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ABSTRACT

This dissertation dissects the current state of sport in society as manifested througiaamanc
number of material manifestations created in the late capitalist moment. Thess,atamely

sports memorabilia and other assorted products, have left an indelible mark on culture by virtue
of their attempts to encapsulate presence, dictate levels of fandom, and commenieciite=col
public memory. In all, the dissertation uses four case sttm@ssamine these consequences,
beginning with the emplacement of a private memorabilia collection in a profedsasadall

stadium, a situation beset by the personal nature of collection and the teamOs goal @ maximi
capital in the new stadium. The next case study explores the commodification of sports
memorabilia, epitomized by huge profits realized from the sale of authentic, game-used dirt, used
in an attempt to re-establish industry credibility in the wake of massive fraud and draw in
consumers at a variety of price points. The third case study is a rhetorical investigation of the
material significance of retro B or throwback D jerseys, a fashion trend from the ®adnt2ty

that has become a standard part of the commercial offerings of professional sports teams.
Concentrating on one professional franchiseOs attempt to resurrect its history in material form,
this chapter argues that while some jerseys retain the symbolic power of the teams asd playe
they channel, others fall short as a result of contextual factors that surround the commemoration.
Finally, the last case study is focuses on attempts by sports fans to create their dvamansc

thus activating their individual creativities and operating against hypermasculine gender

stereotypes in sports.

viii



CHAPTER ONE

INTRODUCTION

| never played baseball as a child. | never experienced one of those pitch-and-catch sessions with
my dad that are portrayed in commercials for menOs shaving cream (we happened to be more a
soccer family). But during the summers of my early adolescence, the happiest memories | have
feature my father, my younger brother, and | regularly attending Baltimore Oriole games in
picturesque Oriole Park at Camden Yards. These events were made all the richer by witnessing
Maryland®s own Cal Ripken, Jr. in his prime, listening to the booming voice of legendary play-
by-play man Jon Miller, and enjoying a few of the teamOs rare successful seasons.

Perhaps the best moment of that stretch of six or seven summers, however, occurred not
during a game, but in batting practice. It was a magical time - batting practice - becawdg not
did it represent the occasional instance when our father was able to leave work early and we
could enjoy all the fanfare of the eveningOs game, but it was during that period of two hours that
we felt we actually had a chance of snaring an authentic Major League baseball. Sinzfleusone
played baseball, and none of us had gloves, the task was made difficult by our inability to judge
flight paths and catch batting practice home runs. As my father observed from a few rows away,
my pint-sized brother and I, eyes wide with hope, would watch as each ball would carry or
carom just out of our grasp and be won among the taller bodies gathered in the left-field
bleachers.

Amidst our optimism, we soon realized that while baseballs were flying into those
bleachers at a rapid pace (this was the height of the steroid era, after all), the dreamshgosses
one was still beyond our reach. It was at this breaking point, during one of the few batting
practice sessions we attended, that | was baptized into memorabiliaOs more coneeetois), el
involving presence, authenticity, aura, and distance. From our vantage point in the front row of
those bleachers, | saw Oriole great Al Bumbry (and a coach for the Birds in 1995) standing on
the third-base foul line and making a strange motion towards the fans gathered along the outfield
fence. Facing the infieldand with a keen eye on the distracted security guard stationed at third-
base - Bumbry was waving his hand behind his back in a peculiar way. Ever the observer, |
asked my father what this man was doing. No sooner had the words, Ol think heOs telling those
fans to run onto the field and pick up a ball,O left his mouth than | had taken off, in full sprint,
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around the foul pole and down towards where Bumbry was standing. With a slew of baseballs
scattered about on the outfield grass behind him, | eyed my golden opportunity, grabbed the top
of the fence, and jumped. In the end, | got my authentic Major League baseball, the Holy Grail
of my childhood baseball fandom. Little did | realize, at the time, this memorable experience
would eventually represent the foundation of a dissertation on the materiality of sport.

Thus, at the center of this dissertatisnot merely thesignificance of sporting materials
and objects, though the four case studies that follow are focused on examples in sport, but how
objects B and especially objects that materialize memory B have become sighiboghiout
culture. The notion of valuing material objects, especially those embedded with some kind of
historical and mystical value began thousands of years ago, as Nickell (2007) notes that more
than just relics B the physical remains of saints and holy figures B but objects andtastfacts
contacted them were held in high esteem by early Christians (p. 13). Relics, importantly, are not
to be sold, unlike the spate of historical objects that have exploded in number through various
media. Primarily, the development of the Internet and, specifically, eBay have introduced a new
speed to the collector at home in his/her curio. For companies, the relative easeishesjain
online shop is paired with access to new markets all over the globe, while consumers can
discover new items by browsing millions of objects available at their fingertips. Imetgsthe
mass media has also realized that viewers are interested in seeing what otherglieople
Television shows liké&ntiques Roadshotwaffic in such sentiments, bringing forth a myriad of
objects for the viewer to behold. An upcoming pilot for network television, entitled réegt
Big American Auctionwill featureExtreme Home Makeovstar Ty Pennington exploring the
stories behind popular culture treasures put up for sale at a renowned auction house. Seemingly,
more than half of the programs on the History Channel deal with our fascination with objects:
American Pickerd$inds two friends searching the country for undiscovered collectiBéesn
Starsfeatures the acquisitional exploits of a Las Vegas pawn store, Arhéeican Restoration
follows a profession object restorer and the quest to breathe new material life into old Coke
machines, juke boxes, and other miscellany.

While there is plenty of literature on collecting, as well as objects from high to low
culture, there is a definitive gap concerning the objects of professional sport from both cultural
studies scholars and rhetoricians. Occasionally, the field of collecting will addtbsstic
items, but the instances are typically limited to antiques (Bishop, 1999, 2001) due to the hefty



price associated with authentic objects and sport is thoroughly neglected. Neverthekegsathe

fair bit of cultural scholarship regarding the collecting of mass-produced goods among collecting
scholars like Moist (2008) and Belk (1991, 2001). A rare sports example of this kind of analysis
would be BloomOs (2002) examination of the waning baseball card-collecting phenomenon.
Additionally, the field of communication and rhetoric has addressed the significance obmateri
artifacts, though the approach is best represented in studies of public commemorations,
museums, and other historical, or quasi-historical, attractions. Notably, Carole Blair has
established an entire canon of rhetorical scholarship that addresses memory and presence in
public memorials (Blair, 1999; Blair, Jeppeson, & Pucci, 1991; Blair & Michel, 1999, 2000,
2007) by considering not just what materials say, but what they advocate (personal
communication, February 26, 2009). Furthermore, Dickinson (1997) and Dickinson, Ott, and
Aoki (2005) have focused on the recreation of memory and the past in commercial and museum
forms while Haskins (2003) explored how historyOs narrative is reconstructed in commercial
commemorative offerings. Focused primarily on large, public objects, these analyses have
largely overlooked the field of sport, with the exception of ButterworthOs (2010) insightful
critique of the constructed historical narrative delivered by a MLB traveling Hall of Femiste
during the war on terror. In general, analyses of sports memorabilia are popular in the field of
economics, as seen in Nardinelli & Simon (1990), Gabriel, Johnson, & Stanton (1995), Matheson
& Baade (2004), Mason (1999), where scholars examine the factors that influence memorabilia
prices or use the memorabilia industry to deduce claims about the market in general.

With few scholarly research pieces on sporting materiality in the world of collecting and
memory, | turn more generally to sport, where, although the field is vast, discussions of
materiality are limited. WennerOs (1989) edited volume positioned sport in the field of
communication aa phenomenon of the media, insisting that, as yet, Osports sociologists and
others concerned with the role of sport in culture see media issues as pefahdrdkcrying a
Olimited interest from the field of communicationO (p. 16). Consequently, communication
scholars began to investigate sport via its Ocollusive linkages with the media industryOs(Andrew
2006, p. 9). Research that has emerged since has chronicled the tremendous increase in sports or
television and the subsequent swelling of fees for broadcast rights, as well as provided analyse
of sports media texts, sports media news practices and sports media audiences (Andrews, 2003;
McChesney, 2008; Raney & Bryant, 2006; Walker & Bellamy, 2008; Wenner, 1998) but avoided



discussions of sporting matality. Notably, research in these broad sport and communication
categories has focused on issues of race (Bishop, 2009; Butterworth, 2007; Cunningham, 2009;
Enck-Wanzer, 2009; Gardiner, 2003; Houck, 2006a; King, 2007; King & Springwood, 2000
King, Staurowsky, Davis-Delano, & Baca, 2006; Leonard, 2006, 2010; Malcolm, Bairner &
Curry, 2010; Schultz, 2005), gender (Billings, 20BQrstyn, 1999; Houck, 2006b; Messner,
Duncan, & Jensen, 1993; Messner, Dunbar, & Hunt, 2000), sexuality (Butterworth, 2006; Oates,
2007; Trujillo, 1991, 1995) as well as the evolution of sports highlights, (Gamache, 2010), the
development of technology and media (Kassing & Sanderson; Real) 2006; Redhead, 2007;
Wigley & Meirick, 2008) and the procedures of sports news (Lowes, 1999).

In addition to the general categories outlined above, scholars in sport and communication
have predominantly focused on, as Wenner (2009) describes, Othe primal role of sport as an
engine of commodificationO (p. 87). To clarify, this form of commeadifin, Sewart (1987),
claims defines professional sport as obsessed with Othe direct and undisguised primacy of the
profit motiveO (p. 172). Extrapolated in later studies, notably in Jhally (1989), commodification
of sport is more clearly refined in terms of its relation to media, thus his term sports/media
complex, in which sportOs primary commodities are ticket sales to sporting events and the sale of
Orights to broadcast the events to the mediaO (p. 80). Those two types of commodities are well
represented in sport studies (Rowe, 2007), with incisive criticism of sport stadiums (venues for
ticket-taking) and the merger of media and sport into spectacle. Yet, commodity studies also
neglect the vastness of sporting materials. With regards to stadiulasg&Z2009) notes that
as new facilities built across the world create urban spectacles, they revealrtonngeted
power structures of political economy. These structures are put on display in a number of
stadium examples, with Butterworth (2010), Trumpbour (2007), and deMause and Cagan (2008)
providing insight behind the mediaOs role in helping wealthy sports owners receive publicly-
funded facilities that sanitize the complexities of the urban landscape. Howevertheisi
studies note the increased commercialization of these stadium places, whatiianni2009)
calls Omallparks,O there are few examples of how new baseball stadiums in New YliddCiti
and Yankee Stadium) or Minnesota (Target Field), new and renovated football facilities in New
Jersey (New Meadowlands Stadium) and Kansas City (Arrowhead), and new basketball and
hockey arenas in Orlando (Amway Center) and Pittsburgh (Consol Energy Center) handle the
construction of team identity and history through material objects.



In regards to the marriage of media and sport, the resulting spectacularization of a ludic
pastime Oattest[s] to the commaodification of all aspects of life in the mediaresuer
societyO (Kellner, 2002, p. 66). Crawford (2004), Horne (2005), Andrews (2009) and Wenner
(2009) thereby fundamentally agree that the pervasiveness of the spectacle has transformed fans
into consumers. However, the things consumers are exposed to, as outlined in these studies,
includes increased advertising in stadiums and on televisatahrity endorsed products from
global superstars Michael Jordan or David Beckham, team branded products, and what Andrews
(2009) labels Olicensed apparel and merchandiseO (p. 227). Notably, there is some footing for
apparel that features team brands, as Whitson (1998) points to the global distribtgam of
logos and merchandise that are Oamong the most visible symbolic commoditiesO because they
travel outside of their teamOs fixed locality (p. 66). The globalization angle is echoed by Bishop
(2001), who notes that Oprofessional sports logos have become brands for their teamsO (p. 24).
But the discussion of mass-produced items, like team caps, pennants, and t-shirts, stileomits t
expanding field of sporting objects like the baseball | captured in the Oriole Park outfield.

Stray examples that approach sporting materials include references to sports jerseys, but
each fall short of fully engaging in the material rhetorics of sport. JirousekOs (1996) discussion of
the evolution of the professional football uniform does not regard the material nature of the
garment, but instead highlights the mediaOs role in creating an idealized masculine body image:
Oprotective gear under [the] uniform ultimately created an irresistible image of male power
which has in turn affected standards of male strength and beautyO (p. 4). Another uniform-centric
piece semiotically examines Michael Jordan as text, Ovia the commodificatioroafunif
number 23, a process in which MJ himself is transformed into a salable commodityO (Armstrong,
1996, p. 326). Although the piece refers to the significance of JordanOs uniform number, it fails
to address material rhetoric that encompasses sports jerseys b or anything beyorsd JordanO
number, for that matter. Instead of considering the material lineages of jerseys, Armstrong
(1996) reduces the concept in that, Omodern players are identified by their uniform numbersO (p.
336). While players are identified by their numbers, jerseys as material rhetoric must be
considered in totality with far more to consider that just numbers: style, script, color, logo,
sizing, etc. For instance, | insist that there are alternative understandings of Michael Jordan as
materialized in the different uniforms he wore throughout his career and not solely based on his
number. His rookie year jersey, featuring a tightly-snug Bulls red away jerseys with a OChicagoO



script across the chest presents a far different reading than Jordan in a Washington Wizards
jersey b or a Washington Bullets throwback jersey b from his final two seasons. Furthermore, as
Armstrong (1996) focuses his critique on mass-produced jerseys that have become Otokens of
consumptionO (p. 340), | counter that a new product, JordanOs game-worn jerseys, are
fundamentally revolutionary products because they are not empty signifiers, but encase the aura
of his sporting performances.

This literature review and brief example, therefore, highlight the motivation for this study
as | attempt to investigate the gap of research regarding sporting materiality. As, & result
unearth new kinds of commodified products, from collectibles to jerseys to game-used dirt,
requiring an operationalization of commodification as | apply it in this study. The overuse of the
term commodification, with regards to sport, has made the term vague as Moor (2007) notes its
application to everything from Oticket price inflation and increasing sponsorship revenues to the
sale of branded goods by clubs and the use of sporting imagery in advertisingO (p. 132). | turn,
therefore, to MoscoOs (2009) simplification of the term as Othe process of transforming things
valued for their use into marketable products that are valued for what they can bring in
exchangeO (p. 127).

This concept applies to sporting objects in two ways. First, sports teams generally
produce D in conjunction with a number of sponsors and partaevedhh of exchange-value
products, including the aforementioned licensed apparel and merchandise. Rather than be
grouped and reduced, however, these items require closer investigation into their design and
meaning, especially as they age. Given time, therefore, these mass-produced objetéx] colle
from the history of sports franchises, can be important contributors to fan and team identity. In
addition to these products, the materiality of sport also includes game-used products | categorize
as objects that were designed to have a use value in the context of producing oastaging
sporting event. In this sense, commodification represents the packaging of these functioning
game-used materials, like dirt from a stadium or a game-worn jersey or a teamOs throwback
jersey, into materials commercial products designed for mass-consumption.

As sport has grown in importance both in the United States and internationally, the value
placed on its objects of both kinds B game-used and mass-produced P has flourished. Thus, in
addition to the gap in literature and the emergence of new products, the development of
connections with sporting objects further motivates this study, as sports fans, moved by the



intermingled evocations of memory, history, nostalgia, and identity, yearn for more than just a
spare professional baseball. In recent years, other, far-less ordinary items that share the same
spirit and provenance of my baseball ® and are considered OauthenticO and QgArhavesed
flooded the Internet and sports memorabilia collecting companies. In concert with a drop in
baseball card sales, from $1.2 billion in 1991 to just $250 million in 2005 (Johnson, OSpinning
their wheels,O 2006), companies have not only focused on selling high-priced pieces but turned
virtually any game-used artifact into a product (Montandon, OHarvesting,O 2008). Mixed with the
sale of a few high-priced items, the massive amount of memorabilia sold in small,l@déorda
chunks has pushed the sports memorabilia industryOs worth to one billion dollars a year (Branch,
OBaseball fights,0 2009).

Furthermore, while some of these authentic items have some sort historical significance
or are connected to a sports superstar, an equal, if not greater, number are relatively mundane.
One particular grouping of mundane objects, stadium artifacts, have recently been syshkgmatical
commodified to the point that authentic, game-used dirt is now available for purchase from all 30
MLB stadiums. Beyond dirt, however, companies have also found ways to sell stadium
scoreboards, banners, pitching rubbers and bases, freeze-dried grass, stadium seats, stadium
signage, locker room materials, foul poles, end zones, trash cans, turnstiles, and even urinals. For
example, when two landmark New York metropolitan-area stadiums closed in 2009, the New
York MetsO Shea Stadium and the New York YankeesO Yankee Stadium, the amount of material
available from their respective dismantling gave each team an unprecedented opportunity to sell
their iconic facilities piece-by-piecAs New York Magazinepined when news of the (baseball)
yard sale broke, Othis will be a quantity-over-quality sale for Yankee diehards with money to
burn...[and], in the end...the coming bonanza will turn literal junk into as much as $50 millionO
(Montandon, 2008).

An ideal example of player-based memorabilia took place upon the conclusion of the
2008 MLB season when nearly every piece of baseball equipment used that year by New York
Yankees third baseman Alex Rodriguez was placed on eBay: jerseys, bats, elbow pads, socks,
hats, shower sandals, and even spandex undergarments (Rovell, OBuy A-rodOs,0 2009). Used
items from other sports include bikes ridden in the Tour de France, shirts worn by PGA Tour
golfers, hoods from NASCAR race cars, gloves used to make the game-winning catch in Super
Bowl XLIII, soccer shoes from World Cup matches, and mouth guards used in NHL hockey



games. Importantly, not all player-based authentic memorabilia is even used in a game r conside
the aforementioned shower sandals. Additional non-game items for sale include high school
yearbooks of professional athletes like Jesse Owens and Willie Mays as weltas a le

handwritten by Cassius Clay in 1961. Other examples approach a bodily fetishism, such as
recently for sale items like former MLB outfielder Luis GonzalezOs used chewing gum, former
MLB pitcher Jeff NelsonOs surgically removed bone chips, and an empty champagne bottle used
by the Red Sox in 2007 to celebrate their American League Championship.

In addition to these sports memorabilia items, the development of sports uniforms and
jerseys has transformed in the past century of professional sports. The original uniforms, woolen
incarnations that stylistically borrowed from volunteer fire and militia companies, tkar lit
resemblance to the technology that comprises todayOs uniform styles and fabrics. Furthermore, in
the century since professional sport began, the number of uniform changes and alterations has
reached into the thousands, creating interesting stylistic lineages for professionakspusts t
Commercially, although professional jerseys have only been available for purchase by
consumers since the late 1970s, they have since become a major part of the merchanidise sales
sports teams and corporate manufacturers like Nike and Adidas, apparent in the multiple jerse
product lines and price levels available for purchase.

As new technologies in jerseys developed in the 1990s, and as jersey sales increased in
the consumer marketplace, teams and leagues began to showcase new and alternate jerseys on
the field. These promotional events began with the first ever OTurn Back the ClockO game held
between the Cincinnati Reds and Philadelphia Phillies on June 16, 1991, in PhiladelphiaOs
Veterans Stadium. In a pioneering move, each team wore polyester replica uniforms from 1957,
known as throwbacks. Other teataamswould participate in OTurn Back the ClockO
promotions, but the proliferation of uniform changes and uniform re-designs would continue
throughout professional leagues in North America. Some notable instances throughout the 1990s
included the NFLOs throwback craze during the 1994asiversary season, when the leagueOs
most consistently-styled teams donned throwbacks B an experiment that led to somagnteresti
results.

Other jersey experiments during the 1990s included the creation of various alternate
jerseys and redesigns throughout the NHL. Some of these experiments were short-lived, such as
the use of sublimation on the St. Louis Blues Ojazz trumpetO uniforms that were vetoed by the



teamOs head coach before making a public appearance, the cartoonish alternate logo on the Los
Angeles KingsO OBurger KingO alternate jerseys in 1996endogo for the National Hockey
LeagueOs (NHL) New York Islanders that far too closely resembled the GortonOs fisherman B he
of fish stick dinner fame.

Finally, in 1999, MLB, the league responsible for starting the throwback phase,
introduced bizarre theme called OTurn Ahead The Clock,O based on an awardSeiattiag
Mariners marketing promotion in 1998, with teams purportedly wearing uniforms from the year
2021, a convenient tie-in with corporate sponsor Century 21. In the decade since, the throwback
phase became a fashion fad and is now a permanent staple of professional American sport. While
teams and leagues seem less interested in predicting the future, there is certaunhe addre
made in exploring sportOs past.

In the cases of both authentic sports memorabilia and sports jerseys, therefore, being a
sport fan involves navigating the material intersection of memory and commercializahibv®. W
authentic artifacts are available at very high prices, the mass-produced sports meniterabilia
developed by a swell of sports memorabilia companies are small, affordable chunkeitinatt at
to reach every kind of fan through multiple Oprice points.O The end result is that products
assembled abroad, embedded with tiny pieces of authentic material, may be infiarely m
affordable but are materially different than a Babe Ruth, game-used bat, for example. The same
concept applies to sports jerseys, in that todayOs jerseys available for retail are cheaglgi-produc
recreations that eschew details for the sake of gemassappeal. Further, while buying a
throwback jersey today is less expensive than purchasing or bidding on an authentic, game-used
jersey from sports history, there are fans willing to remove themselves from marketplace and
create what they perceive is a more accurate material representation. For both lines tf,produc
the sacredness P or aura D of the items is deprioritized for sake of an increase in market share.

The prioritization on market share in sport materiality, is strikingly similar to the sttere
at play in the merger of sport and media. Throughout tHe@6tury, sport and media became
irrevocably intertwined to the point that providing a spectacle to attract massive audiences
trumped an idealized notion of sport. Thus, as Sewart (1987) claims, professional sport is defined
by its obsession with Othe direct and undisguised primacy of the profit motiveO (p. 172). Jhally
(1989) furthers refines sportOs pursuit of profit by pointing to Otwo kinds of commodity salesO in
sport: tickets and broadcast rights (p. 80). Although he coins the term Osports/media complex,O



JhallyOs (1989) focus on media fails to consider the world of products that participate in a cycle

of consumption outlined by Andrews (2009) aséling] to control and direct consumer

emotions in a manner that enhances the aura of the sport event, and thereby further stimulates
desires for its myriad commodified formsO (p. 227). Looking at the commodification of sports
materials B in mass-produced memorabilia and sports jerseys D thereby requires considering their
place in this cycle.

Critically, this study begins by juggling the historic weight of authentic, auratic, items
like the Babe Ruth bat B against the products that seek to engage and further stimulate the desires
of the masses. In this distinction, | believe that a Babe Ruth bat is significantly diffexent
Yankee Stadium dirt encased in a paperweight or a replica throwback jersey made in Thailand
The bat truly possesses an aura, as in BenjaminOs (1968) concept of the term, mwads the
produced items are just another object in the fan marketplace.

This distinction does not make the mass-produced items any less significant, however, as
they serve a different purpose than items like the Ruth bat. That bat is, if not locked away in a
bank vault or the depths of a museum or hall of fame, is not to be handled much in the same way
we are not allowed to touch LeonardMdsa Lisa Such a situation is investigated in the classic
baseball film,The Sandlgtwhere an unwitting youngster mistakes a Ruth-autographed baseball
for a usable object. The aura of such objects precludes them from practical use and, often,
practical displayMassproduced items, on the other hand, are designed to be carried, worn,
displayed, and used in such a way they can provide an identity function for fans. Further, beyond
their ability for display, these objects have a mobility that is unavailable to the greattiauthe
items. While the ceiling of the Sistine Chapel must stay in the Vatican, the Y&tddiam dirt
key fob is an utterly mobile, mass-produced relic, but a relic nonetheless.

These kinds of objects, again neglected in analyses of the commodification of sport, are
especially important for study in the context of postmodernity. Being able to buy these kinds of
objects, often drenched in nostalgic appeal, reflects a performative identity for Dickinson (1997)
that centers and stabilizes a fragmented sense of self in the postmodern age. As such, Othe
performance of identity is a performance for someone, even if just the Oself,0 created through
stylized enactmentsO (Dickinson, 1997, p. 21). The style we enact is important, and the resources
we can potential call upon B decades of Yankee Stadium dirt history or a decades of memories
entrenched in sports uniforms B help us locate who we are in the present. Objects, according to
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Belk (1991), not only can assuageasproof while Owe seek missing feelings of authenticity in

the past,O (p. 122) but can offer us a degree of status among our family and friends. The
collection of such objects, he states, allows people to Oat least imagine [themjsdirey]
contemplate these possessions, before a rapt audience which is anxious to know just what it was
like for [them] to have been thereO (Belk, 1991, p. 124).

As such, this dissertation will investigate these objects and their meaning by cgmbini
critical rhetorical methods and economic critiques with the perspectives of the teanpsinies,
and fans involved in the expansive realm of sporting materiality. Importantly, the following four
chapters rely heavily on the insight of four different subject-positions in the development of the
commodification of sporting materialitya collector unwittingly sucked into the commaodification
process of a new baseball stadium, representatives from sports memorabilia cootzages
with advancing memorabiliaOs commodified forms, fans reacting against the comtrmuifica
team image and identity, and fans actively resisting the commodification of sports.jerseys

To begin, the first chapter is based on a May 2010 trip Minneapolis, Minnesota, where
the Minnesota Twins had just opened a brand new open-air ballpark, just blocks away from the
Hubert H. Humphrey Metrodome, their home for almost three decades. The team played their
inaugural game in the new stadium against the Boston Red Sox, a nationally-televised game that
brought the teamOs former greats out to dedicate the new space. A quick scan of reports from the
post-game introduced me to Clyde Doepner, the foremost collector of Twins memorabilia, and
current team curator. Doepner had migrated some of his 7,000-piece collection into the new
stadium and, notably, the display cases spread throughout Target Field were part of the
tremendously warm reception for the mostly publicly funded stadium (taxpayers paid nearly
$400 million of the $522 million price tag).

Visiting with Doepner gave me the insight of a dedicated collector who is not only
passionate about the Twins and professional baseball, but a collector whose interest in the hobby
was not motivated financially. But while his affiliation with the Twins, mangeéshrough
pieces from his collection dispersed in Target Field, seems to implement a samseanita
homely familiarity, it does so in a heavily commercialized space. Replete with hagdpri
seating areas, elegant restaurants, and a prolific amount of retail space Kimmelmare(g¢09) t
these kinds of stadiums, akin to the two recently opened in New York, Omallparks.O In such

spaces, the baseball game is lost amid an overwhelming number of options for eating, shopping,
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consuming, and socializing. With DoepnerOs artifacts in place, a balanced mixture ofilhjstoric
significant, auratic objects and mass-produced collectibles from the 1960s through today, Target
Field seems to ameliorate this mallpark designation by inviting fans to bask in the history of the
Twins franchise. However, a close rhetorical analysis of the space reveals that DatgmsrOs

serve to make fans feel at home in the commercialized space, encouraging them to recognize
their team in areas throughout the stadium built primarily for high-levels of consumption.

Further, the prevalence of mass-produced objects also serve as a reminder to fans that consuming
teamrelated objects has long-term benefits. These objects, more than simply acting as status
elements, can potentially be valuable, as valuable as the objects behind DoepnerOs lijass. Fina
the teamOs displays avoid mentions of and artifacts from the Metrodome as a means of obscuring
the tenuous history of public opposition to paying for a new stadium.

As such, the chapter deals with the transition of a private collection into a public space,
and how the context of a commercial space reconfigures the potential meanings assdhbiated wi
sports objects. Ultimately, DoepnerOs displays begin to look like shopping window displays,
appropriate considering the mallpark characteristics of Target Field. The third chaptdizes
on this sentiment and continues, in more direct form, the idea furthered by sports memorabilia
companies that purchasing team-related objects is a valuable endeavor. While the stark
difference between the two chapters, however, is that DoepnerOs means of acquiring objects took
place outside of the processes of commodification, the definitive similarity betvosgme&Os
displays, contextualized within Target Field, and the catalog offerings of sports memorabilia
companies is that both encourage the act of fan consumption. This principle is developed by
sports memorabilia companies who, after coming to agreements with a host of professional and
collegiate sports teams, work to provide objects at various price points as a means of pursuing
profit.

Specifically, talking with the sports memorabilia companies revealed that sedw&ing t
maximum amount of profits required the validation of authenticity in the memorabilia
marketplace. In the late 1990s, with their business limited to high-priced items and their ethos
destroyed by fraudulent sports memorabilia rings, sports memorabilia companies embarked on a
new set of authenticating procedures that would allow for almost any sporting material to retain
its authenticity B and thus, its value. Bizarrely, these new procedures allowed for items as
mundane as dirt to be divided into small quantities and sold ad infinitum, packed into picture
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frames, paperweights, key fobs, pens, and more. | contend, however, that the remaining idyllic
notions of sport B and thus, its memory-making functions b are compromised when everything in
the stadium is framed as a commodity. The end result not only degrades what makes stadiums
and other sporting materials special, but it converts fandom into a competition in consuming.

The commodification of history, or as Dickinson (1997) describes it, Omemories for
sale,O is not only a significant element of sports memorabilia, but sports jerseys. In chapter four,
| address how sports uniforms, specifically throwback jerseys, have indeed become memories for
sale.As the material representation of the team, sports jerseys are an important parf otyeam
and fan identity. Therefore, many teams have tremendous histories embedded in thede materia
representations, manifest in the colors, shapes, and logos of old jerseys.

Commercially, this historical appeal was exploited as a fashion fad around the turn of the
21% century. Although it was short-lived, the success of throwback jerseys encouraged
professional teams to initiate a constant rotation of throwback jerseys, adding another product
line for purchase by a ravenous market. In the case of the Los Angeles Dodgers, however, the
implementation of throwbacks has serious consequences that recall the teamOs ditigjve ide
as a relocated franchise. Using fan reactions, | argue that, much like the situationas ¢cbatext
surround memorials and museums, the context of throwback usage dictates whether fans
interpret throwback jerseys as honorific or disgustingly commercialized. Furthermore, included
in that interpretation are both design elements like colors and fabrics as well asliteetbes
financial standing of the franchise and team owners. In the case of the Dodgers, even though the
2011 throwback jerseys were the end result of a fan vote, the teamOs decision to modify the
original 1940s jersey so that it would generate mainstream appeal reflected poorly on the
intentions of ownership. Manifested through the throwbacks, therefore, fans merely see the
commodification of the Dodgers brand and view the sartorial decision as maneuver by owner
Frank McCourt. McCourt, the DodgersO owner since 2004, has already taken millions of dollars
in personal withdrawals from the franchise but is now embroiled in an expensive divorce (his
wife is asking for between $300,000 and $500,000 per month in alimony) and a lawsuit with the
firm that formerly represented him in said divorce case. McCourtOs transformation of the
Dodgers team into the Dodgers brand (or Dodgers bank), via the commercialization of
throwback jerseys, thereby reminds fans that there is nothing particularly unique about the team
or their fanship. Instead, the brand is all that is important and fans have a choice to consume or
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not consume. While fans in Los Angeles seem displeased with this kind of reminder, their
outrage is passive and not active.

The group of fans that comprise the fifth chapter of the dissertation find themselves in the
same situation as Dodgers fans disaffected by commodification. However, rather thamypassive
protest their dissatisfaction on message boards, these fans have taken a more active approac
Instead of being held to the corporate merchandise offerings from official sources, these fans are
making their own team apparel, connecting with their teams through their own memories. Rather
than consume the memories that are for sale, they have becamgddcselfers (DIYers) that
make products they believe are more authentic than team jerseys sewn overseas. Taking this
active position has its benefits, namely, allowing for unrestricted creative freedomgninigsi
teamrelated garments, but it also brings elements of identity and masculinity in the realm of
sports fandom to bear. Specifically, mastering the skill of sewing and craftmaking, as the
uniform DIYers have done, puts them outside the sphere of normative conceptions of masculine
fandom in sport. Sport, as a cultural field, has some tremendously entrenched concepts of what it
means to be a man, an ideological bent that typically discriminates against women and
homosexuals. Because the domestic arts are not inherently part of what it means to be a male
sports fan, the DIYers are often faced with confused glances and awkward stares when donning
their home-made garments. As such, the DIYers take great pride in associating with each other
via the Internet, finding a home at the webOs nexus for sports jersey critique and appreciation.
Their collective agency is, therefore, not only a reminder of the gender ideologies in sport but a
statement on the empowering possibilities for sports fans to reclaim the mgtefiapbrt and
act against commodifying forces.

Consequently, I like to think that the four case studies addressed in the following chapters
cover the a wide range of possible relationships between fans and their teams in thetdditsd capi
moment of sport: beginning with a collector driven by non-pecuniary rewards, whose objects are
embraced and commodified to reassure a fanbase, to the companies who seek to commodify
everything within sportOs playing surfaces, to the fans who object to the commaodification of their
team, and the fans who reclaim their teamOs materiality and manufacture thejinidkbrtiteir
team in non-pecuniary fashions. As such, these chapters rely heavily on each other to help
understand how fans relate to the commercial development of material objects in sport. In
addressing these four subjects, which have yet to be addressed from the theoretical implications
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and perspectives of identity, memory, nostalgia, rhetoric, and commaodification, | believe |
provide not a comprehensive look at an emerging scholarly field, but an invitation to a
conversation and a means to make us think about the materiality of sport.
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CHAPTER TWO

STADIUM MEMORABILIA: MOVING HISTORY TO HOME
(PLATE)

During a particularly cold spring weekend in the town of St. Paul, Minnesota, a glance into the
life of Clyde Doepner, a former high school history teacher, introduced a virtual nexus of
collected historical artifacts. That introduction began with the neighborhood in which he resides,
one that Doepner notes is one of the foremost collections of Victorian homes in Amerioa (it is
the National Register of Historic Places). His is a quaint structure, built in 1904 and fihed w

the requisite old-world charm and character of a home from that time period, but the treasures
that lie within suggest the building itself is merely a vestibule for a number of impressive
collections.

In the homeOs creaky old attic is the worldOs foremost collection of Minnesota Twins
memorabilia. The list of the more than 7,000 items include tickets from the TwinsOnfiesinga
1961, baseball cards and trophies from an untold number of players, dozens of game-used
jerseys, game-used bats, game-used gloves, game-used team parkas, yearbooks, programs,
buttons, bobble head dolls, placards, silverware, cereal boxes, mugs, team schedules, pennants,
signs, stadium bricks, and an almost innumerable amount of miscellaneous objects. It is a
collection so publicly renown that every major news outlet in the Twin Cities has visited this
space but, notably, also so privately guarded that just a select few outsiders have been privy to
witness DoepnerOs incomparable collection first hand.

Yet, for all the Twins memorabilia he maintains in his home, Doepner has an even more
impressive space for his most beloved Twins artifacts. It is a space so fahtddiogpner has
moved hundreds of his most treasured items from his attic to a locale specifically designed f
his unigue and massive trove. That space is no curio cabinet, however, but the recently opened
Target Field (2010), the newest home for the Minnesota Twins franchise and a virtual open
canvas for DoepnerQOs collection to create Major League BaseballOs (MLB) most historically
conscious stadium. Officially hired by the Twins in August, 2009 as the teamOs curator, and with
the team leasing his collection, Doepner is in a position that is without equal in Americ
professional sports. Working closely with the Twins, Doepner has selected choice items, of

significances large and small, and strewn them in a variety of locations within Taglgetvét,
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not only is he constantly making decisions about what items can fit in the stadium and where
they should be organized, but Doepner is also responsible for identifying which current (or
potential) items will be valuable in the future and acquire them so the team can preserve its
legacy. While the New York Yankees (MLB) currently have a curator on staff to attend to the
museum located within Yankee Stadium, and several other teams feature museums in their
stadiums, no team has employed a collector like Doepner.

