographs were placed into one of the following subcategories: (1) athletic pose or (2) 

non-athletic pose (King, 2007, p. 189).  
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o Athletic pose was defined as a performing athlete who is wearing their team 

clothing while participating in his or her event. 

o Non-athletic pose is a picture of an athlete in a non-sport setting or not wearing 

their team clothing. This could be a publicity or “glamour” photograph of an 

athlete or even a photo that the athlete takes of his or her self. 

• Fanship refers to when athletes discuss sports other than their own teams and teammates. 

This category includes tweets with either positive or negative comments about players 

and teams other than their own.  

• Promotional refers to publicity regarding sponsorships, upcoming games, charity events, 

and related promotions such as discounted tickets, contests, or giveaways. Athletes may 

use Twitter to promote sponsorships, upcoming activities, and events (e.g., autograph 

signings, TV appearances) in addition to providing information about discounted tickets 

or game-day promotions. 

 
Newspaper articles 
 
 For the newspaper article census, a total of 155 articles were coded; 27 articles in 2014, 

74 articles in 2015, and 54 articles in 2016. The author and one trained coder read all of the 

articles to understand their context. The articles were coded for eight different variables. These 

variables were grouped into three categories: article data, tone, and dominant frames. (See 

Codebook in Appendix C.) 

• Article data refers to the name of the newspaper, the date the article was published, the 

length of the article, the headline and the deck, and the gender of the author. The date of 

the article gives context as to whether or not the tone of the coverage changed during the 
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three-year time period. Depending on the gender of the author, this may affect how the 

article was written and/or framed.  

• Tone refers to whether or not the article is supportive of, against, or neutral regarding the 

topic. Positive articles consist of powerful, strong, enthusiastic, or favorable language; an 

example of a positive statement would be “Rousey, the UFC women’s bantamweight 

champion, is undoubtedly the biggest star in the promotion.” Negative articles include 

belittling, trivializing, marginalizing, or stereotyping; an example of a negative statement 

would be “Rousey is now just another athlete who ran her mouth off and didn’t have the 

goods to back it up.” Neutral articles are objective and strictly present the facts; an 

example of a neutral statement would be “Ronda Rousey will return to the UFC on Dec. 

30 in Las Vegas, fighting Amanda Nunes for the bantamweight title.” 

• Frames refer to how news media present coverage about a particular topic to an audience 

which may potentially influence how they think (Entman, 1993). The researcher draws on 

framing categories of athletes by several scholars (e.g., Bronstein, 2005; Duncan, 2006; 

Eastman & Billings, 2001; Fink & Kensicki, 2002; Hardin & Greer, 2009; King, 2007) 

and adapted them to six frames in this study: (1) sexualization, (2) trivialization, (3) 

goals/ambitions, (4) powerless, (5) agency, and (6) other.   

o The sexualization frame refers to highlighting and focusing on the appearance of 

the athlete. Appearance includes what she is wearing, the style of her hair, 

focusing on a particular body part(s) or attribute(s), whether or not she has had 

plastic surgery, and how she looks during an athletic event instead of focusing on 

her skills. Keywords, phrases, and ideas include “the hot blonde,” “bad-ass,” 

“sexy,” and “muscular and toned body.” An example of one of these statements 
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found in an article is, “Ms. Rousey looks like the girl next door, if the girl next 

door were really ripped, smiling playfully while revealing menacing midsection 

muscles in an unbuttoned denim shirt” (Marikar, 2015, para. 29).  

o The trivialization frame refers to diminishing the athlete’s credibility or 

successes and portraying the female athlete as less important in comparison to her 

male counterpart or other opponents. Keywords, phrases, and ideas include “not 

as good as him,” “she could never beat him in a fight,” “women can’t fight men,” 

any comparison to a male fighter, or downplaying the success she has had in 

either her professional or UFC career. An example of one these statements found 

in an article is, “White has stated several times that the UFC has never seen a 

fighter with more impact in the sport than Rousey, but she has some serious 

competition from featherweight champion Conor McGregor” (Martin, 2016, para. 

4).  

o The goals/ambitions frame refers to focusing attention on the athlete’s desired 

outcomes of upcoming fights or the goals she would like to achieve during her 

career. Keywords, phrases, and ideas include “reclaiming her title,” “redemption,” 

“becoming the best fighter in the world,” future career plans or potential dreams 

in either her professional or UFC career. An example of one of these statements 

found in an article is, “The UFC women's bantamweight champion said 

Wednesday at a UFC 184 media day at her Glendale Fighting Club gym that she'll 

know it's time to retire when she believes she's the greatest MMA fighter of all 

time -- man or woman” (Raimondi, 2015, para. 2).  
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o The powerless frame refers to presenting the athlete as weak, inadequate, 

exhausted, or defeated as well as questioning her mental state. Keywords, phrases, 

and ideas include “failure,” “second best,” “lost,” “destroyed,” “devastated,” 

“suffered,” “suicide,” “shrivel in defeat,” or questioning and making predictions 

about the end of her career. An example of one of these statements found in an 

article is, “Rousey was broken by her loss to Holly Holm in November 2015, her 

confidence shattered into a million little pieces” (Chiappetta, 2016, para. 1).  

o The agency frame refers to presenting the athlete as powerful, successful, 

dominant, strong, or influential. Keywords, phrases, and ideas include 

“unstoppable,” “competitive,” “the most dominant female athlete,” “skilled,” 

“Olympian,” “star power,” “superiority,” “UFC bantamweight champion,” or her 

accomplishments and successes in the sport itself or her professional career 

outside of fighting. An example of one of these statements found in an article is, 

“In the span of a few years, Rousey has become perhaps the U.F.C.’s biggest star, 

a marketable personality who also happens to be an all-time great” (Sanneh, 2015, 

para. 2).  

o Other refers to a frame that is not defined by categories in this study. 
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Intercoder reliability  

 A pre-test was conducted to assure the codebook was comprehensive and the instructions 

were understandable. To ensure intercoder reliability, the trained second coder coded a random 

subsample of 16 of the 155 total articles (10.3%) and 53 of the 527 total tweets (10.1%). 

