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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
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international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 
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with the Chinese temples remain unclear in the minds of interna-
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tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
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allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 

Table 1. Historical and important Chinese temples and shrines in 

Phuket (Author’s interviews, 2015; Chinese Shrines in Phuket, 2016)

 While studies on Chinese temples and shrines have mostly 
been focused in China, some more recent tourism enquiries have 
been conducted in counties such as Taiwan, Malaysia, Australia and 
Thailand (Table 2). Of interest are the tourism studies that have 
used qualitative approaches using site audits (Laing, Wheeler, 
Reeves, & Frost, 2014; McKercher & Ho, 2006) and (semi-structured) 
interviews (Ismail & Mohd-Ali, 2011) to assess the tourism potential. 
Specifically, McKercher and Ho’s (2006) cultural tourism assessment 
indicators draw attention to the tourist’s experiential values and 
impressions from the management’s standpoint; however, no 

further exploration from a tourist’s perspective has been done to 
evaluate the congruency of these values. Therefore, it is necessary 
to investigate tourists’ perceptions using projective questions to 
uncover the deeper unconscious values and images, as they are 
vital for temple managers and marketers in the development of a 
destination image for Chinese temples. 

Table 2. Studies on Chinese temples and shrines
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(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
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history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
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local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 
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responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
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that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 

 While studies on Chinese temples and shrines have mostly 
been focused in China, some more recent tourism enquiries have 
been conducted in counties such as Taiwan, Malaysia, Australia and 
Thailand (Table 2). Of interest are the tourism studies that have 
used qualitative approaches using site audits (Laing, Wheeler, 
Reeves, & Frost, 2014; McKercher & Ho, 2006) and (semi-structured) 
interviews (Ismail & Mohd-Ali, 2011) to assess the tourism potential. 
Specifically, McKercher and Ho’s (2006) cultural tourism assessment 
indicators draw attention to the tourist’s experiential values and 
impressions from the management’s standpoint; however, no 

further exploration from a tourist’s perspective has been done to 
evaluate the congruency of these values. Therefore, it is necessary 
to investigate tourists’ perceptions using projective questions to 
uncover the deeper unconscious values and images, as they are 
vital for temple managers and marketers in the development of a 
destination image for Chinese temples. 
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 2.3 Tourists’ Cultural Perceptions

 The local classification of countries in anthropology (Bolnick, 

2008) and economics (Schnore, 1961) has been greatly disputed. 

Nisbett and Miyamoto (2005) examined the effect of culture on 

perception. They found that  Westerners were focused on the 

importance of an object separately from its context, whereas Asians 

made associations with the object and the context in which the 

object was situated. Moreover, Matzler, Strobl, Stokburger-Sauer, 

Bobovnicky and Bauer’s (2016) research on “brand personality and 

culture: The role of cultural differences on the impact of brand 

personality perceptions on tourists' visit intentions” stated that the 

personality dimension of extroversion or activity had a fully mediat-

ing effect on visitors’ attentions, while the dimensions of conscien-

tiousness, emotional stability and openness had a partially mediat-

ing affect. Matzler, Strobl, Stokburger-Sauer, Bobovnicky and Bauer 

(2016) surmised that categorising customer segments with compara-

ble cultural dimensions can explain the link between a brand’s 

identity and a tourist’s characteristics. This can lead managers to 

form a meaningful and congruent brand personality strategy from 

the groups (Sonnleitner, 2011). Hence, the author concludes that 

arranging tourists’ nationalities by their cultural and geographical 

similarities allowing destination management organisers to better 

understand the promotion of cultural assets such as a Chinese 

temples and shrines in Phuket.

 2.4 Measuring Destination Image 

 Destination image is the “The perceptions held by potential 

visitors about an area” (Hunt, 1975, p1). This can be defined as any 

visual depiction that is still or moving; written or spoken texts that 

mention a definite destination which may include the actual bodily 

or emotional experience of journeying to, touring or returning from 

a country, a state, a province, a city, a town or a specific destination 

(Gartner, 1994; Gunn, 1988; Echtner & Ritchie, 2003; Sonmez & 

Sirakaya, 2002). 

 Past studies measuring image have primarily focused on the 

cognitive aspect of the image compared to the affective images 

(Tasci & Gartner, 2007). More recent research however has moved 

towards integrating both cognition and affect components (Fu, Ye, 

& Xiang, 2016; King, Chen, & Funk, 2015). Noticeable are the studies 

that have been constructed purely on qualitative methods to 

measure destination image (Echtner & Ritchie, 2003; Jenkins, 1999; 

Prayag, 2007; Prebensen, 2007; Reilly, 1990). This is because exclu-

sive qualitative techniques are believed to give a richer, deeper 

insight and more accurate destination image (Prayag, 2007). 

 One of the most widely used frameworks for measuring desti-

nation image is Echtner and Ritchie’s (2003) Components of Desti-

nation Image (Fig. 1). The model captures the functional characteris-

tics, psychological characteristics, attributes, holistic image, 

common and unique features of destination. This describes the 

perception of the destination attributes and the holistic image 

made by a destination. Gallarza, Saura and Garcia’s (2002) evalua-

tion of the most regularly used attributes in tourism destinations 

research illustrates that Echtner and Ritchie’s (2003) conceptual 

model has highest coverage of functional and psychological charac-

teristics when measuring a destination’s image.
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 

 2.3 Tourists’ Cultural Perceptions

 The local classification of countries in anthropology (Bolnick, 

2008) and economics (Schnore, 1961) has been greatly disputed. 

Nisbett and Miyamoto (2005) examined the effect of culture on 

perception. They found that  Westerners were focused on the 

importance of an object separately from its context, whereas Asians 

made associations with the object and the context in which the 

object was situated. Moreover, Matzler, Strobl, Stokburger-Sauer, 

Bobovnicky and Bauer’s (2016) research on “brand personality and 

culture: The role of cultural differences on the impact of brand 

personality perceptions on tourists' visit intentions” stated that the 

personality dimension of extroversion or activity had a fully mediat-

ing effect on visitors’ attentions, while the dimensions of conscien-

tiousness, emotional stability and openness had a partially mediat-

ing affect. Matzler, Strobl, Stokburger-Sauer, Bobovnicky and Bauer 

(2016) surmised that categorising customer segments with compara-

ble cultural dimensions can explain the link between a brand’s 

identity and a tourist’s characteristics. This can lead managers to 

form a meaningful and congruent brand personality strategy from 

the groups (Sonnleitner, 2011). Hence, the author concludes that 

arranging tourists’ nationalities by their cultural and geographical 

similarities allowing destination management organisers to better 

understand the promotion of cultural assets such as a Chinese 

temples and shrines in Phuket.

 2.4 Measuring Destination Image 

 Destination image is the “The perceptions held by potential 

visitors about an area” (Hunt, 1975, p1). This can be defined as any 

visual depiction that is still or moving; written or spoken texts that 

mention a definite destination which may include the actual bodily 

or emotional experience of journeying to, touring or returning from 

a country, a state, a province, a city, a town or a specific destination 

(Gartner, 1994; Gunn, 1988; Echtner & Ritchie, 2003; Sonmez & 

Sirakaya, 2002). 

 Past studies measuring image have primarily focused on the 

cognitive aspect of the image compared to the affective images 

(Tasci & Gartner, 2007). More recent research however has moved 

towards integrating both cognition and affect components (Fu, Ye, 

& Xiang, 2016; King, Chen, & Funk, 2015). Noticeable are the studies 

that have been constructed purely on qualitative methods to 

measure destination image (Echtner & Ritchie, 2003; Jenkins, 1999; 

Prayag, 2007; Prebensen, 2007; Reilly, 1990). This is because exclu-

sive qualitative techniques are believed to give a richer, deeper 

insight and more accurate destination image (Prayag, 2007). 

 One of the most widely used frameworks for measuring desti-

nation image is Echtner and Ritchie’s (2003) Components of Desti-

nation Image (Fig. 1). The model captures the functional characteris-

tics, psychological characteristics, attributes, holistic image, 

common and unique features of destination. This describes the 

perception of the destination attributes and the holistic image 

made by a destination. Gallarza, Saura and Garcia’s (2002) evalua-

tion of the most regularly used attributes in tourism destinations 

research illustrates that Echtner and Ritchie’s (2003) conceptual 

model has highest coverage of functional and psychological charac-

teristics when measuring a destination’s image.
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1. Introduction
 Thailand is one of the leading tourist destinations in the world 
(UNWTO, 2016). In 2015, Phuket Island’s tourism industry attracted 
18,977,912 foreign tourists and contributed 272 billion Thai Baht 
(Thailand’s Department of Tourism, 2015) to the Thai economy with 
its dominant sun, sea and sand destination image (Tourism Author-
ity of Thailand, 2016). Despite its popularity, Phuket’s unique 
cultural and heritage attractions lay dormant because of its unclear 
cultural tourism image.
 Chinese (Taoist) temples (and shrines) have a long-established 
history with Phuket’s identity and are among the most common 
cultural and heritage attractions. However, Chinese temples struggle 
to fund themselves and depend upon the local support of believ-
ers and businesses. However, Phuket’s yearly Taoists ritual called 
the “Vegetarian Festival” or the “Nine Emperor Gods Festival” 
(Hamilton, 2003) is promoted heavily through national and interna-
tional media with its graphic images of body piercing (2013; Maud, 
2007; 2015; Phuket Vegetarian Festival, 2015; The Independent, 
2014). The Vegetarian Festival generates a high volume of local and 
international tourists which results in increased revenue for the 
local businesses over a nine-day period (Kasikorn, 2014). However, 
after that period, the image of Chinese temples fails to attract 
regular international tourists and as a consequence, passing traffic 
to local business reduces. Thus, it may be possible to attract 
tourists all year round to support the Chinese temples and shrines 
in Phuket.
 However, the need to assess the image of Chinese temples by 
using international tourists is necessary in order to promote the 

assets as cultural (and heritage) attractions. The images associated 
with the Chinese temples remain unclear in the minds of interna-
tional tourists. It is vital to investigate the images that international 
tourists perceive at both a conscious and unconscious level with 
projective questions as it reduces the temptation to form contrived 
responses and diminishes the author’s bias (Donoghue, 2000; 
Echtner & Ritchie, 2003). Hence, clarifying the significant image of 
Chinese temples and shrines in Phuket using projective questions 
allows temple and shrine managers to understand the key aspects 
that attract international tourists. This is also valuable in developing 
the marketing and promotional image of Chinese as primary 
cultural attractions for the direct and indirect monetary benefit of 
the temples and shrines, local communities, and the enhancement 
of international tourists’ cultural understanding and personal 
knowledge (McKercher & Du Cros, 2002; McKercher & Ho, 2006). 
Evolving the image of the Chinese temples as attractions would 
improve the island’s desirable image, especially for international 
tourists who are known to visit throughout the year. This would also 
be beneficial for Phuket’s local government, who endeavour to 
diversify their tourism products from the sun, sea and sand destina-
tion image. However, an assessment of the current image of 
Chinese temples and shrines in Phuket needs to be made before 
any promotional development is considered and acted upon. 
 Therefore, this research aims to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. The main objectives are to identify the signifi-
cant images international tourists associate with Chinese temples 
and shrines in Phuket and to compare the differences in perception 

between Asian and European tourists.

