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Background and Review of Literature  
 
Due to the salient influence of team identification on sport consumptive behaviors, the quadruple grid of team 
identification (QGTI; Campbell, Aiken, & Kent, 2004) has received substantive attention since its introduction to 
the literature. We argue that both Bask in Reflected Glory (BIRG) and Cut off Reflected Failure (CORF) are more 
conventional ideas of fan tendency, while both Bask in spite of Reflected Failure (BIRF) and Cut off despite 
Reflected Success (CORS) are unique deviations from the conventional idea that deserve more research attention.  
BIRF is a positive fan association that is experientially different from BIRG and CORF. Evidence for a fan’s 
tendency to bask ‘in spite of’ reflected failure has often been explored but never empirically measured. This study 
sought supporting evidence for this type of behavioral tendency in the context of baseball where fans often exhibit 
strong positive fan association in spite of their favorite team’s unsuccessful season records (e.g., Chicago Cubs for 
the past years except the last year’s world series championship and Colorado Rockies overall). CORS is a negative-
fan-association (or fan dissociation) that is opposite to BIRF. Like BIRF, CORS has been identified but not 
effectively empirically measured. We sought to find empirical evidence for the conceptualization of CORS from 
baseball fans who tend to cut off their ties with a team even if the team is having a very successful season (e.g., 
Tampa Bay Rays).  
 
It must be emphasized that regardless of prevalent conceptual speculation of unique fan tendencies, there have been 
no findings to establish a robust theoretical/empirical foundation for the QGTI model, especially for BIRFing and 
CORSing. Relatedly, the current study sought to answer the following research question: What similarities and 
differences, if any, exist in fan associations between BIRFers and CORSers?  
 
Methodology and Results 
 
Based on 30 MLB teams’ 10-year (2007-2016) season records on winning and attendance, two teams were identified 
as a representative for each BIRF and CORS. Initially, three teams were deemed to be eligible as either high winning 
but low attendance (Tampa Bay Rays) or low winning but high attendance (Colorado Rockies and Chicago Cubs); 
however, the Cubs was not chosen due to their 2016 national championship. Using an internal grant, data were then 
collected from the following two locations: Denver, Colorado and Tampa Bay, Florida). Online surveys were utilized 
via a national database owned by an independent survey sampling company (i.e., SSI, Survey Sampling International, 
LLC). Participants were able to complete  surveys on their mobile phones, laptops, desktops, or tablets 
The instrument was IRB approved. The overall items were a modified version of existing scales (i.e., Gladden & 
Funk’s 2002 TAM; Ross et al.’s 2006 TABS) that consist of items under 15 dimensions (‘Brand Mark’, ‘Rivalry’, 
‘Concessions’, ‘Social Interaction’, ‘Team History’, ‘Commitment’, ‘Organizational Attributes’, ‘Non Player Personnel’, ‘Team 
Success’, ‘Stadium Community’, ‘, ‘Team Play’, ‘Produce Delivery’, ‘Management’, ‘Star Player’, and ‘Pride in Place’; two addition 
dimensions included ‘Level of Competition’ and ‘Type of Sport’), All items were anchored by an 11-point scale. One pilot 
testing (n = 214) and a separate main testing (sample size; see next paragraph) on the overall items have collectively 
confirmed adequate reliability and validity: Cronbach’s alphas and factor correlations were assessed. Cronbach’s 
alphas ranged from .71 to .95 for Rockies and .75 to .95 for Rays. Most of factor correlations fell within the criterion 
of Kline’s .85, except three in Tampa data (Team Success, Star Player, and Price in Place).  
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A total of 1419 respondents participated in two data collections (724 in Denver and 695 in Tampa). After screening 
out incomplete data and those who declared as non-MLB-fans, a total of 1026 (508 in Tampa and 518 in Denver) 
were deemed usable. Additional screening was implemented to make sure each sample fit to BIRFing and CORSing 
definitions. More specifically, in Colorado surveys, we selected responses that their favorite MLB team was still 
Rockies meaning responses are still basking with the Rockies. In contrast, in Tampa Bay responses, we only selected 
responses that their favorite MLB team once was Rays but not anymore, meaning respondents have cut off and 
moved on to another team. This resulted in sample sizes of 232 for Tampa Bay Rays and 385 for Rockies.   
Using a combined sample of 617 (232 for Tampa Bay Rays and 385 for Rockies), multi-dimensional scaling created 
two visual maps, Euclidean distance models, for each of BIRFing and CORSing. These data exhibited relative 
relationships among the types of fan associations on a two-dimensional configuration independently. Coefficients of 
alienation for the two-dimensional solutions indicated an excellent fit. More specifically, four iterations were 
processed with a final S-stress of approximately 0.204 (Stress varies between 0 and 1, with values near 0 indicating 
better fit; Clarke, 1993).   
 
Key Summaries and Discussion 
 
In the resulting visual maps, Euclidean distance models present the distances between and/or among fan association 
types for BIRFers and CORSers. A total of 17 fan association types (or dimensions) and their relative distances are 
illustrated by plotted locations in the two maps. These plotted locations illustrate the similarities (and differences) 
that are perceived by either BIRFers or CORSers. In this study, Colorado Rockies affiliates represent the concept of 
BIRFing based on the secondary data analysis on their 2007-2016 records indicating their fans often bask in spite of 
the team’s low performance (Rockies ranked 26th overall in their winning % while overall attendance records were in 
high 12th during this period). In contrast, Tampa Bay Rays affiliates represent the concept of CORSing based on the 
secondary data analysis on their 2007-2016 records indicating their fans often cut off despite the team’s high 
performance (Rays ranked 8th overall in their winning % while overall attendance records were the lowest 30th during 
this period). 
 
The 17 fan association types explored in this case study can be interpreted as yardsticks people use in their 
consumption of MLB sports. The overall results illustrate that BIRFers and CORSers differentiate their (current or 
former) favorite MLB teams in their perceived images. It is worth noting that we believe that the current study is a 
very first study providing empirical evidence for the QGTI model. Briefly, between CORSers and BIRFers, there 
seems to be a few unique deviations in their fan association types including Brand Mark (e.g., symbol or logo), 
Concessions, Commitment (e.g., fanship longevity), or Management (e.g., player personnel decisions). We would like 
to present at the SMA with the rest of detailed perspectives from both BIRFers and CORSers that would likely 
delineate unique fan association tendencies that are likely to be related to game as well as non-game components. 
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