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ABSTRACT
Due to its rich historical heritages and cultural value, Lukang has its unique comparative advantage for developing tourism town.
Hence, This study mainly discussed and made a image difference of tourism town between residents and visitors. Using a
convenience sampling method, Data from the valid questionnaires were analyzed with the statistical software SPSS12.0 and through
several techniques such as descriptive analysis, reliability analysis, t-test and one-way ANOVA. The main findings of this research
are as follows: In the characteristics of town: Visitors focus mainly on the attractions features. Residents in religious festivals and food
specialties of the identity percentage is higher than visitors. In the total images of tourism town.: 1. Among the residents’
characteristics and background for the total images perception of tourism town is quite small. 2. There were some significant
difference relations between residents’ activities types and total images. 3. There were some significant difference relations between
visitors’  personality and total images. 4. There were some significant difference relations between visitors’ tourist types and total
images. 5. Images of the five factors in the overall dimensions. Residents’ agreement levels about “services facilities”, "active image'
image items are higher than visitors’ ; Visitors’ agreement levels about "environmental health" image item is higher than residents
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