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A B S T R A C T  
Micro and small businesses are acknowledged as the main sectors supporting the economic development of a country. Lenggong, 

as a new tourism site in the state of Perak, Malaysia, provides vast opportunities for such businesses. Hence, this study reviews the 

characteristics of micro and small businesses in Lenggong. The presence of these businesses in the tourism industry in the valley 

drives the development of its rural economy. Interestingly, most of the respondents running micro and small businesses are mostly 

women. However, the effect of the UNESCO recognition awarded to Lenggong has yet to be observed on these businesses. The 

survey results indicated that majority of existing businesses have been operating from 1 to 10 years, and are specifically involved 

in food production. With regards the development of the tourism industry, this study suggests that the local community 

immediately move to the second and third economic sectors. Recommendations for the related stakeholders are also provided to 

ensure Lenggong’s preparedness to welcome the influx of more tourists in the coming years. 

 

Key words: Micro and small businessess, rural, tourism development, Lenggong Valley. 
 

INTRODUCTION 
 
 Microbusinesses and small and medium enterprises (SMEs) have been recognized as the backbone of 
economic growth and development. The National SME Development Council (NSDC), the highest policy-
making authority on SME development in Malaysia, defines micro businesses and SMEs in terms of firm size 
and annual turnover, depending on whether a firm comes from the manufacturing, service, or other sectors.  
 [46] recently defined a micro enterprise in the service sector as an enterprise with less than five full-time 
employees and a sales turnover of less than RM300, 000. A small enterprise in the same sector has five to 30 
full-time employees and annual sales turnover ranging from RM300,000 to less than RM3 million. A medium 
enterprise has 30 to 75 full-time employees and annual sales turnover ranging from RM3 million to RM50 
million. According to the Census, Malaysian SMEs now represent 97.3% of enterprises in the country or 
645,136 of 662,939 enterprises [45]. Furthermore, SMEs constitute 99.2% of all businesses, contributing over 
50% of the country’s GDP and over 65% of total employment in 2011 [46]. SMEs in Malaysia are found within 
the service, primary agriculture, and the information and communication technology (ICT) sectors. 
 The development of the tourism industry depends on the existing micro businesses and SMEs in various 
related sectors, and the growth of the industry requires the simultaneous development of the supporting sectors. 
For over six decades, the tourism industry is among the largest and fastest growing economic sector in the 
world [55]. In Malaysia, the annual development of this industry has also been documented. In 2013, Malaysia 
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placed third in the list of countries with the highest international tourist arrivals within the Asia Pacific region, 
accounting for 25.7 million people [55]. The World Travel and Tourism Council disclosed in the Travel and 
Tourism: Economic Impact 2014 Malaysia Report that the total contribution of the travel and tourism industry 
to Malaysia’s GDP in 2013 reached RM158.2 billion (16.1% of GDP). The total contribution of the travel and 
tourism industry to the jobs generated in Malaysia in 2013 included 1,857,500 occupations, representing 14.1% 
of the total employment in Malaysia. 
 One of the significant contributors to tourism development is heritage tourism. Many heritage tourism 
destinations are located in the rural areas. Visiting archaeological sites is an example of current popular heritage 
tourism activities throughout the world. Some of the famous archaeological sites include Lenggong Valley and 
Bujang Valley in Malaysia, Borobudur and Sangiran in Indonesia, Angkor Wat and Siem Reap in Cambodia, 
Daming Palace National Park and Sanxingdui in China, Rome and Pompei in Italy, and the Abu Simbel temples 
and Abydos in Egypt.  
 The development of tourism in rural areas has been associated with the presence of small businesses that 
emerged in response to the demand of tourists [28]. [38] highlighted the industry’s advantageous position in 
terms of economic development, income generation, poverty diminution, and rural livelihood improvement. 
They stressed the necessity of associating tourism to local economic activities, such as agriculture, micro 
businesses, and small-scale enterprises [38]. In addition, the development of the rural tourism industry highly 
depends on the development of micro and small businesses across various sectors. At the local level, these 
businesses stimulate the economy, thereby benefiting the communities in terms of economic growth, 
preservation of social culture, and improved services and standards of living [39]. 
 The current study is proposed based on some knowledge gaps. Previous studies on tourism and micro and 
small businesses have focused on hospitality or accommodation services [38,3,37,5] and did not consider the 
other sectors. Thus far, there has been a steady increase in the number of rural tourism studies focused on 
tourism-related micro and small businesses [29,24,22]. 
 On a separate note, past studies on archaeological heritage sites have focused on the planning and 
management of tourist destinations [14, 41, 31,51, 13,1], preservation [19,32,30], and community development 
[32,15]. These three issues have captured greater attention among researchers compared with other issues. 
Limited studies have focused on economic [25] and business development [47] in archaeological heritage sites. 
Consequently, based on the arguments that relate tourism with micro and small businesses, the success of 
tourism activities depends on the number of such businesses in the area.  
 Strategic planning in developing micro and small businesses to serve the rural tourism industry can help 
create new jobs and sources of income, while possibly reducing social isolation. This strategic planning can 
become a crucial aspect in the country's development. [20] reported that the potential development of rural 
tourism is connected with the participation of micro and small businesses. Furthermore, archaeological sites 
acknowledged by UNESCO have become emerging tourist destinations that provide various opportunities for 
micro and small businesses to offer activities for tourists. However, research on micro and small business 
development lags behind; thus, the current research highlights the importance of these historical sites. 
 UNESCO’s declaration of Lenggong Valley as a world heritage site (WHS) has made it into a potential 
tourism destination. In addition, the Indonesia-Malaysia-Thailand Growth Triangle (IMT-GT) has focused on 
the Hulu Perak District, which also includes Lenggong. This declaration has resulted in the transformation of 
Northgate Pengkalan Hulu into Malaysia's top border town, making it a platform on which the development of 
all Malaysian-Thai border towns can be initiated. The Department of National Heritage declared that funding 
for the Ulu Perak Historical Zone Development Plan has been provided under the Malaysian Government’s 
Economic Development Plan, with the aim of protecting, conserving, restoring, and maintaining Lenggong 
Valley’s role as the prehistoric heritage capital of Malaysia [17]. 
 Given its recognition as an attractive tourism site, the declaration of Lenggong as a WHS offers a 
significant opportunity for development. Hence, tourism-related micro and small business activities in 
Lenggong can help provide the necessary income for the community and drive its development. In other words, 
the acknowledgment received by Lenggong can increase the flow of tourists, eventually boosting the income of 
the local community. Hence, Malaysia could develop Lenggong, with its historical value and natural resources, 
as an attractive tourism site. 
 Given the abovementioned historical backdrop, the current paper aims to review and identify the 
characteristics of tourism-related micro and small businesses in Lenggong Valley, Perak, Malaysia. 
 
