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Abstract 
The consolidation of technology within the dominion of sports has given rise to Sportech (Sports 
Technology/Sports Textile), a domain poised to elevate the overall sporting experience for both players 
and enthusiasts alike. Despite its potential benefits, the widespread recognition of Sportech advantages 
including health benefits and sporting accomplishment remains deficient among sports enthusiasts and 
the general public. This research paper is aimed to study the efficacy of media management in driving 
Sportech awareness and adoption, particularly within the professional and nonprofessional cycling 
community of the National Capital Region (NCR) of Delhi. The paper employed a mixed-method 
approach encompassing both qualitative and quantitative methodologies, the study constructs its 
theoretical framework through an extensive review of relevant literature from area of health 
communication, media management and sports technology adoption. A survey is conducted to 
systematically gather data from participants, explaining their awareness and interest towards Sportech. 
This investigation aims to elucidate the pivotal factors influencing Sportech adoption among the sports 
enthusiasts and the general public, outline existing barriers to adoption, and illustrate upon strategic 
media management approaches that may facilitate the promotion of Sportech. The prime objective of this 
research is to augment awareness and interest in Sportech technology among cyclists, fostering a culture 
of adoption through an effective media management strategy. Through a comprehensive analysis, the 
study seeks to explore nuanced understandings into the intricate relationship between media 
management or mediation strategies and the promotion of Sportech and health communication among 
both professional and nonprofessional cyclists. Consequently, the findings of this research aspire to make 
a substantive contribution to the expanding body of knowledge pertaining to the adoption of technology 
within the sports domain through mediation for better health communication. 
 
Keywords: Sportech, media management, promotion and adoption, health communication, mediation, 
sports experience. 

 
Introduction 
The role of mass media in reporting and 
promoting events is crucial in shaping public 
opinion, disseminating information, and 
influencing societal perceptions. There are 
events which are known to public only because 
of their media coverage (Anwar et al., 2020). 
Media events can range from breaking news, 
political developments, cultural happenings, to 
entertainment events and sporting events. The 
media plays a vital role in reporting and 
promoting sports events through various 
channels. The key aspects include live coverage, 
highlight shows, and replays, creating hype and 
anticipation, analysis and commentary by 
experts, profiling athletes, and telling 
compelling stories. Media also fosters fan 

engagement through social platforms, 
contributes to commercial aspects with 
merchandising and sponsorship, and facilitates 
global reach.  
 
The relationship between sport and the media 
has been extensively explored, emphasizing the 
intricate nexus between the two. There are many 
studies that show the relevance of media and 
media management for promoting sports and 
sports culture (Nicholson, Kerr, & Sherwood, 
2015; Filo, Lock, & Karg, 2015; Boyle, 2009). 
However, the role of an effective media 
management in promoting Sportech and sports 
textile are not deeply studied or explored with 
due academic importance. Apart from 
providing the sports experience such 
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technologies and products are having great 
health and fitness benefits which can be 
communicated with due importance of health 
communication lenses (Qin et. al, 2023). Such 
benefits can be utilized by not only sports 
personalities but also general public who is 
concerned about their health and fitness.  
 
The term Sportech itself raises concerns in this 
multidisciplinary underrating. As defined by 
Indian Technical Textile Association, Sportech, 
also known as sports technical textile, refers to 
the integration of technology into sports textile, 
equipment, and wearables to enhance the sports 
experience for players and enthusiasts. In 
context of current research, the concept of 
„textile‟ has much wider understanding than a 
mere clothing. Sportech can be understood as a 
segment of technical textile which is “used in 
every sphere of life, whether it is in the medical 
field, in common household applications or in 
transportation sectors” (Shishoo, 2005). Such 
technology in sports are used for enhancing 
sports experience and providing better health 
and fitness.  
 
The technology can used for medical health 
monitoring and understanding of sports 
technology can be related to Sportech which 
precisely, can be called as “intelligent garment” 
(Qin et. al, 2023). The use of various digital tools 
and equipment, such as wearables, sensors, and 
data analytics, to monitor athletes' performance 
and enhance their training regimes has become 
increasingly prevalent in sports (Cardinale & 
Varley, 2017). With the rapid advancements in 
technology, Sportech has become a vital aspect 
of modern sports, revolutionizing the way 
athletes train, compete, and interact with their 
fans.  
 
The introduction of Sportech has opened the 
scope of textile research (Patnaik, 2019) with 
focus on health and fitness. Given the potential 
of Sportech to revolutionize sports (Lanfranchi 
& Rotondo, 2019), there is a notable gap in 
awareness among sports enthusiasts and the 
general public, particularly in regions like India 
and other South Asian countries where health 
emergencies are often reported (Acharya et. al, 
2018). Recognizing this lack of awareness, it 
becomes crucial to promote the adoption of 
Sportech among both professional and 
nonprofessional athletes as well as general 
audience considering its health and fitness 
attributes. To address this gap, the present 
study aims to investigate the role of mediation 

in health communication and scope of media 
management in promoting Sportech. The 
sample responders for the current study is 
specifically focused on professional and 
nonprofessional cyclists in the National Capital 
Region (NCR) of Delhi, India. The selection of 
this sample is strategic, as NCR is a diverse and 
densely populated region, providing insights 
that can be indicative of broader patterns in the 
adoption of Sportech within the larger Indian 
context. 
 