Intercoder reliability was measured for each variable by using both Holsti’s (1969) and Scott’s pi 

(Pegoraro, 2010) formula for simple agreement.  

 For the newspaper articles, Holsti’s simple agreement ranged between 95.3% and 100% 

for each of the eight variables: publication name (100%), date of publication (100%), article 

length (100%), headline (100%), deck (100%), gender of author (100%), frame (95.3%), and 

tone (97.6%). Scott’s pi simple agreement ranged between 0.95 and 1 for the eight variables: 

publication name (1.0), date of publication (1.0), article length (1.0), headline (1.0), deck (1.0), 

gender of author (1.0), frame (0.95), and tone (0.96). 

 For the tweets, Holsti’s simple agreement ranged between 92.6% and 100% for each of 

the seven variables: interactivity (92.6%), diversion (96.8%), information sharing (96.4%), 

content (94.3%), photograph pose (98.2%), fanship (100%), and promotional (97.4%). Scott’s pi 

simple agreement ranged between 0.92 and 1 for the seven variables: interactivity (0.92), 

diversion (0.95), information sharing (0.94), content (0.93), photograph pose (0.96), fanship 

(1.0), and promotional (0.94). 
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Findings 
 

 This study examined 527 of Ronda Rousey’s personal tweets and a census of 155 articles 

about Rousey which were gathered from local and national U.S. newspapers from 2014 to 2016. 

Of the 527 total tweets, 246 (47%) were from 2014, 214 (41%) were from 2015, and 67 (12%) 

were from 2016. Rousey tweeted the most frequently in 2014, which was when she was at the 

pinnacle of her career and was still undefeated as a professional fighter. However, once Rousey 

lost back-to-back fights in November 2015 and December 2016, her social media usage on 

Twitter started to decline and she did not tweet as frequently.  

 
Ronda Rousey’s utilization of Twitter 
 
 The first research question asked how Rousey utilized her Twitter account. The most 

common category was content (350 tweets, or 66%), referring to pictures of the athlete; followed 

by the promotional category (341 tweets, or 65%), diversion (267 tweets, or 51%), relating to 

non-sports information; and information sharing (250 tweets, or 47%). The two least common 

categories were interactivity (61 tweets, or 12%) and fanship (8 tweets, or 2%). (See Table 1.) 

The content category appeared most often in 2014 (156 tweets, or 63%) along with diversion 

(123 tweets, or 50%) and information sharing (113 tweets, or 46%). The promotional category 

was most popular in 2015 (158 tweets, or 74%) as well as 2016 (55 tweets, or 82%). Four of the 

categories (interactivity, diversion, information sharing, and content) appeared less as each year 

passed, while fanship and promotional fluctuated during the three-year period.  
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Table 1 
Ronda Rousey’s utilization of Twitter  
(N=527) 
2014 (n = 246), 2015 (n = 214), 2016 (n = 67) 
 
  
      Interactivity          Diversion      Information         Content          Fanship       Promotional  
                   Sharing 
 
 
2014 28 (11%)  123 (50%)      113 (45%)          156 (63%)         5 (2%)       128 (52%) 
 
 
2015 26 (12%)  113 (52%)      101 (47%)        155 (72%)        1 (4%)            158 (73%) 
 
 
2016  7 (1%)    31 (46%)       36 (53%)         39 (58%)         2 (2%)        55 (82%) 
 
Total   61 (12%)        267 (51%)      250 (47%)        350 (66%)       8 (2%)       341 (65%) 
 
  
 The content category also had a sub-category, referred to as photograph pose. This sub-

category coded the content as either an athletic pose or non-athletic pose. Out of the 350 tweets 

that contained photographs, 224 (64%) were non-athletic poses and 126 (36%) were athletic 

poses. The tweets from 2014 included the most photographs (157 tweets, or 45%), followed by 

2015 (154 tweets, or 44%), and 2016 (39 tweets, or 11%). (See Table 2.) The photographs with 

the most athletic poses occurred in 2015 (62 photographs, or 49%), followed by 2014 (43 

photographs, or 34%), and 2016 (21 photographs, or 17%). The photographs with the most non-

athletic poses appeared in 2014 (114 photographs, or 51%), followed by 2015 (92 photographs, 

or 41%), and 2016 (18 photographs, or 8%). 
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Table 2  
Photograph pose for tweets 
(N=350) 
Non-athletic pose (n = 224), Athletic pose (n = 126) 
 
 
           Athletic Pose   Non-Athletic Pose   Total 
 
2014  43 (34%)   114 (51%)    157 (45%) 
 
2015  62 (49%)   92 (41%)    154 (44%) 
 
2016  21 (17%)   18 (8%)    39 (11%) 
 
Total  126 (36%)   224 (64%)    350 (100%) 
 
Framing of Ronda Rousey in newspaper coverage   
 
 The second research question asked how Ronda Rousey was covered and framed by the 

U.S. news media. This study analyzed a census of 155 articles, which were collected from 32 

different U.S. newspapers through the ProQuest Newsstand database. Of the 155 total articles, 27 

(17%) were from 2014, 74 (48%) were from 2015, and 54 (35%) were from 2016.  