Tourism-Related Micro And Small Businesses: 
 Tourism-related micro and small businesses include the activities supplying the demands and needs of 
tourists, such as food, accommodation, and transportation. According to Haber and Reichel (2005), tourism-
related small businesses can be categorized into the following groups: accommodation, sites of interest (e.g., 
activities at museums, zoos, and heritage sites) and recreational sites (e.g., activities at campsites, scuba diving, 
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hiking, climbing, rappelling, and mountain-biking). [40] identified four types of small businesses related to 
tourism: food service and accommodation, retail and souvenirs, travel agents, and transportation and sports.  
 Understanding the business practices of micro and small businesses is crucial because the on-going 
business itself is the main cause in determining their performance. The current study thus focuses on three 
important business characteristics: financial resources, marketing, and technology adoption. 
 [27] mentions the researchers’ previous recognition of financing as a possible major obstacle preventing 
owner-operators from realizing their dream of establishing a tourism business. In the literature, [4] identify the 
frequently examined access and source of finance as a critical issue for small businesses [16]. [3] adds that 
owner-managers depended on their strong ties with family members and close friends during the early years of 
their business. [44] also reported that bank loans appeared as the third most probable source of start-up finance, 
whereas the most preferable source for raising working capital finances came from internal funds.  
 According to [36] marketing capability refers to the ability of a firm to utilize its resources in executing 
marketing activities, thereby fulfilling the customers’ needs. [34] added that a firm’s marketing capability is 
unique given that it cannot be bought, but has to be developed by the firm itself. Marketing capability can 
hardly be imitated because it is created based on the distinct set of resources, skills, and knowledge of a firm 
[52].  
 Meanwhile, technology has become an important factor affecting the small businesses in all areas. 
Technology has a significant impact on the level and type of investments within an economy, and therefore, on 
the economic growth of the country. The development of technology leads to the introduction of new products, 
changes in techniques and organization of production, changes in the quality of resources and products, as well 
as novel ways of allocating the products and storing and sharing information. 
 