2. Literature Review
 Global tourism has seen uninterrupted growth since the 1950s 
(UNWTO, 2016), which has led to a greater range of niche tourism 
products such as cultural and heritage tourism (Li, Wu, & Cai, 2008; 
McKercher & Ho, 2006; Shuo, Ryan, & Liu, 2009; Tomalin & Starkey, 
2017). This diversification of tourism products has increased compe-
tition among countries around the world and to further define the 
unique aspects of their destinations. Hence, the creation of a 
unique and appealing destination image is necessary to enhance a 
country’s competitive advantage and further attract more tourists. 
Extensive research has demonstrated the promotional influence of 
a tourism destination image (Li, 2012; Tasci & Gartner, 2007) and its 
effect on a latent tourist’s perception, behaviour, experience and 
satisfaction (Echtner & Ritchie, 2003; Reilly, 1990; Remoaldo, Ribeiro, 
Vareiro, & Santos, 2014). Although most studies are carried out on a 
national level using quantitative methods (Gallarza, Saura & Garcia, 
2002; Pike, 2002) some studies used a qualitative approach (Echtner 
& Ritchie, 2003; Prayag, 2007; Jenkins, 1999; Reilly, 1990), which 
contribute to the greater understanding of destination image’s            
influence on tourists’ behaviour and destination selection.

 2.1 Cultural Tourism
 Thailand’s destination image campaign “Amazing Thailand” 
began as sun, sea and sand tourism in 1998. This image was 
updated at the beginning of 2015 with “Discover Thainess” (2015), 
which was rebranded and focused on the unique aspects of Thai 

culture. The campaign continued into 2016 until it was replaced in 
2017 by the TAT to promote Thailand as a shopping and dining 
destination (TAT Shopping Destination, 2017). As a result of the 
Discover Thainess (2015) campaign, more of Thailand’s cultural 
assets were emphasised. However, the lack of research examining 
the destination image of cultural resources, and more specifically 
Chinese temples and shrines in Thailand from an international 
tourist’s perspective, possibly led to the change in direction to 
focus on shopping and dining, which is better understood and more 
widely studied. 

 2.2 Phuket Chinese Temples and Shrines
 UNESCO (2016) describes ancient Chinese temples as repre-
senting the highest degree in Chinese culture and having a tremen-
dous influence on the advancement of religious, architectural and 
cultural development. As Chinese traders sailed around the Anda-
man sea, Chinese merchants traded commodities in Phuket around 
the 16th century (Phuket History, 2015; Phuket Provincial, 2015). In 
the early 19th century an influx of Southern Chinese migrants from 
Fujian (Hokkien), Guangdong and Hainan came to Phuket. Shortly 
after, the Hokkien community assimilated into Thai culture and 
established their cultural identity and ritual traditions by building 
Chinese temples and shrines, mostly around the Old Phuket Town 
area (History Tin and Colonization, 2014; Hamilton, 2003).
 The author’s interviews with two local cultural experts, six 
local tour guides, two temple managers and a search on 
Phuket.com (Chinese Shrines in Phuket, 2016) identified 15 major 
Chinese temples and shrines throughout Phuket. The history or 

specific importance is shown in Table 1. Uncovering the aspect of 
the destination image from an internal point of view gives insight 
into the important cultural images. 

 2.3 Tourists’ Cultural Perceptions

 The local classification of countries in anthropology (Bolnick, 

2008) and economics (Schnore, 1961) has been greatly disputed. 

Nisbett and Miyamoto (2005) examined the effect of culture on 

perception. They found that  Westerners were focused on the 

importance of an object separately from its context, whereas Asians 

made associations with the object and the context in which the 

object was situated. Moreover, Matzler, Strobl, Stokburger-Sauer, 

Bobovnicky and Bauer’s (2016) research on “brand personality and 

culture: The role of cultural differences on the impact of brand 

personality perceptions on tourists' visit intentions” stated that the 

personality dimension of extroversion or activity had a fully mediat-

ing effect on visitors’ attentions, while the dimensions of conscien-

tiousness, emotional stability and openness had a partially mediat-

ing affect. Matzler, Strobl, Stokburger-Sauer, Bobovnicky and Bauer 

(2016) surmised that categorising customer segments with compara-

ble cultural dimensions can explain the link between a brand’s 

identity and a tourist’s characteristics. This can lead managers to 

form a meaningful and congruent brand personality strategy from 

the groups (Sonnleitner, 2011). Hence, the author concludes that 

arranging tourists’ nationalities by their cultural and geographical 

similarities allowing destination management organisers to better 

understand the promotion of cultural assets such as a Chinese 

temples and shrines in Phuket.

 2.4 Measuring Destination Image 

 Destination image is the “The perceptions held by potential 

visitors about an area” (Hunt, 1975, p1). This can be defined as any 

visual depiction that is still or moving; written or spoken texts that 

mention a definite destination which may include the actual bodily 

or emotional experience of journeying to, touring or returning from 

a country, a state, a province, a city, a town or a specific destination 

(Gartner, 1994; Gunn, 1988; Echtner & Ritchie, 2003; Sonmez & 

Sirakaya, 2002). 

 Past studies measuring image have primarily focused on the 

cognitive aspect of the image compared to the affective images 

(Tasci & Gartner, 2007). More recent research however has moved 

towards integrating both cognition and affect components (Fu, Ye, 

& Xiang, 2016; King, Chen, & Funk, 2015). Noticeable are the studies 

that have been constructed purely on qualitative methods to 

measure destination image (Echtner & Ritchie, 2003; Jenkins, 1999; 

Prayag, 2007; Prebensen, 2007; Reilly, 1990). This is because exclu-

sive qualitative techniques are believed to give a richer, deeper 

insight and more accurate destination image (Prayag, 2007). 

 One of the most widely used frameworks for measuring desti-

nation image is Echtner and Ritchie’s (2003) Components of Desti-

nation Image (Fig. 1). The model captures the functional characteris-

tics, psychological characteristics, attributes, holistic image, 

common and unique features of destination. This describes the 

perception of the destination attributes and the holistic image 

made by a destination. Gallarza, Saura and Garcia’s (2002) evalua-

tion of the most regularly used attributes in tourism destinations 

research illustrates that Echtner and Ritchie’s (2003) conceptual 

model has highest coverage of functional and psychological charac-

teristics when measuring a destination’s image.
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Fig. 1. Components of Destination Image. (Echtner & Ritchie, 2003)
The internal white box shows Components of Destination Image

framework. The external grey and black boxes shows the projective
responses by international tourists within the framework.

 2.5 Projective Questions
 Projective questions are derived from psychoanalytic psychol-
ogy and the technique implies that a person’s conscious and 
unconscious views are obscured from one’s own awareness 
(Donoghue, 2000; Loevinger, 1976). Projective questions theorise 
that in an uncertain situation, an individual forms patterns, ideas 
and beliefs based on his or her conscious or unconscious needs 

(Ritchie & Lewis, 2003). Through the indirect method of projective 
questioning a respondent may disclose accurate aspects of his/her 
internal images, attitudes, thoughts and emotions while reducing 
the probability of faking and evaluating both the conscious and 
unconscious domain (Marnat, 2003). By providing a verbal external 
stimulus, for example, “The feeling I get at this location is...”, the 
cognitive and affective images may be revealed. This could include 
questions that explore the sights, sounds, smells, tastes, touch and 
feelings of a      destination.
 The uses of projective questions in purely unstructured desti-
nation image studies has been limited (Prayag, 2007; Prebensen, 
2007), although their findings are highly valuable in areas that 
remain unexplored (Ramsey, Ibbotson, & McCole, 2006), which 
contrasts with quantitative methods that only identify prescribed 
aspects (Day, 1989) with an increased chance of forced responses.
 The value of discovering a tourist’s personal value and mean-
ing attached to an attributed image (Keller, 1998) can benefit desti-
nation marketers when promoting a destination image (Cai, 2002). 
Thus, it is crucial to uncover the unconscious images that interna-
tional tourists hold about Chinese temples though a projective 
approach for the development of the asset into a cultural attrac-
tion. 

3. Methodology
 Preliminary semi-structured interviews were conducted with 
two cultural experts, six local tour guides and two Chinese temple 
managers to identify the suitable methods and sites for the study. 
They were all selected based on their extensive knowledge of the 

4. Results & Discussion
 The research aim is to explore the image of Chinese temples 
and shrines in Phuket by using a projective approach with interna-
tional tourists. The main objectives are to identify the significant 
images international tourists associate with Chinese temples and 
shrines in Phuket and to highlight the differences in perception 
between Asian and European tourists. A total of 153 international 
tourists were surveyed using a projective approach from the 3rd of 
October to the 13th of November 2015 at the Bang Neow Shrine 

(22), Hok Nguan Kung Shrine (22), Jui Tui Shrine (21), Kathu Shrine 
(21), Pud Jor Temple (20), Saphan Hin Shrine (24) and Shrine of the 
Serene Light in Phuket (23). The data was analysed using thematic 
analysis and means of statistical analysis.

