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Abstract

The study explores to understand the impact otalignarketing in tourism industry in Sri Lanka. urism
industry plays a major role in the economic growfithe country. It provides the economic, sociad a
environmental benefits for the country. For thisgdsgt Sample has selected from Arugambay’s hotefdamaes
and tourists who visited in that places. Descriptind correlation analysis have done to attaimabelts. There
is a significant impact on the digital marketingie tourism industry. In Sri Lanka there are nundfe
techniques used to improve the tourism industryeh@w applications of digital marketing have subisghn
impact on tourism industries’ performance.
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I. INTRODUCTION
In the current business world, the use of technglogline community has become an important toargating
effective relationships with consumers. Many orgations including companies that are related twicer
sector are using online communities, tools as nesketing channels to get in touch with their constsnin
current Sri Lankan context the tourism industry hBscome one of the booming industries where new
innovations have taken place to attract new custdmases. The crucial participation of consumersiitine
activities for business purposes have led for mamgpitality establishments to increase their pigiton in
Digital Marketing activities.The adoption of e-commerce in the tourism sectar bhecome one of the main
business improvement areas in the hotel industty seems unavoidable in competing and even sugvivira
highly competitive industry. Many firms attempted tdopt e-commerce to upgrade their competitive
capabilities but it seems e-commerce related basé® performance has not improved significantlyr akie
years. In order to review this problem in the Sainkan tourism sector [1]JPast decades tourism is heavily
depend on word of mouth marketing; it is sharedrignds and family who inspired and helped in plagrour
travels often guided by tourism guides, magazines, travel agencies. However, today with the enmrergef
the digital technologies, the word of mouth infotioa has extended beyond a limited group to theeemtorld.
Social Media as a part of the digital technologyofation now connects travelers to the opinions and
recommendations of millions of people, includingifds in their social network and likeminded travslthey
have never even met. Tourism organizations haventadvantage of this amazing technology by incngasi
their promotions of destinations and products oni®dedia with the sole aim of reaching out to thasses
[2]. Tourism is a very fragmented industry and nedihg a destination requires strong partnership$ @n
coordinated marketing effort among a wide and vhniange of sectors, which includes accommodation,
transportation and visitor attractions. Among dep@lg country experience, Sri Lanka's dependendewism
has increased dramatically [3[he increase influence of the tourists on usingrimet - based facilities for their
purchasing behaviors have led the tourism Orgaizatto focus more on planning activities that eeiated
more with digital tools. In present scenario int#rhas become the main base of travel and Toumsiustry.
This has led the organizations to develop theirketng plans with the base of higher weight on digital
tools. The internet has become important for toargnce it links the interest of the individualsttavel to
different locations and cultures and help the ilials to search and book different services aoduymts with
easy access. The current tourism industry consistsvarious segments and mainly this involves comgtion
of food and beverages, providing of accommodation &Vith the development of the surrounding thatlive
on currently tourism Sector has become more of mangercialized experience where customers pay for the
services and the goods that they consumed in atalitypaccommodation with the use of a bill. Theutism
industry is considered as a broad industry comptredhy other industry in the world. With the ugelourism
Accommodations many specialized businesses argaedeocusing on the customer satisfaction antbousr
recreational needs. The main reason for the touiishustry to develop further is relying on custoimer
happiness and providing full satisfaction to thente this business is mainly based on providingityxsservices
to customers [4]. Main reasons for some of thesgidm establishments to fail is selection of ursattive
locations, poor customer service, lack of accognind poor non-existent marketing or advertising.be a
successful business owner in the tourism markistiihportant to focus on the above-mentioned factenen
carrying out the advertising and marketing aceatiWhen it comes to marketing the digital Presamcesocial
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media plays an important part in current travel hodpitality marketing setting. In current businssting it is
important to have a high - quality website whicls laa online booking system where customers havalitigy
to easily log in and do their reservations and otlesearches. In present many hotels and travedecs to
review new websites such as trip adviser, bookorg,eetc.; to make their hotel reservations andelrplans.

A. Problem Statement

The increasing influence of the tourists on usimtgrinet-based facilities for their purchasing bétavhave led
the hospitality organizations to focus more on piag activities that are related more with digitabls. In

present scenario internet has become the main dfagavel and tourism industry. This has led tharigm

organizations to develop their marketing plans it base of higher weight on the digital toolse Titernet
has become important for tourism since it linksititerest of the individuals to travel to differdatations and
cultures and help the individuals to search andfatifferent services and products with easy access.

