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Abstract: Tourism becomes as the major industry to develop the world’s economic wellbeing through regional development. Among the most attracted 

destinations cultural destinations were highly loyal destinations to the tourists as which have thousand years aged history and world recognized 

heritages (Udurawana 2018). More than the 84% of tourists have mentioned that their purpose of visit Sri Lanka is ‘pleasure’, and Sri Lanka has more 

tourists’ attraction year by year, as Sri Lanka Tourism Promotion Beouro (SLTPB) promotes Sri Lanka highlighting its 2000 aged history and eight world 

heritage sites. However, statistics have proved that tourists attractions and growth rate was gradually decreased from 43% since 2010 up to now 

(SLTDA 2018), and cultural places are the least attracted places in Sri Lanka. Therefore this explanatory research study was conducted to identify the 

effect of experiential marketing strategies to tourists’ destination’s loyalty through the mediating effect of tourists’ satisfaction. Through the sound 

literature, experiential marketing was developed under second order model as the independent variable, and dependent variable was the destination 

loyalty. Population of the study has been identified based on the number of tourists visited cultural areas in the year 2018, and 600 tourists selected  as 

a representative sample, through convenient sampling technique, and 513 tourists were final respondents. Well-developed research questionnaire was 

facilitated to collect tourists’ preferences being aligning to four research hypotheses (H1, H2, H3, and H4). On the results, all the constructs were valid, 

reliable, fit with the model. All the research questions and objectives were achieved, and all the hypotheses were accepted, where H1 – there is a 

significant effect of experiential marketing on destination loyalty, H2 - experiential marketing effect is on tourists satisfaction was positive and significant, 

H3 – Tourists satisfaction has positive and significant effect on destination loyalty, and H4 – accepted as there is a mediating effect with tourists 

satisfaction between the experiential marketing and destination loyalty. Finally researcher suggested adoptable strategies for the attention of SLTDA, 

DMOs, and other stakeholders at cultural areas in Sri Lanka, to upgrade tourists ’ satisfaction through the experiential marketing practices for tourists ’ 

destination loyalty  
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INTRODUCTION 
Without a doubt 'man' was a traveler from one place to 

another for their day to day needs, hence tourism is a 

growing industry to the world it generated trillion dollars, 
million jobs, and billion tourists to the world in the year 2018 

(WTTC 2019). This trend was embraced by Sri Lanka 

generating 2.3 million tourists, and contributing 4.9% for the 

GDP in the year 2018. Sri Lanka has more than the 2000 
year aged history and eight world heritage sites, therefore 

all the promotional campaigns conducted by the Sri Lanka 

Tourism Promotion Beuro have kept more weight on these 

cultural and heritage values to attract more tourists. As a 

reason, cultural places have contributed more than 40% to 

the total revenue of the tourism industry in Sri Lanka 

(SLTDA 2018).Related to Sri Lanka Tourism, Sri Lanka was 

an attractive destination for 2,333,796 tourists in the year 

2018. It was reporting a 3.2% growth than the year 2016. 

Further statistics was on Sri Lankan tourism denoted that, 

tourists' duration of stay was 10.8 nights reporting US$ 

4,380.6 million foreign exchange earnings, and directly 

contributed from 4.9% to Sri Lankan GDP. (SLTDA 2018), 

Sri Lanka Tourism had planned to attract 2.5 million 

international tourists at the year-end of 2016. But, after two 

years 2018, statistics were on the tourists attractions, 

denoted that, there were around 2.3 million tourists in the 

year 2018, showing gradually decreasing trends in tourists' 
growth of Sri Lanka. (SLTDA 2018), Tourists' arrival growth 

rates have been explained by the below figure 1.2.3.1, 

accordingly tourists' arrival 'growth rate has gradually 

decreased from 46.1% to 3.2%, after the year 2010, growth 
rates change was considerably reduced when it reached to 

the year 2017. 

 

 

Figure: 1Tourist Arrivals Growth Rate (Change) 2001 – 2018 

 
Source: Annual Statistical Report 2018 
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Statistics of Sri Lankan tourism, showed that more tourists 
82.4% have mentioned that their intention to visit Sri Lanka 

is ‘pleasure’, and among the total tourists' visited Sri Lanka, 

Cultural areas have been attracted only by around 0.98 

million tourists, among them Sigiriya and Pollonaruwa 

together facilitated for around 0.8 million tourists, and other 

all cultural places in Sri Lanka ware attracted only by 
around 0.18 million tourists in the year 2018 (SLTDA 2018). 

