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Introduction  

Tourism is a major economic activity spread across the globe 

over the past few centuries and can be recognized as a rapidly growing 

sector that is undergoing diversification due to the advancement of 

science and technology at present. The tourism industry connects with a 

network of many activities such as hotel systems, hospitality, 

transportation industry, etc. The tourism industry operates in almost 

every country in the world. One out of every four new jobs created 

worldwide was related to tourism and 10.3% of all jobs in the world 

were related to tourism before the COVID-19 pandemic (World Travel 

and Tourism Council, 2022). The tourism industry is a main economic 

activity and one of the main sources of income in Sri Lanka. There has 

been an adverse impact of the COVID-19 pandemic on the global 

economy since the end of 2019 and the most affected economic sector is 

the tourism industry. The economic crisis in Sri Lanka which has 

emerged since the end of 2021, has intensified the downturn in the 

tourism industry further. Due to the decrease in tourist arrivals parallel 

to the pandemic situation and the economic crisis, direct and indirect 

jobs related to the tourism industry were affected. Accordingly, families 

engaged in the tourism industry had to face this impact as well. With the 

loss of jobs and loss of sources of income, it has become difficult to 

maintain their livelihood. Accordingly, the family members' economy, 

nutrition, physical and mental health, children's education, etc. were 

highly affected. The industry has been encountering these risks since 

2019. Therefore, it is important to explore the impact of the current 

economic crisis on families engaged in the tourism industry. 

 

Literature Review 

Sri Lanka is an island that can be recognized as a beautiful 

country that has always been a tourist attraction due to its physical and 
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cultural facts (Fernando et al., 2016).  According to Ranasinghe and 

Sugandhika (2018), the Sri Lankan tourism industry directly contributes 

many economic benefits to the national economy such as foreign 

exchange earnings, increase in government revenue, increase in 

employment, regional development, etc. However, due to the 

problematic situations that occurred in Sri Lanka from time to time, 

such as political instability, and a thirty-year civil war, the tourism 

industry suffered some setbacks, but with the end of the civil war in 

2009, the tourism industry was seen to rise again. Similarly, even though 

Sri Lanka's tourism industry was operating productively until 2019, 

with the Easter attack in 2019 and the COVID-19 epidemic in 2020, 

there was a noticeable decline in the tourism industry in Sri Lanka 

(Arachchi and Gnanapala, 2020). Sri Lankans confronted many 

problems such as fuel shortages, rising commodity prices, power cuts, 

and food insecurity due to the national economic crisis in 2021. As a 

result of these problems, the arrival of tourists and the income 

generated through the tourism industry drastically declined (Baskar et 

al, 2022). So, the impact of the Easter attack and the COVID-19 pandemic 

on the tourism industry in Sri Lanka has been widely discussed through 

several studies (George et al., 2022; Arachchi and Gnanapala, 2020; 

Karunarathne et al.,2021) but with the current economic crisis, special 

attention has not been paid to the possible impact on the families 

engaged in the tourism sector as the grass root level stakeholders in the 

industry. Therefore, it would be more important to study the impact of 

the current economic crisis in Sri Lanka on families engaged in the 

tourism industry through this study. 

 

Methodology  

            The main objective of this research is to explore the impact of the 

current economic crisis on families engaged in the tourism industry in 

the Dope Grama Niladhari (GN) division. The study focuses on three 

specific objectives. They are identifying the impact of the crisis on the 

employment of family members, studying the impact of the crisis on 

family income, and analyzing the impact on the social life of family 

members. 
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Dope GN Division is located in Bentota Divisional Secretariat 

Division (DSD), Galle District. Both primary and secondary types of data 

were used to conduct the study. In data collection, primary data was 

collected through a questionnaire survey and interviews. Secondary 

data and information were gathered through Bentota Divisional 

Secretariat reports and Bentota tourism resort reports were also used. 

Magazines and research papers published nationally and internationally 

provided background information. In this study, the families who 

engaged in the tourism industry in Dope, Bentota were treated as the 

study population. According to the records of the village officials, 400 

such families could be identified, and they were categorized into five 

strata according to the employment sectors in the tourism industry, 

namely, tourist guides, caterers, accommodation providers, transport 

facility providers, and hotel employees. Firstly, a total of 80 households 

(20%) were selected and then 16 households representing each stratum 

were selected using a stratified random sampling technique for the 

questionnaire survey. Employing a mixed method, descriptive statistical 

methods and parametric statistical methods were used for data analysis 

using MS Excel and SPSS.  

