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INTRODUCTION 
Tourism has spread its wings into all the corners of the world and has gracefully surfaced in Sri 

Lanka, formally known as the pearl of the Indian Ocean for its transpiring beauty and wonders 

hidden amidst its cascading waterfalls and blossoming mountains (Article, Sunday January 16 

2019/ daily FT) access date 16 June 2019). 

In todays’ society, tourists are bombarded with promotional messages from Travel Agencies. 

Effective promotion relies on the message reaching the tourists in an accurate and timely way. 

Though, there are so many messages it can be difficult for a business to reach its target audience 

(Yasvari, Ghassemi and Rahrovy, 2012). 

PROBLEM STATEMENT AND OBJECTIVE OF THE STUDY 
 
There are various promotional exhibitions that have taken place in foreign capitals, but they are 

not based on a master plan to promote the market destination. The lack of attention can be seen 

to position the Sri Lanka Tourist Brand Equity and Target advertising are not done for create a 

brand for Sri Lankan Tourism. There is a lack of literature in Sri Lanka to examine the 

relationship between Marketing Promotional Efforts (MPE) and Tourist Destination. Thus, there 

exists a clear empirical gap with respect to the influences of various factors on MPE within the 

context of Tourism Industry.  

“What are the factors that determining the MPE in Trincomalee Destination?” 

 
OBJECTIVE  

 To identify the factors which determine the MPE. 
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third and fourth respectively and constitute the determine factors of MPE in Trincomalee 

Destination of tourist perspective. 

 However, it is explicit that there may be other factor(s) to be considered to explain the variation 

of MPE. Further, suggest that future research should include some other factors such as 

behavioral beliefs, normative beliefs and controllable beliefs. In addition, it is also advisable to 

extend this study by considering other destinations in Sri Lanka and other nations too for further 

understanding of tourist’s decision-making behavior. 

After the Easter attack in Sri Lanka Tourism Industry was immediately collapsed. 

Consequently, this research paper will be much more beneficial for the future researchers 

related to MPE in Tourism Industry.  
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