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I. INTRODUCTION 
Customer retention is essential for sustained success, 

particularly in competitive marketplaces. This study 
examines the correlation between customer satisfaction and 
client retention at Sports Direct Seremban, emphasising 
pricing, product services, and critical aspects affecting 
retention. This research is designed to clarify consumer 
loyalty processes to offer practical insights for improving 
customer happiness and promoting retention in the evolving 
sports retail sector. 

II. METHODS 
A structured questionnaire adapted from previous study, 

was used to collect data from 118 customers of Sports Direct 
Seremban [7]. The questionnaire included demographic 
details and sections evaluating price, product services, and 
customer retention using a 5-point Likert scale. Data were 
analyzed with SPSS version 27 to determine key correlations 
and insights, ensuring reliability and relevance to the study 
objectives. 

III. RESULTS AND DISCUSSION 

A. Level of Customer Satisfaction and Price of Product. 
TABLE I 

LEVEL OF CUSTOMER SATISFACTION WITH THE PRICE OF THE PRODUCT 

Variable Mean SD Level 

Price 4.43 0.664 Moderate 

 
Table 1 reported shows that customer satisfaction toward 

pricing is at moderate level with a mean score of 4.43. This 
suggests that pricing is perceived as fair and value-aligned. 
Literature indicates that moderate response variability 
indicates general agreement on satisfaction levels [5]. 
Consumers who believe that reasonable prices are more 
likely to develop favourable opinions of the brand which 
encourages recurring business and sustained involvement [7]. 
These findings emphasize the importance of maintaining 
competitive value-driven pricing strategies to sustain 
customer satisfaction.     

 

 

 

B. Level of Product Services on Customer Satisfaction 
TABLE II 

LEVEL OF PRODUCT SERVICES ON CUSTOMER SATISFACTION 

Variable Mean SD Level 
Product 4.43 0.628 Moderate 

Quality of Services 4.41 0.666 Moderate 
Physical Environment 4.45 0.657 Moderate 

 
Based on Table II, overall customer satisfaction with 

product services is also on a moderate level particularly for 
the physical environment with the score of 4.45 ± 0.657. This 
highlights that customer satisfaction with product quality and 
service professionalism are related closely [9]. In shore, these 
findings highlight the need for continued investment in store 
ambiance, product variety, and service excellence to enhance 
overall customer experience and meet expectations 
effectively. 

C. Main Factor on Customer Retention that Influences 
Customer Satisfaction 

TABLE II 
MAIN FACTOR ON CUSTOMER RETENTION THAT INFLUENCES CUSTOMER 

SATISFACTION 

Variable Mean SD 
Brand Loyalty 4.44 0.680 
Brand Image 4.45 0.647 

 
Table III illustrated that brand loyalty (mean 4.44) and 

brand image (mean 4.45) were identified as key retention 
factors. Moderate loyalty and favorable brand perception 
significantly influenced satisfaction [5]. Consistent positive 
perceptions suggest opportunities to enhance loyalty 
programs and maintain a reputable brand image to drive 
long-term retention [3]. 
 
D. Relationship Between Customer Satisfaction and 
Retention  

A multivariate analysis of variance (MANOVA) showed 
statistically significant relationships between customer 
satisfaction factors and retention. Price significantly 
influenced brand loyalty (p = 0.017, F = 3.18) and brand 
image (p = 0.001, F = 9.949), as that price fairness enhances 
emotional bonds between customers and brand leading to 
increased repeat purchases [8]. Physical environment also 
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strongly affected loyalty (p = 0.001, F = 34.7) and image. 
the. Physical setting influences not just instant gratification 
but also creates a feeling of exclusivity and high-end 
experience, which strengthens brand perception and loyalty 
[6].  While product and service quality influenced loyalty (p 
= 0.044, F = 2.82; p = 0.043), their impact on brand image 
was weaker (p = 0.082; p = 0.058). Superior product 
attributes, including durability and functionality significantly 
influence loyalty in diverse consumer markets [2]. These 
findings highlight pricing and store ambiance as key 
retention drivers. 