 

Results and Discussion 

People have lost their jobs, directly and indirectly, related to the 

tourism industry, and the people engaged as tourist guides and 

transport facility providers have been identified as the most affected. 

The income of those engaged in the tourism industry has decreased 

dramatically. The effects of the economic crisis have led to the 

deterioration of the social life of the families, including food security, 

nutrition, children's education, children's health, and the elderly 

community. Particularly, it could be identified that the increase of 

problems related to food and nutrition, health-related problems such as 

weakening of the immunity of children and adults, and development of 

malnutrition conditions. It has also led to an increase in the health 

problems of the community, due to the high cost of living and 

unavailability of medicines. As a result of the loss of family income, 

young children of school age, especially boys, have dropped their school 

education and turned to be employed. The possibility of various crimes 
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and illegal activities is also increasing. There is a tendency for the people 

in the area to leave the tourism industry and search for alternative 

income opportunities in other sectors and other regions. A tendency for 

emigration was also identified.  Parents do not wish their children to 

continue their livelihood depending on the tourism industry. It would be 

a future challenge for the tourism industry in the area.  The high rates of 

hotels and homestays and the unavailability of recreational activities for 

tourists (surfing, diving, etc.) were identified as the main reasons for 

this situation. The respondents complained that the relevant authorities 

take no responsibility to address these issues. Consequently, the tourism 

industry in the Dope GN Division in Bentota DSD is gradually decaying 

and the lives of these 400 families have become economically and 

socially vulnerable.  

 

Conclusion and Remarks 

        It could be identified that there was a strong relationship between 

the economic crisis and families engaged in the tourist industries in the 

study area in terms of employment, family income, and social life. 

Accordingly, it can be concluded that the families engaged in the tourist 

industry were negatively affected by the economic crisis through the 

loss of employment and sources of income, they are moving to other 

areas for alternative jobs, and emigration is also regarded as one of the 

best solutions. It can be concluded that the economic crisis has caused 

the socio-economic backwardness of the families engaged in the tourism 

industry. If the government authorities and/or private entrepreneurs 

implement suitable strategies to attract tourists and domestic visitors to 

this area, the current adverse socio-economic impacts could be reversed. 

Keywords: Economic crisis; emigration; pandemic; tourism industry 
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Y%S ,xldfõ idïm%odhsl my;rg k¾;k l,dj iy ixpdrl 
l¾udka;h'  

^my;rg k¾;k l,dj ixpdrl ksIamdÈ;hla f,i&  
 

t,a' wd¾' tia' o is,ajd1" tï' ta' tia' ta' fmf¾rd2 

1',,s; l,d wOHhk wxYh" le,Ksh úYajúoHd,h  
2'mqrd úoHd wOHhk wxYh" le,Ksh úYajúoHd,h  

ranganaths@kln.ac.lk 

 
ye`Èkaùu 

f,dalfha iS>%fhka ÈhqKqjk l¾udka;hla f,i ixpdrl l¾udka;h 
y`ÿkajd Èh yel' ta u.ska f,dalfha fndfyda ixialD;Ska w;r iu.dó 
in|;d" m¾Yo fukau ckjd¾.sl in|;d o mq¿,a mrdihla ;=, jHdma; jk 
wdldrhla j¾;udkh jk úg y÷kd.ekSug yelsù we;¡ úfYaIfhkau 
iajNdúl mdßißl idOl" N+f.da,Sh msysàu" foaY.=Ksl idOl wdÈh 
ixpdrlhskAf.a fukau ixl%uKslhkaf.a o wdl¾Ykhg n÷ka jk uQ,sl 
idOl jk w;r tlS foaYhkag wkkH jQ ixialD;sldx. ixpdrlhskaf.a 
wdld¾Ykhg n÷ka jk wksjd¾h wx.hla jk w;r zixialD;sl ixprkhz 
hkq jvd;a wdl¾YkSh mq¿,a mrdihl úysoS we;s ixpdrl ksYamdos;hls'  

