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Major sporting events, such as the Olympic Games, garner global interest and provide an opportunity for athletes to 
present themselves in front of the public with much of the world watching. Undeniably, mass media plays a crucial 
role in assisting athletes to enhance the awareness of their personal brands. Elite athletes also understand that 
making themselves available to the media and interacting with the media are parts of their jobs (Kristiansen & 
Broch, 2013). In an effort to attract positive media coverage, athletes often attempt to be well-behaved in front of 
the media since any negative press may jeopardize their public image and influence their self-confidence (Krisiansen, 
2011). Many sports organizations, therefore, provide media training programs for athletes to cope with the press and 
be scandal-free (Reynolds, 2006). 
 
Researchers have examined athletes’ self-presentation strategies in the context of digital media platforms such as 
Twitter (i.e. Lebel & Danylchuk, 2012), Facebook (i.e. Emmons & Moscarski, 2013), and Instagram (i.e. Geurin-
Eageleman & Burch, 2016), whereas little research has been conducted on how athletes present themselves in front 
of legacy media. Guided by the self-presentation theory (Goffman, 1956), this study attempts to gain an in-depth 
understanding of athletes’ self-presentation strategies in the setting of press conferences by analyzing Olympic 
medalists’ press conference transcripts in the 2018 PyeongChang Olympic Games. 
 
Self-presentation, or impression management, refers to the efforts an individual dedicates to manage how they are 
perceived and assessed by others (Schlenker, 1980). Goffman (1951) argued that an individual usually has a clear 
objective when s/he presents himself or herself, and also wants to control others’ responses to her/his self-image. 
To build and manage one’s desired self-image, individuals use both defensive and protective techniques protect their 
image and control their behaviors.  
 
Attending organized media activities including post-game press conferences is a good self-presentation opportunity. 
Speaking in front of reporters is an aversive experience since certain stimuli such as cameras and lighting remind 
participants of public appearance and subsequently may impact their self-presentation strategies (Carver & Scheier, 
1985). Olympic medalists have frequently been framed as national heroes on media and role models for society. 
Their roles of promoting the Olympic values through the education of youth have been identified and their 
behaviors have positively impacts on youths’ participation in sports (Rychtecký, 2013).  
Therefore, this study aims to explore how athletes use the Olympic Games to present themselves. In addition, this 
study also attempts to explore whether male and female athletes used different self-presentation strategies 
promoting themselves during the Olympic Games.  
 
In order to understand Olympic medalists’ self-presentation strategies during the Olympic Games, the database in 
the media channel of the 2018 PyeongChang Winter Olympic Games was utilized. Researchers utilized an official 
user name to get access to the official media channel and downloaded all press conference transcript files during the 
2018 PyeongChang Olympic Games (from Feb 9th, 2018 to Feb 25th, 2018). The study included interview transcripts 
from a total of 310 Olympic medalists from 30 countries. Among these athletes, 117 of them were the Olympic gold 
medalists, 104 claimed silver medals and 83 winning bronze in PyeongChang. 
 
Researchers adopted five-step method introduced by Krippendorff (2015) to explore the obtained texts. The five 
steps include 1) narrowing down research focus and developing research questions, 2) selecting a sample, 3) 
developing coding strategies for examination, 4) providing training to coders, and 5) analyzing and illustrating data. 
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A codebook and coding protocol were developed based on previous studies on athletes’ online self-presentation 
(Geurin-Eaglemen & Burch, 2016) and politicians’ self-presentation on TV programs (Schutz, 1995). In addition to 
the transcript of athletes’ press conferences, descriptive data were also gathered in this codebook which contains 
athletes’ names, gender, countries, ages, medal type(gold, silver, or bronze), and completed events. 
 
To construct the codebook, we adopted and modified five categories from Schutz’s (1995) study in order to make it 
applicable to our study. In order to better understand the content, researchers used the first two days’ transcript of 
the press conference as a pilot study to explore whether new categories emerged. The results of the pilot study 
showed that all the messages could fall into one of the following categories. 1) Patriotism: statements relating to 
patriotism, including being proud of representing their nation; 2) Appreciation: statements relating to athletes 
expressing appreciation from the support from family members, teammate, coaches, audience, and event organizers; 
3) Complaints: statements referring to complaints about referees, schedule, venues, competition conditions, 
international governing bodies, and other opponents; 4) Expertise: statement of facts or analyses as a means of 
establishing the athletes’ expertise in the sport such as game plan, game strategies, game analysis; 5) Self-promotion: 
statements referring to behind-the-scenes stories, the secrets of success, preparation for the game, future plan; 6) 
Social role-model: statements relating to concerning the civil issues and international relations.  
 
Two coders who are knowledgeable about Olympic Games were asked to analyze a random sample accounting for 
15% of total number of statements. In order to reduce the bias of qualitative findings, inter-coder reliability was 
introduced in this study (Creswell, 2013). Two researchers open-copied these transcripts of press conferences 
separately. 
 
At this time, this research is on-going and will be completed before August. Research results and findings will be 
presented in the conference. The findings of this study will help marketers and public relation professionals better 
understand Olympic athletes’ self-presentation strategies, and develop better training programs which could help 
athletes take advantage of media opportunities to develop their personal brands and create stronger role models for 
youth.  
 

 


