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ABSTRACT

The study shows how Atrtificial Intelligence (Al) is reshaping the creation and consumption of sports narratives, shifting traditional journalism toward a more fan-
centric and personalized model. As digital platforms expand, audiences increasingly expect content tailored to their interests, behavior, and emotional engagement.
The rapid advancement of Artificial Intelligence (Al) is reshaping the landscape of sports journalism, enabling the creation of personalized narratives and
transforming how fans consume and interact with sports content. Artificial intelligence (Al) is revolutionizing sports journalism by enabling personalized
storytelling, enhancing audience engagement, and paving the way for fan- centric content delivery. As media consumption shifts towards more interactive, real-
time, and customized formats, traditional sports journalism is being redefined. By examining current technologies, industry practices, and future trends, this research
highlights the transformative impact of Al and outlines the ethical and practical implications of this shift.

This research proposal aims to explore the integration of Al in sports media, focusing on its role in crafting individualized content, enhancing real-time audience
engagement, and shifting the paradigm toward fan-centric journalism. By analyzing case studies, media technologies, and evolving audience behaviors, this study
seeks to understand how Al-driven storytelling influences fan experiences and journalistic practices. The research will also investigate ethical concerns surrounding
algorithmic bias, data privacy, and the impact on journalistic integrity. Ultimately, the study will contribute to the growing discourse on the future of digital sports
media, offering insights for media professionals, technologists, and academics on leveraging Al responsibly to foster deeper, more meaningful fan engagement.

Introduction: Personalized Sports Narrative

In today’s rapidly evolving digital media landscape, sports storytelling is undergoing a profound transformation. Audiences no longer passively consume
sports content; instead, they seek personalised experiences that reflect their individual interests, preferences, and emotional connections to teams, players,
or competitions. This shift has given rise to the concept of then personalised sports narrative a new approach to storytelling that adapts content in real-
time based on the unique profile and behavior of each fan. A personalized sports narrative goes beyond generic match summaries or highlight reels. It
involves curating and delivering tailored content such as player-focused statistics, customized video highlights, predictive analytics, and interactive
commentary that resonate with the fan’s specific identity. Whether it’s through social media feeds, mobile apps, or Al-powered platforms, fans today
expect content that feels relevant, immediate, and emotionally engaging.

The rise of personalization has been enabled by advances in Al and data analytics which allow media organizations to collect, interpret, and act on vast
amounts of user data. With these tools, content can now be generated and adapted dynamically offering different versions of the same event to different
users based on their viewing history, location, favorite teams, or even fantasy league interests. However, the move toward personalized sports storytelling
is not without challenges. It raises important questions about editorial control, the fragmentation of shared public narratives, data privacy, and the potential
for echo chambers within sports media. Despite these concerns, the trend reflects a broader cultural shift toward Fan centric journalism where the audience
is no longer just a recipient of content but an active participant in shaping the story.

This research explores the development, impact, and future of personalized sports narratives in the context of Al-driven media, focusing on how these
technologies are reshaping audience engagement and redefining the boundaries of modern sports journalism. The convergence of artificial intelligence
(Al) and digital media is fundamentally transforming the way sports narratives are produced, distributed, and consumed. In the past, sports journalism
primarily revolved around objective reporting, statistical summaries, and post-event analysis crafted by human reporters. Today, the emergence of Al
technologies including machine learning, natural language processing, and predictive analytics is redefining the role of the sports journalist and the
expectations of the modern sports audience. As media consumption habits evolve, sports fans increasingly seek personalized, real-time, and emotionally
resonant content that aligns with their unique preferences — whether that be specific teams, players, or fantasy leagues.

Significance of the study
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This shows how artificial intelligence (Al) is transforming sports journalism through the use of personalized narratives. As digital platforms become the
main source of sports content, media organizations are turning to Al to deliver stories that match each fan's interests. While this can improve audience
engagement and make the fan experience more enjoyable, it also raises important concerns about the quality of storytelling, trust in Al-generated content,
and the future role of human journalists, this study can help media professionals understand how to use Al in a way that keeps content engaging, ethical,
and reliable. It also contributes to ongoing discussions about the balance between technology and human creativity in journalism, helping to guide future
practices in fan-centered sports media.

It help identify the benefits and risks of using Al in journalism. It can show how Al might improve fan engagement, but also highlight concerns like the
loss of human storytelling, bias in content, and the future role of sports journalists.

By looking closely at how personalized content affects fan trust, emotional connection, and media habits, this research can guide the ethical and effective
use of Al in sports journalism. It also offers insights for journalism educators, policy-makers, and tech designers who are shaping the future of media.

Objectives and Hypothesis

Research Objectives: To examine how Al is being used to create personalized sports content across digital media platforms .To analyze the impact of
personalized sports narratives on audience engagement, including interest, satisfaction, and time spent on content. To evaluate audience perceptions of
trust, authenticity, and quality in Al-generated vs. human- written sports journalism.