This worst nature of the tourists' dissemination may harm 
for other valued cultural places such as Anuradhapura, 

Dambulla, Monaragala, and Mathele. Nevertheless from the 

total tourist who visited cultural destinations, 99.04% of 

tourists have rejected to visit Museums.  (Visited rate is 
0.06%). Though every cultural place has enough spiritual, 

peaceful, pleasant, historical values, and indigenous 
knowledge, with enough food and accommodation facilities, 

only 4360 rooms are hired by tourists in the year 2018 
(SLTDA 2018). Accordingly, some considerable obstacles 

are remaining among actual tourism experience related to 
cultural destinations in Sri Lanka. Experiential marketing 

(EM), or ‘live’ marketing means the consumption of 

fantasies, feelings, and fun (Holbrook, M. B., & Hirschman, 

E. C. 1982), Tourists satisfaction (Oliver, 1997) has been 

defined as positive evaluation, or a decision about, a 

consumption event or its essential parts, and Bowen and 

Chen (2001), have defined tourists destination loyalty as 
the level of tourists' perceptions of a destination as a 

recommendable place. In the Sri Lankan context, 
Hettiarachchi H (2013), Udurawana YMWGPK (2018), 

Silva, D.A.C, (2002) Rathnayaka, R (2017), Hansika L. and 
Kumara W (2017), have discussed tourists satisfaction and 

destination marketing, and loyalty behaviour in different 

perspectives. However most of researchers in respective 

field neglected the experiential marketing attached to 

cultural areas in Si Lanka and role of experiential marketing 

on creating the loyalty towards the ancient historical cultural 

destinations of the country. Accordingly, this study reports 

the experience marketing practices associated with the 

cultural destinations in Sri Lanka and how does experience 

marketing facilitates to tourists destination loyalty attached 
to cultural places in Sri Lanka?. The significance and the 

expected knowledge contribution of this study will veer into 

three aspects. In general, this study will draw attention to 

experiential marketing as an important phenomenon for 
researching different contexts. Specially, this study will 

contribute to developing a comprehensive understanding 

and application of experiential marketing in tourism 
industry. In the practical aspect, this study provides 

guidelines to destination marketers and policy decision 

makers to develop effective marketing strategies to attract 

tourists towards the cultural destinations in the developing 
countries like Sri Lanka. In this article the researchers will 

first discuss the present trends of tourists’ behavior relating 
to cultural destination. Then, will continue by presenting the 

literature to justify the conceptual framework and 
hypotheses along with the adopted methodology. 

Discussion of the results will be presented in section five, 

followed by the conclusion in the final section. 

 

LITERATURE REVIEW 
Experiential marketing  
Experiential marketing (EM) is defined by many 

researchers, where Oliver (1999) has denoted that 

experiential marketing or living marketing referred to as the 

idea is to generate an unforgettable impression on the 

consumer, and EM was explained by Schmitt, (1999), Pine 

and Gilmore, (1999), Khaled, Kwek, and Anas (2013), and 

they have identified five factors of experiential marketing 

such as sensory experiences (SENSE), affective 

experiences (FEEL), creative cognitive experiences 

(THINK), physical experiences, behaviors, and lifestyles 

(ACT), and social-identity experiences that result from 

relating to a reference group or culture (RELATE). Oliver 

(1999), Pine and Gilmore, (1999), Khaled, Kwek, and Anas 

(2013), Alkilani et al (2012), Brakus et al (2009), Schmitt 

(2011), O’Shaughnessy (2003), Gentile et al (2007), and 

Brakus et al (2009) have mentioned that  

 

Tourists Satisfaction 

Generally, customer satisfaction is mainly depend on 

customer perceived value towards products and it will be 

varied in different socio cultural contexts (Dissanayake & 
Wanninayake, 2007).  Further, Wanninayake, & and 

Chovancova, (2012) argue that customer satisfaction 

towards the services are totally different between 

developing Asian countries and Western develop countries.   

As majority of foreign tourists who are interest to visit 
cultural destinations represent the western developed 

countries, their expectations should be identified by the 

hospitality marketers in Sri Lanka. Tourist satisfaction was 

defined as the degree to which a tourist's perceived value 

on the qualities of a destination had against to his or her 

expectations about destination attributes by Aliman et al 

(2016), considering the contribution given by of Oliver 

(1980), Taylor & Baker (1994), Grace & O'Cass (2005), and 

Wu et al. (2008), and Dmitrovic et al. (2009).  

