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Abstract

Talk Hockey To Me: The Sociology of Women Who Watc Mends | ce Hockey.
Kathryn England

M.A., American Studies, December 2008

The Pennsylvania State University, Harrisburg.

Charles Kupfer, First Reader.

Although ice hockey seems at first to be a masculine sporting environment like so
many others, a sghlture of women surrounds the game. Although they are often fans
just as dedicated to the sport as the men they share the stands with;lboickey
females are poorly catered to by the National and American Hockey Leagues, (NHL and
AHL) the two most dommiant bastions of the sport in North America. This thesis
investigates the rise of the female hockey fan, the different ways in which the female fan
is ignored or trivialized by male fans and the hockey organizations themselves, the
internal subculturestrg gl es bet ween self i dentified fApuc
the term, and how increasing media availability in our society can both help and hurt
women in their quest to interact with the sport that they love. By assembling currently
held views onhe status of women in the hockey world and analyzing them as important
members of a subculture, the shortcomings of the NHL and AHL in appropriately
marketing and appealing to women can be brought to light and hopefully someday

rectified.
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Look at ol d photos of games at the Montreal
Women have always been expert and knowledgeable fans schooled ia thee 0 s

strategies and details.

- Lorna JacksorCold Cocked: On Hockey
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Introduction

Suddenly, | saw hockey for the subculture that itwé#sal, fetishistic, Canadiana

ritual that had been cloaked from much of the outside world, sort of like mumming or
falconry.

-Dave BidiniThe Best Game You Can Name

A. Where Webre From
At its core, the National Hockey League has been around since 1917, and

although it continues to evolve, tinng has stayed constant throughout. Players and the

majority of the staff have always been men. Not, perhaps by conscious choice, but the

fact remains that the NHL, | ike most of the
and continues to be a gi@minantly male organization. However, the situation in the
stands is drastically different. From the be
have been participating as fans, appearing in early pictures of arena crowds, declaring

loyalty to a team oplayer, and often wearing the colors or insignia of the team they are

rooting for. Hi storically, a womandés place i
been as a fan. However, the ice hockey worl d
genderbimed towards those whom the fAestablishmer

30 year old males.

As a hockey watching female, | have been in and out of games at the NHL, AHL
(American Hockey League) and WHL (Western Hockey League) levels, and in every
arena the crowd has been at least half women. However, women are still given the cold
shoulder by many men in deep hockey conversations. They are given patronizing
merchandise and overlooked in advertising. The media covers only the horribly

sensational femalfans, and experiences | have had as a fan and others related to me by



other women in the hockey world all drive home a glaringly obvious fact: the culture of

mends professional ice hockey has no idea ho
Il n essence, mehotkeyhpsrreacheds srisi®poiatin theirc

dealings with the females that surround the garhes becomes a problem because

women are an increasing presence in this hitherto-ordleworld, and the NHL needs to

figure out how to deal positively with thein a minimum of timeThe old concept of the

hockey world as a malemly club is changing, and it is imperative that the hockey

leagues throughout the US and Canada see tHiadapt wisely to it before the

opportunity is lost.
By adapting to the presce of women in the hockey world, the sport can

accelerate the breakthrough it has sought for so long in terms of broadening its audience.

l gnoring or mistreating woméere owiflelmad rel y atnwsr. n

Althoughwomen have always beennt egr al t o mends hockey and

roles, they have also always been in the minority of sport fan culture. Because of this,

women have not gotten much unbiased attention from mainstream male sports figures.

By looking at the roles femalgday within hockey culture, efforts (or lack thereof) by

hockey leagues and individual teams to market to females, and the way women

associated with hockey are portrayed by the mass media, a clearer view of just where

women fit in the world of professiohi@e hockey can be achieved.

B. Beyond Gender Stereotypes

When | took off my media hat and sat down in the crowd of fans wearing my

jersey instead of staying in the relative safety of the pressbox, | had experiences that



ranged all over the board. Asiagle seat filler, | found myself sitting wherever an
opening appeared for any given game. A number of times | sat between two men of my
fathero6s age who talked over my head about r
that | knew what was going ornen when | would chime in with a valid opinion. | sat
between young males who all but ignored my existence for no reason | could discern, and
| sat in the midst of groups of male buddies who thought it was awesome that a female
fan could have a knowledgé the game and the players that rivaled their own.
In talking to other female fans, | found that the experiences | had were not unique.
A lot of what occurs to all women at sporting events follows both the sports AND gender
stereotypes that pervade ourdeon culture. This prompted my desire to explore the
phenomenon in an academic fashion. According teestithnt stereotypes, fans are not
supposed to be women, adef demadef dmanisde emiai wn
women, goes the hackneyegament, they are supposed to be a specific type of pink
wearing, playechasing vixens. Mothers are allowed to be fans, but only for the sake of
their children, preferably hockeylaying young males, as well publicized by Alaska
Governor Sarckhle yPavMoimbd ¢ afgHo Femal e signi fi cant
grudgingly allowed into the fan ranks, but only for the sake of spending time with their
boyfriends or husbands to avoid becoming a 0
To move beyond gender stereotypess thesis offers an examination of the
female culture that actually exists througho
hockey. A totally comprehensive account (which space considerations preclude here)
would include a history section that details tbke of female fans, wives and mothers

from the beginning of the modern National Hockey League (NHL), but as | researched
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the histories of female fans and hangamsn all sports disciplines, | found that they very
rarely showed up in any literature. Wéihis discovery is valuable information in and of
itself, it does not bode well for a comprehensive overview, and drove me to focus on the
nearlymodern hockey era covering approximately 1970 to the present.

With movies likeSlapshos et i n tdet H® 70i06se ainn t he 1980
Lemieux, Jaromir Jagr and Wayne Gretzky, recent times in hockey have been full of
publicity-worthy events and have been well documented by media. Perhaps because of
changes in societyob6s (dasdeenracléariiseisefansale t he mi |
hockey fanso6é visibility both online and in t
often ignored. While before, there were very few ways for female fans to assure their
voices were heard, with the meteoric climlbtfg culture on the internet and the new
unwillingness of many empowered and inters@tvy females to take a backseat in
hockey fandom, there has just started to be enough information to write in depth on this
topic.

Although the research for this pajeok place primarily on the East Coast of the
United States, there is no reason to pin a locapetific tag on the results. Because of
the high level of player movement between teams, it is safe to guess that a majority of the
attitudes towards womemaund hockey culture held by players in North America would
be similar. However, outside of Canada and the United States, results could become less
relevant, as attitudes towards women in society in general will have to be used as a
baseline for judging &tudes towards women in hockey, and these can be significantly
different from culture to culture. Although similar research has been done in England

giving the same overview of women as struggling to break outside of stereotypes as fans,

11



nothing highly pblicized (at least nothing in English) has come out of Russia or Sweden
that gives similar information. Therefore, the implications of this work pertain primarily

to North America hockey.

C. Research Methods

Obviously, barring the discoveryof Wayne Gréc y 6 s | ost di ari es oul
opinions on women, a project like this one requires a lot of searching for useful bits of
information when and where they present themselves. With the rise of the internet as well
as the fact that (according to Washingtamn€i t al s owner Ted Leonsi s)
the most wired, educ at'étheintenetdsamieveliable savvy aud
resource. Because the internet is also a forum to speak their minds as well as to some
extent an anonymizing media, women areafoid to come out on weblogs (blogs), in
communities, and on message boards to participate in building the hockey community.
While not all women online admit to their gender openly, (some preferring to stay
anonymous), a good number of hockey blogstemiby females proudly proclaim that
women like hockey too, offering insight and information that rival many +watéen
blogs. These internet sources are especially valuable, as they are truly the primary
sources for work like this, providing informatiamd opinions from the female (or male)
fanbs view
In addition to the amateur bloggers who cover hockey, many sportswriters and
newspeople also use the internet to publish their work. While these more formal sources

are potentially less valuable than theut directly from fans, they are still an important

'Ted Leonsi sWadifiend@dtso M akiemes on the Blogosphereo,
http://ted.aol.com/index.php?ID=1334ccessed (February 12, 2008)
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part of the hockey spectrum and a useful source. On their blogs, sportswriters are willing
to get away from the ct#gnddried statistical writing and many give insights into the
personal lives of playersupplying otherwise rare information on wives and girlfriends
as they fit into the female hockey spectrum.
In looking at the portrayal of female fans in the media, the obvious choice is to go
directly to the media source itself. The internet has allawady news sites to form
searchable archives for text, video and images. While the mention of women in-hockey
related articles are few and far between, occasionally a newspaper will run an article with
a motherdaughter or fathedaughter fan story, addingt another dimension to the
interactions between women and hockey. In fact, many fan stories or telling moments
from players themselves come directly from the multimedia sections of the NHL or AHL
(American Hockey League) websites themselves. Interegtiaglteam websites have
started doing fifocus on fano videos, many of
the team as a whole has started to recognize the power of the female fan as well. The
portrayals of women f r oimvepotgntiabtd getttchaevedle fof f i c
number of people, therefore coloring for bet
place in the wider hockey fandom.
The portrayal of women in fictional hockey media may also influence the general
public in the sam@vay. In movies likeSlapshotandMystery, Alaskas well as TV shows
|l i ke the Canadi an BrMVR:.dedscteilLivas of Blockep Wineg,0 S n e
the way women interact with each other and the game are being broadcast to millions of
potentially othewise uninformed viewers. To the viewers, these sometimes unflattering

portrayals may be perceived as the norm in female/hockey interaction, and this may

13



change their interactions with hockey fans, male or female, in some integral way.