Hypothesis: Personalized sports content generated by Al significantly increases audience engagement compared to traditional, non-personalized sports
reporting.

Review of Literature

The integration of Atrtificial Intelligence (Al) into sports journalism, particularly in crafting personalized narratives, has garnered significant attention in
recent years. This literature review synthesizes key studies that explore the multifaceted impact of Al on fan engagement, content personalization, and
the evolving role of journalists.

1. Large-Scale Al-Generated Sports Content

Baughman et al. (2024) demonstrated the application of generative Al models in producing personalized sports narratives at scale. Their system
transformed multimodal data into coherent text, delivering automated narrations for major events like the US Open and Wimbledon. This approach
supported millions of fans globally, highlighting Al's potential to enhance content delivery efficiency.

2. Fan Engagement and Al Personalization

A study by Gupta (2021) examined the impact of Al on sports fan engagement, noting the development of Al-based services such as chatbots and
automated highlights. The research indicated that these technologies have transformed how fans interact with sports content, leading to more personalized
and engaging experiences.

3. Audience Trust and Al-Generated Content

According to a Reuters report, global audiences express skepticism towards Al-generated news, especially on sensitive topics. Surveys indicated that
many respondents are uncomfortable with news produced by Al, raising concerns about content reliability and trust.

4.  Personalization Enhancing Fan Experience

Leite (2021) discussed how Al-driven personalization in sports content enhances fan engagement. By tailoring content to individual preferences, Al
creates more interactive and personalized digital experiences, shifting from traditional broadcasting methods.

Recent research has increasingly explored the intersection of artificial intelligence (Al) and sports journalism, particularly in the context of personalized
content and fan engagement. Baughman et al. (2024) demonstrated the large-scale use of generative Al in producing automated sports narratives for
global events like the US Open and Wimbledon. Their study highlights the efficiency and scalability of Al-generated content, showing how such systems
can support millions of fans worldwide. Similarly, Leite (2021) emphasized how Al-driven

personalization has transformed the sports media landscape, allowing fans to receive content tailored to their preferences. He argued that personalization
increases fan satisfaction and retention, marking a shift from traditional broadcasting to interactive, on- demand digital experiences. Scholars have
observed a major transformation in sports media due to machine learning tools that analyze big data and predict audience interests.

Literature also highlights the success of Al in organizations like the NBA, ESPN, and IPL platforms, where customized highlights and interactive
dashboards enhance the viewing experience. Studies on digital journalism stress the importance of maintaining ethical standards as personalization
becomes more common, especially concerning privacy and editorial independence. Overall, the literature suggests that Al-driven personalization is
becoming a foundational element of modern sports journalism.
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Research Instrument

1. Research Design

This study uses a quantitative survey-based research design to collect data on audience preferences, awareness, trust levels, and concerns regarding Al-
driven sports journalism and personalized sports content.

2. Data Collection Method

Data is collected using a structured online questionnaire distributed through Google Forms to sports-viewing audiences. The questionnaire contains
closed-ended questions in formats such as:

e  Multiple choice
e Likert scale (Strongly Agree — Strongly Disagree)

e  Frequency scale (Very Often — Never)

Analysis and Interpretation

1. Age group

20 responses

@ Below 18
@ 18-24
® 25-34
@ 35-44

The pie chart shows that the majority of respondents (70%) fall within the 18-24 age group, indicating that the survey largely represents young adults. A
smaller portion (20%) belongs to the 25-34 category, while only 10% are below 18. There are no respondents in the 35-44 age group. Overall, the data
suggests that the survey sample is predominantly composed of individuals in early adulthood, with very limited participation from teenagers and no

representation from older age brackets.
® Male
® Female
@ Prefer not to say

2. Gender

20 responses
The gender distribution shows that females constitute the majority of respondents at 65%, while males account for 35%. There are no participants who
selected “Prefer not to say.” This indicates that the sample is female-dominant, suggesting that insights drawn from the survey may reflect stronger female
representation and perspectives compared to males.
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3. Occupation
20 responses

@ Student
@ Working Professional
@ Self employed

The data shows that students make up the largest share of respondents at 60%, indicating that the survey sample is predominantly student-centric. Working
professionals account for 25%, while 15% identify as self-employed. This distribution suggests that the insights gathered will largely reflect the views
and experiences of students, with comparatively fewer inputs from those currently employed or running their own businesses.

4. How often do you follow sports content?
20 responses

® Daily

@ Several times a week
@ Occasionally

® Rarely

The chart indicates that half of the respondents (50%) follow sports content daily, showing a strong level of consistent engagement. Additionally, 20%
follow sports content rarely, while 15% do so several times a week and another 15% only occasionally. Overall, the data suggests that a significant
majority engages with sports content regularly, although a smaller portion of the audience shows more limited or infrequent interest.

