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Message of the Minister 

I'm pleased to issue this message to the special newspaper supplement marking the 47th Annual 
General Mee�ng of the Ceylon Hotel School Graduates Associa�on, which is to be held in the cool 
climes of Nuwara Eliya this year. 

Since its establishment in 1971, the CHSGA has formed the backbone of Sri Lanka's hospitality industry 
through its influen�al membership which con�nues to drive the industry forward. These professionals 
have formed the vanguard of a highly successful and vibrant industry that has achieved world acclaim 
for Sri Lanka as one of the most hospitable des�na�ons in the world.

In addi�on I'm well aware of the huge contribu�on made by the CHSGA for the upli�ment of the 
hospitality industry through training and professional development programmes that are carried out 
throughout the year.
The associa�on is also ac�vely involved in raising the bar of Sri Lanka's hospitality industry by aligning it 
with global standards and procedures. Sri Lanka will soon be home to many of the benchmark 
hospitality brands in the world and these brands will be looking to the CHSGA for guidance and 
awareness of local opera�ons.
Therefore the associa�on has a big responsibility as the na�onal body of hoteliers to open up 
opportuni�es to the youth of this country and maximise benefits to the local communi�es by posi�vely 
engaging with the interna�onal players. 

I would like to thank the outgoing President and his commi�ee for the hard work put in during the past 
year for the upli�ment and be�erment of our hospitality industry.
I take this opportunity to congratulate the incoming President and his commi�ee and wish them every 
success in taking Sri Lanka's hospitality industry to great heights.

John Amaratunga
Minister of Tourism Development and Chris�an Religious Affairs
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MESSAGE FROM PRESIDENT - CEYLON HOTEL SCHOOL GRADUATES 
ASSOCIATION (CHSGA)

I am honored to release this message as the incumbent President of CHSGA for the 47th Annual General Mee�ng 
th thto be held at “Araliya Green City “ Nuwara Eliya from 28  to 30  September 2018. 

The Ceylon Hotel School Graduates Associa�on, an ins�tu�on duly incorporated in Sri Lanka under the 
parliament act No 21 of 1984 is a professional body which is recognized as the most aspiring venue in the country 
for personal and professional growth of the industry personnel. Its” Vision” is to be the most preferred 
hospitality professionals in Sri Lanka and globally with excellent leadership abili�es to manage their organiza�on 
to the highest professional standards.  

The Associa�on has a number of embedded campaigns which seek greater collabora�on between the hospitality 
and tourism industries in the country. These programs are powerful tools in the promo�on of high quality food 
and beverage as well as hotel's allied services. CHSGA believes a mul�-disciplinary approach is pivotal in ensuring 
the guest is at the heart of hospitality services. It provides training and support to members to deliver more 
inclusive guest-cantered and service-oriented services.

Some of the events organized for the benefit of the members / SLITHM Students and for the Industry as a whole 

included the Na�onal Bar Tenders Compe��on covering 08 regions across the country involving over 550 young 

Bar Tenders /professionals to develop the bartending sector. It also included Classical / Flaring Compe��ons. 

The Hotel Show too was an another milestone achieved by the CHSGA, organizing the mega event for the 13'th 

consecu�ve year, invi�ng all the reputed Hotels Suppliers to stage  on an  one pla�orm to showcase their 

products to all the stake holders of the Hospitality sector.  

CHSGA's program of events included the con�nua�on of the [So�s Skills Development “] an educa�onal program 

“Propel” for the benefits of the SLITHM final year Students.
In addi�on, other ac�vi�es included the CHSGA Strategic Direc�on 2021 ” Shi�ing Leagues” as per CPD Con�nual 
Development Program for  Graduates priority ac�on “ Medium Term “  to upgrade the hotel School Graduates  
Qualifica�ons to the level of  MBA, to be offered through a recognized  ins�tu�on in the country by 01'st quarter  
of next year 2019.

Arrangements are also being made to hold a “Na�onal Hotel Management Conference” NHMC invi�ng the most 

prominent Academics & Intellectuals in the World during the month of November at Shangri- La Hotel Colombo.
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CHSGA's program of events included the con�nua�on of the [So�s Skills Development “] an educa�onal 
program “Propel” for the benefits of the SLITHM final year Students.
In addi�on, other ac�vi�es included the CHSGA Strategic Direc�on 2021 ” Shi�ing Leagues” as per CPD Con�nual 
Development Program for  Graduates priority ac�on “ Medium Term “  to upgrade the hotel School Graduates  
Qualifica�ons to the level of  MBA, to be offered through a recognized  ins�tu�on in the country by 01'st quarter  
of next year 2019.

Arrangements are also being made to hold a “Na�onal Hotel Management Conference” NHMC invi�ng the most 

prominent Academics & Intellectuals in the World during the month of November at Shangri- La Hotel Colombo.

In recent years, CHSGA has been working very closely with a number of public sector organiza�ons and industry 
trade bodies that share similar aims and face many related challenges; working together we share best prac�ce 
across the public sector for the benefit of the en�re hospitality industry.

The industry con�nues to face significant challenges, as it has done throughout its history, but CHSGA and its 
members will work hard to promote and share best prac�ce to ensure it is best placed to respond to whatever 
obstacles it encounters along the way.                                              

I look to all of you for your support to overcome these challenges, and to work together as an organiza�on. 

