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Abstract: Throughout the course of any tour, the tourist invariably accrues a range of 
experiences. Such experiences constitute a perpetual flow of thoughts and feelings that 
occur during moments of consciousness. The outcome of an experience depends on how 
an individual, in a specific mood and state of mind, reacts to his or her interactions with the 
destination. Therefore, tourism service providers must know how a destination enhances 
the experiences of a tourist, thereby leaving a positive impression and encouraging 
consumption of all that a destination has to offer. This study used Schmitt’s (1999) 
experiential modules to elucidate attractions in Kampung Beng, Lenggong, a well-known 
homestay destination in the state of Perak, Malaysia. Based on a qualitative analysis of 
the experiences of tourists, we found them amenable to Schmitt’s (1999) classification of 
experience which includes sensory experiences (sensing), emotional experiences (feeling), 
thinking experiences (thought), operational experiences (action), and related experiences 
(belonging). Our findings indicate that Kampung Beng has the potential to become a 
prestigious tourist attraction, given enough investment, as its natural resources and value-
added elements can produce memorable tourist experiences, thereby motivating tourists 
to return. 
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Introduction

Experience is a key aspect of a tourist destination’s offering because tourists accumulate 
experiences throughout a journey. Carlson (1997) defined experience as a constant flow of 
thoughts and feelings that occur during moments of consciousness. However, in actuality, a 
destination cannot provide an experience to the tourist; it can only create the circumstances 
and environmental context in which a tourist can have an experience (Mossberg, 2003). 

Experiences are ultimately created within the person; the outcome dependent 
upon how the individual, in a specific mood and state of mind, reacts to his or her 
interaction with an event (Csikszentmihalyi, 1990; Pine & Gilmore, 1999; Wang, 
2002; Mossberg, 2003). Furthermore, according to McCabe and Foster (2006), travel 
activities become embedded within the totality of one’s lived experiences because 
tourists visit different places in order to interact with people from different cultures and 
to accrue valuable memories. Therefore, the tourist experience is socially constructed; 
the product of multiple interpretations based on the social, environmental, and 
physical components of the overall experience.

The success of a tourism service provider is dependent upon their knowledge of 
how a destination can provide the right mix of circumstances that can enhance the 
experiences of tourists. In this study, we sought to identify a number of activities and 
factors that might attract tourists to a specific destination. We focused our attention 
on the way tourists’ report their experiences, the way they describe their emotions and 
their patterns of consumption related to a particular destination. In light of the lack of 
research concerning tourist experiences among rural settlements in Malaysia, we chose 
Kampung Beng, Lenggong Valley, a well-known homestay destination in the state of 
Perak, as our case study. Lenggong Valley was listed as a UNESCO World Heritage Site 
in June 2012 and as such, Kampung Beng represents a developing tourism destination 
that can benefit from added value by learning from tourist experiences.

In this qualitative study, we conducted in-depth interviews with seven visitors who 
stayed at Kampung Beng during the month of November 2012. We used five experiential 
modules as proposed by Schmitt (1999) to analyse the data from these interviews. Based 
on the recommendations of the tourists whom we interviewed, a number of suggestions 
to improve the quality of the destination were put forth. The findings of this study are 
intended to assist key stakeholders in highlighting value-added attractions in Lenggong 
Valley and boosting its identity as a World Heritage Site.

In the proceeding section, we discuss the significance of measuring tourist 
experiences and describe Schmitt’s (1999) five experiential modules, after which 
the case study of Kampung Beng homestay programme is presented. The research 
methodology is explained in the third section, the analysis and discussion in the fourth 
section, and the conclusions in the last section.
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Significance of Tourist Experiences

Franklin (2003) claimed that tourist experience is a flexible and mobile social order 
which forms the centre of attention and dynamics between tourism consumption and 
production. The tourist experience is considered the result of temporal and spatial 
scripted performances and enactments, partly negotiated, contested, and resisted by 
the people involved, such as tourist groups, tourism staff, local people, and other 
tourists (Edensor, 2001). This philosophical shift, also known as “the end of tourism”, 
provides the rationale for knowledge production (Urry, 1995). This rationale is partly 
detached from the tourism industry and the destination visited.

Tourist experiences are composed of cognitive and emotional reactions. These 
reactions differ depending on the individual and their surrounding environment. 
Therefore, by learning more about individuals’ experience of their world, the tourism 
industry can gain valuable insights into how some destinations might be better 
designed and marketed (Andereck, Bricker, Kerstetter & Nickerson, 2006; Pine & 
Gilmore, 1999).

