




7

10

11

13

15

17

19

21

24

30

32

33

34

35

36

40

43

44

47

52

54

56

2

Volume 02 | October 2019

Features

Scan to view
our website

Departments

Contents

Lessons from the Hospitality industry

5 Secrets for Successful Negotiation

Resort managers wear many hats

CHSGA Dance celebrations: the past, the 
present & the future

Personalized experience - does it improve 
customer loyalty? 

Upskilling and reskilling
The future of learning & development at 
hotels

Tourism, Nation and citizens

The university of west london executive 
MBA for hospitality sector professionals

Chat with Anura dewapura
By thakshila galappaththy

People Leaders 
Role in a national crisis presented by Sunil 
Dissanayake at skal international colombo 
chapter

Upali Dharmadasa

Positive Thinking

Neena Sinhasiri

Hashini Samarawickrama

A significant impact on a 
shoestring Budget
The implications of backpackers 
on Sri lanka Tourism

When time Stood still
A short story of memories

Hotel show colombo 2019 to have 
a positive impact on the tourism 
and hospitality industry

Interview with Dr Galappaththy 
Interview by Thakshila

Slithm contribution for   national 
level tourism & hospitality training 
and development in sri lanka
The Value of  Greatness

The Value of greatness

Common sense is neither 
Common nor sense
How often is common sense 
correct?

Online marketing tips for the 
travel & tourism industry

 

Editor’s page

141424 32 4444

|  1www.chsga.lk VOLUME 02 / OCTOBER 2019 CHSGA HOTELIER MAGAZINE



Hi there, Thakshila here! 

I hope you’re having a good AGM so far! 
By the time you read this, we are at our 
second day of AGM, Woo!

It is indeed a great honor to be the 
Hotelier Magazine Editor and it is an 
immense pleasure to launch the second 
edition (Printed Version) for 2019.

Our goal was to produce something 
different, something that would stand 
out in such a way so that we could take it 
beyond the pages of a print magazine.

We are confident that the articles you are about to read will inspire you!

We always strive to make our magazine more than just a magazine by 
being informative and using them to serve our local industry. Having 
said that, we are always open to any ideas that will help us improve our 
magazine. Please email your ideas to the editor directly.

A huge thank you to all the persons who contributed writing the wonderful 
and inspiring articles, without which there wouldn’t have been a magazine 
issue.

Last but not least my appreciation goes to Mr. Safeek Wahab (my advisor), 
Deshani who helped me to proof read the articles & Aloker Perera for his 
designing work.

Enjoy the read!

EDITOR’S PAGE

FOLLOW US:

CHSGA
Ceylon Hotel School

Graduates Association

Sugath Rajapaksha
Co. Editor

Sisitha Weerasekara
Co. Editor

Shafeek Wahab
Advisor

www.facebook.com/CHSGALK/

DISCLAIMER

The opinions expressed in Hotelier are those of individual contributors, and not of the Editorial team. 
Hotelier Magazine is therefore not responsible for any content, opinions, and views and comments 
expressed by the writers’ and published in good faith.

Hotelier reserves the right to make any changes (deletions or modifications) to the contents at anytime 
and without providing any notice.

Hotelier is the official magazine of the Ceylon Hotel School Graduates Association (CHSGA) and is 
published bi-annually – March or April and September or October. 

Sri Lanka Institute of Tourism & Hotel Management
Galle Road, Colombo 03

Thakshila Galappaththy
Editor
MCHSGA, MBA
Advance Dip. In Marketing Management (USJ)
galappaththythakshila@gmail.com

Thakshila Galappaththy
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Dear members, colleagues and well-wishers of CHSGA,

It is with great pleasure and pride, we welcome you all to the 48th Annual General 
Meeting of the Ceylon Hotel School Graduates Association at the Cinnamon Resorts, 
Habarana. 

The Annual General Meeting of the CHSGA has always been a much looked forward to 
event by the members not only for the purpose of appointing a new committee but also 
as a vehicle for camaraderie, a place to reminisce, to catch up and an occasion for a great 
gathering of the hotelier kind. This year, it adds more value. It is to show the support, the 
character of this breed and the resilience of an industry that has been battered repeatedly by 
both manmade and environmental catastrophes.  CHSGA as the Alumni of the Sri Lanka 
Institute of Tourism and Hospitality Management (SLITHM), will always be geared to meet 
any challenge the industry will encounter and to support the authorities and the stakeholders 
to face the demands put forth. 

Having had the event of last few years in the coast and the hill country, a change of the 
landscape was one of the main ideas in taking the event to the cultural triangle. The Planning 
started off in January and but became a Herculean task after the incidents in April.  However, 
the “show must go on” and with the support of the members and well-wishers of the CHSGA 
, we have made every endeavor to make this event as great as any other. 

I wish to express my sincere appreciation to the Executive Committee of the CHSGA for 
entrusting me with the task leading the AGM organizing team. Despite the challenges, we 
have been able to put together a great show and I must thank the AGM organizing team 
profusely for rallying around and extending their fullest support in making the event a 
success.

In conclusion, I wish to extend my sincere gratitude and appreciation to the Chief Guest, 
Guest of Honour, for taking the time to be present at this event and  Cinnamon Hotels,  all 
the sponsors, business partners and the well-wishers for coming forward to assist us under 
these trying circumstances. We look forward to your continued business relations with the 
CHSGA.

Look forward to seeing you all in Habarana and wish you all a Happy Gathering!

Asela Wavita, FCSHGA
Chairman Organizing Committee, Vice President CHSGA

CHAIRMANS MESSAGE
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It gives me great pleasure to release this message to the CHSGA Annual Supplement, as 
the incumbent President of CHSGA for the 48th Annual General Meeting to be held at 
Habarana Village & Lodge on 11th, 12th and 13th October 2019. 

 It has been an exciting year for CHSGA in terms of our commitments to uphold and uplift 
the standards of the hospitality industry. We have stepped up our efforts to operate in a 
responsible manner that demonstrates our desire to create a better future for our members 
and stakeholders, as CHSGA prepares for its forthcoming 50’th  Anniversary celebrations 
in 2021.

Our commitment to excellence in producing qualified and competent human resources has 
always remained our first and foremost preference. The hallmark of quality runs through the 
entire network of CHSGA across the country and the region. We have immensely enriched 
our services for the hospitality, travel and tourism industry from providing it with an 
educated lot of the most dynamic and talented young graduates in hospitality, culinary arts, 
travel and tourism management to offering a wide range of customized training programs 
for the professionals already serving the industry. 

We are setting new standards of quality human resource which becomes the most preferred 
choice of the industry both locally and abroad. We strongly aim at building rapport and 
goodwill with the top brands in the industry and to fulfill their human resource needs and 
requirements by not just meeting their expectations, but rather exceeding their expectations. 

The Hotel Show is a benchmark event achieved by the CHSGA, organizing the mega event 
for the 14th consecutive year, inviting reputed hotels, travel, tourism organizations plus 
Hotel Suppliers to showcase their products under one roof. Concurrent to the event are the 
Barista/ Room Stylist & Tea Master’s Competitions. 

Some of the events organized for the benefit of the members / SLITHM Students and for 
the Industry as a whole included the National Bartenders Competition to develop the 
bartending sector. 
In our journey of success and growth, we are on the move to explore new horizons of 
brilliance in delivery of our services to the hospitality, travel and tourism industry globally.

Other CHSGA key events include the continuation of the [Softs Skills Development “] 
an educational program “Propel” for the benefits of the SLITHM final year Students. In 
addition, other activities include the CHSGA Strategic Direction 2021 ” Shifting Leagues” as 
per CPD (Continual Development Program for  Graduates priority action) “ Medium Term 
“  to upgrade the hotel School Graduates  Qualifications to the level of  MBA, to be offered 
through American National College.

Although the Hospitality sector had to face a severe setback this year, we were able to focus 
on our Key Objective as per our Strategic initiatives, however, we were reluctantly compelled 
to postpone other entertainment events after the Easter Sunday attacks in April this year.

In conclusion, I wish to thank and express my appreciation to the Chief Guest, Guest of 
Honour and distinguished invitees, all the Exco Members / AGM Organizing Committee 
Chairman Mr Asela Wavita and his able Team / All the Past Presidents / Members and their 
families / Host Hotel GM’s and their Teams / Sponsors  and Well Wishers for their unstinted  
support, and also  for attending our AGM. 

I wish all our Members and their families  a Happy CHSGA Family Gathering.

Samantha Gunaratne, FCSHGA ,MIH (UK)
President

MESSAGE FROM PRESIDENT
CEYLON HOTEL SCHOOL GRADUATES ASSOCIATION 
(CHSGA)
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Dear friends colleagues , compatriots, ladies and gentlemen from the 
very outset  let me congratulate the Ceylon Hotel School Graduates 
Association, affectionately and synonymously  know as CHSGA,which 
is celebrating  its 48th anniversary this year. It is indeed a significant 

milestone with just two years short of registering  a half century!  It is furthermore 
ironic that yours truly also missed the  half century by one year!

Having  joined the Ceylon Hotels Corporation in 1970 as a trainee receptionist  at 
the first resort in Bentota  Lihiniya Surf Hotel. my 49 year long journey has taken 
wings to four continents and 12 countries, and after 48 years returned back to the 
wonder of Asia to pay homage to the blessed country that has given me and all of 
you here  the true sense of  personal  achievements and satisfaction that no other 
industry sector could have given.

I am privileged and deeply honored to be the Patron of the CHSGA not only by 
virtue of being the Chairman of Sri Lanka Institute of Tourism & Hotel Management 
(SLITHM), but also being a past student in 1973 and Senior lecturer in late 70’s to 
stand in front of such a distinguished audience and share my humble beginnings  
and reminiscence on some nostalgic moments.

There is a saying “Behind every successful man there is an entrepreneurial  wife”. I 
can for sure vouch for this due to the presence of my dear wife today who  has been 
the beacon  of my career success over the past 5 decades, and I am truly blessed that 
she is with me here today to celebrate the momentous 48th anniversary of CHSGA

I wish all the very best for the CHSGA past and present members, especially the 
President Mr. Samantha Gunaratne and his energetic Exco members  for their 
untiring work to take the CHSGA flag flying to even greater heights.
Wish you all an enjoyable and memorable  evening

Dilip De Silva
Patron CHSGA
Graduate certificate in Management 
Bsc (Education)Australia 
HCIMA intermediate (UK)

MESSAGE  FROM 
THE PATRON CHSGA
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MINISTRY OF TOURISM 
DEVELOPMENT, WILDLIFE & 
CHRISTIAN RELIGIOUS AFFAIRS
Message of the Hon. Minister of Tourism Development, Wildlife and Christian 
Religious Affairs, John Amaratunga for CHSGA AGM 2019 newspaper 
supplement

I’m pleased to issue this message to the special newspaper supplement marking the 
48th Annual General Meeting of the Ceylon Hotel School Graduates Association, 
which is to be held in Habarana this year.

This year’s meeting is of special interest as it is being held in the backdrop of the 
setback suffered by the tourism industry in April this year. Although it was a heavy 
blow to the industry, the good news is that recovery has been must faster than 
anticipated.

Let us take this opportunity to pause for a moment and pay tribute to the hoteliers 
and guests that perished in the three hotels that were attacked. I salute the hoteliers 
especially at these three hotels who did an extraordinary job in overcoming so 
many challenges in bringing these properties back to life as quickly as possible.

It is the quick revival of these properties and the splendid job done by our security 
forces to nab all the perpetrators in a matter of days that helped us to send a positive 
message to the rest of the world that Sri Lanka is now back to normal and ready to 
welcome visitors once again. 

Today the situation has changed for the better and bookings for the upcoming 
winter season are almost on par as last year. From a fall of 80 percent in May to full 
recovery by December is indeed a remarkable turnaround and credit should go to 
the hoteliers as well who had to withstand so many challenges just to stay afloat. 
My gratitude and appreciation goes out to all CHSGA members who formed the 
backbone of the recovery efforts and restored normalcy in the industry.

In addition I’m well aware of the huge contribution made by the CHSGA for 
the upliftment of the hospitality industry through training and professional 
development programmes that are carried out throughout the year.

The association is also actively involved in raising the bar of Sri Lanka’s hospitality 
industry by aligning it with global standards and procedures. Sri Lanka will 
soon welcome many of the top hospitality brands in the world and these brands 
will be looking to the CHSGA for guidance. Therefore the association has a big 
responsibility as the national body of hoteliers to open up opportunities to the 
youth of this country and maximise benefits to the local communities by positively 
engaging with the international players. 

I would like to thank the President and his committee for the hard work put in 
during the past year for the upliftment and betterment of our hospitality industry. 
I wish the association every success in taking Sri Lanka’s hospitality industry to 
greater heights.

John Amaratunga
Minister of Tourism Development, Wildlife and Christian Religious Affairs
(Concluded)
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Hospitality requires a unique mix of skills. Not only is staff expected to 
know physical hard skills, but they are also expected to perfect soft 
skills, which are a lot more difficult to teach or are hardly taught in a 
traditional classroom.

You might have been the student with the highest grades in class at high school or 
have received the maximum academic level whilst at University or be the holder 
of a Master’s degree - yet none of these achievements would have taught you the 
skills of prioritisation, problem –solving whilst on-the-go, about staying calm 
during a crisis and emotional intelligence when dealing with people who are im-
patient and/or hungry…without losing your cool. Try working in the hospitality 
industry. It builds your character in a way that no academic qualification can. It’s 
an industry where people deal with people- all types of people.

LESSONS FROM THE HOSPITALITY INDUSTRY

LESSONS FROM THE 

Hospitality Industry
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At the moment, too many of our youth 
are underperforming, lacking motiva-
tion and social skills. In short, many 
are unemployable. It may be time for 
a radical solution? In 2017, Sweden 
followed Norway, announcing plans 
to introduce military conscription for 
both sexes: Earlier this year, 95,000 
18-year-olds in that country received a 
letter asking whether they want to do 
military service. (Anyone who didn’t 
answer within two weeks risked fines). 
From this large number, 13,000 re-
cruits will be called up each year, from 
which 5,000 will be chosen for service. 

Perhaps we can consider a different 
form of youth service - not military, 
where anybody who is unemployed 
is encouraged to work in hospitality. 
Properly funded and lasting a year or 
two, it could be residential – although 
not essential. 

TEAM WORK AND LEADING 
BY EXAMPLE
Working in hospitality requires you to 
be a team member. It is not a place for 
a lone wolf, i.e.not for those who pre-
fer to be alone rather than in a group. 
Take for instance a typical kitchen 
operation. Before a shift, the kitchen 
team comes together for a ‘Battle Plan’ 
briefing so that everyone is on the 
same page. These briefings underline 
the importance of communications 
-imagine what chaos and misunder-
standing there would be without com-
munication. Every ‘station’ discusses 
their plan of action ;from ‘mise-en-
place’ to making its own ‘prep’ list, be-
cause it may be necessary sometimes 
to begin with making the dessert - if it 
needs to gel. 

Throughout this entire process, the 
chef / brigade leader needs to demon-
strate participative leadership, leading 
by example, working with the team 

— not only to show team members 
that the leader can do it - but also to 
encourage and coach them in a ‘we 
can have fun but it is serious work ‘ 
approach. The beauty of it is that every 
shift is like no other… and can present 
different obstacles to resolve.

MANAGING BY WALKING 
AROUND
Great managers in hospitality opera-
tions exhibit continuous and purpose-
ful motion – amply demonstrating 
Management by Walking Around 
(MBWA). They are continually mov-
ing, correcting, helping, directing and 
coaching whilst raising energy and 
confidence levels. They move between 
kitchen, storeroom, back door, dining 
room, ‘greeter’ area and front door, as-
sessing and directing flow, focus, food, 
and fanfare. An energetic and dedi-
cated restaurant manager can log over 
five miles during a single shift and that 
is a lot of walking involving interac-
tion with his/her staff and guests. No 
necessity here to go to the gym!

PRIORITISING WITH A 
SENSE OF URGENCY
Covey’s “The key is not to prioritize 
what’s on your schedule, but to sched-
ule your priorities”, comes to mind 
immediately. You have 12 food items 
that need to be picked up from the 
kitchen and served at 4 different tables 
- at different times. 8 people who came 
in during the past few minutes need 
their ‘orders’ taken. Water refills to be 
done at some tables whilst pre-dinner 
drinks need to be picked up from the 
bar and served without delay. Throw 
in bill presentation and bidding diners 
farewell and you have a recipe for 
disaster lurking around.

How do you deal with the situation? 

By carefully prioritising tasks, where 
you bring order rather than chaos, 
eliminating stress as you move towards 
ensuring that the 22 or so people 
waited upon at the 5 tables, leave the 
restaurant happier than when they 
came in. Working in the hospitality 
industry creates a pressure cooker 
situation. When confronted by it you 
kind of snap into motion, knowing 
somehow what needs to be done, and 
in what order of importance. As each 
day passes, your skill level exponen-
tially gets better.

I’ve heard this phrase very often “Let’s 
work together with a sense of urgen-
cy.”Unfortunately, this is suggestive 
and hard to pinpoint and train em-
ployees. Ideally, any sense of urgency 
should not reflect panic or anxiety. 
Most diners will pick up on that and 
become unsettled. A sense of urgency 
is all to do with perpetual motion and 
timing and it must be garnished with 
an enthusiastic, engaging and bustling 
‘vibe’ and that’s something one cannot 
learn in the classroom!

PROACTIVELY PROBLEM-
SOLVING
Problem-solving skills will come into 
play no matter what career path you 
choose. Some problems are easier to 
navigate while others are trickier to 
handle. Service and perception is a 
double-edged sword in hospitality. Get 
one or the other or both wrong and 
it will have a terrible impact on the 
operation. This means providing cus-
tomers and fellow staff with the best 
outcomes, all the while maintaining a 
calm exterior. 

You thus learn to think on your feet 
and it provides you life-long lessons on 
facing problems head-on, managing 
impressions, how to handle culturally 
sensitive issues and not least of all, 
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develope a ‘can-do mindset.

Sometimes frontline hospitality 
employees need to take charge of 
dealing with problems. It can happen 
late at night – where there is no one 
else around to help or calling your su-
pervisor at home is a ‘no no’. With no 
time to ask for backup or additional 
guidance, one needs to find a solution, 
and quickly.

Being proactive about customer issues 
can diminish the likelihood of a bad 
experience. This can include a recep-
tionist correcting a mistake (made 
during the reservation process), before 
the guest’s arrival. In food & beverage, 
excellent waiters are always on the 
lookout for customer needs.  They are 
ever-agile observers and check in with 
customers as soon as they notice a 
potential problem. Even the simple art 
of refilling water before being asked is 
a task that challenges the best employ-
ee. (Nothing is worse than having an 
empty glass and no server in sight).

NEVER SAY “NO”
Hotel staff must never say ‘no.’ That’s 
not entirely true. In most hotels staff 
does say no – because saying any-
thing else would mean bending or 
breaking the rules; and in these hotels, 
the legitimacy of following the rules 
overruled that of satisfying the guests. 
I’ve worked in hotels where it was the 
job of the staff to find a solution to a 
problem, whatever the problem was 
(as long as it did not break the law or 
was morally wrong). ‘No’ was con-
sidered as an admission of failure in 
executing the job.

There was this hotel that allowed any 
guests to extend their stay even when 
it was overbooked claiming that to ask 
a guest to leave violated the creden-
tials of 5- star hospitality. Once when 
a hotel guest was turned away from 
the restaurant for coming five minutes 
late for breakfast, I recall the hotel 
GM admonishing the staff during the 
morning meeting. Turning to the Chef 
he asked, “Could we not find a piece of 
cheese somewhere in this building for 
a guest paying three hundred dollars?”  
Adding, “We should not permit rules 
to get in the way of goodwill.’’ I guess 
the ‘Breakfast Anytime’ offering came 
from someone who thought alike.

IT’S ALL ABOUT PEOPLE
Seven out of ten when asked “Why 
do you want to join the hospitality 
industry?” will tell you “I like to meet 
people”. One of the more fascinating 
aspects of working in hospitality is the 
scope of people. Whether its meeting 
customers or working with staff, you 
are likely to encounter a diverse range 
of ethnicities, ages and personalities. 
Like it or not, you will learn an incred-
ible number of life lessons.

Sometimes you may not meet many 
people at all – for example, as a dish-
washer or laundry attendant. Never-
theless, if you are genuinely involved 
in the hospitality business, everytime 
you come to work you are expected to 
make someone’s day a little bit better. 
Your business is all about people, be it 
customers or fellow staff. It’s all about 
making people happy.