2.0 Methodology: 
 This quantitative study collected data through self-administrated questionnaires handed out to the owners of 
tourism-related micro and small businesses in Lenggong Valley. Given the absence of an appointed agency to 
control the population of micro and small businesses in the area, researchers collected information on 
government-registered micro and small businesses from Lenggong District Council, Mini Rural Transformation 
Centre (RTC), Lenggong Development Centre of Technology and Fish Product (Pusat Pengembangan 
Teknologi Produk Perikanan Lenggong), and Rubber Industry Smallholders Development Authority (RISDA). 
Most of the existing micro and small businesses unintentionally focus on the tourism market because the three-
year recognition bestowed upon Lenggong Valley is relatively recent. Consequently, the researcher included all 
types of businesses directly and indirectly involved in tourism. These include tourism-related businesses, such 
as food production, food and beverage service, retailing, agriculture, accommodation, and transportation, etc. 
Based on the combined list, only 150 of the micro and small businesses are tourism-based, and only 106 of the 
distributed questionnaires were considered reliable and usable. 
 
Results And Analysis: 
Tourism-related Micro and Small Business in the Lenggong Valley:  
 The majority of the respondents were owners of the businesses (93.4%), whereas 6.6% were manager’s in-
charge. About 32.1% of the respondents were in the age groups of 41 to 50 years old and 51 to 60 years old, 
followed by 14.2% in the age group of 31 to 40 years. The majority of the respondents were females (61.3%) 
and the rest (38.7%) were males. Most of the respondents were Malays at 96.2%. About 84% of the respondents 
were local people, and only 16% were settlers. In terms of education, 67% of the respondents had secondary 
school education, whereas 24.5% completed only primary school.  
 Table 2 shows the business background of the respondents. As can be seen, 81.1% of the respondents 
started their businesses by themselves, whereas 17.9% inherited them from their families. Most of the 
businesses (92.5%) had been established before the WHS recognition (before June 2012). In terms of business 
registration, the majority (75.5%) of enterprises in Lenggong were sole proprietorship. In terms of the number 
of employees, 89.6% of the businesses were micro businesses, whereas 10.4% belonged to the small business 
category. In terms of years of operation, 34.0% of the businesses had been operating for 6 to 10 years, 30.2% 
for 1 to 5 years, and 16% for 21 years and above. 
 Business sector involvement revealed that 31% of businesses in the Lenggong Valley are food product 
businesses, which included the production of preserved fish, cakes and biscuits, as well as local food products, 
such as fish or meat floss (serunding), baked mini-sponge cakes (bahulu), crackers (keropok), sweet toffee-like 
confections (dodol), and traditional spices. Food and beverage services accounted for 31%, 19% were retailing 
businesses, 8.6% were agriculture, 7.8% were accommodations, 1.7% were transport services, and 0.9% 
provided IT services.  
 
Tourism-Related Micro and Small Businesses Characteristics:  
 Business characteristics include financial sources, marketing, and technology adoption. In terms of capital 
to start the business, more than half of the respondents used their own savings to set up their business (62.4%). 
The second option preferred by respondents in obtaining capital is by taking out a loan from the government 
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agencies (13.6%), 8.8% depended on commercial bank for loans, 7.2% depended on their families, and 4.8% 
received capital from the government. Given the small-scale nature of the enterprises, the majority of started 
with a capital of less than RM500 (34%), followed by RM501 to RM3,500 (29%) and RM3,501 to RM6,500 
(11.3%), whereas others started with capital of more than RM6,501. About 49.1% of the respondents faced 
financial problems, and 38% of the respondents used their own savings and applied for a loan from government 
agencies. Among those interviewed, 46.2% expanded their business using the loan they obtained from 
government agencies (37.1%), whereas others used their own savings (35.5%.), and borrowed money from 
commercial banks (19.4%). Table 2 simplifies the financial sources of the tourism-related micro and small 
businesses. 
 
Table 1: Business Background. 