The application of Sportech is not limited to 
professional sports. It has significant potential 
for nonprofessional athletes, including aspiring 
young sportspersons, to enhance their training, 
performance, and overall sports experience. 
Sportech tools, such as wearable devices and 
advanced monitoring systems, provide real-
time insights into cyclists' performance metrics. 
These may include data on speed, distance, 
heart rate, cadence, and even biomechanical 
aspects of their riding technique.  
 
The continuous monitoring facilitated by 
Sportech enables cyclists and their coaches to 
track progress over time, identify patterns, and 
pinpoint specific areas that require attention or 
improvement (Seymour & Blakey, 2020). 
Sportech also contributes to the optimization of 
training regimes by analysing the gathered data, 
cyclists can tailor their workouts to address 
specific weaknesses or enhance particular 
aspects of their performance. For an example, 
coaches, equipped with comprehensive data, 
can design more personalized training 
programs that align with individual athletes' 
needs, fostering a targeted and efficient 
approach to skill development and overall 
fitness. If we look beyond the individual 
performance, Sportech also enhances the 
collective experience in competitive cycling. 
Race organizers and spectators can benefit from 
real-time tracking systems, enabling them to 
follow the progress of cyclists during events. De 
Bock (2023) noted that, such systems not only 
adds a layer of excitement to the viewing 
experience but also facilitates strategic decision-
making for both cyclists and their teams during 
races. 
 
Media Management and Sports Technology  

There is no doubt on the power of media and 
mass communications in disseminating any 
information to the public. This also true with 
brands and their products also. Media assumes 
a pivotal role in the establishment and 
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promotion of a brand. By utilizing diverse 
channels, including advertising, social media, 
public relations, and events, organizations can 
meticulously craft a robust brand identity and 
effectively convey their message to the intended 
audience. Media serves as a catalyst in 
cultivating brand awareness, disseminating 
information about the brand's products or 
services, fostering a positive reputation, and 
nurturing brand loyalty among consumers 
(Zahoor & Qureshi, 2017). Media also provides 
opportunities for companies to engage with 
their customers, receive feedback, and address 
their concerns. Chen and Wang (2021) studied 
the impact of media, especially social media in 
social mobilization when it comes to health 
communication. Ranschaert et, al, (2016) have 
stressed on the infoveillance nature of mass 
media in health communication, which explains 
how public health and public policy is informed 
to public.  
 
The media‟s primary role lies in informing its 
public and audience about the events around 
and also, often brands uses media channels to 
reach out to their customers. In context of health 
communication, the media‟s role is very vital in 
terms of both audience gathering information 
about health-related issues, and also 
government and other organisation uses media 
as a tool of mass communication. However, 
media can be a double-sided sword in terms of 
health communication as many cases noted 
during Covid 19 pandemic (Arriaga et.al, 2021; 
Anwar et al., 2020).  
 
The content production, distribution and 
consumption in mass media scenario is not 
often felicitated by a great effort of strategic 
thinking, which can be understood as media 
management. The mediation aspect of mass 
media is often crafted and controlled by media 
management. Yet, the field of media 
management is not well studies because the 
vagueness around the field.  
 
The understanding of media management is 
different when we think from inside and outside 
of a media organisation. Within media industry, 
media management is understood as managing 
activities within the organisation which includes 
creative and business whereas for an outsider 
for examples, for a sports brand or event, media 
management is more of how media can be 
managed for the better communication of their 
brand event. There are many intersections in 

understanding media management (Fig 1) when 
it comes to sports and media.  
 

 
 

Fig 1: Venn Diagram representing intersections of 
media and sports.  
 
Mierzejewska (2011) has described the academic 
field of media management as “underexplored 
and undertheorized” which makes it difficult to 
provide a clear definition for media 
management, the field is far from being clearly 
defined or cohesive (Küng, 2007; 2016). The 
works of Mierzejewska and Küng tries to push 
the boundaries media industry and 
management theory in an attempt to build a 
bridge and develop a theoretical understanding. 
The works of both authors are considered as 
seminal in the field of media management. 
Brown (2016) stresses on importance of an 
independent field of media management 
research, which needs be cross-disciplinary 
practice with social science critical approaches.  
Lowe (2016) explained the “complexity of media 
industries” which involves four-part heuristic 
such as “product, people, environment and 
process” (Table 1). The products are categorized 
into public goods, experience goods, and 
symbolic goods, each with its unique 
characteristics. The involvement of different 
stakeholders, including owners and investors, 
content makers, and regulators, illustrates the 
diverse array of participants shaping this 
landscape. environmental factors such as 
instability, fragmentation, and digitalization are 
outlined, emphasizing the transformative nature 
of the industry. The consequences of these 
interactions are multifaceted, ranging from 
effects on social cohesion and representation to 
the dynamics of market and cultural roles. This 
intricate interplay between products, people, 
and their environment underscores the complex 
and interconnected nature of the media 
industries, thus it becomes more difficult to 

Media 
Industry 

Sports 
Events 

Sports 
Brand 
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come to a point where a concrete definition of 
media management stands.  
 