my;rg k¾;k iïm%odh hkq Y%S ,xldfõ ixialD;sl Wreuhls¡ 
ixpdrl ksIamdÈ;hla f,i my;rg k¾;k iïm%odh fhdod.ekSu u.ska tys 
we;s wd¾Ól iy ixialD;sluh M,odhS;dj jvd;a fyd|ska Y%S ,xldfõ foaYSh 
ksIamdÈ; jeä ÈhqKq lsÍu i|yd fhdod.ekSug yelshdj ,efnkq we;¡ 
ixialD;sl ixprKh i`oyd jeä keUqrejla we;s rgj,a wiam¾Ys; ixialD;sl 
wx.hla jYfhka k¾;kh fhdod .ekSu isÿ lrkq ,nhs' fï ksidu 
ixialD;sl wkkH;dj ksrEmKhg;a" úfkdaodiajdoh iemhSfï udOHhla 
jYfhkq;a ixprKhka ;=< fï k¾;k l,djka i`oyd wdl¾IKhla mj;S'  

ixialD;sl ixprKh i`oyd k¾;kh fhdod.ekSu YS% ,xldj ;=< o 
oel.; yels m%jK;djls' my;rg k¾;k iïm%odfha wka;¾.; k¾;kdx." 
fjiauqyqKq" rx.jia;%" lú .dhkd" fnrjdok" rx. Wml%u" kdgHuh cjksld 
fuls iïm%odfha úúO;ajhg iy úÑ;%;ajhg bjy,a ù we;' úfYaIfhkau 
my;rg uqyqÿ fjr<nv ;Srh iy ;odikak m%foaY foaYSh fukau úfoaYSh 
ixpdrlhkaf.a wdl¾Ykhg n÷ka jQ m%foaY jk fyhska" tlS m%foaYhg 
wdfõksl my;rg k¾;k iïm%odh ixpdrl m%j¾Ok ksIamdÈ;hla jYfhka 
jeä wdodhï ,eìh yels l¾udka;hla fukau tlS m%foaYj, Ôj;a jk 
mdrïmßl Ys,amSka fukau jD;a;Sh Ys,amSkag o jvd ys;lr jHdmdrhla 
jYfhka fuh mj;ajdf.k hd yels fyhsks¡  

fï i|yd kùk ;dlaIKh ksis l<ukdldrKhlska hq;=j 
fhdod.ekSu u.ska foaYSh jYfhka fukau cd;Hka;r jYfhka o ixpdrlhka 
wdl¾Ykh lr.ekSfï yelshdj we;¡ äðg,a ;dlaIK fuj,ï iy Wml%u 
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my;rg k¾;k iïm%odh fukau ixpdrl jHdmdrh o jeä ÈhqKq lsÍu i|yd 
iu.dój Ndú; lsÍug yelsùu fuysoS lemS fmfka¡ fï iïnkaOfhka 

Lakshmanan Rathakrishnan (2010) f.a woyi fnfyúka jeo.;a fõ¡   

“…if you trade dance wear, then links to the theatre listings, and 

museums of dance, might be valued. People will learn about these and 

come to your site for them- and may become customers”  
 
m¾fhaIK .eg¨j iy wruqK  

my;rg k¾;k iïm%odh ixpdrl l¾udka;h ;=< kj ksYamdÈ;hla 
f,i m%j¾Okh l< yels o@ hkak fidhd ne,Su fuys m¾fhaIK .eg¨j jk 
w;r my;rg k¾;k iïm%odh ixialD;sl ixprkfhys ,d jeo.;a 
ksIamdÈ;hla$ l¾udka;hla f,i fhdod .; yels Wmdh l%u ljf¾oehs hkak 
y|qkd.ekSu iy tu.ska wiam¾Ys; l,dlD;s ixrlaIKh lsÍu iy tajd Y%S 
,dxflah ixialD;sluh wkkH;dj ;yjqre lrk l,dx. f,i m%j¾Okh 
lsÍug we;s yelshdj fidhd ne,Su fuu wOHhkfha uqLH wruqK fõ¡ 
 
idys;H ióCIdj 

my;rg k¾;k l,dj mss<sn`o m%:ufhkau Ydia;%Sh jákdlulska 
hqla; .%ka:hla ks¾udKh lrk ,oafoa ld,sx. TfíjxY ^1996& iy tia¡ tÉ¡ 
iõßia is,ajd ^1965& úisks¡ TfíjxYhka úiska rÑ; zreyqKq kegqï isoaOdka; 
ióCIdZ fukau iõßia is,ajd úiska rÑ; zmy;rg kegqïZ .%ka:fhys o jeä 
wjOdkhla fhduq ù we;af;a my;rg k¾;k iïm%odhfhys wka;¾.; 
k¾;kdx." fnr ud;%d" lú .dhkd iy wfkl=;a wdfõksl wx. ms<sn| 
mdGlhd oekqj;a lsÍu i|yd h¡  

