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Abstract


Environmental pollution has become a significant issue, and environmental protection within the realm of sports has garnered increasing attention from various sectors of the academic community. This study takes the public’s intention to purchase sports stadiums as the research object, introduces two mediating variables of green value perception and sense of accomplishment, builds a hypothetical model from the perspective of motivation protection theory, and explores the influence of perceived functional risk of green sports stadiums on consumption intention through SEM analysis based on the samples of the recovered questionnaires (N = 1073). The results are as follows: first, there is a negative influence between perceived functional risk and green sports stadium consumption intention, and the lower the perceived functional risk of green sports stadiums, the more consumers can promote their choice of green sports stadiums when they consume in stadiums; second, green value perception plays a mediating role in the relationship between perceived functional risk and green sports stadium services consumption intention; third, a sense of accomplishment plays a mediating role in the relationship between perceived functional risk and willingness to consume green sports stadium; fourth, green value perception and a sense of accomplishment play a chain mediating role between perceived functional risk and willingness to consume in the context of green sports stadiums. This study aims to contribute to the popularization and development of green sports stadiums in China and to provide green sports stadium builders and managers with more targeted and effective marketing strategies.
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1. Introduction


Under the dual background of the intensification of global climate change and the deepening of the concept of sustainable development, green development has become an important direction for the transformation and upgrading of various sections of society [1]. As a critical pathway to achieving green development, green consumption emphasizes balancing resource conservation and environmental impact throughout the consumption process, and it has been widely promoted in fields such as construction [2], transportation [3], and tourism [4]. In recent years, with the advancement of China’s “dual carbon” goals, green consumption has gradually evolved from policy-driven advocacy to broader public practice [5]. Although overall awareness has increased, consumers’ specific choices remain constrained by cognitive biases and behavioral inertia [6]. As a vital component of public service infrastructure, sports stadiums have drawn growing attention from both academia and industry regarding their green construction and operation [7]. Green sports stadiums refer to integrated sports facilities that fully incorporate energy-saving and environmentally friendly concepts throughout their design, construction, and operation stages [8]. For example, the ‘Ice Ribbon’ National Speedskating Stadium for the Beijing 2022 Winter Olympics uses carbon dioxide transcritical direct-cooling ice technology, which greatly reduces greenhouse gas emissions. Such stadiums not only significantly reduce energy consumption and carbon emissions while improving resource efficiency but also enhance environmental quality and optimize user experience [9].



However, although the value of green sports stadiums in terms of environmental protection and social benefits is becoming more and more significant, they still face the problem of insufficient consumer willingness to participate in the actual consumption process [10]. This contradictory phenomenon highlights the key disconnection between the application of green technology and the response of the consumer market and the theoretical blind spot in the analysis of the consumer decision-making mechanism in existing studies. Most studies focus on macro-level issues such as the overall development of green buildings, general characteristics of green consumption, and policy-driven promotion [11,12], while relatively few have examined consumer behavior within the specific context of green sports stadiums. As a result, there remains a lack of in-depth exploration into the micro-level psychological mechanisms that drive consumer choices in this domain.



Established studies have shown that consumers have higher functional misgivings about green products than traditional products [13,14], and traditional consumer behavior theories regard perceived risk as a core inhibiting factor in consumption decisions [15]. In the consumption context of green sports stadiums, as a special consumption space with both functionality and experience, the application of green technologies (e.g., photovoltaic systems and rainwater recycling devices) may trigger additional consumer concerns about facility performance and safety standards [16]. Based on the theory of protection motivation, when individuals perceive potential threats and risks, their behavioral motivation will be significantly affected, and then their behavioral choices will be characterized by the tendency to avoid harm [17]. Specifically, consumers who perceive higher functional risks in the context of green sports stadiums tend to reduce their recognition of their green value and, thus, reduce purchase intention.



In the existing literature, green perceived value, as an important variable in the field of green products and services, is considered an important psychological mechanism that influences consumer perception and behavior [18]. Green perceived value is usually reflected in consumers’ perception of the positive value that green sports stadiums bring in terms of environmental protection, health promotion, and sustainable development [19]. When consumers can fully recognize the green attributes and environmental benefits of green sports stadiums, their evaluation and purchase intention of the stadiums will be significantly increased [20,21]. However, the existence of a perceived risk function tends to weaken consumers’ recognition of green value, forming a negative effect on green sports stadium services purchase intention [22]. In addition, a sense of accomplishment, as a key variable widely used in recent years in the research of public services, tourism, and consumer behavior, usually refers to the sense of satisfaction, value, and accomplishment that consumers obtain in the process of consumption experience [23]. Meanwhile, consumers’ perceived value has a significant positive effect on their sense of accomplishment, and the enhancement of a sense of accomplishment not only strengthens consumers’ positive attitudes toward consumption but also further promotes their purchase intention [24].