INFLUENCE RATHER THAN 
BEING INFLUENCED
Working in the industry provides 
opportunities to be an ‘influencer’ 
rather than being influenced. No 
matter where you are - be it at entry 
or mid-level, you get to see the big 
picture. Influence is a diluted form 
of leadership. Holding influence with 
your co-workers means being capable 
of shaping an individual’s attitude. 
As one ascends the leadership ladder, 
you learn that leading by example, 
exhibiting precise time management 
and self motivation are key traits to be 
a manager with influence.

IMPORTANCE OF 
PERSONALISATION
Those of us who have at some stage 
or another worked in the frontline 
– be it as a receptionist, waiter or 
housemaid are given the first lessons 
in ‘personalisation.’ We learn that the 
best approach for personalisation that 
draws hotel customers into sharper 
focus, improves the guest relation-
ship, enhances results and revenues in 
rewarding guest experiences is always 
a “you first” proposition – where the 
guest is king. Even at entry level, one 
is taught to acknowledge the customer 
– where in the better run hotels, staff 
learn to address guests by name rather 
than ‘‘Sir or Madam.” 
Unlike most other businesses, cus-
tomer services are often face-to-face 

interactions. People working in hospi-
tality learn how important it is to read 
the guests emotional state of mind 
and be able to make their response 
more personal – all in realtime. It all 
comes down to ‘knowing your guest’. 
The deeper level of knowledge you 
have about your guests and the ability 
to deliver a truly personalised guest 
experience, the more likely they are, of 
becoming loyal guests.

SELF-CONFIDENCE AND 
BELIEF IN OTHERS
Self-confidence is something that is 
not given or taught, but something 
that you have to gain through expe-
rience.The top source for self-confi-
dence in hospitality: experience. And 
there is no substitute for experience. 
Often the experiences encountered 
will involve making difficult decisions 
or performing challenging tasks.There 
will be failures too. However, learning 
from failure and believing ‘you can’ 
overcome them in future, means you 
are halfway there. This adds to de-
veloping one’s self-confidence. In the 
process you learn to trust in others – 
which is a huge part of self-confidence, 
since in this industry you simply can-
not pull off great events by yourself.
 
In short, working in hospitality teach-
es you to cope and deal with real-life 
soft skills. Skills that will carry you 
through your entire life – be it this 
industry, another field or elsewhere.

Shafeek Wahab, FCHSGA

The writer is a Past President of CHS-
GA and has worked in/with several 
international chain hotels such as The 
Intercontinental, Oberoi, Renaissance, 
Holiday Inn, Kempinski, Le Meridian 
and Sofitel.

He is currently a Consultant and Editor 
of the weekly ‘Hospitality Sri Lanka’ 
e-journal.

To read similar articles as above, 
please log on to: - 
www.hospitalitysrilanka.com/home
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1PREPARE YOURSELF 
WITH FACTS
Before entering into a nego-

tiation, arm yourself with factual 
information. Get as much information 
as you can that is relevant to the sub-
ject of negotiations. This also involves 
asking yourself a series of tough 
questions. Why do you want to do this 
deal? Why does the other side want to 
do it? What’s in it for everyone? Then 
work to get information that benefits 
not only your position, but theirs, as 
well. Having facts on your side gives 
you a position of strength and instills 
confidence.

2DECIDE WHAT YOU 
WANT TO ACHIEVE 
BEFORE YOU BEGIN

Great negotiators know what they 
want before entering into a discus-
sion. Better yet, they know what they 
won’t accept. Most, if not all successful 
negotiators say that they have a “walk” 
point. If you aren’t willing to walk 
away, then you’re potentially setting 
yourself up to make a bad deal.
Also, know going in that you aren’t 
going to win every point. Decide in 
advance what parts are important and 
what parts you’re willing to concede.
And never, ever concede beyond your 
“walk-away” point. Losing a bad deal 
is always preferable to making one.

3ALWAYS SEARCH 
FOR THE “WIN-WIN” 
SCENARIO

Too frequently, people think of a 
negotiation as a zero-sum game. This 
means that one party wins and one 
loses. Successful negotiators see a 
negotiation as an opportunity for both 
sides to win. Author Jeff Weiss refers 
to this as “negotiating to interests.” For 
example, in a salary negotiation, the 
employee wants a higher amount than 
what is offered, but the salary isn’t flex-
ible for the employer. Seeking creative 
solutions to fill the gap is a way to 
create a “win-win” scenario. Perhaps 
the company can provide flexible work 
hours, daycare reimbursement, grad-
uate school tuition, etc. that don’t cost 
it much but are of tremendous value to 
the employee.

4TREAT THE OTHER 
PERSON FAIRLY
Research data provides an in-

teresting revelation about negotiations. 
Many times, a negotiation breaks 
down because one party feels that the 
other wasn’t treating them fairly. What 
does this mean, exactly? In most cases, 
it means emotions and ego overcame 
rational discussion. Pounding on the 
table and giving an ultimatum may 
make for great theater in a movie or 
stage play. But in real life, these things 
rarely get deals done. Keep a cool 

head, be respectful, and treat the other 
people at the table the way you want to 
be treated. These things will go a long 
way toward not only getting this deal 
done but giving you a reputation as a 
fair dealer when the next negotiation 
comes along.

5GET A DECISION
All the brilliant planning, strat-
egy, and tactics employed by 

the most skillful negotiator are mean-
ingless without an agreement. This 
can often happen when the other side 
just can’t get to a decision. Indecision 
can come from many places, but as 
a negotiator, you should be prepared 
for it in advance. Make the decision 
part of the negotiation and do it early 
in the process. Set a timeline, discuss 
the criteria, map out the hurdles that 
might delay getting a final agreement 
approved and implemented.

Sanjeeva Perera, FCHSGA,MBA
Assistant Vice President
John Keells Group

General Manager 
Cinnamon Dhonveli Maldives
Kanuoiy Huraa, North Male Atoll,
Republic of Maldives.

SUCCESSFUL
NEGOTIATION

5SECRETS 
FOR

The word “negotiation” can conjure up negative images of conflict and struggle. But successful negotiation is about discussion 
aimed at reaching an agreement.

An adept negotiator uses skillful techniques to reach a deal without aggression. While negotiation skills can require some 
practice, becoming a good negotiator is within reach. It just requires following some basic guidelines that focus on the ultimate 
goal: successfully reaching an agreement acceptable to both parties.

HERE ARE FIVE TIPS FOR NEGOTIATING SUCCESSFULLY.
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RESORT MANAGERS 
Wear Many 

Hats

There are many professions which are deemed as 
highly glamorous, coveted by others who imag-
ine the person in the position does little except 
look impeccably dressed and spend the day in a 

luxurious work environment. The job of a Resort Manager 
is one such role that is often envied. Tourism is on the rise 
globally. Sri Lanka ended 2018 with 2.33 million tourists, 
up by 10.3% over 2017. International tourist arrivals grew 
6% in 2018, totalling 1.4 billion in 2018, two years ahead 
of the forecast, which reflects the strong growth that global 
tourism has achieved. 

Across Sri Lanka, many hotels and resorts are under con-
struction to cater to the growing demand for rooms across 
all categories and this is naturally leading to a growth in the 
requirement for Resort Managers. While a resort provides 
a picturesque backdrop in which to work, the challenges 
that a Resort General Manager faces are manifold, but 
oftentimes, the manager’s calm and unfazed countenance is 
never allowed to reveal the same to valued guests and staff. 
The title of ‘General Manager of The Resort’ belies the fact 

that he will need to be much more than that – a source of 
support and encouragement to staff; a friendly and caring 
presence for guests; a friend and mentor to the community; 
and a protector of the environment. A Resort Manager is 
stretched in many directions - and a good General Manager 
is one who has the right training in hospitality and people 
management skills along with empathy and soft skills. 

Perhaps one of the challenges the manager encounters in 
some cases is the fact that he in unable to have his fami-
ly with him on account of schooling and other practical 
considerations. So, he must first of all be comfortable with 
leaving his family and coming to work at the resort. More-
over, the job entails long hours, with no days off for weeks 
during peak season, which is an aspect potential candidates 
should consider before opting for a career as Resort Manag-
er. Most of his days are spent standing and walking around 
the property for hours on end to ensure everything in the 
hotel is top class.

In most cases, resorts in Sri Lanka are located in remote 
locations, in the rural countryside. As a result, the manager 
has to be content with not being in the hubbub of a main 
city. The manager is faced with the challenge of sourcing 
items such as international food & beverage, speciality 
ingredients, quality hardware materials, linen etc, as more 
often than not the resorts have to depend on purchases from 
Colombo. This is a logistical challenge and requires careful 
planning and execution by the manager. Unfortunately, Sri 
Lanka does not have many designated resort zones, which 
means the resort is usually located near a village. This is yet 
another challenge as the manager has to forge binds with 
the local community while at the same time avoiding any 
conflict with community members such that it could impact 
the operations at the resort.
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Moreover, the resort is usually the largest such commercial 
operation in the area, which means the rural communi-
ty looks to the manager for support and invites him for 
significant community events as a chief guest. This role has 
to be performed with the right modicum of diplomacy and 
earnestness. Being located amongst  community also implies 
that the community is watching to see that its operations 
do not have a negative impact on the village drinking water, 
fields, culture etc.

Many a time, even though hotels are treating water in ef-
fluent plants before releasing it into the environment, some 
community members will protest against it. Therefore, just 
being sustainable is not enough for resorts, the manager has 
to effectively convey this message to the local people so that 
the two can co-exist harmoniously. By conducting some so-
cial responsibility projects in the community greater mutual 
understanding can be developed for a win-win situation.

Amidst all his other duties, the resort manager also has to 
ensure that the resort’s activities do not contravene local 
culture or hurt religious sentiments, as this can lead to 
friction with local community and religious establishments. 
Any contravention on part of guests also involves the resort 
manager. Usually managers who have forged strong partner-
ships with the local community will find it easier to resolve 
any such face-offs. 

Sri Lanka’s resorts attract tourists from many countries, 
which implies that each one will have different expectations, 
likes and dislikes, and cultural differences. The smart Resort 
Manager will be quick on the uptake to understand sever-
al differences and if conversant with geography, can even 
strike conversations which reflect an interest in the coun-
try the tourist hails from. Dynamic resort manager go the 
extra mile and learn a few key words from several foreign 
languages in order to make their guests feel welcome. It is in 
these small touches that the value of a resort manager shines 
through. 

Furthermore, Sri Lanka has many excise holidays and 
religious days when serving alcohol and preparation of meat 
such as BBQ is frowned upon -and it is the resort manager 
who has to balance the demand from guests with the local 
customs in a delicate balance to ensure that no sentiments 
are hurt. The clothing and behaviour of guests in the local 
community is also a source of conflict at times. It has often 
been seen in Sri Lanka that many resorts have to fend off 
anti-social elements in the surrounding community who 
rake up trouble in the hope of making things difficult for 
the guest and employees of the organization. Once again, 
it is only the Resort Manager who has to bring his people 
management skills to the fore in fending off and resolving 
such issues.

At the end of the day, Resort Managers have to learn to 
thrive in the fast-paced world of their sleepy resorts, which 

look serene and organized thanks to the efforts of the man-
ager and his team.  More often than not, he has to think on 
his feet and provide solutions to staff to please the guests. 

Navigating Social Media is another challenge that today’s 
resort manager faces. Managing the narrative for the prop-
erty and responding to guest comments and reviews is a 
new task for resort managers who have to learn this valuable 
skill, especially when negative news could spread fast via 
social networks. In an environment where the resort is not 
only competing with local counterparts but international 
competition among the regional countries in Asia and even 
Africa, accordingly Resort managers have to be social media 
savvy. 

While dealing with such operational issues is par for the 
course in Sri Lanka, the Resort Manager cannot afford to 
take his eye off the ball when it comes to achieving targets. 
Also, he faces the formidable challenge of recruiting and 
retaining staff as the high turnover of hotel staff remains 
a perennial problem across the industry. Very often, staff 
leave after they have been trained, so in this case, a good 
Resort Manager who leads with a firm and caring approach 
can perhaps manage to retain the team with training and 
development programmes for staff, upskilling, promoting 
staff across functions for the best fit. It is extremely difficult 
to find staff who speak foreign languages in the rural areas 
and even if you find talented youth, the moment they get 
another opportunity, they leave.   

Apart from dealing with guests, staff and community, the 
Resort Manager also has to deal with authorities to seek 
approvals, which at the best of times is a time-consuming 
process. Considering that there are multiple ministries and 
institutions whose approval is needed to green light any 
construction project, the process is laborious.

Another important quality a Resort Manager needs is to 
have the ability to anticipate the needs of people, both staff 
and guests, in order to delight them. An unhappy staff 
cannot please guests. Guests can often be unreasonable and 
demanding and the manager has to keep his calm and work 
out a satisfactory solution to meet those demands in a firm 
but empathetic manner. 
 

Ultimately, the Resort Manager wears a lot of hats and is 
responsible for the overall guest experience and guest satis-
faction. It’s not a job for the faint-hearted, or for those who 
don’t like to be challenged and don’t like to interact with 
people. The job of a Resort Manager is dynamic, demanding 
and critical in achieving repeat visitors as Sri Lanka gears to 
grow its tourism sector.

Eksath Wijeratne, FCHSGA, MIH
Group General Manager
Browns Hotels & Resorts
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1972 – 1976: THE PAST

Sri Lanka Institute of Tourism & Hotel 
Management (SLITHM) was estab-
lished in 1964 as the Ceylon Hotel 
School (CHS) and School of Tourism 
with a main programme offering of a 
three-year Diploma in Catering (the 
title was changed to Diploma in Hotel 
& Catering Operations a year later). 
From 1969 to 1976, eight batches of 
graduates - around 25 male students 
graduated each year with this three-
year diploma. Most of these students 
stayed at a hostel located at 78, Galle 
Road, Colombo 3. In spite of strict 
discipline and rules of our German 
Principal, other European teaching 
staff and our warden, we managed to 
doget up to a lot of mischief and have 
lots of fun after school hours at the 
CHS hostel. On most evenings after 
sporting events we had long celebra-
tions and parties at the hostel. Our 
motto was “Win or lose, we booze!” 

The idea of celebrating the graduation 
of the fourth batch of diploma holders 
came up at one of those parties in 
early 1972. After the student rep-
resentatives presented the concept, 

the Principal and staff supported the 
idea. The leadership of the event was 
entrusted to the second-year students 
(of the batch # 5). At that time, I was 
a first-year student and a hosteller. 
My batch mates were grouped in to 
various subcommittees to support the 
event. CHS at that time was located at 
Samudra Hotel (the current location of 
Taj Samudra) which was managed by 
the Ceylon Tourist Board. There were 
no five-star hotels in Sri Lanka at that 
time. Top venues for dinner dances 
were Galle Face Hotel, Mount Lavinia 
Hyatt and Taprobane Hotel (GOH), 
but these hotels were too expensive 
for us. Therefore, we settled for Hotel 
Samudra for the CHS Graduation Ball 
1972.

The students did most of the work 
to organize a memorable event. We 
managed to raise sufficient funds to 
hire the most popular dance band in 
Sri Lanka at that time – Gabo & the 
Breakaways. Sohan Weerasinghe was 
their lead singer. In preparations for 
the big day, some of my batch mates 
learnt to do ballroom dancing at the 
hostel using broom sticks as phan-
tom dancing partners! Apart from 

learning ballroom dancing, one of the 
biggest challenges we had was finding 
dancing partners. Surprisingly, I was 
invited to join the table of one of our 
lecturers, Mr. Rohan Dias Abeysing-
he. Knowing that his beautiful sister 
was attending the dance, I had some 
hope of a potential partner, but that 
did not materialize. My other choice 
was a British born Sri Lankan teenage 
girl staying with her parents at Hotel 
Samudra. Unfortunately, a handsome 
CHS graduate (Nirmo Thambapillai) 
who was two-years my senior, acted 
promptly to book that girl as his part-
ner, before I did. I was still not out of 
luck, as I finally found an Australian 
girl without a partner at the dance, 
who became my last-minute partner. 
The first CHS Graduation Ball was a 
great success and we had a lot of fun. 
We also made substantial amount of 
profits, with which we organized a 
seven day “all-inclusive” round trip for 
all students in batch # 5 and # 6!

In 1973 we organized the second CHS 
Graduation Ball at a grandeur scale 
at the newly-opened four-star hotel – 
Holiday Inn. In 1974 the event moved 
to the first five-star hotel in Sri Lanka 

CHSGA DANCE CELEBRATIONS: 
THE PAST, THE PRESENT & THE FUTURE

I am honored to be invited to write a short article in this issue of The Hotelier Magazine released in conjunction with the 2019 
AGM of the Ceylon Hotel School Graduates Association (CHSGA). It would be interesting to look back at how the CHSGA dance 
celebrations have evolved over the last 47 years.

CHS BATCH 6 
IN 1973
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– Hotel Ceylon InterContinental. As 
the three-year Diploma programme 
ended in 1976, the CHS Graduation 
Ball was not held during the late 
1970s. By now finding partners was 
not a challenge any more!

1981 – 2015: THE PRESENT 

After a subsequent International La-
bour Organization (ILO) led curric-
ulum review, the original three-year 
Diploma programme was replaced 
with a modular programme which 
required four to five years for a student 
to graduate with a diploma from CHS. 
The next batch of diploma holders 
from CHS graduated in 1981. I was a 
Senior Lecturer at CHS at that time. 
The tradition of CHS graduation Ball 
continued in a grander scale and with 
the involvement of CHSGA.

In 2009, CHSGA under the leadership 
of Sarath Fernando, felt the need to 
re-brand the CHS Graduation Ball and 
make it more open to all hoteliers of 
Sri Lanka. With that strategic decision, 
the annual event became GRAVITAS 
or the center of gravity for all hoteliers 
in Sri Lanka to gather socially to en-
hance solidarity and good cause. Every 
year the event went from strength to 
strength with many professional and 
innovative ideas being implemented. 
For an example, in 2012 Prasanna de 
Mel introduced the cocktail and din-

ner dance concept with a 007 theme 
to celebrate the 50th anniversary of 
James Bond.

In 2015 the organizing committee 
of the annual event took another 
bold decision to make GRAVITAS 
uniquely different than ever before. 
Hotelkeeping is essentially entertain-
ing our guests and ensuring their 
satisfaction at a profit. In that spirit, it 
is commendable that the 2015 event 
organizing committee worked hard 
at keeping it fresh and interesting by 
mixing old with new. Choice of dress 
was no longer formal or black tie, 
but elegant and comfortable to suit a 
beach themed event. A casual Hamp-
ton’s theme blended with a “Journey 
of Music” from past to present at the 
209-year old Mount Lavinia Hotel was 
indeed a fascinating idea.  However, I 
was saddened to notice that after 2015 
the event was not held for a few years.

2018 – 2022: THE FUTURE

After a lapse of three years, the 
much-awaited Hoteliers Ball “Gravi-
tas” was held in 2018 at the Colombo 
Hilton. This event once again became 
one of the highlights of the CHSGA 
calendar and was a great success. The 
event committee was headed by Thak-
shila Galappaththy and was assisted 
by Dinesh Hettiarachchi. The advisor 
of the committee was Past President 

Eksath Wijeratne. The event was well 
attended. 
The future is here … With the forth-
coming 50th anniversary of CHSGA, 
it would be ideal that we continue 
with a tradition that we commenced 
in 1972 to hold a grand dinner dance, 
if possible, every year, with a vision 
to make it the best get-together of Sri 
Lankan hoteliers. All the best!

Dr. Chandana (Chandi) 
Jayawardena 
DPhil, MSc, CHE, FIH, FCHSGA

• Treasurer, CHSGA - 1980 & 1981
• Newsletter Editor, CHSGA – 1982 

& 1983
• General Secretary, CHSGA - 1982 

& 1983
• President, CHSGA - 1985 / 1986
• Chairman, Graduation Ball Dance 

Committee – 1993

CHS GRADUATION BALL
1972

CHS GRADUATION BALL
1973

CHS GRADUATION BALL
1974
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Personalization is a widely used buzzword in hos-
pitality, the best approach to make people feel 
comfortable and at home. Few years ago what was 
thought to be special VIP amenities such as pre-

ferred welcome drink, room temperature setting, favorite 
pillow or the newspaper are now considered standard ame-
nities of hotels that consider the importance of personalized 
service. Survival in this ever evolving industry is no easy task 
if the guests do not feel important. 

Reading an article and a few personal experiences encoun-
tered recently on the job, I realized that hoteliers today are 
still missing the mark to make a difference which prompted 
me to pen down some of the ways to offer personalized ser-
vice. A hotelier for many number of years and  having stayed 
in a hotel twice before when checking in for the 3rd time, the 
receptionist  after confirming the booking details asked  him 
“Have you stayed with us before?” He was surprised with 
this question as he has not only stayed in the hotel before 
but written a review on Trip Advisor to which the General 
Manager even responded. 