B.Research objectives

The objectives of conducting the research can bilell in to two sections as Primary Objectives and

Secondary Objectives.

Primary Obijective

* To identify the impact of Digital Marketing on Tasim Industry

« To find out the impact of Digital Marketing on orgaational supportive function

e To identify out the impact of Digital Marketing auistomer supportive function

« To find out the impact of Digital Marketing on satsupportive function
Secondary Obijectives

* To identify the role of Digital Marketing in Touris Industry

« To identify the types of services that can be effieio the customers with the use of Digital
Marketing

* To identify the factors that influences the custmite move towards Digital Marketing.

« To identify the factors that influences the touristablishments to move towards Digital
Marketing

II. LITERATURE REVIEW

In the current business world travel and tourisra hacome an important industry in the Service Setithas
become one of the key businesses in the rapidlwiggp economy. As mentioned b8igala [5] Travel is a
method of leisure or an entertainment which peogke to relax themselves and traveling has becopataof
their life. The tourism can be domestic or Inteiowal. In present many countries are involved tarin large
scale and all of the countries in the world tendbtmefit considerable amount from GDP via Traved an
Tourism. As stated by the World Tourism ranking2idl5 “France” has become the most attractive touris
destination in the world and during 2015 86.2 Mifli Tourists have travelled [6]The Travel and Tourism
industry has become an important concept in theeldpment of each and every country in the world.
Considering on the Sri Lankan context it can bentified that Hospitality, Travel and Tourism plagsd
important role in the economy under the serviceigtiy. After the end of Civil war in Sri Lanka & identified
that the Tourism sector and the Tourist arrivals imereased in a significant way. From ancient sime to
present days Sri Lanka is considered as one obéle places to travel in the world and after indejgace in
1948 many travelers and foreign investors arrivie@ti Lanka for various purposes [7] In 1966 theufigm
Industry in the country started to boom dramatjcall Sri Lanka. During the time of 1976-1983 theirist
arrivals increased from 24% annually which leadstdval of 407,230 tourists per year. The majonfythe
Tourists who are coming to Sri Lankan are from fpeaan or Western Countries. As pert the figures shiow
the Annual Reports of Sri Lanka Tourism DevelopmAathority the highest number of Tourists who are
coming to Sri Lanka are from India which leads 56,329 numbers of tourists per year while Chinangkhe
second place with 271,577 numbers of arrivals par yo Sri Lanka. The 30 years of war which stopipettie
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recent past added a significant negative perspetbdithe Tourism activities in the country. Duridg06-2008
years the number of foreign visitors who came #®abuntry tends to decrease in a large scale @663 to
438475 [8]. Digital Marketing is one of the key t@ological trends occurred in the world in receatng.
Current Businesses mostly depend on the “Digitafkeing” to continue their marketing and promotibna
activities [9]. This became a popular concept i8A9and 2000s and with the development of Digitatkéting
the replacement of physical visiting to a placed marketing and promotional activities and thisriere
effective compared to the conventional marketinggaigns which are done by many organizations throug
the world. The term Digital Marketing refers to feting and advertising activities which are done vi
marketing channels such as websites, mobile app@lsnedia sites, search engines etc. This islkalsavn as
e-marketing, online marketing or web marketing [1Dhere are various methods that are been usedhéy t
companies who are involving with digital marketitagpromote their products such as Search Engindefiag
(SEM), Content Marketing, Influencer Marketing, @merce marketing and social media marketing ancast
methods of digital marketing. These digital mankgtmethods have the ability to influence the comitgun a
large scale. Especially social media can influemeehe marketing and promotional process in manysveand
build communication with the customers. Daily loilis of people use social media networks and thexefoany
businesses tend to use social medial as advertisgibods [11]. Social network is a group of intésne based
applications which helps the organizations to comicate, interact and share their ideas with eablerotin
present millions of people use social media netwal&ily to send and receive content and share ttairghts.
The new way of communication has led to changendne of people since it allows them to share ttasas and
opinions in various forms. The way how hotels pnédbemselves in social networks and the way they a
creating the dialogues with the customers needetocdrried out in a proper way not to harm the clear
communication between the customer and the busifi&dsDigital methods perform better when pointing
towards target market segments based on the diffesein consumer preferences. Digital mediums B@ a
more capable of changing their content to meeteljairements of the target market. Therefore, entirethods
are more popular among customers than conventinagketing methods [12]. Digital marketing come wati
innovative and creative aspect that can be usatirct customers and build brand loyalty [13].