Description Criteria Frequency Percentage  (%) 
Starting business Started by myself 86 81.1 

 Inherited from family 19 17.9 
 Purchased business 1 .9 

Business established before/ Before WHS 98 92.5 
after WHS recognition After WHS 8 7.5 

Status of business registration 

Sole proprietorship 80 75.5 
Partnership with family 8 7.5 

Partnership with non- family 8 7.5 
Limited company with family 9 8.5 

Limited company with non-family 1 .9 
 

Business size 
Micro (<5 employees) 95 89.6 

Small (5–30 employees) 11 10.4 

Business duration 

1–5 years 32 30.2 
6–10 years 36 34.0 
11–15 years 16 15.1 
16–20 years 5 4.7 

21 years and above 17 16.0 

Type of business activity* 
(*N=116) 

Food production business 36 31 
Food and beverage Service 36 31 

Retailing 22 19 
Agriculture 10 8.6 

Accommodation 9 7.8 
Transport service 2 1.7 
Others (Internet) 1 0.9 

 
Table 2: Financial Sources (N= 106). 

Description Criteria Frequency Percentage (%) 

Source of capital to start the 
business* 
(*N= 125) 

Own savings 78 62.4 
Loan from family 9 7.2 
Loan from friends 2 1.6 

Loan from cooperatives 2 1.6 
Loan from commercial banks 11 8.8 

Loan from government agencies 17 13.6 
Given by the government 6 4.8 

Amount of capital to start up 

Less than RM500 36 34.0 
RM 501–3500 31 29.2 
RM 3501–6500 12 11.3 
RM 6501–9500 8 7.5 
RM 9501–12500 5 4.7 
RM 12501–15500 1 .9 
RM 18501–21500 5 4.7 

RM 21501 and above 8 7.5 

Financial problem 
Yes 52 49.1 
No 54 50.9 

Ways to settle financial 
problem** 
(**N=71) 

Own savings 27 38.0 
Loan from family 4 5.6 
Loan from friends 1 1.4 

Loan from cooperatives 4 5.6 
Loan from commercial banks 8 11.3 

Loan from government agencies 27 38.0 

Had expanded business 
Yes 49 46.2 
No 57 53.8 

Ways to expand business*** 
(***N= 62) 

Own savings 22 35.5 
Loan from family 3 4.8 
Loan from friends 1 1.6 

Loan from cooperatives 1 1.6 
Loan from commercial banks 12 19.4 

Loan from government agencies 23 37.1 
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 The majority agreed that their businesses were recognized through conventional marketing. The main 
marketing media were as follows: through word-of-mouth (56.8%), signboards (14.2%), and brochures (7.7%). 
Some businesses adopted viral marketing using personal websites (42.9%), social networking sites (37.15%), 
and government portals (20%) to promote their business. Social networks, such as Facebook and Wordpress, 
were adopted. About 80.2% did not receive support from an external party in promoting their business. The 
market areas for 71.7% of the businesses were further specified in Lenggong Valley, and 28.3% had wider 
market area coverage. The business with a wider market area coverage were those in the food production 
businesses; 83.3% expanded to the domestic market area, whereas 16.7% expanded to the international arena. 
Some food production businesses exported their products to Brunei and Singapore. 
 Most of the tourism-related micro businesses and SMEs in Lenggong Valley did not find technology 
adoption necessary; 68.9% did not use technology in their businesses. This refusal to use technology is probably 
explained by the absence of the practical use of a specific technology in most of the businesses involved. 
Nevertheless, the food production businesses used technology in the form of packaging machines, sealing 
machines, freezers, blenders, and ovens for large-scale production. Table 3 shows the marketing techniques and 
the technology adopted.  
 
Table 3: Marketing Techniques and Technology Adoption (N= 106). 

Description Criteria Frequency Percentage (%) 

Conventional marketing* 
(*N=169) 

Word-of-mouth 96 56.8 
Signboards 24 14.2 
Brochures 13 7.7 

Newspapers 10 5.9 
Travel agencies 9 5.3 

Tourism guide books 8 4.7 
Radio stations 5 3 
Televisions 4 2.4 

Viral marketing** 
(**N=39) 

Websites 15 42.9 
Social networking sites 13 37.1 

Government portals 7 20.0 
Received help from external 

party in promoting your business 
Yes 21 19.8 
No 85 80.2 

Market area only specific in 
Lenggong 

Yes 76 71.7 
No 30 28.3 

Market area outside 
Lenggong*** 
(***N=30) 

 