Based on this, this paper constructs the conceptual framework of “perceived risk function-green perceived value-sense of accomplishment-green sports stadium services purchase intention” based on integrating previous research. Based on the conceptual framework of “perceived risk function—green perceived value—sense of accomplishment—green sports stadium services purchase intention”, this paper introduces the Protection Motivation Theory (PMT) as the theoretical basis to systematically analyze the influence mechanism of perceived risk function on green sports stadium services purchase intention and its action path. Building on this framework, the study expands the perspective of the interplay between perceived risk and psychological value in green consumption research, enriching the application of PMT in the context of green sports stadium consumption. Meanwhile, the findings also provide targeted managerial and marketing insights for the construction and operation of green sports stadiums.




2. Literature Review and Hypothesis


2.1. Perceived Functional Risks and Purchase Intention for Green Sports Stadium Services


Green sports stadium services purchase intention is built on green purchase intention, which is defined in the field of green consumption research as the possibility and willingness of individuals to prioritize products with eco-friendly features over traditional products in consumption [25]. Sports stadiums, as carriers of people’s sports consumption, provide sports consumption, including viewing consumption, product consumption, and participation consumption, all of which are service contents that sports stadiums can provide to consumers. Therefore, combined with green purchase intention, this study interprets green sports stadium services purchase intention as the possibility and willingness of consumers to choose green sports stadiums with green environmental value and eco-friendly attributes instead of traditional sports stadiums when choosing sports stadiums to purchase the services they provide.



In the field of psychology, there has been a great development of risk theory, and in the field of consumer behavior, the research on perceived risk originated in 1960. Bauer [26] proposed the theory of perceived risk, which believes that there is a certain amount of risk in the process of consumer purchasing behavior and that the consequences of purchasing behavior are not fully predictable. Perceived risk includes not only the uncertainty of the consumer about the purchase decision but also the consequences of making a wrong decision. Further scholars, such as Dowling [27], defined perceived risk as the consumer’s perception of uncertainty and unfavorable consequences when purchasing products and services. Many scholars believe that perceived risk is a multidimensional concept, which includes the loss of time, money, and physical loss that consumers need to bear when they make purchase intentions. In Kaplan’s [28] study, he divided perceived risk into five components through regression analysis, which include physical risk, psychological risk, social risk, financial risk, and performance risk. Subsequently, in Chaudhuri’s [29] study, principal component analysis was conducted on the dimensions of perceived risk, and two factors were extracted from them, namely functional risk and emotional risk. Functional risk reflects financial risk, performance risk, and physical risk. Emotional risk reflects both social and psychological risks. In Beneke [30], functional risk is described as the consumer’s uncertainty that the outcome of purchasing a product will not meet his or her expectations; it expresses the consumer’s concern that the promised function of the product will not be realized. In the field of green consumption, the seller labels the product or service provided as green, environmentally friendly, and sustainable, but the consumer is concerned about whether or not the promise will be fulfilled and whether the actual function will be produced after the consumer behavior is carried out. Therefore, perceived functional risk is defined in this study as the uncertainty of consumers’ expectations about the green, environmental, and other functionality of a product or service after purchase. Perceived functional risk, as a sub-concept of perceived risk, reflects consumers’ concerns about risk in a more detailed way. It focuses on the overall risk perception of consumer products, paying attention to whether the functions provided by the product are consistent with those promoted by the seller after consumption. This is also consistent with current research in the green field. When choosing green consumption, consumers are more concerned about whether their consumption behavior can produce environmentally friendly, green, and sustainable functions. This is also one of the important reasons why consumers have green purchase intentions. This study believes that in exploring the purchase intention of green sports stadium services, the perceived functional risk is more relevant and in line with the psychological changes in consumers in this green consumption behavior in reality, reflecting the real reality.