PERSONALIZED 
EXPERIENCE
Does it Improve 
Customer Loyalty? 
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This is a great example of a missed opportunity for a hotel to 
make a difference and take the guest experience to the next 
level. 

This encounter and experience would have made a differ-
ence to his visit if the data collected and stored from his 
previous visits were made available to all team members for 
effective guest engagement.

It is a known and proven fact that guests appreciate per-
sonalized service from the hotels where they choose to stay. 
When guests choose to stay in high-touch hotels they expect 
service to be custom-designed for them. They would like to 
be recognized and addressed by name. 

 
Standard hotel service I learnt many years ago is today far 
from what a modern traveler would look for. It is import-
ant to remember that what is a treat to one person might 
be troublesomeness to another. An invitation to romantic 
beach dinner might not be appropriate to a mom travel-
ing with her young son. But to a couple celebrating their 
anniversary with no other plans for the evening, might be 
delighted with such an opportunity to enjoy the evening in 
a romantic setting. Also, people travel for various reasons 
and the purpose of each stay may change the preferences of 
the guest. Hoteliers need to ponder about the relevance of 
their communications, service and offerings to satisfy their 
guests.

When guests arrive to check in, they are often tired and 
want to rest. Therefore, the last thing they want to do is 
spend a long time filling out forms and taking part in vari-
ous welcome processes. Hotel staff should be trained to read 
the guest and customize the welcome experience. 

Hotels can now tailor their hotel experience, based on the 
information they have from the reservation. For example, 
the purpose of their visit - for work or for pleasure, traveling 
solo or with a group, traveling on a budget or splurging on 
extras?

The bigger hotel chains and boutique hotels are creating 
unique customer profiles. When a booking is made, they 
know your preferences and can create a personalized expe-
rience, from one’s preferred type of room, right down to the 
favorite type of pillow or cuisine. One unique profile across 
the entire hotel chain helps them unify the hotel guest expe-
rience, no matter what the purpose of visit is. 

Today some hotels even allow their guests to choose the 
amenities in the room. For example, if a guest prefer a big 
comfortable chair and ottoman in the room to read in rather 
than a desk. Or items like smaller slippers or a larger robe.

Most hotels are able to personalize meal options depending 
on dietary requirements. It has become a trend for the Exec-
utive Chef to be part of the welcoming team upon arrivals. 

If the guest is a vegetarian, then the hotel should know that 
no matter where he/she is eating in the property, ordering 
room service or grabbing a snack at the bar.

One of the most important parts when delighting customers 
is by anticipating their needs.  If a customer makes certain 
requests frequently (i.e. extra drinking water or an iron to be 
sent to the room) the hotel has the ability to create custom-
er delight by delivering that amenity to the room prior to 
arrival.  

The team members are the eyes of our business. A CRM 
fed with information from engineers and housekeepers 
who have received special training so that they can scan the 
room and make observations can be a powerful tool. If they 
see, for example, that somebody has yoga clothing, the hotel 
can leave a yoga mat in the room or perhaps share informa-
tion of complimentary yoga classes offered by the hotel.  

In this day and age hotels are designing unique guest ex-
periences to help experiential travelers to engage with the 
local community and take part in local conservation efforts. 
Hotels are experimenting with a number of ways to offer 
personalized guest experience to transformational travelers, 
such as facilitating volunteer work, involve them in CSR ac-
tivities towards the community, introductions to non-profit 
organizations etc. 

Today’s environmentally- conscious travelers are very mind-
ful of their carbon footprint. They recycle at home, and are 
concerned about wasting water and other natural resources.  
Minimizing carbon footprint during the entire holiday is an 
important aspect of the travel, wherever they go. Besides, 
they expect hotels to be similarly environmentally-savvy 
and follow the same values into their guest experiences.

In keeping with this trend, hotels are now incorporating en-
vironmentally-friendly processes, including: light dimmers 
and air conditioners that automatically turn off when no  
one is around, extensive recycling and a towel and bed linen 
reuse policy, as well as minimizing printing and usage of 
papers and adopting cloud-based technologies.

Personalization has become a key aspect for customer 
delight. Every hotel guest has their own individual pref-
erences with regards to their stay. The key to satisfying a 
guest and being part of their individual universe is to offer a 
customized and personalized experience. If any hotel can go 
beyond just delighting and surprising guests and truly put 
in energy to elevate the customer’s experience to the next 
level, it will have a huge impact on the hotel’s brand identity, 
customer satisfaction and loyalty.

Gitanjali Chakravarthy, FCSHGA
General Manager  
Hilton Yala

16 | VOLUME 02 /OCTOBER 2019 CHSGA HOTELIER MAGAZINE www.chsga.lk



With the new generation of employees looking for a 
sharp growth curve and organizations facing continuous 
change triggered by ongoing transformations led by digital 
transformation, it’s important to rethink learning and 
development (L&D) in the workplace especially in the 
context of a hotel which is exposed to the entire world in is 
sales effect. 

With the global business landscape changing rapidly, 
apart from employee benefit essentials such as healthcare, 
paid time off, and stock options, companies must provide 
substantial upskilling and reskilling options if they are to 
retain their top talent. 

In a recent study, PWC found that 79% of CEOs regularly 
worry about their workforce’s existing skills (maybe less in 
local context) and their ability to meet dynamic market and 
workplace needs. 

 In this discussion a valid quest to ask is why upskilling and 
reskilling Is essential for every generation of the workforce.

It is a common misconception that training is limited 
only to the early years of one’s career and that other skills 
can be picked up on the job. This is largely untrue. In my 
experience working for working for few of the largest 
conglomerates in Sri Lanka and with exposure in many 
countries and industries, reskilling is relevant to every 
generation that is in or entering the workforce. In fact, 
in a recent study conducted by PWC which this article is 
influenced by, 55% of employers feel the skills shortage 
is causing an inability to innovate effectively. By 2020, 
approximately 80% of all job roles in hospitality industry 
will require digital competencies – yet, only a fraction of 
the current workforce is digitally native. The digital in focus 
here goes beyond the standard MS office packages or email 

tool, it is the total spectrum of digital from Mobile to Social 
Media to Artificial Intelligence (AI) , Machine Learning and 
Internet of Things (IOT) 

 In addition, there is an increasing awareness of the need 
for soft skills. After cloud computing, creativity is now 
the second in-demand skill in the world. Therefore, good 
employers in Sri Lanka and beyond are ready to invest in 
L&D initiatives that encourage soft skills like creativity, 
innovative mindset and empathy. I feel it is important to 
look at upskilling from a dual-benefits perspective:
 
• As business models change and technology gains 

more prominence, employees equipped with the most 
necessary skill sets – both hard skills and soft – can 
steer organizational success in the right direction. 

 
• The best candidates will consistently move towards 

companies that offer upskilling and reskilling benefits. 
As Four Seasons Hotels & Resorts CEO Mr. Allen 
Smith says “Talent is looking for employers who offer 
career development through on-the-job coaching to 
evolve their career in ways such as applying the skills 
needed to be a front desk agent to transition into the 
role of an experience curator.” Learning opportunities 
can, therefore, become a significant employer branding 
advantage. 

THREE THINGS TO REMEMBER WHEN 
REIMAGINING L&D FOR 2019

As we enter a new level of maturity in digital 
transformation, the need for new skill sets is clear. Consider 
how soft skills are now crucial in the age of AI. Employers 
are steadily turning their investments towards skills that 
cannot be developed in a classroom setting.

UPSKILLING AND RESKILLING
THE FUTURE OF LEARNING & DEVELOPMENT AT HOTELS
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According to pre-research by Microsoft on the future 
of learning, only 32% of employers believe new Gen Z 
graduates have the soft skills necessary to be adequately 
prepared for the workforce, providing an opportunity 
to reinforce existing talent with important skills such as 
creativity, innovation, design thinking, collaboration, and 
problem-solving.

Therefore, companies must factor in the following elements 
when providing their employees with upskilling and 
reskilling opportunities:

1. BITE-SIZED LEARNING CAN HELP IN 
CONTINUOUS DEVELOPMENT

Traditional L&D suffers from two critical challenges:

• One-off courses have low absorption rates, and the 
employee is likely to forget learned insights without 
continuous applications in the workplace. 

• Long-drawn-out sessions, without any immediate 
relevance to the employee, can leave the learner feeling 
disengaged and uninterested in the topic. 

This makes bite-sized learning a smarter alternative. This 
has been widely implemented at many learning agile 
organizations and mobile learning solutions are a great 
way to distribute bite-sized learning content and allow 
employees to lean on demand and on the go. A recent 
study conducted on a local hotel chain LMS system showed 
employee logging in to the system increases close to annual 
evaluation showing good trends on leaning on demand. 

2. EMPLOYEES ARE FREQUENTLY 
INTERESTED IN CROSS-FUNCTIONAL 
SKILL SETS

The purpose of L&D isn’t just to help a person do their 
current job better. Instead, upskilling and reskilling 
must boost one’s overall employability, enriching their 
professional growth path. Companies should invest in 
customizable L&D tracks, allowing an employee to focus on 
their area of choice.

A front desk agent may want to develop her career in rooms 
division and hence opt for an exposure in housekeeping or 
may wanted to develop her creativity skills and would like to 
have an exposure in pastry making, the L&D system should 
be able to cater to these needs and develop processes to 
enable such learning interventions.

3. SOFT SKILLS HAVE A LONGER SHELF LIFE 
AND DESERVE SPECIAL ATTENTION

With the onset of digitalization, soft skills are likely to 
witness renewed focus as employees are pushed to innovate, 
solve new business problems, and steadily cut down their 
learning curve for new technology adoption.

While technical skills certainly matter in the fourth 
industrial revolution (4IR), they don’t come at the expense 
of or eliminate the need for human skills. A staggering 91% 
of business leaders in PWC Global CEO Survey say they 
need to strengthen their organization’s soft skills alongside 
their digital ones.”

Fortunately, technologies such as chatbots, AR, and VR are 
revolutionizing soft skills training, making it possible to 
develop skill sets that cannot be taught in the classroom, 
such as creativity,  empathy, persuasiveness, and emotional 
intelligence. Whilst chatbots are changing customer-facing 
roles it also forcing workers to develop a new set of digital 
skills while homing in on the ability to have empathy and 
build relationships. 

HOW TECHNOLOGY CAN SUPPORT 
UPSKILLING AND RESKILLING FOR THE 
MODERN HOTEL WORKFORCE

As organizations pivot their L&D programs towards 
continuous and cross-functional learning, technology could 
make a big difference. Technology needs to play a big role in 
delivering learning content and experiences in a mobile and 
scalable way enable L&D managers to customize learning 
experience also mostly at the  individual level. 

Gamification in corporate learning could boost learner 
engagement, digital badges and rewards could make 
employees feel acknowledged, and microlearning could 
improve flexibility like never before. 

All these ideas are already in action at the world’s leading 
workplaces. Most leading hotel companies locally and 
globally invest heavily in employee upskilling and reskilling, 
with trivia games, podcasts, and real-life simulations. There 
are also more immersive offerings including our Digital 
Academies that cater to all types of learners. 

At a time when employees value learning en par with any 
other benefits component, companies must shift focus 
toward providing a robust library of courses that enable 
learning. Also, this will help build a highly-skilled (and 
continuously improving) talent pool, ready to take the 
organization to new heights. Eventually, upskilling and 
reskilling will become embedded in your organization’s 
DNA so that it succeeds in the digital era and will become 
the ultimate employer branding difference in a very 
competitive world. 

The article is influenced by the PwC Research conducted on 
Workplace Learning in 2019 and the related discussion with 
the Global Head of L&D of PwC.

Patrick Perera
FCHSGA, MBA
Vice President - John Keells Group
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Sri Lanka Tourism was riding a wave in terms of global ac-
ceptance as a Tourism Destination and in terms of demand. 
Tourism earnings at the end of Civil war in 2009 was record-
ed as US$ 350 million and it increased to 3,380 million in 
2018. Hoteliers were on a positive note paying off the debt 
and new investors were flocking the SL Tourism for approv-
als. That was until the Easter Sunday attacks. 

It is back to the beginning for the stakeholders. This time 
however, there is global and digital support for the industry 
and recovery is very much faster than the previous occasions 
of challenge. It also gives the industry to start fresh with new 
approaches to suit the international competition. 

A country that embraces tourism needs to do so wholeheart-
edly, backed by the whole nation. Popular notion is that the 
industry and authorities are the drivers of tourism. Politicians 
harp on the private sector being the engine of growth for 
tourism. It could be a country rich of tourist attractions like 
Sri Lanka, India, Maldives or Ecuador or could be a country 
that makes tourism out of nothing but creating experiences 
such as Singapore and Macau. Any which way, for a country 
that encourages tourism, the ultimate goal is a contribution 
to the economy with minimum damage to environment and 
culture. 

Sri Lanka acknowledging tourism as a long term economic 
activity was way back in the 1960s. Pioneering this was Presi-
dent J R Jayawardena in 1966 with all successive governments 
giving prominence to the industry. So much so, Sri Lanka 
stands as probably the only country where tourism withstood 
a 30 year civil war without closing doors to tourists and with-
out a single terrorist action targeting the tourists until the re-
cent Easter day bombings. While the government and securi-
ty forces should be commended, forgotten heroes in this are 
the industry owners who steadfastly maintained the tourism 

plant. They did so against all odds. Most hotel owners contin-
ued year on year without adequate return on investment but 
earning for the financial institutions. One particular family 
owned company at one stage received an offer to sell a hotel 
that would have been sufficient for the next 2 or 3 generations 
to live comfortably but decided to retain the property. 

In tourism, there are two key aspects; Destination Manage-
ment and Destination Marketing. Although interlinked, ex-
pertise needed are varied and Sri Lanka has done well to sep-
arate these two areas coming under SLT Development and 
SL Marketing Promotion. Therefore the need of the hour is a 
winning tourism formula attractive to the market, acceptable 
to the industry but more importantly independent and resil-
ient to political changes. 

Tourism in Sri Lanka has gone through many phases and 
much more tag lines for Destination Marketing and promo-
tion. While Malaysia, India and Singapore had been very 
consistent in their promotions, Sri Lanka has been wavering 
in different directions. If one looks at the period of 10 years 
after the end of civil war, we are still groping in the dark with-
out concentration on worldwide promotions with sporadic 
successes. 

Destination Management starts with the arrival counter at 
the airport and concludes at the departure counter. There-
on the taxi, hotels, attractions, facilitation of exploration of 
such attraction and experiences all form a part of Destination 
Management. All these are centered on the human being who 
is responsible for delivery. Unlike any other sector, tourism is 
so dependent on people, to where automation is nearly im-
possible.  

As a Nation, a country that targets tourism for economic de-
velopment, must be hospitable. Sri Lanka and Sri Lankans 

TOURISM, 
NATION 

AND 
CITIZENS
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are considered hospitable, smiling, easy going islanders with 
a Caribbean like laid back attitude. Oxford dictionary defines 
Hospitality as; “Friendly and generous reception and enter-
tainment of guests, visitors, or strangers.” 

However hosting will definitely take a slightly different tone 
when done for economic reason or benefit. Tourism hospital-
ity must be an empathetic action based on guest expectations 
as opposed to a regular household hospitality that is unique 
to the host. Service is serving a cup of tea, but hospitality is 
ensuring the guest enjoys the tea in all senses. Being nice to 
a stranger in a public road is fine but in a tourist arena this 
“being nice” has become a “Sales Proposition”. As such can 
we assume that we as a nation is tourism hospitable? 

As the professionals in the industry realize now in this Digi-
tal and Social Marketing era, most highly skilled hotel capa-
bilities such as Food & Beverage, Accommodation Quality 
and Service have become “Hygiene” factors. Absence of these 
will be felt and affect guest experience. But basic delivery 
of same will not exceed customer expectations. In order to 
achieve a customer to be a returnee or more importantly be 
an Advocate / Referee / Promoter / Voice on Social Media 
and in one word “Brand Ambassador” of the country, they 
must have the feeling of security and acceptance at all “Mo-
ments of Truth” contact points of a holiday.

This however may be true for some of the actions by our peo-
ple. For an example in Kalutara area about 20 years back, a 
coconut plucker offered a tourist family King Coconuts when 
they showed interest in the work he was doing. In return the 
money that was given to him was refused for the couple of 
KCs, as he would do so for his neighbor. Tourists who were 
so pleased, followed him to the little shack where he lived and 
befriended. Result was that within a year he was living in a 
comfortable house and a container full household equipment 
was sent by these people. Such stories are many and need not 
be a “Must Do” to accept Tourism as a nation but a part of 
the spirit.

Singapore’s example and action plan as explained recently 
at an event of CHSGA by Tourism Expert Ms. Nisha Bar-
kathunnisha may be a good eye opener and start. Focus of 
this program was for every citizen to believe and accept that 
tourism is a national objective and is their duty to foster. This 
program brought together all stakeholders and civil organi-
zations that educated the importance of giving the visitors to 
their country a memorable experience. From the bus driver 
to street cleaner, all look at a tourist as a guest and not as an 
economic object. They targeted the university and school stu-
dents that would be the next generation of citizens to make 
the program long term effective.

For us to emulate the feats of Singapore, we could start with 
the State institutions that charge thousands of rupees per 
tourist for cultural attractions without providing basic clean 
sanitary facilities while exposing them to bogus guides. It 
can be started with vendors who aggressively sell products 
on the streets and beaches, establishments that charge dou-
ble the price from a tourist, hotels that do not showcase the 
country and culture. Porters and transport providers at the 
airport who ruin the country within the first hour of arrival. 

Spice Gardens that pack coconut oil in small bottles and sell 
at massive profits paying the travel agent in excess of 50% 
commission. 

They all miss the big picture. Tourism for Sri Lanka is here 
to stay. It is the future. The industry with the best resources 
without dependence on the outside world for delivery. Over 
the last 50 years Sri Lanka has developed a name for it. It is 
a brand. As equal to Ceylon Tea itself. Almost. And side by 
side with Cricket.    

For tourism to gain worldwide unblemished acceptance, we 
need to be consistent in approach, delivery and attitude to 
tourism. Each citizen must understand that tourism is the 
goose that lays golden eggs. The country is sitting on a gold 
mine and does not know it. Even if we know it, more interest 
is on the meat and not the eggs. 

Galvanizing people to accept and treat tourism and tourists, 
leadership must be from the state sector. Following up and 
championing the action making them a reality requires a col-
laborative effort, not just by the Tourist Board but all stake-
holders.

We are educating the industry staff, producing hospitality 
professionals and a good set of chauffeur guides and guide 
lecturers are trained. And true to the promise, direct services 
are performing exceptionally well and gaining very good 
comments on reviews. These reviews of visitors attract other 
first timers to the country. 

Then who will not giving us the seal of Excellence for Tour-
ism? In 2019 there had been only 20- 25 Tourist harassment 
cases filed by the police. But for every one on social media 
that has gone viral, there are many negative comments made 
about tourists and videos of tourist harassment that go unre-
corded. These are not committed by the direct service pro-
viders of the country. There are many instances of harass-
ment on tours, beaches and places of entertainment. A video 
is currently doing the rounds on social media in August 2019 
on harassment in Arugam Bay is a classic case in point. There 
were no police records but the news carries a secret video clip 
that gives the viewer an idea of authenticity.  

In order to get the nation behind this, like Singapore, we 
should use the education institutes and catch the populace 
young. Then for the already out of school 75% of the popu-
lation, we can use the TV and Radio campaigns to create a 
thorough awareness. There are many successful precedents. 
Campaign against garbage disposal by the road side was such 
a powerful exercise and resulted in all citizenry against the 
abuse of public spaces. Sri Lanka at this point needs to ed-
ucate all citizens that a tourist that you see in the country is 
not an object of income for the day but an investment for our 
future generations. 

Upul Gamage. 
MBA (PIM-USJ), FCHSGA.
Past President, CHSGA.
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What is the partnership of CHSGA and ANC Education? 

ANC Education partnered with the Ceylon Hotel School Graduates Association (CHSGA) to offer the Executive MBA 
program with a concentration in Hospitality Management in collaboration with the University of West London (UWL) 
UK.  The University of West London is a Top 50 UK University in 2019 and has been ranked  04th In London overall by the 
Guardian 2019. This tailor-made program is expected to offer both the reputation and career advancement for aspiring 
executives of Sri Lanka‘s hospitality sector.  This innovative program is designed in line with the world’s top Executive MBAs 
such as Harvard and INSEAD Executive MBAs, allowing busy executives to achieve their career goals within 14 months at an 
affordable cost. 

What are the Special Offers for CHSGA Members? 