Experiences are ultimately mental constructions, making each experience entirely 
subjective for each individual (Jennings & Nickerson, 2006; Larsen, 2007). These 
constructions form the sum of sources including expectations, past experiences, and 
current situations. The tourist experience results from a voluntary act that takes place 
outside of the individual’s usual environment and involves a number of complex 
interactions between the location and the individual (Bowen & Clarke, 2009). 
The preference for certain destinations varies along a range of continua, including 
understanding – exploration (Kaplan & Kaplan, 1989), dependence – autonomy, 
activity – relaxation, order – disorder, and familiarity – novelty (Bowen & Clarke, 
2009). Understanding involves consistency and distinctiveness. It represents the 
ability to make sense of the environment and is a function of the level of order and 
familiarity. By contrast, exploration inherently involves a degree of unpredictability 
and complexity. Unlike understanding which is a function of familiarity, exploration is 
influenced by the novelty of a situation. One individual might perceive an experience 
as being positive whilst another might regard it as negative. Thus, while one person 
might experience a destination as relaxed and pleasurable, another might perceive it 
as boring, predictable, and unexciting. This discrepancy is explained by individuals 
forming their unique optimal levels of balance between understanding and exploration 
(Kaplan & Kaplan, 1989).

One way of discriminating experiences is to consider them as being dependent 
on basic, excitement, and performance factors (Matzler, Sauerwein & Heischmidt, 
2002). Basic factors (dissatisfiers) refer to those which are expected and assumed. 
Consequently, basic factors result in negative experiences when they do not occur. 
Excitement factors (satisfiers) are unexpected; they increase satisfaction when they are 



APJIHT Vol. 3 No. 1 March 2014

24   Nur Izwani Abdul Aziz, Fatimah Hassan & Mastura Jaafar

present. Performance factors arise as a result of any positive experience in the presence 
of excitement factors. However, when such factors are absent, the experience may be 
interpreted negatively. A strong positive or negative experience is ultimately a product 
of one’s actual experiences, prior expectations, and later recollections. Therefore, 
positive experiences contain information on what has been added to prior expectations 
whereas negative experiences allude to what is missing. In addition, depending on the 
level of affective intensity, experiences can be used to predict future decisions (Fredrickson 
& Joiner, 2006), which is particularly true if they carry self-relevant information such 
as specific emotions. Experiences, therefore, influence the decision about revisiting a 
destination. However, there is a lack of consensus as to how the antecedents of emotional 
reactions should be conceptualised (Watson & Spence, 2007).

Types of Tourist Experiences

Schmitt’s Concept of Experience 

Schmitt’s (1999) marketing model, based on more traditional marketing approaches, 
involves a decision-making process where each feature or characteristic of a particular 
product or service is considered to convey certain benefits. All of these benefits are 
assessed, either consciously or unconsciously, by the potential purchaser. Schmitt 
(1999) divided experience into five dimensions or strategic experiential modules: 
sensory experiences (sensing), emotional experiences (feeling), thinking experiences 
(thought), operational experiences (action), and related experiences (belonging). 
Schmitt’s (1999) theory has been used extensively in studies related to tourist experiences 
(Williams, 2006; Bigné, Andreu & Gnoth, 2005; Scott, Laws & Boksberger, 2009). 

Sensory Experience

According to Schmitt (1999, p. 61), sensory experience incorporates both “the 
aesthetics and sensory perceptions about the shopping environment, atmosphere, 
products and service”. Hulten, Broweus and Dijk (2009) suggested that while 
each of the five senses (i.e. smell, sound, sight, taste, and touch) contributes to the 
establishment of an experience, the interaction of these senses form the foundation for 
a “sensory experience”. By contrast, Vargo and Lusch (2004) argued that the sensory 
experience of a tourist acts as a trigger for “experience logic”, positing that the sensory 
experience and its subsequent judgment enable the individual to develop behavioural, 
emotional, cognitive, relational, and symbolic values toward the products and services 
offered. Therefore, experience logic is an amalgam of both emotional and rational 
elements assisting in the sensory experience of a brand. 
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Emotional Experience

Schmitt (1999, p.61) defined emotional experience as “moods and emotions generated 
during the shopping trip”. Yang and He (2011), however, asserted that emotional 
experience generates effective experiences; ranging from a slightly positive mood to 
strong joy and satisfaction which is attached to a brand. LeDoux (1996) also used 
response, central, cognitive, and arousal theories to describe emotional experience in 
terms of how a tourist creates emotions and how this contributes toward his or her 
experience. Consequently, Roos (1999) asserted that tourists who experience negative 
emotional responses tend to have strong brand (i.e. destination) switching behaviours. 