5. Which sport(s) do you follow the most?

20 responses

15
12 (60%)
10
5
1 (5%) 1(5%)
2 (10%)
0
Badminton Cricket volleyball wrestling Kabbadi
Cricket Football Volleyball

The data clearly shows that cricket is the most followed sport, with 60% of respondents selecting it—making it the dominant preference by a wide margin.
Football follows at a distant second with 15%, while badminton accounts for 10% of the responses. Sports like wrestling, kabaddi, and volleyball each

received 5%, indicating minimal but diverse interest. Overall, the findings highlight cricket’s overwhelming popularity among the participants, with other
sports drawing only limited attention.
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6. Preferred platforms for sports content:
20 responses

@1V

@ Youtube

@ Instagram

@ News website
@ Sports app
@ X (twitter)

The chart shows that television is the most preferred platform for sports content, with 45% of respondents choosing it, indicating that traditional TV still
dominates due to live broadcasts and a better overall viewing experience. YouTube is the second most popular option at 25%, suggesting that many users
rely on it for highlights, match analysis, and easily accessible video content. Instagram follows with 20%, reflecting the growing appeal of short- form
sports updates, reels, and quick visual content. News websites and sports apps each hold a small share of 5%, showing that only a few respondents prefer
detailed articles or specialized apps for sports updates. X (Twitter) has negligible or no preference, indicating that this audience does not use
microblogging platforms for sports content. Overall, the data suggests that viewers strongly favor video-based platforms, with a mix of traditional TV
and modern digital platforms being the primary sources of sports consumption.

7. Types of sports content you enjoy most:
20 responses

@ Live Scores

@ Match Analysis

@ Player Interviews

@ Short Highlight Videos
@ Fan Stories

@ Opinion Articles

The chart shows that most people prefer live scores (50%), indicating a strong interest in real-time match updates. This is followed by match analysis
(20%), showing that many enjoy expert insights. Player interviews (15%) and short highlight videos (10%) have moderate interest, while fan stories and
opinion articles are the least preferred. Overall, respondents clearly favor quick, real-time, and analytical sports content.

8. How much do you trust online sports journalism today?
20 responses

@ Very much
@® Somewhat
@ Neutral
@ sSlightly
@ Not at all

The chart shows that 45% of respondents feel neutral about trusting online sports journalism, suggesting mixed or uncertain opinions. 35% trust it very
much, indicating a significant portion finds online coverage reliable. Meanwhile, 15% trust it somewhat, and only a small number trust it slightly, with
almost no one saying “not at all.” Overall, most people do not strongly distrust sports journalism but lean toward either neutral or positive trust levels.
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9. How often do you interact with sports content online (like, comment, share)?
20 responses

@ Very often
@ Sometimes
@ Rarely

@ Never

The chart shows that 45% of respondents interact with sports content online very often, making it the most common behavior. Another 30% interact
sometimes, indicating frequent but not daily engagement. Meanwhile, 25% rarely interact, and almost no one selected “never.” Overall, the majority of
respondents actively engage with sports content through likes, comments, or shares, with only a small portion showing low interaction.

10. Are you aware that Al is being used in sports journalism (for news, summaries, or highlights)?

20 responses

® Yes
® No
@ Maybe

The chart shows that 50% of respondents are aware that Al is being used in sports journalism, making it the most common response. Meanwhile, 30%
are not aware, indicating a significant group still unfamiliar with AT’s role in generating sports news, summaries, or highlights. Another 20% selected
“maybe,” showing uncertainty or limited knowledge. Overall, awareness is fairly high, but a notable portion of respondents still lack clarity about AI’s
involvement in sports media.

11. Where have you come across Al-generated sports content?

20 responses

@ Sports Apps

@ News Websites
@ Social Media
@ YouTube

@ Not sure

The chart shows that 45% of respondents have come across Al-generated sports content on social media, making it the most common source. 20% are
not sure, indicating uncertainty about whether the content they saw was Al-generated. 15% encountered it on news websites, while 10% each noticed it
on sports apps and YouTube. Overall, social media appears to be the primary platform where people notice Al-generated sports content, while other
platforms show comparatively lower exposure.
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12. How comfortable are you with Al-generated sports stories or highlights?
20 responses

@ Very comfortable
@ Somewhat comfortable

@ Neutral
@ Uncomfortable
‘ @ Very uncomfortable
40%

The chart shows that most respondents feel positive or neutral about Al-generated sports content. 40% are somewhat comfortable, making it the largest
group, while 35% feel neutral. Only 20% are very comfortable, showing a smaller but confident group that fully accepts Al-generated stories or highlights.
Meanwhile, very few respondents feel uncomfortable or very uncomfortable. People appear generally open to Al in sports journalism, with most leaning
toward comfort or neutrality.