 4.1 Respondents Profile
 The profiles of international tourists visiting Chinese temples 
and shrines in Phuket are presented in Table 4. The first part of the 
study gained an insight into the demographic profile of international 
tourists. There are slightly more male than female visitors; astonish-
ingly just over three quarters of international tourists are aged from 
20 to 39 years old. 81.0% had a bachelor's degree. The average 
income is between $1001 to $3000 USD per month, while a little 
less than three quarters of the participants (74.5%) are single. 
Likewise, Europeans are the majority of visitors, followed by Asians. 
Interestingly, 48.4% of international tourists visiting a Chinese 
temple or shrine reported themselves as cultural tourists, which is 
possibly supported by the idea of the level of education of visitors 
have achieved. Finally, cultural tourists are attracted to Chinese 
temples or shrines in Phuket.

Table 4. Profile of international tourists visiting Chinese temples & 
shrines in Phuket.
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sites and tourists’ interactions with the sites. The interviews identi-
fied inconsistent numbers of international visitors; therefore, 
accidental sampling was considered an appropriate method of data 
collection (Calder, Phillips, & Tybout, 1982; Higginbottom, 2004). 
 Next, seven of the major Chinese temples and shrines in 
Phuket were selected by their historical age, cultural significance, 
religious artefacts, tourist attractions recognition, visitor numbers, 
2015 Vegetarian Festival schedule (as it was an indication where 
tourists would be on a given day and time), passing traffic and 
Google search rankings of the Chinese temples and shrines. Figure 2 
shows the seven chosen temples and shrines. 



 2.5 Projective Questions
 Projective questions are derived from psychoanalytic psychol-
ogy and the technique implies that a person’s conscious and 
unconscious views are obscured from one’s own awareness 
(Donoghue, 2000; Loevinger, 1976). Projective questions theorise 
that in an uncertain situation, an individual forms patterns, ideas 
and beliefs based on his or her conscious or unconscious needs 

(Ritchie & Lewis, 2003). Through the indirect method of projective 
questioning a respondent may disclose accurate aspects of his/her 
internal images, attitudes, thoughts and emotions while reducing 
the probability of faking and evaluating both the conscious and 
unconscious domain (Marnat, 2003). By providing a verbal external 
stimulus, for example, “The feeling I get at this location is...”, the 
cognitive and affective images may be revealed. This could include 
questions that explore the sights, sounds, smells, tastes, touch and 
feelings of a      destination.
 The uses of projective questions in purely unstructured desti-
nation image studies has been limited (Prayag, 2007; Prebensen, 
2007), although their findings are highly valuable in areas that 
remain unexplored (Ramsey, Ibbotson, & McCole, 2006), which 
contrasts with quantitative methods that only identify prescribed 
aspects (Day, 1989) with an increased chance of forced responses.
 The value of discovering a tourist’s personal value and mean-
ing attached to an attributed image (Keller, 1998) can benefit desti-
nation marketers when promoting a destination image (Cai, 2002). 
Thus, it is crucial to uncover the unconscious images that interna-
tional tourists hold about Chinese temples though a projective 
approach for the development of the asset into a cultural attrac-
tion. 

3. Methodology
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sites and tourists’ interactions with the sites. The interviews identi-
fied inconsistent numbers of international visitors; therefore, 
accidental sampling was considered an appropriate method of data 
collection (Calder, Phillips, & Tybout, 1982; Higginbottom, 2004). 
 Next, seven of the major Chinese temples and shrines in 
Phuket were selected by their historical age, cultural significance, 
religious artefacts, tourist attractions recognition, visitor numbers, 
2015 Vegetarian Festival schedule (as it was an indication where 
tourists would be on a given day and time), passing traffic and 
Google search rankings of the Chinese temples and shrines. Figure 2 
shows the seven chosen temples and shrines. 
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Fig. 2. The seven selected Chinese temples and shrines in Phuket.
(Google Maps, 2017)
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sites and tourists’ interactions with the sites. The interviews identi-
fied inconsistent numbers of international visitors; therefore, 
accidental sampling was considered an appropriate method of data 
collection (Calder, Phillips, & Tybout, 1982; Higginbottom, 2004). 
 Next, seven of the major Chinese temples and shrines in 
Phuket were selected by their historical age, cultural significance, 
religious artefacts, tourist attractions recognition, visitor numbers, 
2015 Vegetarian Festival schedule (as it was an indication where 
tourists would be on a given day and time), passing traffic and 
Google search rankings of the Chinese temples and shrines. Figure 2 
shows the seven chosen temples and shrines. 



 Nineteen projective questions were constructed using the 
components of destination image model to measure various 
dimensions of the image (Table 3). After that, a pilot test was 
conducted on 30 international tourists that had just visited one of 
the seven Chinese temples and shrines. The author waited outside 
of the sites and approached individuals and groups of international 
tourists who were between 20 to 64 years old that were known to 
represent the sample population of visitors to Chinese temple and 
shrines (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, & Liu, 2009). They 
were greeted warmly outside of the temple or shrine and asked a 
filter question about their nationality to determine if they qualified 
as an international tourist. Then, the purpose, confidentiality and 
the benefits of the study were explained to the prospective 
respondents, who were asked if they were willing to participate in 
the study. The willing participants were then asked to use adjec-
tives when answering the 19 projective questions. The data was 
collected until the point of saturation (Baker & Edwards, 2012). 
 The raw data was then recorded into a custom-made reposi-
tory grid. Saldana’s (2009) coding manual for qualitative researchers 
was used for the thematic coding process of the projective ques-
tions. The codes, categories and themes were created and adjusted 
after three rounds of inspection. The final codes, categories and 
themes were checked by a PhD professor at the Faculty of Hospital-
ity and Tourism, Prince of Songkla University, Phuket campus to 
increase the trustworthiness of the results (Shenton, 2004). Finally, 
these results were then analysed in terms of frequency distribution.

Table 3. Projective questions for measuring the Components of 
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(21), Pud Jor Temple (20), Saphan Hin Shrine (24) and Shrine of the 
Serene Light in Phuket (23). The data was analysed using thematic 
analysis and means of statistical analysis.

 4.1 Respondents Profile
 The profiles of international tourists visiting Chinese temples 
and shrines in Phuket are presented in Table 4. The first part of the 
study gained an insight into the demographic profile of international 
tourists. There are slightly more male than female visitors; astonish-
ingly just over three quarters of international tourists are aged from 
20 to 39 years old. 81.0% had a bachelor's degree. The average 
income is between $1001 to $3000 USD per month, while a little 
less than three quarters of the participants (74.5%) are single. 
Likewise, Europeans are the majority of visitors, followed by Asians. 
Interestingly, 48.4% of international tourists visiting a Chinese 
temple or shrine reported themselves as cultural tourists, which is 
possibly supported by the idea of the level of education of visitors 
have achieved. Finally, cultural tourists are attracted to Chinese 
temples or shrines in Phuket.

 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

Table 4. Profile of international tourists visiting Chinese temples & 
shrines in Phuket.
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20 to 39 years old. 81.0% had a bachelor's degree. The average 
income is between $1001 to $3000 USD per month, while a little 
less than three quarters of the participants (74.5%) are single. 
Likewise, Europeans are the majority of visitors, followed by Asians. 
Interestingly, 48.4% of international tourists visiting a Chinese 
temple or shrine reported themselves as cultural tourists, which is 
possibly supported by the idea of the level of education of visitors 
have achieved. Finally, cultural tourists are attracted to Chinese 
temples or shrines in Phuket.

 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

Table 4. Profile of international tourists visiting Chinese temples & 
shrines in Phuket.
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4. Results & Discussion
 The research aim is to explore the image of Chinese temples 
and shrines in Phuket by using a projective approach with interna-
tional tourists. The main objectives are to identify the significant 
images international tourists associate with Chinese temples and 
shrines in Phuket and to highlight the differences in perception 
between Asian and European tourists. A total of 153 international 
tourists were surveyed using a projective approach from the 3rd of 
October to the 13th of November 2015 at the Bang Neow Shrine 

(22), Hok Nguan Kung Shrine (22), Jui Tui Shrine (21), Kathu Shrine 
(21), Pud Jor Temple (20), Saphan Hin Shrine (24) and Shrine of the 
Serene Light in Phuket (23). The data was analysed using thematic 
analysis and means of statistical analysis.

 4.1 Respondents Profile
 The profiles of international tourists visiting Chinese temples 
and shrines in Phuket are presented in Table 4. The first part of the 
study gained an insight into the demographic profile of international 
tourists. There are slightly more male than female visitors; astonish-
ingly just over three quarters of international tourists are aged from 
20 to 39 years old. 81.0% had a bachelor's degree. The average 
income is between $1001 to $3000 USD per month, while a little 
less than three quarters of the participants (74.5%) are single. 
Likewise, Europeans are the majority of visitors, followed by Asians. 
Interestingly, 48.4% of international tourists visiting a Chinese 
temple or shrine reported themselves as cultural tourists, which is 
possibly supported by the idea of the level of education of visitors 
have achieved. Finally, cultural tourists are attracted to Chinese 
temples or shrines in Phuket.

 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

Table 4. Profile of international tourists visiting Chinese temples & 
shrines in Phuket.

Journal of International Studies, Prince of Songkla University Vol. 7 No. 2:July - December 2017

Exploring Destination Image Using a Projective Approach: 
Chinese Temples and Shrines in Phuket, Thailand

247



4. Results & Discussion
 The research aim is to explore the image of Chinese temples 
and shrines in Phuket by using a projective approach with interna-
tional tourists. The main objectives are to identify the significant 
images international tourists associate with Chinese temples and 
shrines in Phuket and to highlight the differences in perception 
between Asian and European tourists. A total of 153 international 
tourists were surveyed using a projective approach from the 3rd of 
October to the 13th of November 2015 at the Bang Neow Shrine 

(22), Hok Nguan Kung Shrine (22), Jui Tui Shrine (21), Kathu Shrine 
(21), Pud Jor Temple (20), Saphan Hin Shrine (24) and Shrine of the 
Serene Light in Phuket (23). The data was analysed using thematic 
analysis and means of statistical analysis.