Motivational protection theory describes the process of an individual’s assessment and judgment of risk in the face of risk and then generates risk-coping behavior [31]. In recent years, scholars have introduced it into the field of consumption and through motivational protection theory to describe the driving role of consumers’ perceived risk on purchase intention. Motivation protection theory, as a behavioral theory, focuses on the assessment and response to threats. Its theoretical framework divides this behavioral process into three aspects: information sources, cognitive mediation processes, and response patterns. It believes that when individuals face high risks, they can reduce the estimated risks through certain behaviors and protect themselves from risk harm. The motivation protection theory, as a comprehensive explanation of behavioral mechanisms and processes, emphasizes both the role of individual factors and the regulatory role of cognitive processes. Therefore, it is believed to have a certain guiding significance for this study. Mitchell [32] believes that perceived risk is a kind of prediction of consumers for their own loss, which is based on their subjective expectations. Loss is based on their subjective expectations, which will have an impact on consumer behavior. Perceived risk theory suggests that when consumers generate purchase intention, they are more likely to make consumption decisions that minimize the perceived risk compared to choosing to maximize the expected return. With the development of perceived risk-related content in the field of green consumer behavior, the impact of perceived risk on consumers’ purchase intention has been confirmed in related studies, and Kim [33] argues that when consumers’ perceived risk decreases consumers’ purchase intention will increase, i.e., there is a negative correlation between the two. In the study of Juliana [34], it is also stated that there is a significant effect of perceived risk on the creation of green purchase intention of consumers. In addition, in Bhukya’s [35] study, it was found that perceived functional risk has a greater impact on the generation of consumer purchase intention compared to other dimensions of perceived risk. The motivation protection theory suggests that coping strategies can serve as informational sources. When consumers select green sports stadiums as their consumption targets, they perceive the products and services as better aligned with the advertised green functions and, consequently, exhibit a higher purchase intention for this green consumption behavior. To summarize, when consumers perceive the functional risk of green sports building stadiums as being superior to traditional green sports buildings in terms of environmental protection, green and low carbon emissions, and sustainability, they are more inclined to choose green sports stadiums as their consumption object, which in turn generates higher green sports stadium services purchase intention. Therefore, based on the above, hypothesis H1 is proposed:



H1: 

Perceived functional risk affects the relationship of purchase intention in green sports stadium services.






2.2. The Mechanism of Green Value Perception in Promoting the Purchase Intention of Green Sports Stadium Services Through Perceived Functional Risks


Perceived value is defined as the consumer’s overall evaluation of the benefits of a product or service [36]. It is not only an important bridge between the seller and the consumer in establishing a relationship but also plays a crucial role in generating purchase intention; when the consumer has a higher level of perceived value of the product, he or she is more likely to generate purchase intention [37]. As green issues, environmental protection, and sustainability have gradually become central to development in recent years, consumers have increasingly focused on the green value associated with the products or services they purchase. Scholars have introduced perceived value into the field of green consumption, referencing Chen’s (2012) [20] study, which defines green value perception as the consumer’s perception of a product or service based on their environmental concerns, sustainability expectations, and demand for green products. Sustainable expectations and green demand for the net benefits of a product or service were also highlighted in his study, which pointed out that consumers are more likely to develop green purchase intentions when the green value provided by a product or service aligns with their demand. Furthermore, Xie’s [38] study found a negative relationship between perceived risk and perceived value. Chen (2008) [39] found that when consumers experience a lower level of perceived risk, they tend to trust the green, environmental, and sustainable values promoted by suppliers, making them more likely to adopt green consumption behaviors. Casidy [40] pointed out that when consumers’ perceived risk decreases, they pay a premium for the green features of the product, and they perceive the green value offered by the goods or services.



In the cognitive mediation process of motivation protection theory, threat assessment is an important component. Green value perception includes the promotion value of green, environmental protection, and sustainability generated by purchasing behavior, which makes consumers adapt to the threat assessment of green sports stadium services purchasing behavior, that is, change the threat behavior, make them recognize the purchase of green sports stadium services from a cognitive level, and generate a willingness to choose this purchasing behavior. In turn, it can be inferred that when consumers perceive the green sports stadium in the consumption decision-making in the pollution emissions, building materials, environmental protection, the use of the cycle, and other functional risks are small, it is easier to find in the choice of green sports stadium as a consumer object can provide green, environmental protection and sustainable value and, thus, produce a higher level of green sports stadium services purchase intention; therefore, based on the above-proposed, we present the following hypothesis:



H2: 

Perceived functional risk promotes the purchase intention of green sports stadium services through green value perception.






2.3. The Mechanism of Sense of Acquisition in Perceived Functional Risk Promoting Purchase Intention of Green Sports Stadium Services