Thus, while numerous scholars have chronicled important collectors throughout
American history, virtually no studies have been dedicated to the collectors like Doepner who
suddenly finds himself at an intriguing intersection. Not only is his personal and carefully-
guarded collection becoming public, but he is included in this transformation as he turns from
private collector to institutionalized curator. Considering the already-limited number afsstudi
on sports collectors (Belk, 1991; Bloom, 2002; Rogoli, 1991), DoepnerOs now-official role with
the team is especially noteworthy.

This chapter, therefore, will investigate the development of this extraordinary relationship
between Clyde Doepner, Target Field, and the Minnesota Twins. The first portion will examine
DoepnerOs motivations for collecting, his unique characteristics as a collector, and how those
motivations and characteristics explain his transition from an individual collector to theQw
official team curator. The second portion will show how the diffusion of DoepnerOs collection
from his attic into areas throughout a half-billion dollar stadium has helped to create an historica
consciousness that is unsurpassed in American professional sports stadiums.

Yet, while the incorporation of DoepnerOs collection into T&igkt yields this historic
quality, its effect is also characteristicannaterial rhetoric and rhetoric of display that promotes
and advocates specific meanings and narratives while obscuring and silencing others.
Specifically, | argue that by bringing his items into the public space, spreading them throughout
the facility, as well as combining the great objects with contextual mass-produczdilviels,
Doepner and the Twins have delivered a narrative that invites fan interaction. By drawing fans to
these everyday objects, the Twins work to imbue a sense of home about Target Field, providing
fans a nostalgic, and thereby familiar, sense of place in the brand new facility. In doing so,
however, lalsocontend that the displays encourage the consumption of mass-produced items in
the aptly named OmallparkO and erase the teamOs previous home, the Hubert H. Humphrey
Metrodome, as a means of obscuring the TwinsO aggressive, decade-long pursuit of a publicly-
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funded, stadium.
From OClyde the CollectorO to OClyde the CuratorO

On the afternoon of April 21, 1961, sixteen-year old Clyde Doepner, an outstanding baseball
pitcher in his own right, attended the first-ever Minnesota Twins baseball game. Accahtpanie
the Metropolitan Stadium by his father, Doepner returned home with a program, a bobble head
doll, and the ticket stub from that game and, true to his accumulating nature, he never lost sight
of any of these items. Unfortunately, after winning a Minnesota state high school baseball
championship, DoepnerOs pitching career was cut short in college by injury. Unable to aspire to
the highest levels of baseball, his devotion to the game fused with an almost genetic
predisposition to collect and thus began a collecting career.
Investigating the origination point or initial motivation for collectors yields a host of
possible explanations. Passionate collectors throughout history, and the scholars who study them,
have made multiple approaches in their quest to explain this often-addictive behavior. A key
figure, Walter Benjamin (1968a) outlined the powerful concept of OauraO as a means of
suggesting the attractive power of original and authentic objects. For him, these kinds of objects
(he mentions an ancient statue of Venus) may mean different things to different people over
time, but they each possess a confronting and enveloping Ouniqueness, that is, its auraO (p. 223).
In another essay entitled OUnpacking My Library,O Benjamin (1968b) invokes this
powerful aura by detailing his own love affair as a collector of books. The short piece reveals a
great deal of BenjaminOs affinity for old books, notably his Othrill of acquisition,O but it also
grants insight into the rationale for such an impassioned and chaotic exercise: Oto renew the old
worldO (p. 61). Moist (2008) sees this insight as grounds for understanding how Ocollecting is
really as much about production as it is consumptionO (p. 102). Citing PearceOs (1993) systematic
mode of collecting, Moist points out that collections Opresuppose a two-way relationship
between the collection, which has something public (not private) to say, and the audience, who
may have something to learn or disagree withO (p. 87). As a result, Moist concludes, studying
collectors as private individuals surrounded by their own memories and nostalgia is only a
simplified means of understanding a renewal. Another Osort of collecting...approaches the
collection not as an end point but as a springboard to further creative actionO where collectors

can communicate meanings and Oengage with the world around them by reimagining - or
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genuinely Ore-new-ing® some pastO (p. 105).

In terms of baseball collecting, BloomOs (2002) investigation of card collectors suggest
that their intent resides in a desire to connect with an innocent, preadolescent, and thereby,
nostalgic, past. As Doepner explains:

One of my personal goals in life was never to grow up and so far, so good. You know,

IOm sixty-five and | hope | can keep that youthful love of baseball alive in everyone so

the seventy-year old remembers when he was a kid and who his heroes were and to bring

that with you to the next generation and the next and the next (personal interview, May

10, 2010).

Because Doepner believes his exploits are driven by having fun, a concept frequently associated
with childhood, BloomOs (2002) conclusions are apposite here, given the following
considerations. First, for Doepner, baseball cards are just the beginning. Of course, he possesses
thousands of cards, but his first significant Twins objects - the program, bobble head doll, and
ticket stub - are more apt to BenjaminOs aura than mass-produced baseball cards. Second,
Doepner professes he Ohas never sold anythingO (personal interview, May 10, 2010). While this
form of collecting distinguishes his pursuits from the constant buying-and-selling of baseball

card swap meets and shows that typify card collecting culture, it does highlight what Bloom
(2002) labels a Odogged tenacityO for collecting - a kind of hoarding required to pursue a
completed set (p. 69). Finally, although DoepnerOs professed interest in teaching history, and
particularly Twins baseball history, seems primordial, his love for baseball - born in the glorified
memories of his early baseball careacs as his prevailing intent recalling what Bloom (2002)
asserts is a nostalgia for a OpresexualO and OhomosocialO era of boyhood (p. 86). Dilworth (2005
affirms this approach since Oindividuals make collections for all kinds of reasons, but they are
often didacticO (p. 7). Over time, therefore, DoepnerQOs trajectory as a collector combines
BenjaminOs appreciation for aura and passionate pursuit of objects with MoistOs analysis of Ore-
new-ing,0 as DoepnerOs ambition and talent have granted him the agency with which to tell the
story of Minnesota Twins baseball.

Given these motivations, the story behind Clyde the Collector still requires exposing his
unique personality as the driving force behind his aptitude and passion for collecting. After
DoepnerOs pitching career ended, his career as an educator blossomed. As part of his job as a
teacher, he took a position as a high school baseball coach in 1966. That same year, just five
years removed from the Minnesota TwinsO first game, team owner Cal Griffith sent out free
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season passes to all of the high school coaches in the Minneapolis area. When Doepner attended
his first game that season, he took special care to visit GriffithOs office to pgrmmdlhim.

The result of that simple gesture happened to be a lifelong friendship between the two men and
their bond opened a crucial lifeline for DoepnerOs collecting pursuits, even after Griffith sold the
team in 1984 to banking entrepreneur Carl Pohlad.

When the team moved from the Metropolitan Stadium to the Herbert H. Humphrey
Metrodome in 1981, DoepnerOs relationship with the Twins gave him the opportunity to peruse
what the franchise was too frugal to send into storage. Over the course of one month, Doepner
stood patiently by as Twins officials rummaged through the Metropolitan Stadium storage room
and as he describes it, Owhatever they were going to throw away on that day, | got to have a look
at itO (personal interview, May 10, 2010). Combined with a dedication to catalog and troll
various yard sales and flea markets throughout Minnesota, Doepner implemented an intense
drive to complete his quasi-encyclopedic Twins set. Such determination often resulted in
peculiar methods, like letter-writing. For example, in 2006, Doepner wrote letters to former
Twins batboys from the 1960s and 1970s, an exercise that yielded a champagne bottle from the
TwinsO 1965 World Series trip and some game-used player pants.

As a result, Doepner soon became a de facto Twins historian, a position he unofficially
held for over three decades even after Griffith sold the team in 1984 to local millionaire Carl
Pohlad. Frequently during that tenure, Doepner would neatly package his Twins memorabilia
from a given year, 1961 perhaps, or from a given player, place it into a sizable Rubbermaid
container or two, and visit schools, banquets, or any number of functions throughout Minnesota
to, as he puts it, Ogive a talkO (personal interview, May 10, 2010). Many of these speaking
opportunities arose from the notoriety that Doepner received from public displays at an annual
winter Twins fan celebration called TwinsFest. The event, which began in the Metradome |
1989 and is hosted by the team to raise funds for charity, has featured a Doepner collection
display every single year. Along with a number of other exhibits and booths sprawled out across
the Metrodome outfield, DoepnerOs nine display cases, four feet wide and eight feet high, would
often feature thematic presentations. The annual event has become a wildly popular three-day
celebration of the Twins and as a permanent staple, Clyde the Collector has had a forum to
deliver his museum-quality collection. But because just a handful of people had ever been in
DoepnerQs attic, the private collectionOs public displays could be tightly controlled and unveiled
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at his will, a curtain drawn to lend Twins fans a glimpse into the teamOs impressive history.

That delicate balance of private and public display took a sharp turn in the late summer
months of 2009, when the retired schoolteacher was offered a position with the Minnesota
Twins. After decades of informal relations, Twins president Dave St. Peter not only crgdted a
that would make Doepner the teamOs official historian and curator, but included a lease - and,
importantly, not a purchase - of his 7,000 piece collection. A dream job, certainly, for a lifelong
Twins devotee, but if the team survived without DoepnerOs collection for almost three decades,
why incorporate him now? The answer explains how Clyde DoepnerOs transition from collector
to curator was both a logical and natural eventuality.

First, as a personal friend of Cal Griffith, the Twins owner until 1986, the Twins
franchise had a reasonable familiarity with Doepner. After two decades of showingssit Tw
Fest, the team was well aware of both DoepnerOs acquiring skill and his sizablercol\éte
familiarity is one factor, the second was purely kairotic. Upon the conclusion of the 2009 season,
the Twins were facing an historic transformation. The team, a tenant in the Metrodome since
1982, would be moving into a brand-new, baseball-dedicated, open-air stadium. While the
Metrodome would continue to host football games for the National Football LeagueOs Minnesota
Vikings, the conclusion of baseball at the facility meant the Twins would soon have hundreds of
items, historic only for their use during the teamOs final home games. Any number of bases,
balls, bats, lineup cards, and game-used equipment from players, managers, and umpires would,
in the instance of preservation, need to be archived and catalogued. With so much not only in
Twins history, but in a digital culture merely disposed of and forgotten, DoepnerOs assistance P
like that which he provided when rummaging through the objects from the teamOs move to the
Metrodome in 1981 b was necessary.

This seemingly obvious task of keeping historically significant items had been
monumentally ignored by the Twins in previous years, typified by Cal GriffithOs impetuous
desire to avoid paying for rental space when the team first moved to the Metrodome in 1982.
Because this oversight had been systematic for the team for so many years, gaining access to his
collection was the final reason that the Twins needed Doepner. According to him, in terms of
historical artifacts of any variety, the Twins franchise Ohad virtually nothing from before 19950
(personal interview, May 10, 2010). For thirty-four years, the team had failed to keep any kind of

equipment, jerseys, programs, tickets, souvenirs, memorabilia, media guides, team yearbooks, or
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baseball cards, just to name a few. This discovery is especially shocking considering®aseball
overwhelming historical importance in America. As Butterworth (2005) notes, Omore than any
other sport, baseball embodies the mythology and ideology of American cultureO (p. 112).
Because the Twins neglected their commitment to history, they not only needed Doepner but
they were desperate for something equally as valuable: his collection.

As soon as the Twins officially brought Doepner into the organization, an extensive
discussion centered on how his collection could best be incorporated into the franchise. Recently,
both the New York Yankees (MLB) and New York Mets (MLB) incorporated museums into
their stadiums, which opened in 2009. Initially, the Twins were focused on constructing
something similar for Target Field. The team first contemplated building a museum on top of
the Metropolitan Club, a dining facility for season ticket holders and a distinctive arclatectur
feature of the new stadium. Plans were scrapped when the team could not figure out how fans on
game day could gain access to that location, given the areas of the stadium that would be
restricted to club seat ticket holders. The push for a museum, however, continued and a solution
appeared to be set when the Twins owners, the Pohlad family, purchased the Ford Building, a
ten-story former OModel TO factory adjacent to the Twins® new stadium in MinneapolisO
Warehouse District. For Doepner, the prospect of encasing the history of Minnesota baseball in a
century-old building was an exhilarating thought:

When the Pohlad family bought the Ford building, a gentleman promised to donate an
original Model T that was built in that building and | can just see having a Ford car sitting
there when you enter and having pennants from that era, OThe History of BaseballO
(personal interview, May 10, 2010).
In such a setting, Doepner imagined the possdsliA museum off-site could not only offer the
space needed to display potential exhibits, but his collection could be displayed throughout the

year (not just during baseball season) and, more importantly, everybody could have access.

22



J'.
.

Figure 2.1: MinneapolisO Ford Building, om arget Field.

Furthermore, the museum concept would make for a smooth transition out of DoepnerOs already
meticulously organized attic. But as Target Field was slowly unveiled to him, something in
DoepnerOs concept for a museum changed:

Now, there was a time in my mind when | was so insistent that we have a specific
museum because itOs in my mind and | know what itOs going to look like. WeOd do so
many things and | know what | want, but as this is unveiled, as the stadium is unveiled
and weOre putting display cases here and display cases there, all different levels and so
forth, we had to do it here [in the stadium]....And when | heard that theyOre going to rent
this place out year round, now people can see it year round (personal interview, May 10,
2010).
A departure from the centrally-located historical displays in other sports facilibepner and
the Twins both realized how valuable his collection could be if it was implemented throughout
the stadium. From that point, several months before the opening game at Target Field, Doepner
and the Twins set about making the stadium a living and breathing museum by spreading his
collections into a variety of locales.
The subsequent work required fifty and sixty-hour work weeks from Doepner, as he set
out to blend his collection with the franchiseOs limited amount of memorabilia. The hours of
work arranging the collection into Target Field has, unfortunately, taken its toll on DoepnerOs

once-pristine and museum-quality attic assemblage.
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Figure 2.2: Doepner reachfs an itemin his now-clutteredattic.

Just a year ago, it reflected the organization of a dedicated collector extraordinaire, proud of the
breadth and depth of his upstairs curio cabinet. Yet, ever since his work began in Target Field,
the dedication to organization and presentation drastically shifted from DoepnerOs attic to the
entirety of the TwinsO new facility. Caught up in the practicality of moving things from his home
in St. Paul to the stadium in Minneapolis and almost unaware of the shiftOs meaning, when | ask
Doepner whether the stadium is his new display case, he responds with a bellowing chuckle and
says, OThatOs brilliant. YouOre the first one thatOs said that. | feel really good on that, yesO
(personal communication, May 10, 2010).

Still, it is a sacrifice for both Doepner and his collection to be moved from a private to a
public place. Benjamin (1968b) insists that Ocollecting loses its meaning as it |psesoits|
owner. Even though public collections may be less objectionable socially and more useful
academically than private collections, the objects get their due only in the latterO (p. 67).
Baudrillard (1994) privileged this concept via the collectorOs Osecret seraglio,O a place where the
collection is kept for individual pleasure, or an emotional investiture for owners that Pearce
(1995) states Ois impossible for anybody else to scoreO (p. 355).

This tension is apparent for Doepner, whose insistence to lease his collection and, thus,
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maintain possession and control is contrasted with a contractual obligation to share. But as
Pearce (1998) also notes, the strain between private and public collectors also represents a
unique opportunity, Oif mutual understanding and personal respect is cultivatedO (p. 70). Her
claim, which pivots on the freewheeling nature of private collecting against the academic
distance required of museum curators, hints at, but stops short of, the possibility of someone like
Doepner being incorporated or institutionalized. As a result, considering the TwinsO lengthy and
amicable relationship with Doepner - at no point were they operating in competition with each
other - there was an admiration and deference for his collection that allowed for a propitious
fusing of private collector and franchise. Their partnership, furthermore, meant that Doepner
could continue to have tactile interactions and control over his collection, a critical compbnent
access and ownership (Danet & Katriel, 1989).

For whatever stress this inherent contradiction between personal and public may bear,
Doepner and the Twins have found an integrated middle ground. On the one hand, each piece in
his attic has a new place at the stadium where it can Obecome part of Twins history and the
tradition hereO (personal interview, May 10, 2010). On the other, in the pursuit of new items
DoepnerQOs official position as a team employee imparts a level of satisfactoullester that
very few can attain: ONow, every time thereOs a game, I0m thinking, what would Clyde the
Collector get? Well, Clyde the Curator can get it allO (personal interview, May 10, 2010). So
while he must relinquish some of his privacy, ultimately, the institutional privilege of camgroll
all of the Twins memorabilia introduces a valuable exchange: while reducing the need for
Odogged tenacity,O the evolution from collector to curator offers the satisfaction of the most
complete Minnesota Twins baseball set available and the dominion to control it.

The Twins and Target FieldOs Historical Consciousness

While new stadiums are instantly attractive to fans, they also instantly lack amchist

context, considering the decades of memories left behind in their old stadiums. To help assuage
this difficult transition, both the New York Yankees and New York Mets assembled museum
sites, located within the stadium, to present a variety of team memorabilia. Ekeheasit

attempts to transport history, criticism of these stadium spaces is pervasive. Boyd (2000) first
took note of the deleterious effect of corporate stadium naming, a trend inspired by the capitalist
drive to maximize profits that shadowed the boom of new stadium construction during the 1990s.
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Because these unstable corporate names replaced enduring commemorative ones, Boyd (2000)
argues that stadiums have lost their value as places for constructing social memory apd identit
In the decade since, sports teams and owners have used new professional stadiums to expand
capitalistic practices to new heights by introducing personal seat licenses, increasing |
suites and club seats, and creating exceedingly-sophisticated OmallparksO (deMgase & Ca
2008, p. 337). Considering the new baseball stadiums in New York, mallparks par excellence,
Kimmelman (2009) asserts they are no more than Opackaged, Disney-like palaces of
entertainment and commerce...[that] cater to our restless consumerismO (! 34-36). The new
Yankee StadiumOs Hard Rock Cafe or Citi FieldOs J.Crew store speak to KimmelmanQOs (2009)
point that the opportunities for continuous distraction pushes the actual game being played to the
periphery.

The corporate-named Target Field, certainly, has all of the trappings of a mallpark.
There are expansive team stores, exclusive ticket holder areas, and a number of restaurants and
bars without field views. However, the mallpark feel is disguised by the nostalgic delelofat
a history, embodied in the teamOs use of both historic and mass-produced memorabilia displays
dispersed throughout the stadium. These displays create a sense of home and invite fans to
connect with a team identity that, in the new facility, is immediately recogeizébé displays
thus create a materialized narrative of team history in a space sans history. Prinmardy, t
accomplished in two ways: first, the team has spread the objects throughout the stadium, and
second, the team has intermingled the historic objects with the mass-produced ones.

The TwinsO use of their entire stadium space as a display case offers an experience at
Target Field that does not dictate history, but invites fans to make sense of it, interptebd, a
a part of it at the same time since most of the artifacts are within direct stgbktm@hying field.
It is an arrangement that is particularly unique as teams and leagues are accustomedto placi
their objects in central locations like museums and halls of fame. As such, Doepner and the
Twins, once insistent on a museum, have figured out a way to use their collection as a reference
point throughout the stadium. Presentations are made in smaller groupings that, while
encompassing specific themes, keep the sizable collection digestible rather than laviegyvhe
This spatial scattering encourages a multi-faceted, decentralized approach to narrative
construction that engenders fans, employees, and even the players, to discover a variety of
themes on their own and connect to the team in personal ways. Yet, the dispersal of the artifacts
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is not the only means for creating this kind of connection. Doepner and the Twins also made sure
to include a wide variety of items, both significant and seemingly insignificant, in order to

recreate the historical setting for some of its greatest players and moments. In sum, the
arrangement and types of objects, rather than detract from a baseball experience like an enclosed
museum, offer the kind of stability to the community by invoking memoryeglac

This arrangement in the stadium, therefore, where Doepner has intended to OrenewO
Twins history, allows for a kind of active reception, defined by de Certeau (2002) as a kind of
Osecondary production,O whereby objects - or, in this case, a collection - can be understood Oby
users who are not its makersO (p. xiii). Also described by de Certeau as a kind of Otextual
poaching,O the concept allows audiences to create their own meanings for cultural products. The
general concept is furthered by Jenkins (1992, 2006), who borrows the notion of the masses as
OpoachersO and affirms the power of fan communities as participatory. In collecttnggljtera
emphasis would typically center on Doepner, who has his own meanings for each of the items in
his cases, as in BelkOs (2001) notion of Ocollecting as an act of production® or MoistOs Ocultural
production.O But, in this case, sharing his impressive collection with Twins audiencesallows
hermeneutic approaches that privilege the cultivation of individual meaning.

Allowing visual artifacts to be interpreted by consumers is an idea echoed in memory
studies by McGee (1990), who sees audiences as producers who recreate memories by
assembling Odiscursive fragmentsO (p. 287). These fragments are especially powerful, for
Dickinson, Ott, and Aoki (2005), as tangible objects since, Ounlike oral discourse, [material
artifacts] anchor the transient character of memory...[and] are not simply representations of the
past, they are concrete fragments of the pastO (p. 89). As a result, scholarship regarding
collective sites of memory must respond to recent calls for Ofocusing on what discursive
fragments of memory are gathered within the site of re-collectionO (Aden et al., 2009, p. 326).

Of the materials that Doepner and the Twins have provided thus far, there are two distinct
varieties. The first are unique, authentic artifacts in multiple varietiese fheses, which refer
to BenjaminOs (1968a) concept of aura, include game-worn equipment, apparel, bases, stadium
signage, trophies, contracts, and actual pieces from Metropolitan Stadium or the Metrodome. The
second category is defined as any object that may have been mass-produced, even if it was only
distributed in Minnesota. These mass-produced items include baseball cards, team programs,
team yearbooks, cereal boxes, games, soda bottles and cans, pennants, buttons, bumper stickers,
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t-shirts, bobble head dolls, puzzles, popcorn containers, team-issued china, and even team-
themed sausage wrappers, all spanning the entirety of TwinsO history.

For these kinds of technologically-reproducible objects, relying upon BenjaminOs
definition of aura would necessarily dismiss them as inauthentic or non-genuine. However, many
scholars contend that aura can be present in mass-produced items, especially if they descend
from a particular historic era. Belk, Wallendorf, and Sherry, Jr. (1989) suggest that even though
collectible items Oexist as profane commodities,O they can still become samtsdobing the
process of collecting (p. 19). This critique of Benjamin is extended by TomlinsonOs (1990) Oaura
of the commodity,O an idea that closely resembles BelkOs (2001) notion that there is
Oconsiderable magical power in consumer goods, advertising and brands.O Therefore, in the case
of the massproduced Twins items throughout the stadium, they may fall short of the
traditionally-defined aura associated with authentic items but, when removed from ordinary use,
items like old soda bottles or cereal boxes can retain a magical quality.

Without question, the contribution of the mass-produced items as part of the teamOs
historical presentation is undeniable. Based on the teamOs displays, which often combine the
mass produced and authentic items in the same cases, these mass-produced abfgdts toon
an historical frame. In doing so, Belk (1991) asserts, items from the past - both authentic and
massproduced - offer a Otranscendence of the here and now that characterizes the sacred
experienceO (p. 116). Similarly, Anton (2008) posits that items from the past, come to represent
the past through a kind of artefactual metonymy, Owhereby things transcend their merely
physical properties and become, at another level, surrogates or stand-ins for times now goneO (p.
370). The use, therefore, of mass-produced items is not only critical for contextualizing the more
historically-significant items, but they can impact audiences who recall their ownexqesi
with these products.

Consuming Target Field: The Rhetoric of Target Field Displays

Yet to simply describe the historical function of these displays would ignore the
rhetorical underpinnings of display. For while a tour of Target Field shows how the TwinsO use
of memorabilia creates a sense of familiarity, there are consequences to this appieelth
(2007) states, Owhatever is revealed through display simultaneously conceals alternative
possibilities; therein is displayOs rhetorical dimensionO (p. 2). Moving spatially throughout the
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stadium, | argue that although the displays are designed to provide a historical foundation, they
alsoperform a rhetorical function that reveals the inherent commerciality of Target Feeld as
mallpark. Accordingly, the alternative meaning of these objects is characteristic of the
postmodern state, where althougte®eek missing feelings of authenticity in the past,O those
desires are often satiated by Osanitized image[s]O presented to us in placeskyeVQidid,
Gettysburg, and Colonial WilliamsburgO (Belk, 1991, p. 122). With the Twins, even though the
artifacts are real and authentic, in the context of the commercialized spaces iEddg#téy

become conflated signs that are sanitized for the sake of encouraging consumption.

Therefore, although the intermingling of objects both historic and mass-prodiesd do
not allow for a clean bifurcation, their display does perform two separate tasks. First, téne displ
of historical items attempts to conceal the especially-commercializedssipaithie new stadium,
specifically in the numerous restaurants and bars that define Target Field as &kmnialp@se
instances, the objects are tools that orient the commercialized spaces as kistwrnghile, the
consequences of this deployment reveal the opposite conclusion and position the Target Field
displays as part of the late capitalist spectacularization of sport, where @énteesiing and
merchandizingEseek to control and direct consumer emotions in a manner that enhances the
aura of the sport event, and thereby further stimulates desires for its myriad commodified formsO
(Andrews, 2009, pp. 226-227). As a result, the displapagsproduced items throughout the
stadium encourages fans to consume the current spate of mass-produced Twins offerings and
begin their own collections, following CrawfordOs (2004) assertion that Obeing a fan is primarily
a consumer act and hence fans can be seen first and foremost as consumersO (p. 4).

With particular focus on the ordinary objects associated with some of the TwinsO best
players, the displays advise fans that an opportunity awaits in cultivating the future aura b and
future value B of such mundane objects as team-affiliated pennants and playedafélest
boxes. The displays instruct fans not to discount the potential of these kinds of ordinary objects
because there is both a sense of security in identity and a promised status that acedingpanie
pleasure in saving collectibles (Belk 1991; 2001). In addition, as Butterworth (2010) observed in
the gift shop attached to a traveling baseball Hall of Fame exhibit, the displaysandatahe
best means for preserving a memory for the future is to buy something Toedgllowing
critique, then, follows these displays and then concludes with a tour of the stadiumOs
Metropolitan Club, an homage to previous baseball stadiums in the area (Metropolitan Stadium,
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Nicollet Park, Lexington Park, and Siebert Field). This club, exclusive to season ticket holders,
oddly excludes the teamOs previous home, the Metrodome, a functioning, city-owned stadium.
Therefore, | argue that this glaring omission attempts to obscure the divisive political and
economic battle surrounding the teamOs purported need for new stadium.

The tour begins outside the stadium, where a massive collection of Twins baseball cards
have been reprinted, enlarged, and colorized to fit the dimensions of a seven-foot-tall fence that
parallels the stadiumOs third base line. Just a few dozen feet from Target Hiéid&stdae
exterior, the baseball card fence stretches for several hundred yards and features a

chronologically-organized display of players from 1961 to the current day.

Figure 2.3 The baseball card wall stretches about 300 yards along Target Field@sadée

In this timeline display, there is at least one card from each of the forty-nine TwinaseBist
while the team narrative is enriched by the breadth of players, as well as the equal [meséntat
players both significant and marginal, the great majority of these players never stepjped foot
Target Field. Their likenesses have been manipulated in a grainy-sepia color tone thatanvokes
nostalgic style that reduces them to empty historical signifiers. The card wall, tisesm, se
historical frame around the ahistorical space.

Furthermore, from a fan standpoint, the baseball cards both invoke nostalgia for older
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fans familiar with the practice of baseball card collecting and offer a reminder to dangmiat

baseball card collecting is significant and worthwhile. As Bloom (2002) stipulates, hasetsl

are the domain of Omostly older white men,O who Orender a popular culture artifact a nostalgic
icon of a stable and OinnocentO past rooted in male preadolescence and middle-class whitenessC
(p. 67). By offering cards of wide range of players, the wall seeks to connect older fans with the
players they remember and the cards they collected in their youth. For younger fans, the Twins
have made sure to include current players in the wall, notably the teamOs most popular player,
four-time All-Star Joe Mauer.

Figure 2.4 Joe Mauer rooki cardoutside the TwinGstadium

Born in nearby St. Paul and drafted out of high school by the Twins, Mauer plays catcher and
bats in the cleanup position in the team lineup, making him the teamOs de facto leader. His rookie
card, pictured on the baseball card wall, reminds fans that the next team superstar tay awai

pack of baseball cards. While the value of baseball cards have slowly diminished in the past
decade, the potential long-term value of a card featuring Mauer, a current superstar and potential
hall of fame inductee, allows baseball card collecting to remain relevant.

Inside the stadium, one of most accessible spaces in the hierarchically organized Target
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Field is a main concourse tavern named after Kent Hrbek, one of the franchiseOs best and most
famous players. Born in nearby Bloomington, Minnesota, HrbekOs cult status among Twins fans
was cemented not only by leading the team to World Series titles in 1987 and 1991, but by
spending his entire professional career in the Twins organization. Minnesotans also cherished the
slugging first baseman for a humble, but fun-loving demeanor, exemplified through a Warhol-
inspired pop-art piece that hangs in the bar as well as other photographs that show Hrbek being

doused in celebratory beer and champagne.

Figure 2.5: Kent Hrbek wall art in the Target Fieltt thatbears his name.
Among the other features in this space are two-story, fteoeiling black and white

photographs of the Hrbek on the wall behind the bar and a chrome-tiled ceiling with current and

past TwinsO logos.
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Figure 2.6 The black and white Hrbek montage behind the bar.

Figure 2.7 Kent Hrbek jerseys, beginning with his high school, in HrbekOs Bar.

The focal point of the room, however, is a game-used jersey timeline of HrbekOs baseball career
that utilizes seven authentic jerseys and stretches around three of the barOs four lyahis. In a
jersey display provides a materialized career arc of a beloved hometown figure while the photos
imbue atimelesshistoriaty to his career with the Twins. The bar, thus, instantly provides a
familiar space inside Target Field as well as reinforces pride in Minnesota.

An opposite conclusion, however, is that the dZcor of the $pheig used to invite

33



fans into what is little more than a glorified concession stand. After asking his permmthsi

Twins were able to use HrbekOs name, image, and career B as materialized in the photos and
jerseys D as a frame for creating something local in the commercialized space. According to
Twins president Dave St. Peter, the bar is Okind of a hometown spot,O a depiction upheld by
signature items on the barOs small menu which include Bloomington onion rings and walleye, a
Minnesota fish staple (Mason, 2009, | 3). This local focus is betrayed by the commercial
underpinnings of the restaurant that, like all eateries in Target Field, is operated by one of the
largest privately-owned companies in the world. That company is Delaware North, a hgspitalit
and food service giant based in Buffalo, New York, and primary food provider for almost fifty
professional sports fields, arenas, and complexes across North America (Delaware North
Companies, 2011). The company, hired by the Twins before the start of Target FieldOs inaugural
season, takes specific care to provide local cuisine to these sports facilitiessamdigreature

items that create elevated gustatory experiences for fans beyond the traditional adage of peanuts
and crackerjack. With all of this emphasis on food, Kimmelman (2009) suggests that the game
has become of secondary interest. This is reinforced by the design of HrbekOs, an in-stadium
restaurant with an outdoor patio that does not feature a view of the field of play. Thus, the
historic sense about the restaurant is merely a tool for creating a luxurious experience that puts
food ahead of baseball, a ploy that is echoed in smaller, more traditional concession stands
throughout the stadium that feature a gluttonous amount of other local favorites as well as Asian
food stands and OTony OOs Cuban SandwichesO (as in Cuban-born former Twins outfielder Tony
Oliva).

Sharing space on the second level of the stadium, the club section known as the Delta
Sky360 Legends Club provides another stirring historical spectacle that, appropriate to its
corporate namesake, is used in a commercialized space. The level is divided into three mai
sections, one for each of the teamOs most historic stars: Kirby Puckett, Harmon Killebrew, and
Rod Carew. In each area, the Twins have placed huge photographs and murals of each player as
well as installed display cases that house select player-related autherdis abgnass

produced collectibles.
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Figure 2.8 The Kirby Pucket Atriumpictured above, and the Carew Atrium both featurestooy laser
burnedwoodetchings of their namesakia,addition tomemorabilia case

Among these mass-produced artifacts, the Twins have installed bobble head dolls, Wheaties
boxes, photos, mugs, stuffed animals, VHS tapes, team programs, placards, books, jigsaw
puzzles, buttons, soda bottles and cans, batting trainers, buttons, coasters, and themed vanity
license plates.

These artifacts do recall history and invoke memories regarding each player, however,
each area serves as part of an exclusive feature of the Legends Club level, an area reserved for
higher-priced tickets. Furthermore, the Puckett and Carew Atriums, as well as the Killebrew
0573 Club,0 named after the sluggerOs career homerun total, are all primarily food and drink
destinations in this level. Thus, their presence is not as much historical but, rather, theygprovide
sense familiarity that eases consumers to an area of high-level consumption. THisoappea
consumers is so expertly fulfilled that each area is in high-demand as rental space for corporate
and social gatherings on non-game days in Target Field, thus accentuating the banquet feature of
spaces in modern mallparks.

The focus on mass-produced items also reiterates to fans the potential significance of
consumption opportunities. Items as seemingly innocuous as a hitting tee or a stuffed animal,

these displays suggest, can become valuable items in the future.
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Figure 2.9 An autographedRod Carew batting trainer fro®73, located in the display case in the Carew
Atrium.

This theme is taken to an utmost extreme in the exclusive luxury suite area of the stadium, where
Doepner and the Twins have assembled two adjacent display cases that are solely comprised of
Twins memorabilia from 1961. Rather than feature game-used artifacts from the 1961 season,
however, the collection inside these display cases is comprised of a myriad of printedsnateria
only: banners that welcomed the Twins to Metropolitan Stadium, the teamOs first ticket brochure
advertising placards from local companies welcoming the Twins to Minnesota, a chamber of
commerce packet, 1961 schedule coasters and handouts, a box of Post Grape-Nuts Flakes with
baseball cards of the Twins players attached, stadium information pamphlets, and evest a full s
of Twins baseball cards attached to a local companyOs (PetersO Meats) packaging for Oskinles

weiners.O

Figure 210 Post GrapéNuts Flakes box in the 1961 display in the luxury bevel.
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Figure 2.111961 pakaging for PetersO skinlesswess, located in the 1961 display in the luxury box
level.

The attention to detail in these presentations is consistently excellent. For exam{adbel for
the Post Grape-Nuts Flakes cereal box notes that the baseball cards use player photographs from
1960, when the team, known then as the Senators, was located in Washington, D.C. Continuing
through the luxury suite concourse, DoepnerOs baseball card collection is mounted in the
hallway, along with another crucial piece of Twins history: the Homer Hanky. Initially a
promotional giveaway sponsored by 8tar Tribune MinnesotaOs largest newspaper, the Homer
Hanky has been the teamOs official rally handkerchief for two decades of home playoff games.
The skybox level, besides connecting with older fans who may remember the teamOs first few
seasons in Minnesota and thereby recognize the items, is a space unabashedly devoted to
collecting, ergo buying, anything seemingly related to the Twins.