The members of the CHSGA will Rs. 100,000 Fee Waiver from the local tuition fee and they will be offered a customized 
mentoring programme free of charge by CHSGA. 

THE UNIVERSITY OF WEST LONDON EXECUTIVE MBA
 FOR HOSPITALITY SECTOR PROFESSIONALS

5 Modules, 5 Weekends + Blended Learning from a Top 50 UK University

Hospitality sector is the fastest growing industry in the world with 
ample opportunities in many countries across the globe.  Sri Lanka 
has seen a rapid growth in the hospitality and tourism sector in the 
last few years and the opening of a number of international hotel 
chains such as Centara Hotels & Resorts, Weligama Bay Marriott 
Resorts & Spa, Grand Hyatt Colombo and Shangri-La hotels with 
Ritz Carlton and 4 Seasons soon to be opened among many others 
have created a huge need for skilled business executives. The 
industry estimates a demand close to 25,000 to 30,000 employees a 
year by 2020 to cater to the rapidly growing hospitality & tourism 
sector.  Those with the right business acumen, know-how and 
training will be posed to shape the future of this rapidly evolving 
field, as emerging technology and shifting consumer trends around 
the world change the way people spend their leisure time and 
money.
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What are the key features of the EMBA 
programme?

Programme structure
5 modules including an innovation project taught by 
industry experts.

Delivery Model
5 weekends of in-class teaching for the whole programme 
plus blended learning.

Blended Learning
 22 hours of classroom learning during a weekend per 
module (Friday evening, Saturday and Sunday) and 30 
hours of blended learning including recorded lectures, 
online chat forums, quizzes etc. 

Convenience
Students can block the 5 weekends of their calendar to 
attend the in-class lectures and the online content can be 
used any time they prefer. 

Course Duration
14 months. 

Student Support
3 hours of face-to-face or online one-to-one tutoring at a 
convenient time slot for the student. 

Recognition
Degree awarded from the University of West London (A 
UGC Recognized International University)

Faculty
Guest lecturers from the industry, international faculty and 
the local academics. 

Financial Support 
Monthly / Semester Instalment Schemes, 0% interest Credit 
card payment plans with installment options of 12, 15 and 
36 Months and customized student loans with “study now 
pay later option” 

What are the modules covered in the Executive 
MBA Programme? 

MANAGEMENT SKILLS FOR EXECUTIVES

This module will focus on the ability to demonstrate 
leadership competency, strategic thinking, sound 
decision making and execution, relationship building, 
tech-understanding, deep familiarity with financial 
issues, political savviness, presentation and excellent 
communication skills and a reputation for ethical 
conduct will help you to advance to the executive role. 
This module will help you to increase your global awareness 
and business knowledge to face future business challenges 
with confidence. You will explore how to act under the 
conditions of complexity and uncertainty; you will debate 
how these conditions influence and constrain decision 

making and how to counter these effects. 

How is this module relevant to the hospitality 
professional?

The top executives from the Industry will join as Guest 
Lecturers and will make the above content relevant to the 
Hospitality Sector by bringing in the sector specific case 
studies, examples and years of experience they have 
gathered in the industry in Sri Lanka and abroad. 

STRATEGIC LEADERSHIP

This module examines the importance of strategic 
management and how it impacts upon businesses. The 
module will enable you to diagnose strategic business 
issues concerning competitive advantage and to set 
a strategic agenda. In particular, you will explore new 
approaches to critical factors such as environmental 
scanning, strategic direction, evaluating quantitatively and 
qualitatively the strategy’s longevity and effectiveness.

How is this module relevant to the hospitality 
professional?

The panel of industry leaders who will share the direction 
they have taken would enhance the student’s capacity to lead 
the organization at difficult times by focusing on proper 
strategic planning and implementation. The scenarios 
and the analysis would be very specific to the industry 
and students can prepare a specific plan to their own 
organization. This module would empower students to 
work out a feasible framework to form a strategic plan and 
lead the organization to implement it.

FINANCIAL MANAGEMENT 

Understanding the principles of financial and business 
reporting puts senior managers in a better position to probe 
and question key information, focus on critical success 
factors and identify appropriate strategic actions. This 
module examines the important role of investments and 
financial decisions in maximising corporate value and 
minimising financial risks in an ethical manner, as well as 
obtaining a sustainable competitive advantage.  

How is this module relevant to the hospitality 
professional?

This module also would have industry experts who would 
share the practicality aspects and focus on what is more 
relevant to the industry such as Revenue Management, 
Pricing Strategy ( ADR), Yield Management etc. This is 
essential to a leader, so that he could make critical decisions 
such as whether to continue or discontinue a product or 
service and how that would impact the top and bottom 
lines.
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TECHNOLOGY AND GLOBAL ECONOMY

The module will enable you to drive organizational 
transformation and improvement in a global context. 
Especially, you will explore different disruptive technologies 
and what causes what and why. Case studies of several 
organizations are taken to understand how their businesses 
have been disrupted by technology and how disruptive 
technology could impact the future of the global industry. 
Particularly, you will examine decision support systems, 
consider which disruptive innovation might influence the 
organization’s value-chain and plan to respond to them 
and identify barriers, both economic and political. 

How is this module relevant to the hospitality 
professional?

This module will be very relevant to the students of the 
hospitality sector to enhance their capacity to understand 
the innovative practices of different disruptive 
technologies in the industry and how that could be 
transformed to achieve higher revenues. The industry 
experts will share the case studies relevant to the sector for 
more clarity. 

DELIVERING INNOVATION PROJECT

The module demonstrates the way in which a business 
plan is linked to planning and forecasting of business 
activities. It provides a step-by-step guide to identify 
strategic business problems and critically address and 
evaluate potential solutions. The different possible uses 
of a business plans are discussed and their development 
in specific organisational contexts. The curriculum will 
demonstrate the way in which business plans are developed 
and adapted to specific objectives, feasibility evaluation, 
profitability of a business initiative or a new enterprise and 
associated risk analysis.

How is this module relevant to the hospitality 
professional?

This module is based on a student-led model with an 
emphasises of application from theory to practice. Your 
project will be on a topic of your choice negotiated with your 
supervisor. You may draw on your experience and specialist 
knowledge to develop an innovative idea. This includes to:

• Figure out a problem that has priority in the eyes of 
customers and analyse the problem including the 
severity, potential causes and special impact

• Strategically evaluate innovative alternatives and define 
success criteria

• Develop a plan, evaluate data and CBA and explore the 
feasibility of the chosen project

• Writing a business plan

  

“The executive learner is at the heart of this programme. The 
UWL EMBA curriculum and teaching design is the result of 
decades of research and experience delivering high impact 
management education through better integration of formal 
learning into the real world. This programme effectively 
bridges the gap between theory and practice by engaging 
the executive in a continuous process that encourages 
application and innovative thinking. The executive’s own 
organisation and work context serves as the learning 
laboratory or field of experience. The programme is therefore 
designed to harmoniously blend into the executive learner’s 
work life and draws on their practical experience to build 
knowledge, skills and capability to be drivers of innovation 
and leaders of progressive change,” Says Dr. Suresh Gamlath, 
Dean of Business at the University of West London.

Ranking among the top 50 universities in the UK today, 
the 04th University in London (Guardian 2019) and the 
N0 01 Modern University in London for Student 
Satisfaction,  the University of West London offers career-
focused degree programs, and its reputation is stronger 
in many areas including business in terms of student 
satisfaction, career prospects, teaching standards, and 
industrial connections. ANC School of Postgraduate 
Education, since its inception in 2012, has offered Master’s 
programs in Business, Law, and Psychology in collaboration 
with UWL.

If you are qualified with the right skillset and training 
in the field of hospitality and tourism, the career growth 
potential is unlimited. ANC offers a number of scholarship 
opportunities and student loan schemes to finance the 
Executive MBA program in Hospitality Management and 
a special fee waiver of Rs. 100,000/- is offed for CHSGA 
members. 

HOW CAN I APPLY? 

Applications are now being accepted 
for the October 2019 intake. 

Please Call 0777449966 
for more information.

Dilan Bandara, FCHSGA
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WHAT MOTIVATED AND WHY DID YOU GET 
INTO THE HOSPITALITY INDUSTRY?

It was my dream from the age 13 that I want to be a chef. I 
prepared my first meal when I was aged 12 at home. In fact, 
as the eldest in the family, I was forced to prepare the meal 
to feed my hungry brothers and sisters. This was during 
the early 70s Communist unrest in the country where my 
mother was forced to leave home early searching for food 
before the curfew starts at 3 pm in the country. We didn’t 
know where our father was for months as he was sent to 
an unknown location by the Sri Lanka Navy to fight the 
Communists. I took charge of the situation and fed my 
siblings and left a portion for my mother. This is the time I 
felt that I wanted to be a chef and at the same time it became 
very clear that I was comfortable leading a pack. 

During this period, tourism was new to the country and 
started to see the benefits of tourism, new hotels started to 
build up such as Lanka Oberoi. Even though my parents 
wanted me to be an engineer or doctor, my plan was to 
become a chef and the ultimate goal was to be an executive 
chef in Europe. I worked towards it and accomplished 
it when I was 30. I was an Executive Chef in Sweden, 
Denmark, Spain and Australia.

I should remind you that in those days, getting an 
opportunity to become an Executive Chef in Europe was 
not an easy task. I had to be 100 times better than the others 
around me and I also had to overcome the racial barriers. 
I am happy to see that those barriers have started to break 
down gradually in the last two decades. When I look back, 
it was all for the best. Those barriers really drove and 
motivated me to become who I am today.  I never backed 
down and lost my focus, I had a very strong determination 
and executed my plan to achieve my objectives and goals. 
That was not the end, of course, I set the bar higher and 
higher as much as I could. I love the hospitality industry 
and it is not just a job, it’s a passion and I enjoy every minute 
of it. When you love what you do, it simply makes it easier 
to do the job and enjoy it. 

I have worked for leading hospitality brands such as 
Hilton, Wyndham, Marriott, Regent, Hershey and several 
independent lifestyle hotels and resorts. Currently based in 
Fort Lauderdale and managing a Hilton Curio Collection 
luxury lifestyle pre-opening project in the Caribbean. 
My parents could not afford to spend money on my 
education, and so this led to me investing my own hard 
earned money in my further education. My hospitality 
qualification includes Higher Diploma in Catering & Hotel 
Management in Switzerland, BA First Class Honors degree 
in International Hotel Management from the University 
of Manchester Metropolitan UK- I am a Certified Hotel 
Administrator certification awarded from American Hotel 
& Lodging Association and attended PDP program in 
Cornell University USA.

WHAT ARE THE THINGS THAT YOU DO NOT 
LIKE TO DO?

Things I really don’t like to do is not to forget my past and 
my roots. I always remember who I am, where I come from 
and my upbringing. My first letters were taught to me by 
a Buddhist monk ( Pannila Ghanissara Thera) I am a Sri 
Lankan by birth. However, as a US and Swedish dual citizen 
and as a globetrotter (worked and lived in 14 countries in  4 
continents. I always respect and adapt to the cultures and 
traditions of the countries wherever I lived in without losing 
my identity. I always tried to live by morals and values 
taught to me be my parents. I am a humble person and 
wouldn’t like to be immoral and dishonest. 

WHAT ARE YOUR STRENGTHS AND 
WEAKNESSES?

I do have a  list that can go on about my strengths, otherwise 
I wouldn’t have been gone from being an Apprentice at 
Windmill to Executive Chef of an iconic hotel in Europe to 
General Manager/Managing Director of luxury hotels in 
Americas. However, my weaknesses are lack of patience, I 
can be very self-critical  and a perfectionist and sometimes 
tend to exclude feelings from decisions.

ANURA DEWAPURA
BY THAKSHILA GALAPPATHTHY

Chat with
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AT WORK WHAT PUTS A SMILE ON YOUR 
FACE?

When my team is happy with their working environment 
and the leadership, my customers are happy with the 
services and quality and the owners are happy with financial 
results and performance. Obviously all three areas are 
correlated to each other. I don’t accept mediocrity, I lead 
by example and clearly communicate my expectations and 
am transparent with my communication style and value 
everyone’s contribution to the success. When all falls in line, 
I certainly will have a smile on my face.

WHAT PUTS A FROWN ON YOUR FACE?

Dishonesty, lies and false pretenders.

HOW HAVE YOU CHANGED IN THE PAST 6 
YEARS (AFTER YOU LEFT SRI LANKA?)

There are a lot of changes in hospitality and it is moving 
so fast with the technology platforms, concepts and 
consumer demands. As you may be aware the millennials 
are passing the baby boomers and Generation X travelers 
and Generation Z gets matured as well. Their expectations, 
needs and habits are very different to previous generations. 
So, the industry needed to change and adapt to the 
consumer demands and as a leader we needed to adopt the 
ways of managing and training the workforce, delivering 
services and products.

My travelling and experience around the world have 
helped me to continuously adapt and adjust myself with 
new trends and keep up to date with fast-moving industry. 
Technology platforms has a huge impact on service delivery 
and efficiency. The millennials, generation Z are very 
comfortable using technology and to some extent the GenX 
as well.  Gone are the days guests phone housekeeping 
to request for an extra towel, order room services, check 
out or make a complaint. All these functions can be done 
through your APP and the guest can communicate directly 
with anyone in the operation and vice versa, the hotel can 
promote and upsell services to the guests. I am confident it 
will evolve to the next level and also it’s all about creating 
experiences and authenticity. It can be art, food, culture, 
traditions, music, history, nature, sports and much more. 
Sri Lanka is very unique on its own and COUNTRY can 
provide so many experiences to modern day travelers.  

Also coming back to work in Sri Lanka after 30 years 
on 2008 -2013 changed me a lot. We do have a beautiful 
country and a lot to offer to future generations of travelers. 
Our genuine friendliness with improvement on training 
and development of our industry workforce could be vital 
for this progress. We need genuine and honest political 
leadership and focus as a nation together on the country 
and our future generations. 

Hopefully providing fair wages and benefits for industry 
workforce one day will be able to stop the brain drain and 
trained hospitality professionals traveling to the Middle 

East and everywhere else in search of a better life. The goal 
should be to get all Sri Lankans to focus inwards on the 
motherland. We will never be able to maintain consistent 
product and service deliveries by losing the trained and 
educated workforce to other countries.

In my view this is a major crisis in Sri Lanka not only in 
the hospitality industry, but almost every other industry 
too. I really don’t understand our political leadership 
incompetence.  Even recent famine and drought suffered 
Ethiopia will pass Sri Lanka on GDP year 2020.  

TELL US A BIT ABOUT YOUR TIME AS AN 
EXECUTIVE CHEF AT ONE OF THE BEST 
HOTELS IN EUROPE.

I was the Executive Chef at Hotel Alfonzo XII in Seville, 
Spain, which was built by the king Alfonzo xiii in 1860. It 
is a Luxury Collection property and I was the first Asian 
ever to be in the kitchen and  also to lead the kitchen. In 
Spain I had the opportunity and honor to prepare a meal 
for 60 two- and three-star European Michelin chefs at the 
“Michelin Awards Dinner” first time ever held out of France. 
That was my last Executive Chef and culinary position. I 
then moved to Bermuda as Food & Beverage Director. 

WHAT ATTRACTS YOU TO WORKING FOR 
LUXURY HOTELS?

I have worked and managed ultra-luxury resorts in the 
Caribbean, very large convention hotels in USA, corporate 
hotels in Europe as well as independent lifestyle boutique 
hotels. My attraction to these properties is not solely based 
on luxury. It was based on the company culture, vision, 
attitude and what I could contribute to the organisation, 
to the team as well as the customers and the owners. My 
personal opinion is that for modern travelers, luxury doesn’t 
necessarily mean five stars, a butler service and crystal 
chandeliers. Nor is it necessarily about opulence. It is all 
about creating and environment for these travelers, that 
encourages them to explore and discover their passions, and 
to ultimately deliver a one-of-a-kind, authentic experience 
that simply cannot be replicated elsewhere.

Nothing can beat great service. This is what separates an 
exceptional hotel from a good one. Guest interactions with 
the staff- from the General Manager to the room maid- 
must be genuine, authentic and natural. The goal should be 
to create an environment where guests feel at home and feel 
that they belong. My job is to create that exceptional and 
consistent experience together with my team for each and 
every guest.

WHAT ARE THE MOST CHALLENGING 
ISSUES YOU FACED DURING YOUR WORK IN 
SRI LANKA?

Challenges are none, opportunities are a lot. Issues you find 
wherever you work. It’s up to the leaders to turn issues into 
opportunities. At Mount Lavinia Hotel, I believe as a team 
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we accomplished a lot and turned it into a profitable entity 
with a happy team, satisfied customers and obviously the 
ownership. We have a lot of opportunities and it is never 
too late. Our political & industry leadership and business 
owners should focus on the workforce. Train them and 
retain them in the country. On the same note, it should 
always be people-centered and focused on how to motivate 
them and inspire them. That is true leadership.

WHAT IS THE BEST COMPLIMENT YOU’VE 
EVER RECEIVED?

Oh too many I could write a book…ha ha ha…It was never 
my intention to receive compliments. However, as a leader, I 
always pass along the compliments to my team. One thing I 
am very aware of is that I couldn’t achieve anything without 
the support and performance of the team. My role is to 
include everyone, share my knowledge and set objectives 
to work towards a common goal as a team. I am not a “one 
man show” type of manager. It’s  very short sighted thinking 
and I have seen many managers fail while destroying the 
business and creating a very unhappy working environment 
for employees. Managers who are insecure tend to use that 
type of style. However, I don’t count myself as a manager, I 
am a leader.

IF YOU MUST MAKE A CHOICE, WOULD YOU 
DO THE THINGS RIGHT OR WOULD YOU DO 
THE RIGHT THINGS?

I would do things right not the other way. But I do make 
mistakes. I always admit it and try never to repeat it again. 

I ONCE POSTED A QUESTION ON OUR 
FACEBOOK PAGE: “WHY DO YOU THINK 
YOUR GENERAL MANAGER IS IMPORTANT 
TO YOU?” SOMEONE ANSWERED: “I DON’T 
THINK MY GM IS IMPORTANT TO ME, BUT HE 
MIGHT BE IMPORTANT TO THE COMPANY.” 
SINCE YOU ARE A HIGHLY EXPERIENCED 
GM, WHAT IS YOUR VIEW ON THIS 
STATEMENT?

Well, I think it’s the person’s opinion. He may have reasons 
as to why he has come to that conclusion. It is all about the 
leadership and if you are a good leader that cares about 
the team, is fair to  everyone, honest, genuine , a good 
communicator, and if the person felt that the GM always 
had his back and was willing to take the time to listen and 
mentor the team, I doubt that any associate will feel that 
way. 

 You treat others the same way you want to be treated 
regardless of the position, gender or race. Gone are the 
days one could hide behind the titles and use the position’s 
authority to get the work done.

I must say that in Sri Lanka still some of our managers hold 
on to colonial mentality and enjoys the benefits of doing 
it. Colonial masters did that to ensure employees to follow 
their orders and suppress them. 

Progressive organizations should focus on free thinkers, 
be able to express their creativity, innovative ideas, 
inclusiveness, fairness to everyone and ultimately a happy 
working environment.

Certainly not the followers and that directly affects 
productivity, efficiency, unhappy environment and financial 
loses. 
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It’s a team sport and the GM should be the coach, if any 
managers act differently and use various methods to manage 
the team they will certainly be eligible to hear this statement 
“I don’t think my GM is important to me, but he might be 
important to the company.’’ 

CAN YOU THINK OF A TIME WHEN YOU 
MADE THE IMPOSSIBLE BECOME POSSIBLE?

Yes, catering for 12,000 people continuously for three days 
at the Scandinavian Masters Golf Tournament in Sweden. 
I couldn’t have done without a professional and well-
motivated team and all were committed to one common 
goal.

WHAT DO YOUR EMPLOYEES EXPECT FROM 
YOU?

They are my partners. We all are in the team and we all have 
common goals. Anyone at workplace or any human being 
including myself expects from his/her leader respect, to 
be treated with dignity, fairness and be there for the team 
when needed to assist and support. We celebrate when 
accomplished, provide constructive feedback when needed 
and hold accountable for their roles and performance.  I will 
be responsible as a leader to ensure that the team has clearly 
communicated set goals- objectives, are provided tools and 
resources to do the job and support them when needed. It’s 
a partnership within the whole organization. I don’t accept 
mediocrity.

WHAT ADVICE WOULD YOU OFFER TO 
THOSE WHO ASPIRE TO BECOME A GM IN 
THE HOTEL INDUSTRY SOMEDAY?