my;rg k¾;kfhys wdOqkslhka úiska fuu .%ka: .=re w;afmd;a 
jYfhka Ndú; lrkqfha tfyhsks¡ pkaøfiak úiska rÑ; “my;rg kegqï, 
wm%lg flda<ï iy jkakï’ .%ka:h o my;rg k¾;kh iïnkaOfhka ,sheù 
we;s m%uqL .%ka:hla f,i ie,lsh yelafla my;rg k¾;k iïm%odhg wh;a 
jkakï ms<sn| oS¾> úia;rhla Tyq úiska olajd we;s fyhsks¡  

tka¡ fm%au;s,l ^1992& úiska rÑ; “wfma foaYSh kegqï l,dj” 
.%ka:fhys Y%S ,xldfõ k¾;k iïm%odhka ms<sn| idys;Huh úpdrhla bÈßm;a 
lrk w;r my;rg k¾;k iïm%odh iïnkaOfhka o b;d jeo.;a wm%lg 
idys;Huh f;dr;=re /ila wkdjrKh lsÍug Tyq W;aidy fldg we;¡  

tï¡ Èidkdhl ^1994& úiska rÑ; “wdishdfõ kdgH yd k¾;k 
l,dj” .%ka:fhys§ iuia;hla f,i wdishdkq k¾;k l,dfõ m%Njh iy 
úldYkh ms<sn| úia;r fldg we;s w;r foaYSh k¾;k l,d w;r my;rg 
k¾;k iïm%odfhys iqúfYaI ,laIK ms<sn|j o Tyq úiska újrKhla bÈßm;a 
lsÍu úfYaI ,laIKhls¡   

by; i|yka lrk ,o fndfyda .%ka: iólaIKh lsÍfï § my;rg 
k¾;k iïm%odh yd ne|s Ydia;%Sh iy idïm%odhsl lreKq ms<sn| §¾> jYfhka 
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idlÉPd fldg we;s kuq;a th iq¿ fyda uOH mßudK l¾udka;hla jYfhka 
M,odhS f,i fhdod.; yelafla flfiaoehs hkak ms<sn| wjOdkhla fhduq ù 
ke;¡ úfYaIfhkau ixpdrl l¾udka;fha ksIamdÈ;hla f,i foaYSh fukau 
úfoaYSh ixpdrlhkaf.a wdl¾Ykh ,nd.; yels l,d udOHhla jk my;rg 
k¾;k iïm%odh ld,Sk ixpdrl wjYH;d i|yd id¾:l f,i fhdod.; 
yels udOHhls¡ tfia jqjo" my;rg k¾;k Ys,amSkaf.a fyda" ta ms<sn| 
wOHhkh lrkakka úiska fyda ixpdrl jHdmdrfhys kshef,kakka úiska 
tlS k¾;k iïm%odhfhys iqúfYaI ,laIK ms<sn| wjOdkhla fhduq fldg 
we;s nj fkdfmfka¡  

mS' tia' m;srK úiska ^2006& rÑ; “ixpdrl jHdmdrh” hk .%ka:h 
u.ska Y%S ,xldfõ ixpdrl jHdmdrh flfrys idïm%odhsl l,d ks¾udK u.ska 
,eìh yels msgqn,h ú.%y fldg we;s kuq;a my;rg k¾;k iïm%odhfhys 
we;s m%uqL ,laIK Tyqf.a wjOdkhg md;% ù fkdue;¡  

is,ajd iy .=ref.a ^2011& úiska rÑ; “ixpdrl ixj¾Ok m%fõYh” 
foaYSh l¾udka;hla f,i ixpdrl jHdmdrh .=Kd;aul jYfhka m%j¾Okh 
lsÍfï § foaYSh l,d ks¾udK fhdod.ekSu u.ska ,eìh yels odhl;ajh 
we.hSug ,la lrkq ,enQj o my;rg k¾;k iïm%odfhys wka;¾.; tlS 
.=Kd;aul ,laIK fyda fi!kao¾hd;aul .=Kh u.ska th jvd ;Sj% lr.; 
yels wdldrh ms<sn| i|yka fkdùu úfYaI wvqmdvqjla f,i ie,lsh yelsh¡  

