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Respect for women is ingrained into the Sri Lankan psyche, right?
 How, if that’s the case, can the high incidence of sexual harassment girls 

undergo in public transport be explained? Why do women who anonymously 
respond to surveys say family pressure keeps them from getting a job? Perhaps 
we aren’t the benign tribe we imagine ourselves to be.

 Sri Lankan women’s participation in the labour market is abysmally poor. 
The gap between men and women’s participation is the 14th widest in the world. 
This has implications for businesses, society  and 
most critically for individual women who go 
without the economic and social empowerment 
work brings.

 It’s also in the interest of businesses that 
women are empowered. Sure they will be 
customers with new economic power. But 
it’s not for a frivolous gain. Women are just as 
capable as men when it comes to leadership, 
intelligence and drive. They will beat men on 
such qualities critical yet anaemic in business 
like empathy, honesty, fairness and compassion.

Business leadership teams sometimes lack these qualities and values and 
loose touch with consumers, shareholders and other stakeholders. Often it takes 
a crisis to realise the folly. 

Overlooked values

J O I N  T H E  E C H E L O N  C O M M U N I T Y

Editor’s Desk 

SHAMINDRA KULAMANNAGE, EDITOR-IN-CHIEF  
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@echelonmag

Write to us, tweet us, tag us on  
Instagram: We promise to read each  
and every one of your comments. Twitter 

@EchelonMag

YouTube 
Echelon Magazine

LinkedIn 
Echelon Magazine Sri Lanka

Instagram
echelon_mag

Why do women who 
anonymously respond 
to surveys say family 
pressure keeps them from 
getting a job? Perhaps we 
aren’t the benign tribe we 
imagine ourselves to be
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S TA N D  O F F  O V E R 
T E A  WA G E 

Tea planatation companies are in a stand off 
with the government about how to implement 
worker wage increases to Rs1,000 per day. 
Around a third of Sri Lanka’s tea is produced 
by plantation companies located in the central 
hills. Unlike the smallholder estates that pro-
duce most of the tea crops, the plantation com-
panies employ a workforce who are paid based 
on the number of days they turn up to work 
and the weight of the tea leaves they pluck. The 
planters assocation that represents the large 
tea estates is poposing that the new wage have 
a significant productivity based component, an 
idea that is opposed by the trade unions repre-
senting workers. President Gotabaya Rajapaksa 
made an election pledge to raise the wages of 
plantation workers to Rs1,000 a day.

Approximate export 
earnings share of tea 
in 2019

Drop in registered 
estate workers 
between 1992 to 2018

Current consolidated 
daily wage of an 
estate worker

9%

37%
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LARGE TEA PLANTATION 
COMPANIES ARE TRYING TO 
WORK OUT A PRODUCTIVITY 
LINKED NEW SALARY STUCTURE 
FOR ESTATE WORKERS 

A
 fe

m
al

e 
te

a-
pl

uc
ke

r a
t 

a 
pl

an
ta

tio
n 

in
 M

as
ke

liy
a



MARCH  2020   ECHELON.LK   17

N E X T

Foreigners in Colombo wearing face masks 
after reports that a Chinese tourist has been 
diagnosed with the new coronavirus. Sri 
Lanka has cancelled flights and withdrawn 
online visa application facilities for Chinese 
nationals after the outbreak was reported.    
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A Promising Future   
Education within reach 

Over 20,600 Sri Lankan students (source: UNESCO 2020) are located overseas on education with 
over 6,000  Sri Lankan students based in Australia, followed by the US and Malaysia. 

The average international student spends at least $20,000 a year, only on key items, excluding 
all of their other expenditure and not including parental expenditure. Despite the personal and 
financial challenges, 99% of international students overwhelmingly agree that study abroad has a 
lasting impact.

However, moving overseas can be both challenging and overwhelming for students and parents. 
HSBC as the leading international bank, can support the education aspirations of international 
students with its global network and knowledge of international markets.

 Whether you’re at the dreaming, planning, moving or settling stage of your education journey, 
HSBC’s international student proposition is designed to help student’s navigate the fulfilling and 
challenging world of international study.

Top 3 education corridors 
preferred by Sri Lankans 

6,991Australia

USA

Malaysia

3,159
1,822

Contact: HSBC Premier Hotline on 4472272 or visit www.hsbc.lk/overseaseducation for more information on HSBC’s international student services today

Benefits and services offered by HSBC’s international student proposition 
Open an overseas 
account free of charge 
before departure 

Get up to 100% cash 
back on student Visa 
fees  

Enjoy free International 
transfers through Global 
View/ Global Transfer 
(GVGT) 

Enjoy fee waivers & 
preferential exchange rates 
on Telegraphic transfers 

Get priority consultancy 
services through overseas 
consultants 

Local knowledge on 
overseas markets 

Enjoy emergency cash 
encashment services 

Pre-book an appointment 
with HSBC overseas prior 
to departure 

Free local ATM 
withdrawals for Premier 
Debit cards issued in the 
country of study.

Parents dream of sending 
their children to study 
overseas but fail to realise the 
cost of overseas education. 

Early financial planning 
and saving can limit the 
strain on family finances. 

Open a Premier Junior 
account with HSBC and 
start saving early for your 
child’s overseas education.

HSBC is the leading 
international bank for 
international students 
all over the world with 
branches in 65 countries.  

HSBC can bring peace 
of mind to both parents 
and students through 
financial assistance

Dreaming Planning Moving Settling

Parents evaluate 
different options of 
curriculum, country/
university and funding. 

35% of international 
students face 
challenges in setting 
up a bank account in 
their country of study. 

40% of students find 
it hard setting aside 
enough money to be 
able to travel home. 

HSBC’s international 
student account let’s 
you enjoy many benefits 
and services pre/post 
departure.  
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A G E N D A

The Price Signal

TIGHT REGULATION OF EDUCATION MAY KILL
THE SERVICE SECTOR POTENTIAL IN SRI LANKA
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Sri Lanka is starting to tighten 
regulation on private education, 
claiming that state regulation will 
improve ‘standards or ‘quality’ 
while  thousands of unemployable 
graduates, apparently with high-
quality state degrees, are becoming 
a net burden to society by getting 
government jobs.

Sri  Lanka’s  information 
technology sector and software 
developers did not learn their craft 
at state universities. Most started 
with Australian and British Computer 
Society diplomas at small computer 
schools with no state intervention. The 
instructors did not have PhDs. Some 
were practitioners. The successful 
ones were good teachers who could 
pass on their knowledge well. The 
students were keen to learn, having 
paid hard cash.

Though there was no regulation, 
students and parents knew how to 
choose the computer tutory where 
pass rates were high.

MARCH  2020   ECHELON.LK   19



20   ECHELON.LK   MARCH  2020

Now the University Grants 
Commission is approving degree 
awarding institutes. Th at some Sri 
Lankan schools can now award their 
own degrees without the state declar-
ing them illegal is undoubtedly an 
improvement. But silly requirements 
set by the state can lead to perverse 
reactions. Th ere is a scramble to hire 
PhDs. Th ere are stories of ‘renting’ 
degree certifi cates. 

None of these happened before 
regulation, when students looked out 
for their own satisfaction by word of 
mouth, where no private school could 
last long unless they delivered. 

WORST QUALITY
A serious ‘quality’ problem in state 
education is the so-called attitude of 
entitlement of those passing out. Like 
feudal lords of yore, or shoguns, they 
think the society owes them. When 
thousands of graduates of state uni-
versities are striking on the roadside 
with no attitude or skills to get a job 
and fi t into the productive society, it 
is a joke to talk of state regulation.

Some faculties of state-controlled 
universities have failed the nation and 
the students. But there is no account-
ability. Society continues to pay with 
state jobs for unemployed graduates. 
It is nonsense to talk of government 
maintaining quality in a country like 
Sri Lanka where tens of thousands of 
lost souls have been created in the 
form of unemployed graduates by 
the state.

Th e state does not regulate the top 
universities of the world. Th ey them-
selves set standards or are accredited 
by non-state agencies. In November 
2019, the US Department of Education 
released a new rule on accreditation 
agencies that is worth looking at. 

Critics are saying it reduces stu-
dent protection. While that may be 
true or not, protecting students at the 
expense of innovation may also not 
be ideal. Key takeaways from the new 

rule which will go into eff ect from July 
2020 are as follows.

Level the playing fi eld by ending       
unfounded distinctions between          
accreditors based on the geographic 
area in which they perform their work  

 Create opportunities for new accred-
itors that give priority to student 

needs and outcomes rather than 
academic traditions that primarily                     
benefi t faculty 

Counter the inclination of faculty, 
professional societies, and licensing 
boards to rachet up the entry-level 
postsecondary credential required to 
work in certain occupations 

Enable students and institutions to 
leverage state-of-the-art facilities 
maintained by companies, unions, 
and trade associations – as well as 
the expertise of the subject matter 
experts these organisations employ 
– to improve educational quality and 
outcomes and reduce the cost of pro-
viding education to students in areas 
where equipment is expensive, and 
technology evolves rapidly 

Enable more institutions, including 
rural institutions, to provide low-cost 
or no-cost dual enrollment oppor-
tunities to students while still in              
high school  

Speed up approval of new programs 
and curricular changes to ensure that 
what students learn in school keeps 
pace with what employers demand 
in the workplace 

Empower employers to help engage 
more actively in program develop-
ment and review 

Inform student choice by assisting 
students to determine which pro-
grams are most likely to prepare them 
to meet the licensure or certifi cation 
requirements in certain occupations 

Update department rules to ensure 
that students who elect to complete 
their credential abroad have the 
opportunity to complete part of their 
program in the U.S. or to take courses 
off ered by other institutions in the 
country in which they are enrolled

I T  I S  N O N S E N S E 
T O  TA L K  O F 
G OV E R N M E N T 
M A I N TA I N I N G 
Q U A L I T Y  I N  A 
C O U N T RY  L I K E  S R I 
L A N K A  W H E R E  T E N S 
O F  T H O U S A N D S  O F 
LO ST  S O U LS  H AV E 
B E E N  C R E AT E D 
I N  T H E  F O R M  O F 
U N E M P LOY E D 
G R A D U AT E S  BY  T H E 
STAT E .
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SHORT AND SHARP
Any shift to short, specifi c courses 
should not be stifl ed by regulation.

Democratisation of education is 
also being speeded up by technology. 
Online learning and self-learning is 
proliferating. No longer would classes 
be dragged down by laggards, or the 
less agile left behind as teachers cater 
to the bright students. 

Any state regulations that make 
it diffi  cult for local private training 
institutes to follow these trends will 
be detrimental to the future of the 
country. Some training outfi ts are 
already operating cross border.

Already the division of labour 
is happening in services industries, 
where workers do a tiny bit of work. 
In software development, and in 
many other areas, processes are now 
getting spliced up into small bits, just 
like it happened in mass production 
of hard goods.

To have an education sector that 
cannot cope with the trend, or worse, 
have regulations that prevent new 
institutions coming up in a regulatory 
overkill will be the biggest mistake 
that the government can make. 

Th e new rule in the U.S. aims to 
create new accreditation agencies 
that will be more nimble than the 
apparently stodgy ones (which are 
non-state agencies) that do exist.

In Sri Lanka state and illiberal 
legislators had already stopped the 
country from taking part in global 
supply chains, with import duties and 
expropriation that undermined prop-
erty rights which discourage capital 
intensive investment. 

With regulatory overkill in edu-
cation and taxes on credit card pay-
ments to protect domestic companies 
like Takas and PickMe, the state can 
kill the potential in the service sector 
as well.

A G E N D A

ARTISAN TO MASS 
PRODUCTION
Th e world changed when capitalists 
started mass-production. People who 
left a farm no longer had to be a virtual 
slave as an apprentice to a master 
craftsman for years for only the price 
of food and lodging to learn to be an 
artisan. 

No longer could artisan guilds, 
jealously restrict their supply like the 
GMOA does in Sri Lanka and boost 
their earnings. No longer were the 
products made by artisans only lim-
ited to super-rich merchants or the 
feudal aristocracy. 

Ordinary factory workers could 
own anything from a car to a mobile 
phone to a computer. Th e workers 
were not trained at state agencies 
for the most part. The factories              
themselves gave them short term 
training to be able to work on a sec-
tion of the assembly line. But it is a 
diff erent case when it comes to the 
services sector. 

When factories closed in the U.S., 
older people could not easily earn a 
degree to get a services sector job that 
younger college-educated persons did. 
It is not easy to acquire new skills or 
be ‘re-skilled’ as the saying goes now.

Ironically some of the first            
universities in the world were created 
by Artisan guilds, including in Bologna 
in 1088 as well as in other European 
cities. Artisan guilds and their monop-
olies and controls - backed by the 
state or monarchs - were a defi n-
ing characteristic of a Mercantilist 
rent-seeking society. 

DEMOCRATISATION OF 
EDUCATION
But if a society is to progress with 
the service sector, education must 
be democratised. Exams that seek 
to eliminate and pass only 30% 
(scoring) must give way to assessing 

real knowledge to produce qualifi ed 
workers.

Like the industrial companies of 
the past, many tech companies today 
are off ering their own qualifi cations, 
in frameworks, in software programs, 
and so on. These certificates are 
well-recognised by the industry. Th e 
certifying company intends to create 
a workforce capable of working with 
their product.

With technology and knowledge 
changing so fast, any knowledge 
acquired in the course of a two year 
or four-year degree would be out of 
date by the time the student passes 
out. Courses will have to be nimble. 

In the service sector, the abilities 
to work collaboratively and interact 
with diff erent cultures are valued. Any 
kind of regulation that seeks to regu-
late syllabi or courses would backfi re.

I N  T H E  S E RV I C E 
S E C T O R , 
T H E  A B I L I T I E S 
T O  W O R K 
C O L L A B O R AT I V E LY 
A N D  I N T E R A C T 
W I T H  D I F F E R E N T 
C U LT U R E S  A R E 
VA LU E D
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E c o n o m i c  S t i m u l u s :  i s 
S r i  L a n ka  ove rex te n d e d ? 

I N V E S T

By Devan Daniel

BANKERS DISCUSS THE IMPACT 
OF AN UNPRECEDENTED 
ECONOMIC RELIEF PACKAGE 

Sri Lanka is doing everything to revive a dormant economy. First 
came the sweeping tax cuts to funnel cash into the hands of con-
sumers and businesses. � en, the Central Bank lowering key lend-
ing rates to drive up credit growth. A debt moratorium on small 
business loans quickly followed. � e economic stimulus package 
is an unprecedented one for its sheer depth and scope. Two bank 
executives and an economist, who is also a board member of a 
listed bank, weighed in on the stimulus’ impact at a recent invest-
ment forum organised by investment bank First Capital.
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O V E R E X T E N D E D 
F I S C A L  S T I M U L U S  

To begin with, the sweeping 
tax cuts announced by the 
new government after the 
November 2019 presidential 
elections were probably too 
much. The fiscal stimulus 
was a major shift from the 
trajectory of the previous 
government. The logic for 
reducing taxes was to encour-
age corporates to invest and 
put more money into the 
hands of individuals so that 
they can spend. The econ-
omy had experienced several 
shocks beginning with the 
constitutional crisis in 2018 
and the Easter Sunday terror-
ist attacks the following year. 
Suppressed consumption 
showed signs of recovering 
towards the end of 2019. 
Th e smallest stimulus would 
have had the desired impact 
in terms of driving consump-
tion, but the outcome now is a 
larger tax stimulus than what 
was necessary. 