 

Destination Loyalty 

Lin, (2011) has studied many researchers such as Oliver 

(1997), Bowen and Chen (2001), Yoon & Uysal (2005), 
Shih (2008), and Teng, (2009), defined tourists' loyalty 

behavior as 'tour willingness to recommend the destination 

to himself and others in a positive manner. Wu, M. Y., & 
Tseng, L. H.  (2015, Indrawati et al. (2016), Lee et al. 

(2011), R. Öztürk (2015), have discussed the positive 

relationships between experiential marketing, customer 

satisfaction, and customer loyalty behavior. Chao DR 
(2015), Alkilani, Ling, and Abzakh (2013), and Lee and 

Chang (2012), have developed their research models using 
EM as the independent variable, and loyalty as the 

dependent variable, where Chao DR (2015), Lin, C. P. 

(2011), and Wu, M. Y., & Tseng, L. H. (2015) have 

mentioned that satisfaction was the mediating variable for 

tourist loyalty behavior. Below table has explained the 

details components of the main variable of the study, where 
experiential marketing has 34 indicators, 07 indicators to 

tourists’ satisfaction, and 07 indicators to erasure the 
destination loyalty. 

 

Table 1: Main Dimensions of the Variables 
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Variable Dimensions Indicators References 

 

 

 

 

SENSE Sight, sound, touch, taste and smell.   

 

 

 

 

Oliver (1999), Pine and Gilmore, 

(1999), Khaled, Kwek, and Anas 

(2013), Alkilani et al (2012), Brakus et 

al (2009), Schmitt (2011), 

O’Shaughnessy (2003), Gentile et al 

(2007), Brakus et al (2009), 

 

FEEL 

Moods, emotions, feel secure, feel comfortable, feel safe in 

your transaction 

 

THINK 

 

Problem solving (find more information), creative thinking, 

arouse interactions, surprising, intrigue, curiosity (interested), 

willing to share, involve 

 

ACT 

Stay, Behavior, social interaction, Adopt lifestyles, motivation, 

inspiration, emotions, recommend 

 

RELATE 

Position, Stimulates relationships, social attention, 

associations, memories, connection, engage cultural values, 

group feeling, 

Tourists 

Satisfaction 

Feel Freedom,   Fair chargers, enough security,  exciting 

attraction, quality service from destination, surprised 

Hospitality, thrilling experience 

Aliman et al (2016), Oliver (1980), 

Taylor & Baker (1994), Grace & 

O’Cass (2005), Wu et al. (2008), 

Dmitrovic et al. (2009) 

Loyalty Stay more times, Repurchase/revisit, extent positive word-of-

mouth, recommend the place to others,, long term 

relationship with, spent more, valued places 

Lin, (2011), Oliver (1997), Bowen and 

Chen (2001), Yoon & Uysal (2005), 

Shih (2008), and Teng, (2009) 

Source: Developed by the Researcher 

 

Based on upon relationships among the variable, the researcher developed his research model, through three variables, where 

experiential marketing as the independent variable, destination loyalty as the dependent variable, and tourists'' satisfaction as 

the mediating variable. This relationships were helpful to develop four hypotheses which are facilitating to achieve the main 

purpose of this study was to explore the effect of experiential marketing on sustainable tourism reference to tourists' cultural 

destinations in Sri Lanka. 

 

Figure 2: Experiential Marketing, Customer Satisfaction and Customer Loyalty 

 
Source: Developed by the Researcher 

 

H1 Tourists’ destination loyalty is significantly affected by the experiential marketing 

H2 Tourists’ satisfaction has been significantly affected by experiential marketing 

H3 Tourists destination loyalty is significantly affected by the tourists’ satisfaction 

H4 Tourists’ destination loyalty is significantly affected by experiential marketing through the mediating effect of destination 
image and or tourists' satisfaction 

 

1.7.1: Research Design and methodology 

As this research process has highly structured 

methodology, with working on quantifiable observations, 

research design has been obeyed for Positivism, and 
researcher has facilitated the mono quantitative method.  

The research method is quantitative, the approach is 

deductive, and the researcher strategy was survey strategy.  

Finally, the research process employs a cross-sectional 
method to collect data.  