Domestic market area 25 83.3 

International market area 5 16.7 

Technology adoption Yes 73 68.9 
 No 33 31.1 

 
Discussion: 
 This study explored the characteristics of tourism-related micro and small businesses in Lenggong Valley. 
Lenggong as an emerging and developing tourism site will have to empower its micro and small businesses to 
support its development. Along with tourism, some of the popular business activities considered necessary are 
as follows: accommodations, food and beverage services, crafts and souvenirs, transportation, and retailing. 
Having a rural site and the agricultural industry as its main source of livelihood, Lenggong has the natural 
resources for the third-level development of economic activity. Hence, Lenggong is an interesting example of 
new developing world rural tourism site in Peninsular Malaysia. 
 Based on the results, the majority of the respondents were the owners of their business, were middle-aged, 
and were mostly female. The majority of the owner-managers were Malays and members of the local 
community. Almost 80% of the respondents started their own business based on their own initiatives for three 
main reasons: the presence of ready sources of income, creation of extra income, and self-employment.  
 The respondents cited sole proprietorship as the main type of business. The majority had been running their 
businesses for less than 10 years with less than five employees. Sole proprietorship is a popular type of business 
management in Lenggong. In addition, 75.9% of the businesses were micro businesses, the rest were small 
businesses. The majority were involved in the production of food products, such as preserved fish, cakes and 
biscuits, including local delicacies, such as fish or meat floss, baked mini-sponge cake, crackers, sweet toffee-
like confection, spices, as well as food and beverage services.  
 In terms of capital to start the business, the majority of the respondents used their own savings to set up 
their business. The second most preferred alternative included obtaining a loan from commercial banks and 
government agencies, such as Amanah Ikhtiar Malaysia, Ministry of Rural and Regional Development 
(MARA), and The National Entrepreneur Group Economic Fund (Tekun Nasional). Given that most of the 
businesses were micro-scale businesses, the start-up capital was mainly less than RM3, 500. This capital 
requirement could be related to the type of business. For example, food production only requires a small amount 
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of capital. Furthermore, small businesses experience financial difficulties in expanding their business. They 
either depend on personal savings, loans from financial agencies, or both in settling the financial problem and in 
expanding their businesses. Losing personal control over their business further explains why small business 
owners prefer to use their own capital rather than to use external financing [42], thereby avoiding additional 
financial pressure [37] 
 The majority of tourism-related micro and small businesses in Lenggong Valley were recognized through 
conventional marketing word-of-mouth method. Other less popular conventional methods included the use of 
signboards, brochures, newspapers, travel agencies, tourism guide books, and radio programs. [23] found that 
the continuing significant conventional marketing methods are as follows: word-of-mouth, brochures, 
signboards, tourism guide books, and travel agencies. Given that the majority of enterprises in Lenggong were 
micro businesses, the owner-managers did not actually pay attention on marketing techniques, resulting in a 
significantly low adoption of viral marketing. However, those that adopted viral marketing used personal 
websites, social networking sites, or government portals to promote their business. Undeniably, social 
networking sites, such as Facebook, played a role in promoting the businesses. [48] stated that marketing 
capability is crucial because it helps a business understand and comply with the needs of the market.  
 Meanwhile, most of the businesses who had received assistance were those related to accommodation, food 
production, as well as food and beverage services. The promotional support mainly came from the Ministry of 
Tourism and Culture Malaysia, Perak. The market areas for the businesses were mostly specified in Lenggong 
Valley, although some of the food production businesses had expanded to the domestic and international 
markets. Those businesses that expanded to international markets exported their products to Brunei and 
Singapore.  
 The owner-managers of tourism-related micro and small businesses in Lenggong Valley did not see the 
necessity for technology adoption and more than half did not adopt technology. This was due to the fact that the 
majority of the tourism-related micro and small businesses, had business activities that did not necessitate the 
use of a specific technology. Only several of the food production businesses were discovered using technology 
in the form of packaging machines, sealing machines, freezers, blenders, and ovens for large-scale production. 
Previous studies have emphasized the significance of technology adoption, especially the new technologies; 
however, no empirical evidence existed on the effect of the adoption of e-commerce enabling technologies on 
small venture growth [9,10] Nevertheless, [42] discovered the significance of technology adoption of e-business 
on the growth of small businesses in Canada. New technologies such as e-commerce, provide opportunities and 
advantages to small businesses by strengthening owner-customer relationships, enhancing the company image, 
and improving information exchange; moreover, such technology enabled the owners to compete with larger 
companies and expand into the global market [43, 21] 
 
