Running Head: SPORTS FACILITY AND EVENT MANAGEMENT                                         1
SPORTS FACILITY AND EVENT MANAGEMENT                                                                  2










Sports Facility and Event Management
Student’s Name
Institutional Affiliation
Date of Affiliation










Sports Facility and Event Management
Introduction
According to Van Leeuwen et al. (202), maintaining the spectator turnout at sports is challenging because structures of excellence such as services plus game excellence cannot be controlled. Spectator satisfaction is related to several encouraging trade results; therefore, it is regarded to be necessary. Spectators in a sport generate distinctive energy that builds excellent motivation for the team's players. Research has shown that players that have spectators tend to perform better than players that do not have spectators. This is because of the cheers and support that create motivation to the players hence giving them the morale to perform better. Spectators may also act as distractors and can even ruin their focus, but many players are pre-trained to focus on the game and not let the crowds get their attention. Spectator satisfaction is necessary to ensure that the spectators are joining the sports (Masterman, 2014). Therefore this research is focused on understanding the theories that exist to help explain or predict whether or not there is spectator satisfaction or service experience.
The Contrast Theory
This theory advocates that when the real presentation does not encounter consumers’ prospects about the product, the dissimilarity amid the expectation and consequence may cause the consumer to overstate the unlikeness. According to Saxton (1997), this theory states that a product performed below the expected measure will be rated poor than it is in reality. In terms of spectator satisfaction, the consumers might say that the services offered by the managers were low or the expectations that they had to the team players were not met. The spectators may withdraw their support and vow not to spectate over their sports again (Oliver and DeSarbo, (1988). The spectator will magnify the difference between their expectations and the performance they have experienced. The spectator might say that the sports were the worst that they have ever watched and the services were the worst that they have experienced.
The Dissonance Theory
This theory proposes that an individual who anticipated a high product outcome and experienced a low-quality product would identify the unlikeness and get a psychological incongruity. The presence of discord yields pressure for its lessening, which can be accomplished through regulating the unlikeness. From Cooper and Fazio (1984), this model states that post-exposure evaluations are meant to anticipate the consumer as the recognizing information is believed to be psychologically uncomfortable. Fazio (1984) found out that, for instance, if there is a difference between the product outlooks and product presentation, the consumer gets mental tension, which they reduce through a change of insight about the product. Applying this theory on spectator satisfaction, in most cases, for instance, when the spectators have bought expensive tickets, drove from long distances to come and spectate over the sport and find it not appealing to their expectations, the spectator may say that it was a bad day for the managers or it was not a bad experience to comfort their sensibilities.
Though the experiences will not have contented the spectator, they will conform to the experiences though not psychologically agreed. This is basically to lessen the tension that the viewer is devouring.
In conclusion, the above theoretical frameworks are detailed to explain spectator satisfaction in sports. The theories explain the perception that the spectators have regarding the service experience. The spectators are the consumers of sports activities. From the above models, a spectator who experiences decent services will be content with the activities and be fascinated to share them repeatedly (Kennett et al., 2001).
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