Together with all the stakeholders of our island community, we can develop the hospitality environment to be a 

be�er place to do business and thrive in the present economic climate.

 I also take this opportunity to thank all our valued Members and their families for their par�cipa�on at the AGM 

this year in Nuwara Eliya and also wish to thank our valued Sponsors and well-wishers  and for their invaluable 

support and guidance extended to us during the  year in bringing us to posi�on  where we are today. We look 

forward to work with them more closely in the future.

I also appreciate the efforts taken by the Chairman of the Organizing Commi�ee and his commi�ee members to 
organize the 47th Annual General Mee�ng on such a grand scale.

Samantha Gunarathna                                                                                                                          President                                                                                                                                                     

CHSGA

Ac�vi�es that took place during the tenure of my office also included:

1.  CHSGA Family X'Mas party was held in December at Colombo Hilton 

2.  CHSGA Family Ayurudu Hamuwa with  Fun Motor Rally was  held at the “Pegasus Reef Hotel,      Wa�ala in 
April.

3. Hotel Show   [Barista/ Room Stylist & Tea Master's  Compe��ons]    which showcased and rewarded up and 
coming talented professionals in the industry.

4. “ Gravitas “ Hoteliers Ball  was held at Colombo Hilton, patronized by more than 350 Hoteliers.

5. Arrangements are being made  to offer  Membership Privilege Cards for the benefits of the General 
membership at the  AGM  in N'Eliya .
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Message from the Chairman, Sri Lanka Tourism Development Authority 

It is with pleasure I share a message for the Annual General Mee�ng 2018 of the Ceylon Hotel School 
Graduates Associa�on (CHSGA), which will take place in Nuwara Eliya this year. 

Sri Lanka Tourism has been experiencing rapid growth, with an annual increase in both interna�onal 
tourist arrivals and direct foreign exchange earnings to the country. To con�nue this growth trajectory, 
it is cri�cally important to have professionals working in the travel and tourism sector. Trained 
professionals will help elevate standards and keep the industry globally compe��ve.

Therefore, the CHSGA as the professional body for hospitality graduates and diploma holders has a 
significant role to play in suppor�ng the development of the tourism industry in Sri Lanka. With a 
membership of over 1,500 and by ini�a�ng various projects and programmes, the CHSGA strives to 
mo�vate youth and enhance skills in the sector.

I wish to thank the current President, Execu�ve Commi�ee and membership of the CHSGA for their 
good work and support of the industry during the past year. 

I wish the CHSGA all the very best for the coming year!

Kavan Ratnayaka
Chairman
Sri Lanka Tourism Development Authority
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MESSAGE FROM PATRON CEYLON HOTEL SCHOOL GRADUATES ASSOCIATION AND CHAIRMAN OF 
THE SRI LANKA TOURISM AND HOTEL MANAGEMENT (SLITHM) 

thIt is with pleasure that I am wri�ng a few words on the occasion of the 47  Annual General Mee�ng of 
the Ceylon Hotel School Graduates Associa�on. The AGM is being held in Nuwara Eliya for the second 
occasion a�er twelve years. The first being in 1998. 

The CHSGA is the Alumni represen�ng the past graduates of the then Ceylon Hotel School. The 

membership of the CHSGA comprises nearly 1500 members who are spread out across Sri Lanka and 

across the globe who have held and are holding senior management posi�ons in hospitality and 

tourism industries both in Sri Lanka and abroad. 

The Ceylon Hotel School – currently the Sri Lanka Ins�tute of Tourism and Hotel Management from its 

infancy in 1966 has been the backbone of the hospitality industry in Sri Lanka producing well recognized 

professionals and con�nue to do so. 

During the last three years since August 2015 under the  able direc�on of our amiable Minister of 

Tourism and Chris�an Religious Affairs, Hon John Amaratunga the Sri Lanka Ins�tute of Tourism and 

Hotel Management has vastly expanded, opening new campuses in Jaffna, Hambantota, Polonnaruwa 

and Pasikudah in addi�on to the established campuses in Colombo, Kurunegala, Anurdhapura, Kandy, 

Bandarawela, Ratnapura and Koggala with the current output of students being 7200 of which 

approximately 100 are management staff at Management Trainee entry level to the management cadre 

in the hotels. 

With best wishes for the success of the Annual General Mee�ng and wish all those a�ending the event 

during the next three days and enjoyable �me networking and rekindling old acquaintances. 

SUNIL DISSANAYAKE

07



MESSAGE FROM AGM COMMITTEE CHAIRMAN - CEYLON HOTEL SCHOOL GRADUATES ASSOCIATION 

(CHSGA)

Dear Members and Colleagues of CHSGA,

It is with a great sense of pride that we welcome all of you to the 47th Annual General Mee�ng of the “Ceylon 

Hotel School Graduates' Associa�on” (CHSGA) at Araliya Green City, a newly opened 5 Star Property in Nuwara 

Eliya.

CHSGA being the alumni of the “Sri lanka Ins�tute of Tourism & Hotel Management” develops, 
supports, and promotes career growth opportuni�es within the hospitality industry. With a brightening 
economic forecast, the demand for trained employees is higher than ever. At CHSGA , our focus is 
providing educa�on to youth, unemployed adults and incumbent employees to meet this growing 
demand and 2017/18 has been a significant year for us with the Associa�on taking many ini�a�ves to 
take it to the next level as the country's elite professional body for Hospitality.