 
Research Methodology 

The population of the study consisted with all international 

tourists who already visited, still visiting Sri Lanka at the 

end of the year 2019. The respondents of the study were 

513 tourists, selected from the stratified sampling 

technique. Tourists’ data were collected through the self-

administrated questionnaires. There were 14 questions to 

measure tourists' demographic factors, and 48 questions to 

identify tourists perception was on experiential marketing, 

tourists satisfaction, and destination loyalty, and all the 

constructs were measured through five-point Likert scale 

such as 5 for strongly agree (SA), 4 for agree (A), 3 for 
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moderately agree (MA), 2 for disagree (DA), and 1 for 

strongly disagree (SDA).  
 

Findings and Discussions 
AMOS was the most suitable analysis software, because 
the research was characteristics of quantitative, 

explanatory, and having more sample size. At the 

identification of validity, face validity and content validity 

were measured by the ten scholars representing the 

academic and tourism industry in Sri Lanka, where 60 

questions in part two of the questionnaire were reduced 48 
questions to representing one question to one indicator. At 

the identification of construct validity researchers used with 

Average Variance Extracted, (AVE) and Construct 
Reliability (CR) values, where all the constructs have valid 

as which reported more than 0.5 AVEs and around 0.9 CR 

values. At the analysis of construct reliability, Collis and 

Hussey, (2014) guided, if the alpha value is '1 > α ≥ 0.7' it 

dictates that there is reliable internal consistency. 

Accordingly, all five factors of experiential marketing, 
tourists' satisfaction, and destination loyalty have presented 

more than 0.7 alpha value, indicating good reliability. 
 

 

Table 2: Construct Validity and Mean Values for the Variables 
Variable Dimension Alpha AVE CR Number of 

Items 

Mean 

 

 

Experiential Marketing 

Sense 0.736 0.65070 0.98225 5 2.456 

Feel 0.708 0.61040 0.96574 5 3.240 

Think  0.700 0.86468 0.96841 8 3.245 

Act  0.793 0.69193 0.96644 8 3.352 

Relate 0.729 0.60906 0.87964 8 2.857 

Tourists’ Satisfaction  0.737 0.52291 0.96817 7 2.790 

Destination Loyalty  0.759 0.53003 0.95787 7 2.470 

Overall Model   0.814   48  

Source: Developed by the Researcher 

 

Further, at the descriptive analysis of the main variables, all 

the variables have shown less mean values locating in 

between 2 and 3 it means that tourists' attitudes are under 

disagree to mordantly agree level (Table 2). The response 

rate of the sample was 85.5%, as researcher collected 513 

questioners out of 600 respondents, among them 276 

Males (53.8%), and 237 females (46.2%), most attracted 

age group is 30 -39, which is 148 (28.8%), and there were 
158 tourists, (30.8%) who owned to aged tourists, more 

than 50 age. Further at the analysis of tourists demographic 

data and tourists intentions, most tourists (221 tourists, 

43.1%) are own to Christianity category, and 40.5% from 

the visited tourist, (208 tourists) have mentioned that they 
have no religion,  453 tourists (88.3% ) have mentioned that 

their purpose of the visit is 'pleasure', 91 tourists (56.7%) 

were reported under 5000$ - 10000$ income owners, most 

tourists (253, 49.3%) owned to Professional category, most 

tourists (290 tourists, 56.5%) have mentioned their states 

as in a relationship, most of the tourists 423 (81.7%) have 

visited Sri Lanka with friends, 445 tourists (86.7%) they 

have visited cultural areas under their second or third visit 

to Sri Lanka, 299 tourists have mentioned that they have 

stayed 8 – 14 days (58.3%) with Sri Lanka. Confirmatory 

Factor Analysis (CFA) of the instruments, has tested 

through incremental, and absolute fit indices (Barrett, 
2008), all the variables have shown acceptable fit indices. 

Chi-square (χ2), Root Mean Square Error of Approximation 

(RMSEA), Goodness-of-Fit Index (GFI), and Root Mean 

Square Residual (RMR), are the absolute indices, and 

Tucker-Lewis Index (TLI), Normed Fit Index (NFI), 
Incremental Fit Index (IFI), and Comparative Fit Index (CFI) 

are the incremental fit indices have used by the researcher. 

