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ABSTRACT

The objectives of this research were to : 1) study the personal factors of users at the
Buriram Rajabhat University swimming pool; 2) examine the level of service quality of the swimming
pool; 3) assess the level of user loyalty; 4) compare user loyalty classified by personal factors; and
5) investigate the influence of service quality on user loyalty.

The sample group consisted of 385 users of the Buriram Rajabhat University swimming
pool. The research instrument used was a questionnaire. Statistics used for data analysis included
frequency, percentage, mean, standard deviation, t-test, One-Way ANOVA, and Multiple Regression
Analysis.The research results were as follows :

1. The majority of users were male, aged 20-29 years, held a bachelor’s degree, were
students, and had an average monthly income of less than 10,000 Baht.

2. The overall level of service quality at the Buriram Rajabhat University swimming pool was
at a high level.

3. The overall level of user loyalty was at a high level.

4. The hypothesis testing results revealed that users with different genders and average
monthly incomes had different levels of service loyalty. However, users with different ages,
occupations, and education levels showed no difference in service loyalty.

5. Service quality significantly predicted customer loyalty at the .05 level. Together, the
factors could explain 2.02% of the variance (R? = .0202). The most influential variable was Empathy,

followed by Reliability, Responsiveness, Assurance, and Tangibles, respectively.

Keywords : Service Quality, Service Loyalty, Buriram Rajabhat University Swimming Pool
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