 Of the 32 newspapers that were analyzed, there were six papers that had the largest 

number of articles (98 articles, or 63%). These papers included the New York Post (27 articles, or 

17%), USA Today (22 articles, or 14%), the Los Angeles Times (20 articles, or 13%), The 

Washington Post (11 articles, or 7%), the Chicago Tribune (10 articles, or 6%), and the Wall 

Street Journal (8 articles, or 5%). (See Appendix D.) 

 Of these 98 total articles, 81 (83%) of them were written by men, while 10 (10%) were 

written by unnamed staff members, and 7 (7%) were written by women. It is important to note 

that the New York Post (5 articles, or 19%) and The Washington Post (2 articles, or 18%) were 

the only newspapers that had articles written by women. The majority of the articles that 

appeared in the Chicago Tribune were written by unnamed staff members (7 articles, or 70%), 
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while the other 3 articles (30%) were written by men. The most popular frame that appeared in 

these 98 articles was agency (31 articles, or 32%), followed by the powerless frame (22 articles, 

or 22%), other (21 articles, or 21%), and goals and ambitions (13 articles, or 13%). Trivialization 

(7 articles, or 7%) and sexualization (4 articles, or 4%) were the two least common frames. Of 

the eight articles that were from the Wall Street Journal, there were four frames that appeared 

two times each; goals and ambitions (2 articles, or 25%), powerless (2 articles, or 25%), agency 

(2 articles, or 25%), and other (2 articles, or 25%). The most popular tone was neutral (62 

articles, or 63%), followed by positive tone (28 articles, or 29%), and negative tone (8 articles, or 

8%). The Wall Street Journal was the only paper that had more positive articles (5 articles, or 

63%) than neutral articles. (See Table 3.) 

 
Table 3 
Most common used frame and tone in top six newspapers 
(N=155) 
NYP (n = 27), USA Today (n = 22), LA Times (n = 20), The Washington Post (n = 11),  
Chicago Tribune (n = 10), WSJ (n = 8) 
 
 
Newspaper   Most Common Frame  Most Common Tone 
 
New York Post  Powerless (8, or 30%)   Neutral (16, or 59%) 
 
USA Today   Agency (8, or 36%)   Neutral (13, or 59%)  
 
Los Angeles Times  Agency (6, or 30%)   Neutral (17, or 85%)  
 
The Washington Post  Agency (5, or 45%)   Neutral (5, or 45%) 
 
Chicago Tribune  Agency (5, or 50%)   Neutral (9, or 90%) 
 
Wall Street Journal   Four frames     Positive (5, or 63%) 
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 Out of the 155 total news articles, 125 (81%) were written by men, while 16 (10%) were 

written by unnamed staff members, and 14 (9%) were written by women. More than half of the 

articles written by men had a neutral tone (75 articles, or 60%). The most popular tone for the 

articles written by women was positive (6 articles, or 42%). (See Table 4.)  

 For the articles written by men, powerless (30 articles, or 24%), other (27 articles, or 

22%), and goals and ambitions (23 articles, or 18%) were the most popular frames other than 

agency. (See Table 4.) The trivialization frame only appeared in eight articles (6%) and the 

sexualization frame only appeared once (.08%).  

 For the articles written by women, agency (3 articles, or 21%), goals and ambitions (2 

articles, or 14%), sexualization (2 articles, or 14%), and trivialization (1 article, or .08%) 

appeared; the powerless frame was not present.  

 For the articles written by staff members, sexualization (3 articles, or 19%), other (3 

articles, or 19%), goals and ambitions (2 articles, or 13%), powerless (1 article, or .05%) 

appeared; the trivialization frame was not present.  

 
Table 4 
Comparison of tone and frame in articles written by men, women, and staff 
(N=155) 
Men (n = 125), Women (n = 14), Staff (n = 16) 
 
 
         Positive             Neutral         Negative                   Most Common Frame  
 
Men         42 (34%)   75 (60%)         8 (6%)          Agency (36, or 29%)  
 
   
Women        6 (42%)  4 (29%)         4 ((29%)               Other (6, or 43%) 
   
 
Staff          5 (31%)  10 (63%)         1 (6%)          Agency (7, or 44%) 
   



 36 

 Of the 155 total articles, the most frequently used frame was agency (46 articles, or 30%), 

followed by powerless (31 articles, or 20%) and goals/ambitions (27 articles, or 17%). The two 

least used frames were trivialization (9 articles, or 6%) and sexualization (6 articles, or 4%). The 

agency frame appeared most often in 2014 (13 articles, or 48%) and 2015 (25 articles, or 34%). 

The powerless frame was most popular in 2016 (17 articles, or 31%). The goals/ambitions frame 

occurred most often in 2015 (11 articles, or 15%). (See Table 5.) The other frame appeared in 36 

articles (23%), and was most popular in 2015 (19 articles, or 25%); this resulted in the 

emergence of two new frames. (See the Discussion.) 