The encouragement to invest in objects is reinforced by the TwinsO dedication to retail
space throughout the stadium. Six storestantherchandise carts, operated by Delaware North,

are in place throughout the stadium, a stark upgrade in space and volume from the one retail
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kiosk located in the Metrodome. One of the six major retail areas in the stadham,800

square foot Twins Majestic Clubhouse Store, a year-round flagship installation named for the
company that provides the official apparel for all MLB teams. The store, which featuresg;lot
memorabilia, and a variety of authentic, game-used merchandise, consequently fasetions

Twins Odepartment store,O according to retail management (Klein, 2010, | 9). This notion, rather
than being lamented as commercialism run amok, has actually been celebrated by fan$ and loca
media. During the opening weeks of the new stadium, a local news story from a local NBC
affiliate functioned as a mouthpiece for the teamOs emphasis on retail opportunities, taking
special note of the items that marked Target FieldOs inaugural season and concluding: OMuch of
what is at the ballpark is only sold there, and things from this yearOs inaugural season wonOt be
around longO (Klein, 2010, ! 18).

Finally, venturing towards the top of the stadium hierarchy of price and access leads to
the stadiumOs dining club, the Metropolitan Club, a privilege for season ticket holders only. The
entrance to the club is lined by a mural photograph of Metropolitan Stadium, replete with plastic
colored panels that mimic the plastic fasade pattern of OThe Old Met,O the Fatissddlium

in Minnesota.

Figure 2.12The view from theentance of the Metropolitan Club recrestae oldMetOs fasade.

Just beyond the entrance to the club, the walls are covered with black and white photos of older
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baseball stadiums in Minneapolis and a handful of portraits of baseball greats who briefly playe
there, including Ted Williams and Willie Mays.

Figure 2.13 The picture of Nicollet Park, with portraits of Ted Williams and Willie Mays on the left.

Specifically, the stadium photos highlight Lexington Park and Nicollet Park, both minor league
stadiums that have since been demolished, as well as Siebert Field, the Universityesfad#iOs
outdoor home since 1971. While Lexington and Nicollet Parks, now demolished, predate the
existence of the Twins in Minnesota, their presence reinforces MinnesotaOs histonieeticn

with outdoor baseball.
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Figure 2.14Inside the Metropolén Club, the Twins havecreated the colored panels from Metropolitan
Stadium.

Inside, the dining club space boasts tall, two-story windows on three sides, with an outdoor
terrace that overlooks the playing field as well as the entrance plaza to the sg&tdiomng

inside the structure, therefore, reinforces the feeling of being outdoors.

Figure 2.15The glass exterior of thdetropolitan Club overlooks the field of play.
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The upscale eatery B pan seared salmon and mustard rubbed pork loin are available b continues
the homage to outdoor baseball with five glass display cases full of memorabilia from
Metropolitan Stadium. The impressive collection houses artifacts and game-used items from the
1961 to 1981 seasons, the full tenure of Twins baseball on the site where the Mall of America

now stands.

Figure 2.16 A stadium seat, pennants, and the original colored bricks frofathde at Metropolitan
Stadium.

Some of the items include: plates and silverware used in the Metropolitan Stadium dihijrgy cl
stadium seat, the pitching rubber and home plate, the centerfield outfield sign, pictures and
programs from that era, as well as game-used bats, jerseys, pants, and caps.

With all of the focus on the outdoor stadiums in Minnesota, including three that never
housed a Twins contest, it is interesting that the Metrodome, the Twins home from 1982 to 2009,
is not mentioned in the Metropolitan Club. Furthermore, outside of a small mention on a stadium
timeline in the plaza entrance to Target Field, the Metrodome is surprisingly absent froin Targe
Field. | assert that the rationale for this omission is twofold. Primarily, the Twins feel 8ethpe
to remind their fans that outdoor baseball is patently good via images and memorabilia that
supports MinnesotaOs outdoor baseball past. Relatedly, convincing fans to believe in the moral
imperative of outdoor baseball is a tool that legitimates the expenditure of public funds to build
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the privately owned Target Field for TwinsO billionaire owners, the Pohlad family.dReltite
second rationale for ignoring the Metrodome is that to revisit the city-owned facility would
emphasize the TwinsO decade-long, politically divisive, and manipulative campaign for a new
publicly funded stadium.

First and foremost, Target Field once again brings Minnesota baseball to the great
outdoors. After three decades inside the cavernous and stolid Metrodome, built for the primary
purpose of increasing capacity for the NFLOs Minnesota Vikings, Target Field is an open-air
space designed to create a baseball experience, complete with real grass and othigeinterac
elements of nature.

Figure 217: A billboard in the Twin Citiesadvertiseghe 2010 opening of Target Field.

The transition to an outdoor space thus became a central marketing feature for the Twins on
billboards throughout Minneapolis, connecting the American pastime with a pastoral nostalgia
inherent in the sportOs beginnings (Butterworth, 2010). In Minnesota, as well as in other
professional baseball cities, this pastoral notion had dissipated throughout the 1970s and 1980s
primarily because of the cold functionality of cement dome stadiums (sfasléties existed in
Pittsburgh, Cincinnati, Seattle, Houston, and Philadelphia).
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Figure 2.18Inside the Metrodome, where the wall in right field is little more than a plastic tagpicgv
hundreds of retracted seats designed for football viewing.

But, beginning with the retro-inspired benchmark of BaltimoreOs Camden Yards,which opened in
1992 and was designed to Omimic the historic stadiums of baseballOs glory days,O baseball
stadiums have been designed to reinforce the nostalgia of the sportOs outdoor beginnings
(deMause & Cagan, 2008, p. 137).

The nostalgia embedded in Target FieldOs memorabilia displays had to contribute to the
stadiumOs appeal, since the team relies on fans to attend games, eat food, and purchase
merchandise. For fans driving from throughout OTwins Territory,O the teamOs inclusive
marketing niche aimed at fans in multiple states and throughout Minnesota, an outdoor stadium
has a potentially large drawback: the weather. Yet, the memorabilia provided in the Metnopolit
Club and throughout the stadium insulates fans from the potential images of falling snow and
rainy afternoons that can impact the city during baseballOs May to October months. As such, the
concept of outdoor baseball was fashioned not only as a source of pride but how baseball in
Minnesota should be played. Local news stories focused on the joy of being outdoors and quoted
fans repeating the mantra, OThis is how baseball is supposed to be playedO (Brown; 2010, | 2
Blount, 2010) and OThis [is] Minnesotan. YouQre chilly? Grab a jacket Hoo-ray! No roofO
(Weiner, 2010, |} 16). Those sentiments were echoed in a playoff rally song composed by a local
band, The Hold Steady, in a couplet of the chorus: OFrom Mankato up to Brainerd, from
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Burnsville to Bemidji / Now weOre playing outdoor baseball and thatOs the way it should beO
(Finn, 2010). Furthermore, by eliminating references to the Metrodome, the stadium displays in
Target Field paint a long and distinguished history of outdoor baseball in places where it ought to
be played, discounting the Metrodome, a still functional sesreerely Oa football stadium

where a baseball game broke outO (Clyde Doepner, personal interview, May 10, 2010).

In addition to ensuring fans that baseball can and should be played outdoors, erasing the
Metrodome from Target Field works to mask the political and economic history of the Twins®
demands for a new stadium. When the Metrodome opened for the play of baseball in 1982, it
joined a long list of other domed stadiums in professional sport. Rather than flourish in the new
building, however, the team struggled to compete on the field and attendance dropped to a point
that would have contractually all@d Twins owner Cal Griffith to move the team to Tampa,

Florida. Only an intervention by Carl Pohlad, a man described at the time as Oa no-name,
wealthy banker from the [Minneapolis] suburbs,O saved the team from relocation when he
purchased the club from Griffith in 1984 (Street, 1991, p. D1). The new purchase allowed Pohlad
to renegotiate the teamOs lease in the city-owned Metrodome, lowering the teamOs rent and
increasing its share of concessions sales.

Just seven yearstmPohladOs ownership, less than ten years after the Metrodome
opened, and six years after Metropolitan Stadium was demolished to make room for the Mall of
America, Twins officials began to pine for an Oopen-air baseball stadium builnadijeite
[dome]O (Walters, 1991, p. 2C). Under this arrangement, the Twins would play their early and
late season games indoors and the summer games outdoors, offering a solution that would avoid
installing an expensive retractable dome on the MetrodSme&aul Pioneer Presguotes a
team official with saying: Olt just makes no senseEthis way, we would have a stadi@® that
specifically built for baseballO (Walters, 1991, p. 2C). Their plight in the Metrodome worsened
when Oriole Park at Camden Yards opened in 1993 to rave reviews in Baltimore, thereby
making the Oantiseptically modernO Metrodome, a $55 million dollar facility paid for by the
citizens of Minneapolis, Opositively archaicO (deMause & Cagan, 2008, p. 66).

The Twins then embarked, as deMause and Cagan (2008) assert, on a quest for a new
stadium B a multi-step process that has been repeated in professional sports towns throughout
America for the past three decades. Generically, any such quest involves lamenting thfe stat
the current and the team lease, threatening to move or sell the team, claiming geahthedds

44



a new stadium to be competitive, and demanding public funds to build a new facility that the
team would own (team-owned facilities require no rent be paid and teams are able to keep all the
profits from sales of concessions, merchandise, stadium naming rights, and luxury suites). This
process began in earnest in 1994, when the Twins and Pohlad began seriously pushing for a lease
re-negotiation during the same year MinneapolisO professional basketball franchised received
$74 million in local government funds to pay for budget shortfalls in the construction of a new
arena (deMause & Cagan, 2008; Orwall, 1994). Specifically, Pohlad, whose personal fortune at
the time was estimated at $600 million, wanted more revenues from the sale of advertising a
luxury suites in the Metrodome as well as less responsibility for stadium mainteonatse c

(Weiner, 1994). The demands set the stage not simply for a new lease, but for a new stadium as
Twins officials claimed that the team could no longer afford to share the MetrodomeOs revenues
with the Vikings (Walters, 1994). But local sentiments indicate that Minnesotans had grown tired
of providing public money to private interests and opposition to funding a new stadium was
strong, especially since Opublic money is too valuable to be spent fixing a baseball situation tha
is not brokenO (Reusse, 1993, p. C1). The Twins had almost a decade left remaining on their
Metrodome lease, in what was considered a perfectly suitable home for baseball Eh$heorwi
World Serieditlesin 1987 and 1991 in the Metrodome. As one local sports columeasured
PohladOs claims, and the insistent insinuations regarding a new stadium, OYou could see this
coming from miles awayEbe prepared. Put your hands up against the wall, spread your feet and
prepare for the shakedownO (Powers, 1994, p. D1).

Pohlad and the Twins closely followed all of the steps in the new stadium swindling
process, including hiring lobbyists to pester state government, influencing reports about the
economic impacts of new stadiums, and tleaag to move to North Carolina. Numerogsm
proposals for a publicly funded stadium went unrequited in the state legislature through 1997,
leading many to think that PohladOs constant threats meant he would eventually sell the team.
Still in Minnesota nine years later, the Twins finally won almost $387 million in pulnhidsf
due to what some state senators called Othe fatigue factorO (Scheck &syWiidd) | 8) and
the fact that, according to the chairman of the stateOs tax committee, Othe publgt@s intere
opposing this has wanedO (Kahn & Sweeney, 2006, p. Al1). On May 21, 2006, coupled with
PohladOs promise to add $130 million of his own funds to the project, the state legislature passed
a funding bill that mandated B without a voter referendum B a 0.15% sales tax to purchases in
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Hennepin County, home to Minneapolis. The tax increase was framed as O3 cents for every 20
dollars spent,O (Scheck, 2006, ! 5) but as deMause and Cagan (2008) insist, based on the
countyOs population, the increase would cost 0$320 per man, woman, and child in Hennepin
CountyO (p. 227). Therefore, after fifteen years of work, Pohlad, worth almost $3 billion as
reported inFortunemagazine, finally squeezed Minneapolis residents into paying the lionOs
share for a rent-free stadium where the Twins could controlled all of the potential revenues from
sales of naming rights, merchandise, concessions, luxury boxes, club seating, and advertising.
Given the decades-long desire for an outdoor stadium, stoked just six years after tearing
down Metropolitan Stadium, the Metrodome is not pleasant history for Twins ownership despite
the teamOs competitive sucesss the building. Even before their move into the building, the
Twins knew that they were merely an afterthought to the needs of the Vikings, a fact that
explains DoepnerOs confession that the Twins had not kept anything from their existence before
1995. This revelation explains just how fixated the Twins were on the MetrodomeOs
obsolescence, a fate sealed after the opening of Camden Yards, thus ensuring that there was no
room for dome artifacts that could be celebrated in a palace dedicated to pastoral feelings
Worse, however, the teamOs omission of Metrodome artifacts conceals the politieal deba
whether to publicly fund a billionaireOs investment or, what CarlOs oldest son and current Twins
CEO Jim Pohlad calls it, an adult Disneyland (Walters, 2011). Upset with the teara@stleas
Metrodome, original owner Cal Griffith nearly moved the team in the early 1980s, a feat nearly
repeated by Pohlad throughout the 1990s and early 2000s. Whether Pohlad truly intended to
move the team is debatable, but there is no doubting that the struggle that ensued to build Target
Field made Pohlad highly unpopular throughout the state of Minnesota. Therefore, the censure of
Metrodome artifacts in the new facility speaks to the notion that there is no room for umipleasa
histories in any kind of Disneyland. sanitized history for the Twins lies in overtly promoting
the cityOs former outdoor stadiums, including several ballparks where the Twins never played.
The black and white photos, the old signs, programs, and pieces of Metropolitan Stadium,
Lexington Park, Nicollet Park, and Siebert Field, best serve the Twins not as historigelsartif
but as conflated signs that feed the nostalgic sentiments of baseball pastanalie®nce,
simpler times, and slower pace of life. These parks, three of which been destroyed, only need to
appeaiashistorically relevant to the Twins, which is appropriate sincedamonly played in
one of them. They persist because their power exsikirred symbols of memory b their
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precise history is secondary to their appearance as histeaywhile, the Metrodome, and all of
the emotional baggage from attempts by owners to get rid of it and attempts by the public to
avoid corporate welfare, is too complicated a symbol for Target Field. It still stands, as a
perfectly suitable place for playing baseball, but not a financially-acceptable floctielate
capitalist business of baseball. Thus, there is no need to remind fans that they were oerced i
helping a billionaire profit, as the Twins did duringitheaugural season in Target Field,

bringing in between $50 million and $70 million more revenue than the final season in the
Metrodome (Moylan, 2010). And so the dormsgnored, even as it stands a mere twelve blocks

away.
Conclusion

In an age where owners and franchises are consistently demanding new, publicly funded
facilities, stadiums across America are being built at extraordinary rates. Fovamsheugh
the prospect of a new stadium can be exciting, the transition from the old to new can be jarring,
as in the case in New York. Beyond the loss of memories embedded in old stadiums, the
architectural simulacra and fabricated attempts at nostalgia function to, agkmnam(2009)
states, Omake a mockery of the pastO (! 36). Combined with increased pricing schemes and
hierarchical levels of access in new stadiums, these stadiums pay homage terogpatali
excellence, rewarding only those with the financial capital to afford resort-like stadiamties
at the expense of all others.

Ostensibly, what makes Target Field different from the New York stadiums is the use of
memorabilia displays throughout the stadium. On the one hand, these displays are noteworthy
because rather than focus only on the historic items, like KillebrewOs 573rd home run bat,
CarewOs game-worn jersey, or PuckettOs World Series rings, the Twins and Doepner fill in the
historical context around these players and items with a bevy of mass produced collectibles:
placards, postcards, cereal boxes, sausage packages, buttons, bobble head dolls, and more. Thes
items, recognizable to the TwinsO audience, offer fragmented, material texts that emeourage
active reproduction of memory. This kind of textual poaching allows and encourages fans to
connect their own memories with the thousands of items on display throughout the stadium. In
conclusion, what makes Target Field special is that Twins fans are not presented with a
collection that weaves Twins history to a single narrative, but a collection that gemaerates
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multitude of personal narratives brought together under the umbrella of Twins fandom. This
development would never have been possible without the work and the collection of Clyde
Doepner, the perfect complement to historically situate Target Field. When hired in & offic
capacity and given the power to retain control of his belongings, the fusion of his personal
collection throughout the Target Field became a natural next step that avoided a potential
awkward conflict between Doepner and the Twins. It also granted Doepner the power to pursue
the completion of his set, interminably, and be paid for the privilege.

Ultimately, however, the implementation of these artifacts in a commercialized space has
rhetorical consequences. Primarily, contextualizing the artifacts around the restaurantsiland re
spaces of Target Field eases potential concerns of commercialization whiteneg the value
and status of fan consumption. Secondly, by reducing the significance of the Metrodome, the
objects in Target Field legitimate the pursuit of an outdoor stadium, even as the public opposed
its funding for over a decade. For, unlike the plain concourses and seating areas of the
Metrodome, Target Field reminds its fans that objects create an identity and that a hoie i
complete without objects that define it. Conveniently, the Twins dictate this identity loirayoi
the uncomfortable history of the Metrodome and providing Twins fans ample opportunities for to
purchase the objects that celebrate the outdoors.

Even so, the MetrodomeOs absence looms large because it is everything that Target Field
is not: an indoor, cement behemoth and a plain, aesthetically unappealing space builbfer the s
purpose of watching sport. Target Field, built just twelve blocks to the northwest, is irttynate
comparison, elegantly wrapped in Minnesota limestone and catering to every luxury of a modern
day mallpark. Because of Target FieldOs inherent commercialism, the Twins have norinterest i
promoting a discourse that reminds fans of a perfectly usable sports facility that, adidanme
(2009) surmises, does not Ocater to our restless consumerismO (! 36). And so, it seems a touch
ironic that, twenty-five years after demolishing the Twins last outdoor stadium to make room for
a mall, the Twins have themselves a new facility in Target Field that combosssfunctions b
the Mall of America(Os) Pastime.
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CHAPTER THREE

AUTHENTICITY AT THE RIGHT PRICE: THE
DEVELOPMENT AND IMPLICAT IONS OF COMMODIFED
SPORTS MEMORABILIA

Since 1947, the Little League World Series (LLWS), an annual baseball tournament for national
and international teams comprised of 11-13 year olds, has been held on the grounds of the Little
League Association headquarters in Williamsport, Pennsylvania. The games betweamshe te
which are broadcast nationally on ESPN/ABC, are held in two proportionally-sized stadiums: the
oldest, built in 1959, is Howard J. Lamade Stadium and the other, constructed in 2001, is
Volunteer Stadium. At an elimination game during the 2010 LLWS, team Panama defeated
Canada by a score of 4-2, ending the Vancouver-based teamOs participation in the tournament.
After the traditional post-game handshakes, ESPN cameras found a player from team Canada
carefully scooping up dirt from the Volunteer Stadium infield into a plastic bag. The play-by-

play commentator, cued to this scene, almost incredulously stated, OHowOs that? If that doesnOt
sum up the experience for [the player], | canOt imagine what else doesO (Sandulli, 2010). That
remark was enthusiastically reiterated by the analyst commentator, a former Major League
Baseball manager, who said, OYou talked about memories and taking things home. A little dirt
from Williamsport. What a memory and 10m sure the coaches are going to make a little memento
for each player with the dirt that theyOve collected here because thatOs a super coaching staffO
(Sandulli, 2010).

Without addressing their possibly over-eager assumptions, the statements from the
commentators frame the powerful memory-making function of something as meager as a few
ounces of dirt. Notably, the scene from Williamsport was eerily similar to the post-gawity act
following the final out of the 2008 season at the old Yankee Stadium two years previously. After
the game between the Baltimore Orioles and New York Yankees concluded, players from both
teams scooped various amounts of dirt from the $odre-demolished field. Notably, Yankees
closer Mariano Rivera, who recorded the final out against Baltimore infielder Brian Roberts, was
completely surrounded by cameramen when he piled several handfuls of dirt from the pitcherOs
mound into a plastic jug.
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Figure 3.1: Cleats from the last player to bat thvankee Stadiunprized for the cakedn stadium dirt
on display at the National Sports CollectorOs Convention in 2010

Unlike Williamsport, however, the dirt in the old Yankee Stadium was not only gathered
by players but by the stadiumOs grounds crew. Under the watchful eye of Major League Baseball
(MLB) authenticators, the dirt was placed into large white buckets, sealed, and affixed with an
authentic hologram sticker. In the months that followed, the Yankees and corporate memorabilia
partner Steiner Sports dispersed that dirt, in tablespoon-sized increments, into a myriad of
products, including drink coasters, key fobs, picture frames, and crystal desk ornaments. In total,
Steiner Sports reported that in they year following the demolition of Yankee Stadium they had
sdd $3 million worth of dirt and another $800,000 in freeze-dried grass from the ballpark
(Brennan, ONeed new chairs,0 2010). Furthermore, by the end of 2010, after inserting small
plackets of dirt into a variety of souvenirs, the Yankees and Steiner had sold $10 million worth
of dirt products (Tharp, 2010).

While the desire for keepsakes of all kinds has not abated, the process for acquiring them
certainly has, and companies, teams, and leagues are no longer waiting for stadium closings to
peddle what Gordon (1986) refers to as Opiece-of-the-rockO memorabilia: objects like dirt, grass,
game-used clothing and equipment, used team champagne bottles, and a miscellany of stadium
artifacts. A further examination into this process exposes the strangleholdithak of
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agreements among companies, teams, and leagues have on a devoted market of sports fans eage
to grasp at the aura encased within a litany of products. Designed to ameliorate the

overwhelming amount of fraud that problematized the memorabilia market through the late

1990s and early 2000s, this process has created an assembly line of tightly secured and highly
credible authentication procedures as a means of delivering - at various price levels -
authenticated sports memorabilia.

As such, this chapter will examine this burgeoning authentic memorabilia market as an
exemplar of MoscoOs (1996, 2009) concept of commodification, with a focus on its implications
for sport (Andrews, 2001; Andrews, 2004; Boyd, 2000; Horne, 2006; Sage, 2000; Sewart, 1987).
Importantly, while scholars continue to explore this theoretical perspective surrounding
professional sport within a late-capitalist understanding of culture (Andrews & Ritzer, 2007,
Andrews, 2009), the subject of sports memorabilia represents a gap in the literature on the
commodification of sport. Therefore, | argue that sports memorabilia companies package aura
through powerful symbols of history, memory, and nostalgia for a hefty price, Otransforming
[them]...into marketable productsO (Mosco, 1996, p.146) as part of managing Othe sport entity as
a network of merchandizable brands and embodied sub-brandsO and exhausting Osport-related
revenue streams and consumption opportunitiesO (Andrews, 2009, p. 222). Consequently, | will
first outline the development of commaodification in the realm of sport, with an eye towards the
asyet discussed position of authentic memorabilia in the period of late capitalism.| Posit
that the FBIOs now-infamous sports memorabilia forgery and fakes investigation became the
impetus for a new era of memorabilia oversight, production, and authenticity. Finally, | will use
the case of Steiner Sports and authenticated dirt from Yankee Stadium to argue that the
commaodification of sports memorabilia has semiotic, interpretive, and practical regpensus

that further reduce fans into mere consumers.
Tracing the History of Commodification and Sport

Looking back to origins of professional sport, Jhally (1989) delivers the premise that
Osports hav@waysbeen based on commercial relationsO (p. 80). He later clarifies this position,
in that Oprofessional sports depend on two kinds of commaodity sales...they sell tickets...[and
they] sell the rights to broadcast the events to the mediaO (p. 80). This discrepancy can only be
reconciled by the idea that the beginnings of the commaodification of sport must be traced back to
the era before tickets and before media. It is possible, Bale (1993) suggests, to locate sport in a
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period before it became Osportified.O That is, to follow the evolution of sport back to the true
ludic activity played in town squares and courtyards, before, as Bourdieu (1999) explains, O[the]
extension to sport the rules of neo-liberal economicsO (p. 17). But, once designated spaces were
outlined for sport in the late 19th century, rules were established, stands were built, and games
became scheduled events. Unlike games that took place in wide-open spaces, designated sports
facilities accomplished two things that would forever change sport. First, they separated
spectators from players and second, they initiated and normalized charging admission to these
events.

Once these designated spaces had been constructed, JhallyOs (1989) understanding of
sport as a two-headed commodity producer was fulfilled. Over time, ticket prices to sporting
events increased as teams built new stadiums, most readily apparent in the past deaade as
introduced a new era of stadiums deemed OmallparksO (Kimmelman, 2009). By offering a wealth
of shopping and eating facilities, expansive club level seating sections, luxurious private suite
and other distractions, these facilities prioritize the opportunity for profit making.

Meanwhile, the second element of JhallyOs (1989) commaodity sales, sports media
broadcast rights, has also evolved since the early 20th century. Beginning in the age of
industrialization and urbanization, OSport sold newspapers and newspapers sold sportO (Horne,
2006, p. 41). Because of this relationship, Burstyn (1999) explains that more fans were following
and attending sporting events, which in turn, allowed athletes to transform from amateurs to full-
time professionals. With athletes dedicated full-time to training, sporting eventsebbicdrar-
skilled dramatic events that, following this sport-media symbiosis, drew even larger audiences
(Burstyn, 1999, p. 106). Recognizing this mutually beneficial relationship is the key to
understanding sports and media in the modern era. It is what Jhally (1989) calls the
Osports/media complexO (p. 77). Both entities work in concert to promote and sell their
respective products.

However, much as stadiums developed over time, the sport/media relationship reached
new heights as the media industry was transformed through the second half of the 20th century.
As an example, for the 1949 Major League Baseball season the Chicago Cubs charged just
$5,000 for the right to televise the teamOs games (Bellamy, Jr., & Walker, 2008). Sports leagues
today, however, charge billions of dollars for the right to broadcast sports contests and gain
access to a highly desirable audience demographic: O18-34 year-old male consumers prized by
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corporate advertisersO (Slack, 2004, p. 8). As such, sport media scholars have pointed to the
power of media companies to use sporting spectacles for the sole purpose of drawing huge
audiences and selling those audiences to advertisers. Sage (1990) summarizes the process
succinctly: OSport programs are merely bait for selling advertising: that is how the media uses
sport...the media have no interest in sport. It is merely a means for profit makingO (p. 123).

But, selling tickets and providing audiences for sport does not fully constitute the
commodification of sport. To investigate a new direction for the commodification requires a
standard definition, especially since Moor (2007) considers the overuse of the term to have
expanded to include Oticket price inflation and increasing sponsorship revenues to the sale of
branded goods by clubs and the use of sporting imagery in advertisingO (p. 132). Thus, without
making special consideration for sport, Mosco (2009) simplifies the term by returning to basic
Marxian principles: OCommodification is the process of transforming things valued for their use
into marketable products that are valued for what they can bring in exchangeO (p. 127). Beyond
connecting capital with labor, this transformation obscures the social relations inherent in the
exchange process and imparts a great potency onto the commodity. As such, Othe commaodity
contains a double mystification,O where, first, the commaodity appears without the appearance or
knowledge of the social struggles that are involved in its production (Mosco, 2009, p. 131).
Second, and with reference to the Marxian concept of commodity fetishism, the commodity
becomes Oreified,O and Otakes on a life and a power of its own, over that of both its producers
and consumersO (Mosco, 2009, p. 131).

As a target for sports scholars, the concept of commodification has been used to
underscore the destruction of pure sport. Sewart (1987), in accordance with MoscoOs (2009)
definition, statesthat sport Obecomes a commodity governed by market principles [when] there is
little or no regard for its intrinsic content or formO (p. 172). The sport commaodity, therefore,
privileges exchange value at the expense of an idyllic form of sport. Sewart (1987) outlines this
inherent conflict by pointing towards the indefatigable desire to draw large audiences, thus
propagating the sports/media complex. This desire, while responsible for both the many rule
changes in professional sport as well as the termination of a sporting meritocracy in favor of
Omarket principles and the canons of entertainment,O has also steered sport toward @spectacl
theatricalityO (Sewart, 1987, pp. 176-8). Consequently, the spectacularization of sport ensures

that the vested interests in the sports/media compléxieliver entertainment mega-events, not
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merely athletic contests, in order to suit Othe commercial needs of advanced monopoly capitalO
(Young, 1986, p. 12).

Situating Game-Used Memorabilia in the Media/Sport Spectacle

The transformation of sport into spectacle has become so commonplace and acceptable
that, according to Kellner (2003), it is Oone of the characteristic features of contemporary
postindustrial societiesO (p. 65). As such, Andrews (2006b; 2009) makes the logical connection
between DebordOs (1994) definition of the spectacle with JamesonOs (1991) critique of the late
capitalist moment in sport, embodied by the sports/media complex. Specifically, by avoiding the
pitfalls of sport scholarship that use DebordOs concept of the spectacle as a Qsuperficia
invocation,O Andrews (2006b) makes a clear distinction in describing the dualistic nature of the
spectacle:

the upper-case Spectacle (mediated mega-event) and the lower-case spectatdsgrele

outpourings of the corroborating and/or parasitic culture industries) provide both the

monumental and vernacular architecture of a spectacular society, in which the
spectacleNas capitalist product and processNrealizes a situation in which the

"commodity completes its colonization of social lifeSdted in Debord 1994a [1967]),

p. 29). (pp. 93-4)

These two orders of the spectacle, Othe monumental as the production of sport media mega
events and the vernacular as the ancillary commercial texts, products and services,O (Andrews,
2009, p. 225) characterize contemporary sport as an entertainment and cross-promotional
machine.

In one example, Andrews (2006b) marks the dualities of DebordOs spectacle with regards
to how the National Basketball Association (NBA) has developed as a commodity. First, the
presentation of the monumental, upper-case Spectacles, like national TV coverage, ptayoffs, a
all-star game extravaganzas, O[represent] the Ofinal form of commodity reification® (Jameson,
1991, p. 18)O (as cited by Andrews, 2009, p. 226). Concurrently, an overwhelming amount of
lower-case spectacles, in the form of sports merchandise, apparel, memorabilia, themed
restaurants, video games, and media products work to promote the experiential aura of the upper-
case Spectacle. These lower-case spectacles, specifically are Odesitmedate positive
sensory experiences with the core brands (the league and its franchises) and their constitutive
embodied sub-brands (players)O and thus, further stimulate the sports/media complex (Andrews,

2009, p. 227).
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Therefore, the development of sports leagues and teams as consumer-driven,
entertainment entities has altered JhallyOs (1989) dualistic understanding of sport as commodity.
Because both selling tickets and broadcast rights to the media has precipitated a sporting
theatricality, understanding the extent of sport as a commodity must embrace a meticulous
understanding of the spectacle and avoid understating DebordOs dualistic intentions (Tomlinson,
2002). As such, the best means of exploring how items like authentic, game-used sports
memorabilia further commodify sport requires AndrewsO (2006b; 2009) interpretation of the co-
promotional tactics of the spectacle, via the integration of media mega-events and a bevy of
ancillary products.

Overall, the large number and variety of these products are prized for the ability to
Ocultivate the aura of the sport Spectacle...[and] further stimulate desires for its myriad
commodified formsO (Andrews, 2009, p. 227-8). However, a distinction must be made between
these products, noting those that do more than cultivate, but actually can encapsulate the auratic
experience of the sporting spectacle. Essentially different from mass-produced apparebrDVDs
video games, these products are the authenticated, game-used, Opiece-of-the-rockO memorabilia
items that have, in just the past decade, exploded in number and scope into the sports
memorabilia marketplace.

Along with items like stadium grass and dirt, professional game-used jerseys and
equipment have become prized for their aura, a combination of material presence, uniqueness,
and authenticity that recall the experience of the sport spectacle. Originally, the temagura
defined by cultural critic Walter Benjamin (1968Db) to distinguish original pieces of art against
the impending movement toward lithography, photography, and film. He identifies OpresenceO to
describe the quality of the authentic original that is sacrificed in mechanical reproduction
(Benjamin, 1968b, p. 222). This presence is destroyed because new technology can physically
separate the original work of art from direct experience. In other words, distance, for Benjamin,
is no longer an impediment because mechanical reproductions allow the work, previously
docked to a particular location, to move Ointo situations which would be out of reach for the
original itselfO (p. 222). The Sistine Chapel cannot be moved and, as such, it requires arduous
work to travel to see it firsthand and in its original form. Copies, however, of MichelangeloOs
famous ceiling, can travel and, in doing so, not only lack such a presence but work to destroy the
presence of the original. Benjamin is more direct in concluding, OOne might subsume the
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eliminated element in the term Oaurad and go on to say: that which withers in the age of
mechanical reproduction is the aura of the work of artO (p. 223). This aura, he adds, is only
further decimated by a social paradigm shift where works of art are only designed for their
reproducibility (p. 226). Therefore, given the recent increase of auratic products, the following
section tracks the origins and development of authentic, game-used memorabilia, from its origins
with religious relics to early instances in sport, to its current, corporatized formula. Notably, |
contend that this development is a direct result of an authenticity crisis D liteediycation of

aura b in sports memorabilia through the late 1990s and early 2000s as well as the need to

expand the consumer base for sports memorabilia.
The Growth of Game-Used, Explosion of Fraud, and Solutions for Credibility

In sports, the opportunities for fans, en masse, to acquire pieces of the spectacle
throughout the 2Dcentury were relatively rare. Old game-used uniforms and equipment became
available sporadically and unsystematically, often through auction. The only objects that had
some precedence for being available, however, were pieces of professional sports stadiums. The
high turnover of stadiums throughout thd"2@ntury (deMause & Cagan, 2008) gave fans the
opportunity to purchase items informally as well as apprehend items that would have been
thrown away when old stadiums closed. In other cases, fans simply took what they wanted after
the final game concluded. Venerated sports writer Red Smith, witness to the final game in
BrooklynOs Ebbets Field in 1957, writes that Okids tore up the bases, clawed at the mound for the
pitchersO rubber and dug for home plate...[and] scooped earth from the mound into paper bags
and pulled outfield grass which they stuffed into pantsO pocketsO (Smith, 2000, p. 225). When the
Yankees first refurbished their stadium in 1973, some fans left with various pieces of tina stadi
like seats and signage, while others with connections to the organization made smallergurchase
later. Among these purchases included former Yankee manager Casey StengelOs shower door
and a pair of Babe RuthOs underwear (Montandon, 2008). These stadium yard sales have
continued, in more controlled and organized formats, with contemporary stadium closings. For
example, when PhiladelphiaOs Spectrum closed in 2010, after the most prized artifacts had been
harvested from the building for later sale, fans were given the opportunity to take what leftover
furniture and miscellany they could carry (Clark, 2010).

Meanwhile, the latter half of the ®@entury in the sports memorabilia industry was
driven by baseball card shows (Bloom, 2002) and an increasing number of sports memorabilia
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companies. Between them, the industry was dominated by mass-produced items like cards and
the quest for autographs, but featured the occasional aura-infused game-used memorabilia items.
In total, by the 1990s, the sports memorabilia industry had blossomed into a $1 billion annual
industry (Nelson, 2006). Much of this growth is attributed to the advent of the Internet and eBay,
which allowed sports memorabilia to become readily available to a large audience.

As this technology developed, the sports memorabilia industry was captivated by the
prices that historic home run baseballs, hit by Mark McGwire and Sammy Sosa during the 1998
MLB seasonOs home run chase, were fetching on the open market. McGWitebse7@in
ball, then representative of the most home runs ever hit during a MLB season and considered
Othe crown jewel of sports memorabiliaO (Gilbert, 2003, p. 299), was sold to comic book author
Todd McFarlane at auction for $3 million in 1999. Six more home run balls from the chase, three
from McGwire and three from Sosa, were also purchased by McFarlane for a total of $300,000.
According toSports CollectorOs Daigditor Rich Mueller,

the prices that were paid for some of those home run balls really opened peopleOs eyes to

the fact that there were people out there willing to spend a lot of money for things like

that. And | think the trickle-down effect came into historic game-used bats, jerseys, etc.

