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Media Coverage of Women Athletes During the Olympic Games 
 

Andrea N. Geurin, Ph.D. 
New York University 

 
Introduction 
 
Women athletes have competed in the Olympic Games since 1900, when 22 women (2.2% of all 
competitors) participated in tennis, sailing, croquet, equestrian, and golf at the Paris Olympics. 
These numbers steadily climbed over time, and by 2016, women made up 45% of all competitors 
at the Rio de Janeiro Summer Olympic Games (Crockett, 2016). Additionally, at the 2018 
Winter Olympics in PyeongChang, South Korea, 43% of all athletes were women, a record for 
the Winter Olympics (Taylor, 2018). Despite the increase in women athletes competing in the 
Games, male athletes have historically received more media coverage during the Games (e.g., 
Billings, Angelini, & Duke, 2010; MacArthur, Angelini, Smith, & Billings, 2017), and indeed 
male athletes have consistently been shown to receive far more media coverage than their female 
counterparts in general (e.g., Bishop, 2003; Eagleman, Pedersen, & Wharton, 2009; Fink & 
Kensicki, 2002; Greer, Hardin, & Homan, 2009; King, 2007).  
 
As one of the only major international multisport events to feature both men and women 
competitors, the Olympic Games are unique in that they provide an opportunity for more 
equitable media coverage between men and women athletes. For the vast majority of sport fans 
and consumers, the Olympic Games are consumed via media rather than in-person, which 
underscores the importance of equitable coverage during this event to present sport consumers 
with an accurate picture of the Games (Billings, 2007). According to Eagleman, Burch, and 
Vooris (2014), providing equitable coverage can result in accurate historical records being kept 
and preserved. Additionally, when news outlets consistently provide equitable coverage of male 
and female athletes, shifts in societal biases and stereotypes can occur. For example, when 
coverage highlights the accomplishments and performances of both men and women athletes, 
potential outcomes include a greater societal respect for women’s sport and women athletes, 
greater participation by women in sport, increased media coverage for women athletes in non-
Olympic years, and “ultimately greater acceptance of and respect for women in all areas of 
society” (Eagleman, Burch, & Vooris, 2014, p. 465). 
 
This chapter seeks to present an historical overview of both the amount and quality of coverage 
devoted to women athletes during the Olympic Games, while also discussing the emergence of 
new media and the potential benefits Internet-based media coverage holds for women athletes, 
and the power that social media affords women athletes in terms of promoting their careers and 
seeking commercial opportunities. The chapter concludes with a profile of Olympic gold medal-
winning gymnast, Nastia Liukin, who is now a member of U.S.-based broadcaster NBC’s 
Olympic broadcast team and who founded a company focused on empowering young female 
athletes via the use of a mobile app. 
 
Olympic Media Coverage Devoted to Women 
 
Amount of Coverage 



 
Myriad studies have examined the amount of coverage devoted to men and women during the 
Olympic Games. Time and time again, these studies have shown discrepancies in the amount of 
coverage, with men often receiving significantly more than the women. For example, several 
scholars have examined coverage in terms of clock time devoted to male and female athletes. As 
far back as the 1992 Barcelona Summer Olympic Games, Higgs and Weiller (1994) found that 
U.S. broadcaster NBC devoted more of its coverage to men than women. The focus on NBC’s 
coverage has continued, with Billings et al. (2008) finding that men received 60% of the clock 
time during NBC’s television coverage of the 2006 Torino Winter Olympics, and men also 
constituted the majority (60%) of the top 20 most mentioned athletes. Two years later, Billings et 
al. (2010) examined NBC’s television coverage of the 2008 Beijing Summer Olympics, finding a 
greater disparity in clock time between men and women than at the previous Summer Games in 
Athens, with men receiving significantly more coverage. The focus on NBC is warranted, as the 
network has had exclusive rights to broadcast the Games in the U.S. since 1992, and extended its 
deal with the International Olympic Committee in 2014, paying an astronomical $7.75 billion for 
rights to broadcast the Games from 2022 to 2032 (Sandomir, 2014). Thus, it is the only televised 
coverage available to Olympic consumers in the United States and its coverage paints a picture 
of the Games for those who cannot attend the three-week long event in person. The sports and 
athletes shown on NBC’s broadcasts shape U.S. media consumers’ perceptions of the event and 
which sports and athletes are most important. 
 