Products People 

Public Goods Owners and Investors 

Experience Goods Content Makers 

Talent Goods  Managers 

Credence Goods  Advertisers 

Symbolic Goods  Suppliers 

Dual market Goods Partners/Alliances 

Multi-purpose 
Goods Competitors 

Single Production  Regulators 

Series Production  Foundation 

Media/Platforms NGO 

Genres and 
Transmedia Civil Society 

Environment Consequences 

Instability  Social Cohesion  

Uncertainty and 
Legacies 

Representation and 
Portrayal  

Fragmentation  Conditioning  

Digitalisation  Pluralism  

Convergence  Democracy  

Consolidation  Market Dynamics 

Diverse Context  Polarisation  

Multisectoral  Cultural Roles 

Table 1: Adapted from Lowe’s model of complexities 
of media industry 
 
Despite the lack in theoretical clarity, the use of 
media management is applied in every field. 
The media management is often seen as 
application of “soft power” and as per Skey 
(2023), it is true in the field of sports media 
management. There are enough academic 
evidences that shows that through an effective 
media management, companies can increase 
their brand visibility, differentiate themselves 
from their competitors, and ultimately drive 
sales and revenue (Kaurav et. al, 2022).  
 
For the purpose of the current research, the 
definition of media management can be 
understood as “the process of planning, 
executing, and evaluating media activities and 
campaigns to achieve organizational goals and 
objectives” (John & Pavlik, 2018). Media 
management involves managing various forms 
of media, such as print, broadcast, and digital 
media, to ensure that they are effectively used to 
reach and engage target audiences. The goal of 
media management is to optimize the use of 
media resources and budget to achieve the 
desired outcomes, whether it is to increase 
brand awareness, promote a product, or 

communicate a message to stakeholders 
(Wheeler, 2017). 
 
An effective role of media management is very 
important for any sporting events. This goes 
well with the sporting brands and technologies 
and health communication also. In the 
dominion of Sportech, the landscape is 
characterized by fragmented interest groups, 
each with their unique focus and priorities, 
resulting in a notable shortage of attention 
within the media ecosphere. In unambiguous 
contrast, traditional sporting events, revered 
sports celebrities, and the associated brands 
within the sports industry command a 
significant and enduring presence in the 
expansive media mix (Sage, 2015).  
 
The divergent trajectories in media attention 
reflect a distinct disparity, where the appeal of 
conventional sports and its accompanying 
entities tends to overshadow the significance of 
Sportech in lenses of health communication. 
While sporting events continue to be marquee 
attractions, and sports celebrities maintain their 
iconic status, the evolving realm of Sportech, 
with its innovative technologies and 
transformative potential, contends for a more 
prominent place within the broader narrative of 
media discourse (Allen, 2013). There are few 
works based to establish relationship between 
Sportech and health. (Chamorro-Koc et. al, 2021) 
noted that self-efficiency and trust as important 
factors in success of Sportech brands which is 
working in the area of health communication. 
The paper further establish the key factors in 
user engagement and user‟s willingness to use 
of sports and health technology. They are 
choice, relatedness, reliability, confidence and 
trust. These points are highly impacted during 
the preparation of questions for the survey in 
current research. The results of research 
conducted by Malkinson (2016) identifies 
“sports technology as an enabler of global 
health”. Similarly, as discussed above points, 
autonomy and relatedness is considered as 
variables online health information seeking by 
users (Lee and Lin, 2016). As discussed in above 
paragraphs, there is very little academic work 
published in this area connects the dots of 
current study. The gaps found here are 
addressed at end of the paper for building 
further on this area of research.  
 
Research Design and Rationale  

To explore the role of mediation and media 
management in popularising Sportech among 
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sports enthusiasts and the general public, a 
mixed-methods research approach is employed. 
The theoretical framework for the research is 
developed with the help of literature review, 
which highlights the possibilities of media 
management increasing awareness and 
promotion of a product or text. The research 
aims to identify and discuss the factors that 
influence the adoption of Sportech among 
responders, including their attitudes, beliefs, 
and perceptions in order to improve their health 
and fitness. The current study also tries to 
identify the barriers to Sportech adoption 
among responders, such as lack of awareness, 
cost, and complexity. The research aims to 
develop strategies that can be used to promote 
Sportech among audiences and increase their 
awareness and interest in the technology.  
 
The study carried focus on professional and 
nonprofessional cyclists in National Capital 
Region (NCR) of Delhi, India, as the application 
of Sportech in cycling is a relatively new 
concept in the region. A survey is conducted to 
collect data from the professional and 
nonprofessional cyclists‟ participants who 
identifies themselves as either as an athlete or 
cycle enthusiast (n=400) regarding their 
awareness and adoption of sports technology 
which helps in health and fitness during sports 
experience. The responders were from both 
categories who uses sports technology and 
health technologies devices during cycling and 
some where not aware of such technologies or 
its uses.  The survey included questions to 
understand responders‟ attitudes towards 
sports technology, their awareness of the 

technology, and their willingness to adopt it. 
The sample of 400 cyclists were selected from 
NCR of Delhi by using snowball sampling 
technique (Fig 2).  
 