Similarly, works offiction that use hockey as a backdrop or a major plot point can play

the same role in creating opinions about wha
Especially in boo%slJaheiSkoenRadhel dtbeb Manbdsnos
Penalty Boxfemales play a typical romaneeovel role, which, in the modern world of

hockey fandom, is a stereotype many women are continually trying to do away with.

As well as using newer and more exotic internet sources and getting to call
watching hockey moviesandtkda ng hockey books o6research, 6 |
basics, interviewing players and fans. By holding interviews with members of the local
AHL Hershey Bears and developing fan surveys to be distributed online, | have amassed
quite a bit of detailed andpmionated information to integrate into all of my other work.

With these survey answers, women and menodos a
well as allowing me to see what the general fanbase thinks about ongoing issues in

womends hoclksey interaction

D. Existing Scholarship

Although other academic work has been done on fans and fan culture, including
scholarship on female fans and some by females on hockey itself, there is not yet an
accessible work on the female hockey fan. While many book®fartto the genre deal
with different bits of the culture that surrounds femaleHland, nobody as of yet has
brought it all together in once single place. One of the mostkmelivn and relevant
books comes out of Vancouver BC, and was written by a ®arfan.Hockey and High

Heelsby Li sa Ovens is known throughout hockey
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Ovens has been asked out by NHL teams to run wareatered events under the
AHockey and High Heel s0 nameomewapnnd t hi s i s th
conversation when hockey and women are mentioned in the same breath. Although
Ovens does write on females and their place in hockey, what she writes is less about
female hockey fans as a group, and more just on her specific experience as aghember
the group. While no one person can ever speak for a group as diverse as sports fans tend
to be, Ovens does not set herself up well to try, bumbling through many of her chapters
and making it apparent that shees@wmuttheal |y out
game of hockey. While this may be valuable to some newer fans, for the sake of
academic writing, i1t is hard to call her an
fandom, but instead, only on her own experience with two different teams.

Cold Cocked: On Hockeyy Lorna Jackson, is the other feméde written book
currently making the rounds in the different hockey circles. Where Ovens is chatty and
perhaps even shallow, Lorna Jackson writes in more of an introspective tone, trying to tie
many points together into a single world concept and then bringing that concept back to
hockey. However, similarly to OvenSpld Cocked s mor e of a single fan
game, and somewhat lacking in satfalysis specifically as a female or in gerdased
analysis of situations and environments. Because these are female fans recording their
insights and feelings, both of these books are valid sources and obviously in the same
sphere, but neither fully encompass the experience of the female fadiffeadint
aspects.

Another femalewritten hockey book takes a different spin on what draws women

tohockeyThe Girl frienddy Taema Dioc Horck®ery i S esse
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for Dummieso with a girly twi sdgnningthisDi cker so
book is to help fAhockey widowso understand t
boyfriends spend so much time on. Because of this, although much of the book deals with
interpreting the rules, it domisnismed nl awhgua d
dumbing it down and o6cuteifyingd it up for t
it was written by a female and is on the phenomenon of being a female hockey fan, there

is some valuable insight containedlirh e Gi r | f r, buet alsb @efinitéhyugives a

di fferent sl ant on a womanodés relation to hoc
to the | anguage i n -citegguis@intdyjectioks,throughduthand he s en
gives a very interesting look at what authard aublishing companies seem to believe

that female hockey fans want in a book written nominally for them and by them.

The other cluster of works that seem especially relevant are written from an

outsidersodé6 view on the f asGmtChaefotdand ves. Out
Victoria K. Gosling have written an article
fans and Mends |l ce Hockey. o0 The biggest dr aw

the authors were in the United Kingdom watching the Marnieh&torm instead of in
America watching an NHL or AHL team. Because of the different gender issues and
cultural histories between Great Britain and the United States or Canada, this work may
or may not speak directly to issues occurring in North Amethcakey. However,

Gosling and Crawford do their own surveys with male and female spectators of the
Storm, adding another dimension to the surveys already distributed for this project.

Overall, many of the things they find many not be relevant to the Mantérican hockey

16



scene, but because of their main focus on women and the fandom they are circulating in
the same arena.

In an effort to bring all these seemingly eclectic sources together for the full view
of the gendered world of hockey fans, this projediroken down into three chapters.
Chapter One will investigate why women get involved in watching hockey and why they
remain involved. The second chapter investigates the marketing environment that
surrounds hockey. All leagues attempt to attract flamsyecently some teams have
attempted to start marketing the game specifically to women. At the same time, ads
surrounding hockey but not specifically for the game seem to be very masotgirest
based, which may have an impact on howfproale adversing of the sport is working.
Chapter three explores female fans in the media, both participating as bloggers and
reporters and in more passive roles, being portrayed in TV shows, movies and books.
Wherever she shows, up sitting beside you at a gamesieweng players on TV for
Versus, writing a blog for a favorite team or quotBlgpshott intermission, the female
fans in hockey culture deserve to be recogni

to believe that women like sports too.

17



Chapter 1:
The How and Why of the Female Fan

There are many who believe that one cannot truly know a sport without actually playing
it, but watching certain games can be an intense physical experience. Some fans have
never set foot on ice, but wheruydody lunges at the TV set, blood pumping furiously,
teeth grinding, ass clamped, the veins rising out of your skin and spittle flying, the
physicality of the game is shared by fan and player.

-Dave Bidinj The Tropic of Hockey

Being a female hockey fas like being part of a cult. People know that we exist,
but many either want to ignore us iIin hopes W
even taunt. Either way, female fans always seem to be noticed, and often are
differentiated from male fans ins@ major way. Obviously, if both genders appear at
hockey games, there is something in the sport and spectacle of hockey that attracts both
men and women, and moves them to identify as
an investigation of the ferfteahockey fan is to consider how both society as a whole and
individuals by themselves define what it mea
makes someone a fan is what is located within her or his personal identity, memories,
thoughts and socialine r ac’ i ons . 0

Often sports fans are all fitted into the
i ndividual: someone who has an intense inter
viewedé as somehow 6édeviant. 6r Fahe aobsdangd
|l oanerd or the o6frenziAemd/etaydtiernri saln onryarwd ome

6crank, 6 which sends the same message. With

2 Gary Crawford,Consuming Sport: Fans, Sport and Cultufiepndon: Routledge, 2004), 5.
% Crawford, 19.
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of the screaming, fageainted hooligan , it is hard to see theialby constructed

Amot her o or Adaughtero in the same | ight.
However, some of the most recent scholarship on women and other smaller fan

subgroups as fans comes to the conclusion th

separ at ed i nlderseodetyooasists 6f complax and nuanérous social

influences and f ac flosteal oftiobking at farts asmbizaree havi our .

Ssubsection set apart from Anormal o people, f

of greater society who paen to have a specific interest in a team or sport. This means

that fans will deal with the same issues of gender, race, disability, age, and other identity

markers within their sport community in the same ways the greater world does. With this

outlook, t is easier to see that a female can develop as a hockey fan because of influences

in her life, as opposed to being a freak of nature who lives outside social norms. Maybe

we are starting to see how female hockey fans simply grow to love the game or a team

without becoming 6abnormal &6 in the process.
Of course, if there was a miracle that ul

based problems, there would be no issues surrounding women as sports fans, but

regretfully, because you can see the world oftspas a smaller crosection slice of

society, the same meissues are visible and enlarged inside sports culture. The real issue

with female fans as well as females in greater society seems to be the issue of power. The

necHobbesi an O0eHuntiesrt 6a ntdh eMirlyl scfsays that fApo

possession of certain dominant individuals or groups of individuals who can directly

i mpose their will on subordinate (Pess power

“*Crawford quoting Abrecrombie and Longhurst, 1998. 21.
®Crawford quoting Hunter, 1953 and Mills, 1956. 22
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Without plunging into the many dpe&nd controversial feminist theorieswhymen are

the dominant group, it is reasonable to assert that in Western society, men still appear as

the 6defaultd gender. 1t is females who run
salaries, and who ust guard against sexual and other forms of objectification. In sport, it

i's womenods coll ege teams who needed Title 1 X
to virtually all gendesstudies informed scholarship, this struggle against sometimes

unconscios, but always ubiquitous male dominance is present throughout the social

order, if we believe that sports fan groups are simply an indicative slice of the culture,

then this issue of power versus powerlessness or voice versus voicelessness should show

up there as well.

A. History of the Female Fan

For years, women lacked the luxury to call themselves spectators, let alone fans,
when it came to sports. The original Greek Olympic Games barred women from
attending, much less participating, and this remaingdneral practice in most if not all
sport until the twentieth century. In Western European and American culture, most
Asporto was male dominated, often seen as th
gentl emano who t ook paradologyofsportasiatterertyy a very
masculinél n their 2007 wor k, Dwor kin and Messner
sport was created in the late nineteenth and early twentieth century by and for White

mi ddl e cl ass men to bodrsalers wap esraigagri intgy i awerl o

®Victoria Gosling, A Giirzlag i Alnl ®We &2 Famtdoe: |d@apitesgaindsa Fans 0 |
Communities in a Mediated Worldds Jonathan Gray, Cornell Sanvoss and C. Lee Harrington. (New
York: New York University Press, 2007), 251.
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has continued to const {Qnedoece bokimpat veomeho mi nat e d
watching football (soccer) suggests that women started really coming to sports events as
fans during the First World War, when they expetiend fit he freedom but al
realities of war work in hospitals, o perhaps
unwind from a full day at work. Perhaps also, they took advantage of the social flux so
common in war time, when old roles areder stress due to the social and economic
pressures of military conflict. In terms of what was considered possible for women to do,
women, although #Astill subordinate within so
themselves in new ways, one of whichswhrough their increasing involvement in
sport. o

During the 1950s there was some homewaultiinto family-based leisure
pursuits instead of the perceived individual pastime of sport fandom, and the number of
females watching sports as a whole declimedesearch by Gruneau and Wilson, they
argue that Athe | ocal ice hockey rink in Can
1960s, served as a central focus and expression of small town Canadian identity,
especially for working class men, as these beaamee n 6 s cul tur al centers
for the rehearsal of ®Compareithts & the arrival of Bettyo f  ma s ¢
Friedands generation of feminists around the
Li berationd mov e me nnayhaw bekn puling Baekénto ¢heirtick at me n
hockeyasanaboy ¢l ub, both in the playing and spe

been seen as a male domai n, and men O6create

" Gosling, quoting Dworkin and Messner, 252.