Avoiding signifi cant fi scal 
slippage is diffi  cult consid-
ering Sri Lanka’s recurrent 
expenditure structure. 
Cutting expenditure is quite 

Deshal De Mel, Research Director at
Verite Research, suggests the fi scal stim-
ulus was deeper than necessary and risks 
stretching the budget defi cit and hurting 
ratings

The Rs500 billion question: Can the economic 
stimulus fund itself?

limited. In 2018, interest pay-
ments, public sector salaries 
and transfers including pen-
sions totalled to just under 
Rs2 trillion; tax revenue was 
slightly lower than that and 
considering the recent tax 
cuts, estimated between 
2-3% of GDP, the fi scal defi -
cit will be signifi cant. With 
cutting recurrent expenses 
a limited option, we could 
see a delay in capital inten-
sive infrastructure projects, 
or there could be a shift with 
the private sector taking on 
more development projects 
through PPPs. 

Investors will worry about 
fi scal slippages and the rating 
downgrade risk will worry 
investors. Th is government, 
and successive governments, 
must be sensitive to what 
global markets expect. I don’t 
have answers, but I expect the 
next budget will have some 
clarity on managing the defi -
cit over the next 2-3 years. It 
will be critical for the govern-
ment to embark on structural 
reforms early while they still 
enjoy some political capital. 

Source: CBSL, ICRA Lanka

Rs Tn

Recurrent Expenditure

Total Revenue

A F T E R  E L E C T I O N S ,  A  C R I T I C A L  B U D G E T

Th e general election in April 
2020 is expected to deliver 
a stable government, but 
the real test comes when 
it presents the budget in 
November. The question 
everyone's asking is will the 
economic stimulus package 
pay for itself?  

In 2018, the government 
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spent Rs500 billion as inter-
est payments on treasury 
bonds alone: that’s equal to 
the revenue loss from the tax 
cuts, estimates credit rating 
agency ICRA Lanka. Th e suc-
cess of the fiscal stimulus 
will depend on the economy 
recovering to post 4% growth 
by end-2020. 

stretching the budget defi cit and hurting 
ratings
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M I N D I N G  T H E 
S H O R T  T E R M  R I S K S 

D E B T  M O R A T O R I U M 
U N L I K E LY  T O  D E N T  B A N K S  

Nandika Buddhipala, CFO at Com-
mercial Bank of Ceylon Plc argues 
that the economic stimulus poorly 
managed could lead to economic 
shocks 

For banking executive Dilshan 
Rodrigo, the debt moratorium 
for small business will have little 
impact on banks, but economic 
growth is critical

I N V E S T

Construction boom?
Th e fi scal stimulus and small business 
debt moratorium particularly target the 
construction sector which has driven eco-
nomic growth in the past. Construction 
has a long gestation period before real-
ising returns, so we are unlikely to see 
an immediate impact from the economic 
stimulus measures.  

Consumption caution 
Boosting consumption can uplift the econ-
omy, but if it leads to import growth the 

medium-term sustaina-
bility of the economy is at 
risk should the trade defi cit 
expand and currency falls. 
These risks may emerge 
even in the short term.

Dynamic banking 
regulation 
Bank earnings took a 
huge hit adjusting for new 
IFRS-9 bad loan provision-
ing rules. Across Europe, 
banks could spread the 
adjustment over several 
years. In Sri Lanka, we had 
to absorb it all at once. 
Regulations ensure banks 
build necessary strengths 
during good times, but 
our regulatory structures 
should be dynamic enough 
to respond eff ectively 
during economic down-
turns as well. 

Dilshan Rodrigo says he enjoys holidaying 
out of town with his family. Once bus-
tling seaside resorts are now deserted, the 
aftermath of the Easter Sunday bombings 
which shocked the world. “Th e economy 
is hurting. Small businesses are the fi rst 
to suff er from an economic shock,” says 
Rodrigo, Chief Operating Offi  cer at Hatton 
National Bank Plc. Less than a year 
before, a constitutional crisis in October 
2019 brought the economy to a standstill. 
Th ere’s a compelling reason to support 
small businesses for a new government 
looking to revive the economy.

According to the debt moratorium 
scheme introduced in January 2020, 
small businesses don’t have to make cap-
ital repayments but must pay interest. 
Banks must also defer legal recoveries 
during the moratorium period. Hatton 
National has a signifi cant SME portfo-
lio making up 25% of its total loan book 
and Rodrigo is confi dent the ‘SME Revival 
Scheme’ will have little impact on bank 
earnings and regulatory limits on cap-
ital and liquidity. “Th e scheme is well 
thought out. Banks will fare better in 
2020 because of the tax concessions but 
an economic revival where GDP grows 
4% plus is critical for us”.
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B U Y I N G  A  H O S P I TA L 
TO  OV E R C O M E  A 
D E P E N D E N CY  O N  B O OZ E

N E X T

N E X T

LISTED MELSTACORP MAKES MORE THAN HALF ITS 
REVENUE DISTILLING AND MARKETING LIQUOR; IT'S BOTH 
A LUCRATIVE AND VULNERABLE INCOME SOURCE 

A company that dominates 
Sri Lanka's hard liquor market 
diversified Melstacorp Plc 
bought a 70-bed hospital 
for Rs1.6 billion in February 
2020. 

Th e hospital at Ragama, 
a forty-minute drive from 
downtown Colombo, had 
belonged to the listed 
Browns group. Browns 
had intended to develop a 
chain of hospitals. Sri Lanka 
has an ageing population 
and a public health service 
that cannot cope with the 
demands of a rising middle-
income population. However, 
Browns sold the hospital after 
government price controls on 
room-rates, medical tests 
and drugs made the venture 
untenable. Th is may not be 
the case for Melstacorp. Th e 
hospital fi ts nicely into its 
strategic plans for growth 
and would minimise the 
volatile impact from all too 
frequent ad hoc liquor taxes 
and bootlegging.

More than half of 
Melstacorp's reported group 
revenue of Rs156 billion 
in the year to end-March 

ILLUSTRATION BY: AKILA WEERASIGNHE
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STANDARD CHARTERED 
BANK RESEARCH 
ESTIMATES PRIVATE-
PUBLIC PARTNERSHIP 
OPPORTUNITIES OVER THE 
NEXT DECADE IN DIGITAL 
INFRASTRUCTURE, 
ENERGY, 
TRANSPORTATION, AND 
WATER & SANITATION.

S D G s :  R s 1 6. 2 B n 
p r i va te 
i nve st m e n t 
o p p o r t u n i t i e s 

Well executed private-public 
partnerships (commonly called PPPs) 
can be a great way to invest in much-
needed infrastructure and social 
projects. Sri Lanka needs $40 billion 
to build transport infrastructure, 
achieve universal electrification, 
improve digital access and provide 
safe drinking water & sanitation 
for all, estimates UK-headquartered 
Standard Chartered Bank. This is 
in keeping with its commitment 
to the United Nations Sustainable 
Development Goals, or SDGs.

To put this funding requirement 
into perspective, Sri Lanka's 
economic output or gross domestic 
product was worth $89 billion in 
2018. Th e state barely makes enough 
revenue to pay wages to a bloated 
public sector, interest payments on 
debt and transfers which includes 
pensions. Since graduating to upper-

2019 came from public quoted 
distilleries, its booze manufacturing 
and distribution unit. Another 
subsidiary, Aitken Spence Plc with 
businesses in hotels, port & logistics, 
and plantations, accounted for 37% 
of Melstacorp's revenue that year. 
Fitch Ratings believes Melstacorp's 
foray into the healthcare industry 
will help diversify its cash fl ows 
away from its focus on spirits over 
the longer term. Th e mostly debt-
funded acquisition will not have an 
immediate impact on Melstacorp's 
rating due to its small size, it 
said. Healthcare is estimated to 
contribute as little as 2% to group 
revenue in the short term.

According to Fitch, Melstacorp's 
hospital acquisition follows several 
investments by the group into the 
healthcare sector. It manages a 
small niche-hospital in Colombo 
that specialises in caring for 
women and children, Joseph Fraser 
Memorial Hospital. Melstacorp also 
owns a network of standalone 
diagnostic laboratories. "We believe 
Melstacorp's management has the 
necessary experience to run a 
healthcare business as the group 
managed Lanka Hospitals PLC, 
one of the largest private-sector 
hospitals in the country with 350 
beds, until its divestment in 2009," 
Fitch Ratings said. What happened 
was that the state expropriated 
Lanka Hospitals. 

THE BIG PICTURE
Melstacorp's hospital acquisition 
is a part of a series of investments 
to further diversify the group. Fitch 
says Melstacorp will likely invest 
Rs5 billion annually over the next 
few years in inorganic expansion, 
including the healthcare sector.

"A meaningful increase in cash 
fl ows from the healthcare sector 

over the longer term could help 
off set the challenges the group 
faces in its telecom and plantation 
sectors, which accounted for 
operating losses of around Rs1.8 
billion in the nine months to end-
December 2020," Fitch said.

While cashfl ow diversity will 
help mitigate regulatory risks in 
its liquor business, a large debt-
funded acquisition that provides 
limited medium-term upside 
to operating cashflows could 
pressure Melstacorp's triple-A 
rating.

However, the demand for 
private healthcare is expected to 
increase over the medium term as 
Sri Lanka's population ages and 
incidence of non-communicable 
diseases rise as lifestyles of a 
growing middle-class evolve. 
Public hospitals are underfunded 
with successive governments 
investing 1.5% of GDP annually in 
the last fi ve years, Fitch says. Th is 
places Melstacorp and its hospital 
in a favourable position.

Geriatric care tends to be long 
term, Fitch notes. Treatment of 
NCDs requires long hospital stays, 
long-term medication and, in 
some cases, palliative care. 

"Th ere has also been a wider 
acceptance of medical insurance 
over the last few years, helped 
by government-led insurance 
schemes and increasing personal 
income, which should also boost 
demand for private healthcare," 
Fitch says. Melstacorp also owns 
Continental Insurance which 
provides health insurance 
coverage. 

However, healthcare price 
regulations, and the shortage 
of qualifi ed doctors and nurses 
limits the full growth potential 
of the sector, Fitch says.
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A  CA S E  F O R  P R I VAT E - P U B L I C  PA RT N E R S H I P S 

N E X T

middle-income status, concessionary 
funding is limited so the country has 
to borrow at commercial rates. Already 
overextended with debt reaching 
83% of GDP in 2018, the recent 
economic package announced by the 
government was met with negative 
reviews by rating agencies Fitch and 
Moody's. This means that raising 
foreign capital over the next few years 
will be expensive. PPPs are now more 
compelling than ever before. 

"Th e country has limited domestic 
resources due to relatively low levels 
of tax revenue. The government is 
looking at increasing public-private 
collaboration on infrastructure projects 
to help unlock the funding needed," 
Standard Chartered said in a January 
2020 report ‘Opportunity2030: The 
Standard Chartered SDG Investment 
Map’.

“With a large natural resource 
base, an educated population and a 
historically strong tourism industry, 
Sri Lanka has good foundations to 
make it an appealing prospect for 
investors.” 

Sri Lanka has been growing steadily 
over the last decade and undergoing 
an impressive transformation, the 
bank notes, transitioning from a 
largely rural economy to a more urban 
economy with a strong manufacturing 

0 5 10 15 20

SDG FUNDING REQUIREMENT UP TO 2030 ($BN)

Energy

Transport

Digital Access

Water & Sanitation

Private Sector Opportunity Source: Standard Chartered

and services industry. “Economic 
growth has resulted in a decline in 
poverty, and the country’s social 
indicators rank amongst the highest 
in South Asia,” it says. 

While making considerable 
progress in terms of the SDGs, 
there are still signifi cant gaps and 
the bank believes the private sector 
has considerable opportunities over 
the next 10 years. 

Sri Lanka ranks 85th in the world 
on the Logistics Performance Index 
and an investment of $13.1 billion 
is needed to make a significant 
improvement, of which, Standard 
Chartered estimates the private 
investment opportunity at $4.6 
billion. 

Universal mobile telephone 
and internet coverage requires 
$6.8 billion for digital infrastructure 
with the private sector contribution 
at $4.1 billion. Digital accessibility 
is currently at 47%, according to 
Standard Chartered. 

Only 2% of the population 
doesn't have electricity but 
bridging this gap and also meeting 
the growing demand requires 
an investment of $16.3 billion 

between now and 2030. Th e private 
sector opportunity, particularly in 
renewable energy, is $7.3 billion. 

Access to safe drinking water 
and sanitation at 93% needs a 
further $2.1 billion, of which private 
investments can contribute $200 
million.  

Attracting these investments 
from the private sector, however, 
is another matter.

"Historically, private-sector 
investment in Sri Lanka has been 
low compared to other Asian 
markets, due in part to unfavourable 
government policies and prolonged 
civil war," the bank said.

Th e 30-year civil war ended a 
decade ago and private investments 
have flooded into infrastructure 
projects, particularly roads and 
telecommunications. Since 2015, 
however, ineffective governance 
exacerbated by a constitutional 
crisis and the shocking Easter 
Sunday terrorism attacks in 2019 
have dampened private sector 
activity considerably. A stable 
government is expected at the 
April 2020 polls which could turn 
the tide.  

H I S T O R I C A L LY,  P R I VAT E 
S E C T O R  I N V E S T M E N T  I N 
S R I  L A N K A  H A S  B E E N 
L O W  C O M PA R E D  T O 
O T H E R  A S I A N  M A R K E T S
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R E J I G ,  R E P U R P O S E 
O R  R E T U R N 
Colombo Fashion Week is promoting a counterintuitive 
strategy for designers that partner with it: sell fewer clothes S

Similar to airline KLM’s recent 
campaign suggesting customers 
consider flying less to limit the 
environmental impacts of long haul 
flights, Colombo Fashion Week 
(CFW) is encouraging the designers 
it partners with to put sustainable 
practices ahead of commercial sales. 

CFW, founded over a decade 
ago by Ajai Vir Singh, has grown to 
an avant-guard fashion eco-system 
including several annual shows. It 
is known for its links with design 
and manufacturing companies, its 
nurturing and supporting of young 
and established designers, and for 
building links with the global fashion 
supply chain. 

In February 2020, Colombo 
Fashion Week introduced what it calls 
the Responsibility Meter to increase 
sustainability and transparency 
in the fashion supply chain under 
its influence. For the 14 designers 
involved, it demands a mindset 
change. Th ey now take responsibility 
for clothes beyond the sale, in some 
cases for the lifespan of their pieces. 
Engagement could take one of three 
forms: garment enhancement, where 
a designer upgrades a piece that’s 
been worn several times; disposal, 

BY RACHAEL COVE

I N N O VA T E  |  E C O  FA S H I O N 
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WORLD’S 
GREENHOUSE 

GAS EMISSIONS

APPAREL - 6.7%

FIBER 
PRODUCTION

15%

YARN 
PREPARATION

28%

DYEING & 
FINISHING

36%

IN A BUSINESS-AS-USUAL SCENARIO, BY 2030 APPAREL’S 
CLIMATE IMPACT IS EXPECTED TO INCREASE BY:

8%
ALMOST AS 
MUCH AS 
THE TOTAL 
CARBON 

IMPACT OF 
THE EU

IS REQUIRED 
TO PRODUCE

THAT’S ENOUGH WATER FOR ONE 
PERSON TO DRINK FOR 2½ YEARS

49% ANNUAL GREENHOUSE
GAS EMISSIONS

2,700
LITERS
OF 

WATER

ONE
COTTON
SHIRT

in which the designer, at the point 
of sale, suggests how the item may 
be repurposed; and return, where a 
customer receives a discount or other 
benefi t for returning the item to the 
designer. 

Vir Singh says from now on, 
each garment shown in CFW will be 
tagged with a rating out of ten for 
sustainability, taking into account 
its environmental, societal and 
organisational impact. 

Instead of purchasing new every 
season, fashionista’s can have existing 
pieces upgraded for free and will be 
encouraged to re-wear items at special 
Renew & Repeat shows, he says. 