 4.1 Respondents Profile
 The profiles of international tourists visiting Chinese temples 
and shrines in Phuket are presented in Table 4. The first part of the 
study gained an insight into the demographic profile of international 
tourists. There are slightly more male than female visitors; astonish-
ingly just over three quarters of international tourists are aged from 
20 to 39 years old. 81.0% had a bachelor's degree. The average 
income is between $1001 to $3000 USD per month, while a little 
less than three quarters of the participants (74.5%) are single. 
Likewise, Europeans are the majority of visitors, followed by Asians. 
Interestingly, 48.4% of international tourists visiting a Chinese 
temple or shrine reported themselves as cultural tourists, which is 
possibly supported by the idea of the level of education of visitors 
have achieved. Finally, cultural tourists are attracted to Chinese 
temples or shrines in Phuket.

 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

Table 4. Profile of international tourists visiting Chinese temples & 
shrines in Phuket.
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4. Results & Discussion
 The research aim is to explore the image of Chinese temples 
and shrines in Phuket by using a projective approach with interna-
tional tourists. The main objectives are to identify the significant 
images international tourists associate with Chinese temples and 
shrines in Phuket and to highlight the differences in perception 
between Asian and European tourists. A total of 153 international 
tourists were surveyed using a projective approach from the 3rd of 
October to the 13th of November 2015 at the Bang Neow Shrine 

(22), Hok Nguan Kung Shrine (22), Jui Tui Shrine (21), Kathu Shrine 
(21), Pud Jor Temple (20), Saphan Hin Shrine (24) and Shrine of the 
Serene Light in Phuket (23). The data was analysed using thematic 
analysis and means of statistical analysis.

 4.1 Respondents Profile
 The profiles of international tourists visiting Chinese temples 
and shrines in Phuket are presented in Table 4. The first part of the 
study gained an insight into the demographic profile of international 
tourists. There are slightly more male than female visitors; astonish-
ingly just over three quarters of international tourists are aged from 
20 to 39 years old. 81.0% had a bachelor's degree. The average 
income is between $1001 to $3000 USD per month, while a little 
less than three quarters of the participants (74.5%) are single. 
Likewise, Europeans are the majority of visitors, followed by Asians. 
Interestingly, 48.4% of international tourists visiting a Chinese 
temple or shrine reported themselves as cultural tourists, which is 
possibly supported by the idea of the level of education of visitors 
have achieved. Finally, cultural tourists are attracted to Chinese 
temples or shrines in Phuket.

 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

Table 4. Profile of international tourists visiting Chinese temples & 
shrines in Phuket.
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4. Results & Discussion
 The research aim is to explore the image of Chinese temples 
and shrines in Phuket by using a projective approach with interna-
tional tourists. The main objectives are to identify the significant 
images international tourists associate with Chinese temples and 
shrines in Phuket and to highlight the differences in perception 
between Asian and European tourists. A total of 153 international 
tourists were surveyed using a projective approach from the 3rd of 
October to the 13th of November 2015 at the Bang Neow Shrine 

(22), Hok Nguan Kung Shrine (22), Jui Tui Shrine (21), Kathu Shrine 
(21), Pud Jor Temple (20), Saphan Hin Shrine (24) and Shrine of the 
Serene Light in Phuket (23). The data was analysed using thematic 
analysis and means of statistical analysis.

 4.1 Respondents Profile
 The profiles of international tourists visiting Chinese temples 
and shrines in Phuket are presented in Table 4. The first part of the 
study gained an insight into the demographic profile of international 
tourists. There are slightly more male than female visitors; astonish-
ingly just over three quarters of international tourists are aged from 
20 to 39 years old. 81.0% had a bachelor's degree. The average 
income is between $1001 to $3000 USD per month, while a little 
less than three quarters of the participants (74.5%) are single. 
Likewise, Europeans are the majority of visitors, followed by Asians. 
Interestingly, 48.4% of international tourists visiting a Chinese 
temple or shrine reported themselves as cultural tourists, which is 
possibly supported by the idea of the level of education of visitors 
have achieved. Finally, cultural tourists are attracted to Chinese 
temples or shrines in Phuket.

 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

Table 4. Profile of international tourists visiting Chinese temples & 
shrines in Phuket.
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 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.
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 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.
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 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.
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 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.

วารสารวิเทศศึกษา มหาวิทยาลัยสงขลานครินทร ปที่ 7 ฉบับที่ 2 กรกฎาคม–ธันวาคม 2560

254 การสำรวจภาพลักษณสถานที่ทองเที่ยวโดยใชเทคนิคการฉายภาพความคิด
วัดและศาลเจาจีนในจังหวัดภูเก็ต ประเทศไทย



 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.
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 4.2 The Image of Chinese Temples and Shrines in Phuket
 The first objective of this study was to identify what significant 
images international tourists associate with Chinese temples in 
Phuket. The total results from Table 5 uncovered 59 unique themes 
from which seven significant themes occurred three times or more. 

These were religious (8), colourful (5), attractive (4), mysterious (4), 
peaceful (3), traditional (3) and unique (3). Although cultural attrac-
tion occurred once, it was considered salient in the context of the 
study.

   4.2.1 Religious
   The religious image of Chinese temples and shrines in 
Phuket could have been anticipated. However, the religious impres-
sions are noted to be mostly established in the holist domains (Fig. 
1) of the view from inside, activities and feelings (Table 5), with a 
noted position in the psychological characteristics of religious 
shrines. This means that the overall impression derived from the 
experience of visiting a Chinese temple or shrine in Phuket super-
sedes the individual’s personality dimensions, including extrover-
sion, conscientiousness, emotional stability and openness (Matzler, 
Strobl, Stokburger-Sauer, Bobovnicky, & Bauer, 2016). 
   However, the smell, according to the respondents, was 
also described as religious in the functional characteristics. This 
religious smell is caused by the use of incense sticks and is common 
amongst Chinese temples and shrines (Jetter, Guo, McBrian, & 
Flynn, 2002). Nevertheless, the image or experience of using 
incenses sticks is a significant tangible image that enforces the sense 
of religious feelings. Feuchtwang (2007) describes the experience as 
follows: “the burning of incense is like inviting someone in to 
receive a gift of hospitality and to establish a relationship in which 
there can be a reunion” (p. 62). Interestingly, the feeling of being 
invited is seen as the second theme in the cultural element in 
Table 5. This indicates that the unconscious significance of incenses 

sticks image is religious but culturally attractive also. Therefore, 
images that show (Table 5) incense sticks burning, firecrackers let 
off, ringing the bell, interactions with friendly staff, offering food,    
meditation and praying or making a wish will be attractive to inter-
national tourists. It can also be useful imagery in promotional mate-
rial to communicate an experience of the destination (Cai, 2002). 

   4.2.2 Colourful
   The bright colours are significant and noticeable aspects of 
Chinese temples and shrines in Phuket. In Table 5, these are moder-
ately highlighted in the areas of the functional characteristics (Fig. 1) 
of the architecture and the functional holistic aspects of the views 
inside and outside the temple. Surprisingly, the colour of the deco-
rations appeared as the most potent image in the functional attrib-
utes above statues, figures and gods, religious, detailed and aged 
decorations. 
   Although statues, figures and gods are the focal points in 
Chinese temples for pilgrims (Shuo, Ryan, & Liu, 2009), this study 
revealed the colours red (lanterns), green (dragons) and gold/ 
yellow (Chinese calligraphy) as being salient features in attracting 
international tourist attention. The psychological effects of red and 
yellow as vibrant colours are known to cause arousal, activity and 
warmth, while green induces feelings of relaxation, calming and 
healing (O'Connor, 2011). 
   Therefore, the composition of colours and objects such as 
statues, figures and gods, lanterns, dragons and Chinese calligraphy 
should be considered as potent images in the promotion of Chinese 
temples and shrines as cultural attractions.

   4.2.3 Attractive 
   The attractive image in Table 5 shows Chinese temples 
and shrines in Phuket as being attractive and more precisely seen as 
a cultural attraction in the psychological characteristics realm (Fig. 
1). Similarly, attractive is situated in the views from the inside and 
outside of the functional holistic part in Echtner and Ritchie’s (2003) 
model and in the environment of the psychological attributes 
component. This reinforces the idea of attractiveness as being 
formed by an amalgamation of images. Lee and Lee (2009) likewise 
suggest that a destination’s atmosphere and surrounding scenery 
contributed to the feelings of overall attractiveness. Lang, Chan, 
and Ragvald’s (2005) also stated that a site (including its surround-
ings) needs to promote attractive goods and services as well as be 
accessible to visitors for a Chinese temple to be successful. 
McKercher and Ho’s (2006) cultural tourism assessment indicators 
similarly emphasise the identification of other attractions nearby. 

   4.2.4 Mysterious
   The sense of mystery in Table 5 is not immediately appar-
ent, although by its frequency, mystery is a salient image. The 
feeling of mysteriousness is present in the atmosphere and culture 
aspects of the psychological characteristics and in the functional 
holistic aspect of layout and the view from the inside. Shuo, Ryan, 
and Liu (2009) reported that visitors also experience a heightened 
level of religious mystery in Taoist temples. The sensations of 
mystery may be stimulated by the lack of religious knowledge 
about the culture and the sanctified environmental arrangement of 
items (Johnson, 1989), as the layout is perceived as organised, 

geometric and mysterious (Table 5) by international tourists. This 
can be explained to some degree by the sacred Feng Shui philoso-
phies in environmental design and layout (Johnson, 1989). 
   Nevertheless, images that generate a mysterious feeling 
can be used to promote Chinese temples and shrines in Phuket 
because curiosity (Shuo, Ryan, & Liu, 2009) sparks attraction, fascina-
tion (Degen, 2012) and the search for answers or knowledge within 
an individual (Matzler, Strobl, Stokburger-Sauer, Bobovnicky, & 
Bauer, 2016). An example of a mysterious image would be the God 
Ju Su Kong at Hok Nguan Keng Shrine (Table 1) or the various 
religious statues, figures and gods within other Chinese temples 
which are mostly unknown to international tourists. Likewise, 
images of other religious artefacts such as Moon Blocks used for 
divination could induce a feeling of mystery as Westerners focus on 
the importance of an object separately from its context (Nisbett & 
Miyamoto, 2005). Therefore, this strategy can be employed to 
entice curious cultural tourists to the location. However, Chinese 
temples and shrines in Phuket must consider their assets as unique 
and historical items before this strategy is implemented. 