8 Gosling, aqioting Dworkin and Messer, 252.

°T. Hay wdrebtHistory df Female Football FadbsSNCCFR, University of Leicester. (accessed
October 17, 2008)

10 Crawford, quoting Gruneau and Wilson, 29
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i nvasi on bPyior w thimime large numbers of females appear in pictures of
the stands at indoor and outdoor hockey games in both the US and Canada, which implies
that this postVW2 period was when women first started to be overlooked as part of the
fanbase, if not outrightly phed out.

Al t hough t heut®omergwhénworaen stdrtedacaming back to
watch sport in large numbers, the passage of Title IX in 1976 could have had an effect on
the availability of sport to females at that time, and it is often the casepbedan who
plays a certain sport is more likely to watch that sport live or on TV than others. With the
rise of the internet through the 1980s and 1990s, females have also had an easier time
finding others that shared their same love of the game.

While important, these gendered historical observations leave aside a major
guestion which many academics find puzzling. Why cheer? Why devote time, attention,
and resources to attending public games? Why invest in the fortunes of a franchise? Why
does anyoneamale OR female, want to be sports fan to begin with? There are many
answers, several having to do with identification, with regional pride, or with
entertainment. On some level, fanhood may spring out of a desire to belong, because
Aof fi ci alendona sewe as well asfthbse which develop spontaneously in
response to a cultural need, and of the latter the athletic team, which has developed many
of the characteristics of the '2Hereinaded f amil
desiretobeprt of a Afamilyo or Atribedo that you
your feelings, (at least about the game itself), which sports fandom satisfies. Often,

Afwhen an athl et e, a coach, or an athletic un

! Crawford, 32
2 Harry EdwardsSociology oBport(Homewoodllinois: The Dorsey Press, 1973) quotingS3ier 239.
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perceivel by the fan as having failed him person:
today or fAwed beat 'Thhiiss odre stihraet toop puossei ntgh et eva
include oneself as part of the team, (albeit
connection to a sport that a fan can have. Through logos, branding and merchandising,
members of the group can also brand themselves as belonging in a hugely obvious way,
thus ensuring that everyone knows what side they are on. . Defiant endurance se the ca
of rooting for losers or triumphalism in the case of pulling for winners, brings each fan a
sense of pleasure. In the case of women, belonging to traditionally masculine groups can
al so be a way to consciously caessimplpllyonsci ous|
engaging in an activity they enjoy.

Usually, one is brought into the sports fold as a child, and social learning theories
the world over tell us that fAwhile biologica
observing, mimickingandleari ng from others that® individual
Obviously then, a child being raised in a spgdgurated environment is more likely to
become a fan, as fiyoung children come to kno
believed values and virtues®fpor t €. The over whel ming majorit.
fans rather than athletes. And, | i ke the ath
predominantly male character. (Here again females are covertly excluded, for the most
p a r 't Hopever, many female hoel fans cite male relatives, uncles, fathers,

grandfathers, brothers, and husbands as being the reason they started watching hockey

13 Edwards, 244
14 Crawford, quoting Bandura, 90
> Edwards, 238
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early on in their lives, whether these men were hockey players, card collectors, or just
fans?®

It is important to remembehat hockey itself remains something of a niche sport,
especially outside of Canada and the American north. Football, baseball, and basketball
have | arger followings across the United St a
sport. Nevertheless, hioey has millions of devoted adherents who can pass their passion
along to the next generation, girls very much included. This induction as a child is so
common in all fandoms that #Ain éeéadult [|ife,
this induction nay not always be clear, and in many cases this process may seem almost
predestinedhs if it is not we who choose our team, but rather our team who chooses
us'’ o

Interestingly enough, people brought into fandom at a young age tend to have a
A pr ed eexpeiience dith a hockey team, and will follow a team throughout their
entire lives, whether they consider it their main team love or not. Some examples
illustrate this trend. A female fan currently living in Detroit, Michigan who watches and
loves the RedlVings also watches the Toronto Maple Leafs, having grown up watching
them religiously on Hockey Night in Canada with her native Torontonian father.
female blogger in Washington DC follows the Washington Capitals religiously, having
grown up with thembut went to school in Montreal and started to love the Montreal

Canadiens as welf. In fact, the NHL estimates that nearly 50% of fans live outside the

primary market area of their favorite teams; a possible financial boon to their cable and

18 Anonymous survey, March 21, 2008

" Consuming Sport, 43

8 No Pun Intended, hockey blagttp://www.npihockey.blogspot.com

9 A View from the Cheap Seats, hockey blbgp://www.dccheapseats.com
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satellite TVpartners, who claim to cater to enftmarket fans. Most likely, this is

attributable not only to the greater ability of people to travel, but also to the fact that if a

child fanés parents are from a dibdbfeteami pl a

|l eading to a situation |ike our above Detroli
However, for those fans who discover the sport later, choosing their favorite team

may be a less obvious initial propositi@f. those women who started watching hockey

later in life, the masoften cited influence is another female friend or coworker who

invited the convert/fan to their first garfieIn my case, it was two female friends (both

brought in by other hockeglaying females) who sat me down in front of the 2007

Stanley Cup playo#f and told me what was going on. In this way, many older fans wind

up following the team that is in the geographic region they were in when they became a

fan. Because Ait i1 s social i nteraction with

individualsintoss uppor t er *atachingitnd fieydooeawor ker 6s favorit

team makes sense if that friend introduces the new viewer to the sport. Instead of

introducing the new fan to Athat other o hock

effortto showtheawbi e At heiro team and expound on wh
In many cases though, there may not seem to be a logical connection between

where people are from and what team they follow. In my case, | was a West Coast native

brought into hockey while livingni Washington State, guided by an Anaheim Ducks fan

from Anaheim, CA and a Buffalo Sabres fan from Bend, Oregon. The first team |

seriously followed was the Pittsburgh Penguins, but | have since moved on to watching

the Washington Capitals. Interestinglyy meason for becoming a fan of the Caps also

2 Anonymous surveylarch 26,2008
2 Crawford, 45
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seems to be another way people start watching at the NHL level. In a town with an
American Hockey League level team, that is, a high reague team affiliated with an
NHL franchise, fans are able to watctupger players get called up to the big leagues,
and usually, a desire to see favorite players play will draw them to watching the affiliated
NHL teamsd games. As a resident of Hershey F
flagship franchise of the AHLand a Washington Capitals affiliate. The Caps use
Her shey as training ground for prospects, an
team. It is therefore possible to follow players as they progress through the organization,
which breeds a specifiarid of loyalty to the entire franchise system.
But just growing up or living in a spesaturated environment does not make you
a fan, or | would be watching soccer instead. ffamilial theories on why people
become fans of a certain team or a certaortsgioound. Lorna Jackson, authoiGafid
Cocked: On Hockelpoks at her love for the game as a combination of fetishism,
voyeurism and nar ci geHing®ffon a gameiistmora goperlh out how
calledspectating pleasuge e i t h er aleasuredronethat whiehtissviewed, or
she gets it from imagining herself in the image, from relating that image to her own
| i "endthe case of hockey, Jackson continues,
those three pl ed&Harfetiskismdsithatwflthe aumeecs wisirling . ©
around pro sports, player stats, salaries and height/weight differences, her voyeurism is
that of watching things not supposed to happen, players shirtless in the locker room
during TV intervireosq off a@arheopgipaurdaretn, pand he

of recognizing the players as part of the sa

22| orna JacksorCold Cocked: On HockeyWindsor, Ontario: Biblioasis, 2007), 12
23 i
Ibid.
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parts of it, affd?25]yeamldiematefan foom Canadh eckoss.not

only Jacksondbssenbumbes sopnbubheagroup aspect

female fan it's difficult for some people to understand that | enjoy the game for more than

it's male playersl like the excitement, the anticipation and the competitidike the

camaraderietta bei ng a fan of®a team makes me feel
This camaraderie and connection to others as part of a fan group was researched

in 1996 byZygmund Bauman who di scussed -tibegtorefertoehe gence o

loose, fluid, and multiple groups individuadarticipate in and move in and out of each

d a ¥°Indhe neetribe schema, although these groups are loosely formed and often

unnoticed by those in them, one still has to
the supporter community sphere.lethcase of a female fan, her
punch than a mandés, as they fdare still often

ma | e) ? Thisntten, & a direct contrast to the reason most fans want to be part of a

f an gr ou ptyprofiides ansengenof belonging and safety in an increasingly
unstable and unsafe worl dé sport offers this
f ol | o®WDbviossly,df a female fan is excluded from the bigger group based on her

gender and perceivedauthenticity as a fan, this sense of belonging is nowhere to be

found, and her reason for desiring an entry
to other factors. Conversely, a female may strive to acquire a general place within all

inclusive hockey fandom specifically to reach another level in which she can punch her

6ticketd to the nfemalefammlonc| usi ve | evel of al |

24 |bid.