The issue of inequitable coverage is not limited to television, as many scholars have found the 
same to be true of print coverage as well. For example, Zurn, Lopiano, and Snyder (2006) 
examined the New York Times’ coverage of the 2006 Winter Olympics and found that nearly 
62% of the outlet’s coverage focused on men’s sport, while just 38% focused on women. The 
percentage of photos featuring men was even higher at 64%, to women’s 36%. Similarly, Smith 
and Wrynn (2010) examined U.S. newspaper and website coverage of the 2010 Winter Olympics 
in Vancouver, Canada, and found that all outlets examined (New York Times, USA Today, 
Sacramento Bee, NBC Olympic website, ESPN website) afforded far greater coverage to men 
than women, with men receiving a combined total of 62.4% of coverage to women’s 37.6%. The 
men also received more favorable article placement and more photographs than women. Arguing 
for greater coverage for women, the authors wrote that media coverage “can play a significant 
role in exposing girls and women to a variety of sport participation opportunities, as well as 
shaping our culture’s ideas of a wide range of acceptable gender roles worthy of recognition and 
celebration for both females and males” (p. 41).  
 
While much attention has been focused on U.S.-based news outlets and their coverage of the 
Olympic Games, it is important to also understand coverage trends in countries outside of the 
U.S. One such study was Eagleman, Clavio, and Kwak’s (2011) comparison of online news 
coverage between a U.S.-based online news outlet (USA Today) and a Chinese-based online 
news outlet (People’s Daily). The researchers found coverage from both countries to favor male 
athletes, but the disparity between the amount of coverage of men and women was much higher 
for the U.S.-based outlet. Another study focused on China’s media coverage examined Chinese 
Central Television’s (CCTV) coverage of gymnastics at the 2016 Olympic Games, hypothesizing 
that women would receive more coverage (Xu, Billings, & Fan, 2018). To the authors’ surprise, 
however, the men competing in gymnastics received more clock time, more total name mentions 



in the broadcasts, and 13 of the top 20 most-mentioned athletes were men. Hedenborg (2013) 
examined coverage of the 2012 London Olympics from a Swedish media lens, and 
unsurprisingly found that men received greater coverage from both a daily newspaper and a 
tabloid newspaper. She argued that media coverage plays an important role in shaping society’s 
views on who is and is not considered a “real sportsman or sportswoman” (p. 800), highlighting 
the need for greater coverage of women athletes in order to legitimize them in the minds of 
society.  
 
Another study focused on Canada’s television coverage of the 2014 Sochi Winter Olympics on 
the Canadian Broadcasting Corporation’s (CBC) broadcasts, revealed that men received over 
60% of airtime compared to women’s nearly 40%, men received more mentions, and men made 
up 65% of the top 20 most-mentioned athletes list (MacArthur, Angelini, Smith, & Billings, 
2017). Still, the authors noted that outside of Olympic competition, women received only 1.7% 
to 3.1% of all television sports coverage in Canada, suggesting the 40% received during the 
Sochi Olympics was a marked improvement from non-Olympic coverage. This sentiment was 
echoed in Packer et al.’s (2014) examination of British media coverage of women’s sport in the 
five months leading up to and the five months following the 2012 London Olympic Games. The 
authors found no evidence that Great Britain’s hosting of the 2012 Games led to improved 
coverage of women’s sport, with women receiving just 4.5% of coverage prior to the Games and 
an even lower 2.9% of coverage after the Games. Packer et al. (2014) also found that for every 
photo of a woman athlete featured in British newspapers, there were 25 photos of men athletes. 
The authors cautioned of potential negative consequences of this dismal coverage, such as lower 
sport participation rates for women and girls in Great Britain, which could lead to adverse health 
implications. 
 