 
Table 5 
Framing of Ronda Rousey in newspaper coverage  
(N=155) 
2014 (n = 27), 2015 (n = 74), 2016 (n = 54) 
  
 
    Sexualization    Trivialization     Goals/Ambitions       Powerless        Agency           Other  
 
 
2014  1 (4%)            0 (0%)                  6 (22%)            0 (0%)            13 (48%)        7 (26%) 
         
 
2015  3 (4%)             2 (3%)              11 (15%)        14 (19%)            25 (34%)       19 (25%) 
 
 
2016 2 (4%)  7 (13%)      10 (19%)             17 (31%)             8 (14%)       10 (19%) 
  
Total 6 (4%)   9 (6%)      27 (17%)          31 (20%)         46 (30%)       36 (23%) 
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Tone of newspaper coverage concerning Ronda Rousey 
 
 The third research question asked how the tone of the newspaper articles changed once 

Rousey lost back-to-back fights. Of the 155 articles coded for tone, 89 (57%) were neutral, 53 

(34%) were positive, and 13 (9%) were negative. The tone was predominantly neutral throughout 

the three-year study period, with 2016 having the most neutral articles (40, or 74%), followed by 

2015 (36, or 49%) and 2014 (13, or 48%). The year 2015 featured the largest number of positive 

articles (29, or 39%), followed by 2014 (14, or 52%) and 2016 (10, or 19%). There were no 

negative articles in 2014. It is important to point out that 2014 is the year that Rousey was at the 

pinnacle of her Ultimate Fighting Championship (UFC) career; she was still undefeated at this 

point in time. The greatest number of negative articles occurred in 2015 (9, or 12%), which is the 

year Rousey lost her first UFC fight. Ultimately, the articles became increasingly neutral as each 

year passed. (See Table 6.)  

 
Table 6 
Tone of Ronda Rousey coverage in newspapers  
(N=155) 
2014 (n = 27), 2015 (n = 74), 2016 (n = 54) 
 
 
  Positive   Neutral             Negative          Total 
 
 
2014  14 (52%)  13 (48%)   0 (0%)              27 
 
 
2015  29 (39%)  36 (49%)  9 (12%)  74 
 
 
2016  10 (19%)  40 (74%)  4 (7%)   54 
 
Total   53 (34%)  89 (57%)  13 (9%)             155 
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Discussion 
 

 Previous literature suggests that female athletes are marginalized in news coverage. 

These sportswomen have been framed in a way that highlights their physical attributes and 

sexuality rather than focusing on their athletic accomplishments (e.g., Adams & Tuggle, 2009; 

Bruce, 2015; Cooky, Messner, & Hextrum, 2013; Duncan, 2006; Fink & Kensicki, 2009; LaVoi 

& Calhoun, 2014). For this current case study, very few articles focused on Rousey’s appearance 

or sexuality. Instead, the majority of articles presented her as powerful and strong during this 

three-year study period. There were a number of articles that portrayed Rousey as powerless and 

weak, but these only occurred after she lost back-to-back fights and experienced defeat for the 

first time in her career.  

 Interestingly, the tone of the news coverage was predominantly neutral throughout the 

three-year study period, even though previous literature suggests that news coverage of female 

athletes is usually delivered in a negative manner (Kaskan & Ho, 2014; Whiteside & Hardin, 

2011). The Wall Street Journal was the only major newspaper that had more positive articles 

than neutral articles. These five articles were written by the same journalist, and occurred while 

Rousey was still undefeated as a professional fighter. These news reports concentrated on her 

dominance and undefeated record. 

 Several scholars have suggested that female athletes are using social media (e.g., Twitter) 

to interact with their fans and establish their personal brands (e.g., Clavio & Kian, 2010; 

Hambrick et al., 2010; Heinecken, 2015; Pegoraro & Jinnah, 2012) because they tend to receive 

less media coverage compared to men (Adams & Tuggle, 2004; McDaniel & Sullivan, 1998; 

Rowe, 1999; Whiteside & Hardin, 2011). Social media allows these sportswomen the 

opportunity to create their own message without having to depend on the mainstream media 



 39 

(Pegoraro, 2010; Pegoraro & Jinnah, 2012; Sheffer & Schultz, 2010). It is important to note that 

the “message” being described could also be used as a marketing or branding tool, which allows 

these sportswomen, who may not receive much media coverage, the opportunity to express 

themselves to their followers and fans. Despite this research, relatively few scholars have 

examined what athletes are actually saying on Twitter, as this current study does. In 2010, a case 

study (Pegoraro) found that athletes are typically talking about their personal lives and 

conversing with fans. Pegoraro (2010) also suggested that most athletes do not recognize that 

their fans are also consumers, which means they tend to not use Twitter as a “marketing tool.” 

However, Rousey appears to be aware of this fact. Self-promotion is necessary for female 

athletes to successfully grow their brand awareness (Rudman, 1998). For this current case study, 

Rousey mainly used her Twitter to post pictures of herself, promote her brand, share personal 

information and details, and give insight into her life as a professional fighter. Surprisingly, she 

rarely communicated with fans or other athletes.   

 
Female athletes using social media to form their own identities  
 
 Newer forms of digital media, such as Twitter, provide female athletes with the 

opportunity to promote themselves and their image as well as the chance to voice their opinions, 

which can differ from what audiences’ typically see in mainstream media coverage (Heinecken, 

2015; Hutchins, 2011). The current case study examined Ronda Rousey’s personal tweets and 

coded them for six categories and one-sub category. Content, referring to any pictures that 

Rousey posted or shared of herself, was the most common category. The majority of the 

photographs appeared in 2014 and 2015, the years in which Rousey was experiencing the most 

success in her career. The photographs were then placed into a sub-category – photograph pose, 

which was either considered athletic or non-athletic. These photographs allowed Rousey to share 



 40 

with her fans, publicize her on-going projects, and promote her brand. By using this social media 

platform, Rousey was able to further promote both her identity and online presence; she was in 

control of what her followers were seeing and reading.  

