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The aims of this study were to study factors affecting tourism of Thailand tourists 
in the army unit: Thanarut base Amphur Pranburi Changwat Prachuabkhirikhan in order to 
learn their factors affecting tourism and problem encountered while traveling in the army unit: 
Thanarut base Amphur Pranburi Changwat Prachuabkhirikhan. Moreover, the data results 
were used to plan about the tourism policy and develop the tourism industry of the army unit: 
Thanarut base which it leads to develop tourism industry in the country. 

The data were collected from questionnaire completed by 250 independent Thai 
tourists in the army unit: Thanarut base Amphur Pranburi Changwat Prachuabkhirikhan. 
Then, the data were analyzed by percentage, average and standard average. The hypothesis 
was analyzed by Pearson’s correlation test and Chi-square test. 

The research revealed that most of samples were male, age 15 – 29 years old, 
had the marital status as single, had the highest education in bachelor degree, worked as 
private company employees, respondents were from Central Region of the country and had a 
monthly income less than 10,000 Bath and don’t have children that they take care. 

The result of hypothesis testing of this study found as follows: 
Thai tourists with difference sexual, aged, the high education, salary, respondents, 

occupation and number of children that they take care had had affected on objectives for 
traveling to the army unit: Thanarut base Amphur Pranburi Changwat Prachuabkhirikhan 
significance level of 0.05 

Media content of the leaflets, brochures and advertising had affected on objectives 
for traveling to the army unit: Thanarut base Amphur Pranburi Changwat Prachuabkhirikhan 
significance level of 0.05 and in the same direction. 

Seasonal and royal rite activity had affected on objectives for traveling to the army 
unit: Thanarut base Amphur Pranburi Changwat Prachuabkhirikhan significance level of 0.01 
and in the same direction. 

The natural disasters such as earthquake had affected on objectives for traveling 
to the army unit: Thanarut base Amphur Pranburi Changwat Prachuabkhirikhan significance 
level of 0.05 and in the same direction. 

Program of Public and Private Management  Graduate School, Silpakorn University  Academic Year 2009 
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