Fortunately, our industry is now recognized by the public sector as a major economic force in our state, 

worthy of increased investment in both workforce development and more aggressive promo�on of our 

country to visitors. CHSGA and its members are playing a pivotal role in making our leaders aware of the 

cri�cal need to con�nue this investment to ensure the future growth of jobs and revenue to our 

country.
I take this opportunity to thank President and the Execu�ve commi�ee for entrus�ng me the privilege to perform 

as the Chairman of the AGM commi�ee this year. I would like to thank each and every member of the AGM 

commi�ee who gave their wholehearted support and assisted me in year's AGM prepara�ons to the sa�sfac�on 

of our elite membership.

In conclusion, I wish to extend my sincere gra�tude and apprecia�on to all the sponsors,The  Management of 

Araliya Green City & Araliya Green Hills/All our  business partners and well-wishers for their uns�nted support 

and con�nued rela�onship with CHSGA.

I wish everyone a successful and frui�ul AGM gathering.

Priyal Perera.

Vice President / CHSGA AGM Organizing Commi�ee Chairman,
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Welcome to Nuwara Eliya
Altitude:	1800	m	(5960	ft)	above	mean	sea	level

Distance	from	Colombo:	180	km

Nuwara Eliya is Sri Lanka's highest town and a 
favourite hill sta�on during Bri�sh colonial �mes. 
The town is s�ll touted as 'Li�le England', an 
illusion maintained by the presence of the 
Nuwara Eliya Golf Club, a racecourse, the Victoria 
Park and excellent trout fishing in nearby lakes 
and rivers.
Due to the high al�tude, Nuwara Eliya has a much 
cooler climate than the lowlands of Sri Lanka, with 
a mean annual temperature of 16 °C. But the 
temperature changes and some�mes it can be as 
low as 3°C. In the winter months it is quite cold at 
night.
Among the most iconic vistas of Nuwara Eliya are 
the gorgeous tea estates introduced to the island 
in the late 19th century by the Bri�sh. Tea remains 
of vital importance to the economy. Some of the 
finest in the world are produced in the hill country.
The town's a�rac�ons include the golf course, 
trout streams, Nuwara Eliya Victoria Park, and 
boa�ng or fishing on Lake Gregory. Victoria Park is 
an a�rac�ve and well-used oasis. It is popular 
with birdwatchers at quieter �mes because of the 
good opportuni�es it gives to see various species 
of rare birds.
Nuwara Eliya is a base for visits to Horton Plains 
Na�onal Park. This is a key wildlife area of open 
grassy woodland. Species found here include the 
Leopard, Sambar, and the endemic Purple-faced 
Langur. Endemic highland birds include the Dull-
blue Flycatcher, Sri Lanka White-eye, and Yellow-
eared Bulbul. The plains also has a well-visited 
tourist a�rac�on at World's End, a sheer precipice 
with a 1050 m drop. The return walk passes the 
scenic Baker Falls. Early morning visits are best, 
both to see the wildlife, and to view World's End 
before mists close in during the later part of the 
morning.
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Araliya Green City is the flagship hotel of Araliya Group 
of Hotels. It is the first five star hotel in Nuwaraeliya which is ISO 
22000 and HACCP cer�fied.
� Mr Dudley Sirisena, Chairman/Managing Director of 
Araliya Group is exemplary in the manner he has developed his 
business. A self-made man, who has journeyed the path of hard 
work to be what he is today, Mr Dudley Sirisena, shows the 
strength of character needed to be a successful businessman.  
Araliya Rice is a well-known name in the country and has taken 
Polonnaruwa District to a very high standard in rice produc�on. 
“Araliya Group of Companies” entry point to the business world 
was marked, when Araliya Rice was established in the year 1994. 
Subsequently due to the great demand and effec�ve planning 
and implementa�on of business strategies by the chairman, the 
company thrived, which resulted in its expansion in to other 
industries. 

Accommoda�on facili�es are designed to include both 
suites and individual guestroom type accommoda�on. With its' 
63 Two-Room Suites, 40 Studio Apartments (One-Room Suites), 
26 Superior Rooms, and 4 Quadruples.  Araliya Green City is the 
only such property in this holiday des�na�ons that provides 
accommoda�on especially for families who wish to spend their 
holiday in fully serviced luxury units.

Our unrivalled dining por�olio includes the exclusive 
'Dine by Design' op�ons for a private family func�on or roman�c 
celebra�on with consulta�ve menu crea�on with our Chefs. All 
pale�es are catered at our All Day Dinning restaurant - Fresh N 
Warm and at City Food Court. Food Court serves Arabic and 
Western cuisine, Vegetarian, Indian and Sri Lankan cuisine. For 
those who wish to grab a quick meal - Deli Café provide a fine 
selec�on of pa�sseries and refreshments. 

Fox and Hounds is the cozy and comfortable place for 
guests to sit and unwind with friends. 

City Food Court is the Nuwara Eliya primary dinning 
outlet for anyone and everyone, delivering excep�onally 
delicious cuisine, great beverage, innova�ve sweet treats and of 
course lot of fun. Guest can choose from a communal table or an 
in�mate dining booth. Experiences range from Arabic & 
Western, Indian& Sri Lankan, Asian, Vegetarian and a Pa�sserie.