 Interestingly, Rousey tweeted pictures with more non-athletic poses (224 pictures) 

compared to athletic poses (126 pictures). What does it tell us about Rousey that she shared more 

non-athletic photographs than athletic photographs even though much of her time is spent being 

an athlete? How did Rousey use these photographs to promote herself to the world, specifically 

the social media world? What do these photographs actually mean? What was Rousey trying to 

communicate by posting these photographs? Did these photographs allow Rousey to deliver her 

own message or were they just another form of marketing? Rousey’s use of Twitter allowed her 

to present herself as powerful – not only as an athlete, but also as a woman. By posting both 

athletic and non-athletic photographs, Rousey communicated that she can be a physically 

powerful and strong athlete as well as a successful Hollywood actress. As pointed out by Laura 

Mulvey, women are not typically aware or conscious of the “male gaze,” and are usually in the 

“passive” role while catering to men’s sexual desires or pleasures. However, in Rousey’s case, 

she is challenging this male narrative by placing herself in the “active” role with her social media 

usage. This case study shows there is a change because Rousey, in both the tweets and news 

articles, is the subject, not the object.   

 Bruce (2016) suggests that female athletes who use social media are able to create their 

own personal narrative.10 Rousey used these different photographs to not only give her followers 

a glimpse into her life, but they also allowed her to share her story on her terms. The images also 

had their own meanings. Rousey was able to show several versions of herself – the professional 

                                                
10	This “narrative” refers to female athletes having the opportunity to tell their own stories, without having to 
worry about whether or not it will be misconstrued in the mainstream media.  
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athlete, the actress, the swimsuit model, the girlfriend, the daughter, the sister, and the friend. 

Rousey used real human characteristics to produce both an image and a perception of her 

personal brand, which is an essential tool (Rooney, 2005). Athletes are considered human brands 

because of the visible platforms that professional sports provide (Thomson, 2006), and it is vital 

that they use these accessible and social platforms to grow and enhance their brand’s personality.   

 The non-athletic poses contained a wide range of photographs including Rousey’s 

sponsorships or campaigns, which featured Pantene, Buffalo Jeans, Reebok, Metro PCS, Carl’s 

Jr., and Monster Energy; Rousey on the red carpet for an award show or movie premiere, these 

involved the ESPY’s (ESPN’s annual award show), World Wrestling Entertainment (WWE) 

events, and the premieres of The Expendables 3, Furious 7, and Entourage. Rousey also shared 

photographs of herself from magazine photoshoots, which included the Sports Illustrated 

Swimsuit Issue, Maxim, Self, and Rolling Stone. In the majority of these photographs, Rousey 

was typically always wearing makeup, her hair was professionally done, and she was wearing 

designer outfits or dresses. However, a portion of the photographs showed Rousey in her home 

with no makeup, with her hair pulled back, and wearing sweatpants or casual clothing.  

 The tweets that contained athletic poses were photographs of Rousey working out, 

training, sparring and preparing for her upcoming fights with her coach, Edmond Tarverdyan, at 

her local gym (Glendale Fighting Club) in Glendale, California. These photographs featured 

Rousey in athletic clothing, typically a sports bra and compression shorts or pants with training 

gloves, while she jumps rope, practices her moves with mitt work, spars with an opponent, works 

on the punching bag, or participates in cardio with a stair or beach workout. Rousey used these 

photographs to present herself as a dedicated and committed athlete. She gave her fans and 

followers the opportunity to see what she does on a daily basis as a professional fighter.  
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Breaking the gender barrier in sports and news coverage  
 
 As presented in the findings, the majority of the newspaper articles in this study were 

written by men. Journalists tend to frame female athletes in a way that highlights their 

appearance and sexuality instead of their athletic performance (Whiteside & Hardin, 2011). 

However, this current study showed that Rousey was framed in a way that emphasized her 

athletic abilities and successes. The coverage did not primarily focus on the way she looks, 

which differs from how other female athletes have been framed in the past.  

 The world of professional fighting and mixed martial arts (MMA), specifically the 

Ultimate Fighting Championship (UFC), is still largely dominated by men. Because women have 

only started to become involved in this specific sport in recent years, there is still a 

disproportionately low number of female writers and reporters who are assigned to cover this 

topic.   

 Women have always had fewer opportunities compared to their male counterparts. 

Historically, women were not only limited in their access to education but also sports. It was not 

until the late 1800’s and early 1900’s that women started to participate in organized sports 

(ChInurum, Ogunjimi, & O’Neill, 2014, p. 27). However, women had to constantly challenge 

traditional stereotypes in order to gain more access into the sports world. The women’s 

movement, which took place during the 1960’s and 1970’s, significantly helped women break 

through gender barriers and engage in all sorts of sports and physical exercise (Hargreaves, 

2002). Although it is still an unremitting process, women have continued to gain more athletic 

opportunities and media coverage as well as take part in sports that have been dominated by men 

(Adams & Tuggle, 2004; Daniels & Wartena, 2011).  
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 In this specific study, mixed martial arts (MMA) has always been a male-dominated 

sport. The Ultimate Fighting Championship (UFC), an American mixed martial arts 

organization, began in 1993. The president of the UFC, Dana White, publicly announced that 

women would never compete in this organization. However, this was before White met Ronda 

Rousey. In November 2012, Rousey became the first woman fighter to sign with the UFC. Her 

immediate success has helped her become one of the most distinguished professional athletes in 

the world. Since then, Rousey has not only been a pioneer for aspiring female fighters but for 

female athletes as a whole.  