Thinking Experience

The objective of think marketing is to encourage customers to engage in elaborative 
and creative thinking that may result in re-evaluation of the company and products. 
Think marketing has the potential to tap into – and sometimes guide – major 
“paradigm shifts” in society, as people rethink old assumptions and expectations” 
(Schmitt, 1999, p. 138).

Schmitt (1999) summarised the think principle as a sense of surprise, a dose 
of trickery, and a provocation. Giving tourists a surprise is central to their creative 
thinking. Surprise creates delight and exceeds the expectations of visitors whereas 
trickery enhances their curiosity as to what the destination is about and how it will 
attract them. Trickery prompts tourists to think at times about the destination. 
Provocation involves attracting the attention of tourists and inspiring them to discuss 
the destination in the context of stakeholder intentions and goals.

Operational/Act Experience

Schmitt (1999) asserted that operational experience is designed to create tourist 
experiences related to the physical body, long-term patterns of behaviour and lifestyles, 
as well as experiences that occur as a result of interacting with other people. The 
three key concepts inherent in operational experience are physical body experiences, 
lifestyles, and interaction.

The concept of physical experience describes how human flesh, motor actions, and 
body signals can affect and stimulate physical desires arising out of the environment. 
The body enables people to feel and experience an event with more than just their 
visual, auditory, and olfactory senses. Motor actions explain how people’s thoughts 
are affected by nonverbal actions, which are stimulated externally via environmental 
stimuli or internally from within the person. Body signals are a function of evolution 
and include approach and avoidance motivations, preferences and dislikes, domination 
and submission, and the translation of these motives into actions (Schmitt, 1999).
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Lifestyles describe stereotypical patterns of living as expressed through activities. 
Effective marketing involves an awareness of these patterns and steering people toward 
a particular lifestyle experience. Effective marketing persuades people to act with 
minimal thinking by using role models and appealing to social and cultural norms. 
Interactions do not occur in a social vacuum. The behaviour of people depends not 
only on a complex interplay of their beliefs, attitudes, and intentions but also on the 
social norms and beliefs of a reference group (Schmitt, 1999).

Related/Social Experience

Schmitt (1999, p.63) described social experience as a person’s “relationship with others and 
society”. Schmitt (2003) further argued that every social experience with family, school, 
peer groups, and mass media can affect the socialisation process. These parties influence our 
thoughts, feelings, and our activities. For example, associating with a peer group facilitates 
an experience by creating social connections and creating a sense of self (Macionis and 
Plummer, 1997). Mass media, specifically television, radio, and newspapers, similarly 
influence behaviour through the socialisation process (Olsen, 1993). 

Subsequent theorists have expanded upon the work of Schmitt (1999). Brakus, 
Schmitt & Zhang (2009) used the five modules identified by Schmitt (1999) in an 
investigation of brand experiences. However, the researchers considered these modules 
as internal and behavioural outcomes rather than as strategic devices and constructed 
four experiential dimensions to measure sensory, affective, intellectual, and behavioural 
experiences. Dube and LeBel (2003) described four similar “pleasure dimensions,” being 
emotional, intellectual, physical, and social pleasures. These pleasure dimensions are similar 
to Schmitt’s (1999) experiential modules (i.e. feeling, thinking, acting, and relating). 
Gentile, Spiller & Noci (2007) described six experiential components: sensorial, emotional, 
cognitive, pragmatic, lifestyle, and rational. The additional pragmatic component is based 
on the design-oriented literature of user experience and human-object interactions.