The sense of accomplishment is a term derived from the fusion of subjectivity and objectivity. In Jia’s [41] study, the sense of accomplishment is divided into two components, where “acquisition” describes the objective content of what the individual has acquired, and perception is the subjective judgment of the objective content of the acquisition. It is a subjective judgment of what is objectively acquired. In this study, a sense of accomplishment is defined as the subject’s subjective pre-evaluation of the objectively acquired content. In the field of green consumption, once consumers feel their consumption behaviors align with their environmental beliefs or expectations, which are based on their own beliefs about environmental protection and objective evaluation of their consumption objects, they feel a sense of accomplishment. This objective perception has a driving effect on their consumption behavior and generates green purchase intention. They then tend to choose to adhere to green consumption behaviors. The motivation protection theory also refers to the evaluation of an individual’s own response to perceived risks. The theory behind response evaluation is an important component of the cognitive mediation process. When consumers realize that choosing to purchase green sports stadiums is a green and environmentally friendly behavior, they realize that green environmental protection is a common goal of all mankind, and they wish to shape and pay attention to their own environmental image when choosing this purchasing method. This leads to an increased sense of accomplishment in shaping their own environmental image and environmental beliefs when they perceive lower environmental harm risks when purchasing products, and they choose green purchasing methods with environmental attributes [42]. In addition, Bellis [43] pointed out that the sense of loss and relative deprivation is the antithesis of a sense of accomplishment, and perceived risk is the objective prediction and judgment of the loss suffered by the individual; then, the same study deduced that there exists a certain antagonistic relationship between the two and that when the consumers perceived functional risk is relatively low, they are more likely to choose green consumption methods with environmental attributes. When consumers perceive functional risk is relatively low and the harm to the environment is low, their environmental protection beliefs will be satisfied to a certain extent and produce a greater sense of accomplishment, which will drive their purchase intention. Therefore, hypothesis H3 is proposed based on the above:



H3: 

Green perceived risk promotes the purchase intention in green sports stadium services through the sense of accomplishment.






2.4. The Mechanism of Green Value Perception and Sense of Gain in Promoting the Purchase Intention of Green Sports Stadium Services Related to Perceived Functional Risks


In the study of Rizka [44], it is stated that the tendency of the relationship between perceived risk, green value perception, and green purchase intention is indirect, and the effect of perceived risk and green value perception on green purchase intention is not directly generated by the effect. Motivational protection theory states that individuals produce protective behaviors in three steps: the individual perceives the risk and evaluates the threat and coping ability to produce protective behaviors [45], and in the field of consumption, the consumer evaluates the risk and his own loss after the implementation of consumption behavior and then evaluates his own ability to cope with the situation. Further explanation of this process is based on the theory of motivation protection. In its theoretical framework, the cognitive mediation process constitutes the central element of the framework, encompassing the evaluation of threats and response strategies. The cognitive evaluation and response evaluation align with the perception of green value and the sense of gain, respectively. When the perceived functional risk is reduced, it provides a higher level of green value perception and sense of accomplishment from the cognition and experience generated by choosing green sports stadium services for purchase, thus generating an adaptive response and recognizing the purchase of green sports ‘ services stadiums and generating a higher purchase intention. Green value perception and sense of accomplishment also reflect the psychological change process of consumers’ green sports stadium purchase intention. Green value perception is based on the perception of functional risk. When consumers realize that the reduction in functional risk corresponds to their richer perception of the green value of consumption objects, it is not only the reduction in environmental damage but also the contribution to the sustainable value of environmental protection. This process also enables consumers to obtain more belief in environmental protection due to this consumption behavior and improve their sense of accomplishment. Through this process of psychological perception and expectation, they can establish the green sports stadium purchase intention. In this study, it is inferred that green value perception and a sense of accomplishment are the components of consumers’ assessment of their own coping ability, in which when consumers judge that they can obtain more green value for environmental protection and green and sustainable development, they have a subjective evaluation of their objective acquisition and, thus, a sense of accomplishment, which together promote consumers’ green purchases. This will jointly promote the emergence of consumers’ green purchase intention. Therefore, based on the above, hypothesis H4 is proposed (the model diagram is shown in Figure 1):



H4: 

Perceived functional risk promotes the purchase intention in green sports stadium services through green value perception and a sense of accomplishment.







3. Study Method


This study employed a combined random and snowball sampling approach for questionnaire distribution. This methodology enabled the efficient acquisition of data from the target population while mitigating the limitation of poor representativeness often associated with significant bias in collected data. It further ensured broad geographical coverage of participants. Crucially, for segments of the target group characterized by occupational insularity, dissemination through social networks effectively circumvented organizational access barriers. The inherent recommendation mechanism within snowball sampling also enhanced participant trust, thereby improving questionnaire response rates and validity rates. Although snowball sampling carries an inherent risk of increased sample homogeneity, this potential bias was proactively addressed during the initial distribution phase. This was achieved through stratified selection of initial respondents and controlling for social network diversity. The specific implementation involved (1) distributing the questionnaire to members of the public across diverse cities (stratified by GDP tier) and (2), subsequently, collecting data from additional participants recruited based on referrals and diffusion initiated by the initial respondents.