Emergence of new frames: Fame and relations  
 
 Historically, female athletes are framed as less important when compared to their male 

counterparts. News coverage is typically focused on a woman’s appearance instead of her 

performance. This type of framing can influence an audiences’ viewpoint, and cause them to 

interpret women’s sports as inferior or pointless (Carty, 2005; Cooky, Hextrum, & Messner, 

2013; Eastman & Billings, 2001). This current case study demonstrates an improvement because 

the majority of the coverage focused on Rousey’s success and dominance as an athlete.  

 Two new frames emerged during this case study. Both the fame frame, referring to 

Rousey’s acting career, and the relations frame, referring to Rousey’s personal life, resulted from 

conducting the content analysis. These two new frames emerged from the newspaper articles that 

fell under the “other” frame, which included a total of 36 articles. There were a wide variety of 

topics covered in these articles, such as Rousey’s political views and her support of Bernie 

Sanders, her upcoming opponents and her trainer, meal plans and eating habits, and business 

projects or endeavors. However, these specific topics were not common enough to produce their 

own frames.  
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 The fame frame was operationalized by coding articles that discussed Rousey’s acting 

career, her upcoming plans involving the film industry, interactions with her co-stars, and any of 

her movie roles. This frame appeared in 17 (47%) of the 36 total articles. Six (35%) of these 

articles appeared in 2014, followed by six (35%) in 2015, and five (30%) in 2016. Keywords, 

phrases, and ideas include “taking acting classes for two years,” “her first big starring role,” 

“Rousey will star in a remake,” “only one actress is badass enough to play Ronda Rousey in a 

biopic — and that’s the UFC champ herself,” “acting experience,” and any mentions of Rousey 

and her career in “Hollywood.” Once Rousey began her dominance in the UFC (Ultimate 

Fighting Championship), she also received interest from directors and producers to co-star in 

feature films.11 In addition, Rousey has had a few guest appearances on television shows 

including Drunk History in 2016 and Blindspot in 2017. Rousey also hosted Saturday Night Live 

(SNL) in 2016. 

 The relations frame was operationalized by coding articles that discussed Rousey’s 

personal life – family, friends, roommates, and intimate relationships. This frame appeared in 13 

(36%) of the 36 total articles. Seven (54%) of these articles appeared in 2014, followed by four 

(31%) in 2015, and two (15%) in 2016. Several of the articles focused on Rousey’s relationship 

with her mother, AnnMaria De Mars, who is largely responsible for Rousey’s interest in the 

world of professional fighting. De Mars was the first American to win gold at the World Judo 

Championships in 1984. De Mars successful career served as a constant inspiration, according to 

Rousey. Other articles discussed Rousey’s father who committed suicide when she was a child, 

her close friends who also fight professionally, and her then-fiancé Travis Browne. Keywords, 

                                                
11	Rousey’s first official role occurred in 2014 when she co-starred in The Expendables 3. Rousey hired an 
acting coach and began taking classes once she started to receive more film offers. In 2015, she appeared in 
two major films – Furious 7 and Entourage.	



 45 

phrases, and ideas include “AnnMaria De Mars,” “her father’s death,” “her mom became her 

first coach,” “Rousey’s best friends,” “Travis Browne,” “co-wrote a book with her sister,” and 

any other mentions of Rousey’s personal life. This type of framing allows readers to understand 

her not only as a professional athlete but also as a person, which enhances her relatability as well 

as her marketability.  

 
Limitations and Future Studies 

 This study only examined one social media outlet, Twitter, instead of also looking at 

Rousey’s Instagram and Facebook profile, which she also uses often to engage with fans and 

promote her brand. It is important to mention that the majority of the tweets that contained 

pictures on Rousey’s Twitter were also linked to her Instagram profile. A future study could 

include Rousey’s other social media platforms because of how frequently she utilizes them. It 

also would be interesting to compare how Rousey socially constructs herself across different 

social media outlets. 

 Additionally, the current study was limited to Rousey’s personal tweets. Future studies 

could examine other tweets that mention Rousey to see how she was constructed by her fans, 

followers, fellow athletes, and critics. These comparisons would not only provide a larger data 

sample to analyze, but they could provide more insight into how the public views Rousey 

through Twitter. Moreover, future studies could apply these suggested methods to attempt to 

understand how the public (e.g., Twitter users) views female athletes overall.  

 The newspaper census only analyzed print editions, and did not include any other forms 

of media including magazines, web-only sources (e.g., her personal website), blogs, broadcast 

news (e.g., ESPN) or college and university newspapers. A future study might also examine 

these other sources because Rousey has been extremely prevalent in Sports Illustrated, The New 
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Yorker, and ESPN’s television broadcasts as well as their online news. Because this study was 

limited to print newspapers, the findings mostly focused on Rousey as an athlete and did not 

present her as multi-dimensional.  

 Although this current study examined both tweets and newspaper articles, it did not 

attempt to make a connection between the two forms of media. The study was limited to 

analyzing the tweets and articles separately with two different codebooks. A future study might 

examine whether or not these forms of media had any control or influence over one another. 

Further, because this was a case study that focused on only one athlete, the collected data cannot 

necessarily apply to a wider population (e.g., female athletes as a whole), though certain aspects 

of the findings may be relevant for future research regarding female athletes, social media, and 

representations in media coverage. 