Case Study: Kampung Beng

A homestay programme is an alternative form of accommodation. It allows tourists to 
stay with selected families with whom they can interact and experience the daily life of 
their hosts’ culture and country (Abu, 2009). In Malaysia, the homestay programme 
was first launched in Temerloh, Pahang in 1995 by the then Minister of Culture, 
Arts and Tourism. Its aim is to increase the participation of rural communities in 
the tourism sector, thereby contributing toward their economic development. As of 
April 2009, 138 rural communities nationwide were participating in the homestay 
programme (Abu, 2009). According to then Malaysian Minister of Tourism Datuk 
Seri Dr. Ng Yen Yen, the homestay programmes are intended to enable visitors to 
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experience life in a Malaysian village. Although many other countries also have 
homestay programmes, Malaysia’s homestay programme offers a complexly novel 
experience to visitors because they not only stay with the homeowners, but are also 
treated like family members, so that they can dine with their hosts or follow them to 
the orchards during fruit-picking seasons (Great homestay experience, 2011).

Kampung Beng was originally founded by a member of the Pattani Sultanate 
named Tok Beng when he escaped from the family palace and was travelling down 
the Perak River. The village is approximately 9,797 hectares and is composed of six 
smaller villages (kampungs): Durian Lubuk, Dusun, Beng Daam, Sekolah, Durau, and 
Batu Ring (Figure 1).

Figure 1. Location of Kampung Beng in Lenggong, Perak, Malaysia

Figure 2 shows Kampung Beng’s location at Mukim Durian Pipit, a traditional 
Malay village located near Chenderoh Lake. Nearby attractions include Piah 
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Forest Reserve, Piah Mountain, and the Titiwangsa Mountain near Bintang Hijau 
Forest Reserve. The total population of Kampung Beng is approximately 896, 
with 195 houses occupying 48 hectares. Kampung Beng is approximately 15 
kilometres away from Lenggong and 27 kilometres away from Perak’s Royal City, 
Kuala Kangsar.

Figure 2. Map of Kampung Beng

Figure 2 shows a map of Kampung Beng with its local attractions and value-
added assets. Kampung Beng is known for its homestay programme which is one 
of the eight homestay programmes registered with the Perak Council. The Kg Beng 
homestay programme was given recognition as the best homestay in Perak for the year 
2009. The homestay programme is a cooperative involving 42 houses. Tourists come 
to Kampung Beng from other parts of Malaysia and from foreign countries like the 
United States, France, Germany, Switzerland, and Japan. In 2012, Perak received the 
highest number of dometic tourists at 5.7 million. Accordingly, the state has targeted 
6 million tourists in the year 2014. Kg Beng is one of the tourrail packages offered 
in Experience Malaysian Homestay by Rail programme introduced for Visit Malaysia 
Year 2014. The package includes accommodation, transportation, food, and tourism 
activities. The homestay programmes are promoted through websites, brochures, and 
by word of mouth. The cost of staying in a homestay is roughly RM70 per night, 
of which RM50 is given to the host family and the remaining RM20 goes towards 
transportation and programme development.
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One of the unique features of the Kampung Beng homestay programme is its 
dependency on boats and sampans (traditional Chinese flat-bottomed boats) as the 
main mode of transportation. The homestay programme includes boat transfers to 
Kampung Beng, a welcome drink, full-board, and meals throughout the day, as well as 
a range of activities with the host family and villagers. These activities include a village 
tour by boat, visits to the Lata Tok Muda waterfalls, rubber tapping demonstrations, 
cultural performances, and souvenirs. An earlier field observation study revealed that 
Kampung Beng has a mixture of internal and external features that might make the 
homestay programme more attractive (Table 1).

Table 1. Unique features of Kampung Beng

Type of attraction Description

Internal Products

Waterfalls and jungle 
trekking

Lata Tok Muda, Lata Parit, Lata Terjun, and other small tributaries

Fishing Nearby Tasik Raban and Sungai Perak. Freshwater fish include 
Tengalan and Loma.

Boating 20 fiberglass boats and 205 traditional sampans.

Deer farm An award-winning deer farm located in the kampung itself and 
managed by Kampung Beng Corporation. 

Local cuisine Traditional local cuisines include ikan pekasam (fish preserved in salt 
brine), gulai tempoyak (curry made from fermented durian), rendang 
daging masak pedas (spicy beef curry), masak lemak (chicken cooked 
in a spicy coconut milk sauce), sambal serai (chicken with lemongrass 
sauce), kerabu umbut (salad made from young palm tree shoots), and 
many others.

Local chips and 
cookies

Foodstuff supplied to tourists include kerepek ubi (potato chips), 
kerepek pisang (banana chips), halua, tapai pulut (fermented 
glutinous rice) and a variety of traditional deserts. 

Handicrafts The local pokok mengkuang (pine tree) is used for the construction 
of pine mats. Leaves taken from rubber trees are also used to make 
beautiful dried flower arrangements.