(personal communication, October 7, 2010)

Unfortunately, for many fans eager to obtain authentic game-used sports items, the development
of online selling in the largely unregulated industry fostered a breeding ground for fraud.

Millions of products sold at card shows and online, often by fly-by-night memorabilia

companies, were counterfeited pieces falsely labeled as authentic. Many of thesdégairced

forged signatures from a loosely connected network of impersonators seeking to take advantage
of gullible consumers looking for deals. Relying on the power of Internet anonymity, these
forgers could operate without fear of retribution.

Consequently, the number of incidences of fraud increased sharply during the 1990s. At
its height, forgeries so deeply infiltrated the sports collectibles market that thel Badesu of
Investigation (FBI) believed that anywhere from 50% to 90% of all signed pieces of sports
memaabilia sold online were fake (FBI, 2000). This, in combination with an untold number of
pieces labeled as game-used and authentic that were equally fraudulent, createchdhgisis i
sports memorabilia industry.

The first part of the crisis was legal. Fans who wanted a real piece of sports memorabilia
were, as one whistleblowing memorabilia dealer told\be York Times 1994, Obeing taken
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each week by unscrupulous peopleO both online and offline (Marks, 1994, p. 4). The pursuit of
profit meant that many of these forgers were willing to sign, fake, or fabricate anything for an
extra dollar. Such brazenness led one such forger, Greg Marino, to create five official World
Series baseballs with Mother TeresaOs forged signature on the sweet spot. As Nelson (2006)
notes, Olittle did Marino know that when he filled [that] orderEhe was creating some of the most
sensational, and unique, counterfeit products in the 2,300-year-old history of forgeryO (p. i). To
deal with this sprawling crisis, an FBI undercover case was launched, entitled OOperation
Bullpen,O to investigate this masterful ring of memorabilia deception.

The FBI began the national investigation in 1997, after local FBI officials in Chicago
discovered a ring of Michael Jordan memorabilia forgers across five states. In October of 1999,
after two years of undercover work, the FBI simultaneously executed sixty warrants across five
states and seized $500,000 in cash and approximately $10 million of forged memorabilia (FBI,
2000). These raids, which involved 400 special agents from the FBI and the Internal Revenue
Service (IRS), constituted Oone of the largest one-day takedowns in FBI history, breaking up the
biggest, most profitable forgery ring in the annals of American crimeO (Nelson, 20086, p. i).
Ultimatdy, twenty-six individuals were convicted as part of forgery rings responsible for
supplying memorabilia dealers throughout the country.

Beyond introducing the FBI to the sports memorabilia world, the crisis that the sports
memorabilia industry was facing also included a growing disillusionment among their fans.
Specifically, the inundation of forged materials destroyed the ethos of authenticity for sports
fans. Beset by this overwhelming problem, sports memorabilia dealers began to offer letters of
authenticity (LOAs, also known as certificates of authenticity, or COAs) that would bath just
the expensive price of authentic items and ease the concerns of potential consumers. These
LOAs primarily served to rhetorically connect the authenticity of an item to the original, a
process that recalls Benjamin (1968b) and the notion of aura. For him, authenticity is a special
quality that, if genuine, is inextricably linked with aura. To prove the authenticity of something
requires Oall that is transmissible from its beginning, ranging from its substantive durasion to i
testimony to the history which it has experiencedO (Benjamin, 1968b, p. 223). LOAs, in this
case, establish their credibility by telling a story of provenance and by detailing a series of
authentication procedures that were used to link the item to its historical past.

Still, the validity of LOAs relied heavily on the credibility of the authenticators who
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signed them. Not surprisingly, the conspirators who ran the Operation Bullpen ring found ways
to circumvent this issue and deliver LOAS relatively easily. According to the FBI, many of the
LOAs that accompanied forged items were simply blank forms mass-produced by distributors. In
other instances, the crime ring would find authenticators who were either easily fooled or would
offer LOAs without thorough investigations. After all, technically, the authenticity purported by
authenticators was merely an opinion of their best judgment. This created an intriguing loophole
in the system, as noted by the FBI press release that outlined the Operation Bullpen scheme:

It is the COA which allows distributors to feign, or maintain, ignorance of the fraudulent

nature of the item they are selling. On the few occasions when an unsuspecting buyer

discovers the fraud, the seller can claim that he relied on the accuracy of the COA and
was unaware of the counterfeitEOn the other hand, the authenticatorsEcan always claim
that they are not responsible for the fraud and merely gave their best opinion as to

whether the signature was genuine. (U.S. Department of Justice, 2000)

The lesson for consumers was to be wary of nearly all sports memorabilia. Ultimately, despite
their growing proliferation, LOAs had not fully solved the sports memorabilia crisis.

Meanwhile, professional sports leagues were beginning to catch on to the surging interest
in game-used authentic sports memorabilia. More and more, strange items began to appear on
eBay. Arizona Diamondbacks outfielder Luiz GonzalezOs game-used chewing gum, which was
retrieved by a fan during a spring training game, sold on eBay for $10,000 (Rovell, 2002a). Just
a few weeks later, Seattle Mariners relief pitcher Jeff Nelson placed the Bymgiceoved bone
chips from his throwing elbow onto eBay. The online auction company removed the listing from
its site after just ninety minutes, citing their policy against selling body parts. But imtbat t
the auction had received 124 bids and the price for the bone chips soared from $250 to $23,600
(Rovell, 2002b).

Yet, few teams fully understood the demand for game-used authentic memorabilia and
even fewer knew how to solve the issue of authentication (Lundgren, 2002). The desire to
capitalize on game-used products, therefore, required the leagues to distance themselves from the
guestionable credibility of anonymous eBay bidding and the forgery crisis in the sports
memorabilia market. The realization of maximum profits required a series of rigid autthentica
procedures that were developed with sports memorabilia companies willing to sign deals with
various professional sports leagues and teams. Not only did these companies work to establish

procedures that would limit the opportunities for fraud, they could create new markets by
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determining what was valuable and how to sell it quickly. The NHL, for example, had no idea
what to do with its game-used equipment until 2002, when the league signed a deal with the
sports memorabilia company Meigray Group. Barry Meisel, the companyOs founder, helped
develop jersey tags and security codes that could combat potential fraud. According to Meisel,
the NHL OdidnOt know what a resource they hadEThe [New York] Rangers had a closet stuffed
with 674 jerseys. They were probably going to get chucked outO (Lindgren, 2002). With the help
of Meigray, however, no product and, thus, no profit would be wasted. The contract between the
NHL and Meigray has now been in place for over a decade. The memorabilia company has a
similar deal with the NBA, in place since 2006, while the NFL is affiliated with/PSIA, a
professional authentication firm that was founded in 1998 and is now the worldOs largest (Stack,
2010).

Notably, the sport most directly affected by the crisis of authenticity, as well as the sport
with the most to gain from its resolution, was baseball. As the national pastime, basebaly
needed to retain an image of purity (Butterworth, 2010), it needed to make wholesale changes to
capitalize on its popularity and large volume of potential products. In 2001, MLB introduced a
new league-wide initiative to combat the fraud surrounding game-used authentic memorabilia.
The first step in the process required MLB to solve the credibility issue surrounding sports
memorabilia authenticators. The new program, therefore, put at least one official authreaitica
every game in every major league stadium. To staff the position, MLB recruited Oa team of 120
active and retired law-enforcement officialsO to authenticate every game usedtitem i
stadium, including: bases, dirt, equipment, baseballs, jerseys, and even champagne bottles used
for team celebrations (Branch, 2009, p. 7). In addition to their law-enforcement backgrounds,
and to further cement their credibility, MLB maintains that these authenticators are wsluntee
who belong to an independent third-party fittingly called Authenticators, Incorporated (Stack,
2010).

Beyond solidifying authenticator ethos, MLB focused on generating standard procedures
that would create an airtight assembly line of authentication. During each game, the aitrentic
b or in some cases, like the playoffs or new stadium closings and openings, a team of
authenticators B will sit in or adjacent to the stadiumOs dugout ready to collect itetiyis direc
from the field of play. Each authenticator carries a large roll of tagh-MLB-issued hologram
stickers. These high-tech stickers, which cannot be removed from the item without being
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damaged or destroyed, contain a unique tracking number. As soon as authenticators get their
hands on an item, it is immediately tagged with one half of the sticker. Once applied, the
authenticator scans the other half of the matching sticker with a handheld device and enters a
short description, establishing provenance and creating a digital record of the itemOs origin.
Consumers can then use the sticker attached to the item to research the objectOs provenance in
MLBOs online database.

Having rehabilitated the authentication procedures and implemented background-checks
for the individuals involved, baseball teams found new ways to meet demands for a piece of the
spectacle by offering more game-used authentic items than ever. Because both MLB and the
home team will ask the authenticators before each game for a list of items to be obtanged duri
the game, authenticated, game-used merchandise is now consistently available. Furthermore,
anything related to the team that can be sold is authenticated as used, including locker room

carpeting and urinals, insect repellent, stadium dirt, even unfrozen arena ice.
Memorabilia Companies, Market Expansion, and Meaning

While the sum total of these changes produced an efficient and value-potent supply chain of
authenticated memorabilia, the commodification process evolved because collaborations
between sports teams and sports memorabilia companies sought to most effectivetyridtransf
things valued for their use into marketable products that are valued for what they can bring in
exchangeO (Mosco, 2009, p. 127). This evolution, for sports memorabilia, has created the
following two developments. First, a product line with a wide variety of price points for potential
consumers has emerged as a means of exhausting Osport-related revenue streams and
consumption opportunitiesO (Andrews, 2009, p. 222). Second, marketing techniques for game-
used authentic sports memorabilia companies have focused on the symbolic nature of their
products in order to foment a Osense of personal identity [that] is bound up with the regular
acquisition of material possessionsO (Billig, 1999, p. 317). Importantly, the emphasis on fan
identity underscores the forgetting of social relations that bring these products to market, as
defined by MarxOs fetishizing of the commodity. Even as many of these authenticated products
are assembled overseas, sports memorabilia companies and leagues have used thenoto appeal t
fan identity by constructing a mystical connection to the sporting spectacle. This mystiegie reli
heavily on a narrative of aura, history, and nostalgia because, on one hand, using game-used

sports memorabilia products as indicators of memory helps to assuage the loss of meaning
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inherent in postmodernity (Dickinson, 1997). On the other, these products bolster a performative
identity and a status that validates sports fans as experiential witnesses tarather f

These developments are manifest in Steiner Sports, one of the largest commercial sports
memorabilia companies, whose partnerships for game-used authentic items include a number of
professional and collegiate sportsO most high-profile teams. The most preeminent of SteinerOs
partnerships is with MLBOs New York Yankees, the leagueOs preeminent franchise and currently
the third most valuable sports franchise in the world accordifrgrizes(Ozanian &
Badenhausen, 2010). The contract with the Yankees, signed in 2004, gave Steiner an opportunity
to capitalize on the YankeesO immense popularity as a worldwide brand. According to Jason
Klein, head of product development at Steiner, the 2004 contract Owas really the first deal of its
kind in the industry, where a memorabilia company is working directly with a professional
franchise, getting exclusive rights to their game-used and things of that natureO (personal
communication, August 12, 2010).

Serendipitously, the closing of old Yankee Stadium in 2008 (and eventual demolition in
2010) created an unprecedented amount of material that could be authenticated and sold. A deal
with the city of New York, the owner of the stadium, granted the Yankees and Steiner access to
every inch. Thus, unlike the free-for-all policies in place before the previous renovation of the
stadium in 1973, security was increased during the final season so that fans could not walk out
with objects and pieces from the stadium (Amore, 2008). For Steiner Sports, their challenge was
representative of a wider sports memorabilia industry movement to break up large, and
potentially expensive, items into smaller items that could be sold in high volume to sports fans.
According to Jason Alpert, director of corporate sales at Mounted Memories, the worldOs largest
authentic sports memorabilia wholesaler, most memorabilia companies had a diffieult t
selling higher-priced items, and so Othe industry had to find a way to offer less expensive
productO (personal communication, June 29, 2010). As Klein explains further,

we were able to offer pieces of the sod from the ground, pieces of the dugout, monument
park, foul poles. We got access to all of that stuff and we think we did a great job putting
those pieces together at different price points so that everybody could get involved. You
could get something from the stadium from anywhere from $29.99 to $1500. (personal
communication, August 12, 2010)

Maximizing consumption opportunities led Steiner to selling dirt and sod-related products for as
little as $30. The low cost made dirt readily available to a multitude of Yankees fans who
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purchased almost $4 million worth of dirt and sod in the year after the ballpark closed (Brennan,
2010) and some $10 million worth of dirt-infused souvenirs through 2010 (Belson, 2010). This
success, according to Rich Mueller, editoSpbrtOs CollectorOs Dagigon spread to the sale of
authenticated earth in other sports like professional and collegiate football (personal
communication, October 7, 2010). In the case of Yankee Stadium, Mueller states, these
authenticated dirt products were designed by sports memorabilia companies for mass
consumption by the Opubktlarge,O with an eye towards Owhat can we make a buck on, when
we tear down the stadium, what can we sell to make money [because] people are out there who
will buy itO (personal communication, October 7, 2010). Supporting MuellerON\=ainyork
Magazinelabeled the old Yankee Stadium products as part of Oa quantity-over-quality saleE[a]
bonanza [that] will turn literal junk into as much as $50 millionO (Montandon, 2008).

The key to the profitability of dirt and sod P as well as other products, like used baseballs,
bases, and team equipment - is that they are infinitely reproducible. The infield dirt for Yankee
Stadium, sold by the tablespoon in Steiner products, is provided by a company in New Jersey for
$75 a ton (Levinson & Buteau, 2009). Once installed in the stadiumOs playing surface, game-
used and authenticated Yankees dirt is a renewable resource. As Steiner Sports founder and CEO
Brandon Steiner succinctly toports Business Daijlypunderneath the dirt, thereOs more dirtO
(Lefton, 2009, p. 10).

More importantly, the reproducibility of dirt means that it can be sold in an ever-
increasing amount of products and displays. After the company procured a league-wide deal to
provide authenticated MLB dirt from all 30 teams, Jason KleinOs team of product developers
spent five months Oworking a product line, developing plaques, developing collages, the
coasters, the crystalsEtrying to get that right look and make sure that, not only was it authentic,
but we also want it to look goodO (personal communication, August 12, 2010). The end result is
an impressive product line with hundreds of items, an unspecified number assembled in China,
listed on SteinerOs own homepage as well as on a network of associated websites. Driven to
expand these product lines at affordable price points, memorabilia companies, thus, provided the
impetus for delivering fractured pieces of aura sleekly packaged to a mass audience.

Many of these products, in the way they are developed as well as marketed, speak to the
semiotic power of game-used dirt. Steiner has dozens of products that place swatches of dirt
inside picture frames, paired with stadium and player photographs, as well as game-used
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baseballs and replica lineup cards. As Klein notes, OThe aura of [these stadiums] is jast so gre
that even when the teams are not playing well, their fans are still interested in sonmething f

the stadiumO (personal communication, August 12, 2010). Taken to its ultimate conclusion, using
dirt to connect fans with a stadium can be extremely powerful. Specifically, with regards to old
Yankee Stadium, Brandon Steiner claims, Odirt really is a piece of history, and it is something
other fans generally canOt get. In some way, Yankee Stadium dirt connects you to Babe RuthO
(Lefton, 2009, p. 4). Physically, it may be difficult to believe the same dirt particles from RuthOs
final game in Yankee Stadium in 1934 were harvested from old Yankee Stadium in 2008. In
addition, SteinerOs position to capitalize financially on the connection undermines thétgredibil

of his claim.

Yet, rhetorically, the marketing of dirt products works to create demand via an enticing
aura that artfully avoids BenjaminOs (1968b) notion that reproducibility is destructive. The result
is a logical inconsistency that is negated, to SteinerOs benefit, by exploiting the power of
stadiums as memory places and using dirt as a marker of social identity. In his examination of
commercial naming of sports stadiums, Boyd (2000) taps into this power by recalling
DickinsonOs (1997) concept of memory places as solvents for the crisis of identity in consumer
culture. More specifically, stadiums can become crucial public sites because they anovide
house the memories that Omotivate, stabilize, secure, and provide the resources for identityO
(Dickinson, 1997, p. 21, as cited in Boyd, 2000, p. 334). Those memories are triggered through
both the stadium architecture as well as the players, teams, and games to which inlesee wit
From this perspective, Steiner may not have gone far enough as Yankee Stadium dirt also
signifies the memories of all the great Yankee players, over two-dozen World Serigaridles
moments like Lou GehrigOs famed farewell speech in 1939, Don LarsenOs perfect game in the
1956 World Series, and Reggie JacksonOs three home run performance in game six of the 1977
World Series. The dirt B as well as other products D provide a critical function, therefore, because
without these memories and Owithout some proof of our history, we donOt know who we are and
cannot forecast or plan where weOre goingO (Belk, 1991, p. 124).

On the other hand, considering the ways in which these B and other authentic, game-used
b products have become part of an assembly line, it is possible to argue that their auratic integrity
has been compromised. To package aura, Benjamin would interject, is to destroy it. Notably,
because authentic game-used memorabilia has become a highly valuable commodity for sports
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memorabilia companies, the streamlined nature of producing this kind of memorabilia neglects
auraOs primordial characteristic of firsthand experience and, in doing so, removes some of the
innate spontaneity and uniqueness of experiencing the game in person B as well as potentially
acquiring game-used items in person. Therefore, something is lost when these products are
available without the sweat equity of physical attendance. For example, numerous atidetes ha
been known to toss headbands, armbands, foul balls, or other token one-time use artifacts into
the crowd. Notably, NBA player Gilbert Arenas has been known to toss his jersey into the stands
after every one of his teamOs games, home or away. Aware of the personal cost to replace the
jersey, Arenas insists the tradition was a means of establishing his legacy, noting kde wante
people to remember, Ohe gave his jersey awayO (Trem, 2006, p. 19). Emblematic of the
industryOs development, however, fans no longer have to attend a game and hope for a
happenstance moment to catch a foul ball or a playerOs jersey because on corporate memorabilia
websites fans can pre-order and buy items like baseballs, bases, or jerseys from games of their
choosing. By expanding the opportunities for fans unable, or unwilling, to attend the game in
person, the ability to pre-order authentic game-used sports memorabilia destroys the unique
experiential quality of attending a game.

As a corollary, by expanding opportunities for those not in attendance, sports teams and
memorabilia companies remind fans that there is nothing particularly unique about their
attendance at games. In his operationalization of aura, Benjamin lamented reproduced art
because it lacked the cult value of hidden, or difficult to reach, art. When authentic, game-used
memorabilia is no longer difficult to reach or acquire, what is the value of the acquired object?
As Rich Mueller insinuates, most collectors realize that the products delivered by Stdiner a
other corporate memorabilia companies will not hold their financial value over time. Even for
fans unconcerned with the potential return on their investment, the uniqueness of an authentic
game-used item is certainly reduced when it is ubiquitously available in an expanding number of
increasingly mundane products.

Implicit in this critique is that the mass production of a work of art impacts the original.

By dividing up and selling piecemeal the old Yankee Stadium, its aura has, thus, withered. The
harvesting of sacrosanct real estate, in terms of grass and dirt, reduces the colleetioe pifes

the original. For as long as stadiums have been in existence, they have created separated space
for players and spectators. As fans sit or stand in the stadiumOs apportioned areas, the space that
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lies in front of them is supposed to be a special and unique place, quite literally untouchable.

Akin to the glass protecting the Mona Lisa, this distance allows for players to act out the drama

in a sanctified space that contributes to the uniqueness of the stadium experience. Benjamin
(1968) understands this Ophenomenon of a distanceO as a critical component of aura, especially
in an age where the masses desire Oto bring things OcloserO0 is matched by Otheir bent toward
overcoming the uniqueness of every reality by accepting its reproductionO (p. 225). To take items
from this space, Oto pry an object from its shell,O as Benjamin mused, destroys its function in a
tradition. Even if that tradition is merely where professional players exhibit their spediaét

of skills, it must be preserved for the stadiumOs aura to remain intact.

From a fan standpoint, the debate seems moot. Dirt from the stadium provides eighty-five
years worth of encapsulated memories to stabilize memory and identity in the postmogern self
an identity and memory shaken by the destruction of the 87 year-old Yankee Stadium. According
to a Steiner press release, however, buying dirt allowed fans much more than access to Yankee
history: OPeople around the world now have a rare opportunity to own a piece of AmericaOs rich
historyEitems from the original Yankee Stadium, a landmark that is regarded as one of the most
significant monuments in historyEO (Yankee-Steiner, 2009, | 1). The message insinuates that a
true fanshouldwant something from the stadium and, thereby Steiner. As if to hammer that
point home, SteinerQOs affiliation with the Yankees has allowed the company to air programming
that features Yankee players talking about the desirability of stadium stuff to air on theYanke
owned YES Network as well as MLBOs home web page. Such programming includes interviews
with Yankee players expressing their desires for pieces of the stadium, including current stars
Andy Pettitte and Nick Swisher. In one vid@ettitestates OlOd like to get maybe a seat from the
stadium, maybe my lockerEIOm not real sure, IOm going to put some deep thought into it, but
there are definitely some things that | would like to have.O Meanwhile, in another video, Swisher
all but makes the sales pitch for Steiner,

| think that people really need to start looking at [SteinerOs products] and taking
advantage of [them] because some of the things that | saw, | never thought 10d ever see.
ItOs to the point now where they can literally put dirt from Yankee Stadium on a picture
and you can feel it and itOs crazy man, theyOre doing a great job.
This visual evidence from players expressing their own desires for historic Steiner méanorabi
works to strengthen the appeal of these products and rationalize the fansO urge to consume.

The dirt also works to perform fan identity by displaying experiential evidence of
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attendance. Rinehart (1998) notes that sport memorabilia is often used by fans for this purpose in
order to demonstrate their presence and, thus, their passion to other fans. These kinds of fans
have become more like tourists, for whom Othe collection of the experience, not the experience
itself has become paramountO (Rinehart, 1998, p. 16). Dirt, and other game-used authentic
products, can serve as evidence of the experience and, in many cases, can serve to replace the
actual experienceEjust as a OBeen There, Did ThatO- emblazoned sweatshirt iniéallgsse

tangible reminder of a tourist experience, so too the collection of tangible markers of experience
by sport enthusiasts substitutes for the actual experience (Rinehart, 1998, p. 16). In this case, dirt
is a substitute for the actual experience that allows fans to feel like they are atpargtatiium,

or team, or player. But that dirt from old Yankee Stadium is even more powerful for fans

because the old stadium was razed in 2008 and, as such, its dirt is embedded with a presence that
no longer exists. The dirt has become Ometonymic,O in that it Ooperates as a signEfor the whole
of which [it was] a partO (Pearce, 1994, p. 23). Consequently, for Yankees fans, acquiring this
kind of presence, literally Oown[ing] history,O grants a measure of status. As SteineNeWd the
York Timesn 2009, OEveryone is entitled to get something. People tend to snicker and laugh
about a lot of things, but if you had Babe RuthOs cleats in your living room, you donOt think that
would be a point of conversation?0 (Belson, 2009, | 6). Objects from the past enable individuals
to Oat least imagine [them]selves, as [they] contemplate these possessions, befateli@mnapt

which is anxious to know just what it was like for [them] to have been thereO (Belk, 1991, p.

124).

Yet, privileging this kind of status encourages fans to become mere consumers who
collect as many objects as possible. Consequently, the quest for measuring fandom is reduced to
competitive purchasing. While Crawford (2004) views Obeing a fan [as] primarily a consumer
act,O (p. 4), Lindholm (2008) notes a more wider societal trend: Oconspicuous consumption has
always been insidiously appealing to AmericansE[because] the main way for people to
distinguish themselves has always been through the purchase, accumulation, and display of
possessionsO (p. 53). In this case, Steiner has encouraged competition with the recent
introduction of pre-assembled game-used authentic memorabilia kits for the home, spedcifically i
rooms designed solely for the enjoyment of men. A new section of the Steiner web site is being
used to promote grouped material that would be ideal for Oman caves,O rooms where men
assemble high-definition televisions with often-garish displays of their pre-sexual fitiasya
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deemed unsuitable for the rest of the domestic space. As described by Steiner, these rooms are
Ocool spaces to either show off to your friends, or to surround yourself in your homeO (Pettigrew,
2011, p. 3). By offering a package that groups three or four game-used, authentic memorabilia
products together, Steiner entreats its customers to Oshow off your fan loyalty,O and Omake your
basement or garage into a man cave all your friends will admireO (n.a.).

This desire for objects, however, extends beyond SteinerOs offerings. For example, after
Philadelphia Phillies pitcher Roy Halladay threw a perfect game in front of a half-empty Sun
Life Stadium in Miami, Florida, thousands of unused tickets to the game became available
purchase through the Florida Marlins web site (Barzilai, 2010). Within hours, several thousand
tickets to the already-completed game had been sold, experiential markers of jutpbe20
game in MLB history. This overwhelming demand seems to suggest that fans are driven by
consumption more than aura. To have a piece of something, even if it is a product of the MLB
authentication process, is better than having nothing at all. This concept in practice was evident
for the New York Mets during the second half of a disastrous 2009 MLB campaign, with the
team holding Oa garage saleO of authentic, game-used memorabilia from its lesser-knswn playe
(Shpigel, 2009, p. 2). In a concourse display, the Mets mixed equipment used by players who
had been traded with surplus supply of used batting helmets because as a team vice president
stated, despite the teamOs poor record and the relative obscurity of the memorabilia offered,
Othere [was] still a high level of interestO (Shpigel, 2009, p. 3).

Throughout the history of sport, the implementation of more advanced elements of
capitalism have had profound impacts. As previously noted, the last century of professional sport
has opened the cultural institution to Othe rules of neo-liberal economicsO (Bourdieu, 1999, p.
17). As part of sportOs trend towards consumerism, authentic, game-used sports memorabilia are
also beholden to the consequences of their economic development. In particular, the eixample o
Steiner Sports and old Yankee Stadium dirt shows how the overhaul of sports memorabilia
authentication has expanded opportunities for consuming the aura of the sport spectacle. In
combination with a voluminous amount of low-priced products that are infinitely reproducible,
the commaodification of authentic game-used sports memorabilia has evolved from chaos and
confusion to incredibly streamlined, efficient, and Oprofit-driven architecturesO (Andrews, 20009,
p. 221). Crucial to this system is a fetishizing that masks the use of overseasstaailitie
assemble the dirt products and emphasizes the ability of a commodity to serve pleasurable
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identity functions. Taken a step further, these dirt products complete the promotional circle of the
spectacle by insisting that partaking in the monumental spectacle is central inirstgidiéntity
and affirming social status.

Conclusion

The emergence of a great number of authentic game-used sports memorabilia products
has created yet another revenue stream for sports leagues and companies. Responding to sports
memorabiliaOs crisis in authenticity, the new system of procedures delivered new levels of
authentication, thus securing the value of game-used items. Seizing the opportunity to expand
their market, memorabilia companiesO partnership with professional leagues, teams, @nd playe
enabled the widespread dispersal of a litany of products at various price levels.

Still, while these items promise to deliver aura and cultivate memory, the implications
their mass-production deserve consideration within AndrewsO conceptualization of DebordOs
spectacle. Items that were previously headed to the trash, now officially authenticatedeahd pri
have become a significant part of the sports marketplace.
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CHAPTER FOUR

ROOTING FOR CLOTHES: THE POW ER OF UNIFORM
AESTHETICS FROM STOCKINGS TO THROWBACKS

Prior to the start of the 1979-1980 season, the National Hockey League (NHL) reached an
agreement with the financially-unstable World Hockey Association (WHA), a rival profeksiona
league whose twelve teams had pilfered a number of NHL stars, including aging legends and
future NHL Hall of Fame inductees Bobby Hull and Gordie Howe (Eskenazi, 1972; Goldaper,
1973). The agreement, which ended the WHAOSs seven-year existence, was heavily slanted to the
interests of the longer-tenured and more established NHL. Consequently, two major provisions
stood out. First, the NHL OpermittedO four WHA franchises to join their ranks by paying a $6
million expansion franchise fee, rather than merge at no cost. Second, the NHL teams were
allowed to claim their former players who had crossed over and signed with the upstart WHA
(Eskenazi, 1979). But even before the new season began, one of the four expansion franchises,
the New England Whalers, was already feeling the impacts of the switch to the NHL.

The Whalers, who played the first two WHA seasons in Boston and eventually moved to
Hartford, Connecticut, were forced to change their name in May of 1979. As a stipulation that
stemmed from the NHLOs Boston BruinsO desire to maintain titular superiority in the region, the
expansion franchise had to shed their New England namesake, thereby becoming the Hartford
Whalers (Rosen, 1979). As part of the name change, the team also redesigned their primary and
secondary logos, effectively changing both the colors and design on their home and road jerseys.
The new design ended the reign of a simple OWO logo with an all-too-lifelike harpoon running
vertically through the letter. In its place, the Whalers adopted a blue and green design that
featured a blue whale tail on top of a green OW.O Impressively, the design also made use of the
white space in between the tail and the letter to form a flowing OH,O a subtle redetteacéyt
of Hartford.

After just thirteen relatively unsuccessful seasons as part of the NHL, however, the
Whalers franchise was relocated to Raleigh, North Carolina as part of the leagueOs expansive
sweep into the southern half of the United States (other teams introduced to the south during the
1990s included the Tampa Bay Lightning, Florida Panthers, Atlanta Thrashers, Anaheim Ducks,
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Dallas Stars, and Phoenix Coyotes). The move engendered another uniform and logo
transformation as the Whalers name was left in Hartford and the team emerged in red and black
colors as the Carolina Hurricanes. This name and logo change thus signified the teamOs rebirth, a
symbolic killing of their Connecticut past as the team headed south.

Yet, even though the team has not materially existed in over a decade, fan dedication to
the team persists and throwback, or retro, jerseys and merchandise featuring the Hartford
Whalers logo are near the top of the NHL in terms of sales (Gosselin, 2010). A new generation
of fans are being introduced to the nostalgia that remains for the team, notes Hartford Whalers
Booster Club president Alan Victor: OPeople are sharing memories with their children, and the
children are getting excited about the memoriesO (Gosselin, 2010, p. 11). The material separation
of the Whalers from the Hurricanes, embodied in team jerseys and logos, allows for a distinct
encapsulation of memories surrounding HartfordOs hockey past, but with sales figures equivalent
to teams like the Detroit Red Wings and Boston Bruins, it has also crossed over into elements of
popular fashion.

This brief example underscores the point that all sports jerseys B embedded with team
logos - hold important communicative elements. Primarily, jerseys function as symbolic
materializations that foster a constitutive identity and unity between fans, playergjesndrc
regions. When new teams are created, often the team logo and uniform are the first
manifestations of the teamOs identity. These designs are so important that manysfranchise
employ professional marketing firms to consult on new designs intended to connect with new
fans and maximize merchandizing streams (Klein, 2011). Thus, the symbolicity of sports jerseys
and the depth of meaning that engulfs their use, yet to be addressed in either rhetorical or sports
scholarship, deserves further contemplation. The omission of scholarly discourse regarding
throwback jerseys is especially glaring, considering their role in creating a nostalgic setting i
sports films likeField of DreamsandThe Natural

The symbolic power of these jerseys cannot be understated. When teams acquire new
players, for example, the first act as a new member of the team involves a ceremonial press
conference that is opened by the new player donning the teamOs jersey. A similar practice takes
place during amateur drafts for new players, specifically for the NHL, National Basketball
Association (NBA), and National Football League (NFL). The jersey thus signifies both an
identity and a membership while existing as a transformative object with its own magical
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provenance: the wearer, whether on the field or off, defers their individual identity for the sake of
a team. As such, jerseys are constantly put in place as performance pieces, as when certain
players uniforms are raised to arena rafters to give enduring presence to their greatness or when
city statues are draped in team jerseys to unite the citizenry.

Sports jerseys are further complicated because they also possess powerful nostalgic and
historic capabilities. They are mutable signifiers that, in some cases, have spaacied dea
variety of different styles and colors, while linking players and fans to memorable moments,
games, seasons, and careers. Therefore, when old jerseys are resuscitated for contemporary use,
serving as throwback or retro jerseys, they conflate elements of identity, memory, emotion, and
fashion, with both positive and negative consequences. In addition, with almost 75% of all
professional teams implementing a throwback jersey at least once as part of a uniformsh the pa
decade, including 45 teams that wore throwbacks at least once during the 2010-2011 sports
calendar alone, the use of throwback jerseys is a significant element of sport that has yet to be
investigated.

But these throwback jerseys, despite their potential to revive memories and advocate
identities about teams, players, and cities, also face the context of their deployment and are
subject to the superficial demands of a style-conscious, commaodified popular culture. In some
instances, these contexts B such as current team identity and performance astiveleas at
towards team ownership D limit the potential rhetorical impact of throwback jerseys. heanw
in Hartford, Whalers fans cling to throwback merchandise as a means to stoke nostalgia and civic
pride, only to realize that the commercial explosion of Whalers merchandise reflectsthieti@e
value of a garment positioned in an international pop culture marketplace of style. The
throwback jersey, in this instance, is reduced to nothing more than an additional piece of
merchandise in the ever expanding sporting spectacle (Andrews, 2009).

As such, this chapter will consider a tremendous gap in the literature regarding how
material rhetorics and the rhetorics of fashion can be implemented to investigate both the
signifying practices and potential contextual limitations of throwback jerseys. To do this, | wi
track the developing styles of professional sports uniforms from their inception in antebellum
America to the integration of sports jerseys as part of mainstream culture. This histogyails ¢
for understanding the prominent rise of the throwback jersey trend that began in the late 1990s,
exploded as a fashion element in the early 2000s, and then inspired dozens of professional teams
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to turn back the clock and adopt throwbacks either permanently or on a regular basis in the past
decade.

The final section focuses on one of those teams, the Los Angeles Dodgers, and examines
the potential social and cultural implications of wearing throwback jerseys. | argue, however,
that the teamOs decision to wear 1940s throwbacks throughout the 2011 season is an attempt to
gloss over the teamOs complicated and divisive identity. Instead, the Dodgers have provoked
bitter memories of the teamOs move from its close-knit roots in the Brooklyn community, the
teamOs home from its inception in the late 1800s through the 1957 season, with outrage from Los
Angeles fans who believe the throwbacks are at odds with the teamOs current geographical place
and local identity. Furthermore, by sacrificing the authenticity of the 1940s throwback, the team
has limited the potential historical impact of the throwback jersey in exchangsdoe@s
commercial viability, a decision that is contextualized by the dire financialsstfaite teamOs
owner. Therefore, | conclude that relocated teams who make the decision to wear throwbacks
from their previous homes are materializing conflicted identities, resurrecting politics of
memory, and subjugating fans to a commercialization that betrays the meaning of the original,

old, team uniforms.
Material Rhetorics and Selling Nostalgic Style

Driven by attempts to expand merchandise offerings, teams that offer throwback jerseys
are tapping into powerful symbols. In this section, | will attempt to understand the complexities
of these symbols by implementing the theoretical approaches used to analyze materia rhetoric
and considering throwback jerseys as material manifestations of memory. In order to so, | must
present a definition of rhetoric that offers an opportunity for material criticism as weell as
grammar for conducting such an analysis.

