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Abstract 

Sport fans are willing to adapt themselves to various environments in which their enthusiasms are dynamically and easily casted to a favorite team or an athlete. While many of studies have been conducted to know sport fans’ multilayered dimensions across a variety of disciplines, the subject of how they psychologically respond to team performances has seldom been explored yet. This study analyzes sport fans’ reaction in computer mediated environments as to where they attribute a favorite team’s victory or defeat by means of comparing them with those of head coaches announced at post-game media conference. Using Weiner’s original attribution model (1972), each attribution of both sport fan and head coach are separately quantified and compared each other in order to find the difference of attribution between them. This study indicates that both of fans and coaches primarily made internal and unstable attributions, regardless of game outcome; exceptionally, fans made stable attributions after expected losses. This study would provide academia with a deep understanding of how sport fans implement self-presentations in maintaining their fanship; also, have some implications on how sport mangers should coordinate media conference with sport message board in order to increase fans’ identification with a team or an athlete.
Introduction

Sport fans are continuously being changed in terms of the pattern of consumption and various behaviors in which their enthusiasms are expressed. As the size of sport market has been growing even larger and the level of competition in the market has become more intensive than ever, sport fan behavior has been arisen as a substantial issue in which a number of analyses have been performed to examine that which internal factors consist of them and how they associate with their favorite team. Indeed a variety of researches (Kwon, Trail, & Lee, 2008; Madrigal & Chen, 2008; Woo, Trail, Kwon, & Anderson, 2009) were conducted to know various psychological interactions among motivations, identification, or attributions in order to understand sport fanship more exactly.  
The channels of how sport fans expressed their bonding were not so diverse that the most appropriate and possible ways were to attend games and to cheer their favorite team; at the most, the prevalent thing sport fans could do was to spend a largely number of money on their favorite jerseys and other merchandised products that would publicly proclaim their strong affiliation to teams. However, along with the aid of technological advances in the media, sport fans initiated to create their culture in which they would seek for even more dynamic activities that allowed them to vigorously present their sense of affiliation beyond staying as traditional fans. In a new form of culture, sport fans’ association with teams is publicly signified as posting and exchanging their thoughts and stories at online message boards; specifically, posting their analysis of victory or defeat related with favorite team and threading in message boards are currently considered as a common routine among sport fans. In computer mediated environment, self-presentation, which is what sport fans post, is an ideal tool which could be compatible with their fanship. Self-presentation has a role to intensify the relationship between fans and teams in the context of they are what they post.  Actually, some researches (End, 2001; End, Dietz-Uhler, Harrick, & Jacquemotte, 2002) examined that how sport fans use their associations to deal with self-presentation.
The way sport fans react to favorite team’s victories or defeats has been examined by a largely number of studies (Joinson & Banyard, 2002; Humphries & Smith, 2006; Wann, Royalty, & Roberts, 2000), and they found followings: Sport fans have a tendency to “bask in reflected glory” (BIRGing) in favor of their association with successful teams; also, they are likely to “cutting off reflected failure” (CORFing) by means of reducing their association with unsuccessful teams. The theory of BIRGing and CORFing would specify that how sport fans make their self-presentation to team’s victories and defeats on their ways. For sport fans involved in these activities in any capacity, the process of understanding and interpreting the reasons for wins or loses is an inescapable component of showing their enthusiasm to a team. As a result, sport fans’ self-presentation could be deeply understood in the context of BIRGing or CORFing.
The Attribution Model

Attributions are perceived causes and reasons that people give for an occurrence related to themselves or others. Heider (1944) suggested that the determination of locality of an attribution was related to the concept that inferences and attributions about the event could be made through unit formation which was constituted by causes and effects. Weiner (1972) expanded some of the early theories on attribution initially developed by Heider, and generated a multidimensional theory of causal attributions to explain the way humans interpret successes and failures.
In Weiner’s original attribution model (figure 1), attributions are categorized along the dimension of “locus of causality” and “stability.” Attributions associated with an individual are placed within the dimension of “internal” (e.g., ability and effort) while those not associated with individual are placed into “external” (e.g., task difficulty and luck). In addition, attributions related to enduring features are named as “stable” (e.g., ability and task difficulty), whereas factors considered as more variable are labeled as “unstable” (e.g., effort and luck). Weiner (1985) later added a third dimension, “controllability,” which addresses internal elements that are not under the individual’s control. 
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Figure 1: Attribution Model (Weiner, 1972)
Although a few academias (e.g., Biddle, Hanrahan, & Sellars, 2001; Iso-Ahola, 1977; Roberts & Pascuzzi, 1979) have questioned the ubiquitous adoption of the dimensions in explaining how people make attributions for success and failure, Weiner’s model of causal attribution has persisted as a tool to understand the cognitive processes of individuals in an evaluative context. According to Grove, Hanrahan, and McInman (1991), a number of studies had since found a tendency for individuals to make internal attributions for success and external attributions for failure. This self-serving bias was also found in Mullen and Riordan’s (1988) meta-analysis in this area. As a result, while Weiner’s model is not necessarily infallible, it provides a useful theoretical and heuristic device to explore attributions of fans found within the sport media environment, a context permeated with causal attributions (Lau & Russell, 1980; Peterson, 1980).
Self-Presentation