For those in search of pure relaxa�on, The Balinese Ayu 
Spa by Araliya Green City is a haven of sensual indulgence 
featuring the best of treatments from around the world. 
Rounding out the offerings a modern Health Club with state-of-
the-art fitness facili�es, heated swimming pool – offering you a 
bird's eye view of the Nuwara Eliya Town, and the Gregory Lake!

The hotel also boasts one of area's most extensive 
Banque�ng facili�es with a Ballroom standing tall 5 floors above 
– on top of the tallest construc�on in the city of light with 
panoramic views of the Victoria Park, Golf Course and 
Piduruthalagala Mountain range standing tall and magnificent- 
catering for up to 350 people. The Events management team 
provides a bespoke service to Wedding, Mee�ng and Incen�ve 
planners at our “Grand City Ballroom” that is without peer.   
“Lavender room “is specially designed for more in�mate, privet 
mee�ngs for those who are seeking for more exclusivity.

th
Aqua Splash Pool Bar, located on the 5  floor of the 

hotel. This bar offers spectacular views of the city with 
impressive cocktail selec�on and light nibbles. Enjoy 
magnificent views of the city of lights just below you while 
relaxing with the breath taking views of the magnificent 
mountains that surrounds you. At the snap of finger, the perfect 
cocktail is presented to you by our skilled mycologist.  

“Araliya Green City”Nuwara Eliya, Sri Lanka
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Araliya 555 one, the newest addi�on to the luxurious hotel and first chill out club for 
all the guests in li�le England. Open for all kind of guests who are seeking to have fullest 
entertainment with live DJ by DJ Q Bo, Karaoke, Mesmerizing Lights, Free Wi-Fi facility, wide 
screens, roof thumping music, modern colourful dance floor, free and convenient parking.   

Araliya magnolia mansion, which is an exclusive venue by Araliya Green City, to 
celebrate special occasions fashionably in an in�mate ambience. We are specialized in 
hos�ng small, high profile groups including families, incen�ve groups and des�na�on 
weddings at our own exclusive Araliya Magnolia Mansion. This 5 room mansion has garden 
space that can host up to 100 guests an outdoor setup. Personalized group ac�vi�es can be 
tailored to your individual desires.

Araliya Food Court, Araliya Shopping Arcade, Araliya Saloon and Araliya Minimart 
are some other unique selling points of the hotel.

Celebra�ng its first year anniversary, Mr Sudusinghe General Manager of Araliya 
Green City said “Customer service, an integrate part of the hotel experience is the secret of 
success”.

“Our employees provide customers the first and last impression, providing more 
authen�city and emo�on, interac�ons smiles and laughter at the recep�on, corridors and 
restaurants. I am so proud of the team work of all in our hotel every day, with a commitment 
to best service to our guests, he added,

Araliya Green City is perfectly located in the centre of age old colonial town. 
Surrounded by majes�cally standing Mount Pedro, lush gardens of nearby Victoria Park, and 
perfectly manicured golf green of famous Nuwara Eliya Golf Course. All this with vibrant 
seasonal flowers gives you the impression of colourful gems sca�ered on green velvet, 
crea�ng the perfect ambiance. 

Special Note:
- Our Vision (Who we want to be)

v To be one of the most favoured hospitality brand in Sri Lanka offering 
variety choices in service, products and facili�es to all our guests

- Our Mission (Why we are in this business)
v To provide a genuine and a hear�est service to all our guests, colleagues 

and stakeholders at all the �mes 
- PHILOSOPHY/ BRAND PROMISE

v We will achieve our mission by providing a hear�est hospitality 
to our guests that derives from our 6 pillars of values

- Our 6 pillars. 
v Acknowledge – We make eye contact and smile at guests and team 

members when they are 10 feet away
v Address - We at all �mes ensure to ini�ate the “Greet and welcome” our 

guests, and whenever possible to address them by name 
v Assist – We will be a�uned and observant of guests' movements and offer 

assistance when required
v Authen�c - We will always try our best to offer true and original Sri Lankan 

hospitality to our guests 
v Assure – We will make certain to restore the confidence about our 

services when we face situa�on that our customer's expecta�ons are not 
met

v Appreciate – We are grateful to our guests for being part of our business
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Upgrade	your	Menus	and	Packages	with	Lumbini	Tea,	
the	and	give	your	clients	the	Experience	of	Finest	Ceylon	Tea	

the	World	Enjoyed	5000	years	ago	

Today,	 Ceylon	 Tea	 and	 Tourism	 have	

become	not	only	two	inseparable	words,	

but	also	highly	interdependent	industries.		

Being	in	the	top	5	highest	income-earning	

industries,	 Ceylon	 Tea	 and	 Tourism	 are	

inter-combined	 like	 never	 before	 in	 the	

history	 of	 Sri	 Lanka.	 The	 breathtaking	

scenery	of	colorfully	cladded	tea	pluckers	

in	tea	estates	and	the	taste	of	�inest	Ceylon	

tea	are	two	things	that	the	tourists	never	

miss	to	have	in	their	bucket	lists.	Thus,	a	

�inest	Ceylon	tea	experience	has	become	

an	 essential	 component	 that	 should	 be	

included	in	the	packages	and	menus	of	the	

hoteliers	 and	 other	 tourism-related	

service	providers.	