Traditional fishing 
tools

Making traditional bubu (fish traps) and jala (fish nets) and using 
these traditional fishing tools for catching fish.

Historical and  
related sites

Tomb of Tok Beng’s ancestors, Pak Saad Antique Collection House, 
and the King of Pattani’s shipwreck site 

(con’t)
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Table 1 (con’t)

Memorable sites These are sites which have been used as the backdrop for films, 
and popular advertisements (Figure 2). Films shot in the local area 
include: “Sifu and Tonga”, “Anna and The King”, “Sesudah Subuh,” 
and “Penanggal.”
The popular “Petronas Raya” advertisement was filmed at Pengkalan 
Jeti Kampung Beng in 2007.

Legendary and 
mystical elements 

Bukit Taban, Batu Ring site, Old Castle site, sinking site of 
Tongkang Cina 

External Products

Kota Tampan 
Archaeological
Museum 

Located 4 km from Kampung Beng, the museum displays a 
diversity of archaeological finds from the local area.

Limestone caves in 
Lenggong Valley 

Located 10 – 16 km from Kampung Beng. Over 17 limestone caves 
yet to be explored including Gua Badak, Gua Kajang, Gua Puteri 
and Gua Gunung Runtuh.

Bukit Bunuh Located just 4 km from Kampung Beng, Bukit Bunuh was 
listed as a UNESCO World Heritage Site in 2012 due to its rich 
archaeological heritage.

Source: Field study (2012)

Kampung Beng is located in Lenggong Valley, Perak, a UNESCO World Heritage 
site known for its archaeological significance. Lenggong Valley is located in the 
Hulu Perak district about 50 km north of Kuala Kangsar, 90 km from Ipoh and 
52 km from Gerik. Lenggong Valley was declared a World Heritage site on 30th 
June 2012 by UNESCO, a special agency in United Nations (UN) that promotes 
the exchange of culture, ideas, and information. The listing is befitting because 
Lenggong Valley is a centre famous for the development of human civilisation since 
Palaeolithic times. According to the Archaeological Heritage of the Lenggong Valley 
(AHLV) Nomination Dossier (Department of National Heritage, 2011), there are 
four outstanding universal values which substantiate Lenggong Valley as a UNESCO 
Heritage site. The first reason being that Lenggong Valley has one of the Longest 
Culture Sequence in a Single Locality in the world. Evidence for continued hominid 
presence in Lenggong Valley can be found in a long chronological series of in-situ 
open-air stone tool workshop sites extending from Bukit Jawa (200,000–100,000 
years), to Kota Tampan (70,000 years), and to a later Bukit Bunuh BBH 2001 (40,000 
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years). The second reason is attributed to the numerous undisturbed in-situ stone tool 
workshop sites in Lenggong Valley. In other words, the evidence in the area is still 
authentic because it is found in a permanent place of origin, on-site and undisturbed 
by outside interference or modernisation. Thirdly, Perak Man—a unique Palaeolithic 
skeleton with Brachymesophalangia type A2 which is the most complete skeleton found 
in Southeast Asia and dates back to 10,000 years—was discovered at Gua Gunung 
Runtuh. Finally, indirect evidence such as preserved Palaeolithic stone tools such as 
hand axe, chopper and flake tools found in the melted suevite at Bukit Bunuh—
formed as a result of meteorite impact 1.83 million years ago—proves the very early 
hominid presence outside of Africa (Department of National Heritage, 2011).

Methodology

We conducted in-depth interviews with seven guests of the Kampung Beng homestay 
programme in November 2012. The investigators were notified by the village headman, 
Mr Alias Arshad, prior to the visitors’ arrival. It was anticipated that over 30 guests 
would be staying at the Kampung Beng homestay programme in the last five days of 
November 2012. The selection criteria for respondents were that they must have stayed 
overnight, had participated in a field tour led by a homestay tour guide, and had been 
given sufficient time to tour the surrounding area without a guide. Unfortunately, 
due to unforeseen technical difficulties, the anticipated 30 guests only visited Kampung 
Beng during daytime and spent their nights staying at other locations. Over 50 visitors 
were present in the kampung during the data collection period, however, only a few 
stayed overnight. Consequently, only seven visitors met the respondent criteria. Table 
2 summarises the respondents’ demographics. The respondents were interviewed in 
person in Malay and each interview was recorded. Interviews were informally conducted 
at the end of the respondents’ stay as they were either walking to the jetty or waiting 
for their boat transfer to take them back to their waiting vehicles. The interviews 
were semi-structured, based on a set of questions developed out of Schmitt’s (1999) 
five experiential modules. These questions sought to identify five different types of 
experiences including sensory experiences, emotional experiences, thinking experiences, 
operational experiences, and related experiences. Interviews ranged from half an hour 
to one hour and post-interview data or interview transcripts were then reviewed. The 
process of transcribing the recorded interviews involved indexing keywords, which were 
then charted, grouped, and interpreted accordingly.