At a foundational level, Blair, Dickinson and Ott (2010) define rhetoric as Othe study of
discourses, events, objects, and practices that attends to their character as meagibtgyul, |
partisan, and consequentialO (p. 2). As such, rhetoric is not limited solely to discourse. Their
definition allows material objects to be submitted to the four aforementioned categories a
follows. First, an object is meaningful when it is emotionally significant as welhas it is
thick with Osigns that may take on a range of significationO (Blair, et al., 2010, p. 3). Second, the
legibility of rhetorical objects require that, as a public symbol, it is identifiablemaibmtext.
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The partisanship of a rhetorical object proposes that it cannot exist objectively, but is
OtendentiousO (Blair, et al., 2010, p. 4). Finally, in channeling rhetoricOs origins as outlined by
Wichelns (1925), objects must have, at least, the potential for effect. This definition provides
Blair, et al. (2010) with a starting point for examining rhetoric and public memory as
implemented in museums and national monuments.

This kind of definition was necessitated by rhetorical scholarsO lack of attention in
effectively engaging symbols like memorials. Across all rhetorics, Blair (1999) posits, scholars
bypassed Othe material articulation of the symbolE[except] as a means of transpaeidsils
its meaningO (p. 19). This gap allowed for the possibility to engage in what of Dickinson (2002)
calls OOnon-discursiveO texts like visual and spatial texts,O as outlined above (p. 6). Even though
these kinds of texts had begun to receive attention from scholars of architecture and landscapes,
Blair (1999) ultimately sees their work as Ofail[ing] in my view to describe adequately how the
places they study do rhetorical workO (p. 17). Because, Blair asserts, while they may understand
that architecture has its own grammar, they fail to grasp what it means for architectureao have
rhetoric, Oin that it does not just speak, it advocatesO (personal communication, February 26,
2009). These shortcomings are matched by rhetoriciansO failure to effectively address Owhat
happens to or with a text, once it has been producedO (Blair, 1999, p. 21). Consequently, Blair
(1999) insists that Owe must ask not just what a text means but, more generally, what it does; and
we must not understand what it does as adhering strictly to what it was supposed to doO (p. 23).
Practically, that is, Blair and Michel (2000) are primarily interested in how the design of a
memorial site acts upon its audience via its Ocolor, shape, size, and inscriptionsO (p. 40), a
distinction that is consistent in their other memorial studies (Blair, Jeppeson, & Pucci, Jr., 1991;
Blair & Michel, 1999; Blair & Michel, 2007).

In material rhetoric scholarship, design is important because certain colors, shapes, sizes,
and placements become evocative tools. Among other functions of material objects, they Owork
in various ways to consummate individualsO attachment to the groupO (Blair, et al. 2010, p. 10).
Thus, the reflective black granite of the Vietnam Veterans Memorial in Washington, D.C., serves
to emplace visitors with the memory of the fallen while the decision not to reveal soldis's ra
acts as a unifying force (Blair et al., 1991). In another example, the individuality of the many
different colored panels in the AIDS Memorial Quilt speaks to its democratic D rather than
synecdochal b representation (Blair & Michel, 2007). Both exist in distinct contrast with the
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other bright white memorials that cover the National Mall.

But the significance of colors and shapes in material objects extends beyond memorials
to include a role in constructing commercial spaces as well. Notably, DickinsonOs (2002)
analysis of Starbucks focuses on how the natural shapes, colors, and design orientation of a local
coffee shop convey an authentic experience that masks any potential negative connotation
associated with being part of the global economy. The analysis pays specific attention to color,
noticing the images of the coffee beans pictured throughout the storeOs displays, as a means of
creating a visual naturalness that delivers a kind of serenity to the consumer. Among these
displays, Dickinson (2002) also observes the predominance of the corporate logo: OPerhaps the
best place to start the discussion of the visuality of naturalness is with the dominant tdador |
space, namely the color in the Starbucks logoO (p. 13). While the color of the logo, he asserts,
connects Starbucks with the natural green of nature, the logoOs design Omakes an implicit
argument about the quality of the coffee itselfO (p. 13). Essentially, the logo advocates a
connection between Starbucks and the rainforests of Central America without invoking
complicated associations to global labor inequities that may be perpetuated through the images
of say, Juan Valdez, the characterized representative of Colombian coffee. Furthermore, the
storeOs Art Nouveau inspired design aesthetic, implemented in the color and shapes of objects
throughout the store speak to that art movementOs connection to nature, all as a means of creatin
a naturalized and ritualized authentic coffee experience.

While logos, colors, and shapes are used in Starbucks to create authenticity, they have an
equal power in creating a commodified nostalgia in commercial projects as identified in
DickinsonOs (1997) examination of Old Pasadena, California. A redeveloped commercial project
whose Orhetorical strength lies in its nostalgic invocations,O Dickinson (1997) sees OtthPasade
as a construct enabled not only by its architecture but, the way Omemories [are] encoded by
inscriptions, signs, and legendsO (p. 7). Specifically, these signs appear everywhere, in what
Dickinson calls Othe nostalgic style,O to match the style of the townOs new buildingsewhich a
retro as well (p. 17). These structures, new replicas built to look old, forego historical accuracy in
a way that makes them Olook Obetter® than the OoriginalsOEin the guise of historical formsO
(Dickinson, 1997, p. 12). Thus, the deployment of retro or nostalgic style leads Dickinson (1997)
to conclude that Orhetorical invention must be expanded to include not just the invention of
linguistic arguments but the stylized invention of the self,O as consumers pour into places like
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Old Pasadena and heavily-stylized, and faux-nostalgic stores like VictoriaOs Secrebaad Ba
Republic (p. 21). Importantly, this style is an appealing sales technique that helpatéo situ
identity in postmodernity.

The notion that style can be fabricated to evoke nostalgia speaks to the predominance of
style over substance in popular culture, as Brummet (2008) attests: OStyle is so central to popular
culture that the rhetoric of style and the rhetoric of popular culture are practically the saye thi
(p. xiii). The use of signs and images in popular culture may be merely stylized manipulations,
but BrummetOs (2008) example of the projected self-image associated with wearing a cowboy
hat underscores that it is the Osurface/skin/screen spaces of style [that] people respond to. | ca
take on the skin of a cowboy, if that is what persuades, by adopting certain stylesO (p. 9). These
surface manipulations, as Dickinson (1997) observes in Old Pasadena, are borrowed across a
range of contexts in order to provide a familiarity in public memory. Asc2@tury industrial
designer Henry Dreyfuss (2003) explains, OPeople will more readily accept something new, we
feel, if they recognize in it something out of the past. Our senses quickly recognize and receive
pleasure when a long-forgotten detail is brought backO (p. 59). Such is the fabricated nostalgia on
display in recent NHL outdoor hockey events, where teams have worn throwback jerseys,
putting authenticity aside in favor of historic jersey amalgamations designed to evoke@mostal
style (Andon & Houck, 2011) and affirming HuyssenOs (1995) claim that OmemoryEis itself
based on representationO (p. 3). The accuracy of these throwback jerseys, as symbols, is far less
important than the nostalgic style they convey in their colors, patterns, shapes, and logos.
However, even though the nostalgia of sport has received some critical attention, detailed
investigations of uniform style are notably missing. Even as scholars make note of the nostalgic
power of baseball films lik€ield of DreamsThe Naturaland dozens of others, they fail to
mention the use of purportedly historically accurate throwback jerseys.

Nostalgic commercial products aside, there is a precedent for deploying the grammar of
rhetoric to sports uniforms, albdinited. In one of the only scholarly articles to regard sports
uniforms, Jirousek (1996) looks at how the evolution of football uniforms have impacted the
portrayal of the ideal male body image. Specifically, with the development of football on
television, Jirousek (1996) posits that the increase in the amount of Oprotective gear under his
uniform ultimately created an irresistible image of male power which has in turn dffecte

standards of male strength and beautyO (p. 4). Although uniforms play a role in creating this new
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silhouette, logo design, style, and color are not a factor in the analysis. Neither does logo, style,
or fit factor into ArmstrongOs (1996) semiotic analysis of Michael JordanOs jersey number,
neglecting the different meanings created by different jerseys by privileging the number 23

above all other elements of the jersey. A more relevant example, albeit conducted in the span of
a few short paragraphs, Butterworth (2010) briefly critiques the logo style of MLB franchise the
Washington (D.C.) Nationals. After moving from Montreal after the 2004 season, where the
franchise existed as the Expos for over three decades, the new team identity capitalized on
nationalist sentiments with the new name and the teamOs red, white, and blue color scheme. Yet
the context of the redesign had implications in the politically divisive Capital region. Aestript
OWO atop the teamOs home caps, a reference to the professional Washington basebail teams f
the first half of the 28 century, was interpreted by some fans and members of government as a
symbol of support for then-president George W. Bush. As Butterworth (2010) reveals that
Democrats opted to wear the teamOs alternate blue caps adorned with an interlocking ODCO logo
instead of a OW,O there was irony in Othe Nationals [being] celebrated for bringing Washington-
area residents together, [since] the very symbols of fan unity drove at least some of them apartO
(p. 126). This short section highlights the potentially divisive power of sports uniforms logos,

yet, the case is made more intriguing in the context of throwbacks since retro merchandise is stil
produced for the now-defunct Montreal Expos.

Therefore, the Los Angeles DodgersO throwbacks case study will utilize the approaches
and grammar of material rhetoric and nostalgic style and apply it to the complexities of
throwback uniforms, outlining not just what they are but what they do. Using the definition of
rhetoric offered by Blair et al. (2010), | posit that MLBOs Los Angeles DodgersO decision to wear
1940s-era Brooklyn Dodgers satin uniforms during six home games in the 2011 season reflects a
complicated identity that the team is unprepared to fully engage in exchange for the commercial
exploitation of the Brooklyn Dodgers. Instead of offering memorial pieces that consummate a
group identity, the resurrection of their Brooklyn origins in material form invites a level of
divisiveness from fans in both Brooklyn and Los Angeles. As such, selling reconstructed
memories in a nostalgic style has repercussions for fans that see sports jerseys as fuste tha
manipulated surfaces. To understand the potential for jerseys to act as powerful symbols,
however, | must first outline the historical trajectory of sports uniforms and the development of
fashion that revived throwback jerseys on a regular basis.
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Sports Uniform History: From Wool to Throwbacks

In the United States, the beginnings of sports uniforms can be traced to 1845 and the
countryOs first official baseball club, the New York Knickerbockers. Notably, the
Knickerbockers were organized in accordance with Oa formal constitution and bylawsEthat
were based upon those menOs social clubs of the eraO (Block, 2006, p. 78). As a result, the club
strictly adhered to a level of gentlemanly propriety that behooved their position as elites. Beyond
requiring membership dues, the club also issued fines on its members for using profanity (e.g.,
Odamned imprudenceO), arguing with umpire decisions, and drinking alcohol during games
(Ryczek, 2009, p. 55). According to the National Baseball Hall of Fame, at a club meeting on
April 24, 1849, the Knickerbockers decided to establish a team uniform comprised of Oblue
woolen pantaloons, white flannel shirts and chip (straw) hats,O with leather belts (QOresse
n.d., p. 1). These fashionable sartorial choices empowered the uniform to further denote elite
status. Uniform scholar Jennifer Craik (2005) posits that the Knickerbockers channeled
contemporary aristocratic fashions and were generally inspired by British cricket uniforms that
shared a Oclose parallel history to that of school and military uniformsO (p. 146). Concordantly,
the National Baseball Hall of Fame attests that the blue color of the Knickerbockers pant
resembled the color schemes of other Owell-established, manly organizations such as fire
departments and volunteer military companiesO and thus maintained a separation from the lower
classes (ODressed,O n.d., p. 2). The result of the especially close association befvatien bas
clubs and volunteer fire companies, Goldstein (2001) asserts, created some OstrikingEcultural
similarities between the two institutions,O including similar club and team namiatizig
procedures and uniforms (p. 14). This relationship was also manifest in Odistinctive shirt frontsO
that comprised Othe most visible resemblanceO between fire companies and hdmeball cl
(Goldstein, 2001, p. 15). The teamOs jerseys were based entirely on firemenQOs unif@ms, with
shield-front or a bib-like attached piece of fabric that covered the chest. This part of gnsunif
would feature team names, crests, or initials, typically in Old English or similar fonts.

As for the materials used in the uniform, wool was (and still is) far from a reasonable
cloth for athletic endeavors. It was chosen because, at the time, cotton clothing watedssocia
with the working class. For societyOs elites, therefore, wool uniforms signified the afftuence
afford separate clothes for the purpose of playing sport (Craik, 2005). The choice of white
flannel for the full-collared jerseys also served as a mark of status, considering that the color i
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difficult to keep clean. Because Olaundering was not an everyday occurrence except for the very
richEwhite was also a marker of status (in the sense of access to washing familitesf to do

the washing)O (Kidwell & Christman, 1975, p. 141). The teamOs straw cap, Craik (2005)
suggests, was also a style that American baseball teams borrowed directly from diickegha

in time, teams would draw from a plethora of different kinds of hats inspired by items worn by
jockeys and conductors.

With the assistance of new technology (Elias Howe is credited with inventing the sewing
machine in 1846), baseball uniforms embraced new trends. Famously, the Cincinnati Red
Stockings made baseball fashion history in 1868 by adopting brilliant-colored knickers that
prominently evidenced their teamOs namesake. Though they were more comfortable than baggier
pants that could be tripped over, this amount of showmanship, Craik (2005) asserts, made for Oa
rather unlikely outfit for virile males, [though] knickerbockers have nonetheless remained the
basis of contemporary baseball uniformsO (p. 149). HowevéathErancisco Chronic{@s
coverage of the Red Stockings during their California tour in 1869 posed the opposite
conclusion, noting:

1tOs a bully set for good legs. ItOs easy to see why they adopted the Red Stocking style of

dress which shows their calves in all their magnitude and rotundity. Everyone of them

has a large and well-turned leg and everyone of them knows how to use it. (as cited in

Devine, 2003, p.8)

In either case, the widespread use of knickerbockers patterned after the Cincinnati team helped to
create nicknames for a handful of other teams like the White Stockings, the Browns, and the
Grays. The Detroit Tigers, known earlier as the Wolverines, earned their current nickname by
wearing dark socks with horizontal yellow stripes during the 1896 season (Ballard, 1989). But
uniform history does not end with the introduction of stockings. Other developments in uniform
fashions during this time included the introduction of bowties as well as the transition from the
shield-front to lace-up and, finally, button-down jerseys. Teams also experimented with jersey
designs by introducing pinstripes and checks. Through the first two decades df ten20y,

full city names and player numbers would become commonplace on jerseys while teams would
also begin to implement collarless shirts, reflective satin fabrics, script and setteedd,
zippered-fronts, and vests. Many of the wordmarks and logos that eventually became iconic
symbols for Major League Baseball (MLB) franchises were introduced at this time, including the
Detroit TigersO Old English ODO (1904), the Chicago CubsO encircled OCO (1909), the Cincinnat
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RedsO pointed OCO (1911), and the New York Yankees interlocking ONYO (1912). From the
1930s through the 1950s, the Baltimore Orioles, Boston Braves, Boston Red Sox, Brooklyn
Dodgers, Chicago White Sox, Cleveland Indians, Philadelphia Phillies, Pittsburgh Pirates, and
St. Louis Cardinals also instituted what would become long-standing logos and designs.

The first half of the 28 century also bore witness to the organization of several other
professional sports leagues, including the NHL (1917), the National Negro League (1920), as
well as precursory leagues that would later become the NFL (1920) and NBA (1946). Wool was
the primary fabric used by professional teams in these leagues and, as such, hockey jerseys are
often referred to as OsweatersO as homage to their fabric history. Akin to the professional basebal
franchises, teams in the other three leagues endured periods of uniform experimentation,
especially as new teams formed, others relocated, and some folded. Still, during theseeformati
decades, several franchises established signature designs (e.g., the Montreal CanadiensO crest
featuring OCHO was finalized in 1925, the Green Packers helmet logo OGO was established in
1961, the Chicago Bears helmet logo OCO began in 1962).

In the second half of the $@entury, professional sports teams altered and updated their
looks via new fabrics and fashions. Notably, MLB teams continued to wear wool until the 1950s
and wool-blend jerseys until 1970, when the Pittsburgh Pirates introduced a double-knit
synthetic pull-over style jersey. Soon afterwards, every MLB team adopted the polyester
synthetic standard. This lighter, more breathable fabric led to wholesale adoption acoss all f
professional leagues. Commercially, MLB licensing began in 1970 and the sale of authentic
MLB jerseys began just four years later. The first company to market these jerseys was
Medalist/Sand-Knit, a company that began as an athletic uniform supplier in 1921. Throughout
the 1970 and 1980s, Medalist/Sand-Knit not only outfitted MLB teams but provided replica
jerseys for sale as well. The company was eventually purchased by MacGregor, and when that
company filed for bankruptcy in 1991, both team uniforms and replica jerseys began to be
produced by a variety of corporate suppliers including Champion Athletic, Rawlings, Puma,
Nike, Reebok, CCM/Koho, Russell Athletic, Starter, and Wilson.

Also during the 1970s, as color televisions became common, new uniform colors and
logos found their fashion (Novak, 2009). Garish oranges and yellows smothered the jerseys of
the Tampa Bay Buccaneers (NFL), Houston Astros (MLB), Oakland Athletics (MLB),

Pittsburgh Pirates (MLB), San Diego Padres (MLB), Denver Nuggets (NBA), Los Angeles
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Kings (NHL), and Vancouver Canucks (NHL). Powder blue seemingly invaded the MLB

uniform landscape throughout the 1970s and 1980s, with eleven teams (out of twenty-six)

wearing a shade of the color as a primary part of their road uniform during the 1980 season. One
of those franchises relying on powder blue in the early 1970s, the Chicago White Sox, even
experimented with wearing shorts on three separate occasions during the 1976 season. Used as a
publicity stunt by team owner, and promoter extraordinaire, Bill Veeck, the shorts are considered
by many B including baseball historian and Hall of Fame museum teacher Bruce Markusen b to
be one of baseball historyOs worst uniforms (Markusen, 2006). The designation is impressive,
considering the first 90 years of professional baseball in American produced nearly 3,000

uniform variations (Ballard, 1989).

Strange colors and logos continued to infiltrate uniforms of all types well into the 1990s,
primarily for new and expansion franchises that delivered some Ocartoonish logosO and an almosi
overwhelming amount of teal blues and greens (Klein & Hackel, 2010, |5; Bagchi, 2011; Brown,
1993) (See Appendix A). However, established franchises in the NHL, like the Los Angeles
Kings, New York Islanders, and St. Louis Blues each briefly experimented with new uniforms
and logos that were so infamously kitsch, they have retained a cult following (Kontos, 2011).

But for all of the advancements in jersey fabrics as well as the pressures to provide new
and fashionable logos, a serendipitous discovery of some old fabric encouraged one small
sportswear company to look back, sparking a national fashion trend that continues to impact
uniform choices today. Mitchell & Ness got its start as a sporting goods supplier in Philadelphia
in 1904, but from 1938 through 1955, their business included supplying jerseys for the
Philadelphia Eagles (NFL), the Philadelphia Phillies (MLB), and the Philadelphiaiéshlet
(MLB). Then in 1983, a customer brought two game-worn wool baseball jerseys to then-owner
Peter Capolino and asked for some repairs to be made. Two years later, the challenging request
fatefully led Capolino to a stockpile of 12,000 yards of discarded wool flannel at Maple
Manufacturing, a Philadelphia clothing manufacturer that sewed local and college teamsinif
before the switch to synthetic fabrics (Butwin, 1987). After acquiring the extra fabric, Capolino
went to work copying old wool baseball jerseys, beginning by imitating one of the jerseys
brought to him two years prior B a 1949 St. Louis Browns jersey. Because accuracy was critical,
a significant amount of research was required for Capolino before he could begin manufacturing
more jerseys. Fortunately, the bookstore located above his Philadelphia shop maintained an
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extensive library of old sports journals. He spent days investigating the exact details ofjerseys
would go on to recreate, including Warren SpahnOs 1957 Milwaukee Braves and Stan MusialOs
1946 St. Louis Cardinals jerseys. Given the nostalgic nature of these jerseys, CapolinoOs white-
collar customer base soon purchased his entire first-run stock of these $125-$175 jerseys.

While Capolino had discovered an emotional reaction to retro sportswear, he was also
becoming a pioneer. The novelty of his products drew the attent®paoofts lllustratecand, in
1987, a short article chronicled the growing trend. Carefully crafted and historically accurate
sports jerseys had not yet been made available in any sort of quantity. However, during the
1980s, sports fashions did begin to appear in the mainstream for the first time. These looks were
popularized in culture through a number of channels, including hip-hop culture and the Music
Television Network (MTV). Notably, the popularity of sports shoes was catapulted by rap group
Run-DMCOs 1986 song OMy Adidas,O an homage to the white sneakers that comprised their
coordinated outfits (Middlebrook, 2007). Inspired by Run-DMC, Southern California rap group
N.W.A. adopted Los Angeles Raiders colors as a means of bridging sports merchandise with
identity (the trend, a breakthrough at the time, endures today in gang cultures throughout the
country (OOReilly, 2011)). As N.W.A. founding member Ice Cube recently noted, OTo me, we
ushered in this whole new Oyou can be a year-round fan, you can have all this merch[andise]O
(Ayers, 2010, p. 3). Thus, with the rap group sporting Othe hats, the Raiders shirts, [and] the
Starter jackets that were new and fresh,0 in music videos and on album covers, they helped to
make sports merchandise desirable (Gregory, 2010, p. 3).

The aforementione8ports Illustratedarticle on Mitchell & Ness mentions the potential
of an entirely different market and product, OlIf baseball hats can sell, why not shirts, thought
Capolino. Collectors will pay $2,000 to $25,000 for authentic uniforms, so wouldnOt a serious
fan pay $125 for a good reproduction of a [jersey]?0 (p. 105). While other merchandise was
entering the mainstream, Capolino was selling limited quantities of his throwback repticat
mostly Owhite collarO clientele (Butwin, 1987, p. 105). The hefty price tag, however, soon caught
the attention of MLBOs copyright divisions. Rather than cease-and-desist, Capolino handed over
his sales records, paid $50,000 in back royalties, and asked MLB to allow him to license their
properties (personal communication, May 6, 2010). Beginning in September 1988, their official
collaboration specifically sold throwback jerseys from what was deemed Othe Cooperstown
Authentic Collection.O Capolino believes he filled a specific niche for MLB at the time,
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They were playing around with how they were going to market their history and hadnOt
come up with anything yet. When they saw what | was doing and that | had over 100
different uniforms completed, they gave me exclusive rights to authentic vintage jerseys
in wool flannel, up to five years prior to the current seasonEThey also required me to
sign an agreement that | would not do this for any other league. They wanted to contain
and be the only ones doing nostalgia. So from 1988 to 1998, for ten years, all | did was
baseball. (personal communication, May 6, 2010)
The line had various degrees of success, attributed by Capolino to MLBOs player strike in 1994.
It existed exclusively until the late 1990s, when Capolino added exclusive contracts with the
NBA (1998), NFL (1999), and NHL (2000).
However, the companyOs fortune rapidly turned in the first few years of'tberdry
as throwbacks became the fashion style de rigueur of what Capolino calls Othe urban market,O a
demographic encompassing many different audiences that seek a sense of style exhibited through
hip-hop and rap music industry celebrities. The beginnings of this fashion fad can be traced to
1998 when prominent rappers Big Boi and Andre 3000, of the group Outkast, sported Mitchell &
Ness throwbacks D bought in Atlanta at one of the companyOs few retail distributors B in the liner
notes of the triple-platinum album Aquemini (Rushin, 2002). The following year, Big Boi
appeared in a music video wearing a Mitchell & Ness reproduction of a 1980 Nolan Ryan
Houston Astros jersey (Kim & Kennedy, 2002). The $300 jersey, which mirrors what the team
wore during 1975-1986 seasons, defines conspicuously garish style. The striped shades of orange
splashed horizontally across the jersey are so distinctive, the pattern has been colloquially
described as a Otequila sunrise,0 Ocreamsicle,0 OrainbowOs guBpOrritussated
mused, O[that] which makes JosephOs amazing technicolor dreamcoat look sober by comparison(
(Rushin, 2002, p. 15). Yet, the jersey is also historically noteworthy, considering Nolan RyanOs
Hall of Fame status, and symbolically important, considering RyanOs position as Oan archetypal
male athletic heroO (Trujillo, 1991, p. 290).
Thanks to Outkast, the throwback jersey movement began to take off in the hip-hop
community, with moguls such as Jay-Z prominently wearing throwbacks on tour throughout
1999 (Reid, 2001). Then, in 2001, 27 year-old Reuben OBig RubeO Harley, a longtime collector
of Mitchell & Ness products and one of the storeOs few young, black customers, asked Capolino
for the opportunity to take the company to new heights. For $500 a month, a company car, and a
version of every jersey in the Mitchell & Ness shop, Capolino hired Harley as a marketing

director tasked with raising the companyOs $3 million annual sales profile by engaging the urban
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market. The addition of Harley spearheaded Mitchell & NessO new, fashion-conscious approach
to throwbacks. First, instead of focusing primarily on gray flannels, Capolino began to offer

more polyester knits, emphasizing the colorfully daring throwbacks of the 1970s and 1980s,
thereby Oquadruple[ing] production of popular shades like powder blue and lime greenO
(Gregory, 2003, p. 10). Second, the company began to offer jerseys in loose-fit sizes that would
suit the frames of pro-athletes and the sartorial inclinations of hip-hop artists. Firthly,thean

offer seasonal product lines, Mitchell & Ness would slowly release new items, otimat

create exclusivity and make customers eager for the storeOs newest offerings. Consequently, the
jerseys, as they always had, continued to appeal to sports fansO desire to connect with history as
part of their own identity as fans. This appeal included, as Capolino attests, the hip-hop artists
who came to the store Oinitially because they loved sports so muchO (personal communication,
May 6, 2010). The new direction for Capolino and Harley, however, unlocked the fashion
potential of throwbacks by creating a competition in exclusivity, elevating the importance of
jersey aesthetics, and inserting these products into the mainstream.

With rappers leading the way, Mitchell & Ness throwbacks became a kind of fashion
uniform in music videos, photo shoots, and concert appearances. Capolino told an interviewer
during this time that he watched OMTV and [Black Entertainment Televison] BET every single
night with the sound off so | can just look at my uniformsO (personal communication, May 6,
2010). For example, Jay-ZOs music video for the 2001 song, OGirls, Girls, GirlsO featured the
rapper draped in an Alan Wiggins 1982 San Diego Padres throwback and a Sammy Baugh 1947
Washington Redskins throwback. Another rap star, Fabolous, who became known for a
throwback collection that consisted of nearly one thousand jerseys, thanked Mitchell & Ness in
the liner notes of his 2001 debut albGtneet DreamsORube, tell Pete to keep it cominOO (as
cited in Wolff, 2003, p. 21). In January 2002, months after striking up a friendship with rapper
Sean OP. DiddyO Combs, Harley used CombsO turn as co-host of the American Music Awards
show to parade eleven different Mitchell & Ness jerseys via costume changes throughout the
telecast (Wolff, 2003).

With rap stars serving as tastemakers for fashion across sports and entertainment,
acquiring the latest throwback jerseys became something of a contest in collecting. B¥e athle
as well as musicians revealed the competitive nature of acquiring the latestiNitdlaess
fashions with the more colorful and more obscure jerseys being the most prized (Gregory, 2003;

84



Guzman, 2003). Harley was thrown out of a Jay-Z music video shoot when the rapper found out
that another star was sold a uniquely-desirable throwback before he was (Rushin, 2003). As
Fabolous told MTV in 2001, OYouOve got to get the exclusive joints,O because of the cache
associated with debuting new styles in videos and at concerts (Reid, 2001, p. 13). The race to be
first, theNew York Timeexplained in 2003, channeled Oa constantly escalating form of peacock
display,O that radio and music video personality OBig TiggerO attributed to a hip-hop style
aesthetic that prizes individualism:

The thing about it is to have it early, to have it first, then if everyone else gets it, youOll

put yours away. But if you had it first, and youOre seen in the right spot with it, you win.

(Century, 2003, | 14-15)
As soon as certain jerseys appeared in music videos or on television, demand for them from the
masses skyrocketed. Consequently, Mitchell & Ness sales figures rose from $3 million in 1999
to $25 million in 2002 and $40 million in 2003, the year the trend peaked (personal
communication, May 6, 2010).

Towards the end of 2003, the throwbacks fashion trend would prove itself a mase fad
the same entertainers who helped launch Mitchell & NessO throwbacks brought it to an end.
According to Capolino, Otowards the end of 2003, Jay-Z said in a rap song that now that he was
30 years old, he was going to retire his throwbacksO (personal communication, May 6, 2010).
Wielding immense power to influence trends in hip-hop fashion, one couplet from Jay-ZOs Black
Album, according to industry magaziX&L, Omade throwback jerseys irrelevant in a matter of
weeksO (Barone, Chery, Gissen, Hope, & Markman, 2009, p. 9). For Mitchell & Ness, the death
knell of throwbacks as fashion came in 2005 by NBA commissioner David Stern, when the
league adopted a Obusiness casualO dress code that outlawed, among other types of attire,
throwback jerseys (Fairley, 2005). The new policy was introduced less than a year after an
infamous brawl between the Indiana Pacers and Detroit Pistons spilled into the standg,areat
public relations crisis for Stern and the NBA (Robbins, 2004). More than a coincidence, then, the
mandatory dress code was an attempt to distance the leagueOs players from the perceived
negative connotation that was associated with oversized jerseys and the hip-hop entehtainers w
wore them (Cunningham 2008; Lane, 2007; Leonard, 2006).

Thus, by 2004, throwbacks as a fashion trend, first for the tastemakers and then for the

professional athletes who followed them, ended for Mitchell & Ness. Yet, as the throwback
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jersey fad abated, the jerseys were not totally abandoned by the sports world. Capolino, who sold
his company to sportswear giant Adidas in 2007, maintains that the end of the trend returned
throwbacks to his original fan demographic: individuals interested in throwbacks as nostalgic
elements, historical pieces, or aesthetic pleasures. He adds this demographic iadidefs O

rappers [who] still buy jerseys, because theyOre such sports fans, but theyOre not going to wear
them in their videos or be seen in public a lot [with them], because they know they are not
perceived to be fashionable right nowO (personal communication, May 6, 2010). The decision of
sel-proclaimed OThrowback KingO Fabolous, owner of over one thousand throwbacks, to
repurpose the jerseys into framed and wall-mounted sports memorabilia items speaks to his
original interest in the jerseys as a fan (Kim, 2009).

With fans still interested in throwbacks, teams in all four professional leagues have
pushed the jerseys from fashion back into play with an emphasis on the financial benefits of new
revenue streams that capitalize on societyOs infatuation with nostalgia (Brown, 1999). The
NHLOs Los Angeles Kings realized that while Othe teamOs [throwbacks] have always sold
wellEputting them back on the players for a night could help take the phenomenon to another
levelO (Bernstein, 2003, ! 18). The team, therefore, became just one of several NHL teams who
wore throwbacks during the 2003-2004 and 2004-2005 seasons, the leagueOs first use of
throwbacks on-ice in over a decade (Hiestand, 2002). Just six seasons later, throwback jerseys
have become a critically important component for the NHL, as standard costuming for the
NHLOs premier nostalgic spectacle, the annual Winter Classic (Andon & Houck, 2011).

For the NBA, seven years after outfitting eight different teams in retro jerseys for just one
night only (Wolff, 2003), the leagueOs OHardwood Classics NightsO promotion for the 2009-2010
season included Ospecial ceremonies, in-arena entertainment and promotionsO for seven team
and sixty-two games (NBA, 2009). Throwbacks in the NBA have become so commonplace that
in just the past three seasons, the Cleveland Cavaliers have worn six different throwback jerseys
(Petkovic, 2010), while a handful of other professional sports franchises throughout the NHL,
MLB, NFL, and NBA have adopted throwback designs on a permanent basis. In total, since
2000, 75% (91 out of 122) of sports franchises in existence in the top four professional leagues
have worn throwback uniforms at least once (Appendix B). Therefore, years after its peak as a
fashion item, the throwback jersey remains a potent memorial force in the history of sports

uniforms.
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Whose Dodgers? Materialized Memory in Sports Uniforns

As one of MLBOs oldest franchises, the Los Angeles Dodgers have a storied yet
complicated identity, rooted in significant historical ties to Brooklyn, New York, where the team
resided from the 1880s through 1957. After the conclusion of the 1957 season, however, the
team became the first west coast MLB team when owner Walter OOMalley moved tiiseranc
to Los Angeles. Introducing a throwback jersey from the 1940s, as the team will for six home
games during the 2011 MLB season, therefore, hearkens the teamOs deep connections to the
borough as part of its identity narrative.

Beginning in the late 1800s, the team spent its first few decades under various
designations and iterations (Trolley Dodgers, Bridegrooms, Robins, Superbas), permanently
becoming the Brooklyn Dodgers in 1932 (Osborne, 2004). The team nickname originated from
an old, derisive nickname that Manhattanites used for Brooklyn baseball fans who had to avoid
(dodge) the boroughOs new, but ill-planned trolley tracks (Shakespeare, 2003). After playing in
different stadiums, the team most famously made their home in New YorkOs Ebbets Field from
1913-1957. During this time, the Dodgers enjoyed various levels of success. From 1941 to 1953,
for example, the Dodgers won five National League pennants, only to be thwarted by the New
York Yankees in the World Series each time. Another trip to the World Series was derailed in
1951, due to a dramatic collapse against the archrival New York Giants, punctuated by Bobby
ThomsonOs game-winning, walk-off homerun in the final inning of a playoff series between the
two teams. The victory for the Opatrician Manhattan followers of the Giants againsbtiarpl
Brooklynites,O was devastating for Dodgers fans whose team had occupied first place throughout
the regular season (Sahlins, 2004, p. 128). However, their pain has endured throughout history,
given that ThomsonOs homerun is one of MLBOs most famous ever B familiarly known as OThe
Shot Heard ORound the World.O

Such failures engendered a unique bond between the Dodgers and their fans, a bond that
was further strengthened by the local feeling surrounding the club as well as the consistency in
the teamOs roster. Fans appreciated the local interaction and commitment to the oft-overlooked
borough: a former Brooklyn Dodger fan told NPR in 2005, OThe Dodgers were family because
they lived in Brooklyn. You know, we loved them dearlyO (Lunden, 2005). Many of the playersO
children, local fans cite, played in city little leagues. Consequently, while the loc&isénréc
for the club, ODem Bums,O as well as the teamOs unofficial slogan OWait OTéir)ext Ye
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thoroughly encapsulates the frustration with losing, the Dodgers were a lovable fixation in
Brooklyn (Rosenberg, 2010). Dodger dreams finally came true in 1955, when the club overcame
the label of perennial losers and defeated the New York Yankees for their only World Series
championship in Brooklyn.

Notably, the Brooklyn Dodgers are also known for featuring a cadre of future Hall of
Famers, including Pee Wee Reese, Duke Snider, Gil Hodges, and Jackie Robinson, the LeagueOs
first African-American player. RobinsonOs iconic role in breaking MLBOs color barrier in 1947
endures through today, as his number is the only one to ever by permanently retired by every
Major League team. As Butterworth (2010) claims, Olt is difficult to overstate the sigrefich
this moment, and | agree with sportswriter Bob Ryan, who claims it to be Othe single most
important social happening in American sports historyOO (p. 63). Robinson spent all ten of his
MLB seasons with the Brooklyn Dodgers and, in 1973, he was the first African-American player
elected to the Baseball Hall of Fame.