   4.2.5 Peaceful
   The image of peaceful is most compelling in the dimension 
of atmosphere (Fig. 1), followed by the feeling at the location 
(Table 5), and then in the environment. Furthermore, peaceful is 
totally contained in the psychological domain (Fig 1), but covers all 
the aspects of psychological attributes, characteristics, and holistic 
sectors. Thus, the consistency of the image across the psychological 
hemisphere reveals its strong significance within the image of 

Chinese temples in Phuket. The experience of peace has been 
identified in other studies (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, 
& Liu, 2009). However, peace within these studies is more purpose-
fully sought by visitors and was a result of the individual’s charac-
teristics and current emotional state at the time (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky, & Bauer, 2016; Verwiebe, 2011). In 
contrast, the international tourists visiting the Chinese  temples and 
shrines in this study may not have had the intention of seeking 
peace deliberately but experienced peace within the temple and 
its surroundings. This was significant in the results of the Saphan Hin 
Shrine (Fig. 2), which is next to the beach, and Kathu Shrine, which 
is in a rural area. Therefore, the natural environment contributes to 
the feelings of peace. Thus, the local attractions (McKercher & Ho, 
2006) can extend into the landscape features and could be used in 
a targeted promotion of a destination to a specific group of tourists. 
This point will be further examined in objective two.

   4.2.6 Traditional
   The image of traditional is strongly represented in the 
tangible aspect of the architecture (Fig. 1) but moderately in the 
intangible aspects (Table 5) of culture and to a lesser degree in the 
religion. The respondents in this research clearly identified the 
specific traditional aspects of Chinese temples and shrines as tangi-
ble, such as the gate (Fig. 1) and statues, figures and gods. Other 
functional qualities that describe the image of Chinese temples and 
shrines are (Table 5) made of stone, aged, detailed in design and 
geometric layout (Johnson, 1989). 
   Experiencing ancient architecture is also a significant finding 

in Shuo, Ryan and Liu’s (2009) research, revealing that the physical 
asset is worth visiting as a cultural and heritage attraction. There-
fore, promotional images showing the splendour of the Chinese 
temples and shrines architecture trigger feelings of tradition.

   4.2.7 Unique
   The unique image of the Chinese temples and shrines 
architecture is present in both the functional and psychological 
characteristics (Echtner & Ritchie, 2003). The most significant reason 
for visiting a Chinese temple or shrine in Phuket is the uniqueness 
of the experience (Fig. 1). This is can explained by the combination 
of religious, cultural, visual (colour), mysterious, peaceful and 
traditional images highlighted in this study. However, the religious 
and traditional images are closely linked to uniqueness. Table 5 
illustrates the architecture as traditional firstly and then unique. 
Likewise, the fifth theme in the overall image of Chinese temples 
and shrines is also unique. This means that the international 
tourists’ experience within the architectural bounds is unique. 
Therefore, promotional images that express the uniqueness of 
Chinese temples and shrines in Phuket are those featuring the archi-
tecture and the activities inside the confines. For example (Table 5), 
religious activities, making a wish, mediating, burning incense or 
letting off firecrackers, looking around and taking photos are all 
cultural activities that can attract international tourists. This could 
help build the brand identity of Chinese temples and shrines using 
cultural activities within a cultural attraction (Matzler, Strobl, 
Stokburger-Sauer, Bobovnicky & Bauer, 2016).

 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.
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contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
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   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
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region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).
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   The overall image of the environment (Table 5) is consid-
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and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
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 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.
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 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.

5. Conclusion
 The aim of this research was to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. A total of 153 international tourists were 
surveyed between the 3rd of October to the 13th of November 
2015 at seven temples and shrines in Phuket (Fig. 2). Thematic 
analysis was used to interpret the results and to identify key 
findings. 
 The first objective was to identify the significant images interna-
tional tourists associate with Chinese temples and shrines in 
Phuket. The seven significant images identified were religious, 
colourful, attractive, mysterious, peaceful, traditional, and unique 
cultural attraction. Although some previous studies have examined 
Chinese temples and shrines as cultural attractions (McKercher & 
Du Cros, 2002; McKercher & Ho, 2006), this research has contributed 
to the in-depth understanding of the image Chinese temples and 
shrines in Phuket from an international tourist’s perspective using a 
projective approach. This holistic qualitative assessment (Echtner & 
Ritchie, 2003) has led to a deeper understanding of the various 
images constructed by international tourists both consciously and 
subconsciously, that form the image of Chinese temples and 
shrines in Phuket (Table 5). This is in contrast to Shuo, Ryan, and 
Liu’s (2009) structured quantitative approach, which has provided 
useful but limited results. As a result, temple managers and desti-
nation management organisers can now understand and consider a 
wider and deeper range of images to apply in the          develop-
ment of their attractions as cultural destinations (Keller, 1998; 
Tomalin & Starkey, 2017). Furthermore, salient images such as 

religious, mysterious, or peaceful can be used to promote a definite 
experience to attract a specific tourist group.
 The second objective was to observe the differences in 
perception between Asian and European tourists while visiting 
Chinese temples and shrines in Phuket. The major differences were 
that European tourists experience more feelings of peace and 
fascination, while Asian tourists experience more religious and 
traditional feelings. While current research examining religious sites 
has started to understand the destination from both Western and 
Asian perspectives (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, & Liu, 
2009; Tomalin & Starkey, 2017; Wong, 2017), no studies have 
compared the holistic image (Echtner & Ritchie, 2003) of Chinese 
temples and shrines amongst international tourist groups. Thus, the 
projective approach has revealed both the similarities and differ-
ences within the functional and psychological domains of a 
destination’s image (Echtner & Ritchie, 2003), hence adding to the 
current literature to the on European tourists’ perceptions on 
Chinese temples and shrines. This is a practical guide for temple 
managers and destination advertisers in customising their marketing 
strategies for a specific tourist group. For example, images of 
fascination should be used for European tourists to evoke curiosity 
in light of the lack knowledge about the culture, traditions and 
religion.
 Finally, the overall image of Chinese temples and shrines in 
Phuket has been found to be unique and culturally attractive to 
international tourists. Moreover, this study has taken the first step in 
clarifying and forming an alternative or additional image to the 
Vegetarian Festival, potentially allowing for the Chinese temples 

and shrines in Phuket to become year-round attractions, as a result, 
benefiting the Chinese temples and shrines and the local   business. 
While, enhancing Phuket’s image as a cultural destination. 
 The limitation of this research was its short duration of data 
collection. As a result, only 153 surveys were conducted at seven 
sites. Therefore, the findings of this study may not be generalizable, 
as other locations and surroundings differ. Therefore, the author 
suggests a longer duration for data collection to fully assess the 
image throughout the year.
 Further research should include a mixed method approach 
using photography (Virdee, 2017a) or drawing (Virdee, 2017b) to 
assess and measure the image, thus strengthening the reliability of 
the results. In addition, the local business perception of Chinese 
temple and shrines should be assessed to further understand the 
perceived benefit of a cultural attraction on local businesses.

References
An, D. (2014). Understanding Medical Tourists in Korea: Cross-
 Cultural Perceptions of Medical Tourism among Patients from 
 the USA, Russia, Japan, and China. Asia Pacific Journal of 
 Tourism Research, 19(10), 1141-1169. doi:10.1080/ 
 10941665.2013.840659
Baker, S. E., & Edwards, R. (2012). How many qualitative interviews 
 is enough? National Centre for Research Methods Review 
 Paper. Discussion Paper. Retrieved from 
 http://eprints.ncrm.ac.uk/2273
Baloglu, S., & McCleary, K. W. (1999). A Model of Destination Image 
 Formation. Annals of Tourism Research, 26, 808-889.
Bolnick, D. A. (2008). Individual ancestry inference and the 
 reification of race as a biological phenomenon. Revisiting 
 race in a genomic age, 70-85.
Brown, D. A., & Cheng, T. J. (2012). Religious Relations across the 
 Taiwan Strait: Patterns, Alignments, and Political Effects. Orbis, 
 56(1), 60-81.
Cai, L. A. (2002). Cooperative branding for rural destinations. 
 Annals of Tourism Research, 29(3), 720–742.
Calder, B. J., Phillips, L. W., & Tybout, A. M. (1982). The concept of 
 external validity. Journal of Consumer Research, 9(3), 240-244.
Chinese Shrines in Phuket. (2016). Chinese Shrines in Phuket, Phuket 
 Attraction. Retrieved September 24, 2016, from 
 http://www.phuket.com/island/chinese-shrines.htm
Day, E. (1989). Share of heart: What is it and how can it be 
 measured? Journal of Consumer Marketing, 6(1), 5-13.

Degen, A. (2012). Concepts of Fascination, from Democritus to Kant. 

 Journal of the History of Ideas, 73(3), 371-393.

Deng, Z., Lin, Y., Zhao, M., & Wang, S. (2015). Collaborative planning 

 in the new media age: The Dafo Temple controversy, China. 

 Cities, 45, 41-50.

Discover Thainess. (2015). “2015 Discover Thainess” Campaign: 

 Tourism Authority of Thailand (TAT). Retrieved September 30, 

 2016, from http://www.tatpr.org/webdatas/files/Fact%

 20Sheet_ 2015%20Discover%20Thainess%20Final(1).pdf

Donoghue, S. (2000). Projective Techniques in Consumer Research. 