The	process	that	leads	to	a	�ine	cup	of	tea	

with	a	food	paired	to	stimulate	the	taste	

and	 aroma	 of	 the	 teacup	 is	 not	 only	 an	

industry,	 but	 most	 importantly	 an	 art.	

Lumbini	 Tea,	 the	 winner	 of	 the	 World	

Quality	 Commitment	Gold	Award	 (Paris,	

2010),	Gold	Award	for	Best	Innovative	Tea	

(Japan,	 2010)	 and	 numerous	 local	 and	

international	 awards,	 is	 specialized	 in	

mastering	the	art	of	Tea	manufacturing	to	

meet	the	highest	international	standards	

to	offer	for	the	�inest	tea	experience.	

Lumbini	 tea	 is	 grown	 under	 optimal	

weather	 conditions	 in	 the	 fertile	 soil	 in	

Lumbini	Tea	Valley	that	is	situated	in	close	

proximity	 to	 Sinharaja	 Forest	 Reserve.	

The	fresh	unpolluted	air	in	the	area	gives	

an	absolute	circulation	of	Oxygen	 to	Tea	

plants	that	is	vital	for	its	growth.	

	 Tea	 is	 well-known	 as	 a	 temperamental	

plant	 that	 even	 the	 smallest	 changes	 in	

whether	conditions	can	in�luence	the	taste	

and	aroma	of	the	Tea.	The	high	amount	of	

Oxygen	in	the	area,	and	the	Sothern	coastal	

salty	 sea	 breeze	 that	 winds	 across	 the	

Lumbini	 tea	 valley	 together	 with	 the	

nourished	soil	conditions	result	in	infusing	

a	unique	Forest	Honey	color	and	rain	forest	

�loral	honey	taste	to	Lumbini	Tea.	The	hand-

picked	 two	 leaves	and	 the	buds	of	 the	 tea	

plant	 are	 carefully	 processed	 under	 the	

traditional	 authentic	 tea	 manufacturing	

technology	by	skilled	professional	Lumbini	

Tea	 Masters.	 The	 whole	 cultivation,	

processing	 and	 tasting	 processes	 are	

carefully	supervised	by	the	two	directors	of	

the	 company,	 Mr.	 Chaminda	 Jayawardane	

and	 Mr.	 Uddika	 Mahadiwulwewa	 who	

individually	 holds	 more	 than	 25	 years	 of	

experience	 in	 cultivation,	 manufacturing	

and	tasting	�ine	teas.	

With	37	unique	varieties	of	tea,	Lumbini	Tea	

offers	 maximum	 health	 bene�its	 that	 the	

world	 experienced	 with	 pure	 tea	 5000	

years	 ago.	 All	 the	 types	 of	 tea	 made	 at	

Lumbini	Tea	Valley	are	from	the	two	leaves	

and	 bud	 of	 the	 Camellia	 Sinensis	 plant.	

These	 Tea	 has	 the	 highest	 amounts	 of	

polyphenols	that	is	proved	to	be	associated	

with	a	number	of	health	bene�its.	Also,	this	

contains	 antioxidants	 which	 work	 to	

prevent	the	body's	version	of	rust	and	help	

to	 keep	 us	 young	 and	 protected	 from	

pollution	around	us.	
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Our	hand-picked	tea	ranges,	such	as	Black	Tea,	White	Tea,	Green	Tea,	Silver	Tips	and	

Golden	Tips	with	an	exciting	�lavor	range	from	spices	to	�loral	and	fruits	to	nuts	are	

manufactured	to	quench	any	kind	of	tea	thirst	of	a	tea	lover.	All	these	types	of	Teas	are	

grown	in	single	large	tea	valley	and	the	well-experienced	Lumbini	Tea	Masters	ensure	

the	traceability	of	the	tea	that	you	consume	to	the	tea	tree	in	the	Lumbini	Tea	Valley.	

Buds	&	Beans,	a	subsidiary	of	Lumbini	Tea	operates	as	the	sole	distributor	of	�inest	

Lumbini	Tea.	In	order	to	provide	a	better	tea	experience,	Buds	&	Beans	delivers	training	

on	tea	preparing,	brewing	and	infusing,	tasting	and	pairing	for	hoteliers	and	interested	

parties	and	also	assist	them	to	develop	unique	menus,	such	as	Iced	teas,	tea	infused	

cocktails,	mocktails	etc.	Buds	&	Beans	are	also	in	possession	of	world	renowned	tea	

brewing,	infusing	tools	and	accessories	that	help	to	achieve	maximum	aromatic	and	

taste	notes	in	Tea.	

Lumbini	 Tea	 has	 been	 acknowledged	 both	 locally	 and	 internationally	 for	 its	 best	

quality,	innovative	products,	manufacturing	technology	and	for	export	quality.	In	total,	

Lumbini	has	won	hundreds	of	awards	out	of	which	39	were	for	products	and	product	

innovations.	We	have	the	widest	range	of	best	quality	Tea	that	can	be	paired	with	any	

type	of	food	in	your	hotel	or	restaurant.	We	are	ready	to	assist	you	to	upgrade	your	

menus	to	match	the	Tea	requirements	of	your	clientele	to	provide	them	with	a	unique	

Tea	 experience	 distinctive	 to	 your	 hotel	 or	 restaurant.	 Gain	 the	 �inest	 Ceylon	 Tea	

experience	from	the	experts	of	the	industry.	
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This article was rst published in 2013 and its message is as relevant today as it was then.