Conclusion And Policy Recommendation: 
 Exploring micro and small business development in Lenggong Valley has revealed the need for all 
stakeholders to take aggressive initiatives. Increasing the rural community’s standard of living toward a New 
Economic Model has been a policy of the Malaysian government. Lenggong Valley has been included in the 
IMT-GT areas, where emphasis has been placed for micro and small businesses development. However, the 
first part of the study reveals the following conclusions and the current scenario in Lenggong Valley after its 
WHS declaration.  
1. The sole proprietorship type micro business with focus on the food sector dominates the area. 
2. The majority of business operators consist of locals who are Malay, middle-aged females. 
3. They started businesses with small amounts of capital and encountered problems with business expansion. 
4. Marketing depends on the local market where conventional marketing techniques are used. 
5. Technology adoption is very low because the sector has little need for technology. 
 In the effort to develop Lenggong Valley into a competitive tourism destination, the researcher 
acknowledges the importance of developing the tourism-related micro and small businesses in terms of 
technology adoption.  
 [2] justifies the importance of local retail businesses, such as restaurants, hotels, local crafts and souvenir 
shops, for tourism development. Fom the study, these sectors are well developed in Lenggong, except for the 
crafts and souvenirs enterprises. In terms of business ownership, the number of new businesses established after 
the WHS declaration is very small. Its reputation as a heritage site has yet to have an impact on the area. Micro 
businesses are operated independently with less than five employees. Apart from providing opportunities for the 
rural community to generate its own income, these businesses can also provide employment to local people. 
This development will benefit local people, the region, and the country. 
 Finally, Lenggong is still a new and developing rural tourism site. The majority of the businesses have been 
established even before the UNESCO WHS title was awarded to Lenggong. The existence of these micro and 
small businesses can enhance the competitiveness of Lenggong as a world tourism destination and its 
sustainability as an income-generating tourist area. The current study proposes that the local government should 
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investigate the threats and weaknesses of the micro and small businesses to be developed in Lenggong to 
increase its chances of success as a world tourism destination while micro and small businesses and protecting 
the ecological health of the site.  

ACKNOWLEDGEMENT 
 
 The authors would like to extend their appreciation to the Universiti Sains Malaysia (USM) for the research 
grant entitled (Heritage Awareness and Interpretation) [Grant No 1001/PTS/8660012], thereby making this 
study possible. 

REFERENCES 
 
1. Aas, C., A. Ladkin, J. Fletcher, 2005. Stakeholder collaboration and heritage management. Annals of 

tourism research, 32(1): 28-48. 
2. Archaeological Institute of America, 2007. A Guide to Best Practices for Archaeological Tourism. 

Retrieved January 12, 2012 from http://www.archaeological.org/pdfs/AIATourismGuidelines.pdf 
3. Ahmad, G., 2005. Small firm owner-managers networks in tourism and hospitality. International Journal 

of Business and Society, 6(2): 37-55. 
4. Alasadi, R., A. Abdelrahim, 2007. Critical analysis and modelling of small business performance (Case 

Study: Syria). Journal of Asia Entrepreneurship and Sustainability, 3(2). 
5. Andersson, T., J. Carlsen, D. Getz, 2002. Family business goals in the tourism and hospitality sector: Case 

studies and cross‐case analysis from Australia, Canada, and Sweden. Family Business Review, 15(2), 89-
106. 

6. Ateljevic, J., S. Milne, S. Doorne and I. Ateljevic, 1999. Tourism micro firm in rural New Zealand key 
issue for the coming millennium. Wellington, New Zealand Victoria University Tourism Research Group. 

7. Avcikurt, C., 2003. Auditing managerial training needs of Turkish small and medium-sized hotel 
enterprises. Managerial Auditing Journal, 18(5): 399-404. 

8. Boella, M., 1996. Human Resource Management in the Hospitality Industry. Stanley Thornes, London. 
9. Baldwin, J.R., 1994. Statistics Canada. Business and Labour Market Analysis Group. Strategies for 

success: A profile of growing small and medium-sized enterprises (GSMEs) in Canada. Statistics Canada, 
Business and Labour Market Analysis Division. 

10. Baldwin, J.R., 1995. Innovation: The key to success in small firms in Canada. Micro-Economic Studies and 
Analysis Division, Statistics Canada and Canadian Institute for Advanced Research, Economic Project 
Growth. 

11. Bastakis, C., D. Buhalis, R. Butler, 2004. The perception of small and medium sized tourism 
accommodation providers on the impacts of the tour operator’s power in Eastern Mediterranean. Tourism 
management, 25(2): 151-170. 