Results and Discussion

We analysed the data obtained from the interview transcripts according to Schmitt’s 
(1999) five dimensions of tourist experiences, which were distributed across three 
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categories. Category A included three of the dimensions: sensory experiences 
(sensing), emotional experiences (feeling), and thinking experiences (thought). These 
dimensions are interrelated and the respondent answers tended to be inclusive of all 
three dimensions. This might also be due to the limitation of using Malay as the 
medium of interview which does not readily differentiate between certain types of 
experiences. Category B involved operational experiences (action) and category C 
involved related experiences (belonging).

Category A

Most respondents agreed that the village possessed a rich diversity of natural 
resources, making it an appropriate venue as a tourism location. According to 
R1, “[as] a tourist who wants to experience a village environment, [I am excited] 
to fulfil my dream here. The air is very refreshing and cool.” R2 added that “[the] 
natural environment here is breathtaking. During the boat ride, I can see pine trees 
around this area.” R3 said, “I am very excited to see the uniqueness and the beauty of 
Kampung Beng. From the jetty, I can see and enjoy the natural environment of [the 
village], which is surrounded by rivers and greenery. These make me excited to come 
and visit [the place].”

R4 expressed his appreciation of the scenery during the boat ride and in Kampung 
Beng itself. “Along the way here, I [saw] the rivers and the beautiful greenery. In the 
evening, I was brought to experience the natural beauty of Kampung Beng’s environment 
like the creeks and hills, and the variety of fruits [such as] rambutan, sapodilla, mangosteen, 
jackfruit, papaya, and many more. There are also herbs like beka, malialam, senia, putat, 
ulam raja, and many others.” R5, R6, and R7 similarly agreed, adding “...we can see 

Table 2. Profile of respondents

No. Place of origin Sex Age Marriage status

1 Selangor Female 23 Single

2 Kedah Female 22 Married

3 Selangor Female 24 Single

4 Kelantan Female 23 Single

5 Kedah Male 18 Single

6 Pulau Pinang Male 50 Married

7 Pulau Pinang Female 48 Married
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and enjoy the natural beauty that [surrounds] Kampung Beng, especially the river and lush 
green pine forests.”

Category B

The results for Category B suggested that guests were highly satisfied with their stay 
in Kampung Beng. The satisfaction was derived from the ability to use Kampung 
Beng’s main mode of transportation (i.e. boats), explore the heritage of the village, 
meet with the local people, and enjoy the local food. Concerning his first experience 
of riding in a boat, R1 said “using a boat as the main [mode of ] transportation to move 
from one place to another is very unique.” He also enjoyed taking photos and believed 
that other tourists would feel the same. He added: “...for a [photography] lover, certainly 
every moment … that is rarely found in the city will be immortalized on camera, such as 
how appealing the front of the house is when one can see the morning dew on the leaves, 
birds, and small animals in the crevices of leaves. We experienced morning fog before the 
sun shone.”

Traditional food on offer in Kampung Beng constitutes a major attraction for 
many tourists. R1 said that “the local food in Lenggong is very unique.” R3, R5, and R6 
also expressed their satisfaction with the way the homestay operators worked together 
in preparing the food. They added that “the host prepared local food for us. The most 
delicious one that I’ve tasted was sambal serai. They cooked lemongrass until it became like 
meat floss and it was unique and delicious indeed.” Other respondents also expressed 
their satisfaction through the following statements: 

“Among the special dishes that I will never forget is grilled fish with kerabu gravy. The food 
is absolutely delicious and uniquely Kampung Beng. I was told that it is a traditional food 
in Kampung Beng.” – R3

“I was treated to local food like salted fish and sambal serai.” – R4

“The grilled fish with air kerabu gravy here tasted very fresh because they use fresh fish. The 
pickled fishes can increase the appetite.” – R2