While a stable and respected Dodgers identity in Brooklyn was solidified by the 1955
title, the franchise would soon make a drastic and shocking change. For several years after the
championship season, a hostile debate raged between Dodgers owner Walter OOMalley and New
York City construction coordinator Robert Moses over where to build a new stadium for the
team. MosesO proposal to move the team to a site in Queens, as well as his stern opposition to a
stadium on Flatbush Avenue in Brooklyn, underscored his aversion to compromise and a general
disdain for the borough and the Dodgers (Ellsworth, 2005). Therefore, unable to procure a new
stadium to replace Ebbets Field, OOMalley accepted an offer to move the team after the 1957
season to a 300-acre site in downtown Los Angeles (Marzano, 2007). Perhaps unfairly, the
fallout from the move vilified OOMalley, whom Brooklyn sportswriters Pete Hamill and Jack
Newfield infamously placed, along with Joseph Stalin and Adolf Hitler, among the worst people
of the 20" century (Ziegel, 2003). Nevertheless, as one of the first west coast MLB teams,
OOMalley took advantage of the growing baseball market in the western half of the United States
and cultivated a new generation of fans with three World Series victories in their first eight
seasons in California.

Several decades later, the shock of the Dodgers move across the country still lingers, as
baby-booming Brooklynites continue to cherish the memories of their beloved team (Lunden,
2005). This aging demographic remembers the legends that lived next door as their neighbors, as

88



part of a tight-knit Brooklyn community (Dodd, 2008; Fernandez, 2011). When Peter OOMalley,
son of Walter, put the Dodgers up for sale in 1997, a host of local New York pattician

drummed up support to investigate the possibility of the team returning to Brooklyn as part of
what New York Governor George Pataki called an Oall-out effortO to bring the Dodgers Oback to
Brooklyn, where they belongO (OState panel,O 1997, p. B6).

Operating against Columbia journalism professor Michael ShapiroOs (2003) claim that the
Brooklyn Dodgers Oendure as a ghost,O there is more than memory that substantializes the
former franchise (p. 329). Even though the number of Brooklyn Dodgers fans and players is
slowly dwindling, the team maintains its presence across a variety of formats. Sportsshistori
and memorabilia regarding the Brooklyn Dodgers remain popular and the team is a constant
focus of sports documentaries on ESPN, HBO, and PBS. Officials at the Library of Congress
estimate that there are over 100 Brooklyn Dodger titles in their collection, more than any other
team besides the New York Yankees and Boston Red Sox (Dodd, 2008). The DodgersO absence
in New York also lives on in Citi Field, a new stadium built in the borough of Queens in 2009
for MLBOs New York Mets. Established as an expansion franchise in 1962, the Mets sought to
ease New YorkersO pain of losing two National League franchises after the 1957 season (the
New York Giants also moved west, to San Francisco, allowing the two teamsO bitter rivalry to
continue). Yet, Citi Field is predominantly an homage to the Brooklyn Dodgers, channeling team
owner and Brooklyn native Fred WilponOs admiration of the team (Robinson, 2009). Among the
new stadiumOs features: an outer fasade that mimics the architecture of Ebthets Eiescale
dining club in the new building titled the OEbbets Club,0 and a main rotunda, inspired by its
predecessor at Ebbets Field, dedicated to Jackie Robinson (Sandomir, 2008).

Still, this divisive identity, a history torn between Brooklyn and Los Angeles, which has
been separated by decades and abated (somewhat) by aging memories, is rarely materialized. In
fact, the only place where the teamOs new location in Los Angeles is put in conflict with it
Brooklyn past is through team merchandise and memorabilia. For decades, however, the
commercial value of this past was not recognized in Los Angeles. The sale of Brooklyn
merchandise was not spearheaded by the team, but by throwback jerseys and caps produced in
the late 1980s by Mitchell & Ness and nostalgic hat manufacturer Roman Pro (OSpiked,0 1989).
Notably, Brooklyn Dodgers merchandise began to catch on in the mainstream after filmmaker
and Brooklyn-native Spike Lee wore a Brooklyn hat and a Jackie Robinson throwback in his
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1989 film, Do the Right Thing(OSpiked,O 1989). Over twenty years later, sports memorabilia
executive Brandon Steiner estimates that upwards of $20 million in Brooklyn Dodgers
merchandise is sold every year (Dodd, 2008).

Given this context, the DodgersO use of throwback uniforms during the past six seasons is
a meaningful rhetorical practice that resurrects a powerful range of emotions. Thesd materia
symbols cover over 100 years of a disparate DodgersO history, one that begins with BrooklynOs
love affair with their local team, the ultimate triumph in 1955 after years of frustrationewa t
local rivals, and the painful loss of a civic institution. But, by neglecting to change the teamOs
name in their cross-country move west, unlike the case with the Hartford Whalers move to
Carolina, DodgersO history is a convoluted amalgamation that includes over five decades of
baseball history in Los Angeles and disputes over team history between fans on both coasts
specifically because, Othroughout the hectic years of bizarre color combinations and the double
knit style features, the DodgersO [script uniform] image has personified the idea of consistent
traditionO (Okkonen, 1991, p. 49).

The teamOs first attempt at throwbacks on the field came on two separate occasions in
2005 as part of a yearlong celebration of th® &@niversary of the franchiseOs first World Series
championship. With script OBO logos on their caps, the team decided to forego historical
accuracy by wearing a OBrooklynO script across the chest of a white, polyester jersey. Without
considering the inconsistency in fabrics, the glaring mistake of the jersey was that the original
1955 home uniforms featured a ODodgersO script across the chest. Unconcerned with these
details, sportswriter Murray Chass, of thew York Timesxpressed the Brooklyn indignation
at the anniversary celebration by declaring, Olt was bad enough that Los Angeles stole the
Dodgers from Brooklyn. Now the poseurs have hijacked the only World Series the team won in
its rightful homeO (Chass, 2005, p. 1). Furthermore, the throwback jerseys, Chass (2005) served
as a promotional gimmick that betrayed the teamOs history:

The Los Angeles DodgersO history began with the kidnapping of the Brooklyn Dodgers in
1958. They had no history, no existence, before that heinous act. The Los Angeles
Dodgers have built their existence on the tombstone of the Brooklyn Dodgers, and now
they are stealing their history as well. (Chass, 2005, p. 7-8)
Los Angelenos, represented by Jim Alexander irPtiessEnterprise had little compassion for
BrooklynOs outrage, sardonically replying OThe self-proclaimed center of the world feels

snubbed, so we should all shed a tearElf our New York friends canOt get over it, then by all
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means, throw it in their facesO (Alexander, 2005, p. 8). The heated debate over the possession of
history did not dull the ceremonies, however, and all thirteen living Dodgers from the 1955 team
were invited to appear in California during the pregame festivities.

The Los Angeles Dodgers next wore throwbacks in 2007, during an interleague game in
St. Petersburg, Florida, against the Tampa Bay Rays. Wearing road jerseys from the 1955
season, the fabric of the jersey was represented accurately as the team was outittedrey
flannels. However, the front of the jerseys again featured the same historical oversight as the
jerseys that were used in 2005: a OBrooklynO script on the front instead of a ODodgersO script.
The teamOs unusual uniform choice was summed by a Dodgers beat writer thusly, OOn Saturday
night, 2,500 miles from their current home and 1,100 miles from their former home, the LA
Dodgers played a baseball game indoors, on high-tech fake grass, wearing OBrooklynO across
their chestO (Pearson, 2007, p.1). The contextual inconsistency was explained by the Dodgers as
a tribute to Tampa Bay assistant coach Don Zimmer, who was a member of the 1955
championship team (although three other former 1955 Brooklyn Dodgers alumni came and
participated in pre-game festivities). The company who designed the uniforms that night, Ebbets
Field Flannels, explained that the historical inaccuracy was not a mistake, but a conscious
attempt by the franchise to focus on celebrating Brooklyn (Lukas, 2007). But the nod to
Brooklyn in Tampa Bay remains peculiar, even given ZimmerOs connection to the 1955 team,
unless you consider the Rays ownership and demographics of the Tampa/St. Pete area. The team
is owned by Brooklyn-born Stu Sternberg, who was too young to witness a game in Ebbets Field
but has an enduring love for the Dodgers, in that, Othey were very much a part of [Brooklyn]
during the first twenty years of my lifeO (Hau, 2005, p. 16). Then again, as one of worst teams in
the American League that season, the Rays benefitted from the appeal of the Brooklyn Dodgers
that drew transplanted New York retirees living in Florida to the stadium, boosting the RaysO
league-worst attendance figures. The throwback game brought in a crowd of over 24,000, a
figure that was almost 60% larger than the Rays average attendance for the season (Halstead,
2005).

Finally, for the 2011 MLB season, the team has deployed the most comprehensive use of
Dodgers throwbacks ever. As part of a six-game promotion entitled Othrowback days,O which
includes a special rate for purchasing a ticket package for all six contests at Dodger Btadium
Los Angeles, the franchise elected to let their fans choose one of three road Brooklyn Dodgers

91



uniform throwbacks for the team to wear during afternoon home games. Over a period of three
weeks in February of 2011, over 50,000 fans voted online for their favorite of the three uniforms
(Figure 5.11). The oldest throwback choice was used during the 1911 season and, other than its
function as a centennial marker for the teamOs 2011 season, is noteworthy for two specific
designs. First, the jersey features narrow navy pinstripes, a design that remained with the team
through the 1936 season but is most famously ascribed to other historical MLB franchises like
the Chicago Cubs and the New York Yankees. Second, the front of the jersey displays
OBrooklynO in capital letters vertically along the shirt placket, a unique feature in MLB history.

A block letter OBO atop the cap of the 1911 uniform is the only link to the next available
throwback choice, a 1931 uniform that positions the same block OB,O in baby blue, on the left
chest. The off-white uniform also features the same baby blue color trim throughout and the team
cap delivers the same script OBO popularized by later Brooklyn teams. Overall, this style is al
unique in that it lasted for just one season for the Dodgers, as full city and team names adorned
their jerseys in subsequent seasons. The baby blue color of the 1931 jersey did not reappear for
Brooklyn until the 1944 season, when it was predominantly featured in the teamOs road alternate
uniforms, Dodgers fansO final throwback choice. These uniforms, made of a reflective satin
fabric in order to increase player visibility during the first night games in MLB history, were

used sporadically throughout the latter half of the 1940s. The baby blue uniform has white trim,
with OBrooklynO in a familiar white script across the chest and a royal blue cap with a white
script OB,O by now a prominent feature of Dodger uniforms. With fans intrigued by the
possibility of reintroducing satin to the Major Leagues for the first time in seven decadgs, albe

for afternoon games, the 1940s alternate jersey won the online vote over the 1911 jersey by less
than 2,000 votes. However, when the winner was announced, the Dodgers indicated that
although the color and design of the 1940s jersey would remain, the fabric would not be satin but
a modern polyester blend instead.

In these three instances, whether in the 2005, 2007, or for the 2011 season, the memorial
function of throwback jerseys works to legitimate the narrative authority and unity of the
DodgersO franchise history. Each jersey implemented by the team in the past six seasons is
fundamentally rooted in the teamOs Brooklyn past, to serve as a clear and significant reminder of
the authority of Dodger identity. Importantly, all of the three choices for 2011 were road

uniforms that prominently featured a Brooklyn wordmark or logo. The use of OBrooklynO on all
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of their throwback jerseys, therefore, attempts to further congeal the franchiseOs unifiedl histori
narrative that delivers one team, albeit in two cities, and not two separate and uniquelteams. T
throwbacks thus perform as supports that tell a selective story about the Dodgers, a story
controlled by Dodger ownership interests who seek to control and contain Brooklyn Dodger
history by controlling its material deployment. Such was the rationale behind the team suing a
Brooklyn bar in 1993 for their use of the Dodger name to, aNléeYork Timewrote, Osecure
the tightest possible grip on sales of merchandise carrying team logosE[a] business [that] grew
from about $200 million in sales in 1986 to $2 billion in 1991, according to testimony at the
trialO (Martin, 1993, p. B1). As those profits have soared in the past two decades, these interests
have kept an eye on Brooklyn. In 2010, MLB, on behalf of the Los Angeles franchise, sued a
restaurant, OBrooklyn Burger,O on account of the restaurantOs script OBrooklynO logo. In reactior
borough president Marty Markowitz defended the local business, OThey left us in 1957 and
theyOve got the gall to think that they own the name BrooklynO (Durkin & Pearson, 2010, p. 15).
The throwbacks in 2005, precisely because they were historically inaccurate and featured
a OBrooklynO script, signified a part of the anniversary discourse that connected the present
Dodgers to their Brooklyn championship and thus to one of the most renowned and historically
significant MLB teams of all time. Meanwhile, the 2007 throwbacks in Tampa Bay, which
maintained the same historical inaccuracy, were specifically designed to draw on tlggcnosta
appeal of Brooklyn for former fans, like the father of Rays owner Stu Sternberg (Carter, 2005).
Yet, in spite of the historical inaccuracies, the historical weight of both throwbackstvas
diminished. In both cases, the details are not always necessary, as Nora (1996) asserts: OMemory
being a phenomenon of emotion and magic, accommodates only those facts that suit itO (p. 3).
Such is the predicament of many throwback jerseys utilized across all sports. Because of the
material composition of any remaining originals, if any still exist, the replication of/gise
fraught with the opportunity to revise history. The vulnerability, therefore, of the original
presents an opportunity that is inherently rhetorical because even as it offers new adsess, it O
intervention in the materiality of the text, and it is important to grapple with the degrees and
kinds of change wrought by itO (Blair, 1999, p. 38). Primarily, that change obscures accuracy for
the sake of a powerful symbol. Further, wearing the throwbacks avoided the negative
connotations associated with their Brooklyn exodus that took place just two years after the
famous 1955 season.
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The decision to again prioritize their Brooklyn past by offering three specific throwback
jersey choices for the 2011 season is unique in that there is no stated purpose for the throwbacks
except to increase merchandise sales and attendance for often poorly-attended afternoon games
(although, the teamOs debut in the uniform on April 21, 2011 coincides with the franchiseOs first
professional victory in 1890). Consequently, after the promotion was announced, a local
Brooklyn paper blamed the Dodgers for exploitation (Buiso, 2011). The Brooklyn fans
interviewed for the piece were furious: OTheyOre using usETheyOre not entitled to Brooklyn
Dodgers shirtsEItOs a slap in the faceEl donOt think they should even be allowed to do this,O
(Buiso, 2011, | 4-16). At least the use of throwbacks in 2005 and 2007 purported to function in
celebratory ways, but the 2011 versions are defined by their potential in the sports merchandise
marketplace.

Ironically, even though the city name is plastered across the front of each of these
throwbacks, the actual historical connection between the team and the borough of Brooklyn is
ignored by the Los Angeles DodgersO use of throwbacks. The Dodgers seemingly want to utilize
the commercial value of their Brooklyn association without reminding the public of the real
consequences of their tragic, but also impressively local, Brooklyn past. In promotional material
that features the new 1940s throwbacks modeled by a trio of current Dodger stars, two players
are wearing Brooklyn caps while the third, centrally placed in the photo, is wearing the current
Los Angeles interconnected OLAO cap.

The move reduces the significance of Brooklyn, neglecting the borough while promoting
its namesake. For example, in each MLB season, the Dodgers play in New York, against the
Mets, for at least a set of three games. If the team was concerned with their Brooklyn legacy,
they might consider wearing the throwbacks during those games and partnering with the
Brooklyn Dodger Hall of Fame or the Brooklyn Historical Society, organizations that keep
Brooklyn Dodger history alive. Instead, the missed opportunity to recognize their history
reinforces the teamOs attempt to revitalize the Brooklyn Dodgers brand, separating the cultural
significance of the Dodgers in Brooklyn from the material. What is left is a symbol devoid of
meaning, judged only for its potential to create products that will sell, a central chaaticieriz
of the sporting spectacle in the late capitalist moment (Andrews, 2009).
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The Aesthetic, Moral, and Logical Ramifications of Throwback Jeseys

The end result of this jersey controversy, among the Dodgers fan community in Los Angeles in
articles and online message boards, is a similar divisiveness, paired with confusion and
frustration regarding the decision to implement a new series of throwback jerseys. Most
importantly, however, the adverse reaction of fans underscores the notion that sports jerseys are
symbolic representations of their team and more than just merchandise. Consequently, the
following summary of objections is drawn from discussion posts on the Dodgers Facebook page,
the official team website, unofficial team blogs (True Blue LA, Mike SciosciaQ Tihaess,

Sons of Steve Garvey, the ESPN-affiliated Dodger Thoughts), the uniform aesthetic blog
UniWatch, and the discussion boards on Chris CreamerOs Sports Logos Community, the online
center of sports logo discourse. Initially, the adversity facing these new jerseys is ascribed to a
timeless, traditionalist perspective on the Dodgers script jerseys. Subsequently, cermpplatnt
towards the authenticity of the color choice for the throwbacks in the 2011 season, as Dodgers
fans realize the slippage of team identity as a consequence of introducing a rather dananonp
shade of baby blue to their uniforms. But, more importantly, the use of Brooklyn on the Dodgers
uniform raises an interrelated series of questions regarding what a large number of professional
sports teams can and should do with the relocations and name changes and the disjointed
histories that embroil team and city histories. As such, fans question both the morality of
Dodgers ownership placing financial motivations ahead of concerns for aggrieved fans as well as
the logical consistency of throwing back to a city that directly contradicts the teamOs current
geographical identity.

ThelLos Angeles Timedeclared all three throwback jersey options for 2011 were
unrecognizable and Obizarre,O insinuating that something was aesthetically differen¢sbout t
proposed Dodgers uniforms (Dilbeck, 2011, p. 5). This sentiment is a subtle indicator of the
belief that the current Dodgers uniform is a timeless garment beyond reproach, in that it does not
need to be changed or altered. For example, the Dodgers jersey, purported to be one of the few
untouchable jerseys in professional sports, falls under the category of OdonOt change a thingO
according to former Dodgers pitcher Jerry Reuss, who threw a no-hitter for the Dodgers in 1980
and won a World Series with the team in 1981 (Hecken, 2011, p. 18). In fact, the current uniform
has remain largely unchanged since 1938, when the Brooklyn Dodgers introduced the scripted
ODodgersO font across the front of the jersey. Details like hat colors and piping styles have been
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consistent as well. Consequently, that the Dodgers would wear a different jersey at home, for
what would be just the second time in their history in Los Angeles, foreshadowed the amount of
conversation the 1940s throwback jerseys generated.

Primarily, in specific response to the 1940s throwbacks, fans were quick to point out the
color choice of baby blue as not an inherent part of Dodgers history. The color is especially
contradictory to the team jerseys since the team and fans have established ODodger blue,O the
shade of blue that regularly adorns the team, as both a legitimate part of the color wheel as well
as a euphemism for playing for the Dodgers. Popularized by former Los Angeles Dodgers
manager Tommy Lasorda, who is known for coining the phrase Obleed[ing] Dodger blue,O
wearing Dodger blue is an important part of Dodgers identity (OLasorda takes,O 1976, p. 19). The
baby blue of the 1940s throwback violates that in principle, although the players will wear
Dodger blue throwback caps during all six throwback games, and fans seem to connect the baby
blue to the conspicuously baby (or powder) blue styling of the far-less prestigious Kansas City
Royals. The Royals wore baby blue as their primary color on road jerseys from 1973 to 1991, the
teamOs most competitive era, and in recent years the look has popularly served as a throwback.
The resulting confusion between Royals and Dodgers colors is exacerbated by the decision to
forgo satin for the modern fabric technology that official uniform supplier Majestic uses for all
MLB teams. As a polyester double-knit, the jersey loses the shimmery look and feel of the
originals, thus exaggerating the blandness of the re-creation, a de facto baby blue uniform.
Further curtailing the uniqueness of the DodgersO throwback, baby blue jerseys were not only
one of the most popular colors of the Mitchell & Ness throwback fad but the color was
represented on the jerseys of almost half of MLB franchises throughout the 1970s and 1980s.
Therefore, in addition to betraying Dodger blue, the 1940s throwback for the 2011 season
sacrifices its potential uniqueness by embracing modern technologies and reverting to
fashionable colors.

Further critiques levied toward the 1940s throwbacks venture into moral and logical
territories. To begin, fans have intoned that it is morally wrong to profit from something that is
still patently hurtful to a group of fans. Numerous Brooklyn Dodgers fans, beyond being upset
that their memories are being exploited for commercial purposes, regard the Los Angeles
Dodgers as unsympathetic to their history. Given the numerous lawsuits the franchise has
brought against residents and businesses in its former home, Brooklyn fans interpret the Dodgers
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throwbacks as merely a convenient OtributeO guised in a potential financial windfall for the
current team. As Borough President Marty Markowitz defiantly asserted, OIf they have any
interest in nostalgia, they could leave L.A. and come back homeO (Paddock & Hutchinson, 2011,
p. 8).

For all that the Dodgers have ignored their Brooklyn past, except to exploit it, Dodgers
fans in Los Angeles also realize the moral depths of gimmickry of throwback uniforms in the
context of the teamOs beleaguered owner Frank McCourt. Previous research in the English
Premier League serves as evidence that fans and the media are cognizant as welllgs logic
skeptical of the ownerOs financial behavior regarding the club (Osborne & Coombs, 2009).
Considering that the team has already used 1955 throwbacks in the past, fans interpret new
throwback choices not as honorific, but as new products available for consumption. In part, this
understanding is based on the fact that the 1940s throwbacks do not celebrate any of the teamOs
specific seasons or significant accomplishments. In addition, the satin jerseys anet fioot
MLB history, with just a few teams experimenting with them for a handful of games during the
1940s. From this standpoint, the satin uniforms are remembered as a unique gimmick, not an
enduring jersey that is representative of Dodgers history. When packaged as a featured part of a
six-game throwback plan, where fans that purchase the entire six-pack of tickets can receive
half-priced food and drink (including alcohol), the legitimacy of the commemoration is placed in
doubt.

Furthermore, the criticism of the throwbacks as a blatant promotional tool is
contextualized by the financial indiscretions of the McCourts, who while, Ousing the Dodgers
and related assets as collateral B had racked up a staggering $459 million in debt, much of which
was used personallyO (Burke & Vardi, 2011, p. 4). The bitter divorce currently taking place
between Frank and Jamie McCourt has recently revealed the DodgersO attempt to procure a $200
million loan, an upfront payment for television rights, from their cable broadcaster Fox (Shaikin,
2011). The financial standing of the team, whichltbe Angeles Timdselieves has affected the
teamOs ability to field a championship roster, contextualizes the throwback promotion for the
2011 season (Plaschke, 2010; Shaikin & Reckard, 2010). Thus, the jerseys, already an
unnecessary provocation of bitter memories, are driven by their pecuniary intent.

Finally, the fan narrative surrounding the 1940s Dodgers throwback uniform reveals that
the decision to specifically emphasize Brooklyn throwbacks is nonsensical becauseatesle
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inconsistency by acknowledging the teamOs divisive history. Fans on both coasts seem to share ir
this sentiment, that celebrating the desertion of a city in a new city, while entirelglpdssi

patently illogical. In Brooklyn, Nick Fiore, a former member of the Dodgers Sym-Phony, a pep
band that used to play at Ebbets Field, was dumbfounded by the teamOs decision to use
prominently-labeled Brooklyn throwbacks, OAre they nuts? So theyOre going to be the Los
Angeles-Brooklyn Dodgers?0 (Paddock & Hutchinson, 2011, p. 4-5). His bewilderment was met
by fans in Los Angeles who would prefer to celebrate the history of Los Angeles baseball and
deem the teamOs current jerseys, which originated in Brooklyn, as sufficient commemoration.

The decision is further questioned when considering the teamOs recent marketing
strategies, which emphasize the Dodgers emplaced identity in Los Angeles. The primary
campaign heavily employs the slogan OThis is my town,O aligning Los Angeles as Dodgertown,
U.S.A. The slogan is visibly presented on billboard advertisements scattered throughout southern
California and, at first, only team members adorned the billboards. But, as the campaign grew,
the billboards included a large number of musicians, Hollywood stars, professional athletes, and
even local thoroughbred racing champion Zenyatta (Drape, 2010). At its best, the slogan and the
campaign seek to make Othe team and the stadium actually feel like a vibrant, hopeful Los
AngelesO (Plaschke, 2010, p. 4). In addition, a recent t-shirt introduced to the Dodgers
merchandise lineup from sportswear giant Nike reads OThe Los Angeles Dodgers of Los
Angeles,O a less-than-subtle attempt to mock the regionOs American League counterparts, the
recently renamed Los Angeles Angels of Anaheim (Weir, 2011).

Accordingly, as the Dodgers make their divisive history prominent, and considering their
recent attempts to accentuate civic pride in Los Angeles, the move to use the 1940s Brooklyn
throwbacks is especially perplexing. Whether it is moral or immoral, logical or illogical,
however, the Dodgers have chosen to promote their right to wear jerseys from an earlier iteration
in their franchise history. Yet, the only grounds on which this right is supported is that unlike,
say, the Harford Whalers, the Brooklyn Dodgers franchise retained their team name when they
moved from New York to Los Angeles. But, there is no requirement in any of the professional
leagues that mandates teams to leave team names and logos in the deserted city. Thus, the
primary place for team identity to clash as a result of the retention of team names during
relocations is on sports jerseys. Utilizing throwbacks only further problematizes teanyjdentit
since there is no unilateral way to deal with navigating the lineage for these historical and
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memorial objects.

The case of the Los Angeles Dodgers and Brooklyn Dodgers, while significant for the
exceptional history of the Brooklyn team and its unique connection with the local community, is
only one of many teams who also have to deal with convoluted identities. The NFLOs Colts, an
historically significant and locally beloved team in its own right, moved from Baltimore to
Indianapolis, literally, in the middle of the night in 1984. The move drew some comparisons to
OOMalleyOs move west, except that Colts owner Robert Irsay never informed the Baltimore
community nor did he have league approval to make the switch (Anderson, 1984). Both cities
have had to deal with the repercussions of that move, especially after Baltimore received a ne
NFL team in 1996 in the form of the relocated Cleveland Browns. Unlike the Colts before them,
BaltimoreOs new team left the Browns name in Cleveland, stranding Cleveland without a
professional football franchise until an expansion Browns franchise was awarded to the city for
the 1999 season. Yet, in both Indianapolis and Baltimore, fans are left to wonder about the
teamOs legacies. Those legacies are brought to the fore with Indianapolis and a uniform that has
retained the major design elements that originated with the Baltimore Colts, whiledBefis
franchise has neglected to use Browns throwbacks, an especially confusing proposition
considering ClevelandOs re-emergence in the NFL. Further, while the Indianapolis Colts have
worn 1955 throwback uniforms recently and the team compares the statistics of its current
players against its Baltimore forbears, the Baltimore Ravens have placed the numbers of former
Baltimore Colts P as well as their championship seasons B in its stadiumOs Ring of Honor.
Meanwhile, the player who defined Baltimore football, Johnny Unitas, is immortalized in a
statue located in a plaza, also named in his honor, outside of BaltimoreOs stadium. Despite never
playing a game for the franchise that currently plays in a stadium he never stepped foot in as a
player, Unitas is famous in Baltimore for telling a Ravens executive, OIOm not an Indianapolis
Colt. They donOt break any of my records over there. | have all my recordsO (Svrluga, 2006, p.
26).

In all, far from a rare occurrence in recent years, teams across the professional leagues
have employed throwback jerseys that materialize their clashing histories. In MLB, the Seatt
Mariners recently wore throwbacks to the Seattle Pilots, a franchise that moved takdivwa
1970 and became the Milwaukee Brewers. Conversely, the Brewers have also worn throwbacks
to the Milwaukee Braves, a franchise that originated in Boston, moved to Milwaukee to start the
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1952 MLB season, and then moved to Atlanta for the 1966 MLB season. The Washington
Nationals, a franchise with roots in Montreal, has ignored Expos throwbacks and instead has
used Washington Senators jerseys, recalling two earlier franchises that did exist asties Se

but relocated to two different cities. After the 1960 season, the Senators moved to Minnesota
(and became the Twins) while, simultaneously, a new expansion franchise was given to
Washington, thus keeping a professional baseball franchise in the nationOs capital. That version
of the Washington Senators left D.C. after the 1971 season, moving to the Dallas-area to become
the Texas Rangers. Furthering the confusion for the NatioftadsyWashingtoRost recently
discovered that the team was selling merchandise with two different origination dates: s

shirts point to 1905, referring to the first of 50 years when the Washington team was known as
the Nationals (the team was known as the Senators from 1901-1904 and 1955-1971), while
others are labeled 1969 to indicate the year the Expos joined MLB (Steinberg, 2011). During the
2009 NFL season, Kansas City channeled their team franchise origins with throwbacks to the
Dallas Texans, an AFL team that moved to Missouri in 1962 and became the Chiefs. This
throwback would seem to clash with the current NFL team in Houston, the Texans, an expansion
team founded in 2002 after the Oilers left the city and moved to Nashville for the 1997 season.
That team, now known as the Tennessee Titans, also used throwbacks during the 2009 NFL

season, recalling their Houston Oilers heritage.
Conclusion

Comedian Jerry Seinfeld once attempted to clarify sports team devotion by focusing on
team uniforms. Because teams (and players) are constantly moving, he opined, OYouOre actually
rooting for clothes when you get right down to it. You are standing, cheering, and yelling for
your clothes to beat the clothes from another city.O This observation both points to the
significance of sports jerseys, which have operated as symbolic representations ofctiges a
for over a century, and implies that sports jerseys can simply exist as ahistorical (or Historical
inaccurate) stylized clothes.

Consequently, sports jerseys do have the potential to become divisive elements. In
fiction, as in the aforementioned filBo the Right Thingdirector Spike Lee highlights the racial
tensions in multi-racial Brooklyn via a confrontation between a white yuppie wearing a Larry
Bird Boston Celtics t-shirt and a black resident wearing Michael Jordan-brand sneakers. The
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conflictis materialized via the jersey since, according to Houck (2006b), Larry Bird signified
Othe tension between Black athleticism and White mental smartsO in the Nasketdala

League (p. 545). The placement by Lee thus underscores the tensions manifested by privileged
whites in a slowly gentrifying Brooklyn. Unfortunately, jerseys have played a role in inciting
tensions in reality, through incidents of fan violence as recent as MLBOs opening day in 2011.
After a game between the San Francisco Giants and Los Angeles Dodgers in Chavez Ravine, a
42 year-old San Francisco fan wearing a Giants jersey was beaten without provocation into a
coma in a stadium parking lot (Norwood, 2011). While one sportswriter had the gall to question
why the adult fan would wear a jersey to a road game (Stiegerwald, 2011), the incident has been
overwhelmingly condemned as a senseless and, perhaps, drunken assault (Keown, 2011). As a
precaution, the Dodgers, in addition to shelving the half-priced beer promotion that was part of
the throwback jersey days at Dodger Stadium, have hired an ex-police chief to evaluate their
security measures and increased the police presence throughout the stadium and parking lots
(Shelburne, 2011; Winton, 2011).

Jerseys then, as the example of the DodgersO throwbacks has revealed, comprise a critical
library of commemorative material that have strong, evocative, appeals. The 1955 Brooklyn
Dodgers throwbacks, for example, encapsulate a wide range of emotions, covering BrooklynOs
underdog status as representative of the working class borough, engaging the deep connections
that fans in Brooklyn had with the players who lived in their community, and epitomizing the
potential of sport to stand against racism. Furthermore, without the same historicalesigaific
the 1940s throwbacks, beset by their inconsistencies in fabric and the relatively short-lived satin
experiment during MLBOs lean WWII seasons, are overwhelmed by their context. Like all
memorials, throwbacks are susceptible to their surroundings and, in this instance, the moral and
financial questions that surround the team are adversely impacting the jerseysO potential to
advocate a Dodgers history.

This stands in contrast to the stylish appeal of clothes, including jerseys that provide
merely a stylistic surface for popular consumption. Sports teams have observed the power of this
nostalgic function, invoked through style, in the marketplace and, driven by the financial appeal
of throwbacks, deem that style is so vacuous that it can overcome the weight of its substance:
messy legacies, moral questions about the appropriateness, and the contradictory context of the
teamOs current identity. Producing a stylish throwback is enough. And so the Hartford Whalers

101



and Brooklyn Dodgers play on.



CHAPTER FIVE

SEWING IT ALONE: UNIFORM DIYERS IN THE
HYPERMASCULINE WORLD OF SPORTS FANDOM

During their coverage of the 2010 Indianapolis 500, ABC televised an interview piece
between sports reporter Robin Roberts and IndyCar driver Danica Patrick. The context for the
interview, the worldOs largest candy shop, was especially intriguing considering PatrickOs
notoriety not only as a prominent female race car driver in the United States but as an archetype
of traditional sporting femininity. Long the subject of photo spreads in menOs magazines -
including Sports lllustratedSinfamous swimsuit issue - in May 20E5PN the Magazinsaid
of Patrick, O[She] is nowhere near the best in her field, but she doesnOt need to be, because she i
hot enough to pose fddaximO (Glock, 2009, | 4).

Abetting the construction of a sanctioned female sporting identity, the candy shop
featured prominently in the interview, with Roberts and Patrick staged in front of a wall of candy
bars, PatrickOs conspicuous purple eye shadow, (appropriately) candy pink-colored lipstick
makeup, and her long brunette hair on full display. As such, the content of the interview, which
did touch on PatrickOs driving career and her relationship with the media and fans, was
foregrounded by discussions about eating and enjoying chocolate, purchasing wedding cakes,
gaining weight, being beautiful, and modeling. Notably, however, roughly halfway through the
edited interview Roberts asked Patrick about sewing, her new hobby, and unveiled the driverOs
sketchbook of clothing designs. Patrick responded to the prompt:

| became inspired to draw after | got a sewing machine this Christmas. | really wanted a
sewing machine. | was just, like, IOve got to learn how to sew my jeans...[and] | feel like
|Ove seen a lot of pictures of kids wearing, kind of, my jersey shirts that look like my suit
but theyOre just a shirt. (Goldberg, 2010).
Roberts channeled PatrickOs answer towards her identity as a role model for young fans, but
missed an opportunity to ask Patrick something intriguing: whether she is crafting her own
version of her fire-protectant race uniform. Still, the brief conversation regarding PatrickOs
pursuit of a sewing machine underscores the Third-Wave feminist movement

to reclaim many of the domestic arts that were both devaluated by the predominant
masculine society and shunned as associative with oppressive domestic labor...Paramount
in this reclamation movement is the overwhelming trend among women in their twenties
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and thirties to utilize needled works as feminist expression. (Chansky, 2010, p. 681)

The empowerment provided particularly through sewing is gently underscored in PatrickOs
interview, a combination of traditional female sporting stereotypes and the introduction of a
hobby that complicates PatrickOs identity as a highly-skilled and heavily-sexualiat fem
athlete.

Yet, the concept of sports uniform craftwork - literally making your own uniform - is a
recent trend that has problematized stereotypical notions of gender roles. Even as sporting
culture remains overwhelmingly hypermasculine, accepting PatrickOs use of a sewing machine,
there is a particular group of male sports fans and uniform aficionados who have recently
embarked into the world of craftwork, designing and sewing sports jerseys and apparel. Inspired
by a creative mind, a devoted appreciation of a particular team or uniform, and the will to
circumvent corporate offerings, these Do-It-Yourselfers (DIYers) represent a small fraction of
the male sports-watching community that have embraced sewing machines and craftwork
products with pride. As a result, their portfolio has often resulted in items so unique, detailed,
and impressive that fellow sports fans in the tailgates, stadiums, and arenas throughout the
country approach them with the burning exclamation/question: Owhere did you get (read: buy)
that?!1?!0

While physical encounters often result in a powerful kind of envy and adoration, the
locus for this DIY group has emerged online at the web blog UniWatch, a site devoted, in its
own words, to Othe obsessive study of athletic aesthetics.O The proprietor of this website, Pa
Lukas, began his careful deconstruction of uniforms back in 1999, in a column Yollahe
Voice Since then, his work has been feature@@ Enquire, The New York Tim@snong
others, and he is currently employedEfyPNas their resident uniform expert and columnist.