Y%S ,xldfõ ixpdrl l¾udka;h hkq §¾> jYfhka idlÉPd ù we;s 
ud;Dldjls¡ úúO lafIa;% Tiafia fï ms<sn| idlÉPd ù we;s w;r uE; oYl 
lsysmhl§ th mq¿,a jYfhka wjOdkhg fhduq úh¡ iixl fmf¾rd úiska 
rÑ; “Warzone Tourism in Sri Lanka: Tales from Darker Places in 
Paradise” (2016) jeo.;a .%ka:hls¡ hqoaOh fldf;la ÿrg Y%S ,xldfõ ixpdrl 
l¾udka; flfrys n,mEï we;s lrk ,oafoa oehs hkak iy mYapdoa hqO 
wjldYh ta flfrys n,md we;s wdldrh ms<sn| tys§ jeä jYfhka 
wjOdkhg fhduqù we;s w;r tlS wjldYh ;=, Y%S ,xldfõ ixpdrl 
l¾udka;h m%j¾Okh l< yels wdldrh tys§ ú.%y fldg we;¡ tfia jqjo" 
fujeks úfYaI wjldYhla ;=, wju myiqlï hgf;a foaYSh m%dix.sl l,d 
odhl lr.; yels wd;drh flfrys tu .%ka:fhys wjOdkh fhduqù ke;¡ 
 
m¾fhaIK l%ufõoh 

fuu m¾fhaIKh m%Odk jYfhka woshr folla hgf;a isÿ lsÍug 
wfmaËd flf¾' m%:u woshr hgf;a idys;Huh úu¾Ykh isÿ lrkq ,nk 
w;r tu.ska Y%S ,xldfõ  m%dix.sl l,d ms<sn| wOHhkhla fukau my;rg 
k¾;k iïm%odhfhys iqúfYaI ,laIK ms<sn| úYaf,aIkd;aul ú.%yhla 
lsÍug wfmalaIs;h¡ tfukau wfkl=;a k¾;k iïm%odhka w;r my;rg 
k¾;k iïm%odhh fjkia jk wdldrh o fuu.ska wOHhkh lsÍug 
wfmalaIs; h¡  

tfukau Y%S ,xldfõ ixpdrl l¾udka;h iq¿ fyda uOH mßudK 
l¾udka;hla jYfhka m%j¾Okh ù we;s wdldrh iy ta i|yd bjy,a ù we;s 
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úúO lafI;% ms<sn| y÷kd.ekSug wfmalaId flf¾¡ ixpdrl l¾udka;h úúO 
lafI;% Tiafia me;sÍ we;s nj fkdryils¡ th mdßißl" ft;sydisl fyda 
ixialD;sluh jYfhka fyda fjk;a wdldrhlska j¾.SlrKh l< yelsh¡ 
flfia jqjo ixpdrl l¾udka;h Y%S ,xldfõ m%Odk wdfhdack m%j¾Olhla 
jk w;ru foaYSh o, cd;sl ksIamdÈ;h flfrys ie,lsh hq;= odhl;ajhla 
,nd Èh yels l¾udka;hla jYfhka o y|qkajd Èh yelsh¡  

iajNdúl iïm;a fukau ishjia .Kkdjla ;siafia Y%S ,xldj úiska 
Wreufldg we;s ixialD;sluh odhdo ixrlaIKh lsÍu iy tajd m%j¾Okh 
lsÍu u.ska ixpdrl l¾udka;h jeä ÈhqKq l< yels wdldrh o úuid ne,Su 
fuu wOHhkfhys § wfmalaId flf¾¡  

ta wkqj fuu wOHhkfha m¾fhaIk l%ufõoh jYfhka .=Kd;aul iy 
m%udKd;aul m¾fhaIk l%ufõo oa;ajhu Wmfhda.S lr.kq ,nk w;r tys§ 
uQ,dY% wOHhk fukau lafI;% wOHhk flfrys o wjOdkh fhduq flf¾¡ 
tu.ska idïm%odhsl my;rg k¾;k iïm%odfha wkkH ,CIK y`ÿkd.ekSu 
fukau foaYSh ixpdrl jHdmdrfha wdrïNl wjia:d iy tys úldYkfha úùO 
m%jK;d y|qkd.ekSug;a" tys jHjydßl iy m%dfhda.sl m%jK;d ms<sn`o 
wjfndaOhla ,nd.ekSug;a wfmalaId flf¾¡  

