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Introduction
Sporting has been an integral part of our culture for humankind from the earliest of days. It is a captivating occurrence, and once well organized, it captures the thrill, excitement, and enthusiasm of both players and spectators. Like any other service industry, satisfaction is a critical component in sports management, and especially, the fulfillment of fans marks the epitome of sports events (Foroughi, 2014). This means there are specific factors or approaches that sports event organizers have to consider or adopt to make the games most impactful to the audiences. Yet, in the current times characterized by digitization (online games) and the Covid-19 restrictions, organizing and implementing sporting events has taken a different approach than in conventional times (Bazzanella et al., 2021: Fiorilli et al., 2021). This paper makes an in-depth review of the factors that underline fan/spectator satisfaction in sporting events drawing evidence from scholarly evidence. 

Factors influencing Fan Satisfaction
A great stadium experience has been noted as one of the key factors to fan satisfaction by a 2020 Deloitte report. This means that stadiums or sports event venues need to be appealing to the spectators in terms of adequate space, safety, and viewing to support a great fan experience. Cleanliness is also a factor that supports a good sporting experience where fans want to enjoy a clean and healthy environment for their sporting event. Also, Ioannou and Bakirtzoglou (2016) acknowledge that while stadia have grown into million-dollar investments with video boards and luxury seats, sports organizers can still embrace simple actions to make sporting venues appealing, clean and safe. Ultimately, well-groomed and set venues will attract not only large numbers but also a better fan experience (Deloitte, 2020). As for sporting events shown online, organizers can improve the experience through good quality cameras and good multimedia experiences so that online fans feel as though they are physically present. 
In addition to that, a quantitative study by Silveira et al. (2018) that utilized structural equation modeling found a positive relationship between team identification and spectator satisfaction. In other words, their study found that the greater the sports consumers identified by their teams, the greater was the impact on their satisfaction. Sports organizers for individual teams require to adopt measures that boost team loyalty which creates the zeal to support the teams and get fulfilment. In agreement, Falllahi et al. (2011) found that promotional activities such as pre-game marketing, use of mascots, availability of food/drinks, and concessions such as the sale of team jerseys and souvenirs had a positive impact on team loyalty and thus elevated the spectators’ satisfaction in the games. For instance, effective marketing would build emotional connections and perceived value to the sporting events that drive fan loyalty and more enjoyment of the games.  Sports organizers thus should properly market the events, both offline and online, to build anticipation for game attendance. In turn, there would be greater satisfaction from the sporting events.
Moreover, ticketing is a core consideration in creating greater fulfillment in participating in and enjoying sports events. This is because finance is a determinant in how sports consumers would enjoy sporting events. Sporting events with lower ticket prices, free tickets, or discounted tickets always attract huge audiences that enjoy the games (Falllahi et al., 2011: Gensler, 2017). On the other hand, having pricey tickets to a sporting event is quite a deterrent, and the utility in such a sport is usually lower. Ideally, contemporary studies such as Sahin (2018) have advocated for dynamic ticketing strategies in sporting which often involve reducing ticket pricing to stimulate event attendance. In turn, more fans will be able to afford the tickets and get to enjoy the event. This is an agreement to regression studies such as Oh et al. (2019), who found that the more fans were allowed in stadia/sports venues, the higher were their satisfaction levels.  By extension, sports organizers need to ensure ease of access to tickets such as purchases over the internet or through phone-based applications so that more fans access them with more convenience.
Then, sport spectator involvement has also been linked to not only attendance levels but also the enjoyment and utilities drawn from the sports events. Arguably, spectators are a vital part of the game. Using the case study of NCAA Division II basketball games, Choi et al. (2009) noted that understanding spectator involvement and shaping it appropriately would ensure greater interest and enjoyment from the game. If a sporting event is a community level entity, it is important to involve members in team selection, venues, as well as logistics, and branding, among others. In collegiate sports as well, sports departments should accord more freedom to diverse students to form their own teams and support them in competitions. Effective behavioral and socio-psychological involvement of fans builds morale and loyalty to the game or team and thus improve the stakes in the event (Inoue et al., 2017: Wann and James, 2018). Therefore, it is important to involve the fan base to make the sporting events more fun and fulfilling to spectators. 
Finally, the ability to socialize has a powerful influence on spectators' satisfaction from sporting activities and events. It is well documented that sports brings diverse people closer and good sporting events leaves an impression as people bond, talk and share information about it (Foroughi, 2014). Evidently, well-organized sporting events facilitate the socialization and networking of fans. The venue organization should permit free socialization, such as free movement and ample seats, among others. Safety measures, however, should be adopted to prevent abuse or acts of violence. In the current digital age, it is possible to share links for spectators to watch games or create hashtags to get people talking about the events. Other strategies to facilitate socialization for sports events would be hosting corporate networking events or support a cause or theme such as mental health promotion. The goal is to maximize socialization so that people network, bond, and share commonness during the events.
Conclusion
Sporting events are widely revered and embraced for they bring together diverse people, not only players but also fans as well. Sports literature has identified that fanship is an integral part of sporting events, and their satisfaction is a good measure of how successful these events can be. While sports organizers and managers strive to maximize satisfaction by spectators, there are a number of factors to consider for this function. This paper has explored some of the factors that determine the satisfaction levels of the fans. For instance, the venue experience should be adequate while the use of promotional activities would build more loyalty and satisfaction. Additionally, fair ticketing would ensure more participation and enjoyment of the sport. Further on, the involvement of spectators is key to their satisfaction, while socialization strategies would also promote enjoyment. It is important to consider these and other factors to make the sporting events more worthwhile to the spectators. 
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