The snowball sampling technique was 
employed to ensure the recruitment of samples 
are accurate in terms of their participation and 
commitment in cycling. The major challenge is 
locating and differentiate professional and non-
professional cyclist. The initial professional 
cyclist, were identified with help of cycling club 
of Greater Noida and responders providing 
reference to further responders. The non-
professional cyclists were identified at 
University of Delhi North campus who were 
participating in a cycle rally for a social cause. 
The further responders were collected from the 
reference of the initial group. The survey 
questions were shares via social media handles 
and had some unstructured in-depth interviews 
with selected responders to gain deeper 
understanding. Snowball recruitment ensured 
capturing of diverse representation of 
responders and was able to systematically 
broaden its reach across different professional 
and non-professional cyclist groups in the NCR 
of Delhi.  
 
The research design strategically involves a 
sample size of n=400, focusing specifically on 
cyclists to explore the integration of sports 
technology within their community. The choice 
of this target audience, a popular and engaged 
sports group, allows for a direct investigation 
into their interest in and potential benefits from 
sports technology in enhancing performance. 

 

 
 

Fig 2: Summary of Snowball recruitment of samples 
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Cycling, characterized by repetitive and 
measurable movements, provides an ideal 
context for the application of Sportech, 
including wearable devices and performance 
monitoring tools. The research design leverages 
the organized structures of cycling events and 
communities to facilitate efficient data collection 
and analysis from both professional and 
nonprofessional cyclists. 
 
The study adopts a pilot focus, concentrating on 
cycling as an initial exploration, allowing for an 
in-depth examination of Sportech awareness 
and adoption within this specific sporting 
context before potential expansion to other 
sports. Furthermore, the research aims to 
contribute insights into broader patterns of 
Sportech adoption within the Indian sports 
landscape, with the findings potentially 
applicable to other regions and sports, thereby 
laying the foundation for future research 
endeavours. To broadly explore the awareness 
and adoption of Sportech in health and fitness 
within the cycling community, an online survey 
was meticulously crafted and administered with 
the collaborative support of cycling clubs and 
student volunteers. As discussed in previous 
sections, the primary aim is to understand the 
experiences, perceptions, and preferences of 
cyclists, leveraging the expansive reach and 
engagement offered by these groups to ensure a 
diverse and representative respondent. The 
questionnaire, consisting of ten detailed 
questions, aimed to glean comprehensive 
insights into various facets of respondents' 
perceptions. Commencing with a self-
assessment of overall awareness levels, 
participants were prompted to express their 
understanding of the benefits and applications 
of Sportech. The survey investigated into the 
diverse channels through which individuals 
typically seek information related to sports and 
technology, uncovering predominant 
preferences. Respondents shared their 
motivation levels for integrating Sportech into 
their cycling routine, and potential barriers 
hindering adoption were identified. Preferences 
between textile-related Sportech products and 
technological wearables were probed, 
particularly focusing on the reasoning behind 
these choices. For professional cyclists, the 
survey explored the influence of sponsorship on 
their willingness to embrace Sportech. The 
impact of awareness and experience, future 
considerations, and the perceived role of media, 
especially social media, in influencing 
awareness and interest were also scrutinized. 

This survey aimed to gather information on 
various aspects related to Sportech and its 
health benefits, focusing on general awareness, 
depth of knowledge, information sources, 
motivation to adopt, perceived barriers, 
preferences, and the influence of media and 
sponsorship.  
 
The National Capital Region (NCR) of Delhi 
stands as a well-planned urban expanse, 
offering an expansive landscape conducive to 
cycling enthusiasts. The studies indicates that 
cycling for recreation transportation is 
employed by different policy makers in New 
Delhi and NCR overall (Sithananthan and 
Kumar, 2021; Jain and Jehling, 2020). There are 
many urban issues such as pollution, population 
density, space scarcity in this region (Bajaj et.al, 
2019) but there is a significant measure taken to 
promote sports and sporting events in the 
region. The areas covered in NCT of Delhi are 
union territory of Delhi and scattered in parts of 
Indian states of Uttar Pradesh and Haryana. The 
region is filled with local parks, dedicated cycle 
tracks, state-of-the-art sports complexes, and 
well-organized residential societies, provides an 
ideal environment for cyclists. Within this 
dynamic setting, a diverse community of 
cyclists exists, comprising both professionals 
affiliated with cycling clubs and dedicated 
enthusiasts who engage in regular practice. The 
majority of these individuals exhibit a 
commendable level of awareness regarding 
wearable technologies such as smartwatches, 
earbuds, and safety devices, which have become 
commonplace in their routines.  
 
