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This study has the following objectives: (1) to examine. personal factors, service
quality, and customer loyalty to the hotel: A case study of Kittrongville Resort Hotel,
Mueang District, Ubon Ratchathani Province, (2).to.compare customer hotel loyalty,
categorized according to personal factors; (3)-to investigate the relationship between
service quality and customer loyalty to the.hotel, and (4) to study the influence of
service quality on customer hotel loyalty. The sample group consists of 265 customers
who use the accommodation services at Kittrongville Resort Hotel. A questionnaire was
used for data collection/ The" statistical methods employed include frequency,
percentage, mean, standard deviation, F-test (ANOVA), Pearson Correlation Analysis,
and Multiple Regression"Analysis.

The study-found that the majority of questionnaire respondents were male, aged
between 56 and 60 years old, with the highest level of education being a bachelor's
degree:They were primarily engaged in private business/entrepreneurship or sales, with
a-monthly income of 50,001 baht or more. Overall, the perception of service quality is
rated as high. The aspect with the highest rating is reliability, while the aspect with the
lowest rating is confidence assurance. The overall level of customer loyalty to the hotel
is rated as high. The aspect with the highest average rating is complaint behavior, while
the aspect with the lowest average rating is purchase intention. The results of
hypothesis testing indicate that (1) personality in all aspects, including gender, age,
highest level of education, occupation, and monthly income, do not differ significantly

in their impact on customer loyalty to the hotel. (2) All 5 aspects of service quality



including tangibility, reliability, assurance, responsiveness, and empathy, demonstrated
a statistically significant relationship with customer loyalty to the hotel at a significance
level of 0.01. (3) Regarding the influence testing of quality, it was found that service
quality consisting of three aspects: reliability, assurance, and empathy, significantly
affects customer loyalty to the hotel at a statistical significance level of 0.05. However,
the other two aspects of service quality, tangibility, and responsiveness, do not have

a significant impact on customer loyalty to the hotel.