12. Berry, A., E. Rodriguez, H. Sandee, 2001. Small and medium enterprise dynamics in Indonesia. Bulletin of 
Indonesian Economic Studies, 37(3): 363-384. 

13. Bicket, A., A. Firth, L. Tizzard, J. Benjamin, 2014. Heritage Management and Submerged Prehistory in the 
United Kingdom. In Prehistoric Archaeology on the Continental Shelf (pp: 213-232). Springer New 
York.Karlström, 2005. 

14. Castillo, A., S. Menéndez, 2014. Managing Urban Archaeological Heritage: Latin American Case 
Studies. International Journal of Cultural Property, 21(01):  55-77. 

15. Chirikure, S., G. Pwiti, 2008. Community involvement in archaeology and cultural heritage 
management. Current Anthropology, 49(3): 467-485. 

16. Coleman, S., 2000. Access to capital and terms of credit: a comparison of men-and women-owned small 
businesses. Journal of Small Business Management, 38(3): 48-48.Upneja.  

17. Department of National Heritage, Ministry of Tourism and Culture Malaysia, 2014. Lenggong Valley 
Perak- UNESCO world heritage site. Retrieved from 
http://www.heritage.gov.my/index.php/en/archaelogy/malaysian-archaeological-research/lenggong-
heritage-valley-perak/introduction 

18. Department of Statistics Malaysia, 2011. Economic cencus, profile of small and medium enterprise. 
Retrieved from http://www.statistics.gov.my/portal/download_Others/files/PKS/BE2011-
Profil_Perusahaan_Kecil_Sederhana.pdf 

19. Di Salvo, S., 2014. Innovation in lighting for enhancing the appreciation and preservation of archaeological 
heritage. Journal of Cultural Heritage, 15(2): 209-212. 

20. Dimitrovski, D. D., A.T. Todorović, A.D. Valjarević, 2012. Rural tourism and regional development: case 
study of development of rural tourism in the region of Gruţa, Serbia. Procedia Environmental Sciences, 14: 
288-297. 

21. Fariselli, P., C. Oughton, C. Picory, R. Sugden, 1999. Electronic commerce and the future for SMEs in a 
global market-place: networking and public policies. Small Business Economics, 12(3): 261-275. 



151  Mastura Jaafar et al, 2016/ Research Journal Of Fisheries And Hydrobiology 11(3), March, Pages: 144-152 

 

22. Getz, D. and J. Carlsen, 2000. Characteristics and goals of family and owner-operated business in the rural 
tourism and hospitality sectors. Tourism Management, 21: 547-560. 

23. Glancey, K. and M. Pettigrew, 1997. Entrepreneurship in the small hotel sector. International Journal of 
Cotemporary Hospitality Management, 9(1). 

24. Hall, D.R., Kirkpatrick, I. (Eds.), 2005. Rural tourism and sustainable business (Vol. 26). Channel View 
Publications. 

25. Hampton, M.P., 2005. Heritage, local communities and economic development. Annals of tourism 
Research, 32(3): 735-759. 

26. Haber, S., A. Reichel, 2005. Identifying performance measures of small ventures - The case of the tourism 
industry. Journal of Small Business Management, 43(3): 257–286.  

27. Hanes, S., 2012. Canadian Tourism SMEs: Understanding the Motivations, Valuations of Success and 
Experiences of Business Owners in Southern Ontario. Unpublished master’s thesis, University of Waterloo, 
Waterloo, Ontario, Canada.  

28. Irvine, W., A.R. Anderson, 2004. Small tourist firms in rural areas: agility, vulnerability and survival in the 
face of crisis. International Journal of Entrepreneurial Behavior & Research, 10(4): 229-246. 

29. Jaafar, M., K.A.T. Lonik, A.O.S. Nordin, S. Abdullah, 2014. Entrepreneurship Development of Rural 
Tourism: Exploring a Cooperative Business Model. World Applied Sciences Journal, 31(4): 573-582. 

30. Jans, M.M.E., H. Kars, C.M. Nielsen–Marsh, C.I. Smith, A.G. Nord, P. Arthur, N. Earl, 2002. In situ 
preservation of archaeological bone: a histological study within a multidisciplinary 
approach. Archaeometry, 44(3), 343-352. 

31. Johnston, H., 2014. The Willandra Lakes Region World Heritage Area, New South Wales, Australia: Land 
Use Planning and Management of Aboriginal and Archaeological Heritage. In Archaeological Dimension 
of World Heritage (pp: 39-55). Springer New York. 