CFW’s initiative is striking for 
discouraging consumers from one 
of the critical tenants of the fashion 
industry; buying new clothes every 
season. 

To be successful, such initiatives 
tap into a broader current in 
consumerism - shame. As consumer 
trend trackers Trend Watching put it, 
“eco-consumption is becoming less 
about the status of opting in, and more 
about the shame of failing to do so”. 
As consumers become increasingly 
aware of the impact of their choices, 
brands need to take steps to increase 
transparency and reduce the shame 
attached to their off erings, or risk being 
side-lined. 

Fashion is a polluting industry. It 
takes 2,700 litres of water to make one 
cotton shirt. Th at’s enough water for 
one person to drink for two and a half 
years.

Combined, the global apparel and 
footwear industries account for 8% of 
the world’s greenhouse gas emissions, 
equivalent to the total carbon impact 
of the European Union. It’s estimated 
that by 2030, this could increase by 
50%, roughly equal to the carbon 
impact of the USA today. 

Designers are also encouraged 
by CFW  to use sustainable fabrics, 
recycled material accessories, 
biodegradable packaging and 
responsible production processes. 
An additional consideration is given 

to the use of craft and community in 
production and positive workforce 
policies such as up-skilling and 
wellness. Initially, the Responsibility 
Meter will be self-assessed with 
support and oversight from a CFW 
panel. Th e intention is to ease designers 
into a new way of thinking, and then 

gradually extend the scheme. 
Will Colombo’s fashionistas’ jump 

at the chance to be photographed in 
the same outfi t twice? Maybe not at 
fi rst. But with prominent designers in 
Sri Lanka leading by example, there is 
hope sustainable fashion will become 
the new norm.  

FA S H I O N ’S  M A J O R  C L I M AT E  I M PACT

The global apparel and footwear industries 
account for an estimated 8% of the world’s 
greenhouse gas emissions

I N N O VAT E  |  E C O  FA S H I O N 

 

SO
UR
CE
S:
 
N
A
T
I
O
N
A
L
 
G
E
O
G
R
A
P
H
I
C
,
 
W
O
R
L
D
 
R
E
S
O
U
R
C
E
S
 
I
N
S
T
I
T
U
T
E
 

A
N
D
 
Q
U
A
N
T
I
S
’
 
M
E
A
S
U
R
I
N
G
 
F
A
S
H
I
O
N
 
R
E
P
O
R
T
,
 
2
0
1
8
.
 





34   ECHELON.LK   MARCH  2020

The CEB and its 
regulator must 
bury the hatchet
THE DISPUTE WHICH OFTEN PLAYS 
OUT AS ONE OF ‘COAL VS GREEN 
ENERGY’ IS TAKING ITS TOLL. SRI 
LANKA NEEDS LARGE POWER 
PLANTS; AND QUICKLY

n February 3rd the power utility CEB 
cut the switch and caused a blackout. 
It exhausted a fuel credit line from the 
state petroleum supplier and couldn’t 
keep a thermal power plant running. 

The energy ministry faulted the CEB for not 
trying hard enough to convince the Ceylon 
Petroleum Corporation to extend credit for a 
fuel-powered plant, and for not switching to 
hydropower. The CEB was also faulted for not 
obtaining approval for the power cut from the 
energy regulator, Public Utilities Commission of 
Sri Lanka (PUCSL).

The matter ended there, but it's part of 
a bigger problem. The regulator and utility 
have been at war for several years now and 
have effectively stalled the country’s energy 
development agenda. Bad policy and poor 
governance have not had a worse effect on the 
energy sector than has had the CEB-PUCSL feud 
which often misleadingly appears as a dispute 
over coal and green energy. 

Sri Lanka has an energy crisis and the 
reasons are multiple and complex. The Asian 
Development Bank (ADB) identifies three. One, 
Sri Lanka has not built mainstream power 
plants that can absorb the growing demand 
for electricity. Second, renewable energy 
development is slow. The third is CEB’s precarious 

financial position, mostly due to a 
tariff structure that ignores cost. 

“Building large power plants 
will resolve the capacity shortage. 
CEB has proposed reviving the two 
cancelled coal-fired power plants 
projects and built using the latest 
technology,” the ADB said in a Sri 
Lanka energy report.  

Two fuel-powered combined 
cycle plants are also required 
to deal with seasonal shortages 
of hydropower. An LNG import 
terminal will come online in 2023, 
three-years behind schedule. 

Wind and solar power face legal 
impediments, land availability and 
the lack of a clear tariff structure. 

Too few private investors find 
these attractive. Improving the 
investment environment is critical 
for developing renewable energy. 
Even then, renewable energy has 
its limitations. 

Sri Lanka’s grid has a capacity 
of about 4,200MW of which 
half comes from seasonal or 
intermittent resource-based 
generation. Hydropower, with 
a capacity is 1,300MW, is at               
the mercy of the weather and 
has to also compete for resources 
with irrigation and drinking              
water needs. 

Without primary power plants, 
adding more renewable energy 
into the mix could compromise 
the grid. “The resilience of the 
power system decreases along 
with its ability to withstand rapid 
variations of outputs in the wind 
and solar power plants. Analyses 
conducted under the Sri Lanka 
renewable energy master plan 
show that stored energy would 
be significantly lower during the 
daytime, as solar (generation) 
capacity increases. 

With an energy crisis looming, 
Sri Lanka must quickly build 
primary power plants such as coal 
and LNG. 

According to the ADB, 
electricity production costs are 
increasing as the CEB burns more 
oil for electricity. The cancellation 
of three coal plant projects has 
worsened the situation. The CEB 
had to commission an additional 
fuel-powered plant, contract diesel 
generators and extend two oil-
fired power plants well past their 
shelf life so it can keep the lights 
on. By 2025, without coal or LNG, 
CEB will sink only deeper. The ADB 
offers a difficult solution. The long 
feuding CEB and the regulator 
PUCSL need to bury the hatchet.

2017 2020 2023

8

18

2025

Fuel cost ($ cents per kWh generated)

With coal and LNG

Without coal, delayed LNG plant

W H AT  H A P P E N S  W I T H O U T  N E W  C OA L  P L A N T S
ELECTRICITY GENERATION COSTS WILL ROCKET, SAYS THE ADB 

Source: ADB

N E X T
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CUTTING 
THE 
GORDIAN 
KNOT
INSTITUTIONAL 
EXCESS IS STRANGLING 
BUSINESS

BY RAVI RATNASABAPATHY 

“In a desperate move towards tack-
ling the shortage of coconuts and the 
skyrocketing of its prices, the gov-
ernment has permitted the private 
sector to import coconut kernels, 
o�  cial sources said. � e Coconut 
Development Authority (CDA) called 
on interested importers to import 
coconut kernels without delay con-
sidering it as a national priority as 
there is a severe dearth of coconuts 
in the country and its price has gone 
up to Rs100 to Rs125 per nut, a senior 
o�  cial of the CDA disclosed,” (News 
Report, 14th Dec. 2017).

Following the above report, 
manufacturers attempted to import 
coconuts to keep their factories run-
ning. Existing regulations prohibited 
coconut imports, so the producers 
inquired about the process to be fol-
lowed. � e problem is that at least 
three ministries and twenty nine 
institutions are involved in agricul-
ture. None knew which one was 
responsible for implementing the 
directive.

� e Department of Import Export 
Control had seemingly never dealt 
with the import of coconuts. The 
Ministry of Plantation Industries had 
not dealt with import regulations. 
� e two coconut related institutions; IL
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the Coconut Development Authority and the Coconut Cultivation Board focused more on 
cultivation and research, not trade. Th e Ministry of Agriculture was not sure if coconuts came 
under them and neither was the Department of Agriculture. Th e Ministry of Primary Industries 
which supervised the Department of Export Agriculture was clueless as to imports. Customs 
and BOI could off er no guidance either.

Th e manufacturers were sent from pillar to post and eventually, a brave producer decided 
to go ahead and import a consignment. It was ultimately rejected in quarantine. Th e producer 
had to bear this loss in addition to not having coconuts for his value-added business.

Why was it impossible to import a coconut after a government directive to do so?
Th is actual example highlights the problem of excessive bureaucracy and red-tape in the 

country, possibly the most signifi cant barrier to business. 
Th e challenge starts with the large cabinet which refl ects the need to dole out political 

favours to reward important allies. In order to create enough positions to accommodate all 
their allies governments split functions, which results in overlapping authority and all man-
ner of inconsequential ministries. Th e ministry functions lack coherence; previously, we have 
seen a ministry simultaneously responsible for higher education and highways. Th e only rela-
tionship between the two functions seems to be the letter “H” in the subjects. Another was 
responsible for foreign aff airs and lotteries. Perhaps this refl ected the fact that foreign policy 
was something of a gamble?

Th ese ministries, in turn, split up institutions willy-nilly, which results in a lack of clear 
responsibility and overlaps with other departments/ministries. With opaque mandates, 
these entities start devising procedures and regulations ad-hoc and often end up working 

MINISTRY OF

AGRICULTURE
MINISTRY OF

PLANTATION INDUSTRIES

Rubber Research Institute

MINISTRY OF

PRIMARY INDUSTRIES
Department of Export Agriculture

INSTITUTIONAL FRAGMENTATION
AGRICULTURE-RELATED MINISTRIES, DEPARTMENTS AND
OTHER GOVERNMENT UNITS

SOURCE: RELEVANT MINISTRY WEBSITES

at cross-purposes. Th e result is the 
vast bureaucratic mess that busi-
nesses attempt to bypass using 
political infl uence or bribery.  

Sorting this problem requires 
a wholesale rationalising of gov-
ernment functions. It is a very 
complicated process that demands 
teams of independent experts to 
review and consolidate activities. 
A suggested approach to this is 
described below.

According to information 
published by the Department of 
Management Services in 2017, there 
were

51 Ministries
21 State Ministries
121 Departments
22 Special Spending Units.
Th e fi rst step is to understand 

the workings of the many bodies; 

Department of Agriculture

Department of Agrarian Development

Agricultural and Agrarian Insurance Board

Hector Kobbekaduwa

Agrarian Research and Training Institute

Lanka Council for Agricultural Research Policy

Institute of Post-Harvest Technology

National Food Promotion Board

Colombo Commercial Fertilizer Co. Ltd.

Ceylon Fertilizer Co.Ltd.

National Institute of Plantation Management

Thurusaviya Fund

Small holders Plantation Entrepreneurship Development Programme

Smallholder Tea and Rubber Revitalization  Project

Sugarcane Research Institute

Coconut Development Authority

Coconut Research Institute

Coconut Cultivation Board

Sri Lanka Tea Board

Tea Research Institute

Tea Small Holding Development Authority

Tea Shakthi Fund

Kalubowityana Tea Factory Ltd.

Rubber Development Department
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A G E N D A

T H E  E F F I C I E N CY  O F 
G OV E R N M E N T  CA N  B E 
R A I S E D

332
Divisional secretariats

1.36 mn
Workforce

341
State owned enterprises

Departments
121

Ministries
52

District
secretariats

25

Special 
spending 

units

22

Commissions
15

Provincial
councils

9

State
ministries

21

INSTITUTIONAL EXCESS, 2017 PICTURE
IN 2017 THERE WERE 52 GOVERNMENT MINISTRIES. THE NUMBER OF 
MINISTRIES HAS BEEN REDUCED BY THE CURRENT GOVERNMENT
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an enormous task that is impossi-
ble for a minister to handle alone. It 
will, therefore, be necessary to set 
up dedicated teams of independ-
ent experts to map the functions 
of each area and then identify the 
means to improve effi  ciency.  

Th e teams need to be multi-
disciplinary. Th ese will need to be 
senior, experienced people who 
have enough authority to summon 
heads of departments and ensure 
all required information is received.

Each team must be supported 
by secretarial and research assis-
tants who will go into detail in the 
areas identifi ed by the senior mem-
bers and document the results.

Each ministry will require 
one team to study its work, and 
since the number of ministries is 
large, it calls for a vast amount of 
technical expertise that may not 
be available locally. Some of the 
technical expertise in the func-
tional areas (e.g. health, education 
etc.) and economics may need to 

be sourced from overseas, but it’s 
critical each team have one or two 
experienced local staff who are 
technically competent and famil-
iar with the workings of the public 
service. Retired civil servants, pub-
lic offi  cials or senior private sector 
hands could be included in these 
teams. Agencies such as the ADB, 
World Bank etc. could be tapped to 
provide some of the technical and 
economic experts. 

Th e teams would need to start by identifying the core objectives of each ministry and pre-
paring summaries of the institutions, staff , locations, resources and costs. Th is is essentially 
the blueprint of each ministry and should answer some broad questions: what purpose does 
it serve, how does it go about fulfi lling its mission, what does it cost and how is it funded? 

Once this initial mapping is complete, a central committee can review the overall picture 
and identify overlaps of authority. Th is will allow a logical grouping of subjects under each 
ministry on functional lines.

Well-founded policy must be based on rigorous analysis and subject to periodic review. It 
is only by this that the effi  ciency of government can be raised.

Th e president has taken the fi rst step by appointing a small cabinet. Th is is an excellent 
starting point, but the bigger goal is to rationalise all government functions.
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P R O C E S S - L E D 
L E A D E R S H I P
WHEN CHANDANA ALUTHGAMA MOVED INTO SLIC’S 

CORNER OFFICE, HE FACED SEVERAL CHALLENGES.

HIS APPROACH TOOK THE COMPANY BACK TO BASICS

From his corner offi  ce 
at one of the oldest 
highrise buildings in 
Colombo, Chandana 

Aluthgama suggests that three 
hours is all they should take to 
settle a motor insurance claim. 
Sri Lanka Insurance Corporation 
(SLIC) is the oldest and one of 
the largest insurance companies 
in the island. It is now owned 
by the government after seven 
years under private manage-
ment ended in 2009. 

Of SLIC’s Rs19 billion in 
annual general insurance 
(non-life insurance) premiums, 

around 65% are motor insur-
ance. Typically around 70% of 
vehicle accident-related insur-
ance claims are fender benders 
below Rs75,000. An insurance 
company would take several 
days to pay one of these claims. 
Sri Lanka Insurance Corpora-
tion, which in 2019 had 18.8% 
general insurance market share 
(the market leader had a share 
of 19.6%), pays around Rs800 
million for fender bender type 
motor claims. 

Aluthgama is SLIC’s Chief 
Executive. He started in 
insurance sales when he was 

an undergraduate and moved 
up the career ladder over the 
next two decades. He realised 
the scale of the opportunity was 
immense because SLIC was one 
of the biggest motor insurers in 
the island. “Paying claims fast, 
it makes a lot of sense,” he says 
because satisfi ed customers 
are more sticky, and shortening 
resource-intensive processes 
save costs. 

Anyone obtaining a life pol-
icy will sign up for a commit-
ment, spanning 20 – 40 years, 
whereas with a motor policy, 
should a client make a claim 
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and then fi nd the process too 
bureaucratic or the renewal 
premium too high, the client 
can move to a diff erent insurer. 
Companies have to be price 
competitive and serve custom-
ers well, a two-pronged strategy 
that SLIC’s deploying for its 
motor insurance. 

Since launching a new 
campaign in August 2019, the 
aim has been to settle motor 
claims up to Rs75,000 in three 
working hours and those up to 
Rs500,000 within three working 
days.  

So far, that strategy has been 
vindicated by its success. Now 
six months since the launch of 
the programme, 30% of fender 
bender motor claims - which 
are the majority of claims - are 
paid within three hours. SLIC’s 
short term aim is to grow this 
to 50%. 

Due to this and other initi-
atives 2019’s net claim ratio, or 
the percentage of claim costs 
compared to the premiums, fell 
to 57% from 61% a year earlier.
Led by this the overall general 
insurance claim ratio also de-
clined to 62% from 67% in 2018. 