% Anonymous Survey March 27, 2008
% Crawford quotig Bauman, 60

27 Crawford, 60

2 Crawford, 59
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B. Devotion and Heroes

One requirement for a female sports fan is just being able to put up with all the
societal nasense, such as the stereotyping and the willful ignorance that seems to come
along with Iiking sports while female. Women
the dominant cultural view, and male fans of the old guard may not react well to a woman

who obviously knows her stuff. Almost any hardcore female fan has a story about

chiming during a hockey conversation between me
and being looked at strangely or being outrightly
ignored when a hockey conversation starts. Of cour
these conversations eft start sort of idly, with both
parties realizing that
fan, then asking which team they follow, and who

their favorite players are. This then begs the question:

whichcomed i r st , the fanbs i _ he team
Figure 1 Manon Rheaume. Al
n . MesserschmldtNV|re|maqe
whole,or t he fands interesk ———— oy as a me

ateam? The gender issue is especially apparent when you look at who plays on a team.
Because professional hockey players at the are all male (with the exception of Manon
Rheaume, who playBdsgomal Bfwrns hand9t he 0693 T

in preseason or Kim St. Pierre, brought in to play practice goal for the Montreal
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Canadiens in 2008’ it leaves a female fan of any age looking for a sports hero or a
favorite player very little choice bt go with a male role model.

The passage of Title IX in 1972, (which helped to give female sports a place in
collegiate life after years of massive neglect) also had the paradoxical effect of
exacerbating the issue of females choosing male sports radielsnin the early years
after Title IX was passed women did appear in high school and collegiate sports in
greater numbers. Because many amateur athl et
should be that that after the passing of Title IX, women able to play sports would
also want a sports hero to watch. However, many female collegiate athletes participated
in sports with low spectatorship, such as field hockey and crew. Basketball was the main
exception, and even b descdantedtshvad ahdéstl isvarleverer s hi p
than for the mends game. With their ability
their sport still severely limited, and since professional female athletes were far and few
between given the paucity of commeligiaiable teams and leagues, the obvious choice
foranewlymi nted Title | X female athleteds hero w
professional male in the same sport. In research dating to the 1976, G. J. Smith claims to
have ffound alifferancetFemaleschoosng sparte heroes were less well
socially integrated than their male counterparts. An interest in sports seemingly distances
females from the mai nst ¥ althoughinotsta@edest s of ot h
outrightly, the implicaton s t hat the fAsports heroeso these

as women hockey players are still relatively sparse on the ice.

®Tenders Lounge, AfHabs Target Women, or at Least One
http://tenderslounge.wordpress.com/2008/10/2 3 tatyetwomenor-atleastonewoman/accessed

October 23, 2008.

30 Gordon W. RusseBocial Psychology of Spottyew York: SpringeiVerlag, 1993), 130
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As Woodhouse and Wi lliams discovered in 1
spectator sports often find their patterns of supporand O6aut henticity6 as
questioned by other, HAlthedsencepnworaehiwhoarmmal e, supp
hockey fans, or even more generically sports
interestso and fAmal e partswomentand éemaledfansichrentlgy e ner a't
coming of age are the first of a new breed. Born after the establishment of Title IX,
young women now have never experienced the same levels of inability to access sports as
their mothers and grandmothers, and one céylmpe that this is contributing to the
growing numbers of female fans. At the same time, with these spteged females
now old enough to be making their own money, the NHL is missing out on an essential
chance to hook more women into the game thinowell thought out femaleriented
marketing.

With this new generationds exposure to sp
a hockey Aheroo or favorite player al so come
Olympic years, hockey playing femalae rarely in the public eye long enough to
become mainstream heroes, a female fands fav
an NHL team. Even crossing gender lines, the choice of favorite male player has the
potential to expose quite a bit abokthf an t hemsel ves. @AOne possil
values, traits or behaviors that an individual sees displayed by a heroine/hero may be the
very ones to which that person aspi ffes and t
Female hockey fans and feradlockey players, as with any other fans, also want to be

watching the O0bestdéd players when at all poss

3 Woodhouse and Williams (1999) in Crawford, 47
¥ Russell, 124
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di fficult i f not impossible to find in most
for example,) irorder to watch the best players in an easily accessible place live or on
TV fans must watch the males of the NHL. In addition, the NHL is an organization that
has the money and ability to bring the best of the best players to one league from around
thewor | d. l nstead of simply being able to watc
and male fans of the NHL are able to see the cream of the crop from Finland, Sweden,
and Russia as well, just to name a few.
When asked about their favorite players, femafesftend to prove this theory of
behavioral aspiration mostly right, choosing players that they either identify with on
some level personally, or that they admire for specific personality traits beyond just their
oniceski |l |l s. One f anSetamng fsrhisimmense dkdls oa thdieeehimu
speed, agility, and abilityHowever, | LOVE Teemu for his personalitile's always
been fan friendly and he's also a staipdguy that | think children can look up to and
aspire t3Anetmufémaetfap gets more introspective, responding,
| think fans chose favorite players on the basis of not only skill or talent
level, but with whom they can identify with on a more personal I§Sdme
women chose favorite players for more personal reasarsmen.Personality,
likability and how this player is perceived by others (teammates, media, other
fans, etc.) seems to play a large role [in how women choose favoriites] like
to think they chose their favorite players only based on skill or teasghor a
pl ayerdés hard work, but secretly I think
dream of being, someone who fits a fantasy for themsélves.
This desire to connect on some level with an athlete is obviously a prime reason for
watching sports,asouched on by Lorna Jacksonds Vvision

fetishistic, but for some female fans, just feeling as if an athlete has similar values or

appreciating his style of play isnét enough,

3 Anonymous survey, February 27, 2008
3 Anonymous survey, March 27, 2008
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C. Puckbunnies and Fangirls

The most tense and conceptually serious division among female hockey fans

themselves is between the Apuckbunnieso and
that i s, Jjust fans who happen t ontadtte f emal e.
easiest common ter ms, is Afrom canadian sl an

the sole purpose of *finothds wonds, puckbunnies are drave pl ay e
to the male players as sexual targets. Puckbunnies might objectifyethiespsand/or the
players they lust after. But the sexual drive motivating their interest in the sport obviously
differs from the love of fagbaced orice tactics and action which fansnale or femalé&
exhibit. Puckbunnies are thus essentially the hpekgiivalent of rockandroll groupies
or fABasebal |l Adepth dessripton cordes from Vietoria Gosling and
Gerry Crawford, two English sociologists that studied the puckbunny phenomenon as it
exists in British iogekhbokaeyp,swhinob RAshappe
exclusively to female ice hockey fans, 1 mpl.i
6dedicatedd in their support, and are more i
pl ayers rather 3%timthisphrasmg Crawfocdrand Gosting leavefcome
directly to the crux of the matter that divides puckbunnies from female fans; the issue of
dedication to the team, and beyond that even to the sport of hockey itself.

The defining line that many femdians draw between themselves and the
puckbunnies most frequently has to do with overall knowledge of the game. A Columbus

Bl ue Jackets fan says, AThe most distingui sh

®Urban Di ct i on htp:Ahwwi.@hacdictmnary.noyblefine.php?term=puck+buacgessed

Septemberl2, 2008.

¥Crawford, Garry; Victoria K. GosISbciolggy38@)04d®) . " The My
493
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the fans who love the games understand #&megand how the players play the game,
while fans who love the guys playing it only care if they are cute or how much money or
who they are ma¥ Hoeweéveo/ dahisg, saHbec. dbo say t
cl ass themsel ve stheatiracpvaness of players In fha, this is ons ef e
the biggest sticking points in the ongoing dispute between the two sides, and often gets
drug into play arguing with male fans as wel
Girlso... Datet more on that

One of the easiest ways to see the difference between puckbunnies and women
who consider themselves O0real 6 fans is throu
inside their group. Online, the best examples of this are the somewhat infamous
puckbumy AVoyo messageboards cont srsgesifced with o
messageboards; in this case the Hershey Bears section of the AHLfans.net site. The
di scussion surrounding the Bears on the AHLT
interestedfa trying to figure out a teamds | ineup
sign 2 dmen: Helmer and Amadio. . .looking at his stats quickly, Helmer shoots right,

which as was pointed out in a recent article, means Helmer will be the second right shot

in addition to Godfrey. o I n contrast, the m
boards reads Al think [player] is cute. Does
had any interesting/dirt¥% stories, Il "d | ove

Obviously, theséwo fans are approaching the game of hockey in completely
different and perhaps mutually exclusive ways. While both may be supporting the same

team, the focus is the most dissimilar thing. Sk84FunDC, the fan from the AHL message

37 Anonymous survey, August 20, 2008
¥Voy messageboard AFor Re ahtp/Awwe koy.dm/tO854dcsessechd Party Gi
9/23/08
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boards, seems to genuin@hant the team and the players on it to succeed as an entity
outside of herself, while the girls who frequent the Voy boards seem most interested in
focusing on a single player from the team purely for her own possibly selfish reasons.
Within Losn@goha@aelpsomd game viewing as bringi
this pleasure obviously translates in a different way between female fans and
puckbunnies. For the hardcore fan, viewing the game is what gives her pleasure, and she
relates the image to herkgl the different ways she enjoys the game from the stands.
However, for the bunnies, the pleasure view is pksypercific, and the desire is not just to
watch the images or imagine herself in the game, but to physically insert herself into a
worldsheis 6t ot herwi se a part of.