ta i|yd m%Yakdj,s" iïuqL idlÉPd" fl!;=ld.r .fõYK fukau 
wka;¾cd, fjí wvú foaYSh iy úfoaYSh mqi;ld, úu¾Yk u.ska 
m¾fhaIKhg wod< f;dr;=re .fõYKh lsÍu o fuu m¾fhaIKh isÿlsÍfïoS 
fhdod.ekSug wfmalaId flf¾'  
 
ks.uk  

 my;rg k¾;k l,dj hkq ,xldfõ ixpdrl l¾udka;h i`oyd fhdod.; 
yels iïm;la nj' 

 my;rg k¾;k iïm%odh iq¨ fyda uOH mßudK l¾udka;hla f,i 
id¾:l f,i mj;ajdf.k hd yels nj 

 k¾;k l,dj yodrk msßia yg kj /lshd W;amdok wjia:d we;slr,Sug 
iqÿiq ls%hd ud¾.hla nj'   

 my;rg k¾;k iïm%odh hkq Y%S ,xldfõ ixialD;sl Wreuhls¡ ixpdrl 
ksIamdÈ;hla f,i my;rg k¾;k iïm%odh fhdod.ekSu u.ska tys we;s 
wd¾Ól iy ixialD;sluh M,odhS;dj jvd;a fyd|ska Y%S ,xldfõ foaYSh 
ksIamdÈ; jeä ÈhqKq lsÍu i|yd fhdoe.ekSug yelshdj ,efnkq we;¡  

 úfYaIfhkau ixpdrl ksIamdÈ;hla f,i my;rg k¾;k iïm%odh 
fhdod.ekSfï § tys úÑ;%;ajh fukau úúO;ajh o foaYSh fukau úfoAYSh 
ixpdrlhd f.a wdl¾Ykh ,nd.ekSug iu;a wx. f,i ie,lsh yelsh¡ 
tu.ska rfÜ wd¾Ól ixj¾Okh i|yd odhl;ajhla ,nd.; yels jkjd 
fukau foaYSh m%dix.sl l,d ixrlaIKh lsÍug iy Ôjudk 
ixialD;sldx.hla f,i foaYSh iy úfoaYSh m¾fhaIlhka fj; y|qkajd 
§ug o yelshdj ,efnkq we;¡  
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Cooperation and  Development (OCED),2009,  published by 

OECD with a forward by Sergio Arzeni,  Director,  OECD Centre 

for Entrepreneurship, SMEs and Local Development.pp. 18-20  

ICOMOS, 1999 

Fernando, Sriyantha, Bandara, Jayathilake, Smith Cristine (2017) 

Tourism in Sri Lanka,  Routhledge Handbook of Tourism, 

United Kingim, Abington, Oxon, pp. 251-264 

Kandamby, J.J., sn., Education for All: National Action Plan, Colombo. 

Ministry of Human  Resource Development, Education and 

Cultural Affairs,  

Perera, Sasanka (2016), Warzone Tourism in Sri Lanka: Tales from 

Darker Places in  Paradise, India, Sage Publications  

Rathakrishní, L., 2010, Innovation of Competitiveness of small and 

Medium Enterprises,  Delhi, Kalpaz Publication, p. 209  

Premathilleke, S.N., Kanato Kashima, Meihui Li, (2020) Dancing 

Tourism: A Study Based  on Sri Lankan Traditional Dance, Vol. 

14  NAIS Journal , Japn, Nippon Applied  Informatics Society  

pp.5-7 
uydjxYh" 1957" ngqjka;=vdfõ iqux., ysñ ixia¡ fld<U" r;akdlr 

m%ldYlfhda 
TfíjxY" fla¡ 1996¡ reyqfKa kegqï isoaOdka; iólaIKh" fld<U 10" tia¡ 

f.dvf.a iy ifydaorfhda 
fldaÜfgf.dv" fÊ¡ 1995¡ my;rg Ydka;sl¾u idys;Hh" fld<U 11" o¿j;a; 

m%skag¾ia 
o¿j;a;" iS¡ j¾Ih i|yka fkdfõ¡ my;rg kegqï" fld<U 11" reyqKq 

m%ldYlfhda 
Èidkdhl" tï¡" 1994¡ wdishdfõ kdgH yd k¾;k l,dj" fld<U 10" tia¡ 

f.dvf.a iy ifydaorfhda 
m;srK" hQ¡mS¡tia¡" 2006¡ ixpdrl jHdmdrh" iriaj;S m%ldYk" Èjq,msásh 
m;srK" hQ¡mS¡tia¡" 2013¡ ixpdrl jHdmdrh" iriaj;S m%ldYk" Èjq,msásh 
fm%au;s,l¡tka¡ 1992¡ wfma foaYSh k¾;k l,dj¡ nKavdr.u" ksu,a fm%au;s,l 