The conceptualization of self-presentation is based on social identity theory. Social identity theory states that individual actor engages in complex negotiations to mirror a desired impression which is socially agreed; that is, social individuals are driven to maintain positive self-esteem in favor of successful groups. In sport context, the frequently observed self-presentation is to associate themselves with successful teams in terms of the sense of glorifying winning than others. 
Sport fans have traditionally consumed team merchandised products and related media contents by means of associating themselves with symbolically desirable objects. In this way sport fans make their identities self-evident by involving in self-expressive behavior; in other words, sport fans’ self presentation should be interpreted as a facilitator of relationship between individual identity and symbolized meaning. Contemporary technological advances led sport fans to computer-mediated environments in which sport fans present themselves using digital and create virtual worlds. Especially, due to no physical risks and accountability of the internet communication, online message board causes sport fans to actively exchange their opinions with others and allows them to bravely form more impressed association with a team by means of posting what they have about their team. Regarding sport fans’ self-representation on the internet, End, Dietz-Uhler, Harrick, and Jacquemotte (2002) indicated that sport fans were likely to post more messages in accordance with team’s seasonal success and specific game winning.  
Research Method

Sample

For the purpose of study, ten collegiate football games at NCAA division I during 2008 regular season were purposively selected in accordance with the four categories (e.g., expected win, expected loss, unexpected win and unexpected loss) established for the analysis of fan attribution. No team was selected for analysis more than one time, with five teams in each of four categories. Utilizing a total of ten games let a total of 20 post-game statements from head coaches and a total of 20 different online message boards to be selected, which were representing each side of the winning and losing teams. While the winning and losing of each team were self-evident, “expected” and “unexpected” were defined through the internet website (e.g., www.collegefootballpoll.com) dealing with weekly gambling, which represented the most comprehensive indication of the perceptions regarding outcome expectance available to the study.  

Data Collection
Attributions made by coaches were gathered from transcripts or videos of post-game press conferences. In order to examine attribution statements of coaches being naturally occurred, only opening statements, which were not directed toward a certain type of attributions as a result of the press questions being asked, were analyzed for this study. In addition, attributions made by fans were collected from several fan message boards on the internet (e.g., www.rivals.com & www.espn.com) which had at least 250 threads related with the game. In order to maintain consistency with coaches and to have unbiased reflections of fans without external influence, fans’ messages which were concomitantly posted with the coach’s press conference were only adopted for the analysis.   
Coding Procedure
Collected attributions from both coaches and fans were first coded according to the two criteria from Weiner’s original model. Employing the criteria, each attribution was placed into one of four categories. For classifying data based upon taxonomic distinctions, a total of five coders had a procedure in which they repeated analyzing until reaching a consensus on deciding a certain category. While only filtered data were used for the analysis of study, the rest data were disregarded.   
Analysis

The number of statements for each category of attribution was totaled for coaches and fans in each outcome, and then raw scores were converted to percentages of the total number of attributions in order to determine what percentage of the total attributions made were generated by each group in each condition. That is, a descriptive tendency of game attribution behavior between coaches and fans was compared. Figure 2 indicated that the differences of each type of attribution made by coaches and fans 

Discussion and Future Research

This study indicated that coaches made primarily internal and unstable attributions, regardless of expected outcome. Fans were also more likely to make internal and unstable attributions, although stable attributions became the predominant response after expected losses. The other pattern to emerge from the result was the relative spike in external and unstable attributions following losses of either kind. Although the coaches were so uniform in making internal and unstable attributions regardless of expected outcome, the results confirmed that there were more similarities between the attributions made by fans and coaches than original expectation. 
The more diverse aspects of sport fan behavior were found, an inquiry that deeper sides of them should be examined necessarily became to be inevitable; as a result, this study would contribute to alternative conceptual framework to assess sport fanship. Also as such online sport industry as fantasy sport, live streaming, and sport gambling grows more popular, sport marketers could implement those industries as leverageable assets in terms of creating strategies of how sport fans are associated with favorite teams in computer mediated environment. 

	
	Win / Loss
	Type of Attributions

	
	
	Internal/Stable
	Internal/Unstable
	External/Stable
	External/Unstable

	Coach
	Expected Win
	5 (12.5%)
	26 (65.0%)
	4 (10.0%)
	5 (12.5%)

	
	Expected Loss
	4 (15.4%)
	10 (38.5%)
	4 (15.4%)
	8 (30.8%)

	
	Unexpected Win
	4 (14.3%)
	15 (53.6%)
	5 (17.9%)
	4 (14.3%)

	
	Unexpected Loss
	4 (12.1%)
	15 (45.5%)
	1 (3.0%)
	13 (39.4%)

	Fan
	Expected Win
	9 (33.3%)
	12 (44.4%)
	0 (0.0%)
	6 (22.2%)

	
	Expected Loss
	10 (45.5%)
	4 (18.2%)
	2 (9.1%)
	6 (27.3%)

	
	Unexpected Win
	7 (29.2%)
	7 (29.2%)
	6 (25.0%)
	4 (16.7%)

	
	Unexpected Loss
	4 (11.4%)
	19 (54.3%)
	3 (8.6%)
	9 (25.7%)


Figure 2: Type of Attributions between Coaches and Fans 
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