Becoming a General Manager in the hospitality industry 
is no easy feat. To get where you are today, no doubt you 
already possess a myriad of unique qualities that have 
allowed you to rise through the ranks and excel in a position 
that requires talent, dedication, and leadership ability. 

The role of the GM has changed a lot and will change even 
more with technology and consumer demands. He/She will 
have to wear more hats than before. Be in touch with the 
consumer, new trends, concepts, new tech platforms and be 
flexible and open to adapt and adjust to a rapidly changing 
industry as well as generational changes. 

But in the 21st century, knowledge depreciates like 
never before. External change is happening faster than 
organizations can keep up with internally, the future leaders 
should constantly look for ways to adapt and keep learning. 
To succeed in this environment it is important to lead by 
example, gain the trust and respect from your team with 
highest integrity, keep an open mind for learning and 
communicate clearly your expectations. I believe with these 
competencies, you could make an impact beyond just the 
bottom line.

WHAT’S NEXT?

Obviously, I would very much like to share my wealth of 
knowledge gathered from around the world with my fellow 
Sri Lankan young hoteliers. Though I am not eligible to 
vote, I read a lot about the political development in our 
country. No one should ever doubt that this is a Buddhist 
country. Hence the reason why for so long we all coexist in 
harmony. We certainly need someone like Lee Kuan Yew 
to restore our values, security, stability and development 
with the foundation based on Buddhist value system so 
that everyone could coexist in harmony regardless of race, 
gender, religion and culture. 

Not many countries in the world allow a majority religion to 
coexist with minority religions. Just look at the Middle East!   
I sincerely hope our nation will choose with a conscience, 
and without being fooled by false promises. Sri Lanka needs 
a leader with a plan. He/She should be surrounded by an 
honest and qualified team that is ready to execute their plan. 

All Sri Lankans, and not just our leaders, would do well 
to heed President JFK’s immortal words, “Ask not what 
your country can do for you- ask what you can do for your 
country.”

The new political leadership will set the tone for new 
direction and stability to thrive in this time of socio-
economic development. I would very much like to be part of 
the development of tourism industry in whatever way I can 
contribute to the process. I am confident that there will be 
many tourism projects in the country. I will certainly find a 
way to contribute to the industry and society to the best of 
my abilities. 

    We’re hoping to 
succeed; we’re okay 
with failure. We 
just don’t want to 
land in between.’’

“
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CHRISTMAS PARTY
17TH DECEMBER 2019
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WHAT WE DID ON 21ST APRIL 2019

1. We received message at 9.05 am from the Kingsbury Hotel regarding the tragedy
2. Need of the hour was quick reaction by us - In this case quick thinking and immediate action on your toes (Time – 9.05 

am)
3. Informed OIC of the BMICH Police (Time -  9.07 am)
4. Locked the gates to control access and prevent entry (Time – 9.09 am)
5. Gathered emergency team and decided on action plan (Time – 9.10 am)
6. Spoke with organizers of the two religious events that was being held and to be held in the evening (Time – 9.15 am)
7. Stopped and immediately evacuated the guests from the religious event that was being held (Time – 9.20 am)
8. Cancelled the evening religious events until further notice (Time – 9.30 am)
9. Requested staff who were on duty on 21st April 2019 to stay overnight since curfew was imposed
10. Ensured availability of food & beverage for overnight staff
11. Strengthened security within the premises and perimeter (Time – 2.00 pm)
12. Inducted Army platoon/ Civil Defence Force (Time – 2.00 pm)
13. Inducted STF search teams/ bomb sniffing gogs and search of grounds by our staff (Time – 2.00 pm & 9. 30 am)
14. When situation stabilized in the evening, requested staff to come to work the next day. Needed to be clinical and strike a 

balance between hard & soft approach.
15. Timing of actions is of paramount importance.

POST EVENT ACTION

1. Upward communication to the Board of Directors and downward communication to the staff was actioned via SMS
2. SMS communication briefings as updates on the security/ safety situation
3. Security/ Safety meeting was held on 22nd April 2019 – 8.30 AM with relevant staff & security & Police
4. Action plan implemented for ongoing security and safety with access control
5. Constituted security/ safety committee consisting of all stakeholders occupying the premises
6. Fixed frequency for security/ safety committee meetings
7. Initiated pre event security/ safety meetings with customers of future events

BEING FUTURE READY (PREPAREDNESS)

• Emergency response teams in place
• Constant vigil by employees and security teams
• More focused CCTV monitoring

PEOPLE LEADERS 
ROLE IN A NATIONAL CRISIS
 Presented by Sunil Dissanayake at SKAL International Colombo Chapter
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SITUATIONAL AWARENESS THEORY

HIGH ALERT: 
Confirmed threat, need to take action

FOCUSED AWARENESS:
Carefully observing a potential danger

 

RELAXED AWARENESS:
Paying attention, but not seriously

 
TUNE OUT:

Unaware of surroundings

TAKEAWAYS FOR IMPLEMENTATION

1. Constant effective communication  - upward & 
downward

2. Be mindful of suspicious behaviors of people 
(employees/ visitors) and objects

3. Hotels check on employees for connivance with the 
incident and those who were absent on the day of 
incident, analyze profiles of guests who stayed in the 
hotel

4. Senior Manager to be on duty in every location of an 
organization specially on holidays and weekends

5. Mostly second level Managers on duty in hotels on 
holidays and weekends (Upgrade duty cover to be by 
Department Heads)

6. Hotels - Retrenched staff without making use of 
opportunity for training and development

7. Redefine the role of Security Managers to play an active 
role in external intelligence gathering and to inform 
Management of risks

8. Hotels – to scrutinize and clear advanced reservations 
as and when reserved

9. Hotels – To request passport copy or NIC copy with 
reservations. To submit scanned copy by email prior to 
arrival

10. Hotels – To obtain approval from Department Head 
before check – in of walk – in guests

11. Hotels – To be vigilant about guests who check – in 
with light luggage and who pay by cash

12. Security in civil clothing in hotel lobbies for vigilance
13. Prevention is better than cure – key focus area

PAST EXPERIENCES IN HANDLING CRISIS 
SITUATIONS

• Gulf war –1990 (Evacuation drills)
• Central Bank –1996 (Carson Cumberbatch opposite 

Central Bank)
• Sri Lankan Airlines – 2001 (Half the airline fleet 

disabled)
 

QUOTES
 

“IN TODAY’S AGE, EVERY DAY IS EXAM DAY.
FULL OF NEW, UPREDICTABLE CHALLENGES.

OFTEN THE BEST WAY TO LEARN HOW TO MEET 
THEM IS TO TALK TO PEOPLE WHO HAVE FACED 

SIMILAR SITUATIONS!”

 
“WE MUST BECOME ‘INFINITE LEARNERS’
NOT ONLY ENJOY LEARNING BUT FEEL A 

CONSTANT NEED TO ACQUIRE NEW SKILLS.”

By: Sunil Dissanayake
Director/ Chief Executive – BMICH

Winner of Life Time Achievement Gold Award in 2011 and 
Honorary Membership (2004) of The Institute of Personnel 
Management ( Sri Lanka), in recognition of his contribution 
to Human Resources activities in Sri Lanka
Presented with the Hotel Industry Education Leadership 
Award – 2019

Honorary Membership of the Institute of Personnel Man-
agement (Sri Lanka)
Fellow – Sri Lanka Institute of Training & Development
Fellow – International Labour Organization (ILO)
Fellow - Ceylon Hotel School Graduates Association
Graduate - Hotel & Catering Management 

Board Member
Sri Lanka Institute of Tourism and Hotel Management
Sri Lanka Conventions Bureau
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TELL US A LITTLE BIT ABOUT YOURSELF.

My name is Upali Dharmadasa and I am the youngest 
son of the late Deshamanya H K Dharmadasa, one of the 
leading local entrepreneurs who has built a conglomerate 
namely Nawaloka  Presently I am the Chairman/Managing 
Director of Nawaloka Group of Companies including 
Nawaloka Restaurant founded in the year 2013.

HOW DID YOU LEARN OF YOUR LOVE FOR 
COOKING AND HOW HAS IT CHANGED 
YOUR LIFE?

As the youngest son and the pet of the family, I learned my 
cooking from my mother and I have always loved my food.

GIVE US SOME INSIGHT INTO YOUR 
KNOWLEDGE AND EXPERIENCE WHEN IT 
COMES TO SRI LANKAN CUISINE.

I learned all my tricks about Sri Lankan cuisine while 
cooking along with my mother, who herself was one of the 
best. 

WHAT MAKES SRI LANKAN CUISINE UNIQUE 
IN YOUR OPINION? WHAT DIFFERENTIATES 
IT FROM OTHER ASIAN CUISINES?

It is the authentic Sri Lankan spices and ingredients 
used when cooking here and the organic materials and 
methodology combined with the right choice of vegetables 
and meats to give the right blend and the unique taste.

HOW WOULD YOU DESCRIBE YOUR 
COOKING STYLE?

Simply Sri Lankan

WHAT OTHER CUISINES DO YOU 
PERSONALLY LIKE? ARE THERE ANY 
IN PARTICULAR YOU ENJOY COOKING 
YOURSELF?

South Indian Cuisine – Dhose, Idly, Sambar   
Sri Lankan cuisine- Fish-head curry, Crab curry 

WHAT INSPIRED YOU TO FINALLY START 
UPALI’S?

My passion for cooking.

DID YOU FIND YOURSELF FACING ANY 
CHALLENGES IN TERMS OF COMING UP 
WITH THE MENU FOR YOUR RESTAURANT? 

Not at all. It was like a duck taking to water.

HOW LONG DOES IT TAKE, IN YOUR 
OPINION, TO COOK A GOOD MEAL?

90 minutes 

WHAT IS THE MAIN DIFFICULTY WHEN IT 
COMES TO PREPARING SRI LANKAN FOOD?

Finding the right curry powders prepared in the right 
manner.

DO YOU HAVE ANY OTHER HOBBIES APART 
FROM COOKING?

Nothing much apart from enjoying meals with my family 
and friends regularly, and watching cricket.

WHAT IS THE BEST ADVICE YOU HAVE FOR 
ANY ASPIRING CHEFS/ RESTAURATEURS, 
PARTICULARLY THOSE FROM THE YOUNGER 
GENERATION?

Learn the basics and do not expect others to deliver what 
you cannot personally do.

“Pull up a chair. Take a taste. Come join us. 
Life is so endlessly delicious”

UPALI 
DHARMADASA
BY THAKSHILA GALAPPATHTHY
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INTRODUCTION - 
POSITIVITY:

When Shafeek (Wahab), Rohan ( 
Gunethilake ) and I, were doing our 
hotel management studies under 
Prof. Edgar Schaetzing of Hilton 
International fame, some 40 years ago, 
he once, gave us a cassette & wanted 
all of us to listen to that – it was a 2-3 
minute recording of Earl Nightingale 
on “ Positive Attitude “.We were told 
that the American Soldiers (then) used 
to listen to this cassette, before they 
start the day. (In a lighter vein, may 
I add that American Soldiers today, 
must be opening their Facebooks, 
when they get up in the morning & 
looking at some junk!!)

A  Sri Lankan Hotelier, Sanjiv  
Hulugalle, who was, lastly the General 
Manager of the Four Seasons Resort 
Oahu at Ko Olina in Hawaii (He 
has started  his career  as a Health 
Club Supervisor at the Four Seasons 
Hotel, Sydney in 1996. Has been with 
the Group for more than 23 years & 
has worked in 13 of their properties 
around the world - from Sydney to 
Beijing & from Maldives to Hawaii, 
to Las Vegas ……), identified their 
Group’s Philosophy of; “Hire for 
Attitude, Train for Skills”. At Four 
Seasons, they say, they believe that 
attitude counts as much as skill. 
They try to hire people with positive 
attitude, who they train to perform 
superbly, while creating a friendly 
working environment, where they can 
flourish.

My batch-mate, Ruwan (Punchihewa) 
once told me that he invited late 
Rohan De Mel ( who was also a batch 
mate of ours & at one time, a Senior 
Lecturer of Food & Beverage at the 

CHS ), when he was visiting Colombo 
from Canberra, to address a group of 
trainees at Colombo Hilton. During 
his presentation, Rohan has identified 
3 Attributes of a Good Manager – he 
has said; Firstly, its Positive Attitude; 
Secondly, its Positive Attitude & 
Thirdly, its Positive Attitude – after 
all, Positivity is the key to success.

Positivity is a practice of being 
positive or optimistic in attitude.

HOW TO DEVELOP POSITIVE 
ATTITUDE FOR SUCCESS & 
HAPPINESS

Management Guru, my good friend, 
Kushan Dharmawardena, in his 
presentations covering the topic of 
“Building Positivity”, identifies 10 
Success Qualities to build a positive 
attitude. He says, the beauty of these 
10 qualities is that any other positive 
attitude can be connected to one of 
these. So to be successful, one must 
practice all 10 qualities and they must 
become his or her good habits.

1. Punctuality
2. Courtesy
3. Appearance
4. Empathy
5. Enthusiasm
6. Knowledge 
7. Honesty
8. Commitment
9. Initiative
10. Discipline

He goes on to say, if you practice 
these habits consciously, on regular 
basis, you will become a person with a 
positive attitude. 

A positive attitude helps you to cope 
more easily with the daily affairs of 

life. It brings optimism into your life 
and makes it easier to avoid worries 
and negative thinking. If you adopt 
it as a way of life, it would bring 
constructive changes into your life and 
makes it happier, brighter and more 
successful. 

With a positive attitude, you see 
the bright side of life, become more 
optimistic and expect the best to 
happen. It is certainly a state of mind 
that is well worth developing.

CONCLUSION

Attitude is the tendency to react to 
things; it can be positive or negative 
towards a person or circumstances. 
Positive Thinking is an attitude that 
transfers into thoughts and words that 
are conducive to success & happiness.

Positive thinking is developed when 
you have a positive attitude. It is an 
attitude that pushes you to expect 
good and desired results.

About Positive Attitude, Sir Winston 
Churchill puts it, in his own “blunt” 
way;
“I am an optimist. It does not seem 
too much use being anything else.”

But Abraham Lincoln puts it in a 
much “ milder ” way;
“We can complain because rose 
bushes have thorns, or rejoice 
because thorn bushes have roses.”

Positivity – whether one talks about 
Positive Attitude or Positive Thinking 
– it can change your personal and 
professional life.
                                                                                                                                     
Saman P. Rajapakse 
MBA.FIH.FCHSGA

I S  T H E  K E Y  TO  S U CC E S S
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Q1 - WHAT MADE YOU CHOOSE HOSPITALITY 
AS A CAREER? 

A passion for cooking was the major reason for me to choose 
the hospitality industry as a career. I joined the Sri Lanka 
Institute of Tourism & Hotel Management in 2012 as a student 
in cookery to further develop my career in the culinary 
arts. However during my time at the Sri Lanka Institute of 
Tourism & Hotel Management and my internship at Hilton 
Colombo, I got the privilege and exposure to work among 
Sri Lanka’s best chefs. I also got the opportunity to assist in 
the prestigious live cooking competition at the Bocuse d’Or 
in France. That experience enlightened me that my skills are 
not only limited in the kitchen and to explore more avenues 
in the hospitality industry.

Q2 - HOW DID YOU GET TO WHERE YOU ARE 
TODAY AS THE RECIPIENT OF THE CEYLON 
HOTEL SCHOOL GRADUATES ASSOCIATION 
TROPHY FOR THE MOST OUTSTANDING 
STUDENT? 

It is not an individual game that we play in Hotel School. 
Teamwork is the best way to reach your goals in academic 
life and finally in a career path. I reached this point with the 
help of teamwork. Working closely with my friends, helping 
each other to understand difficult lessons and practicing 
them together as a team is a key point to reach the top. Also, 
the enthusiasm and confidence I had in me along with the 
support of my family played a major role in bringing this 
to life. My gratitude goes to all the lectures at the Sri Lanka 
Institute of Tourism & Hotel Management for providing us 
the best experience and world-class education.

Q3 - WHERE DO YOU WORK AND WHAT DO 
YOU ENJOY MOST ABOUT YOUR JOB?

I work as the Learning and Development Manager for both 
Anantara & Avani Resorts in Kalutara. I enjoy working with 
people and helping team members reach their potential. 
Before I transferred to Anantara Kalutara, I worked as 
an Assistant Training Manager at Anantara Peace Haven 

Tangalle Resort. It was a great pleasure to work under leaders 
who appreciates my work and who motivated me to reach 
where I am today. 

Q4 - TRADITIONAL MIND-SET IS THAT THE 
TOURISM INDUSTRY IS NOT FOR WOMEN. 
HOW HAVE YOU OVERCOME THIS MYTH? 

I always believe that gender does not bring you a particular 
level of success. It is commitment and passion towards your 
work, which will elevate you to a higher position. There is 
a huge potential for women in the hospitality industry to 
develop their competencies and to reach their career goals. 
There are no limits for women to grow in the hospitality 
industry because there are no limits in the human capacity to 
grow in intelligence, hard work or creativity.

Q5 - WHAT ADVICE WOULD YOU SHARE 
WITH WOMEN WHO ARE AT THE START OF 
THEIR HOSPITALITY CAREERS AND ASPIRE 
TO REACH A SENIOR POSITION?

Life is not about being selfish or showing other people that 
you are the best. It is about doing good things. Don’t believe 
what your eyes tell you. All they show are limitations. Look 
with deeper understanding, then you will see the ways to 
unlock your potential to grow your career.

NEENA SINHASIRI
INTERVIEW BY DILAN BANDARA

34 | VOLUME 02 /OCTOBER 2019 CHSGA HOTELIER MAGAZINE www.chsga.lk



Q1 - WHAT MADE YOU CHOOSE HOSPITALITY 
AS A CAREER? 

 I believe that as a young person, the hospitality industry 
is a great starting point in a career. Trying every role in 
hospitality with enthusiasm has helped me shape the best 
version of me! I also know that the customer service skills 
I’ve learned will also open many opportunities for me. The 
industry is growing rapidly internationally and Sri Lanka is 
also a fantastic destination, so there are countless paths and 
ways to progress and that is why I chose to excel in hospitality.

Q2 - HOW DID YOU GET TO WHERE YOU ARE 
TODAY AS THE RECIPIENT OF THE CEYLON 
HOTEL SCHOOL GRADUATES ASSOCIATION 
TROPHY FOR THE MOST OUTSTANDING 
STUDENT? 

Becoming an outstanding student does not happen overnight. 
It is also not the sole responsibility of our parents or the 
educational institution to guide someone to be the best, but 
the individual who must envision a goal and work towards it. 
I would however like to express my heartfelt gratitude to the 
Sri Lanka Institute of Tourism and Hotel Management, the 
foremost institution in tourism and hospitality education, 
for the facilities provided, and the entire panel of lecturers 
for their dedicated effort and for always showing us the way. 
But in the end it was I, who came prepared to gain as much 
knowledge as I can, make connections, and finally, apply 
what I learned to real-life situations. I believe that everyone 
can improve and become the best student and perform well 
in their life if they desire to do so.

Q3 - WHERE DO YOU WORK AND WHAT DO 
YOU ENJOY MOST ABOUT YOUR JOB?

I currently work for Anantara Peace Haven Resort, Tangalle 
as the Food and Beverage Administrator. I love spending 
time talking to guests and learning from the experienced 
team members around me. The most rewarding part for me 
is the time spent with guests, helping them to make the right 
decision about what our resort offers and giving them the best 
for the value they spend. I have never felt that I am doing a 
job here, but a feeling of home is inculcated to ensure a stress-
free working environment to the whole Anantara family.  I 

can also never forget the Hilton Colombo, the hotel where 
I started my hospitality journey with Mr. Manesh Fernando 
and the amazing Hilton team.

Q4 - TRADITIONAL MIND-SETS TOURISM 
INDUSTRY IS NOT FOR WOMEN. HOW HAVE 
YOU OVERCOME THIS MYTH? 

I disagree with this statement as the tourism and hospitality 
industry has immense potential and is a catalyst for female 
empowerment. It offers countless opportunities in the form 
of employment, entrepreneurship and income generation. 
Awareness must be created to challenge existing traditional 
gender roles and bridge the gap between male and female 
workers in the respective workplaces in tourism. With proper 
planning and integration of strong gender perspectives, this 
field of work can truly help promote equality on a local, 
national and global scale with women. Anantara Peace Haven 
Tangalle Resort is such a wonderful place that gives endless 
opportunities to make women empowered and encouraged 
by establishing the Anantara Ladies Club for all the ladies 
working for the premises. Numerous welfare facilities and 
training, as well as great recreation facilities, make us happy 
and more energetic to accomplish the organizational goals 
and objectives.

Q5 - WHAT ADVICE WOULD YOU SHARE 
WITH WOMEN WHO ARE AT THE START OF 
THEIR HOSPITALITY CAREERS AND ASPIRE 
TO REACH A SENIOR POSITION?