 Journal of Family Ecology and Consumer Sciences, (28). 47-53.

Echtner, C. M., & Ritchie, J. B. (2003). The meaning and 

 measurement of destination image. Journal of tourism studies, 

 14(1), 37-48.

Feuchtwang, S. (2007). On religious ritual as deference and 

 communicative excess. Journal of the Royal Anthropological 

 Institute, 13(1), 57-72.

Fu, H., Ye, B. H., & Xiang, J. (2016). Reality TV, audience travel 

 intentions, and destination image. Tourism Management, 55, 

 37-48.

Gallarza, M., Saura, I., & Garcia, H. (2002). Destination Image 

 Towards a Conceptual Framework. Annals of Tourism 

 Research, 29(1), 56-78.

Gartner, W. C. (1994). Image formation process. Journal of travel 

 & tourism marketing, 2(2-3), 191-216. http://dx.doi.org/10.1300/ 

 J073v02n02_12

Gartner, W. C., & Hunt, J. D. (1987). An Analysis of State Image 
 Change Over a Twelve-Year Period (1971-1983. Journal of 
 Travel Research, 26(2), 15-19.
Gunn, C. (1988). Vacationscapes - Designing Tourist Regions. 
 New York: Van Nostrand Reinhold.
Hamilton, A. (2003). Kwan Im, nine emperor gods, and Chinese spirit 
 in southern Thailand. First date: 8th June 1999. Presented at: 
 7th International Conference on Thai Studies, Amsterdam, 
 July 1999. Retrieved October 05, 2016, from 
 http://www.academia.edu/download/30546857/ 
 Kwan_Im_Final_Edited_2003.doc
Higginbottom, G. M. A. (2004). Sampling issues in qualitative 
 research. Nurse Researcher, 12(1), 7.
History Tin and Colonization. (2014). Phuket-Oldtown-Hostel, 
 History Tin and Colonization. Retrieved September 16, 2015, 
 from http://www.phuketoldtownhostel.com/history.html
Hong, Z., Yan, J., Zhaohui, H., & Jiamin, Y. (2015). Quantitative 
 Studies on the Historical Development of Chinese Taoist 
 Temples since 1911. Journal Of Alternative Perspectives In 
 The Social Sciences, 6(4), 493-519.
Hsu, C. H., & Song, H. (2012). Projected images of major Chinese 
 outbound destinations. Asia Pacific Journal of Tourism 
 Research, 17(5), 577-593.
Hunt, J. D. (1975). Image as a factor in tourism development. 
 Journal of Travel Research, 13(3), 1-7.
Ismail, S., & Mohd-Ali, N. A. (2011). The Imaging of Heritage 
 Conservation in Historic City of George Town for City 
 Marketing. Procedia Engineering, 20, 339-345.

Jetter, J. J., Guo, Z., McBrian, J. A., & Flynn, M. R. (2002). 
 Characterization of emissions from burning incense. 
 Science of the Total Environment, 295(1), 51-67. doi: 
 10.1111/j.1467-9655.2007.00413.x
Jenkins, O. (1999). Understanding and measuring tourist 
 destination images. International Journal of Tourism 
 Research Int, 1, 1-15.
Johnson, N. B. (1989). Geomancy, sacred geometry, and the idea of 
 a garden: Tenryu-ji temple, Kyoto, Japan. The Journal of 
 Garden History, 9(1), 1-19.
Kataoka, T. (2012). Religion as Non-religion: The Place of Chinese 
 Temples in Phuket, Southern Thailand. Southeast Asian 
 Studies, 1(3), 461-485.
Kasikorn, (2014). Kasikorn Research Center - Phuket Tourism: 
 Thriving in 1Q14, with 2014 Revenue at THB2.79 Billion. 
 Retrieved May 7, 2015, from 
 https://www.kasikornresearch.com/en/K-
 EconAnalysis/Pages/ViewSummary.aspx?docid=33190
Keller, K. (1998). Strategic brand management: Building, 
 measuring, and managing brand equity. Upper Saddle 
 River, NJ: Prentice-Hall.
King, C., Chen, N., & Funk, D. C. (2015). Exploring Destination 
 Image Decay A Study of Sport Tourists’ Destination 
 Image Change after Event Participation. Journal of 
 Hospitality & Tourism Research, 39(1), 3-31.
Laing, J., Wheeler, F., Reeves, K., & Frost, W. (2014). Assessing the 
 experiential value of heritage assets: A case study of a Chinese 
 heritage precinct, Bendigo, Australia. Tourism Management, 40, 
 180-192.

Lang, G., Chan, S. C., & Ragvald, L. (2005). Folk Temples and the 
 Chinese Religious Economy. Interdisciplinary Journal of 
 Research on Religion, 1.
Lee, G., & Lee, C. K. (2009). Cross-cultural comparison of the image 
 of Guam perceived by Korean and Japanese leisure travelers: 
 Importance–performance analysis. Tourism Management, 
 30(6), 922-931.
Lee, W., & Gretzel, U. (2006). Tourism Students' differences 
 In Mental Imagery Ability: Implications For Learning 
 Environments. Imagining the Future of Travel and Tourism 
 Education, 8, 101-116.
Li, M., Wu, B., & Cai, L. (2008). Tourism development of World 
 Heritage Sites in China: A geographic perspective. Tourism 
 Management, 29(2), 308-319.
Li, X. (2012). Examining the ‘relative image’ of tourism destinations: 
 a case study. Current Issues In Tourism, 15(8), 741-757. 
 doi:10.1080/13683500.2011.629721
Loevinger, J. (1976). Ego development: Conceptions and theories. 
 San Francisco: Jossey-Bass
Maud, J. (2007). Monuments, Mediums & the Municipality: 
 Constructing Chineseness and Sacred Space in Hat Yai. 
 In The sacred borderland: A Buddhist saint, the state, 
 and transnational religion in southern Thailand. Retrieved from 
 http://hdl.handle.net/1959.14/127455
Marnat, G. (2003). History and Development. In Handbook of 
 psychological assessment (4th ed., pp. 103-110). Hoboken, 
 N.J.: John Wiley & Sons.

Matzler, K., Strobl, A., Stokburger-Sauer, N., Bobovnicky, A., & Bauer, 
 F. (2016). Brand personality and culture: The role of cultural 
 differences on the impact of brand personality perceptions on 
 tourists' visit intentions. Tourism Management, 52, 507-520. 
 doi:10.1016/j.tourman.2015.07.017
McKercher, B., & Du Cros, H. (2002). A typology of cultural 
 tourist: Recognizing different shades of cultural tourists. 
 In Cultural tourism: The partnership between tourism 
 and cultural heritage management. New York: Haworth 
 Hospitality Press.
McKercher, B., & Ho, P. S. (2006). Assessing the tourism 
 potential of smaller cultural and heritage attractions. 
 Journal of Sustainable Tourism, 14(5), 473-488.
Nisbett, R. E., & Miyamoto, Y. (2005). The influence of culture: 
 Holistic versus analytic perception. Trends in Cognitive 
 Sciences, 9(10), 467-473. doi:10.1016/j.tics. 2005.08.004
O'Connor, Z. (2011). Colour psychology and colour therapy: 
 Caveat emptor. Color Research & Application, 36(3), 229-234.
Phuket History. (2015). Kophuket.com, Phuket History. Retrieved 
 September 24, 2016, from http://www.kophuket.com/
 phuket/info/phuket-history.html
Phuket Provincial. (2015). Phuket Provincial Governor's 
 Office, Phuket History. Retrieved September 19, 2016, from 
 http://www.phuket.go.th/webpk/contents.php?str= 
 introduce_his
Phuket Vegetarian Festival (2015) - Phuket Festivals and Events. 
 Retrieved September 21, 2016, from 
 http://www.phuket.com/festival/vegetarian.htm

Pike, S. (2002). Destination image analysis—a review of 142 papers 
 from 1973 to 2000. Tourism Management, 23, 541-549.
Prayag, G. (2007). Exploring the relationship between desti nation 
 image and brand personality of a tourist destination: An 
 application of projective techniques. Journal of Travel and 
 Tourism Research, 2(Fall 2007), 111-130.
Prebensen, N. (2007). Exploring tourists’ images of a distant 
 destination. Tourism Management, 28, 747-756. 
 doi:10.1016/j.tourman.2006.05.005
Qu, H., Kim, L., & Im, H. (2011). A model of destination branding: 
 Integrating the concepts of the branding and destination image. 
 Tourism Management, 32, 465-476. doi:10.1016/j.tourman. 
 2010.03.014
Ramsey, E., Ibbotson, P., & McCole, P. (2006). Application 
 of projective techniques in an e-business context. 
 International Journal of Market Research, 48(5): 551-573.
Ramkissoon, H., & Uysal, M. S. (2011). The effects of perceived 
 authenticity, information search behaviour, motivation and 
 destination imagery on cultural behavioural intentions of 
 tourists. Current Issues in Tourism, 14(6), 537-562.
Ramkissoon, H., Uysal, M., & Brown, K. (2011a). Relationship 
 Between Destination Image and Behavioral Intentions 
 of Tourists to Consume Cultural Attractions. Journal of 
 Hospitality Marketing & Management, 20, 575-595. 
 doi:10.1080/19368623.2011.570648
Ramkissoon, H., Uysal, M., & Brown, K. (2011b). A cross-cultural 
 comparison of tourists' cultural behavioural intentions. 
 E-Review Of Tourism Research, 9(5), 190-219.

Reilly, M. D. (1990). Free Elicitation of Descriptive Adjectives for 

 Tourism Image Assessment. Journal of Travel Research, 28(4), 

 21-26.

Remoaldo, P. C., Ribeiro, J. C., Vareiro, L., & Santos, J. F.  (2014). 