Despite these discouraging findings relating to the amount of coverage devoted to women 
athletes during the Olympic Games, the proportion of women athletes competing in the Olympic 
Games has steadily risen over time. In 2016, not only was the percentage of women the highest 
ever at 45% of all competitors, but women were touted as being the stars of the Games in many 
media accounts. U.S.-based news outlet NPR dubbed the American women as “the biggest 
winners” at the Rio Games (Myre, 2016, para. 1), and the New York Times reported that in 29 of 
the nations competing in the Games, women won more medals for their country than the men, 
including traditional powerhouse countries such as the United States, China, and Russia (Lai & 
Lee, 2016). While a great deal of the research presented to this point in the chapter shows 
inequitable coverage for women during the Olympics, a more optimistic body of research has 
begun to emerge, which reveals improvements in equity of coverage. One such example is 
Eagleman, Burch, and Vooris’s (2014) comparison of online media coverage of the 2012 
Olympic Games from outlets in Australia, Brazil, China, Great Britain, Kenya, and the United 
States, which found that all six countries afforded a greater percentage of coverage to male 
athletes than female, but the difference was not statistically significant when tested against the 
independent standard of the number of participants from each gender. In terms of article 
placement on the news website, only Kenya’s Daily Nation afforded significantly better 
placement to male athletes. This finding was one of the first of its kind, in which Olympic media 
coverage was found to be equitable between men and women. The authors concluded that the 
Internet may allow for more equitable coverage than traditional media in terms of the amount of 



coverage, and that “the relative absence of time and space restraints on news websites helps to 
facilitate more equitable and representative coverage” (p. 466). 
 
Lending credence to the notion that the Internet may represent a step forward in the direction of 
gender equity, Burch, Eagleman, and Pedersen (2012) found that while men received more 
coverage on the NBC Olympics website, Yahoo! Sports website, and USA Today website during 
the 2010 Vancouver Winter Olympics, the amount of coverage was not statistically significant 
when compared to the independent standard of the number of athletes of each gender 
participating in the Games. Burch et al. (2012) noted that this was a departure from traditional 
media trends, as previous research showed statistically significant differences in the amount of 
coverage devoted to men and women during the 2000, 2002, 2004, and 2006 Olympic Games. 
Finally, Billings, Angelini, MacArthur, Bissell, and Smith (2014) found that in 2012, NBC 
devoted more coverage to women athletes than men in the London Olympic Games. While the 
work by Eagleman et al. (2014), Burch et al. (2012), and Billings et al. (2014) indicate marked 
improvements in terms of equitable coverage, more quantitative analyses are necessary, 
specifically focused on the 2014, 2016, and 2018 Olympics and beyond, in order to understand 
whether the trend of more equitable coverage continues. 
 
Quality of Coverage 
 
Along with the amount of coverage afforded to women athletes, the quality of coverage is also 
very important in terms of equity and shaping societal views of women athletes. Fink (2015) 
wrote that what was even more disturbing than the lack of coverage afforded to women athletes 
was “the fact that when female athletes are provided coverage, it is disparagingly different than 
that afforded to male athletes” (p. 333). Further, Cooky and Antunovic (2018) cautioned scholars 
to be careful in celebrating greater equity in terms of the amount of coverage afforded to women, 
stating that “these indicators of progress exist alongside forms of blatant sexism, racism, and 
discrimination” (p. 946). That is, just because the amount of coverage of male and female 
athletes during the Olympic Games is reaching a level of equity, the language and portrayals 
used to describe women athletes still needs improvement. 
 