Il n an article from the Guleph Mercury on
University of Guelph professor who researches human sexuality, said while the term
A puckbunny 6-andsertanly insulding .o dome genuine féeraockey fans-
the tradition is something that persists. "I think it has to do a lot with the sport and with
the status of the male athlete. Men who excel in any sport are often an object of desire for
young wWoAlough there are those women wiade their admiration of hockey
players to an extreme, most women who watch hockey will admit that they find players
attractive. Within the mostlynale hockey community though, this is virtually
unacceptable, and all wo maimandaly puekdumiies.e a pl a

Whil e a | arge number of female fans are f
stereotype, other sources are using it to promote themselves and garnering quite a bit of

attention. Otherwise reputable and big name hockey bloggers; h as Deadspin. cc

¥ Laura Thompson, fA'Puck bunnies'-i¢éendi hesmeobnONEt pl Oy
Guelph Mercuy, March 29 2007
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Greg Wyshynski post images of these women naked except for strategically placed

hockey paraphanalia on a somewhat regular basis,

whet her in an article mocking t
r e p Bar macking the women themselvEsAlthough

Wyshynski gives a disclaimer in his puckbunny pieces

t hat nAA f e manowmutdmaticalyooy f an i s
intrinsically a puckounny,whichis considered a

derogatory term by dedicated, informed lady puckheads.

It's the ultimate dick move to group therhtalyether, so
Figure 2 Image from Greg

Wyshynski ds AD| don't, mmmmkay“he very rarely, (if ever) talks to a

seltidentified female fan or gives her face time on the blog. As a whole, the hockey

section of Deadspin.com reads like a conversation between frat boys, and of their 17
acknowledged bint page writers, only one is obviously female. For most female hockey

fans, this puts them in an awkward place. While they want to distance themselves from

the puckbunnies, articles like this make it difficult when Wyhsynski posts an image of a
half-nakedwoman in a Maple Leafs jersey on his welad site. Regardless of his

puckbunny disclai mer, what wil/ be | odged i n
fans is still the image of a girl halfearing a hockey jersey. This is an example of a

maledominated site having it both ways: on the one hand, there is the disclaimer which

suggests disapproval of sexism; on the other, there is the nearly nude woman in a Maple

Leaf jersey.

“O http://deadspin.com/342684/mebe-puckbunnies Jan, 2008, accessed November 11, 2008
“L http://deadspin.com/370593/revergiethe-puckbunnies Mar 21, 2008 accessed November 11, 2008
42 ki

Ibid
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Wyshynksi 6s bl ogs and associated comment s
forcing females into the position of O6inauth
to be the only knowledgeable ones surrounding the game. While perhaps unconscious of
his i mpact, Wyshynski i s nonet hfednesisocariddr Ga
progression is primar i*lAythednost basiclevehyuesoci al i n
female fans of the sport will see that the photo marks the site agooated territory
where females are, foremost, sex symbols (whatever else theyenasywell, e.g. a
knowledgeable hockey fan will always be reduced to a sex symbol before her point of
view is acknowledged) .With this negative portrayal of women, the ability of a female fan
to have a positive social interaction is limited, and thereferees to keep them in a less
privileged position within the fandom. Whether Greg Wyshynski knows and intends this
discrimination or not, the effects are the same.

Although the distinction between puckbunnies and female fans is one that gets a
lot of attention throughout the hockey world, there is really an entire spectrum of other

women who attend professional hockey games. Lisa Ovens, autdockdy and Heels,

is one who, by her own admission in the intr
advertsing professional who enjoys watching Hockey. And as far as my Hockey

knowl edge g o e%WhilelOtens issa wellpubkcizeel rookie who tends to

push towards the lessithentic side of fandom, the women who surround hockey are

really of all agestaces, and statuses, from the children who start coming to games as

babies to hockey moms to senior citizens who have followed the same team for 30+

years.

*3 Crawford, 27
“ Lisa OvensHockey and figh Heels: A Different Kind of Hockey Bogkancouver, British Columbia:
Lisa and Things, 2005) Introduction.
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Chapter 2
Marketing Hockey to Women

| was thrilled one year when | was younger when not onlyngidbrothers get hockey
sticks for Christmasbut | did too!
-Nancy Kerrigan

Obviously, women are hockey fans, yet too often female fans are either
overlooked or marketed to in inappropriate ways. In this chapter, the goal is to proceed
from this contenbn and to examine the relevance to female hockey fans in detail. By
looking specifically at professional ice hockey in North America, it becomes easier to
identify the problems surrounding promoting the gao@omen and the gender issues
embedded withisuch marketing during live and broadcast games clear. Instead of
focusing on bringing female fans further into the fold, too many hockey decisa&ars
(most male, needless to say) either ignore them completely, pitch only to mothers (so
call ed-mdmec&ewho gai ned epxepidestial raee ofdtAlaskanng t he

governor Sarah Palin), or try to sell merchandise that a predomkumaalkty

administrative staff thinks they want to buy.

A. Why Sell Hockey to Girls?

Clearly, marketing to women isstightly different task than marketing to men,
and corporations spend a great deal of time and money figuring out how to sell to both
groups. But sometimes, gender blindness causes marketers to forget that women might
want to buy products customarily asgted with secalled male pursuits. In her book
Marketing to Women: How to Understand, Reach, and Increase Your Share of the

Wor |l dds Lar gest,eddmomig BlartharBgrlet eeopforees dver and over
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the fact that women with familiesarenstby gener al ly the fAgatekeer
Acontrol [l ing] most of the spending in the nh
deeply integrated into the workplace, are more educated than men, and often earn as

much or mo *énaddiionBadntetna omakes the dual points
women are more demanding in making the initial purchase [or in this case, the decision to

O6buy intobé hockey as a fan,] they recoup the
Second, because word of mouth is maevplent among women, they are more likely to
recommend to others those bfRutilgshsinbhat | mpr e
hockey terms, if leagues can manage to effectively market to women, they stand to build

an incredibly loyal fan ban base withitg a bit of spending power who are likely to

develop other fans as well. This seems like it should be awmiproposition to the

powers that be in hockey.

B. Bringing Women In

But just what are leagues doing in attempt to bring women into hockeyeilt
Letbébs start at the top with the NHL, the mos
Ameri ca. Part of the ABi g Fourodo sports estab
League of hockey. It has the biggest budget and, therefore, the mosthy fase
recognizing women as an important part of growing their fan base. The NHL is
constantly compared to more popular leagues, such as the National Football League,
Major League Baseball, and the National Basketball Association, and is constantly

workingt o defend its position as one of the ABI

> Martha BarlettaMarketing to Women: How to Understand, Reach and Increase Your Share of the
Worl dés Lar ge s (Dealbarm Tkaeld Rilishiegy 20@3j, 6. .
S Barletta, 11

38



Football League figured euatnsléo nag targacc ttehda tb yma
entertainment rather than the game was the way to make the Super Bowl the most
watched TV pogram of the year. But in the case of hockey, the pickings are a little
slimmer.
One of the most visible ways many NHL teams are attempting to bring any new
fans in is by promoting teams in television spots. Importantly, thesedeatared
advertisemestdo not play only on sports channels, but on local cable channels at prime
times, catching people watching news and other global interest shows. Sadly though,
many teams using the TV spots are still focused on a typicallyceakered vision of
hockey intheir advertising. Such is the case for the Philadelphia Flyers, who use images
that | ook | i ke blood spatters, repetitions o
the Flyers in fights with other teams, playing on their preciously establishedti@puais
the ABroad Street Bullies.o Clearly, violenc
pushing that |ine is supposed to attract mal
While this may be effective advertising to reach established famsndans interested
purely in the rougfandtumble aspect of the game, it seems safe to say that many women
would be put off by this imagery, both for t
entertainment budgeting for their families. This is not to say tha¢ seemen do not
enjoy a good hockey scrap, but women with an eye on family entertainment might look
away from a bloogpattered sport.
Alternately, the Washington Capitals have been focused on a more raxkey
entertainment brand of advertising. In onehaf Capitals ads from 2007, a group of

young women are shown as communicating via cell phone about going to a hockey game
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that evening, arriving, watching the game and having fun. Other Capitals ads show a

father surprising a son with hockey tickets argltthio of them wearing jerseys and

enjoying the game. By targeting young women specifically with the first ad, but also

indirectly by showing at least part of a family and potentially appealing to mothers with

the second, the Capitals have managed to r@gcod section of a potential female

fanbase. 't i s worth mentioning that the Cap

entrepreneur with a very Onewd approach to n

Guard, which perhaps explains his willingnessdach out to netraditional fan

el ement s. I nterestingly, the American Hockey

have also jumped on the marketitmgmothers bandwagon, even though their parent

team, the Flyers, is still focused on the physical asgabie game. The Phantoms have

been running TV ads that focus on a group of young mothers talking about how

inexpensive the tickets to games are, and how much fun it is to bring the whole family.

Obviously, these famihpriented ads that deal with issudsrmmney are targeting the

female figatekeeperso in an even more explici
Throughout the NHL, teams have also been offering special events targeting

women as a fan base. The Pittsburgh Penguins, Washington Capitals, Los Angeles Kings,

and New Yorkislader s have all offered variations of

AHockey and Hi gh HeomelyesenidwHchWwomendctandearnthte f e mal e

game. This is parallel to developments in th
workshops aimed atsmal | ed oO0f oot ball widowsdé who wante
favorite pasti me. Just who the fAHeel so0O even

such as the event put on in Pittsburgh, were geared around thelbcaky and High
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Heelsby Lisa Ovenswho, as she admits herself throughout the text, is not the most
knowledgeable fan. While this might put newer fans at ease, it could also alienate those
who were seeking more detailed insights into
throughout a specificagme . Most of these fAiHeel s0O events
outside the hockey community, so they could not bring new fans in, but logically, most
women who were already fans would not need to be taught the basics of the game. This
leaves a smaller numer of potential attendees, most likely significant others or relatives
of male hockey fans.
However, at | east when | attended the Was
event, only a few women said that they were only there at the behest of a male.relativ
Instead, as | spoke to other women taking part in the event, many of them said that they
were there for the fAbehind the sceneso aspec
coach, but also to a few of the participating players and their wives. Téigersonal
aspect of the game then, is what draws women in, and plays exactly into one of Martha
Barlettdés points on drawing women into a O0sa
men to think thapeopleare the most important and interesting elemient F'Byf e . ©
giving women this interpersonal experience, the Capitals have tapped into something
women want, and will no doubt turn around and talk to their friends about, potentially
attracting even more women to the game of hockey. Blogger DCSpokssainicinOn
Frozen Blog,
The primary goal of these events seems to be engaging casual female fans, as
opposed to encouraging female hockey fans

obviously; itbés great to see makiet fans at
would be ideal if there was a way to connect both groups without alienating either

47 Barletta, 46
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one. Regardless, events like these are a great start towards generating new fans
and engaging®current ones. 9

Just with this event alone, it is obvious that sorkfXeams have realized where their
newest unconquered fanbase is and started reaching out to them. Parenthetically, it is a
long-standing contention among sports writers that hockey players are the most
approachable and least arrogant professional ashl&emale fans interested in the
personalities and dynamics of their favorite players just might be on to something.