However, the noteworthy observation is that the 
adoption of such cutting-edge technology, 
particularly in the form of sports technology 
innovations, is yet to gain traction among larger 
cycling community in the NCR of Delhi. 
 
Survey Questions 
The questions used during survey are provided 
as follows for the better understanding of the 
research:  
 
General awareness question: On a scale from 1 to 5, 
with 1 being "Not at all aware" and 5 being 
"Extremely aware," how aware are you of 
Sportech? (Objective: Gauge respondents' 
overall awareness levels.) 
 
Awareness levels question: Are you aware of the 
health and fitness benefits and applications of 
Sportech in the context of sports and cycling? 
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(Objective: Assess the depth of awareness and 
knowledge within the community.) 
Information sources question: Please indicate the 
channels through which you usually obtain 
information related to sports and technology. 
The options are: Social Media, Club Peer Group. 
Training Programs, Television, Self-Research, 
Other (please specify) (Objective: Identify the 
most influential channels within the cycling 
community.) 
 
Motivation to adopt Sportech question: How 
motivated are you to adopt Sportech in your 
cycling routine? The options are: Not motivated 
at all, Slightly motivated, Moderately motivated, 
Very motivated, Extremely motivated 
(Objective: Understand the driving factors 
behind Sportech adoption). 
 
Perceived barriers question: What factors, if any, 
hinder your adoption of Sportech? (e.g., cost, 
ease of use) (Objective: Identify potential 
barriers and challenges).  
 
Preferences question: Do you prefer textile-related 
Sportech products or technological wearables? 
Why? (Objective: Understand preferences and 
reasoning.) 
 
Professional cyclists' perspective question: If you 
are a professional cyclist, how does sponsorship 
influence your willingness to use Sportech 
products for health and fitness? (Objective: Gain 
insights into industry dynamics.) 
 
Impact of awareness and experience question: How 
has your awareness of Sportech changed after 
participating in this survey or experiencing its 
benefits? (Objective: Device the impact of 
awareness and experience.) 

 
Future interest question: Would you consider 
adopting Sportech in the future? Why or why 
not? (Objective: Understand future 
considerations and potential obstacles.) 
 
Media influence question: To what extent do you 
think media, especially social media is 
providing awareness and interest in health 
communication? (Objective: Assess the role of 
media in shaping perceptions.) 
 
Results and Discussion 
The results of the survey conducted on the 
awareness of Sportech among respondents 
revealed that a majority of the respondents are 
either slightly aware or not aware of Sportech 
(Fig 3). Out of the total 400 respondents, only 12 
and 9 respondents were extremely aware and 
very aware of Sportech, respectively. On the 
other hand, 89 respondents were moderately 
aware of Sportech, while a large number of 
respondents, 179 and 111, were slightly aware 
and not at all aware of Sportech, respectively. 
The empirical data underscores a visible gap 
within the Sportech market, as an 
overwhelming majority of respondents exhibit a 
lack of awareness regarding this technological 
innovation. This gap within the market 
delineates a positive interval for strategic 
interventions by media management, thereby 
necessitating a comprehensive approach to 
propagate Sportech and instigate heightened 
cognizance within the identified target 
demographic. The effective media management 
strategies are pivotal in navigating the 
intricacies of modern markets, particularly in 
instances where there exists a tangible 
information asymmetry among consumers (De 
Pelsmacker et.al, 2018). In view of the 

 

 
Fig 3: Radar chart of representation of awareness about Sportech among respondents 
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aforementioned market gap, media 
management is well-poised to employ a diverse 
array of channels, including but not limited to 
social media, advertising, and organized events. 
Scholars argue that the judicious selection and 
adept utilization of media channels can be 
instrumental in cultivating brand awareness 
and knowledge dissemination (Kotler et.al, 
2018).  
 
The results of the survey conducted on the 
channels of information related to sports and 
technology among 400 responders who are 
cyclists reveal that social media is the most 
popular channel for obtaining information (Fig 
4), with 215 respondents indicating their 
preference for this channel. The second most 
popular channel was the club peer group, with 
55 respondents, followed by training programs 
and television with 58 and 46 respondents, 
respectively. Self-research and other channels 
had a relatively low response rate of 12 and 14 
respondents, respectively. The data clearly 
indicates the potential of social media in 
promoting Sportech among cyclists. As social 
media is the most preferred channel for 
obtaining information related to sports and 
technology, media managers can utilize this 
channel to create a talk around Sportech and 
increase awareness about its benefits. Social 
media platforms such as Instagram, X (formerly 
Twitter), and Facebook are popular among 
sports enthusiasts and offer an excellent 
opportunity for Sportech brands to reach out to 
their target audience. Media managers can also 
leverage the popularity of sports celebrities on 
social media to promote Sportech. Sports 
celebrities have a huge following on social 
media and can be used to endorse and promote 
Sportech products. By involving sports 
celebrities in their campaigns, Sportech brands 
can create a sense of credibility and increase the 
reach of their message (Seymour, & Blakey, 
2020). 
 