Well, my story defines it! If you love your job, you will be 
happy. I think that today it’s become easier for women to reach 
a senior management position in the hospitality industry, as 
the required skills and qualities are not gender-related. So, 
there is no specific advice for women except working hard 
and be professional.  In my organization, Anantara Peace 
Haven Tangalle Resort is also led by Ms. Carla Puverel who is 
an amazing leader for the Anantara family. Good hospitality 
education with good practical experience is a good start. 
Keep yourself motivated and remain agile. Be ready to work 
hard to make steps in your hospitality career, earn the respect 
of your teammates and develop your leadership skills. A good 
manager is always a good leader with a team of excellent 
professionals.

HASHINI SAMARAWICKRAMA
INTERVIEW BY DILAN BANDARA
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Once considered a marginal and unusual activity 
undertaken by hippies and the drifters of society, 
it has over the years evolved into an aspirational 
ideology that has gradually entered tourism 

mainstream and even demands its own place in tourism 
academia today.

To understand this growth in interest and sharp 
transformation in the perception of backpacking, it is 
interesting to draw on the roots and definition of the 
‘backpacking tourist’.

Historically starting with early European exploration, 
and bearing stark resemblances to the hippie travelers of 
the 60s and 70s, the term backpacker usually refers to the 
budget-minded international traveler who travels for longer 
trip durations than the conventional tourist, has flexible 
itineraries and generally travels to several destinations often 
sporting a ‘rucksack ‘or ‘backpack’ as a means of carrying 
their stuff. 

Travelling away from home for at least a month at a time, 
the typical backpacker is drawn by their imagination of what 
lies out there and an urge to escape from the dullness and 
monotony of their everyday routine, to extend their travels 
beyond that of conventional cyclical holidays. The extended 
travel periods give rise to the necessity of living on a budget.

While the phenomenon of long-term international budget 
travel and backpacker tourism has grown exponentially 
since the 80s, quantifying this growth and its impacts has 
been hampered by a lack of statistics kept specifically on 
backpacker tourism in most regions, including Sri Lanka. 
Despite this, the significant positive benefits of backpackers 
on local economies in developing countries must not be 
underestimated.

Backpackers can empower local communities and prove 
to be significant contributors to the grassroots level local 
economy of the locale they are visiting, as they stay longer 
in a destination, consume more locally produced goods and 
tend to use local services as opposed to international chain 
brands, in comparison to the international mass tourist, 
more actively pursued by governments in less developed 
countries.

Following five characteristics can help us identify 
backpackers and the experienced independent traveler 
who survives on less than US $15 a day, and make up the 
‘backpacker badges of honour’;

1. Use cheap and local transport
2. Carry all their belongings on their back
3. Bargain for goods and services, often looking for the 

cheapest option and wary of rip-offs
4. Getaway from crowds and discover new places

A Significant Impact on a 

Shoestring 
Budget
The implications of backpackers on Sri Lanka tourism

 “The World is a Book and will try to complete it before I disappear from this space” - 
Edie K   

A Significant Impact on a 

Shoestring 
Budget
The implications of backpackers on Sri Lanka tourism

 “The World is a Book and will try to complete it before I disappear from this space” - 
Edie K   

A shared desire to see the world by most across the world has marked the re-emergence of long-term independent 
travel, commonly referred to as ‘backpacking’ and its growth in popularity over the last few decades. 
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To understand the above and the 
way backpacker tourists interact 
with a destination and its offerings 
can help facilitate how a destination 
develops towards greater success and 
sustainability.

Backpackers commonly arrive at a 
destination without a clear plan and 
while they have more time to travel 
than the conventional tourist, they, 
conversely, tend to have smaller 
budgets and look to use cheaper 
modes of travel to reach more remote 
destinations than conventional 
tourists. Surface transport options, 
such as, local buses, minibuses and 
trains that offer cheap fares have 
proved to be the preferred mode of 
transport.

This, then, paves the way for parallel 
infrastructure growth and presents 
local entrepreneurs with a set of 
unique opportunities that locals 
in countries such as Indonesia and 
Thailand have capitalized on and 
could prove to be salient points for 
countries like Sri Lanka to consider. 

A diverse group of individuals, 
backpackers travel for months or 
even years at a time, and generally 
pride themselves for travelling the 
less trodden path. Ascribing to an 
‘anti-tourist’ notion, they purposefully 
avoid tourist-y destinations and using 
cheaper modes of transport look to 
reach more remote destinations than 

conventional mass tourists. They 
venture out to new, exotic places and 
previously untouched destinations, 
tourist spots and local villagers is, 
today, intricately woven into the 
backpacker experience tapestry 
and trends show that these trails 
consequently open up new tourism 
tracks for mass tourists. As social 
media and the role of influencers 
becomes more and more important 
in mass tourism today, conventional 
tourists have begun to look to 
backpackers as they plan their trips for 
insights on what to see away from the 
well-trodden path.

This, in turn, then results in the 
ultimate overall development of 
infrastructure and service offerings 
in these previously untouched places, 
including the creation of jobs. Thus, 
backpacker can prove to be important 
facilitators in developing local 
economies with significant positive 
impacts in developing countries.

In a Sri Lankan context take for 
instance Ella. Once a backpacker’s 
paradise, and known as ‘one of those 
backpacker towns’, Ella has  in recent 
years become increasingly more 
tourist-y, with some going as far as 
to label the town a ‘tourist trap’, as a 
result of the tourist boom hitting the 
town in recent years. It is now a must-
visit destination for most visiting Sri 
Lanka and its popularity has seeped 
into the tourist mainstream as well. 

As previously touched on, backpackers 
prefer to consume more locally 
produced goods and services, this is 
born as much out of wanting to keep 
their costs low as well as to experience 
as much of the local offerings and 
preserve their authenticity. They 
interact with and patronize locally 
owned enterprises, and look to 
immerse themselves in local culture as 
much as possible. Skilled artisans such 
as weavers, carvers and potters are 
considerably admired and patronized 
by backpackers, resulting in the 
revitalization of these crafts that may 
have otherwise rushed to extinction. 
In a country as abundantly rich in 
such skilled artisans and craftsmen as 
Sri Lanka, the boost this can give local 
communities in rural villagers cannot 
be ignored. 

Backpacker tourism over the years has 
proved to be a device for revitalizing 
cultures and opening up more 
choices for locals as well. As they 
look to immerse themselves in local 
culture and experience the local way 
of life, backpackers tend to engage 
more in social relationships with 
locals than other tourist types. They 
facilitate cross-cultural understanding 
through their interactions with host 
country locals and as a result of their 
keen interest in understanding, and 
preserving, local cultures, encourage 
the preservation and revitalization of 
these cultures amongst locals as well. 
Studies on the impact of backpacker 
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tourism in the rural Chinese town of 
Li Jiang, found residents affirming that 
backpackers, in fact, not only helped 
them preserve their culture, but 
also had an impact in helping them 
positively modify their local lifestyle. 

That backpackers seek new places, 
previously untouched by tourism 
and act as pathfinders that open up 
these new areas for mass tourism 
development can only multiply the 
social benefits of backpacker tourism. 
As more jobs are created and lifestyles 
improved, backpacker tourism 
has also been shown to improve 
educational opportunities, improve 
household hygiene and sanitation of 
locals through increased interaction 
with tourists and exposure to Western 
cultures in a way that would have 
been unimaginable and impossible 
otherwise.

To reflect on backpacker expenditure 
during their trip is to further 
recognize the potential for the creation 
of new job opportunities in local 
host communities. Backpackers, 
traditionally, spend their money 
unevenly over time and their trip, with 
a preference towards making savings 
on accommodation, transport and 
street food, and peak expenditure 
saved for leisure and cultural 
activities such as heritage site visits, 
dive courses, trekking, rafting and 
immersive cultural experiences.

While the emphasis on the positive 
impacts of backpacker tourism on 
local communities is not to imply 
that harmful effects, such as depleting 
heritage resources, crime, and 
paradoxically the degeneration of 
culture due to the rampant alcohol 
consumption, drug use, and overt 
improper conduct, does not exist, 
but to emphasize that a concentrated 
effort and focus on the benefits of 
backpacker tourism could counter and 
minimize the negative impacts.

This becomes increasingly important 
at a time where the number of budget-
minded independent travelers or 
backpackers is continuously on the 
rise. The falling prices of air fares 
have played a pivotal role in this shift. 
Airline tickets can easily make up half 
or one third of the total cost for the 
average backpacker and the addition 

of low cost carriers, such as, Air Asia, 
Ryanair or JetStar, since the early 
2000s have brought down airfares 
significantly and made longer trips on 
tighter budgets for backpackers more 
attainable.

Complementing this has been the 
increasing tendency of young people 
from fresh graduate, to taking a year 
out before further study or work to 
those in their late 20s and 30s seizing 
an opportunity to travel abroad 
long-term. For most, it fits in neatly 
between the break between education 
and career, and offers students 
the opportunity to enhance their 
education while, perhaps, increasing 
career prospects and is associated 
with the ideal of a period of fun and 
independence before taking on the 
responsibilities of adulthood. For 
others it is the allure of a break from 
their jobs, from making decisions 
about their careers and lives, postpone 
marriage and children, and the desire 
to explore the world beyond before 
settling down. And one must admit 
the allure of this, for anyone, is hard 
to deny. It has, in fact, become so 
common in some countries that it is 
almost accepted as a rite of passage in 
most Northern European countries 
and even Australia, New Zealand, 
South Africa and Israel. 

Taking on such travel, opens up 
endless opportunities for the travelling 
young, to meet new people, expand 
their social circles across borders, and 
offers them the flexibility to feed their 
adventurous spirits. Something that 
will become increasingly difficult as 
they grow older and responsibilities 
increase.

As this trend catches on across the 
globe, and word of mouth spreads on 
how it is done through social media 
and blogs, we can only expect the 
number of backpack tourists and long-
term travelers on a shoestring budget 
aspiring to experience the backpacker 
lifestyle to increase exponentially in 
time, as more and more people realize 
the dream of travelling abroad is not 
as expensive or difficult anymore. 

With this in mind, it becomes 
increasingly important for developing 
countries to recognize this trend and 
its potential to aid in the development 

of the country as a whole, and 
approach backpack tourism with a 
more open and tailor-made focus.

While it is heartening to note the 
number of hostels, budget hotels 
and homestays specifically catering 
to backpack tourists cropping up 
in the country, including in and 
around Colombo, there is a lot left 
to be done. Bearing in mind that the 
backpack tourist appreciates the less 
trodden path, significant attention 
needs to be focused on developing 
backpacker-focused offerings, while 
preserving the local flavor, in these 
areas. This is not an initiative that can 
be left solely in the hands of the local, 
ignorant entrepreneurs, but must be 
spearheaded and led by government 
support and policy focus. 

A number of countries, including 
Malaysia and South Africa, 
recognizing the undeniable value 
of backpack tourists and their 
impact on local economies and 
overall development have gone as 
far as commissioning studies on the 
phenomenon. The commissioning and 
funding of such studies is noteworthy 
in itself, as traditionally the tendency 
by Less Developed Countries has 
been to discourage this sub-sector 
and little policy interest has been 
shown in the past. The government of 
Australia has been taking the initiative 
since the mid 1990s, by way of both 
analyzing backpacker trends around 
the world and into the country and 
then developing policy instruments 
to expand the sector as a means of 
increasing their contribution to local 
communities.

Taking a cue from the above, it is 
imperative that Sri Lanka tourism 
and all its stakeholders take a serious 
look at the backpacker segment, in 
light of the wider economic benefits 
for developing host communities 
or risk being looked over for more 
backpacker-friendly destinations 
that have recognized and positioned 
themselves better to cater to this 
growing segment. 

Adrian Kulatunga, FCHSGA
Managing Director – York Hotels 
Management Services Ltd..  
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When Time 
Stood Still
A short story of memories
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It’s such a short time, it flies like 
any other day or year. I have 
known people in fact, 2 of them; 
who lived to be a hundred.  So, 

for those 2 it would have been another 
900 years only, in fact if you took the 
collective years of both its only a mere 
800 years that one needs to wait.  Even 
in your country much has happened 
in the last 1000 years. Capitals have 
shifted 7 TIMES! I remained silent 
not knowing my general knowledge. 
I continued to nod with a look of 
keen interest. Sigiriya was swollen in 
to the surrounding jungle, in silence.  
The kingdoms moved and capitals 
collapsed, followed by sermons and 
preaching from mountains and rock 
caves. From Polonnaruwa to Yapa-
huwa to Kandy to Kotte not to forget 
those many visitors from the Pandevas 
to Pallawas to the Kalingas followed 
by the Portuguese the Dutch to the 
British. How quickly they have all 
come and gone. You don’t hesitate one 
minute, such an exciting idea. In your 
time box, you can bury my old glasses 
as well. He continued with authority of 
knowledge and of strength. You write 
on the stone tablet. Beneath lies her 
history to be opened in the year or to 
be discovered in the year 3000 AD.  
Better still write or engrave, ‘Only to 
be opened in the year 3000AD.’ 

While he spoke with his very stylized 
English yet with a touch of his native 
Bengali, I recalled our first meeting. 
It was a hot day, the heat of the dry 
zone danced on the black rock and 
the paved cement stones. The leaves 
of many shades of green stood aside 
from their own movements of dancing 
and allowed the heat to take over and 
dance on the rocks. The leaves stood 

to attention un committed to the 
rather predictable dance of the heat. 
Repetitive waves of same size a move-
ment, an amateur performance in 
comparison to the leaves which dance 
far better to the rhythm of the wind

‘I am Gandhi’, he said, playing with 
his red cotton shawl which he had 
over his neck and plummeting down 
to his knees. He was tall, for the 
shawl to have touched his knees from 
both ends the shawl must have been 
quite long.  When he got off the car 
it was not drooping as it was now but 
knotted around his neck. The car air 
conditioning may have been strong, 
I thought. With a wife and mother in 
the car he may have opted to remain 
silent and suffer the chill without 
complaining or suffering the indigent 
of a telling off by a wife. Even if you 
were His Excellency the High Com-
missioner of India from the Mougal 
court in Delhi, a snub from a wife 
needs to be avoided. For a complaint 
of the car air-conditioning would have 
brought a long and lengthy discus-
sion of How, ‘it’s always your comfort 
that is thought of and never mine!’ It 
would have temporarily stopped with 
a provocative comment, ‘Never Mind’, 
and followed with a deep sigh.  The 
shawl was striking against the simple 
white of the Khadi shirt and the hand 
spun cotton kurta. 

I acknowledged the greeting hand and 
said, “Of course Your Excellency. I am 
a Gandhi and not the Gandhi,” he con-
tinued.  On 2 counts I was confused 
and was not too sure. My confusion 
was not been too clear as to what I 
had heard and if I had heard correct. 
Nor was I too clear as to what he was 

expecting me for an answer. For no 
answer did I have. “Yes, your Excellen-
cy,” I mumbled. His Excellency smiled 
and continued with the ever-deepen-
ing riddle. ‘Adding to the confusion 
they too are Gandhi’s. Bothe, of them! 
He said, gesturing towards the 2 ladies 
who had since got down from the car. 
As one of the ladies had stepped out 
from the front seat of the car having 
sat with the driver, I was not too clear 
as to who she may be. In a society of 
levels of power, such a lady needs to 
an individual to be reckoned with. A 
lady with a mind of her own. She was 
older than the other lady and had a 
mannerism of unspoken authority. 
Her well brushed white hair which she 
continued to brush while standing, her 
relaxed matter of fact attitude gave her 
an appearance of having had help in 
her house on all occasions and time. 
She smiled sweetly at the escort who 
brought her, her hand luggage, a large 
red bag with 2 gold straps. ‘Let the 
other bag be in the car’, she said. 

His Excellency, at last thought it was 
the opportune moment to introduce 
his entourage. “This is my wife and 
mother,” he said without looking at 
either. I bowed with a namaste. They 
too responded with grace. It was the 
senior Mrs. Gandhi who stepped out 
of the front seat. It was her visit to 
Lanka and her stories of the planta-
tions that encouraged the son to write 
his first novel ‘Saranang’. Senior Mrs. 
Gandhi facilitated the Srima Sashthri 
pact on the repatriation of the Tamil 
labor of the plantations Back to India. 
She had been to the island on many 
occasions including one visit from 
Rameswaram to Mannor on the sea 
ferry, across the Palk strait.  As she 

|  41www.chsga.lk VOLUME 02 / OCTOBER 2019 CHSGA HOTELIER MAGAZINE



explained, I had so many things to 
be brought to Ceylon that I thought I 
will drive down to Hatton. Some who 
opted to leave had spent a long 4 gen-
erations in the Island but thought that 
getting back to be better. Saranang was 
a moving story written of the families 
who were torn between two worlds. 
One a known world which refused to 
know them and another world which 
was unknown but was beckoning. 
Saranang, also spoke about a family 
which got separated. 

It was His Excellency Gopal Krishna 
Gandhi, who was to contest the vice 
presidency of India 18 years later who 
casually mentioned to me of a time 
capsule buried in the grounds of Lal 
Quila in Delhi. A steel container with 
the story of India which will never be 
destroyed for 3000 years in which it 
contained a story of an ancient land 
which had found its utterances a mere 
25 years before. I was fascinated with 
the story.

It commemorated the modern history 
of India. Her achievements adventures 
and dreams of a billion people. The 
story of the new ambitious indepen-
dent India. A story written of the 
turbulent time of a country desper-
ate to stand on one’s own feet. The 
history was written on copper plates 
in English, Sanskrit, Hindi and Urdu 
in celebration of 25 years of Indepen-
dence, it was buried in concrete and 
in Steel in 1973. To be discovered may 
be a 1000 years later. A year later India 
was to detonate its first atomic bomb.

It was early in 1999, speaking with my 
Guru and Pandit the extraordinary 
popular UCJ, Mr. Jayasinghe to most 
of us, that I asked him of his thinking 
on such a thought. As to be expected 
it was brushed side with a simple hand 
gesture.   May be a week later seated 
at dinner with a celebrated architect 
UCJ casually asked him what he knew 
of Time Capsules. I looked at UCJ 
in disbelief. Important persons in 
Colombo who knew the architect had 
requested Mr. UCJ to entertain him 
that evening. I was dragged into the 
dinner as UCJ claimed, ‘I don’t know 
anything about bricks and cement’! In 
1957 in the USA, the Belvedere project 
buried a whole car in a concert box 
for the future to see. The marvel of our 
achievements the greatness of the 20th 

century, the beauty of free markets 
and the power of Democracy, said a 
concrete slab placed in the car.  The 
Americans wanted to celebrate their 
achievements for future generations, 
to show what they have achieved as 
free people. 

 The Architect smiled, ‘What an 
extraordinary question!’ he said. He 
looked at his fingers, he started to rub 
nail to nail. “It is said to be good for 
the mind, the vibration,” he explained. 
‘I don’t think anyone has thought 
about it, a time tablet for the millen-
nium. Achievements of a millennium 
buried for the future to discover. Hid-
den clues with pathways and crosses. 
He dramatized it with Indiana Jones 
style cowboy with guns and arrows. 
‘The Egyptian Pyramids are the best 
and the largest time capsule, they have 
been opened 7000 years later from the 
time they were buried; to tell us the 
whole story. A story not only of Egypt 
and the people who lived there but 
the story of the evolution of man and 
his unbelievable power of thinking 
and creativity’. He stopped rubbing his 
finger nails. I missed the rustling noise 
that it had been making. ‘You should 
bury it in the early hours of the morn-
ing of the 1st Of Jan 2000!’, that will be 
so exciting. Invite a few guests to par-
ticipate and request them to contribute 
a few of their belongings too. Tell 
them it’s for a burial. Tell them it’s for 
prosperity!  I knew UCJ was looking 
at me, I took a deep breath. ‘I will tell 
the guest that it will be for a burial till 
eternity!

I had 4 more months for the 1st of Jan. 
much had to be done.

With UCJs blessings in place, Ram-
bukwella had to be roped in and of 
course Laksiri the engineer. Concrete 
will last a very long time’, said Laksiri, 
as to how long, is ‘very long’ was not 
clear. Wijitha Perera my old friend 
was spoken to he was very clear, as 
to a long time. ‘It will last more than 
a thousand years, make sure the iron 
used in the frame are of quality if not 
that will be the first to rot’.    

Throw a staff notice all were informed 
of the part they would play in the story 
of Kandalama and its contribution to 
the history of Sri Lanka. They were 
asked to contribute anything that they 

thought the people 1000 years from 
today will be interested in knowing 
about our life style and our way of 
living. ‘May the future look at our 
madness in kindness’, wrote Rambuk-
wella and had it engraved in stone 
to be placed on the surface after the 
concrete box with all the activities of 
the hotel were buried. 