 Tourists’ perceptions of world heritage destinations: The case 

 of Guimarães (Portugal). Tourism & Hospitality Research, 14(4), 

 206-218. doi:10.1177/1467358414541457

Ritchie, J., & Lewis, J. (2003). Chapter 5 - Designing Fieldwork 

 Strategies and Materials. In Qualitative research practice: 

 A guide for social science students and researchers. London: 

 Sage Publications.

Saldana, J. (2009). An introduction to codes and coding. The coding 

 manual for qualitative researchers. Sage.

Shenton, A. K. (2004). Strategies for ensuring trustworthiness in 

 qualitative research projects. Education for information, 22(2), 

 63-75.

Schmitt, B. H. (1996). Language and visual imagery: Issues of 

 corporate identity in East Asia. The Columbia Journal of World 

 Business, 30(4), 28-36.

Schnore, L. F. (1961). The statistical measurement of urbanization 

 and economic development. Land Economics, 37(3), 229-245.

Shuo, Y., Ryan, C., & Liu, G. (2009). Taoism, Temples and Tourists: 

 The Case of Mazu Pilgrimage Tourism. Tourism Management, 

 30, 581-588. doi:10.1016/j.tourman. 2008.08.008

Sonmez, S., & Sirakaya, E. (2002). A Distorted Destination Image? 

 The Case of Turkey. Journal of Travel Research, 41(2), 185-196.

Sonnleitner, K. (2011). Destination image and its effects on tourism 

 marketing and branding: A case study about the Austrian 

 National Tourist Office - with a special focus on the market 

 Sweden (Unpublished master's thesis). Diss. Stockholm: 

 Södertörn University College.

Tasci, A. D. A., & Gartner, W. C. (2007). Destination image and its 

 functional relationships. Journal of Travel Research, 45(4), 

 413-425.

TAT Shopping Destination. (2017). Tourism Authority of Thailand. 
 Retrieved July 24, 2017, from

 https://www.tourismthailand.org/Events-and-Festivals/

 Thailand-Shopping-and-Dining-Paradise--6346

Thailand’s Department of Tourism. (2015). Internal tourism 

 in Phuket. Retrieved September 1, 2016, from 

 http://www.tourism.go.th/home/details/11/221/25767

The Independent. (2014, October 1). Phuket Vegetarian 

 Festival 2014: Devotees perform extreme body piercing. 

 Retrieved September 22, 2016, from 

 http://www.independent.co.uk/news/pictures/

 phuket-vegetarian-festival-2014-devotees-perform-

 extreme-body-piercing-9766820.html

Tomalin, E., & Starkey, C. (2017). Buddhist buildings in 

 England: the construction of ‘under-represented’faith 

 heritage in a multicultural and post-Christian setting. 

 International Journal of Heritage Studies, 23(2), 

 156-172.

Tourism Authority of Thailand. (2016). Tourism Authority of 

 Thailand, About Phuket. Retrieved September 3, 2016, from 

 http://www.tourismthailand.org/Phuket
UNESCO. (2016). World Heritage Centre - Ancient Building 
 Complex in the Wudang Mountains. Retrieved September 15, 
 2016, http://whc.unesco.org/en/list/705
UNWTO. (2016). UNWTO Tourism highlights, 2016 Edition, World's 
 Top Tourist Destination. Madrid, Spain: UNWTO.
Virdee, I. (2017a). Photographic Tourism Research: Literature Review. 
 Retrieved 2017, from 
 https://www.researchgate.net/publication/319271391_
 Photographic_Tourism_Research_Literature_Review
Virdee, I. (2017b). Exploring the Image of Chinese Temples 
 as a Cultural Tourist Attraction in Phuket, Thailand: Using 
 Projective Questions and Drawing Techniques. Published 
 master’s thesis, Prince of Songkla University, Phuket Thailand.
Verwiebe, R. (2011). Why do Europeans Migrate to Berlin? 
 Social-Structural Differences for Italian, British, French 
 and Polish Nationals in the Period between 1980 and 
 2002*. International Migration Int Migr, 52(4), 209-230. 
 doi:10.1111/j.1468-2435.2010.00663.x
Wang, K. Y. (2015). Live with the Deity: Presence and Significance of 
 Taiwanese Taoist Temple Affiliated Pilgrim Accommodation. 
 Review of Religious Research, 57(1), 157-158.
Wong, C. U. I. (2017). The Big Buddha of Hong Kong: an accidental 
 Buddhist theme park. Tourism Geographies, 19(2), 168-187.

Walmsley, D. J., & Young, M. (1998). Evaluative images and tourism: 
 The use of personal constructs to describe the structure of 
 destination images. Journal of Travel Research, 36(3), 65-69.
Yu, L., & Kang, J. (2010). Factors influencing the sound preference in 
 urban open spaces. Applied Acoustics, 71(7), 622-633.
Zhou, Q. B., Zhang, J., & Edelheim, J. R. (2013). Rethinking 
 traditional Chinese culture: A consumer-based model 
 regarding the authenticity of Chinese calligraphic landscape. 
 Tourism Management, 36, 99-112.

Journal of International Studies, Prince of Songkla University Vol. 7 No. 2:July - December 2017

Exploring Destination Image Using a Projective Approach: 
Chinese Temples and Shrines in Phuket, Thailand

259



 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.

5. Conclusion
 The aim of this research was to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. A total of 153 international tourists were 
surveyed between the 3rd of October to the 13th of November 
2015 at seven temples and shrines in Phuket (Fig. 2). Thematic 
analysis was used to interpret the results and to identify key 
findings. 
 The first objective was to identify the significant images interna-
tional tourists associate with Chinese temples and shrines in 
Phuket. The seven significant images identified were religious, 
colourful, attractive, mysterious, peaceful, traditional, and unique 
cultural attraction. Although some previous studies have examined 
Chinese temples and shrines as cultural attractions (McKercher & 
Du Cros, 2002; McKercher & Ho, 2006), this research has contributed 
to the in-depth understanding of the image Chinese temples and 
shrines in Phuket from an international tourist’s perspective using a 
projective approach. This holistic qualitative assessment (Echtner & 
Ritchie, 2003) has led to a deeper understanding of the various 
images constructed by international tourists both consciously and 
subconsciously, that form the image of Chinese temples and 
shrines in Phuket (Table 5). This is in contrast to Shuo, Ryan, and 
Liu’s (2009) structured quantitative approach, which has provided 
useful but limited results. As a result, temple managers and desti-
nation management organisers can now understand and consider a 
wider and deeper range of images to apply in the          develop-
ment of their attractions as cultural destinations (Keller, 1998; 
Tomalin & Starkey, 2017). Furthermore, salient images such as 

religious, mysterious, or peaceful can be used to promote a definite 
experience to attract a specific tourist group.
 The second objective was to observe the differences in 
perception between Asian and European tourists while visiting 
Chinese temples and shrines in Phuket. The major differences were 
that European tourists experience more feelings of peace and 
fascination, while Asian tourists experience more religious and 
traditional feelings. While current research examining religious sites 
has started to understand the destination from both Western and 
Asian perspectives (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, & Liu, 
2009; Tomalin & Starkey, 2017; Wong, 2017), no studies have 
compared the holistic image (Echtner & Ritchie, 2003) of Chinese 
temples and shrines amongst international tourist groups. Thus, the 
projective approach has revealed both the similarities and differ-
ences within the functional and psychological domains of a 
destination’s image (Echtner & Ritchie, 2003), hence adding to the 
current literature to the on European tourists’ perceptions on 
Chinese temples and shrines. This is a practical guide for temple 
managers and destination advertisers in customising their marketing 
strategies for a specific tourist group. For example, images of 
fascination should be used for European tourists to evoke curiosity 
in light of the lack knowledge about the culture, traditions and 
religion.
 Finally, the overall image of Chinese temples and shrines in 
Phuket has been found to be unique and culturally attractive to 
international tourists. Moreover, this study has taken the first step in 
clarifying and forming an alternative or additional image to the 
Vegetarian Festival, potentially allowing for the Chinese temples 

and shrines in Phuket to become year-round attractions, as a result, 
benefiting the Chinese temples and shrines and the local   business. 
While, enhancing Phuket’s image as a cultural destination. 
 The limitation of this research was its short duration of data 
collection. As a result, only 153 surveys were conducted at seven 
sites. Therefore, the findings of this study may not be generalizable, 
as other locations and surroundings differ. Therefore, the author 
suggests a longer duration for data collection to fully assess the 
image throughout the year.
 Further research should include a mixed method approach 
using photography (Virdee, 2017a) or drawing (Virdee, 2017b) to 
assess and measure the image, thus strengthening the reliability of 
the results. In addition, the local business perception of Chinese 
temple and shrines should be assessed to further understand the 
perceived benefit of a cultural attraction on local businesses.
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 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.