 
 
Fig 4: Box and Whisker chart of representation of 
channel of information  

The survey also had few examples and case 
studies (in form of video demonstration) of 
different Sportech wearables and devices which 
are useful during the cycling. The results shows 
that there is significant difference between the 
increase in motivation to adopt Sportech after 
experiences the benefits of Sportech. A high 
number of 230 responders who were 
moderately motivated were shifted to extremely 
motivated to adopt Sportech (Fig 5). The 
findings derived from respondent feedback also 
light additional dimensions of consumer 
sentiment, introducing nuanced considerations 
that bear critical implications for Sportech 
market penetration. Among these concerns is 
about the cost implications associated with 
Sportech products. This finding aligns with the 
idea of emphasizing the pivotal role of 
perceived value and cost-effectiveness in 
shaping consumer attitudes toward 
technological adoption (Rogers, 2003). The 
concerns voiced by respondents extend to the 
usability of Sportech products, with a notable 
emphasis on the need for user-friendly 
interfaces and seamless integration into existing 
routines.  
 

 
 

Fig 5: Clutter Chart of representation of Adopting 
Sportech before and after the awareness 

 
The study also revealed major factors that is 
hindering the adoption of sports technology (Fig 
6). The question on hinderance was open ended 
and the finding is derived from the keyword 
analysis. The lack of information was the key 
factor in not using Sportech among responders 
which is followed by cost reasons (mostly the 
users searched different products during the 
course of research) and usability issues. Here, 
the role of mediation is clearly missing. The 
effective use of media management by brands 
can address the problems of lack of information 
and usability. The users can relate with a 
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product and its health benefits once they 
experience such texts on media.  One reason 
stated by a professional cycling athlete during 
in-depth interview was that most of such 
available mediated texts on sports technology 
are in form of trade and specified manner that 
non-professional sports persons and normal 
user may not reach or understand the content. 
Few of such examples which he shared were 
from promotional emails which she used to 
receive in her personal emails from the 
distributors of the products. The research also 
tried to understand how responders are 
interacting with media text on other health 
communication messages. This question was 
targeted to understand the role of media in 
engaging audience in health communication.  
The results shows that all responders are 
interacting with media content in terms of 
health communication which indicated and 
reassured the infoveillance nature of mass 
media in health communication as stressed by 
Ranschaert et, al, (2016). 
  

 
 
Fig 6: Word Cloud representation of key factors that 

hinders adoption of Sportech 
 
There are enough supporting studies shows that 
suggest that user experience is paramount in 
influencing the adoption trajectory of 
technological innovations, emphasizing the 
importance of ergonomic design and intuitive 
interfaces in mitigating user resistance 
(Venkatesh et al., 2003; Bensaid, 2023). The 
study separates a conspicuous preference 
among respondents for clothing and textile-
related Sportech products over conventional 
technological wearables. This proclivity 
resonates with consumer behaviour theories 
that underscore the significance of perceived 
compatibility and aesthetics in shaping product 
preferences (Rogers, 2003; Davis, 1989). The 
inclination towards clothing and textile-related 
Sportech products suggests that integrating 
technology seamlessly into familiar and pre-
existing aspects of consumers' lives may 

enhance acceptance and interest. The attitudinal 
variance between non-professional respondents 
and professional cyclists introduces a notable 
distinction. While the broader respondent pool 
exhibits a preference for sponsorship-induced 
adoption, professional cyclists who are aware of 
the benefits express a willingness to use 
Sportech products, contingent upon 
sponsorship support from their respective clubs 
or teams. This dichotomy underscores the 
influence of external support structures and 
institutional backing in shaping the proclivities 
of highly specialized user segments, aligning 
with Rogers (2003) understanding on innovation 
diffusion within niche markets. Such results 
indicates at the complexities of media industry 
as noted by Lowe which provides media 
management practitioners to rethink and 
remodel the way health communication is being 
conducted. This also offers future researchers to 
extend the theoretical boundaries of media 
management and mediation among targeted 
audience.   
 
The above results and discussions clearly states 
the need and importance of planned media 
management in the niche sector of sports 
technology for health and fitness. The media can 
target users as well as audiences since the end 
benefit is related to health and fitness. Media 
managers can use various media channels 
mainly social media create awareness and 
inspiring about Sportech and its health 
attributes. They can develop engaging mediated 
content that highlights the benefits of Sportech 
and how it can revolutionize sports. The on-
going efforts made in health communication 
sector can be inspired by the Sportech brand. 
One such examples, which is also mentioned by 
few responders during in-depth interview was 
of Green Tea advertisements and promotions. 
Such advertisements are in form of a health 
communication (both in TV and digital) with 
focusing on health benefits of drinking green 
tea. Another notable example is of sports shoes 
which highlights sports safety and fitness of the 
athlete. In a similar way, brands can team up 
with media management to highlight the 
features and benefits of Sportech, to raise 
awareness about the technology and generate 
interest among the target audience. Media 
managers can collaborate with professional 
athletes who are already using Sportech to 
promote the technology (Ratten, 2019). Media 
managers can plan and conduct in-depth 
interviews, capturing the athletes' perspectives 
on how Sportech has positively influenced their 
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performance, recovery, or overall athletic 
experience. These collaborations facilitate the 
creation of engaging and informative content 
that not only showcases the functionalities of 
Sportech but also resonates with the target 
audience through relatable and aspirational 
figures (Shank, 2009). The persuasive impact of 
celebrity endorsements, particularly within the 
context of professional athletes, has been well-
documented in the area of classic marketing 
studies (Atkin & Block, 1983). 
 
