
 



Introduction.

	Sri Lanka is also known as the tear drop of India, which is situated in southern tip coast of Indian ocean. This tiny island is enriched with copious culture, heritage, and blessed with remarkable natural beauty such as blue seas, goldarn beaches, forests, waterfalls and breath-taking mountain peaks. Sri Lanka was ruled by the Kingdom of Kandy and was colonised by the British empire for more than hundred years since 1815. The independence to the country was granted in 1948 and since then country became republic. 
	
	Though Sri Lanka is a well-known destination for tourists, tourism industry has been struggling for more than 30 years, especially between 2003-2009 as because of the civil war and political instabilities (Fernando et al., 2015). Since the war was ended in 2009, Tourism industry and related businesses started to boom exponentially and in past few years Sri Lanka was internationally recognized as one of the best touristic destinations in the world. As Sri Lanka is situated on the sea routes in between the Europe and East in the Indian ocean also its vital geographical position is a huge advantage for the country’s economic enhancements as a global logistic hub (Fernando et al., 2015).


Strategic Tourism Planning.

	Today, the competition is very intense in every field in Sri Lanka. It seems very difficult to stand in the market on a good position with the existing product as competitors think in a way to make the product far better every day. It does not matter that product is invented or introduce by whom first into the market thus, staying in the market among competitors it requires creativity, innovation and planning and strategy (Dye, 1992; Wilkinson, 1999; Mason, 2008; Chaudhary, 2009). The same scenario applies to the tourism industry as it strengthens the country’s economy - “This industry which is smokeless and generating maximum revenue and foreign exchange” (Jenkins & Henry, 1982). Therefore, the authorities have started to create new attractions such as safaris, and natural adventurous parks and also develop existing destinations such as religious and historic destinations in order to increase the length of stay in the country. Sri Lanka mainly focuses on the areas of failures that undermine achievement of Tourism Vision 2025. Tourism has been positioned as the central pillar of economy in Sri Lanka for many years. Sri Lanka’s primary objective in 2020 is to earn $7 Billion through tourism and also to create over 500,000 job opportunities for both men and women.

	Development can be defined as the growth of anything such as human being or society, nation, infrastructure or skills (Malhothra N. 2005). According to Pearson in 1918 has identified, there are five different ways in which the concept notion of development is used such as,  
1) Economic growth. 
2) Modernisation.
3) Distributive justice.
4) Social economic orientation. 
5) Spatial reorganisation.


Tourism destination development. 

	Development is a dynamic concept but, interpretation change over the time. Another important concept of tourism product is that these products are quite different from the development of other products as most of the product are intangible in the tourism industry. According to Cochlear in 2003, “products can be defined as anything physical such as objects, places, that can be pitched to a market for awareness”. In general, all service elements required by the tourist during he/she spends time in a different location away from home and these products can be classified as, unequivocal products such as attraction, accessibility, hotels and resorts etc which are come of the main components of the tourism product. Middleton in 1988 interpreted the hotel tourist products as a “bundle or package of tangible and intangible components, based on activity at a destination. The package is perceived by the tourist as an experience available at a price”. On the other hand, tourism destination development is often referred as a new product development because it introduces its services, attractions, new product development into the tourism industry. It is completely a sequential process involving various strategic planning and implementation to destination site development and marketing of the product. Sri Lanka has invested on new projects such as port city, and an extension of the capital which reclaimed land from the sea which is open for foreign investors. Therefore, most luxurious hotels will be launched in Sri Lanka by 2022 such as Hyatt, Ritz Carlton, Four Seasons, Banyan Tree which will immensely contribute to the development of tourism industry in Sri Lanka as the country is considered to be a very affordable destination. 

	Tourism is a service- oriented industry. Therefore, Characteristics of tourism can be defined as perishability, seasonality and inseparability of product; also, distinguished it from non-tourism products. Thereby process of development becomes different from those of other products. Destination can be defined as a location in which visitor or tourist spends at least overnight and it consist of tourism products offerings including support, infrastructure, attractions and other necessary resources. touristic destination can be either a country, town, region, states etc which can be marketed by itself. According to Marya in 1998, “tourism destination is one that is able to differentiate between the different types of customers on the basis of attractiveness of its both Territorial and instrumental components”. Thus, destinations comprise a core of facilities, amenities and service form to provide the need of the tourist. All elements need to be order before tourism experience delivered. 





Development of products.