ASticks and Stitcheso is another event th
Colorado Avalanche, Columbus Blue Jackets, St. Louis®8IPhiladelphia Flyers and
Dallas Stars have all taken part in this knitting based prom&tihile not specifically
targeting women, females make up a large number of those people in North America who
knit or crochet, meadi 8gi tblaesdboigscahliymadiSh
bring more female fans into a hockey arena. By offering a dual promotion like this,
hockey teams are able to reach out into previously formed female community-groups
this case, knitti ng-tacpullandwdas graup intéiteethockep and b
games. Many Sticks and Stitches participants were alsdifirathockey viewers
according to Interweave Press blogger Sandi
does the guy who hit the other guy in the fauth his stick have to sit in the naughty
s p ot Mamy female knitters also brought husbands and other relatives, showing

firsthand just how lucrative a fematentered promotion can be for a hockey team.

8 DCSportsChick irOn Frozen BlogOct 29, 2007 http://www.onfrozenblog.com/2007/10/29/more
hockeyheels/

9 Knitting Daily, blog of Interweave Press. http://www.knittingdaily.com/sticksnstitches/index.html
0 Knitting Daily, blog of Interweave Press http://www.knittingdaily.com/posts/menri3tnl

42



C. ADonning the Sweater ederdeywlssuga i cal Asper

Once women have come to a game and might well consider themselves fans, there
arises a host of other marketing issues. One constant between all sports leagues is the
amount of teanbrand stuff that they sell to fans. In the NHL and AHLkalihockey
jerseys make up a large part of this merchandise. Wearing the actual jersey, or sweater, of
onedbs favorite team or pl ayer i's a basic w
community. In her boolkCold Cocked: On Hockeyauthor Lorna Jacksomakes an
interesting connection between women and the wearing of hockey jerseys while watching
her daughter, saying,

Why do women wear theri® honour players, like exchanging love beads in the

late sixties to broadcast a commitment to love and peace.tO6s sex: t o wea
sweater is the closest thing to intimaoyfuckingt hey 6 1 I get wi th t hes
untouchable godsé but my daughter is twel

plagiarizing Jovobs [Ed Jovanovskibés] pow
s h de@iding her own to him for the night, to make him strong like ste is.

| personally wear a jersey to give the player and team my support, sex or fantasy

notwithstanding. My three jerseys are for the guys with spirit, one a goofy low scorer
tradedawayfom t he only team heds ever known at t
the other a heragairgoneagain player sent down and brought up who finally got his

two hat tricks and a guaranteed spot but never stopped smiling on the ice purely for the

love of he game, andoneaclawingp from t he bottom nobody who
onto the NHL radar through sheer hard work. In my life, this is a mutual exchange. |

watch the players take the crushing hits and feel my muscles clench in sympathy,

knowing what itfeels like to take 190 pounds of person in the shoulders, but at the same

51 Jackson, 11
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time, the jerseys hanging at home are a reminder of the person who wears them, letting
me know that as | ong as | give them my power
plagiarize what can get of theirs from this fabric and embroidery conduit. Additionally,
as a partime athletic performer, | feel a kinship with the hockey players that transcends
any gender differential.

There is a political aspect to being a womaninaspecificela 6 s j er sey as v
While | may be wearing a jersey to honor a scrappy little guy who is not afraid of the
corners, simply to say that | support him and stand behind what he is as a player, a
majority of the male hockey world will always try to read seeual aspect into it. There
are players | i ke Sidney Crosby whosdo talent
his jersey for reasons beyond being a fan of
matinee idol and 1d$oenel evogu &b s apayed tht&wnid s io bnle e
just too overdone at this point to be 6the ¢
hanging question of whether one is a real hockey fan or just a bandwagoner, hitching
yourself to t he isspstarwitios thdughtfa therest ochthedganer et t

A girl who wears an Evgeni Malkin jersey because she admires his playmaking
skills tells a story about how she was accosted outside a Toronto Maple Leafs game by a
group of men who implied in not so mawgrds that she just wore it because she wanted
to sleep with him. She replied by starting to quote his statistics from the last season and
managed to prove herself as a O0trued hockey
having to defend herself thaty. Of course, this represents a double standard, as nobody
would expect a man to have to prove the depth of his fandom knowledge if he wears an

Alexander Ovechkin jersey. With the possibility of having a connection like this to a
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jersey and the differembessages they can send, especially when they cost $200 or more,
it seems that any hockey league would be foolish not to try to sell jerseys to women. In
2006, the NHL realized this, and expanded their line of jerseys in attempt to reach the
female market?

Obviously, women didndot need a specifical
wearing normaltearn ol ored jerseys for years in small
the thought was appreciated. Accordinghop.nhl.comt he NHL O s esedistes si t e,
2006 jerseys were going to fit a womands bod

fit with a V neck collar, long sleeves and a dtom i | * The only fssue with this

scheme was that the only colors the fersgecific
jerseys came iwere pink and white.(Figure 1) The fact e | | £
that someone in the NHL marketing department
decided that women wanted pink jerseys really only /)
i mplied that the NHL wasn‘ﬁt ‘_actuaIIV‘

female fans at all. ’ ! | Tt}

In fact, backlash was quick and severmas L.;

the hockey Internet. In a comment on the idgWing

Opinion reader O6kimmrgirl o pPEPRESWORENOg I SEYtt ] e

thought jerseys were a way for fans to show support for their team. Exactly which NHL

teamds col ors ¥Afanimervieved iratimedEdnwiitdn (Athérta)

“Eric McErlain, Off Wing Opinion, AThe Pink Jersey Coc
http://www.ericmcerlain.com/offwingopinion/archives/006400.ghygust 02, 2006

“htp: / / shop.nhl . com AReebok Washington Capitals Womens
http://shop.nhl.com/product/index.jsp?productld=2481501&clickid=body_rv acegssed February 12,

2008

** Eric McErlain, August 02, 2006
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Journal said that the pink jerseys were too

just tryinjAtmormmerctueresyn 6James Mirtleodés bl o

| really fail to see how this is supposed to appeal to me anaddan of the

NHL. Seriously. |l 6m a woman, I must wear
jersey thatoés *cut* differently so as to
remotely sized for me. Colour ankemmnge 1 snbo

are shaped differently than men and accommodatethat.

The general consensus among female fans online was that they hated the pink jerseys,
and that no female over the age of 12 should be caught dead in them, or respected as a fan
if caught wearing oe.

Remarkably, the NHL listened. When the league switched over to the new RBK

Edge style of jerseys at the beginning of the 2P0J8 season, one of their offerings was

+

a womenbés cut jersey in to~m | b t he
per sonal i z e sname amd rnuhbera(Figut
2) However, the personalization technique still leaves
something to be desired. eys
generally personalized with embroidered numbers ar
namepl ates, on the womer

and names are merelgreenprinted on. While this is

cheaper and faster, it LOOKS cheaper and faster as

well, still not giving women what they said they wan| Figure 4 Womens's Edge Jersey, shop.nhl.co

a jersey |like the mensd but without all t hat

®Joanie Laucius. BCoppeNHBI| updands ntEdwooktondoundl past el |
Thursday, July 27, 2006tp://www.canada.com/edmontonjournal/news/story.htm|?id=48718662
4649a87633013814f470&k=20624&p=1

®Comment by AKristinod on JaémefsSewiattdres tToh ulrnstdraoyd u cleu | By
http://mirtle.blogspot.com/2006/07/senattosntroducepink-jerseys.html
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Sadly, for the 2002009 season, the NHL has ignored tontinuing requests of
their female fans, introducing another-offo | or j er sey, <call ed the AH
your choice of pastel pink or Dblue with silywv
to support your favorite team! It's made ofymster
two-way stretch pique fabric and has solid mesh insel

for ventilation. Your team's logo shines on the chest ii

screenprinted applica¥io jlitter
Again, this seems to be a step in the wrong direction.
While still recognizig that women might be interested
in a slightly different jersey, this one really does no
more than take the original pink and white disaster and
Figure 5"Hershield" Jersey
update it into the Edge fabrics with a liberal sprinkling ¢ shop.nhl.com
glitter everywhere. While a true fan may weartgtitwith tongue firmly lodged into
cheek, this is more than |ikely not going to
Of course, this willingness to O6compr omi s
mer chandi se isnb6t NHL o msfroemmbspoesasepeci fi c at

attempting to target more people with their merchandise by offering crazily colored t
shirts and hats with the team |l ogo on them,
Whil e often popul ar as rfbeuttheladghentidgity obthefan. t he qu

Would a real Baltimore Orioles fan be caught dead in a pinstriped hat if he hated the New

*fHer shi el d Jersey: Anaheim Duckso at shop.nhl.com nh
http://shop.nhl.com/product/index.jsp?productld#3461&cp=3169379&clickid=body_bestsell_img
accessed October 15, 2008
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York Yankees, a team synonymous with pinstriping, even if the Orioles had approved the
use of their logo?

