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Abstract

The purposes of this independent study were (1 to study customer loyalty of
Hard Rock Hotel Pattaya, Chonburi Province (2) to compare personal factors with
customer loyalty of Hard Rock Hotel Pattaya, Chonburi Province. The population
research is Guest of the Hard Rock Hotel Pattaya, Chonburi The sample group of 400
samples was collected by online questionnaire data collection. The data were
analyzed using descriptive statistics such as percentage, mean and standard deviation.
And the reference statistics used chi-square test method. The research results were
found that Most of the respondents were female. Representing 69.80 percent, aged
between 21 - 29 years, representing 64.50 percent having a bachelor's degree 69.00
percent and average monthly income 10,000 - 20,000 baht or 47.00 percent. Research
Findings, opinion level of the Hard Rock Hotel users in Pattaya, Chonburi Province.
Loyalty When considered individually, it was found that Overall, they had the highest
score on the opinion level, mean 4.49. When considering each item, it was found that
all items had the highest opinion, ie, promise. Trust Communication Problem solving
And the location, respectively. The results of the study were to compare personal
factors and loyalty of customers at Hard Rock Hotel Pattaya, Chonburi Province. Overall

personal factors, opinions on fidelity as a whole do not differ.

Keywords: Customer Loyalty
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