“For us, if we pay the claim 
faster, it’s better. Because when 
we really look at the books, 
what happens is we pay the 
same amount, whether we pay 
it quickly or take a longer time. 
Whereas when we pay fast it’s 
better for us as well as for the 
customer.” 

Aluthgama had headed the 
general insurance business at 
a rival fi rm before his appoint-
ment as chief executive of SLIC 
in May 2018. He quickly went 
about establishing and aligning 
the team to a three-year stra-
tegic plan. Some of the corner-
stones of the new strategy were 
process-reengineering including 
tech optimising, cost optimisa-
tion, sales growth, investment 
optimisation and performance 
management.  

Shortening the motor claim 
cycle was the fi rst important 
breakthrough of the new strat-
egy. It  required huge changes, 

confesses Aluthgama. SLIC is a 
limited liability company but 
is owned by the government. 
Apart from a seven-year period 
under private ownership, the 
fi rm, founded in 1962, was 
under government control. As a 
government entity, SLIC’s fi nan-
cial strength made it attractive 
for customers looking to cover 
risk. In 2001 SLIC paid the larg-
est single claim in Sri Lanka, of 

Rs39.5 billion to Bandaranaike 
International Airport, following 
a terrorist attack. 

An insurer’s fi nancial 
strength is one of the most crit-
ical determinants for customers 
and for regulators. In future, 
though, consumer marketing 
skills and its ability to separate 
good risks from bad may matter 
more.

The insurance industry 
has been around for 
centuries, and for many 
decades in Sri Lanka 

too. However, the last quar-
ter-century has been transform-
ative for insurance businesses. 
Forces driving change include 
technology, regulations, the 
investment climate and a demo-
graphic transition.  

To distil to a few initia-
tives what it takes to lead an 
insurance company to success 
is challenging. However, it 
became apparent to SLIC’s new 
Chief Executive that culture and 
processes were two areas that 
needed the greatest attention. 

“We are driving several ini-
tiatives to change the mindsets 
of people to serve customers 
better,” Aluthgama points out. 
“But at the same time, I always 
believed that changing a pro-
cess is more effi  cient and faster 

Leading life growth
Life insurance premiums 2019 (Rs Bn) and
growth over 2018 (%)

Source: Insurance Association of Sri Lanka

Ceylinco Life 18.7 4.8%

Premium Growth

SLIC Life 14.8 12.2%

AIA 13.8 8.7%

Softlogic Life 12.5 25%

UAL 11.5 3%

Ceylinco Life 18.7 4.8%

AIA 13.8 8.7%

UAL 11.5 3%

To distil to a few 
initiatives what 
it takes to lead an 
insurance com-
pany to success is 
challenging. How-
ever, it became 
apparent at SLIC 
that culture and 
processes were 
areas that needed 
attention
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than approaching it only by 
talking to people.”

Before the 1990s, it was easi-
er than now for insurance fi rms. 
Th ey sourced underwriters and 
employed accountants, tech-
nical staff  and marketing and 
advertising professionals. Sales 
were handled by independent 
insurance agents and brokers 
as well as full-time permanent 
sales staff . 

While the advantage of state 
ownership was the stability it 
off ered, Aluthgama soon found 
that the structures that made an 
insurance company successful 
elsewhere were not well es-
tablished at SLIC. Streamlining 
departments, support services 
and reporting were prioritised 
under the strategic plan’s early 
stages. 

From the outside, SLIC’s 
newly streamlined structure 
may appear logical and even 
identical to most other insur-
ance companies. However, to 
appreciate the breadth and 
depth of the transformation in 
the last two years under Aluth-
gama’s stewardship, the current 
structure has to be compared 
with the one that existed. 

Some will argue that the 
only way to scale a business is 
to possess a widely accepted 
culture and be processes-driven. 
Aluthgama has taken this two-
pronged approach.  

Everyone in the company 
was aligned around the ‘one 
team, one goal, theme during 
2019. “With all these chang-
es happening, we wanted 
everybody, including the trade 
unions, to be aligned to a single 
aim. I have to compliment the 
trade unions for their support 
on all fronts.”

In 2019, the entire SLIC 
team conducted a street brand 
promotion across the country, 
the fi rst instance of such a large 
scale promotion involving the 

entire team. 
Last year (2019), was a chal-

lenging one for the economy. 
Following the Easter Sunday 
bomb attacks, already weak 
consumer sentiment fell to an 
unprecedented low level. 

Projected 2019 growth was 
not met, but SLIC nonetheless 
did remarkably well. SLIC post-
ed the second-fastest growth 
among the top fi ve life insur-
ance companies in 2019 with 
a 12.2% increase in premiums 
and over 65,300 life policies in 

force with a 16% market share. 
On average, life premiums grew 
at 10.5% in 2019, almost 2% 
lower than SLIC’s growth rate 
(see Chart 1). Life policy growth 
was a result of new products, 
promotions and aggressive acti-
vations starting in 2018. 

In general insurance, SLIC 
reported a modest 2% gross 
written premium growth during 
2019. Overall, SLIC collects 
monthly premiums of over Rs3 
billion.  

Alongside government 
bonds and bank 
savings, life insurance 
ranks as one of the 

safest and most respectable 
of investments. All three have 
been investment options for 
centuries. However, life insur-
ance stands apart as a fi nancial 
product for the protection it 
off ers against the unexpected 
risks dependents face if things 
go wrong. 

Due to regulatory require-
ments, most insurance compa-
nies split their life businesses 
from non-life. In SLIC’s case, 
such a split hasn’t been done 
yet. If everything goes to plan, 
Aluthgama says the segregation 
of the businesses will happen 
by end-2020. 

Economic weakness in 
2019 meant that life insurance 
grew faster than non-life. Th e 
extremely competitive non-life 
business was also going to re-
quire more capital, and margins 
were under pressure.

Sri Lanka’s non-life insur-
ance market collected 47% 
of the Rs188 billion premium 
income in 2019.

Th e two businesses, life 
and non-life (also referred to as 
general insurance) are vastly 
diff erent. 

Life insurers guarantee pol-
icyholders a fi xed rate of return 
on their policies. Shareholder 
returns are generated only to 
the extent that investment 
yields exceed those fi xed re-

To appreciate 
the breadth and 
depth of the 
transformation in 
the last two years 
under Aluthga-
ma’s steward-
ship, the current 
structure has to 
be compared with 
the one that 
existed



L E A D  |  P R O C E S S  L E D 

 

42   ECHELON.LK   MARCH  2020

turns on policies and costs of 
running the business. 

Life companies’ liabilities 
to policyholders also have a 
longer duration than their as-
sets. As a result, insurers must 
manage guarantees given 
years ago, with assets which 
are maturing and have to be 
reinvested. 

In non-life insurance, pol-
icyholders only have the risk 
covered. Th ey do not receive 
their capital back or interest. 
Insurers keep the non-life pre-
mium investment returns. 

Th e process-driven 
approach to management at 
SLIC extends beyond claim 
processing. “We’ve now 
developed a process driven 
approach even for invest-
ment. We have our invest-
ment committee, which is a 
sub-committee of the board, 
and our detailed investment 
strategy is approved by them. 
Th e management acts within 
that mandate.”

Like everywhere else, 
technology is driving 
change in insurance, 
pushing companies into 

unfamiliar territory.  
Technology is enabling SLIC 

to do things faster. Th ree mobile 
apps for the SLIC management, 
intermediaries and customers 
now provide real-time infor-
mation for decision making. 
Previously it took a month and 
a half to obtain granular details 
about the business. Smartphone 
in hand, Aluthgama now gleams 
when he uses the SLIC app 
which the management has 
access to. 

“Now, at the click of a 
button, we can see if some-
body keys in a new policy at 
a branch. Th is will quickly 
change,” he points to a number 
on the SLIC app to which only 
the management has access. 
“I can even drill down to the 
branch level or even the individ-
ual agent level now.“

A policyholder too can 
report a motor accident on the 
customer app. 

Aluthgama’s experience 
managing insurance balance 
sheets is apparent when he 
discusses the need for real time 
data, now available in a system 
that also runs on a smartphone. 
“It’s generally a business where 
you need to be hands-on with 
the data. If because we aren’t 
engaged, when prices drop and 
there is no strategy, we will lose 
revenue and erode the bottom-
line.”

Elsewhere in the world, 
insurers are moving 
towards becoming dis-
tributors and packagers 

of risk rather than bearers of 
risk. Insurers then will concen-
trate on packaging these risks 
and selling to investors keen on 
long term investment prod-

ucts. As captive pools of funds 
wanting to match their long 
term liabilities, like pensions, 
grow, this model may emerge in 
Sri Lanka.  

Whether these are packaged 
and sold or not, insurers need 
high-quality business, which in 
life insurance means customers 
who will be with the company 
over the long term and continue 
on to update their coverage. 
So far the industry faces the 
challenge of having to improve 
the quality, particularly in the 
life business. 

In non-life policies, the chal-
lenge is around price gouging 
and the resulting pressure on 
the top line and bottom line. 
However by deploying tech-
nology SLIC is readying for the 
disruption the industry is about 
to face.

Th e immediate disruption 
is now happening in non-life, 
where the distribution depend-
ent on salespeople and agents 
is being taken over by e-com-
merce sites off ering multiple 
quotes. Potentially, insurance 
sales will be faster and more 
effi  cient.  

Life business is less suscep-
tible to e-commerce disruption 
because the products are not as 
simple as non-life products such 
as motor insurance. However, 
more innovative insurers are 
trying to take life sales online. 

Aluthgama is circumspect 
about the future. “We must 
embrace technology, that’s the 
only way forward. Typically, a 
traditional company will be the 
last to move, but here [SLIC] the 
management is keen to adopt 
these practices.” 

Th e essential product of 
insurance— protection from 
risk—has few apparent sub-
stitutes. Insurers have built 
substantial customer bases and 
in Sri Lanka where investment 
revenue has been decent, it 
has provided reliable profi ts for 
companies. However the future 
is unlikely to be a refl ection of 
the past.

Insurers are moving 
towards becoming 
distributors and 
packagers of risk 
rather than bearers 
of risk. Insurers then 
will concentrate on 
packaging these 
risks and selling to 
investors keen on 
long term invest-
ment products
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Without female 
engagement, 
Sri Lanka’s 
Growth will 
sputter 
The low female labour market 
participation is hurting far more 
than just women

In rich countries, almost as many women 
as men work. Women’s labour market 
participation is also high in poverty-stricken 
countries where it takes at least two 
incomes to keep a family sheltered and fed. 
In Nepal, a poor landlocked country, around 
80% of working-age men and women are in 
the labour market.
In Sri Lanka, 73.6% of working-age men 
are in the labour market but only 36.6% 
of working-age women. This 37% gap 
between participation of working-age men 
to women in the labour force is the 14th 
highest in the world. 
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Planters contend morning sun, evening rain 
and cool nights are best suited for growing 
orthodox or black tea, the type for which Sri 
Lanka made a name for itself in the century 
and a half since the crop was fi rst planted. Sri 
Lanka’s misty, cool and damp central highlands 
provide the perfect backdrop.

 Mist covered mountain slopes are cold 
and wet when female workers, who do most 
of the plucking in Sri Lanka’s highland plan-
tations, arrive at the fi elds. Tarpaulin head 
covers, fraying jerseys and saree clad to keep 
the cold and damp at bay, they work briskly 
to pluck at least 18 kilograms of tea leaves 
before returning home to fi nish housework.

 Although it's not so obvious, once plucked, 
tea has to be moved along the processing line 
quickly to preserve the quality of the fi nal 
product. Leaves plucked in the morning are 
transported to the factory without exposure to 
the midday sun and processed the same day.

 Until the late 1980s, tea dominated Sri 
Lanka’s exports and funded imports of petro-
leum, food and machinery for production. 
However, tea’s economic contribution didn’t 
benefi t the over a million workers who plucked 
and processed the crop.

 Th e working conditions of people liv-
ing in estates aren’t as idyllic as depictions 
in postcards and tourism promotion images 
suggest. Mostly of South Indian origin, tea 
estate workers record the lowest educational 
levels and life expectancy in Sri Lanka. Th ey 
are also the poorest people in the country. 
Poverty in the estate settlements, dominated 
by tea but including rubber and coconut, is at 
10.9%, almost three times the national average. 

The difference between the male and female labour 
forces (3Q 2017)

E STAT E  W O R K  E T H I C

Source: Department of Census and Statistics Sri Lanka

Chart: 1

9.6%

26.2% 1.76 millionRural

0.036 million Estate 

 0.43 millionUrban

2.24 millionSri Lanka

31.4%

26.2%

For the purposes of this story it’s important to appreciate the 
diff erence between the labour market, which is those over 15 years 
old who have a job or are looking for one, and the labour force 
participation rate (LFPR), which is the labour force (market) as a 
percentage of the total working-age population.

 For instance, a 20-year-old university student won’t be included 
in the labour force (LF) if she is unwilling to work. However, someone 
of the same age who is job hunting will be included. 

Data shows that in rich countries, almost as many women as 
men work. Women’s labour market participation is also high in 
poverty-stricken countries where it takes at least two incomes to 
keep a family sheltered and fed. In Nepal, a poor landlocked country, 

Estates have the lowest percentage of recipients of social safety 
net benefi ts, according to an estate sector nutritional study by the 
World Bank.

 However, a greater number of women in estate settlements 
are more likely to work than those in other rural areas or cities. 
Th e diff erence between the male and female labour force at 9.6% 
is narrowest in the estate sector (see Chart 1). In urban areas, the 
gap is 31.4% and 26.2% in rural areas. Currently, 95.8% of those in 
the labour force (labour market) have jobs.

 However, the estate work ethic is an isolated phenomenon. 
Th ose in estate settlements account for just 4.5% of Sri Lanka’s 
labour market, and their high labour force participation doesn’t 
have much of an eff ect on the national average. In rural areas, where 
most people live, the gap is 26.2%; it is highest in cities at 31.4%.
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around 80% of working-age men and women 
are in the labour market.

 In Sri Lanka, 73.6% of working-age men 
are in the labour market but only 36.6% of 
working-age women. Th is 37% gap between 
participation of working-age men to women 
in the labour force is the 14th highest in the 
world according to data compiled by the 
International Labour Organisation (ILO) with 
data from national statistics offi  ces worldwide.

 Female participation in the workforce in 
Sri Lanka has been creeping along in the last 
three decades but the numbers are stagger-
ingly low compared to other countries in a sim-
ilar stage of development. Other lower-mid-
dle-income nations like Georgia, Paraguay, 
Indonesia, the Philippines, El Salvador and 
even the Maldives have rates of female labour 
market participation between 10% to 25% 
higher than Sri Lanka.

L AG G A R D 

Sri Lanka’s women’s labour force participation 
lags lower middle income countries, percentage
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PARAGUAY              
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W H AT ’S  H O L D I N G  W O M E N 
BAC K? 
Sri Lanka labour market participation

Source: Department of Census & Statistics
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encouraged to join the workforce.
 Conjecture aside, so many women being outside the workforce 

is a loss for women. But it’s also a social and economic loss for 
people and businesses.

 Economic empowerment of women across the world under-
lies the remarkable economic and social transformation during 
the last 50 years. Millions of people who were once dependent on 
men have been able to take control of their own economic lives. 
Social change of this scale and involving people’s identity is usually 
chaotic. However, in most places, the transformation has taken a 
benign form, welcomed even by men.

 In rich and middle-income countries,the transformation didn’t 
just happen by women deciding they needed economic independ-
ence. Social arrangements have had to change around women’s roles 
as mothers, house workers and caregivers - all unpaid responsibilities.