“The taste of kepala ikan masak lemak cencaluk is very traditional and unique.” 
– R5

“The unforgettable dishes are grilled fish with air kerabu gravy and not too salty picked 
fish.” – R5 and R6

The natural features and community infrastructure in and around Kampung Beng 
(e.g. rivers and narrow, paved roads) provided meaningful operational experiences to 
visitors. R3 said that “[these attractions] might be common for the locals, but for us the 
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rivers surrounded by greenery, the blue sky, and the mountain that surround Lenggong 
are very special. And the interesting part is [the kampung has] only narrow paved roads 
that can be used only by pedestrians and bikers in this place.” The villagers themselves 
represent what is perhaps one of Kampung Beng’s most significant assets. R3 
recorded his appreciation of the politeness of the residents, “I can feel that the local 
people in this small village are very friendly. While we were walking, they greeted us in 
a friendly manner.” According to R1, “[the] local people also shared that in Kampung 
Beng there are also few [rare items] such as a small Quran and a 200-year-old scarf. 
This kampung has been chosen as a location for [films] such as ‘Anna and the King’ and  
the Petronas advertisement.”

The results of categories A and B indicate that tourists, having been exposed to 
positive experiences during their visits, prompted thoughts or desires to return again. 
This was more likely to be the case if the visitor was well informed about the various 
activities available in and around the village, including cultural performances, lake 
tours, jungle trekking to the Lata Tok Muda waterfalls, BBQ, live music performances, 
making fishing nets and fishing, and deer farm tours.

Category C

The Schmitt (1999) model also focused on suggestions for improving destination 
competitiveness. The visitors raised a number of concerns borne out of their experience 
of having stayed in the kampong. These adverse visitor experiences or stated concerns 
provide invaluable data for future improvements to the homestay programmes. 

With regard to safety, visitors expressed concern that safety jackets were not 
provided for the boat ride in and out of the kampong and that the car park near the 
jetty lacked any security. “It is important to raise awareness about the use of safety jackets 
while riding a boat,” R1 said. “We need better facilities at the jetty. The jetty in Kampung 
Beng right now looks uncomfortable and obsolete. The homestay management also should 
increase the safety of the tourists while using the boats,” R3 added.

The safety of the community infrastructure in Kampung Beng was another 
concern raised by the visitors. Paths need be properly maintained in order to minimise 
risks to visitors. According to R1, “[the] pedestrian pavement needs to be more structured 
to [prevent] muddy and slippery conditions when it rains [and to prevent] accidents.” R2 
and R5 similarly remarked that “[the] pedestrian pavement needs maintenance. One of 
my friends fell while doing a tour around this village, and the pathway to the attraction 
sites is not safe.”

Cleanliness and hygiene were other issues raised by the visitors and that require 
the attention of the homestay management. According to R2, “[the] toilets here are 
not clean. The water also appears murky as I was told that water sources here are rain and 



APJIHT Vol. 3 No. 1 March 2014

Exploring Tourist Experiences in Kampung Beng Homestay Programme   35

such.” R4 investigated this matter himself and reported, “the main source of water here 
is water that flows down from the hills. They use it for cooking, washing, drinking, and 
bathing. The water becomes murky during the rainy season, [which] can cause [problems] 
for tourists who prioritize cleanliness. Sometimes power failure occurs during the rainy 
season, so all the activities come to halt.”

One of the more memorable positive experiences reported by the tourists was 
having received souvenirs from the homestay operator. However, the respondents also 
reported differential treatment by the host families. Visitors expressed disappointment 
over the lack of coordination in how souvenirs were distributed, which was subject to 
the host’s discretion. “[Some] hosts … gave food and fruits as souvenirs, and some gave 
none at all. Thus, it is suggested that the hosts [consider] this problem,” said R1. R2 added, 
“[what] made me feel aggrieved was that I received no souvenirs. I just wanted souvenirs 
as remembrance.”

The homestay management might also consider encouraging the local youth to 
be more actively involved in the programme. Most of the Kampung Beng homestay 
programme operators are in their 40s and 50s. According to R3, “[in] my opinion, most 
of the locals involved in the homestay activities are adults [aged] 40 and above. I hope the 
management can find a solution to increase local youth participation so they can continue 
to manage the homestay programme in the future.” 