The UniWatch blog has been in existence for about five years, and it is powered not only by
Lukas and a team of talented and dedicated writers, but a membership program that brings this
close-knit community together to form the foremost uniform resource on the Internet.

Recently, UniWatch has become a central meeting place for DIYers to reveal their lates
projects and gather input on future designs. Utilizing this excellent resource, this chapter will
employ select interviews from Lukas and uniform DIYers who regularly contribute and connect
with the site. Taken together, the surge in uniform DIY projects reveals a number of significant
issues at play for these DIYers in the world of sports fandom. As a result, | will first introduce
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the conflict between empowered fans and the economic underpinnings of professional sports
jersey merchandising. Research in this area has tended to follow fans as cultural poachers
(Jenkins 1992, 2006), which will serve to draw attention to sports fans who form a creative
resistance through craftwork to the overwhelming control of sports industry giants like Adidas,
Nike, Russell Athletic, Under Armour, and Majestic. After introducing this conflict, thiysisal
will use interviews from DIYers to argue that the spirit of designing and creating a jersey not
only allows them to circumvent corporate offerings, but is an active form of display thatsmpact
their identity as fans. Finally, | will argue that this form of active resistance, gs/eglidnce on
craftwork skills, complicates existing gender stereotypes for fan culture in the hegemonic and
hypermasculine world of sport.

Fandom as Resistance, Fandom aseNtrosemic

Historically, the beginnings of a political economy of mass culture are tied to the rise of
industrialization and urbanization in the modern age. With limited free time and strelssful la
conditions, urban workers were drawn away from traditional forms of recreation - like singing
and dancing or playing sport. This void was filled by a culture industry created by mass-
produced media (Jhally, 1989, p. 69). Operated as any other capitalist enterprise, media
companies transformed culture into a commodity driven by the profit motive. Products - like
professional sport - introduced by the culture industry into the marketplace were judged solely on
their ability to make money. In sum, rather than act in the public good, mass media companies,
private institutions controlled by the philosophy of capitalism, became committed to making
profit.

Also an offspring of the industrial age, professional sport has mirrored and contributed to
the development of mass culture through a cross-promotional and symbiotic relationship with
media companies (Andrews, 2003). In addition, and in lockstep with the economic pursuits of
media companies, sport has consistently embraced blatant commercialism (Sewart, 1987),
despite nostalgic misconceptions of an unspoiled golden age that allows sport to Ocontinue to be
fetishised...as a cultural form somehow removed from the invasive influence of latésragital
(Andrews, 2004, p. 4). Consequently, critical readings of sports merchandise must recognize the
promotional power of advertising that distinguishes these products in culture (Gottdiener, 1985).

Bishop (2001) asserts that as part of their promotional techniques, Oprofessional sports
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logos have become brands for their teamsO (p. 24). Fans, therefore, have sacrificed Oreal linksO
with their team in favor of a litany of sports products that do nothing more than foment the team
brand. As time passes, major sports teams and leagues find new ways to furnish fans with an
overabundance of purchase-able merchandise. NASCAR, for example, has its own cologne while
Major League Baseball recently signed a licensing agreement that will provide team-branded
caskets and urns (Seminara, 2010). Still, amongst the glut of products, Bishop (2001) maintains
that player apparel is at the forefront of this commercial onslaught:

Nike, Reebok, Wilson, and Champion have paid a great deal of money to parade their

logos to the legions of fans. It seems that we are so busy being cynical about the players

and complaining about their salaries that...we chide the players while marketing
executives for the professional sports teams and for companies like Nike and Champion

produce an endless supply of clothes for us to buy. (p. 30)

When specifically referring to sports jerseys in the United States, this decade-olglligtse

little updating. Currently, Adidas-owned Reebok is the sole provider for NBA, NFL, and NHL
teams, Majestic is the outfitter for MLB franchises, and numerous suppliers provide the jerseys
for the thousands of NCAA teams across the country. Most prominent of those collegiate
suppliers include the likes of Nike, Under Armour, Adidas, Reebok, and Russell Athletic. In
total, the sheer volume of available sports jerseys is overwhelming.

While the various leagues and teams each have slightly different offerings, the majority
of professional leagues (the Reebok-affiliated NBA, NHL, and NFL) organize these products
into three categories that offer a demarcation in price and status: authentic, premier, @and repli
(MLB and NCAA teams deliver authentics and replicas only). According to their promotional
materials, authentic jerseys, which are the most expensive, are Othe real dealO (NCAA),
OgenuineO (NFL) OreplicationsO (NHL) or OduplicationsO (NBA) that promise Othe same design(
(MLB) worn by players on the field, court, or ice. Depending on the sport, these jerseys vary in
price from $379 (NHL) to $150 (NCAA).

A relatively new product line for the NBA, NHL, and NFL, premier jerseys attempt to
deliver Othe authentic look at a more affordable price,O (NFL) and Oduplicate the lookO (NHL) of
player jerseys. These products may not use the same materials but, with sewn-on lettering and
logos, produce an effect similar to authentic jerseys. They range in price from $109 (NFL) to $79
(NBA). Finally, the lovestpriced line for any sports jersey - across all leagues - is the replica
jersey. Typically, these jerseys are screen-printed and made with a cheaper materialtairhey re
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for $99 (MLB) to $44 (NBA).

Critically, even with the minor differences in materials and sewing techniques, there is
tremendously significant distinctions among these various kinds of jerseys. As jersey expert Paul
Lukas attests,

The use of authentic by companies like Nike and Reebok and Adidas is really one of the
great coups of language. What does it mean exactly when you say OauthenticO?
Authentic means real. Yes itOs a real jersey and they call the lower-priced ones replica

Now, the authentics are replicas too, theyOre not cut to the same tailoring patterns or if

you buy, say, a Tim Lincecum jersey. Now if itOs truly a Tim Lincecum authentic jersey,

shouldnOt it only be available in his size? But you can get it in all these other sizes, so
what exactly is authentic about that? And what they really mean is that itOs made from
the same kind of fabric, and the same stitches per inch or whatever, but it is a replica, itOs

a mass-produced knock-off of what Tim Lincecum wears. (personal communication,

February 7, 2010)

As a rhetorical operation, the means of differentiating between the variety of sports jerseys
references BourdieuOs (1999) concept of distinction, where social groups are differentiated by
what they can afford. In his writings on sport, Bourdieu noted the Ohidden entry requirementsO
for participation in bourgeois sports like golf - which suits older, financially-establishgerpla

with significant free time - versus physical team sports like basketball and foolietl are

Omost common among office workers, technicians and shopkeepersO (p. 438). A similar
understanding can be forged from the stratified merchandise offerings that invite fans to identify
with their team as well as with fellow fans.

Consequently, being a fan is reduced to consuming the right products, ruining, for Bishop
(2001), any real connection between team and fan. Both manufacturers of jerseys and the teams
and leagues they outfit participate in a whirlwind of marketing techniques that are designed to
sell products. Most professional teams employ OthrowbackO or alternate jerseys - in@ddition t
their home and road uniforms - to increase their available product lines. Quite often, these
jerseys become wildly popular by capitalizing on nostalgic elements. In 2008, the Pittsburgh
Penguins introduced a retro-inspired throwback jersey during the NHLOs Winter Classic, an
outdoor game that channels hockeyOs nostalgic roots. The jersey became the teamOs permanent
alternate for the 2008-2009 season after sales of jersey were Ophenomenal,O according to team
president David Morehouse (Rossi, 2008, p. 12). Other marketing techniques include the NFLOs
collaboration with hunting apparel manufacturer Realtree to make jerseys in camouflage prints

and efforts to make team jerseys and apparel more fashionable for women (Vega, 2010). In order
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to accelerate sales for such an overwhelming amount of jerseys, a new campaign instaked for t
2010 NFL season focuses on the reasons why certain players wear a particular jersey number, in
an attempt to make players more Orelatable,O according to John McMahon, ReebokOs marketing
director for Licensed Sports (Stanley, 2010, p. 3).

As per the logic of commodification, sports apparel companies will continue to find new
ways not only to market their products but also produce their goods. For most companies in a
globalized economy, this means shifting manufacturing facilities overseas. Accordingho Nort
American Labor Union Unite Here, ReebokOs NHL replica jerseys are manufactured in Indonesia
for an estimated cost of $8.19 (OHow much,O 2009). Thus far, however, those factories have
escaped the scrutiny directed towards some of ReebokOs NFL replica jersey producers. One such
facility in El Salvador, which was responsible for producing replica NFL jerseys in 2008 and
20009, forced its workers to perform overtime without pay, but paid its employees - many of them
female- just ten cents for each jersey sewn (The National Labor Committee, 2010). These
practices are commonplace among most large sports apparel corporations who, in exclusive
apparel agreements to reproduce the jerseys of sports teams, control the offerings.

Considering the high prices associated with much of this apparel, the market factors that
privilege the leagueOs most popular teams and diminish the amount of products for small-market
franchises, and the desire to create something unique, a growing number of both sports fans and
sports uniform appreciators have found an outlet for resistance. By circumventing the corporate
jersey process and controlling the meanings of their teams, these DlYers are keenly separating
the sports brand from the sports team. In other words, when making their own cultural products,
these fans are not interested in the mass production of a jersey for capital reward, but in the
careful and dedicated construction of a treasured object that is not only satisfying but strikes a
deeper connection with their team.

The focus on the consumer, therefore, begins with de Certeau (2002) and Willis (1990),
who recognize the work that consumers do to remake cultural products. Specifically, de
CerteauOs (2002) focus is directed at consumers who perform a kind of Osecondary productionO
of popular culture products: OWe must first analyze its manipulation by users who are not its
makers. Only then can we gauge the difference or similarity between the production...and the
secondary production hidden in the process of its utilizationO (p. xiii). In the analysis that
follows, de Certeau concludes that consumer reproductions are best explained as Opoaching,O as
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they appropriate only the elements necessary for their own interests.

This perspective is shared by Willis (1990), who posits that because there are no inherent
values in commodities, commodities are ruled by a grounded aesthetic - by the value of their
reception and not production. Consumers, far from being passive subordinates required to absorb
the produced text, are instead performers of symbolic work who have the power to transform
commodities by O[bringing] experiences, feelings, social position and social memberships to
their encounter with commerce...The results of this necessary symbolic work may be quite
different from anything initially coded into cultural commoditiesO (p. 21).

For de Certeau (2002) and Willis (1990), some kind of consumer production is simply
part of commodified culture. All consumers, in some way, must as Fiske (1992) notes, Oengage
in varying degrees of semiotic productivity, producing meanings and pleasures that pertain to
their social situation out of the products of the culture industriesO (p. 30). Furthermore, because
Jameson (1992) attests this productivity is merely part of commodified pastiche, we must look
elsewhere for a meaningful kind of consumer production. There is, consequently, a smaller
segment of the population, engaged in a more intense kind of productivity that distinguishes
them from normal/official culture. This group, what Fiske (1992) considers fans, materializes
into communities by Oturn[ing] this semiotic productivity into some form of textual productionO
(p. 30) that emulates the offerings in official culture. The only differences between fan-produced
and officially-produced texts:

are economic rather than ones of competence, for fans do not write or produce their

texts for money; indeed, their productivity typically costs them money...There is also a

difference in circulation; because fan texts are not produced for profit, they do not need to

be mass-marketed, so unlike official culture, fan culture makes no attempt to citsulate i

texts outside its own community. (Fiske, 1992, p. 39)
The idea is supported by Jenkins (1992, 2006), borrowing the notion of the masses as Opoachers(
and affirming the power of fan communities as participatory. As a group that will seek out the
text and appropriate it for its own needs, Jenkins purports that fans make the text an active
resource. Importantly, Jenkins (2006) looks at fans as Othe most active segment of the media
audience, one that refuses to simply accept what they are given, but rather insists on the right to
become full participantsO (p. 131). This activity, however, covers a wide variety of types and
skill levels, lending some creations to be labeled bricolage, while others are expertlydgxecute

engineered productions (LZvi-Strauss, 1966). The engineered DIY projects may seem to be more
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creative and resistant, but far from discounting bricolage as part of JamesonOs (1992)
commodified pastiche, | view uniform DIY bricoleurs as producers who assemble Odiscusrive
fragmentsO (McGee, 1990, p. 287) and material objects that Oanchor the transient character of
memoryO (Dickinson, Ott, & Aoki, 2005, p. 89). Combining memory objects, therefore, the
DlYers whose projects embody bricolage are active producers combining unique elements
particular to their individual memories. Because this is also a primary part of DIY creatibns tha
are more engineer-like, | group their active production as a challenge to the hegemony of
corporate, officially-licensed merchandise.

Yet, Sandvoss (2005) calls attention to the idea that fandom can exist in far less
monolithic understandings than Othrough inherent principles of resistanceO (p. 42). In fact, far
from existing as merely textual producers, Sandvoss (2005) emphasizes the individualized nature
of fandom, where if Ofandom functions as a mirror...what we see will ultimately depend on our
angle of visionO (p. 10). As such, his ventures into pyschoanalysis help to support that mirror
metaphor, leading to the idea that fandom relies less and less upon the text and is, instead,
grounded in the self. Ultimately, this proposition leads Sandvoss (2005) to decry the idea that a
text can be polysemic, opening it to the possibility of existing as neutrosemic, or full of Oso many
divergent readings that, intersubjectively, it does not have any meaning at allO (p. 126). As a
result, for Sandvoss (2005), the experience of fandom can only be understood via individual
fans. Overall, SandvossO point insists that scholarly investigations of fans cannot be reduced
solely to reports of resistance or cultural capital.

Given a sense of uniqueness in fandom, therefore, | assert that the process of creating and
wearing these DIY projects provides what Charland (1987) calls a Oconstitutive identityO (p.
134). Initially used to study how a rhetorical text could constitute a collective identity,
CharlandOs (1987) concept can also be applied towards the sense of identity for rhetors who
deliver a particular text. That is, DIYers are not only sending a message to other fans through
their projects by wearing them in public, they are also sending an intrapersonal message that
reaffirms their own identity. This identity could reflect their investment in a particidgepbr
team, their dedication to reject corporate offerings, or, as Sandvoss (2005) insinuates, any
number of potential readings. Primarily, however, creating and wearing DIY creations offers the
possibility to connect with a team or player on a unique level, recalling the nostalgia of a less
commodified sporting era.
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The Uniform DIlYers

Using the experiences detailed in more than a dozen interviews with DIYers, the analysis
that follows presents two primary rationales for their kind of cultural production and a
consequence that distinguishes this group of fans from others. The first rationale involves a
process of circumventing, bypassing consciously or subconsciously, corporate jersey offerings.
The second focuses on the pride of being a fan and, specifically, how DIY projects can
contribute to a public display element of fanship. Finally, I will explore the unintended
consequence that DIY jersey projects have produced by disrupting stereotypical gender roles in a
hypermasculine sports culture.

The primary reason that DIYers can point to corporate offerings - or the lack thaseof -
inspiration for creating alternative products is connected to the relatively unprecedented amount
of control that manufacturers maintain as a result of their contracts with leagues asychgeam
well as colleges and universities. Since 1922, Major League Baseball has enjoyed the privilege
of an antitrust exemption, which has been widely misappropriated to include anything related to
Othe business of baseballO (Grow, 2010, p. 5). The NFL enjoys an unspoken monopoly with
official league manufacturer Reebok, the result of an exclusive contract agreement that was
signed in 2000 (Bravin & Futterman, 2010). Only recently has the NFLOs agreement been
challenged in court, with a small hat manufacturer in Buffalo, American Needle, filing a
complaint via the Sherman Anti-Trust Act of 1890. At the heart of these - legal or not -
exemptions, the quality, creativity, and variety of officially-licensed products has suffered.

This development has impacted the marketplace on a number of fronts. First,
manufacturers are more apt to produce a large quantity of a small range of products, effectively
targeting the mainstream consumer and eschewing the opportunity to deliver a wider product
range. Consequently, when manufacturers do produce a greater or more varied amount of
products, they tend to focus only on the most popular teams in sports: namely, teams with a
broad national and international appeal. Second, even in cases where a relatively obscure team or
product is developed and produced, often by large-manufacturer-owned subsidiaries like
Mitchell & Ness (owned by Reebok), the high cost of the products drives away even the most
interested fans. Taken together, the limited amount of products, high cost, and dip in quality
serve as a strong motivating factor for DIYers to circumvent the corporate offerings, even if it
means they are technically breaking the law.
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Because corporate production lines are so limited in their offerings, one of the
inspirations for many DIYers to craft their own sports apparel is to obtain something that simply
is not available. Fiske (1992) notes this gap in circulation as a primary characteristic of fan
culture. Without concern for mass production or making profit, DIYers are free to pursue the
fabrication of highly-individualized pieces that suit their taste. Oftentimes rdaddm allows
for products that corporate manufacturers, with limited product lines, may have never pursued.
For some DIYers, including OEdward,O there is a frustration that surrounds this kind of scarcity,
especially when a particular design has some specific meaning for them:

As a native of Milwaukee, | was always frustrated that even back in the 80s and early
90s, | was morejnfatuated with the egrly Milwaukee Brewers looks, that even the B
Mitchell & NessO of the world werenOt big enough to produce it, or they just didnOt have
the years or designs or the players that | wanted. So I really took it upon myself to pursue
it. (personal communication, February 10, 2010)
Interestingly, one DIYer revealed that if the particular jersey he was looking for did become
available, heOd Ohappily buy one and skip the wholeitraiself thingO (personal
communication, February 9, 2010). Overwhelmingly, however, the powerful attraction to create
the ultimate customized project is matched by an opportunity to design something that a
corporate manufacturer might never even consider:

I love Virginia Tech's current VT logo. | also love the older Virginia outline and

Vertical VT logos. | also love their throwback uniforms with the truncated sleeve

stripes. Nowhere are there shirts made that incorporate all of those elements. Not until |

made one. (personal communication, February 13, 2010)
Not only are these uniform DIYers disappointed with what is not being offered, they also rebuke
what is offered by corporate manufacturers. As dedicated fans, it is only logical that uniform
DIYers are particular about what they like. This perspective is shared by OMark,O a Pittsburgh
Penguins fan who has noticed the teamOs lame attempt to reach out with some retro-styled
products. While these products might be acceptable for some fans, he reasons, OA lot of times, if
IOm at a Penguins game 101l walk into their pro shop and a lot of what | look at is what | call
Ocheesy.O And itOs stuff that | really donOt likeO (personal communication, February 19, 2010).
Furthermore, while most of the DIYers interviewed create from scratch to avoid any interference
from corporate products, Mark is much more a bricoleur, using team patches from a variety of
seasons and sewing them onto a standard high school lettermanOs jacket. In this way, even
though he uses patches that are readily available, Mark assures himself that his credibn is
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unique and nothing like any piece of merchandise that can be purchased from the team or its
corporate apparel suppliers.

Aesthetically, these DlYers are able to point out the serious gripes they have with the
current selection of corporate-produced apparel. The daily postings and articles on the UniWatch
blog contribute to this culture of criticism, where Paul Lukas puts new jersey offerings through a
design test dictated by the principle, Ols it good or is it stupid?O While his critiques span a wide
range of particulars, an interview with one dedicated DIYer, OBob,0 focused on a very generic
concept. Namely, that corporate-produced uniforms are just that: uniform. He continues:

There are million of us designers throughout the world that think the designs being forced
down our throats by the professional league property arms and their relationships with
single vendors (i.e., Reebok, Majestic, Adidas, etc) have destroyed the individual identity
teams have sought to establish...all the uniforms of today look the same in style, lettering
and numbering fonts and various trims which has provoked usydoiself designers
and doers. (personal communication, February 10, 2010)
Conversations with other DIYers, like ORichard,O a long-time DIYer, reveal that an intrinsic
desire for something different has been entrenched in their psyche for some time, even if the
costs are likely to be higher:

While IOm not cheap, | just donOt like the current designs. | was forever saying things
like, "I'd really like that shirt if it didn't have the league name embroidered on the
shoulder, or something like that. | still buy the very best materials and garments that |
can. Oftentimes, a good DIY job costs more than what you'd see in a store. (personal
communication, February 12, 2010)
As noted previously, Fiske (1992) identified that fan productions can often cost money, but it is a
cost that uniform DIYers would prefer to incur - even if it is more - rather than settle for a
corporate product.

This revelation would seem to contradict the frustration directed at the high prices of
corporate products, a dominant theme voiced by the DIYers and even Paul Lukas himself: Ol
donOt have a closet full of jerseys or anything like that, in part because | think itOs ridiculous to
spend $200 on a polyester shirtO (personal communication, February 7, 2010). Because the great
number of DIY projects do not surpass the cost of corporate productions, however, these DIYers
have realized that the average fan is becoming further alienated from the commodified sports
world. As Mark notes, Ol look at the price tag on stuff from Mitchell and Ness and as beautiful as

it is, itOs $500 for a jacket and itOs like, oh my god. 1tOs nice, but man thatOs really expensiveO
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(personal communication, February 19, 2010). A hockey enthusiast named OMichael,O
rationalizes his DIY creations within this framework, noting:

Frankly, | interpret what IOm doing as re-creating something | probably could never
purchase. CCM/Reebok has been producing Heritage Sweaters for a few years and |
bought a 1990s Winnipeg and 1950s Montreal sweater, but each were over $100. IOm of
very modest means, so | wonOt likely be able to afford those again. (personal
communication, February 7, 2010)
Most DIYers, at this point highly-experienced and skilled, realize that the cost astodtate
corporate products is significantly higher than obtaining the materials at cost. Because many of
them do seek the similar materials, they have a better understanding for exactly whatat costs
make a jersey. Richard makes the point that,

As far as I'm concerned, this stuff has gotten so far overpriced that it's incredible. If you go

to a sporting goods store and buy a pro-quality football jersey, it's going to be between $40

and $80, and customizing would about double it. The NFL jersey is $300, and not really

what they wear if you know what you're looking at. BaseballOs the same way. A $20 jersey,

with $20-50 of customizing sells for $150. (personal communication, February 12, 2010)
Bob echoes the sentiment by identifying that these costs have risen sharply, in part because of
the monopolistic control that leagues and teams have given to corporations:

In the 1970's, a company called Score-Line UP Company offered pro jerseys
personalized for $50.00. That same jersey today would cost close to $300. Inflation is one
thing, but having a monopoly over who can manufacture the jerseys is another. (personal
communication, February 10, 2010)
Without other alternatives, DIYers turn to purchasing materials on their own, occasionally going
great distances to do so (Edward mentions he has even tracked down distributors as far away as
the Philippines). Still, even if their projects are costing them money, DIYers believedhatdl
cost is less than what it would take to buy a corporate-manufactured product. More importantly,
however, many DIYers also feel that their projects are superior in quality.

This is especially pertinent for DIYers who discover that some corporate products are not
entirely accurate. A Washington Nationals fan, OBill,0 expressed disappointment with a
particular throwback jersey the team wore recently: OThe Nat[ional]s got everything wrong. The
script wasnOt aligned as the [original jerseys] were, the colors were off, the number font was
completely wrong and so forthO (personal communication, February 9, 2010). Emblematic of the
DIYer culture, fans like Bill intimate that their passion includes an especially-kese $or
details. As another DIYer attests: OlOve spent over ten hours just getting the logo right. ThatOs
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something that DIYers have to have, an almost obsessive amount of eye for the littlertkbtails a

a desire to make sure that it looks rightO (personal communication, February 9, 2010). Because
of this inherent characteristic, DIYers combine their insistence on perfection with arsansé

of history, as does Michael, who believes:

Although my shirts are highly amateur, something similar from Reebok would easily cost
$50 or more, and | believe I'm being a lot more authentic to the way sweaters looked in
the time period I'm recreating. Have you seen the "alumni" t-shirts Reebok is selling?
They have the players' name on the back! Richard and Beliveau never had their names on
their back, just the number! And the font Reebok uses are exactly the same no matter
which team! (personal communication, February 7, 2010)
Yet, even though Michael considers his productions Ohighly amateur,O there are some DIYers
that decry the machined perfection of mass produced jerseys. Specifically, they highlight the
distinction between mistakes in jersey presentation - like incorrect fonts, names, or numbers
and the slight imperfections of hand-crafted work. For Tim, a seamster who worked at a sewing
shop that provided the stitching of names and numbers on jerseys for a professional baseball
team, the slight sewing or craftwork imperfections actually make a jersey more muthent

| think what | do [by hand] is more accurate than what is being sold to fans. One-hundred
percent. You see all of the pristine jerseys out there with their computer controlled
stitches. That's not how the real ones are. The real ones have crooked lines because the
seamstress had a bad day, or a few lose threads popping out because the sewing machine
was acting up. They are not perfect. And the ones that they sell in stores sometimes don't
even have the right fonts or lettering techniques, and they market them as "the same as on
the field." It's crap. (personal communication, February 9, 2010)
Ultimately, by circumventing the corporate offerings, DIYers cultivate a greater sense of
satisfaction than if they were to buy a product off-the-shelf. For Paul Lukas, this senstars simi
to the sense of satisfaction from cooking a meal at home versus purchasing a prepared one:
Owhen you make something yourself, you have a certain emotional stake in it that is enormously
satisfyingO (personal communication, February 7, 2010). That sentiment, which can be
universally applied, holds true for DIYers who cherish the ability to make something to their
exact, specific, and often-detailed needs. As a result, it is common to hear from DIY&théhat
act of making a thing is satisfying in its own rightO (Bill, personal communication, February 9,
2010) and Othe ability to make things exactly as youOd want them are pricelessO (Richard,
personal communication, February 12, 2010).

Considering all of the issues that are involved in the process of circumventing corporate
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offerings - scarcity, creativity, cost, aesthetic quality, material quality, accuracy, imothgle
satisfaction - it is still critically important to investigate the legal caragibns of DIY projects.

As the Supreme Court case between the NFL and American Needle proved, professional leagues
are diligent protectors of their copyrights and their contractual agreements with corporate
manufacturers.

For DIYers whose projects are designed for personal consumption only, copyright issues
are largely null and void. Major leagues or corporations have little to no interest - and recourse -
for stopping or prosecuting projects that individuals design and create. Occasionally, however,
they do face difficulties if they seek outside help for their projects. Mark, a Pittsburgh Penguins
in midwestern suburbia, reveals that his local sporting goods store was hesitant to help him:
OThey were scared to death, they wouldnOt even put Pens on because they were worried about
copyright infringementO (personal communication, February 19, 2010). Still, with many DIYers
choosing to work on their projects alone, they safely operate outside of the sphere of corporate
control.

Occasionally, however, some uniform DIYersO work has become so well regarded,
spreading online and through word-of-mouth, that they often make projects for others. Even
though this group of DIYers understand these transactions clearly violate the law, they realize
there is a place for them to operate either undetected or undisturbed. Still, Edward expresses an
apprehension in discussing the subject,

The one thing I0Om always careful about is well, I even have to be careful about the way |

say careful, when |Om making for a paying customer a 1970 Milwaukee Brewers jersey,

in fact | just took an order last night, | know that what IOm doing is technically illegal.

(personal communication, February 10, 2010)

This kind of cautiousness is emblematic of Richard, a DIY enthusiast who operated a business
out of his basement for several years, even as he became quite successful: OFor quite a while
things were really, really rolling...[but] some of [my work] IOm thrilled to tell the world | was

able to do...Other work, | canOt really say | didO (personal communication, February 12, 2010).

The only way to avoid a kind of criminal prosecution, as both Edward and Richard
reveal, is to avoid mass production. Richard notes that after speaking with various leagues and
playersO associations, Othey told me that it was illegal, but added that if IOm not doing much of it
[and] not advertising...that they really didnOt have time nor desire to go around shutting down all
the shops that do the stuffO (personal communication, February 12, 2010). In both cases, their
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inside knowledge of uniform production and professional leagues delivers them a relative
comfort zone for DIY productions. Edward states,

| know that what theyOre really after is the guys who are running the big cutting houses.
Whether they are overseas or here in the U.S., they are looking for the people who are
making the high-volume, making the big dollar. And IOm not saying that thereOs not
police out there on eBay, because there are... But | know almost for a fact that theyOre not
going to take their time to [come after me] because theyOre looking more for the guy who
Is printing off the OPhillies winO t-shirts right after the World Series that you can make
bank on in the parking lot right after they win it. (personal communication,
February 10, 2010)
Even so, Edward has employed a creative means of avoiding cash transactions. Often, if
potential clients asks him to make a jersey for them, OIOIl make [them] one for free. Now, | might
mention that my wifeOs favorite restaurant is Ruth ChrisO [steakhouse]. And | will literally gift i
to youO (personal communication, February 10, 2010). This kind of bartering system is not
uncommon, considering that DIYers like Edward are mostly unconcerned with the financial
rewards of distributing their projects. Instead, Edward knows that Othere is a very small market
out there...that would take an appreciation for the work that | do, for the research that | do, and
the pride that | put into the productO (personal communication, February 10, 2010). Ultimately, it
is the quality, accuracy, and individual pride associated with the work that uniform DIYers
declare is a strong rationale behind circumventing corporate offerings. While this avenue may
cost them money, it is overcome by the incentive to embark on DIY projects and reject corporate

uniformity.
Displays of Fandom

A second rationale that emerged from conversations with DIYers plays on the dynamic
between the private motivation to create B such as a sense of satisfaction with asgidiregec
products - and the public display of fandom that is typically associated with wearing sports
apparel. Unlike the previous section which addressed cost and accuracy issues, this section
understands DIY projects, far from being ordinary, as exceptional garments that are inculcated
with meaning. Returning to the neutrosemy envisioned by Sandvoss (2005), the DIY projects
help these fans to revel in their fandom, in a myriad of individual ways. Thus, while it is
impossible to reduce their fan experiences and categorize their expressions of fandom through
their projects, the following conversations do reveal a number of dominant themes, perhaps
explained by the relatively narrow demographic (21-45 year-old men). More specifically, the
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interviews with DIYers reveal that their projects empower their fandom by serving the functions
of nostalgia and offering stability in a postmodern sporting world in addition to a sense of
individualism in a crowded sports fanscape.

Ever since its OinventionO in the 17th century, nostalgia has been considered a powerful -
even deadly - condition. More recently, nostalgia has been implemented in order to offset the
loss of meaning that is inherent in postmodernity via the fragmentation of the present
(Dickinson, 1997). This loss of meaning, to put it another way, is caused by the introduction into
a hyperreal world that forces society to question what is real. During this process, Baudrillard
states that Onostalgia assumes its full meaning,O producing myths and representations that
attempt to put society at ease (Storey, 2006, p. 136). In large part, anxiety is resolved through a
nostalgia that returns society to Olost past, places, and peoples,O thereby restoring a continuity to
our lives that constitutes self-identity (Tannock, 1995, p. 456).

Applying this condition to the world of sports, Bloom (2002) investigated the waning
baseball card collecting phenomenon and determined that Omostly older white menO use baseball
cards as Oa nostalgic icon of a stable and Oinnocent® past rooted in male preadolescence and
middle-class whitenessO (p. 67). Though, it appears that some of these characteristics apply to
uniform DIYers. In an attempt to explain their motivations, Paul Lukas suggests the DIY
projects,

touch on a nostalgic feeling or a childlike feeling that a lot of people remember. A lot

of serious fans, or at least the kind of fans that read UniWatch, they remember making
their own baseball cards...And now that theyOre adults...theyOre actually making their own
apparel. And you can sort of draw a straight line or a heavily-dotted line between that

early childhood behavior and what you see these people doing now. (personal
communication, February 7, 2010)

During interviews with several DIYers, they each recounted childhood memories of sketching
uniforms of various sports teams. One such DIYer, Greg, mentions that Omy interest blossomed
when my parents bought me a subscriptio8gorts lllustratedwhich | would read cover to
cover each week, committing the images to memoryO (personal communication, February 13,
2010). Other media forms also helped to foster DIYersO childhood interest in uniforms, as Simon
attests:

| was given my first Detroit Tigers jersey when | was still in elementary scliool.
Hamilton Tiger Cat one soon followed. | think my interest in jersey design dates back
to...specific parts of my childhood...as a kid growing up in the 90's | was hooked on
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games like Microleague manager football and Hardball 3. Those games allowed you

to create and name your own teams, customize the uniforms and the logos. (personal

communication, February 11, 2010)

Still others remember interacting with jerseys physically, at a young age, as does Trent: OWhen |
was a kid, | used to go to the mall and just stare at all the different aspects of an a@tisey |
(personal communication, February 10, 2010). Their appreciation of jerseys at a young age also
creates an overwhelming sense that jerseys of the past are aesthetically superaysttogay,

as Michael believes, Ol donOt think contemporary sports are better or worse than they were back
then, but to me the uniforms looked way better back thenO (personal communication, February 7,
2010). This trope of the past as superior is typical of nostalgia, and, unsurprisingly, sports teams
and uniform companies have capitalized on the aesthetic appreciation of older jerseys (in the
NHL, for example, a large percentage of teams feature regularly-worn retro or throwback
jerseys).

Unfortunately for Uniwatch members, new editions of old jerseys feature a kind of
corporate logo proliferation that was absent in originals, at once confusing the style of old with
capitalist logic. This means that old jersey recreations are ripe territory for DIYers whaeombi
their creative childhood memories and aesthetic appreciation of jerseys with speanifcias
of teams and players. For Michael, who describes his infatuation with older jerseys agaa Olust
the classics,O his DIY projects focus specifically on certain NHL legends, likariopyia
Richard, [Jean] Beliveau, [Doug] Harvey, [Frank] Mahovlich, [Gordie] Howe, and [Ted]

Kennedy. That is why IOve tried to recreate the sweaters they woreO (personal communication,
February 7, 2010). A similar kind of appreciation drove EdwardOs early work: Ol was born in
1973 and some of my earliest memories are from going to Brewers games. Because of Robin
Yount, | wanted specifically the Brewers pullover that they wore in the 1970sO (personal
communication, February 10, 2010).

Still, there is more to making old uniforms than an aesthetic nostalgia or a connection
with preadolescent youth. In fact, there is a highly practical reason to look to the past for jersey
inspiration. Generally speaking, jerseys represent an emotional investment in the team or the
player portrayed. This investment is sizably increased for DIYers, who must spend a great deal
of time and effort to see a project from start to finish. Because of the intense amount of labor

required, there is a certain amount of trepidation with becoming attached to a particular player,
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or even a franchise, in a postmodern sporting world where free agency and the logic of
capitalism govern the status of player and franchise movement. Therefore, since fewer and fewe
players remain with the same franchise throughout their career, the safer investment is to look to
players and teams solidly entrenched in the past.