	According to the Crouch G I and Ritchie J.R.B in 1999, development of a product requires a systematic planning. Therefore, planning is the beginning of any process and without it nothing can be systematic, and the efforts become an activity which creates chaos. Therefore, planning is necessary but should be in the strategic way according to the competition and demand (Mason, P. 2008). Strategic planning is an activity that managers set priorities at the organisation in which strengthens operations where time and cost can be saved. It also, ensures that all employees and stakeholders are on the right direction. A strategy consists of five key elements which are mission, goals, objectives, actions, and plan. It is an official charter which use to communicate with the organisation to achieve goals. Destination development is also kind of intangible product development which directly related to the satisfaction of consumers. 

Strategic planning process for destination development in Sri Lanka.

	Idea Engenderment

	Awareness of the Prerequisites

	Background information of the Destination

	Setting up the Objectives

	SWOT analysis of Destination and market

	Evaluation of impact of Tourism Development

	Prioritizing Opportunities

	Constraint and issues

	Future Development

	Site Development and Marketing

	Review of entire process


 														 (Fernando et al., 2015)

	Development of destination brings development to the host community such as infrastructure, transportation, education, economic development and etc. Therefore, to make the most of the development opportunities a systemic strategic planning is required it comprises number of steps

Sri Lanka has built the tallest tower in South Asian region called Lotus Tower. The government of Sri Lanka investing on building massive Shopping malls, latest technological cinema’s, theme parks across the country to attract tourism in order to increase the country’s GDP and employability. The country has formed the Tourism board in 2005 in order to develop the tourism products in Sri Lanka as to most areas of the country had been affected by the civil war such as northern part of the country and beautiful coastal resorts, conservation of white sand beaches, and development of motorways in the country for easy accessibility to the destination



SWOT analysis in Sri Lanka 

	It is an analytical framework, which makes the planner aware about variable, which will be responsible for accomplishment of the objective and notify about the opportunities, which can be grabbed.
It makes organisation aware about the obstacles and provides solution or ways to minimise the risk or threats to achieve desired result.   

	Strength 
accessibility, attraction, amenity
constructed roads, availability of food, local cuisine, community involvement in development

USP of the destination includes - like adventures, wildlife, architecture, heritage site


	Weakness

Manpower
Legal constraint, political issues 


	Opportunities

Uniqueness of the products
Trend of the form of tourism 
social patterns, population
Local events, social media

	Threats
Accommodation facilities (rural areas)
Professional manpower 
Natural calamity (tsunami)
Shortage of resources
lack of interest of tourism in the local community 





Impact of tourism development 

	Evaluation is a significant step in any planning. it critically examines all the activities. Evaluation involves the analysis process of each step. It makes judgement of the program that where is the need for implementation. Therefore, it includes the development affect society, local community, environment, 

Prioritise the opportunity 

	For the completion of any development, SWOT analysis, plays an important place in the entire process. Probable opportunities can be perceived by this authentic way. for the accompaniment of the objectives, it is important that it prioritise the opportunities. Sometimes it can be seen as open opportunities and isolate those specific opportunities that have the highest probability of resulting in the accompaniment of the goals. it needs to enlist the opportunities that need the standing plan due some perceived or unperceived risk.  

Constraint and issues experiencing in Sri Lanka

	There are major issues and constraints in the development of the destinations in Sri Lanka. planning is obligatory for those factors; therefore, it cannot be avoided. it is obvious to envision the issues and the constraints in the execution of future plans of the country in development of tourism, therefore it is crucial to analysis each issue like

· Environmental.          (excessive usage of plastic and overexploitation of beaches by tourists)
· Legal                          (sex tourism and podophilic tourism/ Drugs)
· Social                         (crimes)
· Development             (infrastructure and destination development)
· Community and financial issues (Country experiencing financial deficit)

Therefore, it makes easy to make strategy and standing plan to resolve these issues. the constraints in the destination development of the country which highlights Constraints such as Nation policies; Tourism policies, Funding guidelines and budget at local level and future development opportunities

· infrastructure 
· Economic
· Transportation
· education and social development 


Marketing of the destination 

	Development of tourism destination is not sufficient to attract tourists in the destination to hold the position in time of intense global competition. It is often change without marketing of the product (Kozak M, Rimmington M, 1999). Marketing of tourism product is quite different from marketing of manufactured products because in travel and tourism industry most of the products are intangible in nature. destination is not a single product; it is a coming together different component. Each component can be positioned in the market. Therefore, it can be concluded by definition marketing includes planning, research, implementation, control and evaluation as major tasks. These tasks can be understood as PRICE planning, research implementation, control and evaluation for marketing (Locum Consulting 2006).  