Conclusion  
The findings clearly indicate the lack of 
information and awareness surrounding 
Sportech is largely tied to its novelty and limited 
adoption. This presents a clear call to action for 
media management to spearhead initiatives that 
thrust Sportech into the spotlight right from the 
outset for a better health communication. The 
technology's untapped potential can be 
harnessed to elevate the sports experience for 
both players and enthusiasts alike. The study 
clearly directs the pivotal role that media 
management must play in promoting Sportech. 
The potency of media influence cannot be 
overstated, emphasizing the imperative for 
meticulous planning of content aligned with a 
robust brand strategy. The study proposes a 
spectrum of actionable strategies to boost 
awareness and interest in Sportech in health and 
fitness, including the creation of captivating 
content, strategic use of social media, event 
orchestration, and collaboration with 
influencers and sports organizations. The 
identified barriers to Sportech adoption, such as 
lack of awareness, cost concerns, and perceived 
complexity, becomes paramount in ensuring 
successful integration into the sporting 
landscape. These barriers are not insoluble, but 
demand targeted and comprehensive 
approaches informed by the study's insights. By 
defining these strategies and shedding light on 
the barriers, this study contributes substantively 
to the evolving discourse on technology 
adoption within the realm of sports. The 
implications extend beyond theoretical 
frameworks, providing tangible guidance for 
stakeholders within the sporting industry. It is 
incumbent upon media managers, sports 
organizations, and influencers to heed these 
findings and collaboratively pave the way for 
sports technology and health communication 
stakeholders to realize its potential.  
 

References 
Acharya, B. P., Daniel, R. A., Baridalyne, N., & 

Gupta, S. K. (2018). Public health 
emergencies in urban India. Indian Journal 
of Community Health, 30(1), 18-23. 

 Allen, D. (2013). „National heroes‟: sport and 
the creation of icons. Sport in History, 33(4), 
584-594. 

Anwar, A., Malik, M., Raees, V., & Anwar, A. 
(2020). Role of mass media and public 
health communications in the COVID-19 
pandemic. Cureus, 12(9). 

Arriaga, P., Esteves, F., Pavlova, M. A., & 
Piçarra, N. (2021). Coronavirus disease 
(COVID-19): the impact and role of mass 
media during the pandemic. Frontiers in 
psychology, 12, 729238. 

Atkin, C., & Block, M. (1983). Effectiveness of 
celebrity endorsers. Journal of Advertising 
Research, 23(1), 57-61. 

Bajaj, A., Jamal, S., Upadhyay, A., Kumar, K., & 
Singh, M. Water Problems and Challenges: 
A Case Study of Delhi NCR. Journal of 
Water and Land Use Management, 17(2). 

Bensaid, M. N. (2023). Antecedents of Human 
Resource Information System Adoption: A 
Qualitative Study in French Context. 
Journal of Digitovation and information 
system, 3(1), 16-31. 

Brown, C. (2016). Media Management: A 
Critical Discipline?. In: Lowe, G., Brown, C. 
(eds) Managing Media Firms and Industries. 
Media Business and Innovation. Springer, 
Cham. https://doi.org/10.1007/978-3-319-
08515-9_5 

Cardinale, M., & Varley, M. C. (2017). Wearable 
training-monitoring technology: 
applications, challenges, and opportunities. 
International Journal of Sports Physiology and 
Performance, 12(s2), S2-55. 

Chamorro-Koc, M., Peake, J., Meek, A., & 
Manimont, G. (2021). Self-efficacy and trust 
in consumers' use of health-technologies 
devices for sports. Heliyon, 7(8). 

Chen, J., & Wang, Y. (2021). Social media use for 
health purposes: systematic review. Journal 
of medical Internet research, 23(5), e17917. 

Davis, F. D. (1989). Perceived usefulness, 
perceived ease of use, and user acceptance 
of information technology. MIS Quarterly, 
13(3), 319-340. 



22 

De Bock, J. (2023). Data-Driven Performance and 
Safety Analysis in Cycling Races (Doctoral 
dissertation, Ghent University). 

De Pelsmacker, P., Geuens, M., & Van Den 
Bergh, J. (2018). Marketing Communications: 
A European Perspective. Pearson UK. 

Filo, K., Lock, D., & Karg, A. (2015). Sport and 
social media research: A review. Sport 
Management Review, 18(2), 166-181. 

ITTA India. (n.d.). Sportech (Sports textile). 
ITTA India. https://www. ittaindia.org/ 
?q=sportech-view 

Jain, M., & Jehling, M. (2020). Urban cycle 
models revisited: Insights for regional 
planning in India. Cities, 107, 102923. 