 How successfully a society is able to address the social conse-
quences has determined the success of the transformation.

he World Bank, a lender for development to low-income 
countries, grouped these challenges into three broad 
areas in a 2017 report on improving Sri Lanka’s female 
participation in the workforce. Th ey are: the dispro-

portionate responsibility for household work falling on women, the 
challenge of women not acquiring skills the job market demands 
and third, gender discrimination in the workplace.

 Of the 8.4 million working-age women in the county, only 3.1 
million are in the labour market and 6.8% or 358,000 are unemployed. 
Male unemployment is only 2.7%.

 Housework keeps 92% of women between the ages of 25 and 
54, around 5.4 million women, economically inactivity or outside 
the market.

 Sri Lanka and its female population have passed up the social 
and economic transformation of the emergence of women into the 
workforce over the last 50 years that benefi ted many countries.

 Goldman Sachs, an investment bank, calculated that increasing 
women’s participation in the economy to levels equalling men will 
add between 8-21% to GDP in a number of the countries it examined 
including Italy, Germany, Spain, Japan, America and France. Except 
for Italy and Japan, all the other countries mentioned in the study 
have female labour market participation rates that are no more than 
10 points less than those for men.

 Sri Lanka’s labour force participation gap between the sexes is 
37%. Worse still, it’s taken over a decade for women’s participation 
rate to rise 12 points. Even worse still is that progress in the last two 
decades is much slower compared to the decade before.

In a country which elected the fi rst female 
prime minister in the world, it’s shocking that 
women’s workforce participation is one of the 
lowest globally. Sri Lanka’s laws mostly grant 
equal rights to genders. Female politicians like 
Chandrika Kumaratunga have shown women 
that anything is possible.

 It’s arguable that forces that bore aloft 
politicians like Kumaratunga to the presidency 
and before her, her mother to prime minister, 
had little to do with feminism. But the coun-
try’s willingness to elect female leaders may 
indicate that most Sri Lankan’s aren’t sexist.

 Only 4.2% of Sri Lankan’s are unemployed. 
Many private sector businesses struggle to 
fi nd talent. Some are hiring workers from 
overseas while others like the ready-made 
clothes makers are locating new factories in 
foreign countries because they can no longer 
fi nd enough people in Sri Lanka.

 Not many more men can be working. 
Globally, male labour market participation 
is 75%, approximately the same level as in 
Sri Lanka. In rich countries, the rate of male 
labour market participation is lower and it’s 
around the global average in poor countries.

 Th e global female labour market participa-
tion rate is 48%. Th is is higher in rich countries 
and lower in some poor ones.

 If the rate of female participation were 
equal to male, 2.24 million more women would 
be in the workforce and Sri Lanka’s labour 
market would swell to 10.8 million. If the 
average Sri Lankan household has four family 
members, then around 2.5 of them will be in 
the workforce. Even if Sri Lanka’s female par-
ticipation rose 15 percentage points to around 
50% that would bring over one million people.

 If Sri Lanka plans to create one million 
new jobs, they will have to be fi lled by for-
eign workers unless a million women can be 

I

T

G O V E R N  |  G E N D E R  G A P 

 



MARCH  2020   ECHELON.LK   49

Politics, the feminist kind, and its vilifi ca-
tion of domestic slavery and lambast of work-
place discrimination were the foundation for 
most of the progress in wealthy nations. In 
poor countries, potential starvation off ered 
no other choice for women. Sri Lanka didn’t 
identify with either group; neither being uni-
versally poor to force all women to the work-
force, nor having an infl uential enough feminist 
movement to inspire a social and economic 
transformation.

 Despite electing women to leadership, Sri 
Lankan men don’t universally respect females. 
A survey a few years ago found that 80% of 
females had experienced sexual harassment on 
public transport. Recently a follow-up survey 
found the number to be 90%.

 It’s a paradox that a society holding 
women and motherhood in high esteem is 
capable of such casual and widespread har-
assment of strangers in public transport.

 Women hold responsible positions in gov-
ernment and private companies, proving they 
are as capable as men as leaders. On other qual-
ities like honesty, empathy and willingness to 
compromise, many judge them to be superior.

 Viscerally, men that casually harass girls 

in public transport or ignore such behaviour of others, would fi nd 
a female leader as unnatural or unacceptable.

C

PA I N F U L LY  S LOW
It took more than 30 years to improve 
women’s labour force participation from 
25% to 37%

1985

1995

2005

2017

25%
32%
33%
37%

Source: Department of Census & Statistics
M A R R I AG E  P E N A LT Y
Marriage penalises women’s participation in labour 
markets, but the penalty has shrunk

2015

4.4%

11%
2009

6%

14%
2006

8%

14%

% CHANCES OF ENTERING THE LABOUR MARKET FOR MARRIED 
VS UNMARRIED MEN AND WOMEN.

Source: World Bank publication ‘Getting to work’

ommentators off er various reasons why educated 
women stay out of the labour market. An International 
Labour Organisation survey published in 2016 asked 
women, of which 56% of respondents were full-time 

homemakers, about their choices. Of them, 29% said they preferred 
to manage the home over all other options, while a third sug-
gested it was one among several preferred options. 36% of survey 
respondents said they would much rather be doing something 
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Some jobs preferred by mothers, such as teaching, don’t see an 
increase in wages with experience, and hours are relatively light. 
Government jobs also have similar characteristics, leading many 
educated women to pursue them. However, few new government 
jobs are being created and female youth unemployment is now 24% 
for girls up to 24 years and 17.4% for those between 25 to 29 years old. 
Unemployment among boys of the same age is about 10 points less.

 By opting for jobs with light hours - and low opportunity for a 
pay increase with experience - women are ill-equipped to enter the 
market for private-sector jobs where wages can rise but schedules 
are demanding.

S R I  L A N K A’ S  E C O N O M I C 
G R O W T H ,  D R I V E N  BY 
E X PA N S I O N  I N  S E RV I C E S  W H E R E 
B R A I N P O W E R  T R I U M P H S  B R U T E 
ST R E N G T H ,  C O U L D  E Q U A L LY 
M AT C H  W O M E N  W I T H  M E N

else than managing the home.
 Of those who opted to manage the home, 

the vast majority said they enjoyed it, this also 
had to do with raising children.

 Sri Lanka’s economic growth, driven by 
expansion in services where brainpower tri-
umphs brute strength, could equally match 
women with men. Despite this, women remain 
frustrated because they are forced to choose 
between motherhood and their careers.

 Th e gap between the sexes is greatest in 
cities. Urban women have seen a slight bump 
(1 to 2 percentage points) in labour market 
participation over the last decade. However, 
the gap remains greatest here ‘considering 
the polarisation eff ect of marriage,’ according 
to the World Bank’s ‘Getting to Work’ report.

 Th e report, analysing available govern-
ment and other data, highlights how the 
probability of a married woman being in the 
workforce is 4.4% lower than for an unmar-
ried one (the corresponding data for 2009 & 
2006 is 6% & 8% lower). Meanwhile for men, 
marriage provided an 8% premium nationwide 
(the corresponding data for 2009 & 2006 is 
14% for both years)

 Dileni Gunewardena, an academic at the University of 
Peradeniya with an interest in topics related to female 
labour market participation, points out that employ-
ment needs to make fi nancial sense: “If the wages are 

not worth their while, they would not come to work.”
 Sri Lanka’s antiquated laws, designed to protect female employ-

ees, have the opposite eff ect. Concepts like part-time work, fl exible 
hours or remote work are not clearly defi ned and leave employers 
to bear the same level of responsibility for these roles as for their 
full-time staff .

 Th is makes it harder for women, who prefer fl exible terms, to 
fi nd opportunities because large companies won’t want the com-
plexity and the risks associated with working in the law’s grey areas. 

 For instance, the Shop and Offi  ce Employees Act forbids women 
working beyond 8pm or more than eight hours a day. While compa-
nies can claim an ‘administrative relaxation’, which is an exception, 
it remains a risk for small and medium employers.

 Th e overprotective laws regarding shops and offi  ces contrast 
with the Factories Ordinance, a document that legitimises factories 
demanding 60 hours of overtime a month if there is a need to ‘deal 
with the pressure of work in the factory’.

 As it turns out, it can be easier for women to work in the informal 
sector, as it gives them more fl exibility, even at the cost of security.

 Universally, working parents feel guilty and worry about the 
limited time they spend with their children due to their crowded 
schedules. Since childcare is expensive, two-income homes need 
babysitting help from family. When this is unavailable mothers 
are often forced to quit work even if that means narrowing their 
fi nancial opportunity.

 Diff erent countries have diff erent solutions to the challenge of 
combining work and parenthood. Th ese range from state-sponsored 
childcare to long leave with pay, both often choices available in rich 

D
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be done from home if they choose to.
In many cases, a woman’s higher education degree is noth-

ing more than a ticket to a better marriage. A waste of talent and 
resources invested in education.

 Even when women do acquire relevant job skills they somehow 
drop out of the labour market.

 Th is is particularly disappointing because Sri Lankan families 
have benefi ted from access to birth control for decades and small 
planned families have empowered women. Th e pill was followed 
by electricity, which made available refrigerators, allowing food to 
be prepared for consumption over many days, washing machines 
to automate the work even a passionate homemaker dreads, and 
fans and air conditioners for a restful night’s sleep.

 Th e paradox is that these advances have not moved the needle 
on females in the labour market by more than four percentage points 
in the last two decades. In other countries, they have incentivised 
people to invest time in acquiring skills that are hard to learn and 
pay off  over many years.

 In the ILO study, responders explained the low number of 
female managers and supervisors on factory fl oors was due to the 
fact that even a small number of men could not be supervised or 
‘handled’ by women. Occupational segregation of men and women 
was considered normal - therefore not unacceptable - establishing 
the ground for diff ering treatment and reward.

 Gunawardena’s research suggests even though Sri Lankan women 
possess higher cognitive skills, and the same level of non-cognitive 
‘soft skills’ so highly valued in the market, they are not rewarded 
accordingly.

 Women also believe they will be discriminated against in the 
workforce. In a survey questioning if they believed men and women 
with similar qualifi cations will be off ered similar opportunities, 
48% of respondents disagreed or said women will be discrimi-
nated against. Conducted in 2012, some of the survey results were 
reproduced in a World Bank report on improving female workforce 
participation

Even so, the eff ects of workplace discrimination and lacking 
skills demanded by the job market doesn’t obstruct women to the 
same degree as household roles and responsibilities, which fall 
disproportionately on females.

 Practical considerations will soon push the agenda. Private 
companies will need more skilled managers and they won’t fi nd 
enough of them in the ranks of men. Many more young women 
will have expectations greater than the role of a housewife, and the 
resulting economic empowerment will alter the landscape.

 Unless social arrangements, particularly those that hold women 
back for household responsibilities, catch up with economic changes 
world over, Sri Lanka’s development march will falter.

add taking care of elderly parents to family 
responsibilities.

 For decades, girls have had equal access 
to education and in most cases outperformed 
the boys. As many as 98% of girls successfully 
complete their lower secondary exams, and 
they outnumber boys in tertiary education. 
Th is progress surpasses all regional averages 
of developing countries and has had a positive 
impact on women’s health.

 At the same time, women are still more 
likely to take up ‘typical’ female jobs instead 
of considering the current labour market 
demand. While a government position is seen 
as a prestigious career path, the overfl ow of 
applicants makes it nearly impossible to land 
one.

 Surprisingly, almost half of information 
technology students are female. Although their 
interest in IT degrees is rising, it is not yet 
being refl ected in the workforce and women 
are missing out on well-paid jobs that could 

A N T I C I PAT I N G 
D I S C R I M I N AT I O N
Responses to the statement: girls 
and boys with similar education are 
offered similar job opportunities

DISAGREE

AGREE

NO OPINION

48%
38%
14%

Source: World Bank publication ‘Getting to work’

countries. Th ose keen to get women back to 
work soon, off er childcare. Others make it 
easier for parents to work part-time. In poor 
countries, the resources for such options are 
limited.

 Another problem looms. Due to falling 
fertility rates, Sri Lanka’s over 60 population 
will double in the next 25 years. Th is could 



C R E AT I N G  A
S U S TA I N A B I L I T Y  C U LT U R E
THE KEY TO CREATING A CULTURE OF SUSTAINABILITY IS ENSURING 
THAT YOUR EMPLOYEES ARE ENGAGED, RIGHT FROM DAY ONE

orque macaques smugly 
enjoy their spoils on the 
balcony, when an intimi-

dated guest retreats from his snacks 
to the safety of his room, behind the 
sliding glass door.  

It happens a lot, says Ranjith 
Kumarasinghe, Manager Learning 
& Development at Heritance 
Kandalama, with a smile. “We have to 
remind guests to keep doors closed, 
otherwise the monkeys come into 
the rooms looking for food. After all 
this was their territory fi rst.” 

Such a sympathetic response, to 
the monkeys is emblematic of the 

sustainability ethos of this iconic 
hotel. Designed by Geoff rey Bawa to 
nestle unobtrusively in the landscape 
alongside the Kandalama reservoir, 
from where it also gets its name, the 
hotel has long been a pioneer of sus-
tainable practices. 

Now, when the discourse around 
sustainability in business is not about 
whether to practice it, or how to 
implement it - but on how to do 
better, businesses are increasingly 
recognising something Aitken Spence 
Hotel Holdings, Heritance hotel’s par-
ent company, has known for a while 
- the value of employee engagement. 

BY RACHAEL COVE
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FROM DAY ONE
At Heritance Kandalama sustainability 
engagement begins as even before staff  join 
the team. During the recruitment, appli-
cants are asked to discuss ‘the importance 
of a tree’ as a simple exercise in gaging 
how eco-conscious they are. During a  fi ve 
day induction for new hires sustainability 
practices are front and centre. As well as 
the usual trainings on discipline, employee 
development and customer care, new hires 
are taught about the 7Rs - Reject, Reduce, 
Reuse, Reclaim, Repair, Replace and Recycle 
- and the organisational 7S productivity 
initiatives. 

Sustainability was at the heart of Bawa’s 
design and it remains central to the business 
model, Kumarasinghe explains, “Th is is a 
fi ve start hotel, but it is not a rich hotel. We 
promote intelligent luxury and this can be 

appreciated only by people who love the envi-
ronment and value sustainability concepts. So 
these concepts, which the hotel is built on, have 
to be in the blood of our employees.”

During employee training, performance 
appraisals and monthly selection of the most 
outstanding team member, sustainability con-
cepts play a central role. For management, one 
of fi ve operational goals set for each department 
head and executive is based on sustainability. As 
20% of their performance is dictated by success 
in sustainability practices they cannot aff ord 
complacency. 

Executives often espouse how much they 
want to engage with sustainability but putting it 
into practice can be a diff erent matter. By generat-
ing enthusiasm among staff  and aligning perfor-
mance to these, progress can be made much faster. 

One of the success areas at Heritance 
Kandalama is the zero waste approach that 
involves treating waste not as garbage, but a 
raw material with economic value. ‘Waste’ is 
separated into 21 categories on site and sold to 
vendors who pay a premium for receiving only the 
type of material they want. Every month around 
Rs75,000 is generated, which funds employee 
led welfare projects in the areas surrounding the 
hotel. As it’s managed by employees the scheme 
motivates staff  to engage. 

Employee involvement with a company’s 
sustainability culture generates full circle bene-
fi ts. Engaged individuals bring new perspectives 
and see opportunities that others have missed. 
For example, in the restaurant at the Kandalama 
hotel, waiters suggested reducing the size of the 
paper sugar packets so less paper was used. From 
a head offi  ce point of view this might seem like 
an insignifi cant adjustment, but these staff  were 
cleaning up volumes of paper waste every day; 
it may be small, but there’s a long term impact.

TRAVELLERS’ EXPECTATIONS
A recent survey by hospitality insights company 
STR found that choosing an environmentally 
friendly holiday was important to 48% of respond-
ents and unimportant to just 12%. Yet 60% of 
those surveyed felt hotels and accommodation 
providers were making little to no eff orts towards 
sustainability.  