Acknowledging that certain questionnaire items unavoidably contained sensitive terminology, the instrument was meticulously designed to maximize participant privacy protection. This design choice aimed to foster respondent engagement and minimize potential negative impacts. Due to geographical dispersion, time constraints, and budgetary considerations, data collection was conducted exclusively online. The research protocol involved no collection of private information and secured necessary distribution permissions. Regarding privacy safeguards, a pop-up informed consent form was presented on the questionnaire landing page. This form explicitly stated the research purpose, data usage plans, and anonymization protocols. Participants were clearly informed of their right to withdraw from the questionnaire at any point without penalty. Prior to the main survey, a pilot test was conducted with 39 participants to assess instrument validity. The results yielded a Cronbach’s Alpha coefficient of 0.83 (>0.7), indicating high reliability and confirming the questionnaire’s feasibility. The main questionnaire distribution phase occurred over a two-week period, resulting in 1200 distributed questionnaires. A total of 1159 questionnaires were formally returned. After excluding invalid responses (e.g., random marking, omissions, errors), 1073 valid questionnaires were retained. This represents a valid return rate of 92.58%.



In a research object comprising 613 males and 460 females, male samples are slightly more plentiful; in terms of education, 297 people achieve a level of education below secondary school or as far as secondary school and 776 people achieve a level of education above secondary school; the more educated groups accounted for the majority of participants. Moreover, 745 people were from an eastern region, 247 people were from a western region, and 81 people were from a central region. People from the eastern region accounted for the majority of participants. More sample information is shown in Table 1. In general, the research sample of this paper is more balanced and has certain representative value.



Measurement of Variables


The measurement of perceived functional risk (PFR) in this paper draws on Zulfikar’s [44] study and makes simple adjustments (e.g., cultural adaptation: Given cognitive biases among the domestic public regarding emerging green technologies, cultural adaptation of the instrument was performed. For instance, expressions of “technological uncertainty” and “skepticism” in the original scale were adapted into contextually resonant phrasing like “environmental functions might just be a gimmick”, e.g., semantic equivalence reconstruction; Western-context terms like “environmental claims” were adjusted to fit consumers’ cognitive frameworks, using the concept of “environmental function”. Thus, an original item, “Environmental claims may exaggerate actual benefits”, was localized as “The actual eco-efficacy of green sports venues is not high”, preserving the core skepticism toward technological credibility while aligning with domestic green marketing controversies. Similar contextual adjustments were applied to subsequent items. A pilot test with 39 participants confirmed no semantic ambiguity in the questionnaire items.) For the development of green sports stadiums in China, forming a three-item scale for GPR in this paper, e.g., “I think that the environmental protection function of green sports stadiums may just be a gimmick”, “I think the actual green efficacy of green sports stadiums is not high”, and “I think the environmental protection function of green sports stadiums with higher ticket prices at this stage is suspected to be deceptive”. Cronbach’s Alpha = 0.877 > 0.7.



The measures of green value perception (GVP) and sense of accomplishment (SA) were adapted from the scales of Chen et al. [20], Lin et al. [46], and Chang et al.‘s [47] previous studies, respectively, to form a two-dimensional, seven-item scale for GVP in this study. Items include, for example, “I think that the environmentally friendly technology used in stadiums is more energy efficient than traditional stadiums”, “I think that working out in green sports stadiums can reduce my carbon footprint”, “I think that the environmentally friendly operation of green sports stadiums can significantly reduce environmental pollution”, “Exercising in green sports stadiums makes me feel that I am making a practical contribution to environmental protection”, “Exposure to green sports stadiums enhances my environmental image among my friends”, “Choosing green sports stadiums creates a greater sense of eco-morality in me”, and “I think the construction and maintenance of green sports stadiums are of great environmental value”. Cronbach’s Alpha = 0.862 > 0.7.



A three-dimensional, nine-item scale for SA was developed, including items such as, “I think the green services provided by the green sports stadiums are convenient”, “I think the green facilities in the green sports stadiums have enhanced my comfort during exercise”, “I believe that exercising in green sports stadiums can more efficiently achieve my sports and health goals”, “Using green sports stadiums makes me feel that my lifestyle is more environmentally friendly, healthy, and of higher quality”, “When exercising in green sports stadiums, the natural landscape, such as green plants and landscapes, makes me feel both physically and mentally happy”, “Playing sports and exercising in green sports stadiums can alleviate my anxiety about urban pollution to some extent”, “I feel that people around me will think that I have a sense of social responsibility because I choose green sports stadiums”, “I think I can meet more like-minded people through green sports stadiums”, and “Using green sports stadiums makes me feel that I belong to the environmental protection group”. Cronbach’s Alpha = 0.848 > 0.7.