iy mq;%fhda 
uqodfoKsh¡ã¡ 2012¡ Tn kqÿgq IIFA, m%skagâ mqoa.,sl iud.u  
is,ajd tia¡ tÉ¡tia¡" 1965¡ my;rg kegqï¡ fld<U¡ tï¡ã¡ .=Kfiak iy 
 iud.u 
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 is,ajd¡ ã¡ta¡iS¡ tia¡" .=ref.a ¡mS¡" 2011¡ ixpdrl ixj¾aOk m%fõYh" 
fld<U 10" tia¡ f.dvf.a iy  ifydaorfhda 

 
m%uqL mo - my;rg k¾;k iïm%odh, ixpdrl l¾udka;h, fjia uqyqKq, 
ixialD;sl ixprkh  
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Introduction 
Destination marketing is used by countries across the world to attract 

tourists and to enhance prosperity of local economies. The official Destination 

Marketing Organization (DMO) of the country plays an imperative role in this 

regard. Given the popularity of internet as a source of information, the official 

websites are one of the main ways in which destinations are being promoted 

by the DMOs. Although the websites are developed by the local DMO, the 

intended audience of such websites is a global audience who are interested in 

local attractions. Therefore, the website should be globalized to include 

country specific content in a way that is appealing to a global audience. 

Building on this premise, the following study aims to explore how South Asian 

DMOs have engaged in website globalization to promote local heritage and 

attractions to a global audience. 

 

Literature Review 
According to Singh and Boughton (2005), website globalization refers 

to the process of making the website accessible linguistically, culturally, and in 

all other ways to global users. The website globalization is at its lowest when a 

website offers standardized content. When features such as translations are 

added, a website is considered to be a global website (website 

internationalization). However, at its highest level, website globalization 

requires the use of multiple websites to include content that is highly localized 

to multiple locations and user groups. The area of website globalization has 

been studied in number of fronts. However, such studies were limited to few 

industries (Breuch, 2015) or companies (Singh and Boughton, 2005), and they 

have not focused on globalization efforts with regards to websites operated by 

DMOs. Despite the lack of studies on website globalization efforts, DMOs have 

been widely studied in other areas. For example, problems such as how the 

information is presented (Kozak, Bigné and Andreu, 2005), how the 

information is located (Xiang and Fesenmaier, 2006), how interactivity impact 

destination marketing (Mariani, 2020) and, how brand personality is 

mailto:sashya@dinb.cmb.ac.lk
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developed through the websites (Vinyals-Mirabent, Kavaratzis and Fernández-

Cavia, 2019) have been studied. Additionally, limited research has also studied 

individual elements of website globalization with regards to DMOs, mainly the 

use of multiple languages in DMO websites (Fernández-Cavia et al., 2014). 

However, website globalization towards destination promotion has not been 

studied comprehensively. As a result, this study addresses this gap, by 

exploring the overall website globalization efforts of DMOs. 
 

Methods and Methodology 
Given that many regions across the world especially Europe, North 

America and South East Asia are represented in studies regarding globalization 

of web content and destination marketing (Adnan, Wei and Ghazali, 2020; 

Singh and Boughton, 2005), this study uses South Asia as its context. Therefore, 

all member countries of the South Asian Association for Regional Cooperation 

(SAARC), namely Afghanistan, Bangladesh, Bhutan, India, Maldives, Nepal, 

Pakistan and Sri Lanka were selected for the study. The eight (08) official 

websites used by the DMOs for tourism promotion in each of the SAARC 

countries were studied.   
The study employed a qualitative content analysis in two stages. First, 

the presence of content in each website was studied, using the criteria 

specified in Website Information Content Survey (WICS) proposed by Hasley 

and Gregg (2010). Following the WICS model allowed the researcher to 

understand the differences and similarities between the navigation, 

descriptions and media usage in each website. Next, the context of the website 

content was studied to identify strategies used to appeal to a global audience. 

The code generation for this second stage was done by adapting various 

studies on website globalization including Singh and Boughton (2005), Adnan, 

Wei and Ghazali (2020) and, Breuch (2015). This allowed the researcher to 

understand how different information and media have been used to promote 

the destination to a global audience. 
 