A staff brought a whole piggy bank of 
his daughter, the story of Kandalama 
the many difficulties that the hotel 
had to undergo prior to building the 
names of people who contributed 
positively to making it all possible was 
written typed, thickly laminated and 
left for history to read.

Many more were added : a bottle 
of Marmite, not to forget Coke and 
Lager Beer, hotel uniforms, menus 
of the day, memorandums to staff, 
disciplinary action on  and about 
absenteeism and promotions; coins 
and currency, lots of photos of guests, 
staff, of the hotel and of the area, an 
explanation of the hotel symbol, the 
Sinhala word Ka, the why and what of 
it. A CD with a collection of Sinhala 
songs, VCD on tourism, a calculator, 
5 types of rice, a pair of Bata shoes 
size 42, a packet of Panadol and Dettol 
were among the 500 items which were 
buried. 

In the early hours of the morning of 
the 1st January in the year 2000, to 
commemorate a new beginning of a 
day, a month, a year, a decade and cen-
tury the box aptly named the Kakula 
was buried on the slopes of the path 
way leading to the staff village. The left 
foot of a man was placed looking east 
and walking to eternity.

As the only recorded time capsule in 
Sri Lanka celebrating the dawn of a 
new millennium, The Kandalama Ka-
kula will stand in testimony to those 
many people who contributed to the 
strong hospitality tradition that was 
Kandalama.

After all, 1000 years is indeed a short 
time. 19 years have since gone. A mere 
980 years remain, that too will move 
quickly.  

Amal Nanayakara, FCHSGA
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HOTEL SHOW COLOMBO 2019 TO HAVE A 
POSITIVE IMPACT ON THE TOURISM AND 
HOSPITALITY INDUSTRY
Hotel Show Colombo 2019, a major opportunity to do business with Sri Lanka’s luxury, boutique and resort hotels 
face complex challenges; but with an all-out effort to resuscitate the hospitality and tourism industry by all concerned, 
Government agencies and authorities, consumer demand is expected to rise. 

Organized by Ceylon Hotel School Graduates Association, (CHSGA) Hotel Show Colombo 2019 is to be held at the BMICH 
from 15th to 17th November 2019. Together with event partner CDC Events and supported by its sponsors, Government 
and Private sector establishments, the event will highlight the fact that the industry can bounce back despite the obstacles 
and help rebuild the image of Sri Lanka and the industry under a dynamic leadership. As an inducement to hoteliers, which 
will also indirectly benefit the supplier stall holders, the Finance Ministry announced plans to grant working capital loans 
at concessionary interest rates for the tourism sector.

As part of the Hotel Show, training programs and qualifying competitions in various sectors are being held in several 
regions around the country as a run up to the Show. Concurrent events taking place at this year’s Hotel Show would include 
four main competitions; National Barista Championship, Ceylon Tea Masters Cup, National Room Stylist Challenge and 
Bar Champs by Pernod Ricard. In addition, there would be the Bocuse ‘d’Or Sri Lanka. The Hotel Show Master Class is 
another eagerly awaited feature of the event. The popular ‘Colombo Food Fest’ also held would be a star attraction with 
many leading hotels providing a succulent array of food.

A collection of high quality product and service providers ranging from design and décor, guest facing and back of house 
technology, leisure and wellness, hotel products and amenities, marketing, housekeeping, business services - a platform for 
business, learning and networking. 

Trevin Gomez, Chairman of the Organizing committee of Hotel Show states, “In order to run a hotel successfully, hoteliers 
must embrace change and constantly seek to invest in the latest solutions to deliver the ultimate guest experiences, whilst 
simultaneously streamlining and maintaining efficiency and profitability. The Hotel Show Colombo 2019 unites high 
quality suppliers with forward thinking hoteliers who share a common vision. This vision is to support the development 
and successful operation of hotel businesses today and in the future.”

With over three hundred stalls, including foreign participants and the bonus of having the CEO of Minor Hotel Group, 
Mr.Dilip Rajakarier confirming his presence as the Guest of Honor at the inauguration ceremony, The Hotel Show Colombo 
2019 will definitely turn out to be a successful event.
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Travel 
         Medicine

TELL ME ABOUT YOURSELF.

I am Dr. Chandana Galappaththi. I have been practicing 
medicine since 1996. I completed my primary education at 
St Joseph’s College Colombo and ended up in Royal College 
Colombo following my Grade 5 scholarship.

I Completed my MBBS at North Colombo Medical College 
followed by the Post Graduate Diploma in Family Medicine 
(Primary Care) at the Postgraduate Institute of Medicine at 
the University of Colombo.

I am also a member of the College of General Practitioners, 
Sri Lanka (MCGP).

I started my career serving the Sri Lanka Air Force (SLAF) in 
1996 as a student officer where I topped the batch during the 
military training at Diyatalawa SLAF Academy. Afterwards 
served as the first Uniformed Base Medical Officer at SLAF 
Base Vavuniya during the peak of war when Vavuniya was 
the FDL (Forward Defence Line). I have taken care of MI 17 
and MI 24 flying squadrons during the said tenure.

Then I served at the Base Hospital Nuwara Eliya as an intern 
in Gynaecology & Obstetrics and Paediatrics.

Followed by anaesthesia training at Colombo South teaching 
hospital. I started my primary care career as the Chief 
Medical Officer at Moratuwa Medical Centre and Director 
Operations at Medi Calls emergency care service.

During this time, I had the opportunity to attend many 
travellers and in 1999 was offered to take over Mount Lavinia 

Hotel as their Doctor on call for their guests and their staff. 
Since then I have been called to attend many travellers, 
including being the Doctor in-charge for Hilton Colombo, 
Galle Face Hotel, Shangri La Colombo, Movenpick Colombo, 
Uga Residencies and many other hotels.

Besides, I also look after the French community as the 
French Embassy Medical Consultant in Sri Lanka and Kuoni 
travels & Walkers Tours, island-wide providing specialized 
primary care. 

WHY DID YOU GO INTO MEDICINE & WHAT IS 
TRAVEL MEDICINE?

Medicine has been the passion in my life since childhood, 
my mother being a Nursing Sister. I see Medicine as the 
profession which gives the greatest job satisfaction.

Travel medicine has been a unique part of primary care, 
especially in Sri Lanka being a renowned travel destination. 
People from all over the world have been traveling from 
different ethnicities, climates, and values requiring 
unforeseen medical complications and accidents while on 
holiday. Providing them with the best of care to international 
standards has been boosting the image of our country and 
our medical facilities while curing them professionally with 
the Sri Lankan touch, Tender Loving Care (TLC). 

IS PRE-TRAVEL COUNSELLING AND 
CONSULTATION IMPORTANT?

Pre-travel consultation and preventive measures against 
certain endemic diseases in concern countries are important, 
whether it is inbound or outbound.

ARE VACCINES REQUIRED FOR TRAVEL?

Yes, vaccination is a primary part of preventive care, 
especially with travellers. Certain epidemics prevalent 
in countries should be studied and necessary preventive 
measures should be taken by the travel medical care 
providers depending on the countries visited.

“The last thing you 
want to think about 

when planning a trip 
overseas is your health. 
However, did you know 

that 60 percent of foreign 
travelers experience 
some form of illness 

while out of the country”

Interview with 
Dr Galappaththy 
INTERVIEW BY THAKSHILA
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DO DOCTORS DO TRAVEL VACCINATIONS?

Certainly, some life-threatening diseases could be prevented 
by vaccination and also protect the country of origin from 
bringing in non-prevalent diseases or eradicated diseases to 
the country, on their return.

WHAT IS A TRAVEL MEDICINE CLINIC?

A Travel Medicine Clinic would advise on preventive 
measures, specific to the area of traveling and would 
address the possible concerns. The Travel Medicine Clinic 
could offer Curative Primary Care and liaise, arrange for 
Secondary & Tertiary care, as and when indicated.

TELL ME A LITTLE BIT ABOUT HOW YOU GOT 
STARTED IN TRAVEL MEDICINE?

I have been offering World-Class Primary Care at the 
doorstep of the patients whenever they required medical as-
sistance during their travel in Sri Lanka. This has prevented 
many undue hospitalizations and distressing holidays, while 
giving them the best of medical care, offering first-class 
hospitalization facilities as and when necessary, which has 
been invaluable. 

We also have arranged for medical evacuations by air, using 
Emergency Helicopters & Fixed Wing Air Ambulances and 
by road, using Emergency Ambulance Paramedics, saving 
many lives. 

WHAT HAS BEEN YOUR FAVOURITE TRIP 
ABROAD?

I have widely travelled all over the world, traveling being my 
hobby and interest.

This includes most parts of the USA and Canada, including 
Alaska, Hawaii, in addition to the Mainland. Most of 
Europe, Asia & Africa, Gulf Region down to all of Australia 
and New Zealand.

This exposure has enlightened me in offering world-class 
care as I have been attending many International Medical 
Conferences and Workshops in addition to my Leisure 
Traveling.

Alaska, Tasmania, Kenya, South Islands of New Zealand 
have been among my favourite destinations.

THEY SOUND LIKE AMAZING TRIPS. WHAT 
ARE SOME OF THE MOST COMPLICATED 
AREAS IN THE WORLD TO TRAVEL BASED 
ON VIRUSES, PARASITES, THE NUMBER OF 
VACCINATIONS NEEDED, ETC.?

There are totally different diseases prevalent in the countries 
I have exposed myself, mainly influenced by their weather 
patterns and their geographical influences. Yellow Fever and 
Malaria being concerns in Africa & Sub-Saharan countries, 
Dengue type endemics in tropical climates, while flu being 
the concern in Europe, are a few examples to be mentioned. 
While all available vaccinations are worthy of being 
considered, certain vaccinations are essential and sometimes 
are mandatory when you travel overseas.

Travel medicine is a unique field, where the Medical 
Professional has to create that first impression, making 
your patients feel at ease and safe in your hands. You 
should wholeheartedly offer that unique Tender Loving 
Care to the traveller, who is totally away from their home 
environment, offering them the best available professional 
care. In addition, you need to make the patient understand 
the gravity and the consequences of the planned treatment 
options. This includes financial constraints, social issues and 
time duration involved.

“The Impulse to Travel is 
one of the hopeful 
symptoms of life”
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I CAN ATTEST TO HOW MUCH HELPFUL INFORMATION YOU GIVE DURING APPOINTMENTS. 
WHAT ADVICE WOULD YOU HAVE FOR ANYONE INTERESTED IN ENTERING TRAVEL 
MEDICINE?

Medical reporting, especially with travel insurance while 
offering the best of skilled care is another vital part of 
offering travel medical care. Hence, Fluency & Language 
Skills and Communication, in terms of Speaking and 
Writing plays a major role.

Sometimes, complicated communication issues need to 
be addressed, with the world becoming a global village 
and many people taking into traveling, especially with 
nationalities like Chinese, Russian, Korean, Japanese with 
limited knowledge of English.

Sri Lankans, having hospitality in their blood and roots, with 
that genuine smile from their hearts, need to maximize their 
able medical expertise to be utilized productively, to bring 
credit and revenue while boosting the country’s image as the 
World’s Best Travel Destination.

The hospitality industry, together with the medical 
profession, could boost Sri Lanka, if promoted as a medical 
tourism destination, offering presently available world-class 
care and expertise.

As at today we only see some degree of native ayurvedic 
care, offered from age-old ancient practices. Similarly, more 
evidence-based, scientifically accepted modern allopathic 
medical care expertise should also be utilized more 
productively in this country, boosting the travel trade.

In addition, I also feel that there is ample room for 
improvement in our ancient native herbal treatment care 
with fewer side effects, which is becoming the world trend 
today.
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SLITHM SIGNS LETTER OF INTENT (LOI) WITH TVEC

Sri Lanka Institute of Tourism and Hotel Management (SLITHM) signed a Letter of Intent (LOI) with Tertiary and Vocation-
al Education Council (TVEC) to promote National Vocational Qualifications (NVQ) among SLITHM students. Under this 
arrangement SLITHM students completing basic level programs covering Front Office Operations, Housekeeping, Cookery, 
Restaurant and Bar Service will be eligible to receive NVQ Level1V qualifications.

This is a milestone for SLITHM after decades of issuing its own qualifications, now has the opportunity to align with national 
qualifications and provide dual certification to SLITHM students the Chairman SLITHM Mr. Dilip de Silva said.

“Sri Lanka National Vocational Qualification System from Levels 1 to 7 is rapidly gaining recognition among youth and 
employers, from 13 year schooling students (or even below) upto degree level at University of Vocational Technology (UNI-
VOTEC) in many areas of Vocational Education. “It is encouraging that in the hospitality trade this arrangement has opened 
which has great potential in the Tourist Industry of the country,” said Chairman TVEC Professor Dayantha Wijeyesekera.

“We hope to work very closely with TVEC, VTA and NAITA to ensure national guidelines for NVQ certifications are 
adhered and providing SLITHM students with a pathway to achieve NVQ Level 7 one day under University of Vocational 
Technology  (UNIVOTEC),” Chairman SLITHM said.

Under the guidelines of the LOI signed the SLITHM faculty will work closely with TVEC registered industry assessors to 
ensure NVQ assessment guidelines are followed to ensure quality standards are maintained throughout the satellite schools 
of SLITHM.

TVEC Chairman Prof. Dayantha Wijesekera and SLITHM Chairman Mr.Dilip De Silva exchanging the signed Letter of 
Intent (LOI) 

SLITHM CONTRIBUTION FOR   NATIONAL LEVEL 
TOURISM & HOSPITALITY TRAINING AND 
DEVELOPMENT IN SRI LANKA
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SLITHM SIGNS MOU WITH MINISTRY OF EDUCATION (MOE)

Sri Lanka Institute of Tourism and Hotel Management (SLITHM) signed a Memorandum of Understanding ((MOU) with 
the Ministry of Education recently to train 1200 GCE (O’Level) students under the national 13 year guaranteed education 
program initiated by the Education Ministry. Under this agreement SLITHM will train the selected students in housekeep-
ing, front office, and restaurant and bar and cookery leading to National Vocational Qualification (NVQ) Level 1V.

“SLITHM Colombo Institute and eight provincial colleges will take part in this ground- breaking pilot program that will 
provide young school leavers with the best of hands on practical skills and knowledge SLITHM is famous for,” the Chairman 
of SLITHM said.

Ministry of Education (MOE) has developed 26 vocational fields including tourism & hospitality and offered to youth who 
have not been successful in their A Level studies and to continue their studies in a vocational stream focusing employment 
opportunities in national and international contexts. Students will undergo initial off the job training in all SLITHM pro-
vincial and Colombo facilities and will be placed in selected star class hotels for the “On the Job” training. Students will be 
regularly monitored and supervised by the SLITHM faculty and Ministry of Education officials to ensure students follow the 
prescribed NVQ level 1V learning outcomes. Students who successfully complete both off the job and on the job components 
will be awarded National Vocational Qualification (NVQ) level 1V certification which is equivalent to A Level certification.  
SLITHM Koggala branch has already commenced training of 70 students, including 14 female students.

In order to make the 13 year guaranteed education program popular among the general public and industry stakeholders, 
SLITHM is planning to host a seminar on 25th September together with the Policy Development Office (PDO) of Prime 
Ministers Office (PMO) and Ministry of Education (MoE) at SLITH auditorium. “We hope to invite both private and public 
sector stakeholders to have a healthy dialog to make the 13year guaranteed education program a resounding success in Sri 
Lanka said the Chairman SLITHM.

SLITHM Chairman Mr. Dilip De Silva, Exchanging he signed MOU with Mr. M.N Ranasinghe ,Secretary  Ministry of Edu-
cation (MoE)  .

SLITHM STUDENTS VENTURING INTO INTERNATIONAL IN-SERVICE TRAINING IN DUBAI

In its 56 year old history, SLITHM students have been successful in securing eight months In-service training contracts with 
Dubai JW Marriott Marquis hotel in Dubai. After going through series of interviews twelve students who are specialised in 
Front Office and Housekeeping were selected to commence training in Dubai starting from 1st September. “We are in the 
process of preparing another batch of ten students to send to Maldives, Malaysia (Langkawi Island), India and Dubai soon 
said the Chairman. SLITHM. 
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SLITHM Front Office and Housekeeping students on the eve of their departure to Dubai with Chairman Mr.Dilip  De Silva, 
Front Office Cluster Head, Mr.Udena  Shilpathilake and Housekeeping Cluster Head Mr.Lenard  Perera

SLITHM PROMOTING INTERNAL CUSTOMER SERVICE AMONG THE TOURISM MINISTRY 
EMPLOYEES

Leading from the front SLITM Chairman Mr. Dilip De Silva had initiated and conducted Customer Focused Service Quality 
training to over 100 employees of the Tourism Development, Wildlife and Christian and Religious Affairs Ministry. Partic-
ipants were drawn from SLITHM Colombo and eight provincial schools, Sri Lanka Tourism Promotion Bureau (SLTPB), 
Sri Lanka Tourism Development  Authority ((SLTDA) Sri Lanka Convention Bureau (SLCB), Sri Lanka Tourist Police and 
Ministry head office staff.

The program content covered all aspects of service including personalised service, handling customer complaints, communi-
cation processes (verbal and non verbal), moments of truth, satisfying internal and external customer needs etc. During the 
training participants were actively engaged through video presentations, group activities, role plays etc.

Chairman SLITHM was supported by SLITHM Lecturers Mr. Dheera Hettiarchi, Mr. Anura Alahaperuma, Assistant Di-
rector Marketing Mr. Sagara  Kulasinghe and management assistants,  Ms. Kokila Sewwandi  and Ms. Tilini Fernando. “We 
hope to continue this series of workshops until the end of the year and all participants will be presented with a certificate of 
competence said Mr. Dilip De Silva, Chairman SLTHM.

Quality Customer Service 3rd batch of participants with SLITHM Chairman Mr. Dilip De Silva and Support presenters 
from SLITHM Faculty.
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SLITHM PROMOTING SERVICE QUALITY TRAINING FOR TOURISM & HOSPITALITY INDUSTRY 
AT THE HIGHEST LEVEL

Having successfully trained over 100 Tourism Ministry internal customers, SLITHM led by Chairman Dilip De Silva has 
ventured into the hotel industry to promote service quality among internal customers. The first Customer Focused Service 
Quality program was conducted at Hilton Residences for 24 middle and senior staff from  cross sections of the hotel. The one 
day program was well received by the participants and the feedback received was very encouraging requesting for similar 
training in the future. Once again Chairman SLITHM Mr. Dilip De Silva  was supported by SLITHM Faculty.

The highlights of the one day program was selecting the best smiling group and the Advanced Food and Beverage Service 
techniques demonstrated by SLITHM Chairman Dilip De Silva who is London City & Guild Institute Gold Medallist in Food 
& Beverage Service.  Flaming Liqueur coffees, Flambé desserts including “crêpe suzette à l’orange” and mixed fruit flambé 
were the order of the day!

“We hope to continue this series of workshops to all star class hotels in Colombo as well as in other districts. The Tourist Ho-
tels Association of Sri Lanka (THASL) has agreed to join with SLITHM to jointly issue certificates to industry participants. 
Hotels that are interested to receive SLITHM specialised training programs customized to individual enterprises can contact 
either Mr. Dheera Hettiarchi on 0718036635 or Mr. Anura Alahaperuma on 0718108387.

The winning team of the best smiling group activity receiving a box of Swiss Chocolates from the SLITHM Chairman Mr. 
Dilip De Silva. 

Hilton Residences Director Human 
Resources Ms. Venya Jayasekera and 
Mr. Surath Samarathunga Training 
and Development Manger present-
ing and Eco friendly bag to SLITHM 
Chairman Mr. Dilip De Silva  after the 
training session
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In the hospitality industry, it takes 
many factors to achieve Greatness. 
What do I mean by Greatness? Let 
me quote from the Merriam-Webster 
dictionary which states that:  

“Greatness is - the quality or state 
of being great (as in size, skill, 
achievement, or power)”

This definition is close to my personal 
belief that Greatness comes from 
the skills we gain in life and the 
achievements we obtain through using 
those skills.

In hospitality, as in life, gaining the 
required skills is an ongoing challenge. 
And with the world-changing at such 
a fast pace, the skills you needed last 
year, can soon be superseded by the 
skills you will need next year.