Tour operators and travel agents have rec-
ognised the swing towards eco-consciousness 
and are demanding certifi cations and qualifi -

I N  T H I S
I N D U ST RY, 
I T ’ S  N O T  E A SY  T O 
S U STA I N 
C L I E N T  I N T E R E ST 
OV E R  A 
LO N G  P E R I O D 
O F  T I M E

Priyan Wijerathne
General Manager
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cations from the hotels they choose to partner 
with. For Priyan Wijerathne, General Manager at 
Heritance Kandalama, the maturity of the hotel 
is a testament to the value guests place in its 
green credentials. “In this industry, it’s not easy 
to sustain client interest over a long period of 
time. In 25 years we’ve renovated just once. Th e 
ongoing popularity of our product, despite this, 
is an indication of how much people appreciate 
Geoff rey Bawa’s vision and the sustainability 
practices at the heart of the hotel.” 

Heritance Kandalama’s many accreditations 
include being the fi rst Green Globe 21 certifi ed 
hotel in Asia, the fi rst Leadership in Energy and 
Environmental Design (LEED) certifi ed hotel in 
the world and the fi rst hotel chain in the world 
to have a certifi ed energy management system. 

A FEAR OF THE UNKNOWN
Heritance Kandalama’s journey wasn’t smooth. 
Th e proposal to construct the hotel only meters 
from the high water mark of the reservoir was 
met with outrage by people living in the area. 
Many worried about the project’s impact on the 
water table and the negative infl uence of foreign 
tourists on the rural idyll.  

Ranjith Kumarasinghe was recruited from 
the local school into the fi rst batch of 40 trainees 
and remembers well the protest and the concern 
among his fellow villagers. “My own father was 
against the hotel. We knew about the corrup-
tion of society in tourist places like Hikkaduwa, 
the pollution of the beaches and the drugs that 
accompanied the tourists. Th is was the tourism 
we had seen and we didn’t want that for our area,” 
he recalls. 

A protest was held, after which Aitken Spence 
began visiting the communities to educate about 
the realities of the project. “Th ey promised not 
to hire any employees from outside the area, to 
develop the local infrastructure, to build tube 
wells, sanitation facilities in schools, and libraries. 
Th at’s how they won the hearts of the villagers.” 
By the time the hotel opened Kumarasinghe says 
the negative sentiments and fears had been laid 
to rest. 

It is a story of success that the areas of most 
concern to locals during the planning and con-
struction stages – environmental, social and cul-
tural – have become the pillars upon which the 
business built its sustainability credentials. 

As the manager of learning and develop-

ment, Kumarasinghe drives the employee 
engagement and delivers the promises made 
almost thirty years ago to people in the area. 
Th e hotel hires school leavers who were 
not born when the protests took place, so 
Kumarasinghe makes a point of educating 
them on the hotel’s history so they under-
stand the impact it has had, and how pre-
cious that symbiotic relationship with the 
community, and the environment is. 

Heritance Kandalama doesn’t use solar 
power, previously installed panels having 
been destroyed by the macaques, and still 
relies on plastic bottles for guests’ water in 
rooms. Wijerathne says the hotel is hop-
ing to change both of these following the 
upcoming renovations, although plans are 
uncertain because of turbulence the indus-
try has experienced since April 2019. Despite 
the challenges facing it, wherever a com-
pany is on its sustainability journey, it can 
always go further. Developing a solid culture 
of sustainability and employee engagement 
is a key step any business, in any industry, 
can take to make a diff erence.

T H E S E 
C O N C E P T S , 
W H I C H 
T H E  H O T E L  I S 
B U I LT  O N , 
H AV E  T O  B E 
I N  T H E 
B LO O D  O F  O U R 
E M P LOY E E S

Ranjith Kumarasinghe
Manager Learning & Development
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It has been proved time and again that women 
are as capable as are men when it comes to leadership, 
intelligence and drive. Women beat men on qualities 
like empathy, honesty, fairness and compassion that are 
critical in modern business. Having more women on 
teams and heading companies is an eff ective strategy. 
Research shows that everyone does better when women 
share the reigns of power. In this special section, we 
examine the compelling case for improving women’s 
participation in the labour market.

WOMEN

AND WORK

WOMEN
Realising Sri Lanka’s economic potential 
requires more women to have the same 
career prospects as men 

AND WORK
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BRANDIX:  
INSPIRING 
LIVES THROUGH 
INCLUSIVITY  
At Brandix, we believe that 
excellence in the workplace is 
not defined or limited by gender. 
Instead, we place great value 
in fostering a diverse and well-
balanced work environment that 
equally supports all employees’ 
career aspirations and steers 
every individual towards fulfilling 
their ultimate potential.  

s the leading Apparel exporter 
in Sri Lanka, Brandix has 
paved way for nearly 38,000 
females to be part of its 
workforce and an integral 

part of the company’s operations. 
Significantly, nearly 90% of the entire 
Brandix workforce is represented by 
females. This has led to the company 
identifying that a well-rounded 

individual is a value addition not only 
to the organization, but a valuable asset 
to their personal lives as well. Brandix 
therefore strives to engage its employees 
to participate in company initiatives 
that promote personal development, 
helps them strike a healthy work-life 
balance, and encourages their sense of 
ambition to succeed in their respective 
field of work. 

Empowering female Associates 
through P.A.C.E.  
In line with this aspiration, Brandix, 
in partnership with global retail 
giant Gap Inc., rolled out the Personal 
Advancement & Career Enhancement 
(P.A.C.E.) programme in 2012 in Sri 
Lanka, with the aim of embedding 
foundational skills and technical 
training in Brandix female Associates 
(Production Floor employees), providing 
them with a stepping stone to excel 
in their careers and personal lives. 
The programme comprises of eight 
modules on life skills education; 
including Communication, Problem 
Solving & Decision Making, Time & 
Stress Management, Water, Sanitation 
& Hygiene, Financial Literacy, Legal 
Literacy & Social Entitlement, General 
& Reproductive Health, and Execution 
Excellence. To date, 4,341 Associates 
have enrolled for the programme since 
its launch in Sri Lanka in 2012. 

“Gap Inc.’s P.A.C.E. programme 
has delivered immeasurable value to 
many of our Associates, contributing 
significantly to their progression in 
the workplace, and in helping them 
maintain a healthy work-life balance 
over the years,” stated the company. 
“Inspiration is at the core of everything 
we do, and the P.A.C.E. training 
programme is designed to inspire and 
empower female employees to gain 
the skills and confidence they need to 
succeed in life.”

A

Graduates of 
the P.A.C.E. 
programme 
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Brandix Female Mechanic Programme: 
making the unconventional a norm 
Yet another significant step taken by 
Brandix in its ongoing efforts to promote 
equal opportunities across the Group, is 
the Female Mechanic Programme which 
provides an in-house training course 
on sewing machine maintenance and 
repair to female Associates. Venturing 
into a skill set that was once considered 
a ‘man’s role’, female Associates of 
Brandix from across its business 
clusters are given the opportunity to 
pursue an intensive four-month training 
programme, which encompasses a 
comprehensive range of technical skills. 

Aged between 18 to 30 years, 
these Associates who had earlier 
been employed as Sewing Machine 
Operators, Quality Controllers and 
Helpers, have now been promoted to 
the position of Junior Mechanic with 
higher salaries and improved prospects 
for progression. 

“We are delighted with the success 
of the training programme and the 
enthusiasm, passion and commitment 
of our Associates,” stated the company. 
“As a Group that is committed to equal 
opportunity employment, Brandix 
offers its executive and non-executive 
staff numerous opportunities for career 
progression, and it is most encouraging 
to see these opportunities being made 
the most of.”

Care for Water: Care for Women - 
Care for Our Own
In 2006, Brandix developed the ‘Care 
for Our Own’ initiative to respond 
to the urgent need for clean water 
supply systems among its Associates 
and their communities, and to 
contribute to the national goal of 
providing safe drinking water and 
sanitation for the entire populace by 
2025. The focus on water was also 
prompted by the pivotal role it plays 
towards the manufacturing process 
in the Apparel industry. 

The Brandix CSR Centre has been 
working to alleviate the stress of 

water poverty for women across 
Sri Lanka. The company’s CSR 
efforts were initiated following 
a comprehensive survey of its 
workforce, where it was highlighted 
that lack of access to clean water 
was the most pressing concern for 
its female Associates. This resulted 
in Brandix focusing its initiatives on 
water and women’s work as the core 
offering towards the communities of 
Sri Lanka under the four main pillars 
of ‘Provide’, ‘Educate’, ‘Research’, 
and ‘Disaster Management’. 
Additionally, the Brandix CSR 
Centre also conducts programmes 
that cover livelihood development, 
construction of housing, and health 
screenings.

Since its inception, Brandix has 
taken great measures to foster a 
culture of equal opportunities for 
all employees of the organization. 
As a result, every Brandix employee 
is given the platform to excel, 
further their careers, and pursue 
their aspirations reinforced by the 
support of the Management and 
peers, devoid of any discrimination. 
The company continues its journey 
to inspire its people, communities 
and partners, offering ‘Inspired 
Solutions’ to the world of Apparel 
as an inclusive and responsible 
organization. 

Brandix’s Female 
Mechanic 
Programme 
involves four 
months of 
intensive training 

The ‘Care 
for Our Own’ 
initiative works 
to alleviate 
water poverty 
across Sri Lanka 
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S H A P I N G  T H E 
M I N D S E T  O F 
T H E  N E X T 
G E N E R AT I O N
ANITRA PERERA IS 
CHALLENGING OUTDATED 
GENDER STEREOTYPES 
AND SHAPING THE NEXT 
GENERATION OF FEMALE AND 
MALE LEADERS

As a 4th generation educator, Anitra Perera 
has education in her blood. Following in her 
pioneering mother’s footsteps, she is the MD 
and Coordinating Principal at Alethea School  
& Alethea International School in Dehiwela. 
For over a decade, Anitra has been imple-
menting innovating approaches to learning; 
here she discusses some of the hurdles facing 
girls today and why tackling perceptions of 
gender ‘norms’ from a young age is crucial 
for the future Sri Lankan workforce.

There’s evidence that females do better in 
school than males, and female students 
outnumber males at Sri Lankan univer-
sities. Paradoxically, women’s participa-
tion in the labour force is low and the gap 
between female and male participation 
rates is one of the highest in the world. 
How do you explain what’s happening 
here?

Anitra: We see girls doing really well at 
school, gaining higher-level qualification but 
then, often, there is a pressure to get married 
and as a result they don’t come back to the 
workforce. The common Asia mindset is one 

which thinks, “The more qualified a girl is, the more chances she 
has in the marriage market.” Our patriarchal society cripples the 
girl with such notions and beliefs, so that many girls believe 
their place is in the home and not out in society. 

Women are being forced to choose between a family life and 
a career, there is no balance. This is a dangerous trend for the 
Sri Lankan workforce. Part of the pressure comes from society, 
but the system is also perpetuating it. Companies needs to be 
more flexible regarding working hours, childcare and maternity 
leave to support women returning to the workforce. 

Anitra Perera,
MD and Coordinating Principal

at Alethea School & Alethea International School
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Changing the mindset 
of people is perhaps 
the most diff icult task 
we face today

What innovations do you bring to the class-
room to help female students empower 
themselves and male students break away 
from a patriarchal mindset? 

It is very important to me that at Alethea 
School and Alethea International School we 
try to bridge the gap of patriarchal mind-
set-ruled decision making through gender 
balanced curriculum work and a gender bal-
ance of leadership positions. Equal opportu-
nities are created within the school system. 
Th is year it was the boys who coordinated 
the celebrations for Women’s Day, under the 
theme of Each for Equal. Leadership is given 
based on skills and capabilities, never based 
on gender. As a result, I’ve ensured that we’ve 
had female head prefects, games captains’ 
and presidents of clubs. Our girls have thrived 
in their respective roles as leaders and this has 
given them the moral boost needed to assert 
themselves in the larger community outside.

At Alethea, our curriculum enables stu-
dents to learn skills that have been tradition-
ally gender defi ned: girls learn how to change 
a tire, plumbing and self-defense alongside 
boys, while boys are taught how to cook, 
sew, and clean. Children need the skills to be 
independent when they go out into society. 
If boys become well-rounded independent 
adults, the expectation that housework is only 
a ‘women’s task’ will change. We launched 
this six years ago at junior level and have 
seen great results; the students’ relationship 
building skills have improved and they under-
stand they need to help each other.

Do you have suggestions for wider edu-
cational reforms that would give equal 
opportunities to everyone? 

Both genders should have equal opportunities 
and we need to remove any divisions during 
the school years that suggest otherwise. Th e 
segregation in schools is a big challenge. It 
is diffi  cult to teach ideas about equality in 
settings where it’s not there in a practical 
sense. Removing segregation is the number 
one change I’d like to see. 

As educators, we should support both 
girls and boys exploring all possible paths, 
whether it’s a vocation, a trade or a profes-
sion. Technology has already taken the oppor-
tunities available to the next level, but the 

view of society on which jobs are suitable for girls and boys, 
hasn’t altered much. Worst of all is the idea, still too common, 
that a girl’s education is a means to a better marriage. Th is 
outdated view needs to be suppressed by empowered critical 
thinking. Wider reforms should focus on building 21st century 
critical thinking skills into the curriculum for both boys and 
girls from a very young school age. 

One way to break gender disparity is to introduce and pro-
mote gender neutral subjects, cookery being the perfect example. 
Both boys and girls need to understand that being able to cook 
a healthy meal is an important life skill, not a ‘feminine’ role. 

Far too few women are appointed to senior positions in Sri 
Lanka, no matter how educated and capable they are. What’s 
preventing women taking up thought leadership roles and 
how can a mindset change be brought about? 

It’s not possible to change how current men think, but by start-
ing at school level we can change the mindsets of future men. 

Women are held back by a cultural mindset that defi nes our 
role as family based. We are taught not to question our broth-
ers and that the burden of the family rests upon the mother. 
Qualities like shyness and timidity are praised in girls leading 
to self-doubt and overshadowing. We need to teach our girls to 
shed this image and to forge ahead as vigorously as men do. If 
we can instil this level of confi dence, women will not need men 
to ‘give’ them opportunities, they will reach out and grab them. 

Society also needs to be open for women to take up lead-
ership roles. A perfect example is the military where there are 
very few to no women in the top ranks. I’m a member of the 
Women’s Chamber of Industry and Commerce and we are fi ght-
ing to get more women represented on boards and panels. If we 
can increase the number and visibility of women in leadership 
roles it will inspire the next generation of girls. 

Changing the mindset of people is perhaps the most diffi  cult 
task we face today. As much as men need to be “taught” to accept 
female leaders, women themselves need to learn to shed the 
guilt from beliefs telling them they can’t be leaders. Both men 
and women are equally guilty of believing it is the women’s 
primary role to raise children and look after the home, when 
really this is role for both as equal partners. As educators we can 
work on this, but society also needs to be enlightened. If we can 
change this way of thinking at its root, the next generation will 
grow up to live in a much more equal and prosperous society. 
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CELEBRATING THE CHAMPIONS 
OF GENDER PARITY

VOICES OF 
CHANGE

Sri Lanka’s gender equality has barely evolved from 
where it was three decades ago. This must change for 

Sri Lanka’s economy to realise its full potential and this 
entails maximising the potential of both women and 
men. Gender parity in Sri Lanka could raise the gross 

domestic product (GDP) by as much as 20%.