John, V., & Pavlik, S. M. (2018). Converging 
Media: A New Introduction to Mass 
Communication. 6th Edition. Oxford 
University Press. 

Kaurav, R. P. S., Di Virgilio, F., Baber, R., & 
Narula, S. (2022). Engaging Community 
through Content. Marketing, 24(3-4), 261-
277. 

Küng, L. (2007). Does media management 
matter? Establishing the scope, rationale, 
and future research agenda for the 
discipline. Journal of Media Business Studies, 
4(1), 21-39. 

Küng, L. (2016). Strategic management in the 
media: Theory to practice. Strategic 
Management in the Media, 1-256. 

Kotler, P., Kartajaya, H., & Setiawan, I. (2018). 
Marketing 4.0: Moving from Traditional to 
Digital. John Wiley & Sons. 

Lanfranchi, G., & Rotondo, F. (2019). Economic 
Potential And Entrepreneurial 
Opportunities In Sportech. Sportowe 
zarządzanie: młodzi o sporcie 2019, 135. 

Lee, S. T., & Lin, J. (2016). A self-determination 
perspective on online health information 
seeking: the internet vs. face-to-face office 
visits with physicians. Journal of health 
communication, 21(6), 714-722. 

Lowe, G.F. (2016). Introduction: What‟s So 
Special About Media Management?. In: 
Lowe, G., Brown, C. (eds) Managing Media 
Firms and Industries. Media Business and 
Innovation. Springer, Cham. https:// 
doi.org/10.1007/978-3-319-08515-9_1 

Mierzejewska, B. I. (2011). Media management 
in theory and practice. Managing media 
work, 13-30. 

Nicholson, M., Kerr, A., & Sherwood, M. (2015). 
Sport and the media: Managing the nexus. 
Routledge. 

Patnaik, A. (2019). Technical textiles and recent 
developments. Fibres to Smart Textiles, 315-
330. 

Qin, W., Xue, Y., Peng, H., Li, G., Chen, W., 
Zhao, X., ... & Zhou, B. (2023). Wearable 
real-time multi-health parameter 
monitoring system. International Journal of 
Clothing Science and Technology. 

Ratten, V. (2019). Sports technology and 
innovation. Cham: Springer Books. 

Rogers, E. M. (2003). Diffusion of Innovations. 
Free Press. 

Sage, G. H. (2015). Globalizing sport: How 
organizations, corporations, media, and politics 
are changing sport. Routledge. 

Seymour, A., & Blakey, P. (2020). Digital sport 
marketing: concepts, cases and conversations. 
Routledge. 

Shank, M. D. (2009). Sports marketing: A strategic 
perspective. Pearson Prentice Hall. 

Shishoo, R. (Ed.). (2005). Textiles in sport. 
Elsevier. 

Skey, M. (2023). Sportswashing: Media headline 
or analytic concept?. International review for 
the sociology of sport, 58(5), 749-764. 

Sithananthan, M., & Kumar, R. (2021). A 
framework for development of real-world 
motorcycle driving cycle in India. 
Proceedings of the Institution of Mechanical 
Engineers, Part D: Journal of Automobile 
Engineering, 235(6), 1497-1515. 

Venkatesh, V., Morris, M. G., Davis, G. B., & 
Davis, F. D. (2003). User acceptance of 
information technology: Toward a unified 
view. MIS Quarterly, 27(3), 425-478. 

Wheeler, A. (2017). Designing brand identity: an 
essential guide for the whole branding team. 
John Wiley & Sons. 

Zahoor, S. Z., & Qureshi, I. H. (2017). Social 
Media Marketing and Brand Equity: A 
Literature Review. IUP Journal of Marketing 
Management, 16(1). 

 
  



13 

Authors Bio 
 

Malvika Sagar is PhD Research Scholar at Amity University Rajasthan. Her thesis explores the role of 
media management in reporting and coverage of sports events in India. Her research interests are in 
public relations, digital marketing, media management, sports media, and branding. She taught 
advertising, marketing and business communication, research methodology at B-Schools and University 
in undergrad, postgrad, and PhD levels. She is also involved in entrepreneurship and incubation 
mentoring workshops as capacity of Communication Consultant.  
 
Dr. Jayati Sharma is an academician in the field of Media and Communication Studies with over 19 
years of academic and industry experience. She is the certified trainer for the prestigious BBC‟s and 
Google‟s joint program Young Reporter India. Prior to her academic career, she has been an active 
journalist and has served leading news daily and news channels. As a researcher, Dr. Sharma has 
contributed to national and international conferences and has many national and international research 
publications to her credit. She has been the convener and member of the organizing committee for eight 
national and international conferences in the field of Media and Interdisciplinary studies.  She has been 
invited as a keynote speaker and session chair at various international and national academic events. Her 
area of academic interest are Media, Society and Culture; Media Ethics; and Communication Theory and 
Practice. Dr. Sharma is currently serving as Director and Head, Amity School of Communication and 
Chairperson- Gender Cell, Amity University Rajasthan.  
 

*** 
 
 