Finally, the measurement of purchase intention (PI) in green sports stadium services was adapted from the research scale of Zhang [48] et al. The original scale was adjusted and modified in this paper based on the characteristics of the research object and topic. A five-item scale for the dependent variable was developed, including items such as, “I would prefer this green sports stadium to a traditional one”, “I would still be willing to purchase green membership services even if the green sports stadium charges slightly more than the regular stadium”, “I plan to increase my spending on tickets or sports courses in the future”, “I would be willing to purchase green membership services even if the green sports stadium charges slightly more than the regular stadium”, “I plan to increase my spending on tickets or exercise classes at the green sports stadium in the future”, “I am willing to recommend green sports stadiums to others as a preferred place for fitness and exercise”, and “Green sports stadiums are my first choice for participating in sports activities compared to my friends and relatives”. Cronbach’s Alpha = 0.894> 0.7.





4. Findings


4.1. Common Method Bias and Validation Factor Analysis


In this paper, the Harman one-way test was used to assess common method bias. The results indicate that there are seven factors with eigenvalues greater than 1; the total explained variance is 76.275%, and the variance explained by the first principal factor is 37.558%, which is less than the critical criterion of 40%. Therefore, no significant common method bias problem exists in this paper, and further analysis can proceed. In this paper, the subsequent validation factor analysis was conducted using Mplus 8.3 software, and the model analysis fitting results showed that the CMIN/DF was 2.043, which was less than the standard of less than 3, the TLI and CFI reached the standard of more than 0.9, the SRMR was 0.028, which was less than 0.08, and the RMSEA was 0.031 which was less than 0.08, and each of the fitting indexes conformed to the general standard of the research. Therefore, it can be concluded that the model in this paper demonstrates an excellent fit.



As shown in Table 2, the standardized factor loadings of each measure for each variable are greater than 0.6 or more, the component reliabilities (CR) are greater than 0.7, and the average variance extracted (AVE) are greater than 0.5, indicating good convergent validity for each variable.




4.2. Distinguishing Validity and Correlation Analysis


In this paper, differential validity was assessed using the more rigorous AVE method, where the AVE open root sign of each factor had to be greater than the correlation coefficient of each paired variable, indicating that there was differential validity between the factors. The AVE open root sign of each factor is greater than the standardized correlation coefficient off the diagonal, so this study still has differential validity, as shown in Table 3 (diagonal downward triangles are correlation coefficients).




4.3. Structural Equation Modeling Analysis


After verifying the correlations among the four core variables, in order to further explore the path of action among the four, this study used Mplus 8.3 software to build a structural equation model and obtained the overall model test results (Figure 2). After analysis, the various fit test indicators of the model are CMIN/DF (designed to measure the overall degree of deviation of the model from the data) = 2.043 due to the large sample size, the chi-square value is too sensitive, so this paper mainly refers to other indicators to judge the model fit advantages and disadvantages. Among them, CFI (comparing the degree of improvement between the hypothetical model and the independent model) = 0.983, TLI (fit index adjusted based on model complexity) = 0.981, RMSEA (designed to measure the approximation error between the model and the data) = 0.031, and SRMR (aimed at reflecting the degree of covariance that cannot be explained by the model) = 0.028, which shows that this paper’s model fit is better.



Figure 2 and Table 4 present the standardized path coefficients between variables. The results showed that the direct effect: PFR had a significant negative effect on RP (β = −0.111, p < 0.05), and hypothesis H1 was valid; indirect effect 1: PFR had a significant negative effect on GVP (β = −0.515, p < 0.05), and GVP had a significant positive effect on RP (β = 0.318, p < 0.05), and hypothesis H2 holds; indirect effect 3: PFR has a significant negative effect on SA (β = −0.214, p < 0.05) and SA has a significant positive effect on RP (β = 0.367, p < 0.05), hypothesis H3 holds; indirect effect 3: GVP has a significant positive effect on SA (β = 0.547, p < 0.05), hypothesis H4 was established.



This study further used the Bootstrap method to repeat the sampling 5000 times and calculate 95% confidence intervals to carefully verify the mediating effect between variables. The results (Table 4) showed that the Bootstrap 95% confidence intervals for both GVP and SA did not contain 0, indicating that both play a significant mediating role between PFR and PI, with a total mediating effect value of −0.346, which accounted for 75.88% of the total effect. This suggests that PFR affects PI more through an indirect pathway.



At the same time, there are significant differences in the three paths through which green value perception and sense of accomplishment play a mediating role. Specifically, the effect value of indirect path 1: “PFR → GVP → PI” is −0.164, accounting for 35.96% of the total effect; indirect path 2: “PFR → SA → PI” is −0.078, accounting for 17.11% of the total effect; indirect path 3: “PFR → GVP → SA → PI” is −0.078, accounting for 17.11% of the total effect. The effect value of indirect path 2: “PFR → SA → PI” is −0.078, accounting for 17.11% of the total effect; the effect value of indirect path 3: “PFR → GVP → SA → PI” is −0.103, accounting for 22.59% of the total effect. Overall, the second indirect path has the largest mediating effect.