Branding Ambitions and Market Competitiveness
By Shafeek Wahab
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§ Interbrand	(World's	largest	Brand	consultancy	�irm)	has	this	de�inition:	“A	brand	is	a	mixture	of	
attributes,	tangible	and	intangible,	symbolised	in	a	trademark,	which,	 if	managed	properly,	creates	
value	and	in�luence.	'Value'	has	different	interpretations:	from	a	marketing	or	consumer	perspective	it	is	
'the	promise	and	delivery	of	an	experience';	 from	a	business	perspective	 it	 is	 'the	security	of	 future	
earnings';	 from	 a	 legal	 perspective	 it	 is	 'a	 separable	 piece	 of	 intellectual	 property'.	 Brands	 offer	
customers	 a	 means	 to	 choose	 and	 enable	 recognition	 within	 cluttered	 markets”.	 	 This	 is	 an	 'all	
encompassing'	de�inition	on	what	a	brand	is.

Another	de�inition	that	captures	the	essence	of	what	a	brand	truly	represents,	and	one	which	I	�ind	most	
appropriate,	is	 	Colin	Bate's	succinct	description	:	“	A	brand	is	a	collection	of	perceptions	in	the	mind	of	the	
consumer	“.This	de�inition	reminds	us	of	some	key	points.

§ It	makes	it	clear	that	a	brand	is	very	different	from	a	product	or	service.
§ A	brand	is	intangible	and	exists	in	the	mind	of	the	consumer.
§ It	helps	understand	the	idea	of	brand	loyalty	and	the	'loyalty'	ladder	–	different	people	have			

different	perceptions	of	a	product	or	service,	which	places	them	at	different	points	on	the	loyalty	
ladder.

§ This	de�inition	makes	 it	 clear	how	 to	build	a	brand.	A	brand	 is	not	built	 just	 through	effective	
communications	or	appealing	logos.	A	brand	is	built	through	the	total	experience	that	it	offers.

No	doubt	about	it	and	it	is	worth	repeating,	'A	brand	is	built	through	the	total	experience	that	it	offers'.	
Hotels	offer	both	products	and	services,	and	it	can	be	a	double-edged	sword.	Both	must	complement	each	
other	to	perfection.	Sadly,	it	does	not	happen	that	way.	The	majority	of	hotels	(and	Restaurants)	rely	on	the	
Product	alone	to	carry	the	brand	promise,	whilst	the	service	element	if	not	mediocre,	is	at	best,	average.	
Great	food	carefully	prepared	and	presented	by	the	chef	when	placed	on	the	table	by	an	indifferent	waiter	
certainly	does	not	make	the	total	experience	brand-worthy.
Why	Brand?											
To	defend	against	commoditization	–	a	situation	in	which	the	company's	products	and	services	become	
perceived	by	buyers	as	interchangeable	with	those	of	other	companies,	so	buying	decisions	become	driven	
by	price.	Competitors	will	duplicate	in	a	matter	of	weeks	or	months	if	you	have	a	great	idea	–	not	only	will	
they	follow	your	lead,	but	they	may	also	be	able	to	do	a	better	job	or	sell	the	product	or	service	at	a	lower	
price.	What	competitive	edge	do	I	have	to	offer	that	cannot	be	copied	by	anyone	else?”…your	brand.	Your	
brand	is	the	one	thing	that	you	can	own	that	nobody	can	take	away	from	you.	Everything	else	can	be	stolen,	
your	staff,	your	trade	secrets,	your	physical	plant	will	wear	out,	 	Technology	will	age	or	 	change,	but	the	
Brand	can	go	on	and	live…To	create	lasting	value.	Your	brand	is	a	corporate	asset.	 	Branding	leads	to	the	
creation	of	Design,	Strategy	and	most	importantly	–	Identity.	Brand	identity	leads	to	mind	share.
	