The International Finance Corporation’s SheWorks 
programme works with businesses to identify gender-

smart business solutions that generate opportunities for 
women and men. In the following pages, the SheWorks 

partnership celebrates 16 trailblazing ambassadors of the 
programme who discuss the benefi ts their organisations 

will enjoy by having an equal number of women 
and men, and what that means for the future of the 

workplace with women as leaders.

ECHELON BRANDED CONTENT
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Promoting gender equality is not only the 
right thing to do, it is also good for business 
and the economy. 16 of Sri Lanka’s leading 
companies are recognizing the value of this 
and making their workplaces better and equal 
for their more than 170,000 male and female 
employees through the SheWorks Sri Lanka 
partnership. Th ese companies are experienc-
ing the benefi ts that come from supporting a 
diverse workforce such as positive impacts 
on fi nancial performance, shareholder value, 
investor confi dence, and reputation. At gar-
ment manufacturer Brandix Lanka Ltd., imple-
menting childcare support has led to almost 
all women returning and staying at work after 
the end of their maternity leave. Th is helped 
strengthen relationships with high-value 
international buyers and improved market 
access and business growth opportunities.

According to estimates, gender parity 
in Sri Lanka could raise the gross domestic 
product (GDP) by as much as 20%. In order 
for Sri Lanka’s economy to grow and reach 
its ambitious targets, it needs to maximize 
the potential of all its workforce, women 
included. “I cannot overstate how having 
equal representation of women and men in 
the workplace makes business sense,” said 
Amena Arif, Country Manager for Sri Lanka 
and the Maldives, International Finance 

SRI LANKAN BUSINESSES   
ADVANCE GENDER EQUALITY 
AT THE WORKPLACE

Corporation (IFC). “Th at’s why our com-
mitment to advancing gender equality 
is anchored in the business case-which 
demands solutions from our clients to 
help maximize female participation in 
their workforce.”

OVERCOMING THE CHALLENGES
Th e challenge is how to overcome the 
main factors hindering women’s partici-
pation. Primary among these are respon-
sibilities associated with marriage, such 
as childcare and the disproportionate 
responsibility of household chores and 
management of the household, which 
generally falls to women. But it is also 
about making workplaces more support-
ive and respectful for women and men 
and putting in place supportive struc-
tures that help women and men grow 
and thrive in their work.

In response, the IFC’s Women in Work 
(WiW) Program, in partnership with the 
Australian Government (DFAT), is working 
with the private sector to close gender 
gaps while improving business perfor-
mance. SheWorks is one of the fl agship 
initiatives of the WiW program and is cen-
tered on increasing women’s employment, 
not just in quantity of jobs but quality as 
well. Th e two-year SheWorks program 
engages the private sector to identify solu-
tions to business challenges – like absen-
teeism and high turnover rates of women 
when they have children, or the challenge 
of getting more equal representation of 
women and men in leadership teams. 
Implementing these solutions generates 
opportunities for women and men to be 
hired, promoted and to stay in their jobs, 
while also contributing to companies’ 
bottom lines, productivity, and growth.

Th e program partnered with 16 com-
panies in Sri Lanka employing more 
than 170,000 people, out of which 60% 
are women. By bringing these companies 
under one roof to identify and implement 
solutions and to share experiences, the 

T O G E T H E R  W E  C A N ,  S H E W O R K S 
S R I  L A N K A  P A R T N E R S H I P 
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solutions through training, workshops, 
and peer learning opportunities through-
out the initiative.  

The SheWorks partnership is 
supported by the Australian High 
Commission and H.E David Holly, 
Australian High Commissioner to Sri 
Lanka and the Maldives congratulated 
the partnered companies. “I congratu-
late the SheWorks partners on their 
organisational commitments towards 
greater gender equality. We are proud 
to partner with the SheWorks compa-
nies given their vital importance to the 
economy and the infl uential role they 
play in the market in Sri Lanka. It is 
inspiring to see their shared interest 
towards advancing diversity within 
their organisations not only because 
it is the right thing to do, but because 
it is good for their businesses.” 

TOGETHER WE CAN
For Sri Lanka’s economy to continue to 
grow and to expand into new key sec-
tors, it needs to maximize the potential 
of its workforce and tap into all its poten-
tial employees. Th e intervention of the 
private sector is essential for meeting 
this pressing employment challenge. Th e 
#TogetherWeCan campaign amplifi es the 
business case for gender parity in the 
workplace, celebrating the SheWorks 
members who walk the talk in their 
respective industries. If your organi-
zation wants to boost productivity by 
advancing gender equality – get inspired 
by the 16 SheWorks company business 
case results and act now. 

In the following pages, the SheWorks 
partnership celebrates 16 trailblazing 
ambassadors of the program who are 
bridging the gap of gender equality in 
Sri Lanka. 

For more information on the SheWorks 
partnership, visit: 
www.ifc.org/sheworkssrilanka
 contact: womeninwork@ifc.org
#SheWorks #TogetherWeCan

program has helped companies address 
core business challenges, leading to 
impressive and tangible business results 
such as improved rates of women return-
ing and staying in work after maternity 
leave, creating workplaces free of bullying 
and harassment, and getting more women 
into middle and senior management. 

TURNING COMMITTMENTS INTO ACTION
Following a rigorous selection process 
involving extensive due diligence, 25 
companies were initially invited to take 
part and 16 companies ultimately demon-
strated the commitment and leadership 
needed to participate in SheWorks. Th e 
partner companies are spread across 
diverse sectors including Banking, Finance 
& Insurance, Garments and Apparel, 
Tourism, Information Technology and 
Automobile. Companies operating in 
growth sectors and those with male 
dominated workforces were intention-
ally chosen as areas where the greatest 
impact could be achieved. Th e program is 
now in its second year and the impressive 
results from the companies taking part 
will inspire the next wave of private-sec-
tor engagement. At John Keells Holdings, 
a diversifi ed business, the company has 

seen an increase in the share of women 
employees across the business as a result 
of introducing proactive policies and 
practices that support a fair workplace. 
DIMO, an automotive company, has 
invested in sourcing, training and retain-
ing women in non-traditional job roles 
such as Auto Technicians, Mechanics 
and Engineers shattering stereotypes 
and enabling women to join the industry. 

As a pre-requisite, each company 
was required to make a minimum of 
three gender-smart commitments from 
six potential areas. “Two years on, over 
100 commitments have been made by 
16 active companies, out of which 90% 
have been realized or are ongoing, with 
expected completion by mid-2020.” 
said Aarthy Arunasalam, Employment 
Lead, Women in Work, IFC. “By 
addressing workplace challenges such 
as tackling childcare, fl exible hours, and 
reducing bullying and harassment, the 
participating companies are also chal-
lenging stereotypes and experiencing 
behavioral change.” 

IFC supports participating com-
panies by undertaking business case 
research and providing tools and best 
practices for implementing business 

A recent SheWorks Sri Lanka Partnership private sector roundtable
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W H AT  E X P E N S I V E  G O L F  C L U B S
H AV E  T O  D O  W I T H
Y O U R  M O N E Y
BY BRIAN TYCANGCO

THE GROWING POPULARITY OF GOLF IS JUST ANOTHER SIGN OF ASIA’S 
INCREASING SHARE IN THE GLOBAL WEALTH PIE.

Th e closest I’ve ever got to setting 
foot on a golf course was 25 years ago.

I took a trip with a real estate agent 
to a brand-new development an hour’s 
drive south of Manila, the capital of the 
Philippines, where I live.
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I N V E S T

A S I A  H A D 
6 7  N E W
G O L F  C O U R S E S 
U N D E R 
C O N S T R U C T I O N 
A N D  1 0 9  I N  T H E 
P L A N N I N G  S TA G E S

G O L F  C O U R S E S  ( 1 8 - H O L E  E Q U I VA L E N T S)

Source: Golf Course Statistics

Region

North America 16,570 57 99

Europe 7,047 35 89

Asia 4,956 67 109

South America 515 11 9

Africa 885 28 23

Oceana 1,733 5 24

In Operation Under Constuction Planing StagesTh e Orchard Golf & Country Club was 
the country’s newest and biggest golf 
course project. It was a massive devel-
opment that featured two world-class 
18-hole courses designed by golf legends 
Arnold Palmer and Gary Player.

I had the opportunity to buy a piece 
of real estate right next to the golf 
course, or purchase a membership to 
the golf club, or both. Th e agent let me 
stand on the fi rst tee even though it was 
still unfi nished.

Th e only problem? I wasn’t into golf. 
And I had no intention of taking it up 
any time soon.

Th e Philippines wasn’t a huge mar-
ket for golf. A golf course was just a mar-
keting strategy for real estate developers 
to sell property.

Today, though, golf is a booming 
industry in the country. Th ere are 105 
golf courses in the Philippines, and the 
number of golf courses grew by 11% in 
2017.

The Orchard is one of the most 
popular golf courses in the country. A 
membership there today costs $12,000, 

making it the 14th most expensive 
golf course membership. Th e land 
that I was looking at has risen fi ve-
fold in value.

THE MILLIONAIRES’ SPORT
Golf started in Scotland in the 15th 
century. But it didn’t become pop-
ular in Europe until the late 19th 
century. Today, it’s big business. 
Globally, it’s a $70 billion industry. 
Th e top prize money for the U.S. 
Open – the biggest golf tourna-
ment in the world – is $3.8 million.

Renting a golf club and access-
ing a public course isn’t expensive. 
But getting good at golf requires a 
lot of time – and money.

Learning the proper swing, 
stance and follow-through, for 
instance, takes hundreds of hours 

of training, even with the assis-
tance of a high-priced coach.

A set of golf clubs will set you 
back $2,000. Depending on the 
brand, some golf clubs can cost 
that much individually.

A 2013 National Golf 
Foundation Survey in the U.S. 
found that Baby Boomers (those 
born between 1946 and 1964) 
spend an average of $1,908 on 
golf equipment, while members 

of Generations X and Y (born 
between the mid-1960s to mid-
1990s) combined have an average 
equipment spend of $1,262.

Playing a game of golf costs 
around $40 per game. But private 
golf courses can charge $100 or 
more.

ASIA IS GOLF’S NEWEST 
HOTSPOT
Golf became wildly-popular in the 
U.S. in the 1980s. New golf courses 
were being constructed at a rate 
of one every two days.

As of 2017, North America had 
16,570 18-hole golf courses, accord-
ing to R&A, a governing body for 
golf worldwide. Th at’s more than 
any other region.

It’s more than double the 

number of golf courses in all of 
Europe (7,047). But Asia is catching 
up fast.

As of 2017, Asia had 4,956 golf 
courses, which is less than both 
Europe and North America.

But Asia had 67 new golf 
courses under construction and 
109 in the planning stages. Th at’s 
more than anywhere else.

The golf industry is more 
exclusive than it is in other parts 
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T H E  A S I A N  R E G I O N 
I S  A L R E A D Y 
H O M E  T O  T H E 
W O R L D ’ S  L A R G E S T 
M A R K E T  F O R  J U S T 
A B O U T  A N Y T H I N G 
U N D E R  T H E  S U N

of the world. 44%of the golf facilities in 
the region are private (like the Orchard), 
compared with just 20% in Europe and 
23% in North America.

Th is means that playing golf in Asia 
is typically more expensive than in the 
U.S. or Europe.

Th e most expensive golf course I 
know of isn’t in the U.S.

It’s in the heart of Manila’s fi nan-
cial district, and it’s called Manila Golf. 
A membership there today costs the 
equivalent of $1.1 million. Membership 
is limited to 1,000 members – and there 
are no sellers.

Th at’s more than double the approxi-
mate price of U.S. golf club memberships 
at Liberty National in New Jersey and 
Mar-a-Lago in Florida.

ANOTHER SIGN OF THE SHIFT 
FROM WEST TO EAST
A few decades ago, global wealth was 
concentrated in the west – and in the 
U.S. in particular, which in 1987 was 
home to 44 of the world’s 140 bil-

lionaires. Japan, West Germany 
(before the fall of the Berlin Wall) 
and the United Kingdom had the 
next most billionaires. Hong Kong 
rounded out the top fi ve, though 
with just six billionaires.

But according to the 
Billionaires Report 2017, issued 
by investment bank UBS and 
professional services firm 
PriceWaterhouseCoopers, Asia 
today is home to 637 billionaires 
– more than any other part of the 
world.

Asia now also has the biggest 
population of high net worth indi-
viduals (HNWIs), at 5.1 million as 
of last year, compared with 4.8 
million in the U.S., Asia is add-
ing 1,200 new HNWIs every sin-
gle day.(HNWIs are people with 
more than $1 million in investable 
assets, excluding their primary 
residence, collectables, consum-
ables and consumer durables.)

Last year, total HNWI wealth 
in Asia hit $18.8 trillion, growing 
nearly 9% per year since 2015. 
Th at’s nearly twice as fast as the 
rate of growth in HNWI wealth 

in the U.S.
HNWIs are also the big-

gest market for Asia’s golf club 
memberships. According to a 
2017 Julius Baer Wealth Report 
on Asia’s HNWI market, prices 
for golf club memberships in 
Singapore jumped 22% in 2016. 
Prices climbed 31% in Taiwan and 
up 28% in Seoul, South Korea.

Th ere are no offi  cial statis-
tics for aggregate golf member-
ship prices in the Philippines. 
But based on data from G&W 
Clubshares, Inc., a trader of golf 
membership shares, prices for 
many memberships have risen 
50% in the last two years alone.

Th e Asian region is already 
home to the world’s largest mar-
ket for just about anything under 
the sun – including automobiles, 
smartphones and computers.

So the growing popularity 
of golf is just another sign of 
Asia’s increasing share in the 
global wealth pie. It’s another 
sign of Asia’s coming of age. And 
it refl ects the shift from west to 
east.

I N V E S T
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ARTICLES IN THE FOLLOWING FEATURES 
SECTION THAT PROFILE SUCCESSFUL 
BUSINESSES AND INTERVIEW THE PEOPLE 
BEHIND THEIR SUCCESS STORIES CONSIST OF 
PAID-FOR CONTENT. THE SECTION ENABLES 
COMPANIES TO GIVE READERS A MORE DETAILED 
LOOK AT THE WAY THEY DO BUSINESS AND 
HIGHLIGHT KEY POINTS OF DIFFERENTIATION 
AND COMPETITIVE ADVANTAGE. 
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Sweeping tax cuts and a moratorium on 
small business loans capital repayments 
will potentially drag Sri Lanka's 
economy out of the doldrums. Apart 
from the government's fiscal stimulus, 
the economy will potentially transform 
with the Central Bank reducing monetary 
policy rates; lower lending rates will lift 
credit growth and consumption. General 
elections slated for April 2020 will likely 
enhance political stability which is also 
growth positive.

“The heavy tax cuts and the lower 
interest rate regime are expected to boost 
consumption and investments, improving 
GDP growth. However, the acceleration is 
likely to take place towards the second 
half of 2020. Thereby, we expect growth to 
reach 4.1% during the year,” First Capital 
Research said in its flagship ‘Strategy 
Report 2020: Fiscal loosening weakens 
2H2020 outlook’ released in February at a 
well-attended business forum in Colombo. 
First Capital is a listed investment bank 
in Sri Lanka.

The economy will continue to pick 
up steam heading into 2021 but will 
slow down during the second half. 
However, economic growth for 2021 will 
be an improved 4.3%, a five-year high, the 

investment house said. What does all this 
mean for an investment strategy?

With the economy improving and 
interest rates trending downwards, 
equities are looking more attractive than 
in recent years. The heavy tax cuts and the 
policy rate cut are likely to be an added 
boost for company earnings. 

With attractive multiples, First Capital 
has upgraded its equities outlook and is 
bullish that the Colombo stock exchange's 
All Share Index will reach 6,500 points by 
June 2020 and increase to 7,500 points by 
end December 2020, significantly higher 
than its earlier forecast of 7,000 points. 