5. Discussion and Analysis


5.1. Negative Effect of Perceived Functional Risk on Green Sports Stadium Services Purchase Intention


The results of the study show that perceived functional risk has a significant negative effect on green sports stadium services purchase intention, which is consistent with the core hypothesis of Protection Motivation Theory (PMT). When consumers face unknown or potential risks, they tend to adopt behavioral strategies that tend to avoid harm, thus reducing or avoiding consumption decisions that may bring losses [17]. In the consumption context of green sports stadiums, although the application of green technologies aims to enhance sustainability and resource utilization efficiency and helps to promote the popularization of the concept of environmental protection, consumers may still be more skeptical about their technological maturity and actual use effects [49]. The paradox of environmental benefits coexisting with consumer skepticism may lie in the fact that the environmental value of green sports stadiums is often difficult for consumers to perceive directly. The environmental benefits brought by green technologies are more evident over long-term system operation rather than through consumers’ immediate experiences [50]. Meanwhile, compared with traditional stadiums, green sports stadiums have higher technical complexity in energy management, equipment operation, and intelligent control, which may trigger consumers’ concerns about safety, reliability, and functionality [51]. This uncertainty not only reduces consumers’ trust in green sports stadiums but also may make them more inclined to choose traditional stadiums in their consumption decisions to avoid the potential risks brought by technological uncertainty, which reduces their purchase intention for green sports stadium services. Although existing studies generally suggest that perceived risk inhibits green consumption behavior, most have focused on the product level, primarily addressing risks associated with performance uncertainty [20,52]. In contrast, this study centers on green sports stadiums as service-oriented spaces, exploring consumers’ risk perceptions within the context of green service experiences. This perspective contributes to the theoretical development of green consumption behavior in service settings. Therefore, to mitigate the negative impact of perceived functional risk on consumers’ willingness to engage with green sports stadiums, managers should focus on enhancing consumer awareness and trust in green technologies. Specific strategies include strengthening technical education and promotion, improving user experience design, and increasing information transparency to alleviate consumer concerns about technological maturity and reliability, thereby fostering greater confidence and willingness to consume.




5.2. Perceived Functional Risk Affects Green Sports Stadium Services Purchase Intention by Inhibiting Green Value Perception and Inhibiting Sense of Accomplishment


The study further validates the mediating role of green perceived value between perceived functional risk and green sports stadium services purchase intention. This finding aligns with prior research to some extent. For example, Şen et al. (2020) noted that in service-oriented consumption contexts, perceived risk significantly reduces consumers’ perceived value of hotel services [53]. Similarly, Luo et al. (2022) found that consumers’ perceived green value of energy-saving products significantly influenced their purchase intentions [18]. Building on this, the current study confirms that perceived green value mediates the impact of perceived risk on consumer decision-making within the context of green sports stadium services consumption. Specifically, when consumers perceive higher functional risk in green sports stadiums, they recognize less green value (e.g., environmental friendliness, healthiness, and sustainability) provided by the stadiums, and thus reduce the purchase intention. To enhance consumer acceptance of green sports stadiums, managers should strengthen consumers’ awareness of environmental and technical reliability by introducing authoritative green certifications, visually showcasing the advantages of green technologies, and sharing real user experiences. Reducing perceived functional risk helps reinforce perceived green value, thereby increasing green consumption intention.



This study also found that a sense of accomplishment plays a significant mediating role between perceived functional risk and green sports stadium services purchase intention. According to Self-Determination Theory, when consumers harbor concerns about the functional risks of green technologies, the process by which they fulfill intrinsic psychological needs through consumption is notably hindered [54]. A sense of accomplishment is the subjective experience of consumers’ satisfaction with their own needs in the consumption process, including practical value, emotional value, social value, and other dimensions [55]. When the green technology of a stadium is not fully trusted by consumers, they may expect a lower quality of experience or convenience, thus weakening the sense of accomplishment [56]. For example, if consumers perceive that the intelligent energy management system of green sports stadiums may lead to inconvenience or reduced comfort, they may lower their expectations or even choose to give up their consumption before they consume. Therefore, managers should focus on service details to improve the usability and comfort of green technologies while also establishing real-time feedback and interaction mechanisms to enhance user engagement. By optimizing the overall service experience, it is possible to effectively enhance consumers’ sense of gain and mitigate the negative impact of perceived functional risk.




