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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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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
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developed through the websites (Vinyals-Mirabent, Kavaratzis and Fernandez-
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 (Fernandez-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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