Ill. RESEARCH METHODOLOGY

Researcher is responsible for selecting most daitedsearch methodology to discover the reliabbelifigs.
Under methodology there are essential criteria sdeddentify such as research objectives, pomrasize,
sample size, data collection methods and analysthads. Tourism industry totally depends on custome
services. Digital marketing increases the brandrem&ss among customers. Tourists are highly teobgol
concern people and they just search what they waniternet. It is essential to maintain online ksing
approach to get competitive advantage and atttestbmers.

This research is considered as a predictive relségpe because it is forecasting relationship betwtevo
variables. This study finds the influencing factofsligital marketing. This study is based on diuantitative

data so that all findings and results are baseti@surements and analysis.

A. Conceptual Framework

The framework has developed with the dependenalblriand independent variables.it shows as below:

Independent Variable Dependent Varlable
Organleationsl Supporiive
Funetions related to Digital

Muarketing

Custamer Suppartive Irmpact of Digital Marketing in
Functions related te Digital . Tourism Industry
Murkrting

Lociai Supportive Functions
reistod to Digitsl Masketing L

Fig: 01
B. Population and sample

Total population of the study is identified the iigts who visited in Arugambay and the managersexatutive
level employees of the hotels in Arugambay. 100@asmhave been selected by using simple randomlsgmp
technique. respondents are the tourists, managersexecutive level employees of the Hotel in Arubagn
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This research calls for both primary and secondiata to enter in to a conclusion. Primary datéhés most
important data category. Questionnaire method tserbllect primary data. Each question is rela®dhe
research concepts and gives higher accurate datsupgporting resources past literatures were wsedrstruct
an effective questionnaire. Mainly questionnairgtrihtute among customers and hotel managers tectalhta.
To accomplish the conclusions descriptive analygsid correlation analysis had done by using SPSS 20
statistical software and Microsoft Excel. Basedtha objective different analysis methods are uaed

following Table indicate analysis methods for eabfective

IV. FINDINGS

The questionnaires were distributed among 100 refgrds and data were collected based on their mespo
Following analysis reveals demographic featuregiims of percentages for the respondents.

4.1 Age Group Analysis of Respondents

Out of 100 respondents, 56% of the respondentbetn@een the age group of 40-49 years. Residual ¥4%
distributed between age group 30-39 and 20-29 peticentages of 13% and 31% respectively. It isentithat
87% of the respondents are age of 30 years or dverworth noting that the respondents don't imtgu
individuals who are age of 50 years or over.

Respondents' Age Group

m 20-29
= 30-39
40-49

Fig: 2 Respondents’ Age Group

4.2 Gender Representation of Respondents
Total respondents base consists of both male améléein equal quantities. As the chart depicts bbth
genders have represented with 50% each. This efisi@ibution of gender among the respondent base ha

created gender unbiased response for the selemhéeixt.
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Gender of Respondents

H Male

M Female

Fig: 3 Gender of Respondents

4.3 Management Level
Among 100 respondents to the questionnaire, belewcipart illustrates the represents informationhotel’s

managerial level and executive level employees hdne responded to the questionnaire. As it de®d%; of
the respondents from hotel staff consists ¥fldvel management while rest of the 33% includ@ lgvel
management.

Management Level

M 1st Level
Management

33%

M 2nd Level
Management

Fig: 4 managemerit ievel"of Respondents

4.4 Regions of Foreign Tourists

Regional representation of tourists is illustrategugh below pie chart. As per its indicationsyést number of
tourists have come from Asian countries represgraimy 5% which also equal to 5 respondents. Ttiffem
United Kingdom accounts for 44% of the respondevitde other countries in European continent represee

majority of residual 51%. As the pie chart depitisjted Kingdom’s representation of 44% of respangean
be considered as significant number.
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Regional representation

™ Other
European

Fig 5: Regional Representation of Respondents

4.5 Frequency of Visits

The pie chart illustrates the number of visitsafrists in Arugambay. According to the illustratiati% of the
tourists have claimed that this is their seconfbtw visits to Sri Lanka. Quarter of respondents @aiming that
this is their second visit to the island nationtfBfirst time visitors and over 5-time victors ctafor 2% each.
Having over 70% of the respondents claiming thegosd — fourth visit, the author expects relativiettter
respond for the questionnaire.

