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Arguably, live sports spectating has been associated with strong emotions usually translating into manifold consequential behaviours among fans (Gotz et al. 2018). Notably, on affective dimensions, researchers have noted that sports fans exhibit high levels of emotions during matches than those exhibited by non-fans. In this sense, higher levels of team identification and perceived greater emotional support have been considered significant predictors of life satisfaction among sports fans. The aspect of subjective wellbeing among sports spectators has for a long-time generated debate among sports researchers. Information drawn from a plethora of past studies indicates that the promotion of subjective wellbeing among sports fans primarily depends on behavioural engagement in sports events by spectators and psychological engagement in sports through social identification with the participating teams (Inoue, Funk, Wann, Yoshida, & Nakazawa, 2015).
According to Collins (2005), sports fanship presents significant on spectator satisfaction and behavioural intentions by the fans. It is essential to note that aside from club management, fan-based support remains one of the key determinants of fan satisfaction. It is argued that personalized experiences by sports fans greatly influence spectator behaviour consequently influencing the intentions to return. Anecdotal evidence suggests that fan satisfaction is a significant predictor of intention by fans to attend future sports events (Jones et al., 2012). As opined by the social identity theory, sports fans usually tend to maintain positive engagement with the teams that they support. In this sense, the social identity theory is considered one of the leading theories that predict fans' intergroup behaviours based on their involvement with specific sports teams. 


Tajfel & Turner (1979) highlighted the valuable distinction between social identity theory and predicted collective responses. In sports events, based on this theory, sports fans may tend to behave in a certain manner especially when they consider membership, support and engagement with a particular sports team to be central to their self-concept. Ideally, to get a more nuanced understanding of this correlation, it is important to understand that the pressure to conform to the norms of a particular group may predict the exhibited behaviour by members of a particular group. According to the social identity theory, sports fans are usually expected to exhibit group affiliation-based emotions depending on how their sports teams perform. Accordingly, Bryant et al. (1981) & Zillmann et al. (1989), argued that the emotional responses that spectators elicit during sports events are purely a function of their feelings towards the participating sports teams. 
In keeping with the social identity theory, Madrigal (2008) argues that psychological attachment towards a particular sports team significantly influences fan behaviour. In essence, the theory posits that both team’s successes and failures are usually internalized by identified fans further reflecting on their behaviour. Based on this argument, a win for a team is sure to elicit a positive fan response. Similarly, a loss for a team would result in a response that is congruent with the outcome. Taken together with the cognitive appraisal theory, it can be concluded that sports fans are expected to display heightened pleasure and arousal in the event that their team wins. Similarly, there is a high expectation of reduced pleasure and heightened arousal among self-proclaimed fans when teams register negative results. In conclusion, the social identity theory and the cognitive appraisal theory significantly influence affective trajectories for fans and can be used as predictive phenomena for fans satisfaction. 
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