Such a predicament is what led DIYer Nick, who owns a Roberto Clemente jersey from a
Puerto Rican league team, to ponder which jerseys are worth the investment:

In this era of media scrutiny and fury, thgre argnf)t many players that can stand the test of

time...IOve considered the following as OsafeO choices for a player jersey: #19 - Steve

Yzerman, #34 - Walter Payton, #3 - Alan Trammell, #35 - Frank Thomas. ThatOs about

it...How about all those Boston, Toronto, and Yankee fans with Roger Clemens jerseys

that wonOt ever see the light of day? (personal communication, February 9, 2010)
Certainly, there are more jersey numbers that could be considered safe, with a quick glance
through the various halls of fame providing quite a number of players whose legacy is in tact -
even if that means, like Payton, they are deceased. As such, the choice of an older and legacy-
safe jersey is distinctive, in part, because it is timeless. More importantly, hoveser kinds
of projects allow DIYers to realize their investment as fans primarily because oltjbese a
tremendous range of individual semiotic power. In the case of some DIYers, these projects may
allow them to feel an elevated sense of pride associated with players who have becodse lege
They may also connect DIYers with a period in time when they first established memdries wit
particular team or, more generally, with a time when that team was especially noteworthy or
successful. A professional DIYer who has witnessed these connections through his company,
which creates framed jerseys projects, Tim has learned:

that there is a very strong emotional connection between people and their memories of

sports, their own or of their idols. 10ve gotten several e-mails from people telling me that

their fathers or grandfathers broke down in tears when they got their frame. (personal

communication, February 9, 2010)
The end result is that because the possibilities are limitless when DlYers look tettfe gzeir
inspiration, there is a large number of classic or retro projects that empower DIYers to earn a full
emotional return on their investment.

Whether DIYers tackle jerseys old or new, there is a definite allure to producing your
own jersey because it offers them, as fans, the opportunity to stand out from the crowd. Because
jerseys and apparel must be worn in public to be appreciated, the DIY process introduces a

tension between the private and public. The labor of DIY projects is a time-consuming and
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solitary investment in future pride, and while some DIYers maintain that personal pride is the
only payoff, there is certainly a kind of cultural capital earned with the public exposure of a
unique DIY garment. Brown (1997) articulates: OBourdieuQs rules for gaining prestige within the
general culture are mimicked by popular culture, allowing members of fan communities to
accumulate the social status and self-esteem that accompanies cultuadDdgpit5).

In the case of DIYers, this kind of cultural capital is manifested in two interrelated wa
To start, there is the pride in being approached by other fans who assume the product was
professionally manufactured. Then, occurring simultaneously, there is a kind of envy directed at
the product and the wearer as other fans express their desire in some way or another. These two
kinds of interactions reveal the conflict between the private motivations and the public
recognition for uniform DIYers. While their intrinsic motivations as fans encourage them to
make their projects extremely personal, the only means of exhibiting their dedicated fandom is to
make their creations visible in the public sphere. In the end, while these projects are imagined
and completed for a myriad of reasons, they are still garments that are designed to be worn and
not kept hidden in basements or bedroom closets. Ultimately, while it may seem that wearing
these kinds of projects in public are solely about increasing cultural capital, DIYers have
capitalized on the opportunity of being unique to make deeper connections with their fellow fans.

To begin, Paul Lukas validates the kind of stepwise interaction that typically takes plac
between fans:

A lot of DIYers have told me that they love being asked, hey where did you get that 3
jacket, because usually itOs a jacket or a jersey that you canOt get anywhere else. TheyOre
not just mimicking the exact same one you get at the store, theyOre customizing it in some
way or doing a design that isnOt available at retail...And so people do notice and say, Ohey
whereOd you get that?O And they love saying Ol made it myself.O (personal
communication, February 7, 2010)

For Edward, whose 1970 Milwaukee Brewers jersey (Figure 5.5) - a project inspired by the

newly relocated franchiseOs quick re-stitching of their old Seattle Pilots jerseys durifigthei

season in Milwaukee - turned heads in a Miller Park parking lot, there is something special to

receiving attention from people who recognize the jerseyOs historical roots and, in doing so, they

recognize the effort, dedication, and fandom of the designer:

YouOve got some people who look at me and my jersey and are saying to themselves, is
that just a knock-off you buy at KohlOs? But then youOve also got people who are coming
across the parking lot going, Owhere did you get that, oh my god, | have always wanted
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that jersey...So, literally, I had guys going out of their way and coming up to me and

saying, Owhere did you find that jersey, where did you buy it?O And there is that pride of

saying, well, matter of fact, | made it. (personal communication, February 10, 2010)
Edward makes the noteworthy distinction between fans who understand and those who may
appreciate the jersey but fail to comprehend its true meaning and significance. Clearly, respec
from the former group means far more for him than the latter. He adds, Oit is nice knowing that
youOre going to have some people at the ballpark that can remember that first day when there
was no such thing as the Milwaukee Brewers and see that and appreciate itO (personal
communication, February 10, 2010). Again, with respect to Bourdieu (1984), a fan hierarchy is
revealed, reflecting upon both Edward and the fans he interacts with. From the point of view of
the fans who recognized the jersey, Edward is clearly placed at an elevated level, \edilernbas
EdwardOs interactions with various fans, a hierarchy emerges that places those aware of the
significance at a higher level than those who though the jersey was a cheap replica. Michael
received the same kind of compliment, while wearing a DIY Jean Beliveau shirt at his work in
northern California:

As | was leaving, | had a guy demand to know where | got [a Beliveau shirt]. | told him |

made it and he was more shocked to see it in this neck of the woods than that | made it, as

he was Canadian.O (personal communication, February 7, 2010).

In this case, the co-worker acted as a barometer of authenticity, who was legitimated by
recognizing the jersey and, in turn, offered Michael a kind of validation of his fandom of a
Canadian hockey legend.

The ultimate complement, or the highest placement on the hierarchy, seems to be
reserved for the potential interaction with and affirmation from professional athletes, or
whomever the jersey is made to represent. Former professional DIYer Richard suggests that this
kind of interaction served as his inspiration to open a DIY business:

| started by doing a hockey jersey for a co-worker that he had signed by a player. The
player and his agent commented that the jersey was done perfectly, and looked exactly
like one he'd worn earlier in his career. At that point, | was hooked. (personal
communication, February 12, 2010)

The affirmation from players - collegiate or professional - does seem to help increasertbei

of satisfaction, even if it is an indirect interaction as Richard detailed above or a cemputer

mediated interaction as Greg explained: OOne day...on Facebook...I got in touch with [the
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player]. We chatted a few times and | sent him a picture of the shirt. He thought it was cool. |
wasnOt look for validation, however, | got it on many levelsO (personal communication, February
13, 2010).

Still, while the concept of cultural capital and ascension of a fan hierarchy help taoexplai
the supplemental rewards of DIY projects, the initial, intrinsic motivations of creative fimyduc
remain primordial. The majority of DIYers agree with Tim, above, that any kind of validation is
secondary to the personal enjoyment of their creations. They see the projects as unique
opportunities to further connect to their team, rejecting the sole pursuit of cultural capital, as
Edward notes, OAs a longtime Brewers fan, do | feel like it connects me closer to the tsam? Ye
it does. But there are some people who go to the ballpark just to be seen and thatOs not meO
(personal communication, February 10, 2010). EdwardOs point insinuates that there is more to
wearing a DIY creation than just being visible, however.

| assert that EdwardOs greater sense of connection is emblematic of what Charland (1987)
posits is a Oconstitutive rhetoric,O a kind of interpellation inspired by the making and delivering
of rhetorical texts (p. 134). As Jasinski and Merceica (2010) explain, the approach to constitutive
rhetoric contradicts Wichelns (1925) proposition that rhetoric should solely be concerned with
the effect of discourse on a specific audience. Originally, rhetorical analysegdlwnstitutive
rhetoric have focused on its ability to call upon and congeal an as-yet identified audience.
However, DIY projects fit into a different type of constitutive rhetoric, where the crafting and
delivering of a message impacts the identity of the rhetor. With this in mind, re-considering the
texts crafted by uniform DIYers not only sends a message to an audience, but as Edward
described, it has an effect on self-identity. While purchasing a piece of sports merchaydise m
positively associate a consumer with a player or team, the labor involved in creating your own
sporting material communicates a great amount of personal investment in the player Boteam.
instance, EdwardOs throwback Brewers jersey or MichaelOs Jean Beliveau jersey affirm their own
status as fans invested in the memories of a particular team at a particular timeidn,dndi
passing on commercial offerings, often plastered with corporate logos, a DIY projects can
reinforce a fanOs identity outside of the sport marketplace as DIYers avoid replicating corporate
logos on their projects. To wear a non-corporate affiliated piece of merchandise, then, can also
provide, as Paul Lukas attests, a purified relationship with a professional sports franchise:

Everything today is less accessible and on this sort of rarified [corporate] plane and |
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think the DIY movment is a way to bring things back to a level that is accessible and you
can feel some sense of ownership and emotional stake and just some sense of connection.
(personal communication, February 7, 2010).
Being part of the creative class, therefore, allows for an direct connection with a team igr playe
a transformative feeling for DIYers who long for the nostalgia of earlier sporting times.
While DIY projects allow fans the opportunity to stand out - a position they relish - they
also create possibilities for fan bonding and community-building. In other words, the envy that is
part of the social interaction process can lead to enriching interactions where the neutrosemic
text is the center of fan discourse. Dilworth (2003) introduces the idea that many collections are
didactic in nature and, as such, Oobjects become signs for referents and require a narratorO (p. 7)
For DIYers, the process can be similar. Because these projects are unique and personal, they hold
the potential for DIYers to instruct their fellow fans, as Bill attests:

| experience more frequent, deeper interaction with other fans in [group] rooting
environments - at the ballpark, in a bar on game day, on the walk or train to and from a
game - when wearing either unusually personalized or DIY apparel. People are curious,
sometimes even envious, and that sparks conversation. (personal communication,
February 9, 2010)
These didactic moments are not beset by a cultural capital elitism from most DINers. T
bonding that takes place interpersonally through DIY projects is, instead, a way to build
community with fellow fans. For more geographically isolated DIYers, using LukasO UniWatch
website can also provide a similar kind of community-building, suggesting that this element is
essential in some form. DIYer Mark, who is geographically isolated, relies upon the site:

Around here, unless | get into the city of Pittsburgh...I just donOt have any interaction
with any other DIYers. | just donOt. And thatOs why | like to look at UniWatch everyday,
to browse through it and see whatOs there because | donOt have anybody to really talk to

about it. (personal communication, February 19, 2010)

When it comes to facm-face or computer-mediated interactions, the opportunity to connect and
learn from other DIYers and fans is an important social element of the DIY phenomenon.

In sum, DIYers are also fans. This means that their fanship is a big influence on their
neutrosemic projects. As profiled above, that influence is manifest in a variety of ways.
Primarily, it may invoke a nostalgic approach to their creations and encourage DIYers to look for
OsafeO athletes or teams with a legacy unsullied by the increased commodificatiediand m
speculation in the world of sport. But, ultimately, while these project do allow for DIYers to
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stand out and reap a kind of cultural capital in the sports fan world, they also offer a pedagogic
opportunity that opens connections with other fans, both in-person and online, and enriches the

communal element of sports fandom.
Gender Stereotypes and the DIY Movement

From the beginning of fan culture scholarship, gender has been a central issue. Starting
with both Jenkins (1992) and Bacon-Smith (1992), scholars have shown that gender could not be
used as a dividing line for fan behavior. Whether fans are writing their own fictions or making
their own costumes, both considered fan-created artifacts, the underlying principle is that fan
behavior is highly interpretive and cannot be reduced to essentialist categories (Sandvoss, 2007).
Joseph-Witham (1996) executes this plainly in her stu@taf Trekcostuming, noting that
OFan costumers come from many demographic categories and often have little in common except
that they likeStar TrelO (p. 29).

Consequently, in fan communities, notions of gender roles do not apply as they do in
larger culture. ChanskyOs (2010) point that the domestic arts have long been considered
oppressive work for women - although that mood is changing with a younger generation of
feminists - becomes blurred in the world of fans. In Joseph-WithamOs (1996) study, the blurring
is manifest in a former Navy manOs rise to prominence as oneStétiigekfan communityOs
foremost costumers. Far from beset by the conformities of expected gender performances, expert
costumer Mike stated,

| just started watching the movies, playing them over and over again. | made some mental

notes, found my wifeOs sewing machine. Got some Naughahyde and leather and some

different materials and just started sewing. That was my first attempt at akergrany

kind of clothing. I got along just fine. (p. 28-29)

Because MikeOs Klingon uniform, driven by his quest for perfection, is impressively detailed,
Joseph-Witham (1996) notes that his projects are highly acknowledged by both costumed and
non-costumed fans. A well-made DIY creation, then, is judged in fan communities not solely by
who made it but on its merits.

As with Mike, many of the uniform DIYers made their start as novices, slowly building
their skills on borrowed sewing machines. The main distinction, however, between fans like
Mike and the sports uniform DIYers is that within the social code of sport and sport fandom are
impeccably stringent concepts of appropriate gender performance.
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These appropriate performances were first recognized by Connell (1987), who asserts
that, Oimages of ideal masculinity are constructed and promoted most systematically through
competitive sportO (pp. 84-85). An early example of this hegemonic masculinity in sports is
TrujilloOs (1991) examination of Major League Baseball Hall of Fame pitcher Nolan Ryan.
Among other elements of idyllic masculinity, Trujillo (1991) emphasizes the mediaOs portrayal
of Ryan as the dominant figure in his marriage, normalizing the concept of men as breadwinners
and workers outside the home. RyanOs wife, on the other hand, is left to stay in the home and
revel vicariously in the success of her husband. Quite clearly, these depictions leave no room for
Ryan to pursue activities stereotypically outlined as duties of the household. In fact, RyanOs life
both inside and outside of baseball equate him as a rugged outdoorsman and frontiersman, whose
off-season hobbies include work as a real cattle rancher.

This ideal masculinity is so important to American sport that any threat - real or imagined
- has the potential to endanger the entire network of male professional sports. As Butterworth
(1999) stipulates, the rumors surrounding New York Mets catcher Mike PiazzaOs supposed
homosexuality resulted in an overcompensation of gender performances that accentuated the
traditional Ounspoken codes of masculinityO that underscore professional sport (p. 142). The
mere suggestion of PiazzaOs homosexuality, which insinuated a passive femininity, fareed Pia
to O[default] to performances of heteronormativityO like mentioning his love for heavy metal
music or datindg’layboyplaymates (p. 150).

Given the delicate system of masculinity in professional sports, the mostly-male fa
communities that follow the games are expected to fall within similar gender perforotalase
Both teams and media outlets privilege traditional male archetypes like New YorknJets fa
OFiremanO Ed Anzalone, a 1999 Hall of Fame inductee into the NFLOs Hall of Fans (Florence,
1999). AnzaloneOs working class background, as a New York city firefighter, is on display via a
Jetsthemed firefighter helmet that Anzalone wears to every home game. Because of his
reputation, Anzalone is a constant feature of JetsO national television broadcasts, in which
announcers approbate his appearance and demeanor as a fan. In all, his Jets-themed uniform
reinforces his working class masculinity and the position for fans both at home and in attendance
that he complies with the codes of hegemonic masculinity.

Fans of any sort are typically faced with labels that frame their passionate denuosstrat
as OotherO or deviant (Lopes, 2006). For uniform DIYers, as a result of the stringent gender
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performance codes that are embedded in the world of professional sport, their stigma is a result
of their affinity with craftwork skills, upsetting the dominant male culture that Qlsethay an
intense denigration of the OfeminineO and its associated qualities of softnesstyreceptivi
cooperation, and compassionO (Burstyn, 1999, p. 266). As a result, their interactions with other
fans - the ones where envious fans demand to know where a DIY piece was purchased - often
places them at the opposite end of puzzled glances. Rather than be dismayed, however, by the
reactions to their gender-bending performances, uniform DIYers have embraced their positions
with needle-and-thread.

Musing on the labor-intensive element of uniform DIY projects, Paul Lukas elucidates
the contradictory stereotypes that pit a masculine, aggressive sport culture againsizademini
oppressive, and domestic one:

This gender charged thing...for people who have literally never sewn anything before,
even buttons...[is] a little different from something like punk rock, which, to me, makes it
all the more remarkable and kind of cool that these rough, tough guys are sitting there
with a needle and thread, which I get a tremendous kick out of. (personal communication,
February 7, 2010)
While Lukas is enthused with this contrast, the revelation that a garment has been hand-sewn is
not always met with such approbation in public. Such is the case for Mark, whose negative
encounters with other fans characterize the stigma that uniform DIYers can potentelly fac

They look at me like IOm, | think they actually picture me hunched over a sewing N
machine with my tongue out, stitching these patches on. | donOt know if they think | donOt
want to tell them where | got it or if theyOre thinking, Owhat do you mean, you made _
it?0...They look at it almost like, OthatOs too much work,O or, OyouOre kind of, youOve go
too much time on your hands,O something like that. (personal communication, February
19, 2010)
While Mark and other DIYers face dismay - and even disgust - in some of their interactions,
others explain that the most common reaction is shock. Regardless of these stigmas, DIYers are
engaged with both hand-sewing and sewing machines because they help them control both the
cost and the details of their designs. Because of this insistence on perfection, much like the ki
referenced bystar TrekDIYer Mike, DIYers have found a process that often situates them in
cooperative learning environments with female friends and family.
The depth of experiences in these new learning environments varied for uniform DIYers.

Towards one end of the spectrum, Anthony reflects on his learning as a kind of inheritance from
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a family matriarch:

What little actual knowledge | have about the craft, | learned from my grandmother. In
the past, | would have to take alterations and the like to her. After watching a few times, |
picked things up enough to be able to figure it out from there. Traditionally, | suppose
this would be how the concepts and practice of sewing would be handed down, but | have
had no issue with the idea that this was hi§torically a womanOs role. | was glad for the
knowledge and glad that my grandmotherOs art had somewhere to go. (personal
communication, February 10, 2010)
A kind of apprentice-relationship that features a family member is also indicative ofd@sha
experience, whose Oaunt is a great hobby seamstress who taught me how to sew,0 (personal
communication, February 12, 2010). Sharing in the spirit of cooperation but venturing away
from family members, GregOs learning experience involves an exchange with Oa colleague of
mine [who] is a renowned seamstress, so much so that she teaches at area schools nearby. We
often work out a bartering systemO (personal communication, February 13, 2010).

Opposite these communal, exchange, and legacy-producing pedagogical systems is a
more independent spirit that invokes the titular meaning of DIY culture. While recruiting outside
assistance is not contrary to the spirit of DIY, since Lukas notes Oonly one person needs to be
happy with [a DIY project] or needs to think it was cool and thatOs the creator,O some fans do
shun outside help. Ascribing to this aesthetic, Trent believes in controlling the entire process by
himself:

| do as much work as possible on my projects: all the designing, buying material, making

templates, cutting material, glueing and sewing it together, glueing and stitching it to a

jersey or sweater. | started out hand sewing my work, then | caved and bought a sewing

machine, taught myself how to use it for the most part. I'm really GE€Pafhen it

comes to my DIY [projects]. I've had girlfriends offer to help. Thanks, but no thanks.

(personal communication, February 10, 2010)

While refusing to receive instruction is more of an extreme position, TrentOs desire for control is
a trait he shares with other DIYers. Except, in many cases, learning how to sew from a female
relative or friend is part of that process.

Consequently, DIYers negotiate the oppositional gender performances - within the
context of sports fans - by understanding their new skill as a means of satisfying their demands.
Their responses reflect a tension between the stereotypes associated with learninggvow to s
and their rationales for doing so. For example, MichaelOs bemusement with the instrument he

uses is contrasted with a reassuring sense of utility: OMy miotlasv-bought me a sewing
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machine for Christmas...and the machine is white with pink trim! Whatever. It does what | need
it toO (personal communication, February 7, 2010). The same is true for Edward, whose skill in
sewing is countered by his assertiveness as a cultural poacher:

And itOs kind of weird, but when people ask me, ODo you sew?O Or, ODid you really make
that?0 10l tell them why and 10l them how and 10Il go, OAbsolutely | did, and why?
Because this is a jacket or a jersey I0ve always wanted ever since | was a kid and | just
found a way to do it and so | did it. (personal communication, February 10, 2010)
This sense of determination leads back to LukasO notion that self-reliance makes DI project
Oenormously satisfyingO endeavors. With regards to negotiating their domestic hobby image, it is

also a solution for stigma that DIYers can potentially face in the hypermasculine world of sport.
Conclusion

The position of uniform DIYers as sports fans who have embraced craftwork brings together a
unique combination of fan research and the return of the domestic arts. Primarily, for fans of any
stripe, the power to engage neutrosemic texts offers a creative agency that delivers adunlimit
amount of opportunities to make deeper meanings with their object of fandom. The uniform
DIYers, although their interests may vary, have decided that corporate offerings leave them
unfulfilled in their pursuit of sports fandom. As a result of their handiwork, therefore, their
experiences as fans are richer because their projects deliver deeper, nostalgic, and non-
commercial connections with their favorite teams, players, and other fans.

The distinction presented by this chapter is that these connections are accomplished
through learning how to sew, which is counter to the images of masculinity that are ubiquitous
throughout sport. Interestingly, ChanskyOs (2010) investigation of the return of activities like
sewing or quilting echoes a kind of empowerment that is consistently part of fan research, dating
back to JenkinsO (1992, 2006) description of fans as poachers. For Chansky (2010), the domestic
arts offer Oa creative individual outletO that Ochannel[s]...emotions into a powerfully productive
activityO (pp. 681-682). Certainly, this description fits the uniform DIYers who relish the
emotional connection and the sense of satisfation that comes with handicraft projects. Their
work, a marriage of fan poaching and sewing as a meaning-making process, complicates the
delicate gender balance in sport: a world where sewing machines are not just for Danica Patric



CHAPTER SIX

CONCLUSION

The previous four chapters serve only as the beginning for a discourse on sporting materiality. In
so doing, however, they seek to discover how fans can create meaning and identity as well as
how fans can celebrate memory and nostalgia in a sporting world defined by capitalist profit
structures. Consequently, the four cases reveal their association through the tension between fan
agency and corporate control, a tension underscored by the increased prominence and
proliferation of sport materials.tAts core, then, the discourse surrounds not only who controls
these materials but what they mean when collected, displayed, harvested, commodified,
exploited, and reappropriated.

The discourse begins with Clyde DoepnerOs stored collectibles in Minnesota®s Targ
Field, where his role as an historical collector with non-pecuniary goals has been transformed by
his incorporation ito a modern-day mallpark. In his attic, the collected objects had an almost-
hidden and museum quality because Doepner limited theasaéarthermore, before his
employment with the Twins, public displays of his objects were under his control. The objects
retained a distance from their subject B the Twins B and reaffirmed DoepnerOs motivations for
collecting as not for-profit, but for pleasure. Yet, when that collection began to migrate from
DoepnerQs attic in order to contextualize the commercialized spaces of Target Rielkatge
was fundamentally altered. What was an impressive history assembled in an attic has now
become an historic frame that sanitizes Target FieldOs overt commercializatiomednydattiers
a familiarity B a sense of home b for Twins patrons. As if to reassure fans further, however, the
massproduced objects displayed and emphasized in Target Field encourage them to treasure and
consume contemporary, mass-produced objects for their potential future value. A further
sanitization is revealed via both historic objects and mass-produced items in Tatyttdtiel
ignore the TwinsO former home, the Hubert H. Humphrey Metrodome. Essentially, the
obfuscation of the still-functioning stadium is a move to reassure fans that Minnesoi@d aeede
new outdoor stadium, even if the teamOs billionaire owners had asked local Minneapolis
residents to pay for it. The experience of Clyde Doepner, and the inclusion of his objects in
Target Field, therefore, represents the fragility of meaning that accompanies objetisvina

from a private to a public and commercial space.
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In many ways, the relationship between Doepner and the Twins is unique, but its most
appealing dimension is that a collection like DoepnerOs would be difficult to amass today
because of the widespread control of sporting materials by a few major sports memorabilia
companies. Thus, the second case study explores this development as a progression of market
forces in the sports memorabilia industry. This development is the direct result of a crisis in
authenticity surrounding memorabilia items as well as the dwindling of the number of customers
willing and able to afford sport memorabiliaOs more historic and expensive items. The industry
reaction to the crisis led to new authentication procedures that would make consuming as safe
and profitable as ever. As a result, fans may be protected from a world of forgeries, but they are
beholden to the authority of memorabilia companies like Steiner Sports, who serve as the
distributors and official arbiters of team memory. Consequently, the deployment of memorabilia
products has further eroded the idyllic notion of sport by eliminating the uniqueness and
spontaneity of sports attendance, privileging a dedicated man cave in the home rather than
allowing the stadium to serve as the team home and place of public, collective ideatitg, Te
leagues, and companies bottle stadium presence as merely another object for salentimgs aff
the stadiunasmore of a mallpark B with literally anything in sight available for purchase b and
reducing fandom to competitive and conspicuous consumption.

These previous two case studies argue that both bringing mass-produced collectibles into
the stadium and harvesting mass-produced collectibles from the stifi@atstadiunsO
material presence and thereby their potential to function as pgadrofdentity. The increasing
prevalence of mallparks, however, is a fairly recent development. A much more permanent mark
of team identity is manifested materiallyteamuniforms, an integral part of professional sport
since the 19 century. The first baseball uniforms, worn by the New York Knickerbockers in
1849, were performative markers of certain identities and qualities. Over the next century,
uniforms in all sports were altered to include new elements B such as button-down shirts,
uniform numbers, and new fabrics B but many professional sports teams established a stable
uniform and logo set that have since endured as long-standing repositories of team, player, and
fan memories. The introduction of throwback jerseys in the late 1980s was spurred by the
commercial potential of excavating these repositories and capitalizing on magdriakmory
and nostalgia. That commercial potential reached a new level in the late 1990s and early 2000s
as throwback jerseys enjoyed a fashion status among hip-hop culture, exploiting throwback
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jerseysO potential for garish colors and designs. The enduring legacy of this fashion fad brought
throwbacks into mainstream fandom and teams, inspired to expand their merchandise offerings,
thereby adopted throwbacks on a regular basis during the past decade.

But capitalizing on memory has its consequences, particularly given the context of the
use and design of throwback jerseys. For the Los Angeles Dodgers, a team with one of the most
stable uniform designs in sport, the decision to use throwbacks from the teamOs previous home in
Brooklyn is fraught with divisiveness in both team and fan identity. Furthermore, because the
team introduced a new, yet obscure, throwback for the 2011 season, the DodgersO current fans in
Los Angeles and former fans in Brooklyn were both left wondering if the inaccurately-
reproduced jersey was merely a promotional ploy designed to extend the team brand into further
product lines. As | argue, this premonition was primarily founded on the teamOs current financial
health b a state of dire need. Fans esae bwner Frank McCourt, who had already diverted
DodgersO money for his personal use, facing a serious set of private lawsuits and interpret the
teamOs decision to resurrect the franchiseOs scarred Brooklyn past as an illogical and immoral
exploitation of the team image. Therefore, the case study, while not the only example of a
relocated franchise using a throwback jersey as a product, reveals that franchisegléeetenti
position their team identity (and geography) as an expansive brand regardless of the
inconsistencies in identity that result from their usage of throwback jerseys. Franchisass not
in current or previous cities, control the teamOs material manifestation and its memory and
nostalgic functions because those elements are tremendously valuable as commodiges. Whi
fans in Los Angeles and Brooklyn may be upset, their frustrations, voiced online, are passive
reflections that underscore the power structures of contemporary sport. Thus, the Dodgers are
inevitably using throwbacks as promotional tools because they can and, presumably, because a
large amount of throwback merchandise will still be sold, regardless of its discrepancies and
divisiveness.

There are fans, however, who have decided to take an active stand against the way sports
teamsand corporate manufacturers treat the material symbolicity of sports jerseys. Commercial
interests, as evidenced by the Los Angeles Dodgers example, dictate what matenal$eare
available and at what cost. Sports uniformitdgeurselfers, acting as cultural poachers, have
decided to forgo licensed sports merchandise, instead taking control of their identity as fans by

reclaiming ownership of their teams and making their own uniform creations. By circumventing
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corporate offerings, DIYers reject the limited and expensive merchandise licensed in the
commercial marketplace. In addition, their creations galvanize their identity as fansntga

their memories and their nostalgia around a particular team at a particular time. Suduahdivi
connections, in material form, not only communicate a sense of individuality among other fans,
they constitute DIYersO own sense of individuality in the field of corporate sport.

But, as they act against commercial interests, the DIYersO efforts in design aatidabor
violate stereotypical gender boundaries in fandom. With traditional ideologies of masculinity
permeating sport, for both players and fans, there is no room for encouraging and celebrating
domestic craftwork by male sports fans. Faced with this potential pathologizatioer,sOidint
again to the issue of agency, putting their desire for creative control and ownership of their
teamOs identity ahead of a strict adherence to fandom gender norms.

Overall, the way that the four case studies contemplate the tensions and issues of control
between fans and commodified sport comes full circle with the non-pecuniary goals of Doepner
the collector and the DIYers. In between, however, fan agency is reduced to consumption.
Because this tension will persist, | believe there is great potential for future shadiagdin
combine rhetorical, economic, and critical methods to investigate meaning and identity in sport.

Particularly, | see my approach to the material study of sport as a burgeoning opportunity
that will continue beyond this dissertation. While sport in consumer culture is an established
field, | believe there is room for growth in areas related to sportOs material culture.
Predominantly, stadiums have been the primary unit of investigation in material culture, with a
few studies covering halls of fames and museums. But material culture, as represented in
memorabilia and jerseys have yet to be incorporated into the discourse of sport scholarship.

Therefore, future research should continue to investigate how B and with whom b
professional sports teams display their stuff. While especially noteworthy studies wotihaie
to look at the viability of partnerships between sports teams and collectors, | am further intrigued
by how teams beyond the Twins implement memorabilia in their stadiums. As the mallpark trend
takes over, in stadiums both old and new, teams have decisions to make about what is important
to them materially. In the case of the NHLOs Pittsburgh Penguins and their new arena, for
example, material objects have been eschewed in favor of a more mediated historgwisible
LED television screens. Also, as collegiate sports landscapes continue to mirror their
professional counterparts and open mallparks throughout the country, questions about
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memorabilia and materiality persist.

With regards to partnerships between corporate memorabilia companies and sports teams,
leagues, and players, future steps in research will track the harvesting of new objects and the
commercial development of new products. It will also continue to track the development of
authenticity in the industry, as fraudulent works continue to problematize the market. Wtimate
however, the emergence of sports-themed man caves, in concert with technological advances in
sports broadcasting and high-definition and 3-D television, points to a debate over presence: will
fans continue to clamor for authentic presence at the stadium, especially as ticket@ricrie
to rise, or camassproduced authenticated pieces presence transported to the home present a
valid alternative? Therefore, as attendance figures drop in certain sports, like professional
baseball, future research should attempt to look at whether the purchase and placement of
authentic pieces of a stadium in the home can provide a better, more meaningful fan environment
than stadium attendance.

Even more than stadiums, sports jerseys are critical symbols of team identity. A myriad
of possibilities, then, for future research in fields today empty of uniform scholarship are
waiting. Future studies should investigate the use of nostalgia and memory in throwbacks as well
as the proliferation of nostalgic style in new uniform designs and logos. Other studies must
consider how teams decide to deal with their history and identity materially. In the Unites] Sta
the relocation and threatened relocation of a number of teams has implications on their materia
identity and future research could examine the dichotomous identities represented in team
jerseys. In addition to dealing with divisive identities, we must also consider how meaning is
embedded in team redesigns. For example, in France, the national soccer teamOs new home
uniform symbolically represents elegant and forward-thinking French fashion, characteristics
that are designed to inspire the team to a free-flowing and beautiful style of play on tHesfield.
away uniform, however, pays homage to a French sailorOs shirt, emblematic of the teamOs
attempt to match the pride associated with French naval history with demands upon the teamO
play outside of France.

Finally, active fan production, while popular in fandom studies that examine everything
from DIY costuming to fan fiction, is less pronounced in sport. Future studies might investigate
how fans react to DIY creations as well as related gender issues in sport fandom. Otladr resea

should look to other fan creations, notably Otifos,O a relatively new phenomenon in American
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sport but an established presence in foreign soccer stadiums. Tifos, short for the Italian word
meaning fans, are fan-made banners and displays that are unfurled in soccer stadiums just before
the game starts. These tifos can celebrate the team, the fans, or a particular plager, as t
messages and images contained in them are entirely fan-designed and Asghtedtuals and
practices of European soccer are imitated in soccer stadiums throughout the UnitedfStates, ti
presentations are a new trend in sporting materiality that deserve critical investigation.

With the enduring tension of commercialism and fan agency merged with the
amalgamation of memory, nostalgia, and symbolism in sporting materials, the scholarly study of
objects, memorabilia, jerseys, and fan creations has a promising future. The field will be
especially enriched by the position of sports matevitd the onset and growth of digital culture.

For these reasons, | hope this work is eventually just the prelude for future study of sporting

mateiality and the first invitation to a discourse on dirt, among sportOs many other things.
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APPENDIX A

TEAL JERSEY AND LOGO TABLE

Table A.1 List of professional sports teams with teal in their jersey and logo.

NFL

NBA

MLB

NHL

Carolina Panthers

Charlotte Hornets

Arizona
Diamondbacks

Anaheim Ducks

Jacksonville Jaguar

Cleveland Cavaliers

Florida Marlins

Colorado Avalanchs

Golden State
Warriors

Houston Astros

Nashville Predators

Utah Jazz

Milwaukee Brewers

New York Islanders

Vancouver Grizzlie

Seattle Mariners

San Jose Sharks

Washington Wizardg

Tampa Bay Deuvil
Rays

Vancouver Canucks

Washington Caipals
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PENDIX B

THROWBACK JERSEY TABLE

Table B.1. List of throwbacks by team, beginning year 2001 through 2011.

NFL

NBA

MLB

NHL

Atlanta Falcons

Atlanta Hawks

Arizona
Diamondbacks

Boston Bruins

Buffalo Bills

Boston Celtics

Atlanta Braves

Buffalo Sabes

Chicago Bears

Chicago Bulls

Baltimore Orioles

Calgary Flames

Cleveland Browns

Cleveland Cavaliers

Boston Red Sox

Chicago Blackhawks

Dallas Cowboys

Denver Nuggets

Chicago Cubs

Detroit Red Wings

Denver Broncos

Detroit Pistons

Chicago White Sox

Edmontm Oilers

Detroit Lions

Golden State
Warriors

Cincinnati Reds

Los Angeles Kings

Green Bay Packers

Houston Rockets

Cleveland Indians

Montreal Canadiens

Indianapolis Colts

Indianapolis Pacers

Detroit Tigers

New Jersey Devils

Kansas City Chiefs

Los Angele<lippers

Houston Astros

New York Islanders

Minnesota Vikings

Los Angeles Lakers

Kansas City Royals

New York Rangers

New England Patriots

Memphis Grizzlies

Los Angeles Angels

Philadelphia Flyers

New York Jets

Miami Heat

Los Angeles Dodgers

Pittsburgh Peguins

New York Giants

Milwaukee Bucks

Milwaukee Brewers

St. Louis Blues

Oakland Raiders

Minnesota
Timberwolves

Minnesota Twins

Toronto Maple Leafs

Philadelphia Eagles

New Jersey Nets

New York Mets

Vancouver Canucks

Pittsburgh Steelers

New Orleans Horets

Oakland Athletics

Washington Capitals

San Diego Chargers

New York Knicks

Philadelphia Phillies

San Francisco 49erg

Orlando Magic

Pittsburgh Pirates

St. Louis Rams

Philadelphia 76ers

San Diego Padres

Tampa Bay
Buccaneers

Portland Trailblazers

Sedtle Mariners

Tennessee Titans

Sacramento Kings

St. Louis Cardinals

San Antonio Spurs

Tampa Bay Rays

Toronto Raptors

Texas Rangers

Utah Jazz

Toronto Blue Jays

Washington Wizards

Washington Nationals
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