 

 

Table 3: CFA Indices for Variables 
Variable 

2
 CMIN/df P GFI RMSEA RMR NFI CFI IFI TLI 

EM 2588 4.94 0.00 0.910 0.068 0.019 0.901 0.913 0.900 0.906 

TS 59.21 4.23 0.00 0.900 0.055 0.017 0.911 0.928 0.902 0.913 

DL 54.63 3.902 0.00 0.921 0.040 0.021 0.925 0.918 0.906 0.933 

Note: EM- Experiential Marketing, TS- Tourists’ Satisfaction, DL- Destination Loyalty 

Source: Developed by the Researcher 

The variable's relationship was tested through the correlation analysis using SPSS, where all the variables have a positive and 

significant relationship as denoted by the bellow table. 

 

Table 4: Correlation Analysis for Variables 

Variable and Values Tourists Satisfaction Destination Loyalty Experiential Marketing 

Tourists 

Satisfaction 

Pearson Correlation 1 .449
**
 .217

**
 

Sig. (2-tailed)  .000 .000 

N 513 513 513 

Destination Pearson Correlation .449
**
 1 .167

**
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Loyalty Sig. (2-tailed) .000  .000 

N 513 513 513 

Experiential 

Marketing 

Pearson Correlation .217
**
 .167

**
 1 

Sig. (2-tailed) .000 .000  

N 513 513 513 

Source: Developed by the Researcher 

 

The bellow AMOS diagram has been developed including 

the mediating effects of tourists' satisfaction, and due 

results given by the diagram have included bellow table 

with the regression weight (coefficient of determination - 

R2) and p-values, which needs to be below a level of 

significance of 0.05.  

 

Figure 2: AMOS Diagram for Research Model 

 
Source: Developed by the Researcher 

 

Table 5: Results Summary: Path diagram of the Structural Model 
Predicted Variable Effect Predictor Variable R

2
 P 

Destination Loyalty <--- Experiential Marketing -0.188 0.004 

Tourists’ Satisfaction <--- Experiential Marketing 0.187 0.000 

Destination Loyalty <--- Tourists’ Satisfaction 0.710 0.000 

Source: Developed by the Researcher 

In the results, all the effects were significant. The results 

have supported to accept the H1, it means that when 

experiential marketing goes up by 1 standard deviation, 

destination loyalty goes down by 0.187 standard deviations, 

as the effect was significant but negative. Further, H2 was 

accepted due to effect was significant and positive, where 

experiential marketing goes up by 1 standard deviation, 

tourists' satisfaction goes up by 0.187 standard deviations. 

Finally, results have supported to accept the H3, it means 
that when tourists' satisfaction goes up by 1 standard 

deviation, destination loyalty goes up by 71%, as the effect 

was significant and positive.  At the testing H4, researcher 

calculated the indirect effect of experiential marketing on 

destination loyalty, where the effect was 0.219 coefficient, 

which means, experiential marketing goes up by 1, and 

destination loyalty goes up by 0.219 through the mediating 

effect of tourists' satisfaction. It means H4 was accepted as 

the indirect effect was significant and positive. This 

mediating effect was tested by Indrawati et al. (2016), Wu, 

M. Y., & Tseng, L. H. (2015), Chao, D.R. (2015), Cohen et 
al (2014), and Lee and Chang, (2012). 
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CONCLUSIONS AND RECOMMENDATIONS 
According to the results, destination Management 

Organization (DMOs), and other stakeholders of the cultural 
areas, better to consider tourists age groups, especially the 

30 -39, aged tourists, more than 50 ages, tourists purpose 
of visit as the 'pleasure', tourists' income,  their profession, 

tourists' states as in a relationship, tourists friends because 
they mostly have visited with friends, more concern on 

repeat visitors, and concern on the tourist who have more 
days to stay in Sri Lanka, at the preparing cultural 

destinations in a loyal manner. Results of the hypothesis 
analysis proved that tourists' destination loyalty is not 

happening without the tourists' satisfaction. And experiential 

marketing has positively affected tourist satisfaction, and 

tourists'' satisfaction has positively affected destination 
loyalty. Therefore Sri Lanka Tourism Development Authority 