In addition, the sizingfo t he Edge womends jerseys 1 s a
indicating again that the NHL marketing depa
in the development of femakpecific merchandise. As a female with a 40 inch bust and
45 inch hips who normally weaabout a 1214, | must order an extra large jersey to have
it barely fit, (with the size | arge equaling
extraextra large if | want to be able to wear a sweatshirt under it, as is the winter
tradition with hockey ans. Compare this offering to a me
size medium comfortably with a sweatshirt on and have the option of getting
embroidered player name customization. The only difference between these two is the
extra fabric and the price;, womanodés jersey costs 70 doll ars
costs around $150 with custom embroidery. With a price difference that significant, it
seems that the NHL is either considering women second rate fans and giving them second
rate merchandiseo f or ci ng them into paying the extra
their specifications. In an informal survey of my hockestching female friends, most
said that they would be willing to play <cl os
embroideredustomization. Not only would the NHL give them what they want,
therefore getting more money out of the women, they would also have raised the

cust omer 6 salwaya goodsffyca wdnt theem coming back for more.

D. Other League Apparel
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While pink T-shirtsand logosheg hor t s are sti || I A the NHL
0 08 s e as o n-orenteld merchamdise started appearing as well. Smaller
womenodos hats now-wt etam hegdosbomesl eas for
In January 02007, actress and long time sports groupie
Alyssa Milano was asked to expand terchline of
womenos sports | ogo (igwet hes t o
6) This line debuted at the 2008 NHL Aditar game in
Atl anta, with press releases re
contemporarytargeted collection will consist of
outerwear, sets, fashion tops, denim and dresses, as well
as other key items. The apparel will be designed using
hi gh quality fabrics ahd body c

Mal e bl ogger Jes t@Gmédritaez of fdAFan

Onl i AOL d b [
Figure 6 Alyssa Milano nline ( ) responds y saylng

modeling her fi ]

hot celeb to market clothing is a bonafide marketing coup

for a league | ong i n rdemblebotkeysfamsbegtonar ket i ng
di sagree. While many si mipd, ymostare sképticalvlaen e an o0 p
asked about it, saying things likeWwe | | , i f she designs anything

fifty year ol d, slightly bigger than average

designed so far will only look good on asizettrewe nt y Yaad &l dfdi nk it
very mar ket conscious. I dondédt approve of th
®Jes Golbez. fiAlyssa Milano: Hockey Fashionistao Far
?gttp://sports.aol.com/fanhod§®08/01/29/alyssmiIanohockeyfashionista/

Ibid

9 Anonymous survey, Febura7, 2008
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female silhouette, but I think that broadening the range of feaialed products

avail abl®Sodnse swoametre od chred tr hviechom, saying, HfA
for women could result in some really nice apparel, or it could just help to further the
stereotypes. Sadly, |l ooking at Alyssa Milano
than &porty. o

Obviously, while most wmen that having a female design fiemales is a good
idea, many dondét have much faith in Milanoos
community anything that they actually want.
is too oriented at thguestimably dedicated hockey fans who may be in it for the wrong
reasons, |like the Apuckbunnieso who foll ow t

sleeping with players and typically show a lot o
skin. Add to this the issue that many of the REAL MEN
06Toucho6 tahkaopshoetisink ar e

sweatshirts, and many of them may well also b

too cold to wear to a midiinter hockey game

without additional layers over them.

E. Pesky Pink

As for the touchy subject of the color pink o e 7 Rick Nash of the H L 6 s

o . _ Columbus Blue Jacketgith a pink stick
bet ween the Agirlyo | | |

implicati ons of MAcuteness, 0 most hockey watchir

certain times using the color pink in breast cancer awareness promotions can serve to

1 Anonymous survey, March 4, 2008
2 Anonymous survey, March 5, 2008
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keep women in hockey arenas feeling like teams are focused on a female issue. In 1998,

theNHL and the players united to form AHockey

raises money for cancer research in the United States and C?gaWiuﬂae not

specifically breastancer oriented, most teams recognize that breast cancer is affecting

society, ad through the month of October, will do something pielated. To support

this charity in the 2002008 NHL season, pink items were created and sold with the

organi zationds | ogo specifically with the in
charity itself. (figure 7) Star players used pink sticks that were then auctioned off, and all

North American leagues had numerous teams auction off special breast cancer awareness
jerseys. The AHLO6s Norfol k Admirathar t ook it
rink pink for a night. (figure 8) Obviously,
to women has to be in a strategic way like this. Instead of relegating women to the

position of lesser fans by offering them tokenadfor pink jerseys, thismpowers

female fans by recognizing and giving a loud voice to the predominantly female issue of

breast cancer.

Figure 8TheNorb | Kk Admi ral sé pi nk

Overall, while the number of female
hockey fans is stea
how much credit can actually be given to
| e ague s orecrif ahdokeep thent In
my experience, female hockey fans tend tg
foll ow Barl ettads eg

most of the women | am in touch with were recruited into the fandom by other people

63NHL. com. A Ho c k e yhttg/mngvhnhl com@alhg/baekedighsdancer/
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who are close to them. While ads such as the WashingtanCapl s 6 may rei nf or c
interpersonal relationships and raise a woma
doubtful that they would be the sole and only reason a woman starts watching the sport.

Instead of attempting to pull fans out of rad using hese TV spots, it seems that it

would be much more useful for hockey leagues to runfor@ne deals or promotions

that encourage people to O6bring a friend. 6 E
way to save money, t heeobfgrilyfirakoesap well aséhe f e mal e
instinct of females to promote wetd-mouth are both satisfied and perhaps more

inclined to come to a game.

As for the plethora of pink and cloyingly girly merchandise, it seems quite
possible that many female fans aa# in favor unless it is specifically targeted to give
money to breast cancer research. By listening to what fans were saying on the pink and
white jerseys, the NHL has taken the right step by replacing them withcaned
ones, but by using inferiavorkmanship, they have still undermined their supposed
desire to have women support the teams. In addition, by targeting many of the-woman
specific clothing items to junior sizes and making them to revealing to intelligently wear
in a hockey arena,thelgaie seems to be targeting a specif
fan base. Instead of bringing in a size 2 celebrity who is only gs®ifaimed baseball
fan, it seems that it would behoove the North American hockey leagues to go to the
female fans and agskem what kind of merchandise they would like to see. My guess is
t hat most women wil | 4itsngtank topsAfollgng SeavedMi | ano 6 s
womanrcutts hi rt s, or insulated vests with variat:i

NHL has taken sips in the right direction to keep their female fans happy, a little bit of
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listening would go a long way.

F. TV Advertising

Of course, team brand merchandising is not the only advertising that surrounds
the game of hockey. On TV there are the tyljpicaadcast ads, no matter what station the
game is broadcast on, and in live hockey there are on the boards surrounding the rink, on
the JumboTron, and placed into game media which may attract or deter women as well.
While not all products are officiallgendered, most will have a societal stereotype that
leans towards the male or female side of things. From observing these ads both in person
and on TV, it then becomes clear what kind of gendered space an organization is creating

for a hockey team to occyp

With just about all televised sports, the demographic that advertisers see watching
is the coveted younger male group, and hockey is no excéftidacause of this, ads
shown during hockey games tend to be skewed to appeal towards men. In looking at TV
ads during NHL games, one thing to take into account is the station on which the game is
being shown. At this point, the NHL is contracted to the Versus network, which is
otherwise a bullriding, cage fighting and fishing channel. Because of their spacadty
masculine programming, VS tends to run very raalented "rough and tumble" ads
during hockey games as well, assuming erroneously that males will be the only ones

watching.

During the first game of the 20809 season, as the Toronto Maple Leafs

% David Whitson and Richard Gruneartificial Ice: Hockey, Culture and Commerd@eterboragh:
Ontario: Broadview Press, 2006), 165
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played the Detroit Red Wings in the Joe Louis Arena in Detroit, the commercials offered

in a single commerci al break were from the N
Pizza. Out of these four, the Marines had perhaps the most testoséelemef hem all,

showing men in uniform with swords, large aircraft and other war imagery, overlaid with

the words fAWe dondt make Twokingmmlyees. We mak
stereotypes, this ad is obviously not attempting to sell the US Marine Corps tmwome

with itsd6 emphasis on white males and marti a

With the violence out of the way, the next commercial uses a woman as a sex
object to sell the NHLOS new website, NHL.coO
of AThe Hockey S hsaweady withilthel NelL dvanizatianrakd as
such a | ogical choice to star in the ad, the
is a wellproportioned younger woman, with pretty hair and well made up eyes. As
Milbank introduces different older ries within the NHL (coaches, trainers, scouts, etc)

to the new NHL. com, then sticks an NHL. com s

read the advertisement as a thinly veiled wa
attractive woman will come touchyeus wel | . 0 Even pizza company
not manage to escape the manly commercial vo
Pizzado shows a young boy idolizing and actin

Jones. Instead of letting a young girtdm of becoming the adventuring archaeologist,
women are relegated to the position of unimportant mother and sister as the family sits

down to eat their pizza.

Of these four commercials, only Verizon appeals to agendered but hockey

% Versus Network Broadcast, October 9, 2008. Detroit Red Wings v. Toronto Maple Leafs.
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watching audiengeshowing clips of a Pittsburgh Penguins game and then describing

how one of their phones can let you see your favorite hockey games from anywhere.

While this is probably an unconsciousmpre nder i ng by Verizon, that
appeal simply to hockeyfia instead of specifically men or women may well serve to

gain them more business from the female side of the fandom.