Mind	Share	vs.	Market	Share			
Mind	share	is	a	strong	competitive	advantage	where	the	customer	will	think	of	your	business	�irst	when	
they	 think	of	your	product	category.	Think	 tissues	–	 think	of	Kleenex…tape	 to	wrap	a	present	–	 think	
Scotch…	Hamburger	–	McDonald's?	Got	a	headache?	Reach	for	Panadeine!	 	Rock	solid	brand	identities	
trigger	instant	recall.	Market	share	on	the	other	hand	is	everything.	Do	not	confuse	'brand	building'	with	
real	results.	Mindshare	is	only	a	partly-open	door.		Market	share	is	total	entry.	Branding	is	an	important	tool	
to	gain	market	share.	Strong	brands	will	de�initely	capture	market	share	unlike	brands	who	do	not	build	a	
brand	value	proposition.	These	weak	brands	will	be	compelled	to	resort	to	commoditization	–	i.e.	slash	
room	rates	and	dump	rooms	to	offset	weakening	demand.
Promoting	purely	on	price	will	lead	to	brand	erosion.	Consider,	for	example,	the	story	that	comes	from	
Michael	LeBoeuf's	book,	'Fast	Forward':	There	was	an	Ohio	hairstylist	who	charged	$31	for	a	haircut.	A	
discount	hair	cutting	chain	opened	a	shop	across	the	street	from	the	hair	stylist;	it	has	a	large	sign	in	the	
front	window	that	read,	“We	give	$6	haircuts.”	Rather	than	counter	with	a	discounted	price,	the	stylist	
countered	with	 a	window	 sign	 that	 read,	 “We	 �ix	 $6	 haircuts.”	 And	 he	 did.	 If	 you	 just	 jump	 into	 the	
discounting	fray,	all	you	do	is	 join	the	competitive	clutter,	not	stand	apart	from	it.	The	best	way	to	get	
noticed	in	your	market	is	to	offer	something	different	and	better,	not	necessarily	cheaper.	That's	what	the	
Ohio	hairstylist	did,	and	he	didn't	lose	customers.
By	2016	and	In	the	face	of	likely	�ierce	competition	it	would	be	interesting	to	see	which	of	the	hotel	brands	
in	 Sri	 Lanka	will	 stand	 out	 and	 attract	 the	 next	 customers.	 For	 sure,	 only	 those	who	 have	 focused	 o	
continuous	brand	building	with	a	genuine	holistic	approach	will	tower	above	the	crowd.
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Millennials Vs Traditional Tourism Services

Millennials or the new generations of travellers are considered the future's most afuent customer segment. Their 
inuence on the tourism industry has been growing rapidly since last decade with the implementation of 
innovative technologies in every aspect of the industry. It is identied that traditional tourism service providers 
need to adapt to innovation in order to attract the Millennials and retain them with traditional tourism services.

Innovation that can attract new generation travellers
Millennials are often linked with latest technologies and following the latest trends, among them AirBnB would 
be more popular than booking their holiday with a travel agent. Relationship between Millennials and new 
technology is evident with the latest technological trends that are being developed and being embraced by the 
Millennials. 

Traditional tourism service provider's need to develop strategies that are innovative and accepted by the 
Millennials, which can attract the younger, afuent new generation of trevellers. 

Traditional Tourism Services Vs Millennials
Traditional tourism services are already experiencing challenges with the increase of younger travellers as they 
tend to refuse old-fashioned, non-innovative and unattractive products or services.  This will become a major 
issue as Millennials are identied to be the main segment of travellers in the coming years. When traditional 
tourism services don't attract younger travellers in the present, they will not be able attract them in the future, and 
this will result in creating problems for the existence of traditional tourism services in the future.

A traditional tourism service provider will be recognized as non-innovative by the Millennials even if the service 
providers are using the highest technology which does not differentiate the services from others. The use of 
technology by any traditional service provider does not necessarily mean that new age travellers will be attracted 
as they consider the technology to be a part of their day to day life. Standard of the service could be immaterial in 
the young traveller's eye if the service isn't personalized and unique. A service cannot be standardized and 
personalized at the same time and the younger travellers are looking for unique and personalized services. New 
generation travellers consider sharing as the most powerful way to communicate emotions over an experience of 
service hence the reviews on social media have never been as important as today.
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How to Adapt? 
In order adapt to meet the requirements of new 
generation travellers, traditional tourism service 
providers should develop innovative strategies 
which focus on unique and personalized service. 

Investing on training and development of 
employees can help the traditional tourism service 
providers to create more exible working 
environment that allow more time engaging with 
clients to provide personalized services. Instead of 
following SOPs the tourism service providers 
should focus on innovative technologies to 
develop personalized and unique services that 
attracts the new age travellers.

Millennials are likely to choose unique experience 
over standard service or products. Attracting 
Millennials through innovative services and 
unique experiences will create an opportunity for 
the traditional tourism service providers to 
differentiate the services cater to future demand. 
Whether the traditional tourism service providers 
adapt or not, the Millennials will redene the basic 
requirements of service. Therefore traditional 
tourism service providers need to invest on 
relevant technology and human resources to 
implement smart innovations which will create a 
long-term bond between the traditional tourism 
service providers and new generation travellers. 

Sisitha Weerasekara
MTEHM (CMB)

Co-Editor 
CHSGA                                                  
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CHSGA - Member News

Member Position 
Samantha Gunaratne General Manager 

Marino Beach Colombo 
Sanjeeva Perera Assistant Vice President - 

John Keells Group 
 
General Manager 
Cinnamon Dhonveli 
Maldives 

Patrick Pereira Head - Group Talent 
Development 
Hayleys PL 

Priyal Perera Head of Procurement 
Serendib Leisure 
Management Limited 

Thakshila Galappaththi General Manager 
Nawaloka Restaurants 

Ranil Perera General Manager 
Taj Gateway Hotel 
 

Dilan Bandara Resident Manager 
Anantara Peace Haven 
Tangalle 

Chandima Kanakaratne Resident Manager 
Turya Kalutara 

Dinesh Hettiarachchi Director – Food and 
Beverage 
Vivanta by Taj 

Upul Gederakumbura General Manager 
Adaaran Hudaranfushi 

Sujeewa De Soyza General Manager 
Earls Reef 

Sugath Rajapaksha President Rotary Club of 
Kelaniya 
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Why ge�ng feedback is important for your restaurant 

Shafeek Wahab
Restaurants are like cars: Newer models can dazzle with 

ashy looks and marketing hype, but only after you test-

drive those does their true performance comes to light. 