(SLTDA) and DMOs must take action to implement 
experiential marketing activities considering the tourists' 

geo-demographic nature and satisfaction. As an 

explanatory study, the researcher achieved his all research 

objectives, answered all the research questions, and all the 

hypotheses were accepted. Without a doubt researcher has 
proved that experiential marketing has contributed for 

destination loyalty at the cultural places in Sri Lanka, 

therefore it is obvious that there should be programs to 

upgrade experiential marketing (sense, feel, think, act, and 

relate) at the destinations to contribute for tourists 

satisfaction, and destination loyalty. As more tourists have 

expected a comfortable experience on their journey 

researcher purposes to maintain quality infrastructures 

surrounding to cultural areas, including clear roads to reach 

to in-front to places, enough parking spaces under given 
security, not interrupted electricity, drinking water inside to 

the places, standard shopping facility with bank facilities, 
quality food, and lodging with entertaining, internet facilities, 

security facilities for visitors.  As almost cultural places have 

located in isolated areas from the cities, tourists must have 

IT facilities to use for their day to day IT needs. Then DMOs 

must arrange a Wi-Fi zone, or and keep available spaces 

for IT service providers to reach visitors.  The researcher 

identified that almost cultural places were closed in the 

night time, though tourists ask for nightlife in cultural areas, 

therefore researcher prefers to request DMOs to use 

authority to open cultural areas in night times with enough 

illuminations. (Eg. More scared areas are controlled by 
Buddhist monks, and they closed pilgrim areas around 9 

pm to 5 am if the day is not a reputed poya day). 
Meanwhile, almost cultural places have more retailers to 

sell followers and pilgrim artifacts, but it not have a standard 
cafeteria or coffee stall, and finance solution providers or a 

good shopping mall to cater to visitor's needs. Therefore 

the researcher invites stakeholders to implement due 

solutions for today's tourists' needs. Then, after reaching for 

the cultural destinations, better to organize water- games 

for tourists as the almost cultural areas have identified in 
dry zones in Sri Lanka, (Slip 'N Slide, Water Balloon Toss, 

Water Gun Tag, Duck- Duck, Splash, Water Relay, Liquid 
Limbo) to offer group feeling and fun for visitors facilitating 

many rivers, canals, and big water tanks, further, all the 
cultural tours go through many small forests, passing many 

rivers, canals, and big water tanks, meanwhile as almost 
cultural places have located away from the metro areas, it 

is possible to develop some places to give bird watching - 

Short filming experience to tourists. To create cultural 
places as loyal places, researcher purposes village tours 

program attached to cultural places.  Bullock cart riding, 

horse riding and or catamaran riding, and walk to poor 

village house through paddy fields or states, enjoy its 

traditional cultivation, cookery demonstration of Sri Lankan 

Authentic foods, and if need a tuk-tuk ride around the 
cultural places and village are suitable programs to 

introduce all cultural places based on their availability of 
natural resources. As the most cultural places have many 

river or tanks, it's better to develop walking areas on the 

lake road or beside to river with lighting and seating to 

enjoy the freedom. DMOs have to issue an attractive 
bangle to identify the paid tourists while giving memory to 

visitors. Meanwhile, as a strategy, exciting entertainment 
and greater hospitality can be contributed to removing the 

price sensitivity of tourists. At the promoting cultural places, 
and catering to its tourists, there should be a unity among 

the cultural places stakeholders. Tour agents, hotel owners, 
guides, transport facilitators, Officers of DMOs, locals' 

tourists, and societies, get together to discuss protecting 

tourism in Cultural areas. There should be a common 

policy, practices and procedures deal with tourists' needs 

within a cultural destination. All service providers should 

maintain a unique recognition to themselves to offer to 

diversify service for tourists, and it is a better thing if a 
destination can use minimum price for every service and 

maintain the agreed standard for services. Researchers 
have mentioned that some tourists ask their specific needs, 

such as alcohol, drugs, sex, and other entertainment. 
Therefore stakeholders of the region should have a 

collective plan to cater to these latent and unsought 

demands of the tourists. Another thing is to manage greater 

hospitality within the region. From the welcoming stage to 

Sri Lanka, at the Airport with its facilities, at selecting a 

transport mode, inside the vehicles with video presentations 

about forthcoming activities, at the tourists' cafeterias – with 

a demonstration to make a snack, inside the sanitary places 

with the funny-motivational message, welcoming to 

destination major entrance with at least a photo and display 
it with huge e-billboards with a promotional message using 

tourists as brand ambassadors. Finally, not only in the 

tourists' accommodations with helpful stewards but also 

until the departure there should be a memorable treatment 
through heart touching hospitality. Finally, there should be a 

sound strategic approach to develop cultural areas tourism, 

from the top level to bottom level stakeholders of tourism 
Industry in Sri Lanka, concerning the tourists' purpose of 

visit Sri Lanka, and the based on concept of 'something for 

everyone'. 
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