5. Conclusion
 The aim of this research was to explore the image of Chinese 
temples and shrines in Phuket by using a projective approach with 
international tourists. A total of 153 international tourists were 
surveyed between the 3rd of October to the 13th of November 
2015 at seven temples and shrines in Phuket (Fig. 2). Thematic 
analysis was used to interpret the results and to identify key 
findings. 
 The first objective was to identify the significant images interna-
tional tourists associate with Chinese temples and shrines in 
Phuket. The seven significant images identified were religious, 
colourful, attractive, mysterious, peaceful, traditional, and unique 
cultural attraction. Although some previous studies have examined 
Chinese temples and shrines as cultural attractions (McKercher & 
Du Cros, 2002; McKercher & Ho, 2006), this research has contributed 
to the in-depth understanding of the image Chinese temples and 
shrines in Phuket from an international tourist’s perspective using a 
projective approach. This holistic qualitative assessment (Echtner & 
Ritchie, 2003) has led to a deeper understanding of the various 
images constructed by international tourists both consciously and 
subconsciously, that form the image of Chinese temples and 
shrines in Phuket (Table 5). This is in contrast to Shuo, Ryan, and 
Liu’s (2009) structured quantitative approach, which has provided 
useful but limited results. As a result, temple managers and desti-
nation management organisers can now understand and consider a 
wider and deeper range of images to apply in the          develop-
ment of their attractions as cultural destinations (Keller, 1998; 
Tomalin & Starkey, 2017). Furthermore, salient images such as 

religious, mysterious, or peaceful can be used to promote a definite 
experience to attract a specific tourist group.
 The second objective was to observe the differences in 
perception between Asian and European tourists while visiting 
Chinese temples and shrines in Phuket. The major differences were 
that European tourists experience more feelings of peace and 
fascination, while Asian tourists experience more religious and 
traditional feelings. While current research examining religious sites 
has started to understand the destination from both Western and 
Asian perspectives (Lang, Chan, & Ragvald, 2005; Shuo, Ryan, & Liu, 
2009; Tomalin & Starkey, 2017; Wong, 2017), no studies have 
compared the holistic image (Echtner & Ritchie, 2003) of Chinese 
temples and shrines amongst international tourist groups. Thus, the 
projective approach has revealed both the similarities and differ-
ences within the functional and psychological domains of a 
destination’s image (Echtner & Ritchie, 2003), hence adding to the 
current literature to the on European tourists’ perceptions on 
Chinese temples and shrines. This is a practical guide for temple 
managers and destination advertisers in customising their marketing 
strategies for a specific tourist group. For example, images of 
fascination should be used for European tourists to evoke curiosity 
in light of the lack knowledge about the culture, traditions and 
religion.
 Finally, the overall image of Chinese temples and shrines in 
Phuket has been found to be unique and culturally attractive to 
international tourists. Moreover, this study has taken the first step in 
clarifying and forming an alternative or additional image to the 
Vegetarian Festival, potentially allowing for the Chinese temples 

and shrines in Phuket to become year-round attractions, as a result, 
benefiting the Chinese temples and shrines and the local   business. 
While, enhancing Phuket’s image as a cultural destination. 
 The limitation of this research was its short duration of data 
collection. As a result, only 153 surveys were conducted at seven 
sites. Therefore, the findings of this study may not be generalizable, 
as other locations and surroundings differ. Therefore, the author 
suggests a longer duration for data collection to fully assess the 
image throughout the year.
 Further research should include a mixed method approach 
using photography (Virdee, 2017a) or drawing (Virdee, 2017b) to 
assess and measure the image, thus strengthening the reliability of 
the results. In addition, the local business perception of Chinese 
temple and shrines should be assessed to further understand the 
perceived benefit of a cultural attraction on local businesses.
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 4.3 Comparing Asian and European Tourists’ Perceptions.
 The second objective of this study was to observe the differ-
ences in perception between Asian and European tourists visiting 
Chinese temples and shrines in Phuket. The overall first theme 
results showed that there were eight differences between the two 
groups (Table 6). The biggest discrepancy between Asian and Euro-
pean tourists is in the psychological characteristics and psychological 
holistic destination image (Echtner & Ritchie, 2003). These are in the 
areas of the decorations, feelings at the location, the environment, 
the sounds, the atmosphere, the religion, the culture and the expe-
rience. The results showed that European tourists felt more feelings 
of peace and fascination. Although fascination was not a first level 
theme, it appeared frequently and significantly as a theme. In 
contrast, Asian tourists’ experience more religious and traditional 
feelings when visiting a Chinese temple or shrine in Phuket. Tradi-
tional feelings were also seen as a frequently occurring theme and 
thus became significant. 

   4.3.1 Decorations
   In the perception of the decorations (Table 6), Asian 
respondents viewed statues, figures and gods as the main decora-
tion as opposed to colourful by Europeans. This can firstly be 
explained by the fact that Asian tourists have a higher probability of 
visiting a Chinese temple or shrine in their own Asian country. This 
increases the familiarity of Chinese temples and shrines and possi-
bly the knowledge about it (Wong, 2017). Therefore, statues, figures 
and gods are seen in context by Asian tourists (Nisbett & Miyamoto, 
2005). Meanwhile, European tourists focus on the importance of an 

object separately from its context (Nisbett & Miyamoto, 2005). They 
may not have been familiar with objects’ uses or purposes, thus 
colours were more expressible ideas. This caused increasing levels 
of fascination (Degen, 2012) and mystery. 
   This fascination can provide the Chinese temple and shrine 
managers an opportunity to inform and educate visitors about the 
religion, traditions, culture and history (Schmitt, 1996). 

   4.3.2 Feelings at the Location
   The feelings at the location between the Asian and Euro-
pean tourists were significantly different. Asian tourist experience 
more religious feelings (Table 6). This is because Asian visitors are 
more likely to experience Chinese temples and shrines in the Asian 
region (Wong, 2017). Meanwhile, European tourists are less familiar 
with the religious aspects and therefore experience feelings of 
peace. Nevertheless, Asian visitors are known to seek tranquillity at 
Taoist temples (Shuo, Ryan, & Liu, 2009). 
Therefore, it is possible for Chinese temples and shrines in Phuket 
to promote both religious and peaceful images simultaneously. 
However, one image may be favoured over the other depending 
upon the site, location, size, function and cultural attraction objec-
tives (McKercher & Ho, 2006).

   4.3.3 Environment
   The overall image of the environment (Table 5) is consid-
ered organised. However, most Asian tourists reported the environ-
ment to be unorganised (Table 6). This can be explained by Nisbett 
and Miyamoto’s (2005) findings, where Asians are known to view 

the object and the context as a whole. For instance, Asian tourists 
took into account the busyness of the area around the temple 
(Table 6). Therefore, the context was considered in the 
(subconscious) assessment of the unorganised environment. Euro-
peans, however, expressed the busy context of the area around the 
temple but focused on the organised aspects of the Chinese 
temples and shrines. 
   Therefore, the surrounding environmental factors need to 
be assessed and analysed for each site developed (McKercher & Ho, 
2006).

   4.3.4 Sounds
   Table 5 uncovered that the majority of international 
tourists heard silence more often than music. This experience is 
consistent with the European image (Table 6) but inconsistent with 
the Asian tourists’ musical experience. Music is not always not 
played continually in all of the temples. The findings of this study 
agree with Nisbett and Miyamoto’s (2005) results that Asian tourists 
make greater connections with objects and experiences with their 
surroundings. However, some Asian tourists’ familiarity with the 
religious and traditional process allowed for them to interact with 
religious artefacts, such as (Table 5) letting off firecrackers and the 
ringing the bell. This would have created a more memorable and 
meaningful image of the experience (Gartner, 1994; Gunn, 1972). 
Similarly, some Asian tourist’s may have been more familiar with 
the musical chanting and its meaning (Wong, 2017). 
   Therefore, the importance of playing music can enhance 
the overall attraction of passing traffic (Yu & Kang, 2010), while, 

allowing international tourists to engage in cultural interactions with 
unique sounding artefacts like firecrackers and bells, which can 
result in memorable images of a destination (Gartner, 1994; Gunn, 
1972). These should be considered in the branding image of the 
Chinese temple or shrine in Phuket.

   4.3.5 Atmosphere
   The atmosphere within Chinese temples and shrines in 
Phuket overall is peaceful (Table 5). However, most Asian tourists 
expressed the dimension of atmosphere in terms of humid weather 
(Table 6). This is due to the Asian comprehension of the word 
atmosphere (Wong, 2017). European tourists reported sensations of 
peace more often. This is significant because the sense of peace is 
also highly prevalent in the feeling at the location (Table 6). There-
fore, the experience of peace is much greater for European tourists 
visiting Chinese temples in Phuket. Moreover, Saphan Hin Shrine 
(Fig. 2) recorded the highest levels of peace because of its beach 
location for Europeans. 
   Shuo, Ryan, and Liu (2009) also identified peace as a factor 
for visiting a Taoist temple. Therefore, the promotion of a peaceful 
atmosphere within Chinese temples and shrines in Phuket is seen 
to be attractive aspect for European tourist (Cai, 2002).

   4.3.6 Religion
   The foremost religion in Table 5 was identified as Taoist by 
international tourists. This is similar to the Asian tourist’s response 
(Table 6) as they have a higher probability of experiencing Taoism 
(Wong, 2017). European tourists, on the other hand, described the 

religion as Chinese, thus, showing a lack of knowledge about the 
religion. However, fascination was the next theme to emerge from 
European tourists, indicating an attraction element. 
 This provides an opportunity for destination image marketers 
and Chinese temple managers to educate European tourists on the 
site. Meanwhile, the religious aspect could be used to attract Asian 
tourists using the other religious festival (Shuo, Ryan, & Liu, 2009).

   4.3.7 Culture
   The culture was described as Chinese overall (Table 5). 
This is comparable to the Asian tourist’s response in Table 6. 
However, European tourists perceived the culture as traditional, 
demonstrating a lack of knowledge about the culture (Wong, 2017). 
Nevertheless, the culture caused fascination within the European 
tourists. This is seen as the second theme in this dimension. 
   The opportunity rises again for destination image organisers 
and Chinese temple managers to encourage cultural education of 
tourists (Shuo, Ryan, & Liu, 2009) though the use of the asset as an 
all year round attraction.

   4.3.8 Experience
   All together the experience has been defined as unique 
(Table 5). Likewise, the vast majority of European tourists consid-
ered the experience as unique also (Table 6). This is because of the 
lack of knowledge about and familiarity with the destination. 
However, most Asian tourist’s familiarity with Chinese temple and 
shrines reduced the level of uniqueness and more pleasant feelings 
(Shuo, Ryan, & Liu, 2009; Wong, 2017). Interestingly, Asian visitors 

reported the experience as being more worthwhile than the overall 
image in Table 5. This is possibly to do with the known expectation 
of visiting a Chinese temple or shrine. In other words, the meaning-
fulness of the brand’s personality is known to Asian tourists 
(Sonnleitner, 2011). 
   Therefore, the uniqueness of the experience is bound in 
the religious activities such as making a wish, mediating, burning 
incense or letting off firecrackers, looking around and taking photos. 
Thus, this research has provided some insight into the cultural 
activities that can attract international tourists visiting Chinese 
temple in Phuket. 

Table 6. Comparison of Asian and European image of Chinese 
temples and shrines in Phuket.
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