The World Economic Forum in its 
2018 Future Jobs Report suggested 
that the areas of job growth expected 
to see the most growth are roles;
‘that leverage distinctively ‘human’ 
skills, such as Customer Service 
Workers, Sales, and Marketing 
Professionals, Training and 
Development, People and Culture, 
and Organizational Development 
Specialists as well as Innovation 
Managers’

It also stated that; ‘by 2022, no less 

than 54% of all employees will require 
significant re-skilling and upskilling”. 
they also suggested that the “skills 
continuing to grow in prominence by 
2022 include analytical thinking and 
innovation as well as active learning 
and learning strategies’
Having worked in many different 
countries over the past two decades, 
I have seen first-hand how people 
have struggled to adapt to the changes 
taking place around them. Often 
finding themselves under extreme 
pressure to perform in the workplace 
without any clear understanding of 
how to complete the tasks required of 
them. 

In today’s business world, more and 
more organisations are expecting 
employees to undertake learning 
outside of the fundamental business 
training provided upon joining that 
organisation.

So, what’s the answer? Well, there’s no 
one magic answer since no one can 
say for sure exactly what skills and 
training you will need in three, five or 
even ten years from now. Just as no 
one can say for sure what jobs will be 
required. However, the one thing most 
agree with is that you will need to be 
adaptable to change and embrace the 
concept of “life-long learning”.
For me, I see life-long learning as 
being more about knowing how to 

learn more in a shorter period of time. 
Time itself is a precious commodity, 
undervalued by most people. Once 
used, it is gone forever, a finite 
resource for us all.

So how can you prepare yourself – I 
believe that three areas can assist the 
most in this new learning paradigm 
are knowledge input, analysing the 
data and effective communication.

Knowledge input – This is the first 
step and requires you to finding 
ways/methods of gaining additional 
knowledge over a shorter period of 
time. This can be achieved in several 
ways, including speed reading or other 
methods such as through the use 
of audio or video played at a higher 
rate, either 1.25 or 1.50. This allows 
you to gain more knowledge over a 
shorter time period. Of course, very 
few people learn just through listening 
to audio at a higher speed. You still 
require the necessary skills to digest 
the information and to be able to 
identify the key takeaways.

This is where knowing how to do 
accurate abbreviated note-taking 
comes in and is vital for getting the 
information from your short-term 
memory into your long-term memory
Analysis of data – over the next 3 to 
5 years, I believe that those who can 
analyse the data and can see patterns 

THE 
VALUE OF GREATNESS
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and trends will be in the hottest 
demand. Eventually, robots or AI will 
surpass humans in this field. However, 
until then, those who can identify 
patterns and see the problems or 
potential problems and then find ways 
to solve them will see big rewards.

Communication – This area I think 
will outlast most of the other areas, 
mostly due to the fact that having 
the ability to pass on or implement 
new ideas and information in a quick 
and concise way to people, is often 
a preferred way to learn rather than 
listening to a recording. Most people 
like the interaction of another human, 
and I don’t think human interaction 
will be replaced entirely.

That’s where I see the most need for 
a specialised training coordinator. 
Someone with all the skills, 
knowledge, ability to learn quickly, 
identify the key areas, and come up 
with solutions that work. However, 
they also need to have the ability 
to train others to implement those 
solutions. It is those with these three 
essential skills that I believe will 
flourish in the next wave of workplace 
change and innovation.

UTILISING THESE SKILLS IN 
HOSPITALITY

Hospitality is one of the areas that 
offers so much for the future, with 
more and more people travelling, the 
short term and long-term prognosis 
for hospitality and tourism around 
the world is one of ever-increasing 
demand. Most of this growth is 
expected to be in the Asia-Pacific 
region with the highest increase 
in tourist numbers coming from 
China, the USA, India, Indonesia and 
Thailand. 

The main factor that will contribute 
to this increase is that people from 
these countries have had significant 
improvements in wealth distribution 
amongst the middle classes and with 
more wealth comes the desire for 
travel, to experience different cultures, 
food and ways of life.

In many emerging countries we 
can see the investment in travel and 
tourism with many of the big hotel 
chains opening more and more hotels 

and resorts as they prepare for this 
increase in numbers.

We also see Governments supporting 
this new wave of tourism, with many 
Governments actively supporting the 
travel and tourism sector. This support 
varies widely but usually includes 
tax concessions, a lowering of visa 
restrictions, thus making it easier for 
citizens of selected countries to obtain 
tourist visas. Additional support of 
local operators through grants and 
other types of funding is also often 
used as a way of supporting this vital 
industry.

EDUCATION

Education is another sector that is 
experiencing an increase in demand 
as these new hotels, and tourist 
attractions/destinations seek fully 
trained and experienced people to fill 
the various management roles. Those 
who learn the fastest and who strive 
for quality will be the ones whose 
careers flourish the most.

THE MOST POPULAR 
DESTINATIONS

Whilst it is difficult to say which 
destinations will be the most popular, 
we can already see that people want 
something new and different, with 
several countries developing a “Brand” 
as a way of promoting their country 
as a desired destination with a shift 
towards sustainable tourist attractions, 
but with all the comforts offered by 
five-star travel.

Travellers are also choosing new 
destinations over old. Previously 
tourists might travel to a destination 
and decide to return multiple times 
in order to get the most from their 
chosen destination. This pattern of 
returning to a much-loved destination 
was mainly due to our overwhelming 
desire for familiarity, knowing how 
to get to and from the airport, where 
to stay and knowing how close it is to 
the beach, shops, restaurants, sights 
and attractions. However, this too is 
changing with travellers now looking 
for something different in their leisure 
time. 

For those who want to know more 

about what might be in stall for Sri 
Lanka, I can highly recommend that 
you take the time to read the Sri 
Lankan Tourism Strategic plan, it’s 
not easy going, with its 119 pages 
but a valuable resource none the less. 
Another good read that I suggest 
students read is a free 64-page pdf 
from McKinsey & Company, titled 
Coping with Success – Managing 
overcrowding in tourism destinations

So why not download these free pdf ’s 
and practice your speed-reading 
techniques today.
• sltda.lk/tourism-strategic-plan-

2017-to-2020.pdf 

• Coping-with-success-managing-
overcrowding-in-tourism-
destinations.pdf 

FINAL THOUGHTS

I believe that the keys for successful 
tourism are based on quality. Quality 
attractions well run and managed, 
quality products and services at the 
destination and quality staff, well 
trained and with a willingness to 
showcase both their country, culture 
and attractions.
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Common sense, defined as “sound judgment derived 
from experience rather than study,” is one of the 
most revered qualities in the world.It evokes images 
of early and simpler times in which industrious men 
and women built our country into what it is today. 
People with common sense are seen as reasonable, 
down to earth, reliable, and practical.

But here’s the catch. Common sense is neither 
common nor sense. There’s not a whole of sound 
judgment going on these days (though whether it 
is worse than in the past, I can’t be sure), so it’s not 
common. If common sense was common, then most 
people wouldn’t make the kinds of decisions they do 
every day. People wouldn’t buy stuff they can’t afford. 
They wouldn’t smoke cigarettes or eat junk food. 
They wouldn’t gamble. And if you want to get really 
specific and timely, politicians wouldn’t be tweeting 
pictures of their private parts to strangers. People 
wouldn’t do the multitude of things that are clearly 
not good for them.

And common sense isn’t real sense if we define 
sense as being sound judgment because relying 
on experience alone doesn’t usually offer enough 
information to draw reliable conclusions. Heck, I 
think common sense is a contradiction in terms. 
Real sense can rarely be derived from experience 
alone because most people’s experiences are limited.
So-called common sense is a fallacy that has 

COMMON SENSE 
IS NEITHER 
COMMON NOR SENSE

HOW OFTEN IS COMMON 
SENSE CORRECT?
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been foisted on us by our culture of 
ideology (any ideology that wants 
to tell us what we should think and 
do) that prefers us to be stupid, ill-
informed, and poor decision-makers. 
Common sense is even used as an 
ideological cudgel by conservatives 
in which so-called coastal elites lack 
sense and, as a result, are out of touch 
with “real Americans” who apparently 
have an abundance of common 
sense. But, if we use our elected 
representatives as examples (though 
I can’t vouch for how representative 
they actually are), I think it’s safe to 
say that unsound judgment, that is, 
the absence of common sense doesn’t 
discriminate based on political 
ideology.

The word common, by definition, 
suggests that common sense is held by 
a large number of people. But the idea 
that if most people think something 
makes sense then it must be sound 
judgment has been disproven time 
and time again. Further, it is often 
people who might be accused of not 
having common sense who prove that 
what is common sense is not only not 
sense, but also completely wrong. Plus, 
common sense is often used by people 
who don’t have the real knowledge, 
expertise, or direct experience to 
actually make sound judgments.

The unfortunate reality is that 
trusting common sense, in point of 
fact, causes us to make poor rather 
than sound judgments. Perhaps the 
biggest problem with common sense 
is that it falls prey to the clear limits 
of personal experience. Or, we don’t 
even have any actual experience in 
the matter and rely simply on what we 
believe to be true or have been told is 
true, what we might label “faith-based 
sense” (in the broadest sense of the 
word faith). For example, when you’re 
having a discussion about just about 
anything that requires taking a stand, 
for example, the weather, the economy, 
raising children, sports, what have 
you, how often do you hear some 
variation of “It’s been my experience 
that [fill in the blank]” and the person 
then draws a conclusion based on said 
experience? And how often is that 
conclusion wildly at odds with the 
facts? 

I think we need to jettison this notion 

of the sanctity of common sense and 
instead embrace “reasoned sense,” that 
is, sound judgment based on rigorous 
study of an issue (which also includes 
direct experience). Of course, we can’t 
do an in-depth scientific study of 
every topic for which we need to draw 
a conclusion or make a decision. We 
can’t, in the formal sense, do a review 
of the literature that includes relevant 
theories and the scientific findings 
to date, prepare detailed hypotheses, 
design a formal methodology, collect 
data, and employ complex statistical 
analyses from which we draw 
conclusions. But we can, and should, 
apply many of these basic principles of 
the scientific method in more informal 
ways to our daily lives.

A course in scientific thinking and 
methodology for everyday life should 
be a requirement for all students. Such 
proactive education about precise 
thinking and real sense might reduce 
the number of truly dunderhead 
things that subsequent generations 
will do (the current generations are 
probably beyond remediation).

Here are some ways in which people 
can engage in more “sensical” 
thinking, whether common or 
otherwise (what does it matter where 
sense comes from as long as it does 
truly reflect sound judgment?).

First, we can begin our “ inquiry” 
with an open mind, something sorely 
lacking in matters both trivial (Who’s 
better, Red Sox or Yankees, Red Sox 
of course) and substantial (how to 
fix the budget deficit). Without being 
receptive to answers that we may not 
want to hear, we might as well just 
ask ourselves what we want to be true 
and go with that, which is what many 
people with so-called common sense 
(most efficient, but often wrong).

Second, we all establish hypotheses 
that we would like to see affirmed 
when we are asking questions in our 
lives, for example, about relationships 
(“I know she likes me.”) or the 
economy (“It’s definitely picking 
up.”). But for hypotheses to be more 
than just foregone conclusions (the 
world is flat; oops!), it’s important to 
also propose alternative hypotheses 
(maybe the world is round or square). 
Just considering that there might be 

answers other than the ones we want 
ensures that any “experiment” we 
conduct isn’t just an exercise in self-
serving affirmation (drug trials done 
by pharmaceutical companies).

Third, we can collect a sizable sample 
of data that is more likely to be 
representative of the population as 
a whole. So, instead of just asking a 
few friends their opinions on a topic 
(which are likely similar to our own), 
we ask others, particularly those we 
know to have differing views. Does 
that guarantee sound judgments? 
Of course not. But does it make it 
more likely that whatever conclusion 
is drawn will be closer to reality? 
Absolutely.

Fourth, we can analyze the data 
as objectively as possible. Let’s be 
realistic. No one likes to see their 
“theories” disproven. And there’s a 
cynical saying in the sciences, “If the 
facts don’t fit the theory, throw out 
the facts.” Also, don’t forget “GIGO” 
(Garbage In, Garbage Out) which 
describes the “failures in human 
decision making due to faulty, 
incomplete, or imprecise data” (thanks 
Wikipedia). The scientific method 
attempts to prevent both sayings from 
being realized by using statistical 
analyses that, at least in theory, don’t 
allow for the intrusion of human 
biases (recent research has found this 
assumption presumptuous, but it’s the 
best we have at this point).

The bottom line is that if we can learn 
to think in more open and rigorous 
ways, we can draw the most accurate 
conclusions and make the best 
decisions possible for the myriad of 
questions, concerns, and problems we 
face every day, be they mundane or 
impactful. And we might just all get 
along a little better too.

Article re-produce herein was a 
research paper, 
Thakshila Galappaththy  
Editor
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The global tourism market is generating over $1.3 trillion in revenue annually. 
In 2019, digital travel sales are set to reach $755 billion, more than half of the 
total receipts. The Online Travel Market is estimated to reach $1,091 billion 
by 2022 with a Compound Annual Growth Rate (CAGR) of 11.1% during the 
forecast period 2016-2022. Online travel providers aim to make travel planning 
and booking convenient for travelers. The online travel market is highly 
dependent on quick and convenient flights and hotel bookings, travelers’ trust in 
online payment, and ability to instantly compare several available travel options.  
At present, online travel market is offering travel services through websites 
and mobile apps, as it is one of the most preferred mediums of travel bookings, 
particularly among the younger generation. 

The travel and tourism sector is known to be fiercely competitive, even though 
the online travel business is catering to the demands of such a large audience, 
brands must use innovative digital marketing strategies to stand out.
In this article, we’ll explore 10 key tips and strategies for success at the 
intersection of travel and digital marketing.

1) IDENTIFY THE TARGET AUDIENCE 
This is of the utmost importance as it is impossible to design a successful 
and effective campaign without identifying the target audience for whom the 
campaign has to be designed. This is applicable to businesses in the travel and 
tourism industry as it is for any other industry, especially when the industry itself 
is highly focused on traveler experience as a measure of success.
The first step is to identify your target customer; travel products are mainly 
focusing on families, solo adventurers, couples, corporate travelers, senior 
citizens, differently able travelers or a mix of multiple demographics.  Being 
specific is the key when designing a successful campaign. As an example, if the 
bulk of your products cater mostly to young couples, this information will help in 
designing the campaign. 

It is important to put yourself in the shoes of your target customer for a better 
understanding of their requirements. For example, if you are planning a trip for 
your family, where would you plan to go? Which destinations would suit your 
requirements with the best mix of activities, entertainment, and value for money? 
And more importantly, where would you search about the travel products? It 
could be a standard Google search, Trip Advisor or Facebook reviews or even a 
from a YouTube channel of a travel Vlogger.

2) USE OF SOCIAL MEDIA
It’s not necessary to emphasize the importance of social media nowadays and 
what an impact social media has had on digital marketing. In the travel industry, 
platforms such as Facebook, Instagram, and YouTube help inspire travelers for 
traveling and help discover the destinations, dream hotels, and find exciting 
activities and attractions. It’s important to be where the clients are as most of the 
prospective customers are already following social media channels. However 
it’s not simply sufficient set up accounts on social media platforms and share 
content that’s not relevant to the target audience. Businesses should create and 
publish content that will be appreciated by target customers. Also it’s important 
for the business to engage with the audience by form of discussions, responding 
to comments and questions, creating an exceptional customer service experience. 
Obviously, brands can also run paid ad campaigns directly on platforms like 
Facebook, Instagram, and Twitter. 

ONLINE MARKETING TIPS FOR THE 
TRAVEL & TOURISM INDUSTRY
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3) IDENTIFY KEY PHASES OF THE BOOKING PROCESS
Travel isn’t generally an impulse buy. The process of arranging travel from initial interest through to thorough research, price 
comparison, and booking can happen within a few days to a few weeks. Understanding this process can be very useful for 
marketing professionals in the travel/tourism sector. 

Google breaks it down into five stages:

• Dreaming - During the initial phase, prospective travelers are open to all possibilities. They haven’t made a firm decision 
about where to go and what to do, and they’re looking for ideas.

• Planning - At this stage, travelers have pinned down a destination, but they’re still flexible about dates, hotels, and 
activities.

• Booking - Dates, flight times, and accommodation preferences are all confirmed. It’s time for travelers to make 
reservations!

• Experiencing - Travelers are on their trip experiencing the holiday booked by them. At this stage, they may still be 
searching for ad-hoc activities and experiences while in-destination.

• Sharing - Travelers are on their trip or after the trip sharing their adventures online.

Every phase of the process holds the potential to guide travelers into your sales funnel.  However it is important to create 
digital content that targets the right people on the right platforms at the right time.

4) KNOW WHICH ELECTRONIC DEVICES ARE USED DURING 
DIFFERENT PHASES
The multi-stage travel booking process will often processed on more than one 
device as researching, comparing, reserving, and purchasing travel products will 
not happen at the same time. 
Initial search for the holiday destinations during the dreaming phase can take 
place on a mobile device during a free time of the day. Comparing hotels may be 
undertaken on a tablet or even on a desktop computer, however mostly travelers 
prefer to make the final booking on a laptop or a desktop computer with printing 
capabilities. Therefore content must be optimized for different devices used 
during different phases, and its placement for every stage of the traveler’s buying 
journey must be considered. 

5) WELCOME ‘SOCIAL PROOF’
Growing number of Travelers are regularly using review sites such as 
TripAdvisor, Google, and Facebook to guide their buying decisions. It is 
important to be proactive and provide review sites with high-quality content 
of the brand and its product. This can help improve the first impression of the 
business. It is important that you respond to all reviews your brand receives, 
whether it’s good or bad. If you receive constructive criticism, provide a polite 
response that addresses each points expressed by the reviewer and if you are 
able to demonstrate remedial work already undertaken, share it as it will help to 
counterbalance the impression of the reviewer and also to prospective customers. 
Positive reviews are more of a pleasure to receive! Respond to each of these too, 
and acknowledge aspects of your services that really impressed each reviewer.
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6) USE OF TECHNOLOGY FOR MARKETING ‘EXPERIENCE’
Travel is all about the experience, and it starts even before a booking is made. 
Helping travelers get a feel of your destination, hotel, attraction, or activity using 
online tools will certainly payoff when the decision for booking is made by the 
customer. Interactive visual content such as immersive videos and 3600 photos 
are particularly useful. Technologies such as AR (Augmented Reality) and VR 
(Virtual Reality) are becoming a trend in the travel and tourism industry. 

7) LEVERAGE ENGAGEMENT DATA
One of the most important aspects of digital marketing is that it allows for the 
collection and analysis of campaign-related data throughout the booking process. 
Tools such as Google Analytics and Facebook Pixel provide rich data which help 
understand how, where, and with whom your content received interaction. This 
data can be analyzed to help the Travel Company understand the audience and 
create more personalized content for the potential customers, which in return 
drives engagement, conversions, and sales. 

8) MAKE A PUSH DURING PEAK PERIODS
It is important to identify the peak periods as it’s the ideal time to push a little 
harder with marketing efforts. Create content that taps your target customer’s 
needs. A photo or a video of a Sunny tropical island beach will be more 
appreciated by a customer looking at gloomy winter sky in Europe planning a 
trip to Asia. Peak times may be different for different target audiences. However, 
marketing efforts must be the strongest when there is more potential. 

9) WORK WITH INFLUENCERS
Digital influencers are becoming a very important part of the online marketing 
process. They have organically-built, engaged audiences who are receptive 
to brand content, and the return on investment can be extremely rewarding. 
Majority of the online marketers believe that working with an influencers is very 
effective, and most of them find it more effective than other paid media and 
marketing channels. 
This is why influencer collaborations have become a hot trend in the travel/
tourism industry. Audiences hold a sincere level of trust in the influencers they 
choose to follow, which creates a favorable environment in which to introduce 
marketing material. Visual content plays a big role here. Instagram photos, vlogs, 
and image-dense blog posts help the audience visualize themselves in their dream 
destination. 

10) EFFECTIVE USE OF SEO 
Search Engine Optimization (SEO) is an important aspect for the online 
marketing in travel and tourism industry. Through effective management SEO 
there will be hundreds and thousands of searches to leverage marketing campaign 
to create natural traffic. However SEO can often take more time to build as the 
brand presence will need to be established before this really benefits the brand.  
SEO can enhance the online presence of the brand by attracting with more 
organic traffic to the content.

In conclusion it is to be identified that digital marketing in the travel and tourism 
sector is all about showing off the experience in the best way possible as we are 
selling dream activities and locations so marketing campaigns need to have this 
essence to be successful.
This can be achieved by marketing to the right people, leveraging on analytical 
data as well as the visual components of the campaign to really make it standout.  
Also it is to be noted that not every campaign has to be paid advertising as a lot 
of leads and conversions can be generated by managing online presence through 
effective SEO, and online interactions.

Sisitha Weerasekara
MTEHM (CMB)
Co-Editor CHSGA
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