32. Kankpeyeng, B., T. Insoll, R. MacLean, 2009. The tension between communities, development, and 
archaeological heritage preservation. Heritage & Society, 2(2): 177-198. 

33. Karlström, A., 2005. Spiritual materiality Heritage preservation in a Buddhist world?. Journal of Social 
Archaeology, 5(3): 338-355. 

34. Krasnikov, A., S. Jayachandran, 2008. The relative impact of marketing, research-and-development, and 
operations capabilities on firm performance. Journal of Marketing, 72(4): 1-11. 

35. List of Business Licensing Code for January-February, 2012. Lenggong District Councils Perak, Malaysia. 
36. Manan, D.I.A.N.M., 2010. Do resources contribute to firms’ performances? Exploring batik industry in 

Malaysia. International Review of Business Research Papers, 6(3): 189-204. 
37. Morrison, A., R. Teixeira, 2004. Small business performance: a tourism sector focus.  Journal of Small 

Business and Enterprise Development, 11(2): 166-173. 
38. Mshenga, P.M., G. Owuor, 2009. Opportunities For Micro And Small Scale Businesses In The Tourism 

Sector: The Case Of The Kenya Coast. KCA Journal Of Business Management, 2(2): 52- 56. 
39. Nunkoo, R., D. Gursoy, 2012. Residents’ support for tourism: An identity perspective. Annals of Tourism 

Research, 39(1): 243-268. 
40. Othman, P., A. Rosli, 2011. The impact of tourism on small business performance: Empirical evidence 

from Malaysian islands. International Journal of Business and Social Science, 2(1): 11-21. 
41. O'Halloran, R.M., 2014. Tourism and archaeological heritage management at Petra: driver to development 

or destruction. Journal of Heritage Tourism, 9(1): 87-88. 
42. Papadaki, E., B. Chami, 2002. Growth Determinants of Micro-Businesses in Canada. Retrived September 

20, from  http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.135.4005&rep=rep1&type=pdf 
43. Price Waterhouse Cooper, 1999. Managing Overseas Assignments to Build Organisational 

Knowledge,Human Resource Planning, 22-4.  
44. Sharma, A., A. Upneja, 2005. Factors influencing financial performance of small hotels in Tanzania. 

International Journal of Contemporary Hospitality Management, 17(6): 504-515. 
45. SME Corp. Malaysia, 2014. Guideline for new SME Definition, retrieved 15 January 2015, from 

http://www.smecorp.gov.my/vn2/sites/default/files/Guideline_for_New_SME_Definition_7Jan2014.pdf 
46. SME International Malaysia. (2013). Developing Malaysian SMEs. From http://smeinternational.org/sme-

information/developing-malaysian-smes 
47. Silberberg, T., 1995. Cultural tourism and business opportunities for museums and heritage sites. Tourism 

management, 16(5): 361-365. 
48. Srivastava, R.K., L. Fahey, H.K. Christensen, 2001. The resource-based view and marketing: The role of 

market-based assets in gaining competitive advantage. Journal of management, 27(6): 777-802. 
49. The Perak State Draft Structure Plan (PSDSP) 2020, 2011. Town and Country Planning Department, 

 Malaysia. 



152  Mastura Jaafar et al, 2016/ Research Journal Of Fisheries And Hydrobiology 11(3), March, Pages: 144-152 

 

50. UNESCAP, 2005. Major issues in tourism development in the Asian and Pacific region: Enhancing the role 
of tourism in socio-economic development and poverty reduction.  Retrieved 29 November 2012, from 
http://www.unescap.org 

51. Veldpaus, L., 2014. Perspectives on Archaeological Heritage Management.Journal of Cultural Heritage 
Management and Sustainable Development, 4(1): 113-116. 

52. Vorhies, D.W., M. Harker, 2000. The capabilities and performance advantages of market‐driven firms: an 
empirical investigation. Australian journal of management, 25(2): 145-171. 

53. Wanhill, S., 2000. Small And Medium Tourism Enterprises. Annals Of Tourism Research, 27: 148 -163. 
54. World Tourism Organization UNWTO, 2014. UNWTO Tourism Highlight 2014 edition. Retrieved from 

http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/unwto_highlights14_en.pdf 
55. World Travel & Tourism Council WTTC., 2014. Travel & Tourism Economic Impact: Malaysia. London. 
 