Research has shown a long history of coverage in which the size and strength of men’s bodies is 
a central focus, and they are often portrayed as being powerful and strong (e.g., Billings, 2003; 
Billings & Eastman, 2003), whereas when women receive coverage, it often seeks to diminish 
their athletic accomplishments by focusing on their attractiveness, femininity, and sexuality (e.g., 
Bissell & Duke, 2007; Eastman & Billings, 1999). In her review of media coverage of women’s 
sport, Fink (2015) identified five common practices employed by the media when reporting on 
women, which are used so often that they are deeply embedded in our cultural psyche and many 
consumers do not even notice or question them.  
 
The first practice Fink (2015) identified was a term Messner, Duncan, and Jensen (1993) coined 
“gender marking”. This is the practice of presenting male athletes as the norm, while female 
athletes are relegated to second-class status. One way in which this is accomplished is through 
the use of the word “Women” in the title of sporting events such as the FIFA Women’s World 
Cup. Meanwhile, the men’s competition is simply the FIFA World Cup, with no mention of their 
sex in the title.  



 
Next, Fink (2015) identified the practice of infantilizing women athletes, a process by which 
women are often referred to as “girls” or “young ladies”. Eagleman, Rodenberg, and Lee (2014) 
examined this concept in the context of women’s Olympic gymnastics, studying language used 
to describe women gymnasts from the 1984 Olympic Games through the 2008 Olympic Games. 
They found that over time, less infantilizing language was used by the journalists to describe the 
female gymnasts, but the coaches and other gymnastics officials routinely used such language in 
their quotes when speaking about the gymnasts, illustrating the earlier point that these gendered 
language practices are deeply embedded in our culture. Another method of infantilizing is by 
referring to women only by their first names, but not doing so when discussing male athletes. 
Messner et al. (1993) indicated that this serves to diminish the reputations of female athletes. It 
may also be a method for reinforcing ambivalent attitudes, which is the third practice Fink 
(2015) identified. According to Eagleman (2015), it is a practice by which the media present 
information that at first seems positive, but upon further investigation it is actually used to subtly 
belittle women athletes. An example from Eagleman’s (2015) study on newspaper portrayals of 
male and female gymnasts from the 2012 Olympics was journalists’ displeasure with the women 
gymnasts’ frowning and concentration on their faces while performing more difficult skills than 
had ever been done before. Eagleman (2015) said, “This desire for pleasant facial expressions 
serves to objectify gymnasts as pretty things meant to bring joy to the audiences and further 
stereotypes gymnastics as a female appropriate sport” (p. 244). 
 
Along those lines, the fourth practice identified by Fink (2015) was a focus on femininity and 
heterosexuality. By focusing on the athletes’ femininity, sex appeal, and aspects of 
heterosexuality such as their families, romantic partners, or roles as mothers, these portrayals 
serve to diminish their athletic accomplishments. Indeed, an examination of NBC’s coverage of 
women athletes in the 2016 Rio Olympic Games revealed that the broadcast network focused on 
heterosexualizing athletes and highlighting their roles as wives and mothers (Villalon & Weiller-
Abels, 2018). In one example from Villalon and Weiller-Abels’ study, an NBC announcer 
referred to a lesbian volleyball player’s female partner as her “husband”, seeking to 
heterosexualize the athlete. In another example, an announcer referred to a Hungarian swimmer’s 
husband as ‘the guy responsible’ for her success, belittling her abilities and suggesting she 
needed a man to achieve success in her sport.  
 
Finally, Fink (2015) explained that the production techniques used for men’s and women’s sport 
are different, and research has shown that this results in women’s sport being perceived as less 
exciting than men’s. Fink pointed out several examples of this, including more camera 
angles/shots used in men’s sport, more on-screen graphics in broadcasts of men’s sport, camera 
angles that highlight women’s buttocks and chests, and selective gender comparisons in which 
women are compared only to men who outperform them, but no mention is made of how many 
men the woman is superior to, such as in marathon coverage where a women’s race winner is 
faster than the vast majority of men participating in the same race. Yet, in most marathon 
coverage, the women’s race winner is only compared to the men’s race winner (Kane, 1995).  
 