Results and Discussion  
In terms of website content, the study identified all websites to have a 

similar set of navigation features and information as per the WICS model. All 

websites contained images of different attractions, descriptions of each 

attraction, information about the DMO and its commitment to promoting 

tourism, and contact information for website users. Few websites, mainly the 

website of Maldives contained interactive content such as the ability to view 

attractions with 360° views, ability to filter and select places to stay or plan an 
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itinerary online. Furthermore, multiple avenues for communication including 

real time chat, phone, email and addresses were presented as well. None of the 

websites contained advertisements or provided the ability to directly make any 

transactions. However, some websites provided links where the user was 

directed to other service providers or government agencies. In the second 

stage of the analysis, where the qualitative content analysis was used to 

determine globalization strategies employed by DMOs, the study identified 

four main strategies.  
First, images and videos where locals were engaging with foreigners 

were used by some DMOs. This would allow the website users to create a 

connection with the destination as opposed to simply looking at images with 

locals. However, in most cases, the images portrayed white skinned tourists 

and did not represent tourists from other parts of the world. Second, providing 

information regarding globally/regionally recognized accolades such as having 

UNESCO heritage sites and winning internationally acclaimed 

travel/hospitality awards were observed. This would add an element of 

globalization where international users could be attracted with familiar 

benchmarks. Third, attempts to make the website accessible to a global 

audience such as translations in to different languages were used. Although the 

primary language used in all sites was English, many websites allowed 

translation to major languages. Also, websites contained sections where 

country specific visa details could be obtained by the users. Such attempts to 

cater to users from specific countries could be identified as attempts to 

globalize the websites through localization efforts. Finally, the use of 

country/region comparisons to mark the destination as a unique location was 

used. For example, the website for India claimed that “India stands apart from 

the rest of Asia” while Bhutan claimed to “provide a sanctuary, in a world that 

is always on the go”. Such cross country/regional comparisons, provide a sense 

of internationalization while also establishing the uniqueness of the 

destination being promoted. 
 

Conclusions and Remarks 
When considering these strategies, the websites depicted a high level of 

website internationalization with limited efforts at higher levels of globalizing. 

Therefore, more strategies towards higher levels of website globalization could 

be recommended. Considering the diverse origins of international tourists, 

setting up distinct, localized web strategies for each country, enabling the 

highest level of website globalization would not be feasible. However, if the 

website content could be localized by setting up multiple websites to cater to 
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tourists from selected countries/regions based on tourist arrival forecasts, 

higher website globalization can be achieved. For example, if Sri Lankan DMO 

expects China to be a potential source market for the foreseeable future, 

attractions which have a shared history or culture with China could be 

promoted on a website dedicated to the Chinese local market. Even if a 

separate website is not viable given the cost of design and maintenance, the 

main website could include localized content for targeted audiences rather 

than presenting standardized content. 
In limited areas where this was done, Sri Lanka used Ramayana Trail as 

a string of attractions and provided a short narrative regarding the folklore, 

folk beliefs and festivals related to the trail. By combining descriptions of sites 

themselves with elements of intangible cultural heritage (ICH) around the 

sites, a better connection can be built with website users, thus promoting 

travel. This would allow the use of ICH assets, to be developed as tourism 

products (Qiu et al., 2019) especially among targeted groups of tourists. Using 

the website to promote ICH to specific audiences would be highly beneficial for 

the South Asian region due to the historical relationships it shares with 

countries from all across the world, through the silk route, colonization and 

religions. Apart from this, websites targeting a specific set of tourists could 

include images/videos that represent such nationalities among locals, thus 

allowing more relatable visual cues. Also, the addition of travel strategies 

which are popular in different countries could be used to promote local 

experiences. For example, India offered caravan travels in certain destinations 

which could be enticing to tourists where traveling by hiring caravans is 

popular. 
Although this study establish the level of website globalization to be 

limited, further studies are required to assess the level of website globalization 

desired by tourists. Such studies can assess web user (tourists) perceptions 

and identify areas where website globalization could be incorporated. 

Furthermore, this study used front stage level where website globalization was 

studied in terms of global or local features explicitly exhibited on the websites. 

Future studies can focus on back stage level to understand how websites are 

designed and used by DMOs and partners to incorporate website globalization. 

Overall, the study’s findings indicate the need to consider website globalization 

as a strategy to promote destinations.  
Keywords: destination promotion; website content; website globalization; 

website internationalization 
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