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Abstract

The Royal Thai Army has opened its official places for public entry which
Chulachomklao Royal Military Academy, Kao Cha-ngok, Nakorn Nayok province, is one of the
18 places that has provided tourist activites in order to build the Academy image as well as to
earn some income according to the government policy of which the PR process and public
persuasion are required.

The objective of this research is to study the characteristics of tourists, population,
persuasive factors, news perception, activity participation, gained knowledge and their
satisfaction so as to build good image and relationship between the military and Thai people.
This study also assists in planning and developing the effective PR process to promote the touring
in Chulachomklao Royal Military Academy. The sample group includes 400 tourists who
participated in the academy activities. The questionnaires were given to them, and the data
collected were analyzed with statistical program by using the frequency, percentage, t-test and
F-test

The results have shown that the majority of the tourists are between 21-40 years of age
and are company employees. The next are students of undergraduate level. Most tourists receive
10,001 - 20,000 baht per month, are single and come from Bangkok a_:\xd vicinity./’?'h;‘important
factor in making a decision to make a trip to the academy is to ex%ll:)x-'e the new experiences.
The sec?)'nd factor is the transportation convenience like coaches accommodated by companies,
academies and tgur agencies. Most of the tourists visited the academy for the first time with the
period of 2-3 days a ml; and preferred to stay in the academy. They have received the

information about the academy by media but its details from friends without knowing certain




details such as activities, directions, accommodation and cost covering the tour. }l‘he tourists
received informatiqn about the places in the academy with average points at 65.93% (9.89 from
15 points). The most popular activity is woods trekking and the second one is mind-test station.
The overall satisfaction in activities participation is assessed as the highest level; in the academy
services are assessed the high level. Their opinion on the academy visit and activities is
considered high as well, with comments that the activities are good for health and the academy
itself is a good place for recreation.

Hypothesis testings between the population characteristics of tourist and motive
factors for visiting The Chulachomklao Royal Military Academy are concluded as follows:
Gender is correlated with convenience in traveling. Age is correlated with geographical area and
price. Occupation is correlated with convenience in traveling, geographical area and socio-culture
factors. Education level is correlated with convenience in traveling, geographical area, price and
socio-culture factors. Marital status is correlated with convenience in traveling, geographical area,
price and socio-culture factors. Hometown is correlated with convenience in traveling,
geographical area and socio-culture factors. Population characteristics concerning occupation
and income are correlated with receiving information. Population characteristics concerning
occupation, marital status and place of birth are correlated with gaining knowledge. Population
characteristics concerning age, occupation, education level, income marital status and hometown
are correlated with participating in activities. Population characteristics concerning gender is
correlated with satisfaction in activities. Age, occupation, education level, income, marital status
are correlated with satisfaction in place. Age, education level and income are correlated with
satisfaction in service. Receiving brochure is correlated with satisfaction and knowledge. And

multi-media vision slides are correlated with knowledge only.