The results of recent studies focused on quality of coverage, such as those by Villalon and 
Weiller-Abels (2018), Eagleman (2015), and Eagleman, Rodenberg, and Lee (2014) point to the 



continuation of problematic portrayals of women athletes, which seek to diminish their 
accomplishments and perpetuate the notion of male dominance in sport. 
 
Opportunities for Women Olympic Athletes via Social Media 
 
Although it is well documented that both the quantity and quality of mainstream media coverage 
of women athletes need improvement, several scholars (e.g., Geurin, 2017; Geurin-Eagleman & 
Burch, 2016; Lebel & Danylchuk, 2012) have pointed to social media as a potential equalizer for 
women athletes, as social media platforms allow the athletes to post news and updates 
themselves, thus directly promoting their performances and careers without reliance on 
traditional media. Additionally, social media allows athletes to build their personal brands and 
craft their desired images in the minds of fans and sport consumers (Arai, Ko, & Ross, 2014). 
Social media is thought to be an especially useful tool for Olympic athletes, who often do not 
benefit from being part of teams/organizations that receive a great deal of social media and 
traditional media coverage in non-Olympic years (Eagleman, 2013). 
 
Geurin-Eagleman and Burch (2016) examined Olympic athletes’ Instagram posts and found that 
photos of athletes engaged in their sport (e.g., action shots) elicited greater engagement from 
followers. Despite this, however, women athletes posted more photos of themselves in personal 
life settings, thus missing an opportunity to establish larger fan followings and elicit greater 
engagement with their posts. The authors concluded, “The prevalence of personal life photos 
posted by female athletes reflected the traditional practices of mainstream sports media outlets, 
which can have implications for these athletes in terms of the followers they attract and the brand 
image they project” (p. 142). Additionally, the women athletes were found to post more sexually 
suggestive images of themselves than the men, and the authors cautioned that “athletes should be 
careful when posting such photos, as they could have long-term consequences on the public’s 
perceptions of the athlete. It is imperative that the types of photos posted align closely with the 
brand image the athlete wishes to build” (p. 142). Interestingly, Kane and Maxwell (2011) found 
that sexually suggestive images of women athletes did not elicit more interest in women’s sport 
from neither men nor women, who were more interested in photos displaying athletic 
competence. 
 
 

Geurin (2017) sought to build on the content analysis conducted by Geurin-Eagleman and Burch 
(2016) by speaking directly with women athletes to better understand their perceptions of using 
social media as a marketing communication tool related to their careers. While the athletes, all of 
whom were training for the 2016 Summer Olympics, appeared to have goals for their social 
media use (e.g., sharing their lives, developing connections, sponsorship, and self-promotion), 
none employed specific strategies to achieve these goals, nor did they attempt to use any 
measurement mechanisms by which to assess whether their goals were met. Social media offers 
the potential for helping women athletes build their profile, which could lead to positive 
outcomes such as larger fan bases, sponsorship/endorsement opportunities, and overall greater 
recognition for and interest in themselves and their sports. Despite these potential benefits, 
however, evidence such as that from Geurin’s (2017) study points to women athletes under-
utilizing this tool. This reveals an opportunity for women athletes and those who work with them 
(e.g., agents, publicists, national governing bodies) to develop specific strategies for their social 



media use to build their personal brands and develop greater recognition for themselves, their 
achievements, and their sport in the public eye. 
 
Despite the potential benefits social media provides women athletes, especially those in Olympic 
sports, there are also documented risks associated with social media use that extend beyond 
posting something that may negatively affect public perception of the athlete. In speaking with 
women Olympic athletes, Geurin (2017) found that each athlete described receiving unwanted 
direct private messages from “fans” and followers on social media platforms. These unwanted 
communications were highly inappropriate and some bordered on the act of stalking. For 
example, one woman boxing athlete describing the messages she received in the following quote: 

I’ve had a few people tell me that they want to be married to me and they send me 
inbox messages. One guy told me once that he dreams of me every day and 
another guy told me once that he knows everything about me. Like he’s Googled 
every last thing about me. And then I’ve had a few guys send me pictures of their 
private areas through Facebook messages. I have a very long “block” list of 
people who cannot contact me (Geurin, 2017, p. 351). 