Destination marketing plan in Sri Lanka

Diagnose
· An assessment of the current market, demand, trend, and availably of the present resources at the destination  
· Assessment the factors, which influence the consumers ’s buying behaviour and affect their decision 
· make ware of the current economy of the nation and the globe and legislation related to the industry 
Prognoses 
· If forecast of the future market trends in each segment related to destination on diagnose basis 
· It details about action required during the planning 

Central aspect 
· It can be understood as a controlling function of management  
· A regulatory system accountable for monitoring of the entire marketing planning process`
· It examines the implementation of the plan evaluate each step and take the implementation of the plan evaluate each stipend take corrective cartons wherever is requires 

Market segmentation 

	It is the process converting heterogeneous market into a homogeneous consumer market or it is a process of dividing consumer in subgroups ’needs similar kind of product, service and market mix before marketing of the destination segmentation of visitors according to their need is important (Dev, C.S et al 1999).  
Usually number of destinations prone to attracting a specific type of marketing segments where people look from different kind of activities and have special to visit the destinations with adequate amount of disposable income on time (Harsha E. C. 2005). Therefore, marketing of the destination segments of the visitors according to the need, as it very important. market can be divided on different basis like 

· Geographic segmentation 
· Demographic 
· Physiographic
· Behavioural 

Sri Lanka mainly focus on promoting ecotourism in the country which provides nature-based experience to tourists and visitors. With the rising demand for ecotourism, Sri Lanka develops wide range of ecotourism in natural forests, on mountains etc; in order to compete with the Maldives which, it has nil rain forests in order to provide natural beauty and rain forest experience, whereas Sri Lanka enriched with natural forests. This concept minimize the environmental impact and it educates the tourists on preserving the environment for the future generation. This way tourists can shift mass tourism to nature oriented individualistic experience.
Sri Lanka provide nature experience in tea plantation areas in hill country which tourist can gain extraordinary experience. Sri Lanka’s strategic framework is to promote underused natural, geographical, cultural resources from local level to international level.   







Destination marketing organisation of Sri Lanka
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Sri Lanka has Set up of a DMO as it is indispensable for successful marketing of destination in terms of number if travellers to the destination. The most important tourism marketing organisations are known as convention and visitor’s bureau, which significantly contributes in marketing the distortion. It creates the brand image through travel and tourism products awareness to visitors, they normally possess wide local knowledge and it makes them enable to plan and manage the destination resources, events, activities (Christ C. et al 2003).  


Destination image 

	Consumer decision making process slightly depends on the perception of the product or service, in this process first the buyers perceives the products then buy and finally consume their products like other essential of the marketing as price, quality and design and value product (Beerli A, et al 2005). Image is primary and most important element of the product, personally travel and tourism market or a product are more important than any other element because of the elements are intangible in the industry. A tourist destination is one of the key elements for the travel and tourism industry. it is unique complex product encompassing several elements altogether and 


Conclusion 

	This study focuses on how Sri Lanka’s position itself on competitive environment by using methods of strategic planning and product development. It has identified its capacity by using the strength and weakness opportunities and threats. Sri Lanka attracts tourist from all around the globe, with verity of expectations and motivations and it offers difference locations and various experiences. Sri Lanka already introduce new conceptual framework called threefold analysis. This analysis will be used for brand development and brand image. Sri Lankan government has implemented strategies to develop supplementary benefits of the tourism destination. According to the analysis which carried out, Sri Lanka needs several strategic approaches to develop the brand image and its market for the international tourists. Therefore, Sri Lanka needs to constantly maintain brand image in order to fulfil a sustainable tourism industry. Sri Lankan product mix consist of three major product line which are natural, cultural and social. It needs extra attention on enhancing the nightlife in Sri Lanka as well as the ICT systems. Sri Lankan tourism markers having extra cautious handling marketing campaigns. Strong brand image and needs to be given internationally in order to achieve goods results and also for betterment of the country.  Employees who works in the T&T industry needs significant training. Sri Lankan host community does not have sufficient knowledge about the industry as well as how the industry benefits the country for the economic growth and how it contributes to the local development. It earnestly needed the infrastructure development as well destination development throughout the island for the better attraction from international travellers.
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