5.3. Chained Influence Processes of Green Value Perception and Sense of Accomplishment


This study further reveals the chain influence process of perceived functional risk through green perceived value and sense of accomplishment. This finding provides a new theoretical perspective for understanding the psychological evolution of consumer behavior in the context of green sports stadiums. According to the Protection Motivation Theory, when consumers perceive risks associated with green technologies, they not only assess the severity of the threat directly but also engage in progressive decision-making by reconstructing value perceptions and integrating experiential feedback [57]. In the context of this study, if consumers perceive that the intelligent lighting system, energy-saving temperature-control equipment, or water recycling system of a green sports stadium may have stability problems, they may question the effectiveness of these technologies in actual use, thus weakening their recognition of the overall value of a green sports stadium. In addition, the reduction in green perceived value will also further affect consumers’ sense of accomplishment, which not only comes from the functional experience but also includes the psychological fulfillment brought by consumers’ green consumption [58]. When consumers question the green technology of a stadium, they may believe that the cost they pay does not match the value they receive and, thus, reduce their purchase intention for the stadium. For example, if consumers are concerned that the actual effect of the environmental technology does not match the publicity, they may have a psychological gap in the process of using the technology, which will greatly reduce the overall consumption experience. This finding further validates the chain reaction mechanism of consumers’ psychological perception in the decision-making process, i.e., consumers will not only reduce their PURCHASE INTENTION directly due to the functional risk but will also adjust their behavioral tendency gradually through the cognition and experience of the product or service [59]. Therefore, in promoting green sports stadiums, managers should focus on strengthening consumers’ authentic perception and positive experience of green value—such as enhancing the visibility, reliability, and effectiveness of green technologies—in order to increase their sense of gain, alleviate negative expectations induced by perceived risks, and ultimately facilitate the long-term transformation toward green consumption behavior.





6. Conclusions


This study constructed a research model of perceived functional risk and green sports stadium services purchase intention on the basis of motivational conservation theory and tested the chain mediation relationship between perceived functional risk, green value perception, sense of accomplishment, and green sports stadium services purchase intention. The following conclusions are drawn from further analysis: first, there is a negative influence between perceived functional risk and green sports stadium consumption intention, and the lower the consumer’s perceived and the lower the perceived functional risk, the more it can promote their choice of green sports stadiums when they consume in stadiums; second, green value perception plays a mediating role in the relationship between perceived functional risk and green sports stadium services purchase intention; third, green value perception and sense of accomplishment in stadium consumption have a negative influence on the relationship; forth, green value perception and sense of accomplishment in stadium consumption have a negative influence on the relationship. Value perception and sense of accomplishment play a chain mediating role between perceived functional risk and green sports stadium services purchase intention. This study proposes suggestions for green sports stadium managers to increase consumers’ purchase intention based on the above conclusions. Firstly, we must strengthen the promotion and popularization of green technology and green sports stadiums, and enhance consumers’ awareness and trust in green sports stadium services. Secondly, we must optimize the details of sports stadium services. We must also improve consumers’ purchasing experience in green sports stadium services and enhance their sense of gain. Thirdly, we must strengthen green technology certification and green knowledge education to alleviate consumers’ doubts about green sports stadium services, open up stadiums service experiences, enhance consumers’ sense of gain in actual experiences, and promote their purchase intention toward green sports stadium services. This study, to some extent, analyzed the psychological changes in consumers’ purchase intention toward green sports stadium services. Based on previous research on perceived risk in green consumption behavior, it further subdivided perceived functional risk and introduced it into the study of green sports consumption behavior. It deeply analyzed the promotion mechanism of consumer green sports consumption behavior and provided corresponding suggestions for sports stadium managers to promote the operation and marketing of green sports stadiums, providing a reference for further research on promoting consumer green sports consumption behavior. In addition, as the theoretical basis of this study, the motivation protection theory also expands the application of motivation protection theory in the field of green consumption in this study, expanding the perception of risk from their own risk to environmental risk. With the continuous close relationship between man and nature, people integrate the risk of environmental protection with their own cognition and transfer their own risk of gain and loss to the content of external concern, which provides a reference for future research in the field of green consumption, and also expands the connotation of motivation protection theory to a certain extent.



There are still some shortcomings in this study. First, there are relatively few studies on green sports consumption behavior in the academic world, and in this study, the psychological evolution of consumers’ green sports stadium services purchase intention is discussed from a relatively macroscopic perspective, which is meaningful to a certain extent, but it is not deep enough to explore the deeper psychological or other elements. Secondly, although this study has chosen to cover as many groups as possible, there are still shortcomings in the overall view, and the differences between countries and regions are not explained in detail; thirdly, although different demographic characteristics of the samples were included in the survey, there was no in-depth difference analysis of the differences between different occupations, different types of physical activity, and so on. Therefore, in future research on the consumption behavior of green sports, we should further analyze factors such as sample difference, regional universality, or many research methods, such as experimental methods. At the same time, this also provides a reference for further exploring the field of green sports consumption and widens the research scope of green sports consumption, such as green sports manufacturing, green brands, and other related research content.
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