 
Challenges such as this one, in which some athletes fear for their personal safety, can seek to 
turn women athletes away from social media, thus denying them of the potential benefits social 
media affords to them. Given that traditional media still lags in equal and equitable coverage of 
women athletes and women’s sport, it is disheartening that some women athletes are also unable 
to utilize social media as a marketing communication tool due to “a combination of hegemonic 
masculinity, sexism, and harassment” (Geurin, 2017, p. 354), which “highlights a larger societal 
problem with regard to women’s equality” (p. 354). 
 
Still, some athletes have recently begun to use social media as a means for speaking out about 
injustices, harassment, and abuse. In October 2017, the “#MeToo Movement” took over social 
media in all areas of life – not just sport, with over 12 million Facebook posts featuring the 
hashtag within 24 hours of actress Alyssa Milano encouraging people, especially women, to 
share their stories of sexual assault and harassment (Smartt, 2017). #MeToo spurred a movement 
in which women in all sectors of society began speaking out about their experiences, and it 
seemed to give women an unprecedented confidence, platform, and voice to speak out about 
gender-related injustices, build awareness for these issues, and demand change. As a result, some 
Olympic athletes and their fans/followers began using social media as a way to draw attention to 
situations that may have never reached public consciousness otherwise, and have been able to 
ultimately influence positive change in some instances.  
 
One high-profile example came in October 2018 when five-time Olympic medalist in 
gymnastics, Simone Biles, posted a tweet that was critical of Mary Bono, the newly-appointed 
interim CEO of USA Gymnastics, the sport’s national governing body. Prior to Bono’s 
appointment, USA Gymnastics had been roiled by a sexual abuse scandal in which the national 
team doctor, Larry Nassar, was found to have abused hundreds of gymnasts, including several 
national team members, in the 20 years he was in his position. When Bono took over for the 
recently-resigned and widely criticized CEO Kerry Perry, Biles took to Twitter to retweet a post 
by Bono that was critical of Nike-sponsored athlete Colin Kaepernick, along with a photo 
showing Bono blacking-out the Nike logo on her shoes with a Sharpie marker. Biles wrote, 



“*mouth drop* don’t worry, it’s not like we needed a smarter USA gymnastics president or any 
sponsors or anything” (Hill, 2018, para. 15). Biles’ Olympic teammate from 2016, Aly Raisman, 
a five-time medalist herself, also tweeted about Bono, writing, “My teammates & I reported 
Nassar’s abuse to USAG in 2015. We now know USOC & lawyers at Faegre Baker Daniels 
(Mary Bono's firm) were also told then, yet Nassar continued to abuse children for 13 months!? 
Why hire someone associated with the firm that helped cover up our abuse?” (Hill, 2018, para. 
6). Just four days later, only five days into her term as interim CEO, Bono resigned from the 
position due to the pressure from the athletes and their fans, thousands of whom “liked”, 
“retweeted”, responded to the tweets, and tweeted their disapproval directly to Bono’s account 
(Adams, 2018). The support shown by fans and followers in this example helps to highlight the 
power of what Cooky and Antunovic (2018) described as “‘call out’ culture” (p. 947), which 
they argued “challenges conventional forms of male-dominance and masculine hegemony in 
sports media” (p. 947). Women’s newfound empowerment stemming from the #MeToo 
movement is only just beginning to be felt in society, and is a movement ripe for women athletes 
to use to highlight the inequalities and injustices they have faced for decades in sport. 
 
Conclusion 
 
The lack of coverage for women athletes is well documented, and while women athletes receive 
much more equitable coverage during the Olympic Games, the need for greater coverage in non-
Olympic years remains. Perhaps more important than the amount of coverage devoted to women, 
however, is the need for more equitable coverage in terms of quality. As discussed in this 
chapter, several antiquated practices persist in sports media with regard to the portrayals of 
women athletes and the language used to describe them. In order for women’s sport to reach a 
level where it is legitimized in society, the language used to describe women athletes and 
women’s sport must be free of the five gendered practices identified by Fink (2015).  
 