IV. CONCLUSIONS 

Customer satisfaction significantly influences retention, 
with pricing and store ambiance identified as critical drivers 
at Sports Direct Seremban. Findings emphasize the 
importance of fair pricing, quality service, and an appealing 
physical environment in fostering loyalty and positive brand 
perception. Strategic improvements in these areas can 
enhance customer retention and sustain competitive 
advantage in the retail industry 
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I. INTRODUCTION 
Physical activity participation among youth is a growing 

concern, leading to severe health and economic 
consequences [1]. Despite global recommendations, many 
fail to meet the required activity levels due to various 
barriers. This study identifies key obstacles to youth 
participation in leisure-time physical activity, examines 
gender differences, and explores their impact on activity 
levels [2]. Understanding these barriers is crucial for 
developing targeted interventions to promote a healthier and 
more active lifestyle [3]. 

II. METHODS 
A survey was conducted with 3138 respondents (172 

males, 141 females). Data were analyzed using Jamovi 
software, employing Chi-Square tests to assess associations 
between barriers and leisure-time physical activity [4]. A 
purposive sampling used for individuals that age range 18 
and above who attend the interview at FSR Seremban 
Campus. 

 
RESULTS AND DISCUSSION 

A. To identify the main barriers faced by youth 
The study identified personal barriers (2.92 ± 0.47) as the 

primary barrier preventing youth from engaging in 
leisure-time physical activity. These barriers significantly 
influenced participation, limiting opportunities for an active 
lifestyle. 

B. To identify the level of leisure-time physical activity 
participation among youth 

Among the 313 respondents (n = 237, 75.7%) the 
recommended activity level, with most reporting high 
activity levels. This suggests that, despite barriers, many 
youth still engage in physical activity. 

C. To investigate the barriers to leisure-time physical 
activity participation among youth in terms of gender 

This study examines gender differences in barriers to 
leisure-time physical activity (LTPA) among 313 participants 
(172 males, 141 females) using an Independent-Samples 
t-Test. The analysis focused on three domains: personal 
barriers, social influence, and environmental factors. The 
results indicate no statistically significant differences 
between males and females across all barrier domains. Males 
reported slightly lower personal barriers (M = 3.01) 

compared to males (M = 2.85), but the difference was not 
significant (t = -2.90, p>0.05). Similarly, males experienced 
marginally higher social influence barriers (M = 2.22) than 
females (M = 2.17), yet this difference was also 
non-significant (t = 0.61, p>0.05). Environmental factors 
showed minimal gender variation (t = 0.31, p>0.05). Since 
all p-values exceeded 0.05, the findings suggest that both 
genders face similar challenges to LTPA. These results 
highlight the need for inclusive interventions that address 
barriers across all individuals rather than being 
gender-specific. 

D. To examine the difference between type of barriers and 
leisure-time physical activity among youth 

The contingency coefficient (0.779) indicated a strong 
association between barriers and activity levels. However, 
the chi-square test (p = 0.063) showed no statistical 
significance, suggesting that barriers may not universally 
determine participation levels despite their apparent 
influence (Table 1). 

TABLE I 
CHI-SQUARE ANALYSIS OF THE ASSOCIATION BETWEEN BARRIERS AND 

LEISURE-TIME PHYSICAL ACTIVITY PARTICIPATION AMONG YOUTH 

III. CONCLUSIONS 
Personal barriers significantly impact youth participation 

in leisure-time physical activity, particularly among females. 
While gender differences were evident, statistical analysis 
found no significant association between barriers and activity 
levels. These findings highlight the complexity of factors 
influencing youth engagement in physical activity, 
emphasising the need for targeted intervention strategies.  

ACKNOWLEDGEMENT 
The authors thank Universiti Teknologi MARA (UiTM) 

Seremban Campus, and colleagues; Auni Zafirah, Syazwan 
Maszuan, Amin Salleh, and Jacqueline Jalong for their 
support in this study. 

 
 

 
 
Barriers 

Leisure-Time Physical Activity 
Participation Among Youth 

Pearson Chi-Square .06 

Sig (2-tailed) .88 

N 313 
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