13. Do you believe Al improves the speed and accuracy of sports updates?

20 responses

@ strongly agree

@ Agree

@ Neutral

@ Disagree
A @ Strongly disagree

The chart shows that 50% of respondents agree that Al improves the speed and accuracy of sports updates, making it the dominant opinion. Another 15%
strongly agree, indicating strong confidence in AT’s efficiency. 30% remain neutral, suggesting they are unsure or need more clarity on AI’s contribution.
Only a very small number disagree or strongly disagree.

Overall, most respondents have a positive view of AI’s role in enhancing the speed and accuracy of sports coverage.

14. Would you prefer receiving sports news personalized to your favorite team/player?

19 responses
@® Yes
® No
a @ Maybe

The chart shows that a strong majority—78.9% of respondents would prefer receiving personalized sports news tailored to their favorite team or player.
Only 10.5% said no, and another 10.5% responded maybe, indicating very little resistance to personalization. Overall, the responses clearly show that
most people value customized and relevant sports updates over general coverage.

78.9%
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15. Which type of personalized features appeal to you most?
20 responses

@ Custom News Feed

@ Personalized Highlights
@ Al Match Summaries
@ Prediction Tools

@ Fan Polls

The chart shows that personalized highlights are the most appealing feature, chosen by 35% of respondents. This suggests that people value tailored video
content that focuses on their preferred teams or players. Custom news feeds come next at 25%, showing interest in receiving curated updates. Both Al
match summaries and fan polls hold 20% each, indicating moderate interest. Prediction tools received little to no preference. Overall, respondents prefer
personalized, engaging, and easy-to-consume content, especially customized highlights.

16. Personalized content makes sports journalism more engaging.
19 responses

@ Strongly agree

@ Agree

@ Neutral

@ Disagree

@ Strongly Disagree

The chart shows that most respondents believe personalized content makes sports journalism more engaging. 63.2% agree, making it the dominant
opinion, while 10.5% strongly agree, reinforcing positive sentiment. 21.1% remain neutral, suggesting some are unsure or indifferent. Only a small
percentage disagrees, and none strongly disagree. Overall, the majority clearly feels that personalization enhances their sports news experience.

17. What concerns you most about Al-based personalized journalism?
20 responses

@ Data Privacy

@ Bias in Coverage

@ Loss of Human Touch
@ Misinformation

@ No Concerns

The chart shows that 45% of respondents are most concerned about the loss of human touch in Al-based personalized journalism, making it the biggest
worry. Bias in coverage follows at 20%, indicating concern that Al might prioritize certain teams or narratives unfairly. Data privacy and misinformation
both account for 10% each, showing moderate concern about how personal data is used and whether Al-generated content is always accurate. Another
10% report no concerns at all, suggesting some users are fully comfortable with Al-based personalization. Overall, the primary fear is that Al may reduce
the human element in sports storytelling.
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18. How do you imagine consuming sports news in the next 5 years?
20 responses

@ Al-Curated Feeds

@ Virtual / AR Experiences
) Traditional Articles

@® Podcasts

The chart shows that 50% of respondents expect to consume sports news through virtual or AR experiences in the next five years, making it the most
anticipated future trend. 30%

believe Al-curated feeds will dominate, indicating strong expectations for personalized, algorithm-driven content. 15% expect to continue reading
traditional articles, showing that some still value conventional formats. Only 5% foresee using podcasts as their primary source. Overall, the responses
suggest a strong shift toward immersive and Al-driven sports news consumption in the future.

19. Would you pay for a subscription that gives you fully personalized sports coverage?
20 responses

® Yes
® No
Maybe

The chart shows that 45% of respondents are willing to pay for a subscription that offers fully personalized sports coverage, making it the largest group.
30% said maybe, suggesting they might consider it depending on price and benefits. Meanwhile, 25% are not willing to pay, showing some resistance
toward paid personalization. Overall, most respondents are open to paying—either fully or conditionally—indicating strong interest in premium

personalized sports content.

CONCLUSION

The analysis reveals that the integration of Al in sports journalism is both welcomed and cautiously observed by audiences. While personalization greatly
enhances engagement, maintaining authenticity, transparency, and emotional storytelling remains vital. The future of sports media will rely on
collaboration between human journalists and intelligent Al systems to create personalized, engaging, and ethical fan experiences. Al allows for tailored
storytelling, deeper fan engagement, and more efficient content production. It strengthens the connection between fans and their favorite teams by
delivering relevant and emotionally engaging narratives. While personalization improves the overall media experience, it also presents ethical challenges
that require careful attention, especially regarding privacy and fairness. The future of sports journalism lies in balancing Al innovation with responsible

editorial practices. As technology continues to evolve, personalized sports narratives will play a central role in creating immersive, interactive, and
meaningful sports experiences for audiences worldwide.
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