Frequency of visits

M 1st Time
H 2 Time
M 2-4 Time

Over 5 times

Fig: 6 Frequency visits of Respondents

4.6 Hotel Room Booking Method

Evaluation of booking method for guests in the lsotevealed that 92% of the guests have used gttastheir
booking medium. This clearly indicates the usagaligftal source for booking purposes. Considerimgme
booking and travel agent booking is only 7% and dé&r indication of dominance of online booking dan
witnessed. From a different perceptive this indisathat guest is more interested and willing depemdhe
company’s website to proceed with their bookings.
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Booking Method
1%
7%
Phone

Online Booking

Travel Agent

Fig; 7 Bonkines Methods

4.7 Correlations Analysis

The below table shows the correlation between the Yariables such as organizational supportivestfan,
customer supportive function, social supportivecfion and digital marketing. There is a positiedationship
among all variables and organizational supportivecfion has a strong positive correlation 0.88& wdigital
marketing. It means applications of digital markgtiis mostly interrelated with organizational surijye
function. Other factors have weak positive coriefat

Table 1: Correlations Analysis

OSF CSF SCF DGM
OSF  Pearson Correlation 1 142 122 886~
Sig. (2-tailed) 159 225 000
N 100 100 100 100
CSF  Pearson Correlation 142 1 965" 3457
Sig. (2-tailed) .159 .000 .000
N 100 100 100 100
SCF  Pearson Correlation 122 965" 1 359"
Sig. (2-tailed) .225 .000 .000
N 100 100 100 100
DGM  Pearson Correlation 886" 345" 359" 1
Sig. (2-tailed) .000 .000 .000
N 100 100 100 100

V. CONCLUSION

In contemporary business world, organizations ugéatl marketing tools and activities to fulfill mber of
goals and objectives. Those organizations use Aistiorlds, Social Networks (LinkedIn, Instagramgcé&hook)

Websites, Blogs, Company Websites, Social bookmgrkites as their digital marketing media. Duehe t
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increasing level of competition businesses tenlda& for various methods to take the upper overiuals. For

such intention digital marketing is perceived a®ey good alternative.

This research was done with the core purpose diiatiag the impact of digital marketing for tourisndustry.
It has developed based on the chosen hotel whiektéblished in Arugambay. The aim of this iseofg@rm an
analysis of growth of digital marketing in a toumisndustry under three main variables namely Ogiunal
Supportive Functions related to Digital Marketingsfbmer Supportive Functions related to Digital kéding
and Social Supportive Functions related to Didilarketing.

As the first objective author proceeded to identifg role of Digital Marketing in tourism industand found
out that usage of digital marketing activities afidital tools in tourism industry increase highengersation
rates and more direct bookings, helps generaterkiggnue than using traditional methods. More c¢usts will
be aware about Sri Lanka in term of tourism and thas potential of delivering higher ROI from didita
marketing campaigns. Such roles played by digitatketing have the potential of enhancing overditieihcy

and effectiveness of tourism industry.

As per the next objective is to identify the tym#sservices that can be offered to the custometis thie use of
Digital Marketing and found out utilizing tools duas Virtual worlds, Social Networks (LinkedIn, fagram,
Facebook), Websites, Blogs, Company Websites, Sboi@kmarking sites can provide services like amlin
booking, customized services based on customeengmetes and also to receive feedback from custdéoner

enhance service quality etc.

As the third objective is to identify the factoret influences the customers to move towards Dityierketing
and realized that easy access to company’s digiislorms, reliable online services(booking), quielsponses
on inquiries and opportunities to provide feedbaokong the factors that draw customers towards itfiead

marketing at the hotel. Insights drawn from thesgiemnaire were helpful to determine the factors.

As the final objective the author analyzed thedexthat influences the tourism establishmentsdweniowards
Digital Marketing. Factors such as ability to redgigher customer base through digital platforms,géd
unbiased feedback from the customers and the yalditenhance the overall customer satisfactionuiino
seamless online services that result in improvimgEany’s image and profitability among the factibvat draw

tourism establishments towards digital marketing.

Primary information was drawn through a questioreaind it has provided with the responses of botsts
and employees at the hotel. These finding provitiatimproving respondents are of high appreciatiovards
the digital marketing aspect of the hotel. Furthaealysis in to the data was performed using sewtadiftical

methods such as descriptive analysis and correlatialysis.

Such metrics proved that there is statisticallyndigant relationship between the dependent vaeiaid three
independent variables. This leads to the premis¢ iore effort, time and resources in to Organireti
Supportive Functions, Customer Supportive Funcéind Social Supportive Functions that are relatedigital

Marketing has the potential of improving the growfidigital marketing in the tourism industry.
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