Marketing is also a key aspect of destination competitiveness. R1 suggested that 
the management should prepare an exhibition corner so that tourists would be better 
informed about the activities offered during their stay, “Kampung Beng has a lot of natural 
resources that can be transformed into [products]. It would also be interesting if the operators 
conduct activities like mutual assistance for activities such as plant planting, village cleaning, 
creation of herbal and kitchen gardens, and so on, or activities that suit small and medium 
industries that can contribute [additional] income, [aside from] rubber tapping.” Other 
activities suggested were making sleeping mats, artificial rice cakes, and flowers from 
rubber leaves that tourists could take home as souvenirs. “Other than handicrafts, tourists 
also can try making banana chips, pisang salami, bingka keledek, lepat labu, and ketupat 
nasi. All raw materials are easily grown and found in the village,” added R5.

Kampung Beng’s website also needs to be better maintained and updated. Some 
of the hosts listed on the website had already passed away. Online booking was another 
much sought-after feature identified by the visitors which could have made their 
booking experience easier. Brochures, maps, and pamphlets listing the activities of the 
homestay package were also identified as being necessary. These promotional literature 
help potential tourists to be more aware about the experiences that are available for 
them.

Additionally, the lack of signage was a problem for tourists who used their own 
transport to get to Kampung Beng. It was recommended by the tourists themselves 
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that a sign be placed at the highway junction to indicate the turning for the jetty. 
Some narrow roads within the kampung are also in need of better signage as well. 
Two respondents expressed their concerns on this matter. “The navigational signage 
has to be [clearer] to help tourists arrive at the destination,” R1 said. R2 added that “[n]
avigational signage in Lenggong is not clear. People who are going to Lenggong for the first 
time might get lost.”

Conclusion

This study focused on the experience of tourists staying at the Kampung Beng 
homestay programme, located in Lenggong Valley, Perak. Kampung Beng has been 
promoted as a tourist destination since 2003. With the listing of Lenggong Valley as 
a UNESCO World Heritage Site in 2012, this homestay programme became a major 
provider of accommodation for tourists. The homestay programme forms part of the 
Malaysian government’s initiative to promote economic development among rural 
communities.

The analysis conducted in this study was based on Schmitt’s (1999) concept of 
experience which is classified into sensory experiences (sensing), emotional experiences 
(feeling), and thinking experiences (thought), operational experiences (action), 
and related experiences (belonging). Respondents agreed that their experiences at 
Kampung Beng were significant and supported the potential of Kampung Beng as a 
tourist destination. Kampung Beng offers a unique tourist destination from the time 
the guests arrive at the village by boat, inclusive of their experience of the natural 
environment beauty, dinning with the homestay operators, enjoying delicious and 
traditional freshwater fish dishes, staying overnight in a rural traditional settlement, 
and also participating in activities like fishing, boating and jungle tracking. All of these 
experiences leave a positive impression on the tourist, thereby encouraging further 
consumption of the destination.

Evaluation of visitors’ experiences can assist the management and operators of the 
Kampung Beng homestay programme in improving their range of services, business 
viability, and infrastructure, as indicated by the issues raised in Category C findings. 
However, in developing the competitiveness of any tourist destination, the readiness 
level of the local community has to be factored in. While the homestay programme 
at Kampung Beng has a number of potential value-added resources that could be 
utilised, it is hampered by the lack of will on the part of the local community to invest 
further in the development of the programme. Infrastructure limitations also severely 
constrain the capacity of the local community in providing high-quality homestay 
experience and competing with more established commercial operators. The lack 
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of clean water and navigational signage, as well as the dilapidated jetty, requires the 
intervention of the federal and state governments. These issues must be addressed to 
ensure the survival of Kampung Beng as a viable tourist attraction in the Lenggong 
Valley.

This study highlighted the experience of tourists staying in Kampung Beng from 
the local perspective. The findings showed that impression and appreciation towards 
rural traditional settlements especially Kampung Beng is higher and the experiences 
accrued were beyond expectation. We demonstrated the value of evaluating tourist 
experiences using Schmitt’s (1999) dimensions as it can elucidate both positive and 
negative aspects of a destination as well as identify value-added assets and areas for 
improvement. However, our study has only explored the tourist experience of one 
specific type of tourist, that is, the local tourist. Further research could be expanded 
into the perspectives of international visitors and look at other homestays or types 
of accommodation. This area of study is particularly important as the Lenggong 
UNESCO World heritage site becomes more popular and attracts higher volumes of 
tourists who would seek value-added accommodation.
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