 
Conclusion 

 
 This case study utilized branding theory, framing theory, and critical feminist theory to 

examine how Ronda Rousey has used a popular social media outlet, Twitter, to showcase herself 

as a professional athlete as well as how she was framed in the news media. There is a conflict 

between branding theory, which argues that female athletes need to use marketing and promoting 

to grow their brand, and critical feminist theory, which implies that women should not have to 

expose themselves in this way because men are not required or expected to do the same. 

Although there is a conflict between the two theories, Rousey presented herself as powerful 

through the usage of Twitter and the news coverage of Rousey also framed her in the same way, 

which differs from previous scholarly literature that has demonstrated that female athletes are 

marginalized in news coverage. The study findings showed Rousey primarily depended upon the 

content category, tweets that contained both athletic and non-athletic photographs, and the 



 47 

promotional category, tweets that referred to any upcoming events, fights, movie roles or 

sponsorships, in her tweets to build her personal brand. She rarely used Twitter to communicate 

with fans or other athletes. This tends to show that Twitter was largely utilized as both a 

marketing and promotional tool, which differs from previous scholarly research.   

 The current study also shows how local and national newspapers in the United States 

have framed news coverage of Rousey during a three-year period, 2014 through 2016. This 

critical period provides different perspectives because Rousey experienced both success and 

defeat. The agency frame, powerless frame, and goals and ambitions frame were the most 

dominant throughout the study. The study findings indicate that the newspapers rarely focused 

on Rousey’s appearance nor did they diminish her credibility as a female athlete. Rather, the 

articles during the first two years of the study were framed in a way that presented Rousey as a 

strong, powerful, and successful athlete. However, once Rousey lost her first fight in November 

2015, the articles were framed in a way that portrayed her as second best, defeated, weak, or 

“powerless.” This was also the case for articles in the following year. Rousey lost her second 

fight, commonly referred to as her “comeback” fight because she spent a year away from the 

sport and media, in December 2016. After suffering two straight losses, the articles in 2015 and 

2016 started to question and predict the next steps of Rousey’s fighting career. Most newspapers 

suggested the possibility of Rousey’s retirement. The articles then shifted attention to Rousey’s 

upcoming plans, and any goals she wanted to accomplish outside the world of professional 

fighting, including her acting career and life as a business woman. Rousey’s gender did not seem 

to play a role in the reporting. Instead, the articles were more focused on her performance as an 

athlete as well as the success she was achieving in her newfound film career. This finding 
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signifies an improvement, in Rousey’s case, because it differs from previous research concerning 

how female athletes have been portrayed in news media coverage.  

 This study, as has others, demonstrates that social media is a useful and powerful tool 

that allows female athletes to change the stereotypical dialogue about women’s sports (Bruce, 

2016). This study could offer insights into how professional female athletes, specifically in this 

case Ronda Rousey, use their social media platforms regarding what they post, what kinds of 

information they share with their followers, and how they grow their personal brands. These 

findings represent a real shift in how Ronda Rousey is viewed through digital media since she is 

controlling the message. Moreover, the study demonstrates that social media, in this case at least, 

could not be used to change the narrative away from performance lag or an athlete being 

defeated. Further, news reporting did not follow the promotions or serve as a marketing echo-

chamber.  

 Most importantly, this study suggests that the news coverage of Rousey has displayed a 

change in narrative, which highlights the significance of needing to treat female athletes with the 

same regard that is given to male athletes as well as providing equal and adequate coverage of 

female athletes and their respective sports.  
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Appendix A: Timeline of Ronda Rousey’s UFC Career  
 

 
 
 

November 2012 

 
 
Rousey becomes the first-ever female fighter 
to sign with the Ultimate Fighting 
Championship (UFC).  
 

 
 

February 2013 

 
 
Rousey makes her UFC debut and wins her 
first fight. 

 
 

December 2013 
 

 
Rousey defends her bantamweight title and 
defeats Miesha Tate with an armbar victory. 
 
 

 
 

July 2014  
 
 

 
Rousey wins Best Female Athlete at the 
ESPYs Awards. 

 
 

November 2015 

 
Rousey suffers her first-ever loss to Holly 
Holm. Her undefeated record of 11-0 is no 
longer. 

 
 

February 2016 

 
Rousey appears on The Ellen DeGeneres 
show and reveals that she considered 
committing suicide after her loss to Holm.  

 
 

October 2016  

 
UFC President, Dana White, announces 
Rousey will make her return for a fight 
against Amanda Nunes. This is Rousey’s first 
fight since her loss in 2015.  
 

 
 

December 2016  
 

 
Rousey is knocked out in the first 48 seconds 
by Amanda Nunes, making this her second 
loss in her career. 
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Appendix B: Codebook Protocol for Ronda Rousey’s Tweets  
 

 
CONTENT VARIABLES  
 
 RQ1: How did Ronda Rousey utilize her Twitter account?  
 
VAR 01: Interactivity 
 This refers to a professional athlete’s direct communication with fellow athletes and fans. 
 Any tweets where Rousey is communicating with other athletes or fans will be coded. 
 

0. Not present 
1. Present  

 
VAR 02: Diversion 
 This refers to non-sports related information provided by professional athletes. Tweets in 
 this category can range from stories about friends and families to conversations about 
 favorite movies and restaurants. Personal interests such as video games, music, and 
 fashion are also included in this category.  
 Any tweets that reference non-sports related information will be coded.  
 