Through more games and more advertisements, these mostly-gentiai
products and ads are edged out significantly and sponsors comeware and more
force, bombarding the audience with Atougho
is the Official Vehicle of the NHL, they decline to show many of their smaller compact
cars, instead focusing on dtamdeutdoordysettigger t r uck
With men onscreen | amenting the fact that th
for the puck drop (as in an NHL.com ad from the 22008 season) or wordlessly
enjoying their motor vehicle, women are either relegateé@tidground spots in
advertising or left out completely as these advertisers compete for the attentions of young
men, the only people they believe are watching a hockey game. While less blatant, the in
game advertising shows a better balance, but stillmopémal one. On the boards
around the ice, instead of showing a filmed spot involving people and all their loaded
representations, the advertising is general/l

slogan.

Obviously, advertising in and around gameaat going to be what makes or
breaks a womanés hockey watching experience,

that much more prickly and testosterdaden to navigate as a female fan. When
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constantly faced with a barrage of derogatory orimctusive ads, there is very little
impetus for a woman to want to keep watching a game surrounded by imagery that
insults or marginalizes her in some way. Simply by neutralizing the overbearing
masculinity so prevalent in hockey ads and possibly throwing aclamowledgement of
the female fans through advertisements starring women Holpiectified roles, the NHL
and its partner networks can make women feel much more welcome in the sport of

hockey.
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Chapter 3
Women In Hockey Media

Examined closehhockey culture is as much about beer, sex and violence as it is beauty,
skill, and fearsome speed. All you have to do is spend a few hours watching Hockey Night
In Canada with your four year old daughter to see the role that tits and suds play in our
gred national game, from bimbos necking in bear ads and the tight shirted Leafs vixens
on the ACC Jumbotron to a bunch of good guys going out for a few pops after the game,
from the dearth of female sports journalists in a country insane for hockey to the
ocasional rec league goonyrhkithrowing up in a salad bowl.

-Dave BidiniThe Best Game You Can Name

As well as being fans in the arenas, females are showing up more and more in the
media surrounding hockey as well. With the rise of the internet, womédimairey it
easier and easier to connect with each other and embrace their fandom, and also to have
their voices heard. However, in forms of media that have transitioned from an older
format instead of rising from technologic innovation, females arehatiiihg difficulty

being seen, let alone being portrayed in a positive light.

A. Active Media Participants

Al t hough it may seem | i ke a stretch to cl
the truth is that most women who have the desire to enter adoli@ated field like
sports broadcasting start as fans. In fact, sportscasters are often seen as simply fans who
managed to get paid for their fandom, and most fans would love to be able to air their
opinions in front of millions in a captive media audiencinda Cohn (one of the few
femaleSportsCentehosts on ESPN,) played tennis and basketball as a child and ice

hockey through high school and college. She readily admits to growing up a fan of the
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New York Knicks, the Mets and the Rangers from a verly @ge because of her
exposure to sports via her fatffrHowever, no matter how driven and knowledgeable
women like Cohn are, as the positions they occupy for their respective networks are often

few and far between.

Women who work in the hockey aremajor sports networks are also often

pigeonholed into only
appearing as the talking heads
who interview players, thus
taking them away from the
synthesizing and exchanging

of ideas that goes on between

the male hosts while

Figure 9TheVS Net wor kds Chri sti ng
Vincent Lecavalier and Sidney Crosby. Getty Images.

simultaneously relegating

themto the touchyfeely side of sports. On the VS network, currently the only nationwide

(USA) NHL broadcasting station, of 18-air personalities, only one is female, and
according to the Siffpsonevhosaisawerked as[a@rkside st i ne ]
repater forABC/ESPN,i s consi dered to be on the forefroc
broadcasting in Canada. She is known in the business for her extraordinary interviewing

skills, and her positive persistenceiswele spect ed amon Whikdustry | e

thsounds | i ke a compliment, i f you were to cc

® linda CohnCohnHead: A No Hol ds Barred Ac c o Guiford,of Breaking
Connecticut: The Lyons Press,(8)

®7Versus Networks WebsitE, NHL Br oadcaster Bios, 0
http://www.versus.com/nw/article/view/6006/?tf=NHLArticleWrapperftpdt accessed November 18,

2008
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counterparts, her O6épositive persistencebd st
AiShe had to claw her way in here and prove h
evem t hink of giving her a chance. o0 And of <col
more than possibly 15 minutes throughout an entire three hour hockey broadcast, leaving

the face of the NHL on VS as a predominantly male one. However, with her background

atthe Hockey Hall of Fame, Simpson still greatly outclasses the Carrie Milbanks of the

world through the weight of her knowledge, and consistently delivers well thought out

and entertaining interviews with players from all NHL teams.

For all the shortfall®f the media covering it, the NHL is one of the more
progressive sports when it comes to equal access for reporters of both genders. The real
turning point for females assigned to the hockey beat was on January 21, 1975, which
saw sportswriter Robin Hermaf the New York Times allowed into the locker rooms at
t he National Hockey LeagueosStafddadie¥ Al | St oar
Quickly, she became the focus of the media h
Reporters Get the Blerremafa cdtisd.nddt HaO weev eurp, s a
Aover the course of a year, through sh
gathering momentum kicked off by the @thr game, the other NHL teams, one
by one, allowed me into their locker rooms. It turned out not to be thmgyou
players (all the same age as me) so0o much
changino. It was wuswually an owner or gene
generation who simply couldnét accept the

culturally and venyliterally and nakedly altma |l e t €t ri tory. o

However, in 1982, when Linda Cohn was covering the New York Islanders,

things had not changed much. She remembers i
®iGirl in the Locker Room!d Robin Herman, for salon.c
http://blogs.salon.com/0003945/stories)aM7/24/girlinTheLockerRoom.html

% Herman
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hockey player comes up to you to do an interview anddhero ps hi s t owel j ust
about to ask your first question. . .1 knew | was the butt of their joke, (no pun intended)

but | also knew that i1f | was going to go 1in
t ak e & AfteoréperteriMelissa Luéte was prohibited by Major League Baseball
Commissioner Bowie Kuhn from interviewing players in the in the locker room during

the 1977 World Series, a federal judge ruled that reporters of both genders had to be

allowed equal access tb.By 1980 the NHL hd written into policy that female reporters

were to be all owed fAopen accesso to |l ocker r
1985 to do the sani@.Even these days, when | act as press for the Hershey Bears at the

AHL level, | have run into the occasin a | member of tddenindtedl d guar d
sports media, who, while not outrightly objecting to my presence, have definitely

deterred my progress in their own

ways.

So if it is such a struggle to be
recognized as a legitimate female
hockey reporte one has to wonder

about those women who seem to

appear everywhere in conjunction wit
Figure 10T he Hockey Sh o wdthshockeymewsican

hockey. For these women who do ge

Cohn,72

"'Randi Druzin, ThaVomerd s Sport s iMomedaRieporters i ndothe Mends Loc
http://www.womenssportsfoundation.org/dgn/iowal/issues/media/article.html?record=8&2essed

December 14,@07

"RobinFinni Fe mal e Reporters See Renewed0/3R®6i st anceod The
http://query.nytimes.com/gst/fullpage.html?res=9COCE6DE1431F930A35753C1A966958260&sec=&spon
=&pagewanted=2accesseecember 14, 2007.



a significant amount of face time on air, the question becomes that of credentials versus

looks. The NHL's current spokeswoman, @aMilbank, appears on 'The Hockey Show'

both in its past TV format and its current dire@tinternetvideo format. Recently, she

has also starred in a series of ads for the NHL network that see her interacting with

known (mostly male) hockey personaits , i ntroducing them to the
NHL.com website, then putting a sticker on them and grinning for the camera. While
potentially innocent, there is also an unde
website, a sexy babe willcemn t ouch you while giving you a
Milbank does have a degree in communications from the University of West Florida, the

part of her resume that usually gets the most attention is her time as a pro football

cheerleadef’ It is aggravatig to many female fans then that instead of hiring a female

out of a hockey community, such as an employee of a team's PR/communications

department or a present or past member of a women's national team, the NHL instead

went to Milbank, who had no hockeypetience at all. This sets up an obvious double

standard, because if you look at the backgrounds of the male commentators who appear
surrounding hockey games, most are ex players or coaches, or have been in the hockey

world for years. Although the NHL iswiously trying to reach out to a certain

demographic with Milbank, it is unclear whether her inclusion is an effort to encourage
women to watch AThe Hockey Showodo or a play

in eye candy.

The continuing reign of Ceae Milbank is also not the only place the issue of

women as fNeye candyo around hockey ari ses.

3 Biography, Carrie Milbank.corttp://www.carriemilbank.com/bio.php\ccessedovember 132008
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cheerl eaders in their arenas, a good number
playing into what they see as the guwlendesire for T and A. When both male and

female fans of the Dallas Stars refer to the
to be unmoved by the inequality. While this is perhaps appalling, it is also hardly

surprising when one considers théuna of beer commercials and other sponsor ads

which drive the revenue streams of professional sports. In these sexist displays, women

exist to be ogled; their role in sports is to hang on the arms of male performers or fans,

and to enjoy their objectifation. The cardboard cutouts of bathing beauties in beer

stores are often dressed in mock wuniforms, t
who like sports are really women who like men who like/play sports. These women are

babes, not fans, have agency of their own, and are often inventions of marketers aimed

at the fantasies of male fans, not real human women..

But even though the ice girls are similar
girls, they canod6t be a
the same way. A waan who goes
to an NHL game will invariably see
the teamds cheerl|l eader
wants to or not, while Wyshynski
can be more or less tuned out
online. While many female fans see
the ice girls just as another part of
the game, saying Al'm

as long as the girls get to wear a

Figure 11 The Chicago Blackhavek fre Crew.From
Sportsillustated.com
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