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Tourism marketing in Sri Lanka

Marketing or sales promotion is an essentil companent of every economic ACtivity, fooemme
survive without z properly functioning marketing strutegy, Marketing in tourism differs

towrism produet is not tangible, and the consumer (tourist) has no possibility of inspecting i
before he purchases it. Therefore it is sid that marketing in tourism is “Selling Dreamg”

Countries that depend on tourism have to take necessary steps i order to bridge the gaph
" Tourist Dream™ wiid the “Reality™. Unfortunately most of the third warld countries that depeny
intemational tourism cannot éscape from the | mpacts of globalisation of intemational tourism, g

fromi the impacts of terrorist activities tuking place in global and local scale. Suchactivities I
freedom of Intermutional wavelling as well as travelling withm wourist destinations. This *Tauriet
is disrupted. Sri Lanka isno exception 1o this rule.

The historical perspective of tourism development in Sri Lanka also shows sever! incidentst
dramatically retarded the tourism development seenario, Sri Lanka Tourist Board was .
launch special marketing strategies overcome such situations. This paper investigates (he
tourism marketing strategies adopted since the initiation of planned tourism development in Sri|
in 1967. Secondary data published by the Ceylon Tourist Board have been sed for this o
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