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Measuring sport fan attitudes through the Implicit Association Test 
 
From a spectator sport marketing perspective, traditional team fandom represents the bedrock from which the 
majority of marketing and communication strategy is developed. However, recently, fantasy sport participation has 
emerged as a threat to traditional team fandom, particularly with regard to sport fans’ loyalty to their favorite teams 
(Dwyer, 2011; Karg & McDonald, 2011). Nearly all of sport fan loyalty research, however, has utilized self-report 
data accessed through multi-item instruments, and this data collection method, unfortunately, is subject to a number 
of personal and social biases, including social desirability (Mitchell & Tetlock, 2015). As a result, sport management 
researchers have found it difficult to elicit variance in certain sport fan loyalty instruments (Dwyer, 2011; Heere & 
Dickson, 2007). As a means to address the self-report issues with sport fan loyalty, the purpose of the current paper 
was to explore the implicit bias of fantasy football participants through the application of Implicit Association Test 
(IAT). 
 
The IAT measures the strengths of associations between concepts based on response time in computer-
administered categorization tasks (Greenwald et al., 2009). It is task-based, and detects unconscious, automatic 
processing that eliminates many forms of social and personal biases [see Gregg & Klymowsky (2013) for a detailed 
explanation of the IAT]. Two IAT studies were conducted where fantasy participants assessed their own fantasy 
players and favorite team players from both an allegiance and interactivity perspective.  
 
Study One 
 
Using Funk and James’s (2001) psychological continuum model as a conceptual framework, study one sought to 
explore the allegiance-attraction paradigm among fantasy football participants. The following hypotheses were 
posited: 
H1: Fantasy football participants will implicitly associate allegiance to favorite team players and attraction to fantasy 
team players. 
H2: Fantasy team and favorite NFL team outcomes will positively impact the implicit allegiance and attraction 
responses of fantasy football participants. 
 
Methods & Results 
 
A total of 225 fantasy football participants solicited through Amazon’s Mechanical Turk completed the IAT. The 
IAT was housed within a Qualtrics survey and was developed using iatgen software. In addition to the IAT, the 
online survey questionnaire included 26 items including basic demographic information, screening questions, and 
scaled psychographic instruments (e.g., perceived likelihood of winning one’s fantasy league). Each of these 
instruments was measured on a seven-point Likert-type scale. Lastly, as the experiment occurred within season, the 
winning percentage of one’s favorite team was calculated based on when the survey was completed. 
 
To answer H1, the effects of the IAT experiment were analyzed by calculating a D-score. A D-score was calculated 
by dividing the within-person difference by a pooled standard deviation. A positive D-score in the current context 
indicates bias in the form of Favorite Team and Allegiance / Fantasy Team and Attraction. A negative D-Score 
indicates the opposite bias (Favorite Team and Attraction / Fantasy Team and Allegiance). A score of zero suggests 
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there is no bias. A simple within-person t-test is then conducted to assess if participants are statistically faster or 
slower in one condition or the other. The study one results provided a positive and statistically significant D-score 
mean (.11). The reliability coefficient (.83) was well within the acceptable range to show internal consistency. As 
such, H1 was supported. 
 
To answer H2, the D-score was regressed on the standardized sum of favorite NFL team winning percentage 
(M=.522) and the self-reported likelihood of a participant’s winning their most preferred fantasy league (M=3.57). 
The regression model was statistically significant (F = 4.103, p < .001, R2 = .366), as favorite and fantasy team 
outcomes positively impacted the implicit bias of fantasy football participants, supporting H2.  
 
Study Two 
 
In an attempt to extend the work of study one and to further test potential differences in fantasy and favorite team 
fandom, study two aimed to examine the interactivity-passiveness of fantasy participants from an implicit association 
perspective. As a means to explore this relationship, endowment theory was incorporated as a conceptual 
framework to guide the hypotheses. Endowment theory (Thaler, 1980) suggests consumers are biased by ownership. 
Ownership is a fundamental attribute of fantasy football and as a result, participants often overvalue the players they 
own (Johnson, 2014). In addition, fantasy participation provides for interactivity with the actual game and a sense of 
control lacking from traditional team spectatorship. As a result, it is understandable that interactivity could be 
greater for fantasy football than traditional, favorite team spectatorship. The following hypotheses were developed 
to test this relationship: 
H3: Fantasy football participants will implicitly associate interactivity to fantasy team players and passiveness to 
favorite team players. 
H4: Fantasy team and favorite NFL team outcomes will positively impact the implicit interactivity and passiveness 
responses of fantasy football participants. 
 
Methods & Results 
 
Through the use of Qualtrics panel solicitation services, 251 fantasy football participants completed the interactivity-
passiveness IAT. The procedures and materials were similar to study one; however, the following words were used 
to capture interactivity: active, demanding, controllable, involved, and passiveness: uninvolved, inactive, effortless, 
and disengaged. The effects of the interactivity-passiveness IAT were analyzed to answer H3. The D-score (-.098) 
was once again statistically significant and the reliability coefficient was acceptable (.78); however, the D-score was 
negative, which suggests fantasy football participants implicitly believe their non-fantasy eligible favorite NFL team 
players are more interactive than their fantasy players. As a result, H3 was rejected.  
 
To answer H4, the Z-scores for favorite team winning percentage (M=.517) and likelihood of winning one’s fantasy 
league (M=3.710) were calculated and then summed to create the predictor variable. A regression was then 
conducted, where the interactivity-passiveness D-score was the dependent variable. The regression was statistically 
significant (F [1, 233] = 13.93, p < .001, R2 = .389) as the standardized NFL outcomes positively impacted the D-
score as hypothesized.  
 
Not only is loyal behavior rewarded by teams and leagues, it is a connection in which marketers hope to escalate 
fans from lower forms of fandom (Funk & James, 2001). In other words, fan loyalty is the holy grail of spectator 
sport marketing, and the current examination provides the first evidence of the implicit loyalty bias of sports fans. 
The presentation will discuss the practical and theoretical implications of these findings. 
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