0. Not present 
1. Present  

 
VAR 03: Information sharing  
 This refers to an insight into an athlete’s teammates, team, or sport, such as details about 
 practices and training sessions or recent competitive events and results.  
 Any tweets that reference the UFC, mixed martial arts, training sessions/workouts, and 
 fights that Rousey competed in will be coded.  
 

0. Not present 
1. Present  

 
VAR 04: Content  
 This refers to any pictures that the athlete posted/shared of herself. Any tweets that 
 contain photographs of Rousey will be coded.  
  

0. Not present 
1. Present 
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VAR 05: Photograph Pose 
 This refers to whether or not the picture was an athletic pose, which refers to a 
 performing athlete who is wearing their team clothing while participating in his or her 
 event, or a non-athletic pose, which refers to an athlete in a non-sport setting or not 
 wearing their team clothing. An example of this could be a publicity or glamour 
 photograph of an athlete. 
 

0. Athletic pose 
1. Non-athletic pose  

 
VAR 06: Fanship  
 This refers to when athletes discuss sports other than their own teams and teammates. 
 This includes tweets with either positive or negative comments about players and teams 
 other than their own.  
 Any tweets that mention other athletes, including Rousey’s opponents, in a positive or 
 negative manner will be coded.  
 

0. Not present 
1. Present  

 
VAR 07: Promotional  
 This refers to publicity regarding sponsorships, upcoming events including anything that 
 is related to charity, and promotions such as discounted tickets, contests or prize 
 giveaways. Athletes may use Twitter to promote sponsorships, upcoming activities, 
 and events (e.g., autograph signings, TV appearances) in addition to providing 
 information about discounted tickets or game-day promotions.  
 Any tweets that reference any type of promotion will be coded.  
 

0. Not present 
1. Present  
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Appendix C: Codebook Protocol for Newspaper Coverage of Ronda Rousey 
 
 
ARTICLE DATA 
 
VAR 08: Newspaper in which the article appeared [pub] 
 Enter the name of the publication.  
 
VAR 09: Date [date] 
 The date of the article will give context as to whether or not the tone of the coverage 
 changed during the three-year time period. The dates of the articles range from January 1, 
 2014 to December 31, 2016.  
 Enter month/day/year. 
 
VAR 10: Length of article [length] 

1. 0-500 words 
2. 501-1,000 words 
3. More than 1,000 words  

 
VAR 11: Headline [head] 
 Enter the headline. 
 
VAR 12: Deck [deck] 
 Enter the deck. 
 
VAR 13: Gender of author [auth] 

1. Male 
2. Female 
3. Staff (This is used when no author is named.)  

 
 
FRAMES 
 
 RQ2: How was Ronda Rousey covered/framed by the news media?  
 
VAR 14: Frame [frame] 
 

1. Sexualization 
 This frame refers to highlighting and focusing on the appearance of the athlete. 
 Keywords, phrases, and ideas include “the hot blonde,” “bad-ass,” “sexy” and “muscular 
 and toned body.”  
 

2. Trivialization  
 This frame refers to diminishing the athlete’s credibility or successes and portraying her 
 as less important in comparison to a male counterpart or other opponents. Keywords, 
 phrases and ideas include “not as good as him,” “she could never beat him in a fight,” 
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 “women can’t fight men,” comparison to any male UFC fighters, or downplaying the 
 success she has had in either her professional or UFC career.   
 

3. Goals/Ambitions 
 This frame refers to focusing attention on the athlete’s desired outcomes or the goals she 
 would like to achieve during her professional career. Keywords, phrases, and ideas 
 include “redemption,” “becoming the best fighter in the world,” “reclaiming her title,” 
 future career plans or potential dreams.  
 

4. Powerless 
 This frame refers to presenting the athlete as weak, inadequate, exhausted, or defeated or 
 questioning her mental state. Keywords, phrases, and ideas include “failure,” “second 
 best,” “lost,” “beaten,” “destroyed,” “devastated,” “suffered,” “suicide,” “shrivel in 
 defeat,” or questioning and making predictions about the end of her career.   
 

5. Agency 
 This frame refers to presenting the athlete as powerful, successful, dominant, strong, or 
 influential. Keywords, phrases, and ideas include “unstoppable,” “competitive,” “the 
 most dominant female athlete,” “UFC bantamweight champion,” “skilled,” “undefeated,” 
 “superiority,” “star power,” “Olympian,” or her accomplishments in the sport itself or in 
 her professional career outside of fighting. 
 

6. Other 
 Enter and describe repeated keywords, phrases, or ideas that do not fit into the defined 
 frames listed above.  
 
 
TONE 
 
 RQ3: How did the tone of the newspaper articles change once Rousey lost back-to-back 
 fights? 
 
VAR 15: TONE [tone] 
 

1. Positive tone refers to the coverage being supportive of the article topic. The text in 
the article would evoke positive reactions and associations.  

 
2. Neutral tone refers to the coverage being described in an objective manner and 

presenting the facts. The text in the article would evoke no specific positive or 
negative relations.  

 
3. Negative tone refers to the coverage being extremely critical of the article topic. The 

text in the article would evoke negative reactions and associations.  
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Appendix D: Table of the Top Six Newspapers and Print Circulation Size 

 
  Newspaper    Print Circulation Size (Monday-Friday) 
 
  Chicago Tribune   453,568 (as of 2016) 
 
  Los Angeles Times   907,997 (as of 2016)   
 
  New York Post   413,452 (as of 2016) 
 
  The Washington Post   359,158 (as of 2016) 
 
  USA Today    812,971 (as of 2016) 
 
  Wall Street Journal   1,321,827 (as of 2016) 
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