Social media use offers women athletes, especially those in Olympic sport, the opportunity to 
build their own brand and desired public image, but in order to take advantage of social media’s 
opportunities, women athletes must develop social media goals, strategies to achieve those goals, 
and measurement techniques to understand whether they are truly reaching their goals. 
Unfortunately, the harassment felt by some women athletes on social media by their male “fans” 
may prove to be a deterrent to the otherwise equalizing opportunity that social media use 
provides. This points to a larger, problematic societal belief in male hegemony, or the idea that 
men have the power to dominate others (namely, women) and can therefore treat them in ways 
that are disrespectful and harassing in nature. Women’s empowerment movements such as 
#MeToo will help women athletes to conquer some of these situations, but it is obvious that a 
larger shift in our societal mindset when it comes to views on men and women is necessary for 
this issue to truly improve. One interesting mechanism by which to bring women together for 
greater unity and empowerment may be through the use of technology, such as mobile device 
apps that connect women athletes to each other for support and friendship. One such example is 
provided in the following leader profile on five-time Olympic medalist Nastia Liukin.  
 
Leader Profile: Nastia Liukin 
 

<INSERT PHOTO 1 HERE> 



 
Born in Moscow, Russia, to a father who was an Olympic champion in men’s gymnastics and a 
mother who was a World Champion in rhythmic gymnastics, Anastasia “Nastia” Liukin grew up 
learning the sport of gymnastics in her parents’ gym in Plano, Texas, where they moved when 
she was two and a half years old. By age 18 she was a five-time Olympic medalist and just the 
third American woman to win the coveted Olympic All-Around gold medal at the 2008 Beijing 
Olympic Games. The same year, she was named the Women’s Sports Foundation’s “Individual 
Sportswoman of the Year”, USA Gymnastics’ “Sportswoman of the Year”, and won “Best 
Female Athlete” at the 2009 ESPY Awards. 
 
While completing her bachelor’s degree in Sports Management at New York University, Liukin 
entered the world of sports broadcasting, joining the NBC Sports Group as an analyst during the 
2012 Summer Olympics in London, then serving as a special correspondent for NBC during the 
2014 Sochi Winter Olympics in Russia. She has since become a regular member of the NBC 
Sports broadcast team for national, World, and Olympic gymnastics competitions as a 
gymnastics analyst, providing a unique perspective as a former athlete and as someone who has 
close ties to many of the athletes she covers, leading to the sharing of interesting facts and 
insights about the gymnasts that were not covered before her tenure at NBC. 
 
Along with her role as a gymnastics analyst for NBC, Liukin founded an organization in 2016 
called “Grander”, which is “an inspirational Mobile App for motivated gymnasts to be mentored 
by their biggest role models. They can connect and communicate with them, learn valuable 
lessons for their sport and receive exclusive content” (Duffy, 2018, para. 5). By connecting with 
young girls and women primarily through a mobile app, Liukin is meeting these athletes where 
they most often consume sport and interact with their peers. Her goal for the app is to empower 
young women by assisting them in acquiring the tools they need to succeed in all aspects of their 
lives: athletically, personally, and professionally. 
 
In addition to the app, Liukin has hosted several Grander Summits in cities around the U.S., 
where she and other former world-caliber gymnasts connect with young female athletes. Liukin 
said, “Even when I was competing, there was always the importance of having a mentor in my 
life. Regardless of what you want to be, whatever your dreams or goals are, to get connected, to 
gain knowledge and inspiration from the people you look up to is so important” (Gardner, 2018, 
para. 2). While the Grander app is currently limited to a community for gymnasts, Liukin hopes 
to expand it to additional sports in the future so that other athletes can also benefit from the 
mentorship connections it establishes for young athletes. 
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