Dining during the weekends, over a six week period, at ten 

different 'upscale' restaurants, four of which were in 5-star 

hotels with the rest stand-alone operations, only at four 

restaurants did the waiting staff check about my (guest) 

satisfaction of the meal. Incidentally, of the four such 

enquiries made, two occurred whilst dining in the 5-star 

hotel restaurants, with information sought on my 

satisfaction level done at the very end, i.e. when settling 

the bill. Getting back to the six other restaurants that didn't 

bother to ask; what does this tell us? That the six other 

restaurant operators felt that they know all there is to know 

about their guests and their requirements, and, that they 

therefore, need not make any effort to ask? Or is it on the 

premise that 'If we don't ask they're not likely to complain'? 

If, so. This smug or self-satised small term approach 

needs to be changed, and, changed fast. 

Clearly, not many are aware of the '3-by-3-by-3' rule. What 

it represents is for staff to enquire from the guest; within 

three sips when it is a beverage or within three bites of a 

meal – above all, to ask within three minutes whether the 

guest is satised with what he or she had been served. 

Restaurateurs therefore, not only need to dene service 

standards but include standards that mandate staff to ask 

proper and timely feedback from diners.    The only way 

one can truly know how someone experiences something, 

be it positive or negative, is to consider how the diner 

feels. No matter how exciting and luxurious any one 

hospitality environment may be, unless your people – the 

staff, know how to make   connections    to other people-

your guests, the resulting experiences may be less 

meaningful and  have more potential to be less satisfying. 

Guest loyalty, protability, positive reviews and referral 

business all may suffer from those “non-connection” 

moments.  

It appears the goal of many local restaurant operators is 

mere customer acquisition, which, sadly is a costly and 

short-term perspective. Restaurant operations that are 

successful have shifted their focus from a one-time sale to 

making repeated sales to the same customer. The name 

of the modern day game is customer retention which pays 

dividends by way of: a). Lifetime value of the customer. If 

the customer remains loyal, naturally the repeated visits 

represent a cumulative value which is quite substantial 

compared to any single transaction. b). Reduced costs. As 

we all know, It costs less – albeit more effort, to retain a 

repeat customer than to acquire a new one. 

The key differentiator between customer retention is 

customer satisfaction. Getty and Thompson dened 

satisfaction as a 'summary psychological state 

experienced by the consumer when conrmed or 

disconrmed expectations exist with respect to a specic 

service transaction or experience'.

 Rust and Oliver suggested that 'customer satisfaction or 

dissatisfaction - a 'cognitive or affective reaction' – 

emerges as a response to a single or prolonged set of 

service encounters. Satisfaction is a 'post consumption' 

experience which compares perceived quality with 

expected quality'. Simply stated, Satisfaction results when 

the customer feels that the value of a product and or the 

service received by him or her equals or is higher than the 

price he or she paid for acquiring the product and or 

service. 

People have an innate need to connect to each other. It's 

what drives us to be close to our families and friends. For 

some, this desire includes the businesses with whom they 

commonly associate. It's likely that your regular customers 

see your business as a friend and as part of the community. 

I recall  the halcyon days of the 'Supper Club' and the 

'London Grill' during the time of the Colombo  Oberoi' in the 

late 1970's, where there was a huge bank of loyal guests 

who treated these two restaurants as a second home. 

These repeat guests are vital for obvious reasons, such as 

recurring revenue and positive word-of-mouth marketing. 

Theirs is a devotion that goes further than simple loyalty; 

it's much more personal than that. Your main job is to keep 

them happy, which isn't actually that difcult...until you 

mess up. Made worse, if you don't nd out in real time and if 

you don't care to nd out, it's 'bye bye' guest.

Another common attitude amongst restaurant staff is their 

unpreparedness to address the guest expectations. The 

service staff may be aware of the shortfalls but may be 

unprepared to address the issue in the mistaken belief that 

the guest may be tolerant, ignorant or that the lapse is 

unlikely to lead to loss of guest patronage. When dining 

out, how often have you had to send back your food, 

because it was either not what you ordered, or was not how 

you wanted it prepared. More often than not, the 

shortcoming could have been proactively detected by the 

server when picking it up from the kitchen – rather than 

reactively taking it back to the kitchen after the diner points 

out the mistake! One of the most often carried out 

behaviors showing no interest in guests is to look at the 

next table, the overhead TV screen or just gaze away while 

placing a plate in front of guests or when taking the orders. 

Honestly, very few waiters are taught the art of staying 

connected with guests 

“The times are changing”, as Bob Dylan wrote, gives a 

conclusion that the old road for nancial success for 

business was to seek prot growth through market share 

and through cost economies. Times have changed, and 

the new order identies that both cost reduction and 

revenue increases through retention and satisfaction, or 

seeking market share and customer loyalty. 
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Hotel Show 2018 
Inauguration and opening 
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Hotel Show Colombo



Barista  competition
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Room Stylist competition
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National Bartenders 
Competition
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GRAVITAS HOTELIERS BALL 2018
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WINE MASTERCLASS
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SLITHM Graduation 
2018
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National Bartenders 
Competition
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SLITHM Parade
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