Equities, however, are risky and 
cannot match the security offered by 
government treasury bills and bonds. 
First Capital recommends an investment 
strategy of holding government securities 
with shorter tenures because yields will 

likely pick up towards the second half of 
2020. 

Pressure on bond yields to rise will 
mainly come from the government’s 
increased domestic  borrowing 
requirement, pushing the yield curve 
higher by 50-100 basis points. Market 
borrowing rates will also trend slightly 
upward. 

Bank prime lending rates usually lag 
the five-year bond yields by six months. 
The Central Bank recently imposed 
lending caps on banks to force interest 
rates down. The average weighted prime 
lending rate (AWPR) for the banking 
sector has bottomed out at around 9.5% 
and will slightly increase in the second 
half of the year. 

The fiscal stimulus will make it difficult 
for the government to manage the budget 
deficit as tax revenues decline. “Although 

Low borrowing rates and tax cuts have 
potentially transformed the economy. What 
does it mean for the government securities 
market and for investment strategy?

ECHELON BRANDED CONTENT
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reserve and the rupee,” First Capital says. 
There are higher external debt 

repayments due including a $1 billion 
sovereign bond maturing in September 
2020. First Capital expects the rupee to 
depreciate by 4.6% against the US dollar 
in 2020 despite a stable run in the first 
half of the year. 

Sri Lanka’s total debt repayment 
for 2020 is Rs2.4 trillion. Debt to GDP is 
expected to increase to 85% in 2019 but dip 
marginally to 84% in 2020 due to higher 
GDP growth, lower debt repayments and 
foreign direct investments mainly into the 
Colombo Port City. While overall bond 
repayments will dip in 2020, foreign debt 
repayments remain high in the second 
and third quarters. 

“The Year 2020 illustrates a notable 
reduction in repayments especially in 
the first and fourth quarters, however, 
we expect foreign payments in the range 
of $300-350 million to exist monthly in 
the form of project loan repayments with 
relatively high repayments in the second 
and third quarters,” First Capital notes. 

The policy rate cut on top of the fiscal 
stimulus prompted foreign selling of 
government securities which impacted 
market liquidity. However, due to 
restrictive foreign holdings, the market 
impact was low. Private sector credit 
improving to 14% in 2020 will further 
tighten liquidity. 

Sovereign rating risk is another 
concern. The government’s fiscal stimulus 
has been criticized by sovereign rating 
agencies. Fitch downgraded the outlook 
on Sri Lanka to ‘Negative’ indicating a 
possible rating downgrade in the future. 
This will likely make capital raising in 
international markets more expensive. 

The rating downgrade risk is offset by 
the South Asian region’s economic growth 
prospects. With the US Fed expected to 
hold rates, foreign investors could find 
the region’s bond markets attractive, 
particularly in Sri Lanka with improved 
political stability and growth. However, 
ensuring fiscal discipline will be critical to 
ensure the tax cuts and monetary easing 
have their desired effect on the economy. 

rupee debt repayments remain low in 
2020, a potentially high budget deficit is 
likely to be created with the hefty tax cuts. 
The high budget deficit is likely to push 
the rupee debt borrowing requirement 

Before After Before After Before After

10.0%

9.5%

9.0%

8.5%

10.5%

10.0%

10.5%

9.5%

11.0%

11.5%

11.0%

10.0%

also higher. The trade deficit may also 
grow wider towards the second half of 
2020 amidst the possible rise in consumer 
demand possibly leading to a high level of 
consumer imports, pressuring the foreign 

Y I E L D  C U RV E  TO  M OV E  U P WA R D S  BY  5 0 -1 0 0 B P S

The First Capital 
Research Team, 
from left: Hiruni 
Perera, Senior 
Research 
Analyst, 
Nisansala 
Kuruppumudali, 
Research 
Analyst, 
Atchuthan 
Srirangan, 
Assistant 
Manager 
Research, 
and Dimantha 
Mathew, Head of 
Research
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take is to get a feasibility report or business 
plan developed. But here, there wasn’t any 
kind of advisory company who could sup-
port these kinds of SME entrepreneurs in an 
aff ordable manner. Th e founders may have the 
funds and the experience, but a lack of proper 
planning and management led to many small 
businesses getting into fi nancial diffi  culty 
within one to two years. I set up this Sentro 
Consulting to bridge that gap – to provide 
guidance on the numbers and the business 
plan. Subsequently we’ve extended into the 
operational side as well. 

What makes Sentro Consulting unique 
compared to other consulting businesses 
in Sri Lanka?
We are unique in our focus on the feasibility 
side, particularly in the area of agricultural 
investment and international trade. Other 
consultancies may work on the operational 
side but we are involved early in projects and 
look at the initial feasibility, rather than the 
cultivation side. 

We focus on small and medium enter-
prises and provide aff ordable business and 
fi nancial consulting. Th e majority of our cli-
ents are individual entrepreneurs but we also 
work with large corporations and interna-
tional brands on feasibility projects and con-
fi dential evaluations. We’ve completed many 
project feasibility study reports on the likes of 
hotels, pharmaceutical manufacturing, value 
added rubber & agri products and green house 
farming. We provide virtual CFO services, 
publish industry & market reports, prepare 
project loan reports, provide international 
trade consulting services and international 
trade training programmes on agricultural 
exports. Sentro is also a licensed company 
secretary for the incorporation of limited 
liability companies and secretarial services.

What’s your view on the outlook for entre-
preneurs in Sri Lanka?
Th e outlook is good. I’ve seen a mindset 
change where entrepreneurs, the younger 
generation in particular, are increasingly 
interested in business plans and project 
reports. Th ey want to know something is 

EXPERT 
KNOWLEDGE
IS NO LONGER 
OUT OF REACH

Setting up a business is an exhil-
arating, exciting, exhausting pros-
pect. Without the right advice and 
support it can also be a daunting 
one. Samantha Weerasinghe, agri-
culture entrepreneur and Founder 
and Managing Director of Sentro 
Consulting, specialises in advising 
SMEs on the way forward with their 
businesses, from feasibility to oper-
ations. Here, he shares his views on 
the evolution of Sri Lankan entrepre-
neurs and Sri Lanka’s potential as a 
hub for value added exports. 

You founded Sentro Consulting 
in 2012. How did you start on this 
journey and what inspired you to 
start the company? 
Samantha: It was while I was 
working in investment consulting 
that I noticed a gap in the market 
in Sri Lanka to provide services to 
small and medium sized enterprises 
(SMEs). My initial training was in 

S E N T R O  C O N S U LT I N G  P R O V I D E S  S P E C I A L I S E D 
I N V E S T M E N T  C O N S U LT I N G  F O R  S M E S

auditing and after completing my 
accountancy qualifi cations I worked 
at the likes of Amber Research and 
Richard Pieris Group, gaining expe-
rience on both research and oper-
ations sides of the businesses. In 
other countries around the world 
there was so much information 
available to businesses through 
consultancy reports, but in Sri 
Lanka that level of detail was only 
accessible by a few of the blue-chip 
companies. It was cost prohibitive 
for SMEs to hire highly qualifi ed 
accountants and it didn’t seem 
right that they were excluded from 
accessing this knowledge. I founded 
Sentro Consulting to provide that 
service. 

How did that lack of access disad-
vantage SMEs in Sri Lanka?  
In other locations internationally, 
when someone wants to start a 
business one of the fi rst steps they 

ECHELON BRANDED CONTENT
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Th e new technologies and consumer 
demands come from Europe, to the 
Middle East and then to South Asia. 
It happens time and again, in the 
past with packaged juices and fruit 
snacks, now with organics. If Sri 
Lanka can step ahead and become 
a pioneer for what the world has 
found - but with cheaper costs of 
operation - the potential upsides 
are immense.  

government support in the form 
of tax benefi ts and land access, 
and large corporations pioneering 
cultivation projects, this could be 
transformed. 

Recently a lot of people have 
been talking about the vegetable 
prices. If there was more intelligence 
and strategy planning for farmers, 
we could educate the farming com-
munity on forecasting crop fi gures 
and pricing which would reduce vol-
atility. It’s time this kind of modern 
thinking and practices were imple-
mented in agriculture here. 

What goals have you set for Sentro 
Consulting over the next fi ve years? 
While continuing the consulting 
business for the new entrepreneurs 
and existing SMEs, we want to move 
into the role of project consultants 
on a permanent basis for select 
clients in the agri export business. 
We’ve already started this on a small 
scale by helping clients connect with 
importers in the Middle East and see 
huge potential. We can advise com-
panies from feasibility, to company 
registration, operations, marketing 
and export. 

How do you think the consulting 
industry will change in 10 years’ 
time?
I see a lot of growth potential in con-
sulting. At the moment the number 
of entrepreneurs in Sri Lanka is very 
low compared to other companies, 
now the younger generation are 
more willing to do something on 
their own and that will change the 
culture. Perhaps they will work in a 
corporate role for just 5 years before 
branching out on their own so when 
they do, they will be looking for a 
lot of support and expertise. Th at’s 
a role consulting is expertly placed 
to fi ll.

IT’S TIME THIS KIND OF MODERN 
THINKING AND PRACTICES 
WERE IMPLEMENTED IN 
AGRICULTURE HERE

feasible before they invest their money in it 
and that will stand these new businesses in 
good stead for a successful future. 

Where do you see the big opportunities?
On the agricultural investment side there is a 
lot of opportunities for new investors and for 
existing corporates who can diversify. With 
support from the blue-chip companies, the 
government, SMEs and the farming commu-
nity, Sri Lanka can build up a strong agricul-
tural export industry similar to other Asian 
countries like India and China. 

Within agri, the opportunities are in 
non-traditional exports such as a fruits and 
vegetables that can undergo value added 
processes like chopping, canning and drying. 
Th ere is increasing demand for these products 
and high margins. Markets like the Middle 
East, where the cost of processing is high, 
and the Maldives, with large hotel chains, 
are prime targets for these types of goods. 

On the fl ip side, what are the main 
challenges facing the agri industry 
in Sri Lanka?
Access to land and access to funds. It 
is not easy for a small scale farmer: 
even if they have the experience and 
the ability they don’t have the land. 
I suggest the government could allo-
cate or lease more land and fi nan-
cial institutions should have a more 
fl exible approach to capital. 

Th at’s where Sentro Consulting 
can help bridge the gap. We can edu-
cate the farmers on the investment 
plan and the prices they can get for 
their goods and with the support of 
an entrepreneurial investor behind 
them a bank is more likely to grant 
the loan. 

At present, Sri Lanka has not 
entered commercial farming in the 
way countries like India and China 
have achieved. Th e quality and quan-
tity of products are challenges for 
exporters as it’s very small scale. 
With a medium scale investment, 
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(L-R) Dhanushka Fernando, 
Director Sales and Marketing, 
Naomal Abeyesekere, Director 
Operations, Malik Fernando, 
Director Finance, and Mohan 
Abeyasinghe, Managing Director, 
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Dynamic AV was founded in 2008. What 
unique experiences and expertise did 
the founding team bring to the com-
pany?
Mohan: Dhanushka, Naomal and I were 
working together in the same field for 
over ten years before we decided to set 
up a company of our own. We had a lot 
of experience and we saw potential in the 
market; at that time, companies were sell-
ing products but we wanted to create a 
business that marketed solutions, that was 
the key diff erentiator. We teamed up with 
Mr Manilal Fernando (our Chairman) and 
started this entity.

We had the knowledge of the indus-
try and business… but the challenge was 
that as a new company we didn’t have 
manufacturers to represent. We used this 
knowledge of the industry and business 
as a means of leverage and over time built 
strong relationships with international 
manufacturers. Consistent business growth 
enabled us to gain total confi dence with 
them which led to Dynamic AV gaining 
exclusivity or preference status with most 
of the manufacturers we represent. Our 
expertise meant the business developed 
quickly - within the fi rst year we tripled 
our growth projections. 

Our rapport with our customers, 
together with a “solutions” based approach 
enabled us to achieve exceptional growth 
during the fi rst 5 years of business. Our 
portfolio of products still evolves today 

as we continue to bring state-of-the-art 
equipment into Sri Lanka. Th e diversity of 
products is one of our key strengths; we 
are able to off er customers solutions, from 
something aff ordable to high end. 

The company focussed on providing 
Audio Visual Solutions, how was your 
approach to the market as a new entity 
in this business?
Malik: In 2008 when the company started 
it was the last stages of the war and the 
entertainment and projects business 
opportunities in the country were limited. 
We believed that whilst it was dormant 
then, it would grow again, and we simply 
positioned ourselves for this growth. At 
that time the business was focussed on just 
selling products. We felt that we should 
adopt the total solutions approach and 
this should be how we can diff erentiate 
ourselves from our competitors.

Dhanushka: When we started, people 
viewed all speakers as the same and 
thought loudness equalled quality. 
Changing this mind-set was quite a diffi  -
cult task but through workshops, product 
launches, training and one to one customer 
visits we’ve been able to establish diff er-
entiation between quality vs price as well 
as clarity vs loudness. We also adopted a 
consultative approach in our marketing 
eff orts, advising on projects, sharing our 
knowledge and educating people. It used 

DYNAMIC AV :THE SOUND 
OF SRI LANKA’S FUTURE

THE AUDIO VISUAL 
SOLUTIONS 
BUSINESS IN SRI 
LANKA HAS HUGE 
POTENTIAL, BUT 
GETTING IT RIGHT 
IS THE CHALLENGE

For over a decade, 
Dynamic AV has been pro-
viding Professional audio-
visual (AV) solutions to all 
segments of the Sri Lankan 
market. Here, the compa-
ny’s four founders, Mohan 
Abeyasinghe, Managing 
Director, Naomal 
Abeyesekere, Director 
Operations, Dhanushka 
Fernando, Director Sales 
and Marketing and Malik 
Fernando, Director Finance 
share Dynamic AV’s 
journey to innovation and 
market leadership.
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year-out growth has made Sri Lanka a 
case study for this manufacturer.

Th e partnerships with manufacturers 
has allowed us to expand into diff erent 
sectors such as broadcasting. Our sister 
company Soheto Colombo has the fran-
chise for Sony professional cameras. Th is 
is a joint venture with Soheto Singapore. 
Th e partnership began two years ago and 
now these products are used by over 90% 
of local broadcasters. Sennheiser too is a 
preferred product in the broadcast indus-
try. At Dynamic AV we put the same level 
of eff ort and service into a Rs100,000 
project as we do for a 100 million rupee 
project. Th ere are no armchair generals 
amongst our directors, we all are very 
hands on with our clients and we take 
time to understand exactly what they 
want and often play a consultative role 
and off er them what they actually need. 
Th e solutions we plan for them are very 
detailed and consist of technical and 
other information so that a non-techni-
cal person can understand our solution. 

Today there are very few competitors 
who can off er a total solution from high 
end to aff ordable. Th e competition we 
face most often is from those in the Audio 
or Video part of the business, and rarely 
in totality. We carry a large inventory of 
products, which is costly to the company 
but this enables us to demonstrate our 
off erings more often and has proved to 
be an extremely eff ective strategy. One 
can sell sound equipment only through 
a customer experience. Th is has been our 
key success factor in auditoriums and 
houses of worship. 

As a professional Audio Visual com-
pany in Sri Lanka, what are the threats 
that you face? 
Naomal: Th e real threats we face today are 
from those importing duplicate products 
and from those who do not pay the full 
customs duty. To tackle both of these 
issues would be time consuming and 
costly.  We accept the fact this is part of 
the competitive environment and deal 
with each issue on a case by case basis 
or most often let it go.

The diversity 
of products is 
one of our key 
strengths

to be that engineers from manufacturers 
and foreign consultants were called in 
for major projects, but Dynamic AV has 
been able to provide that international 
level of service and solutions in-country. 

Through our education process 
customers understood the difference 
between a normal speaker system and 
a line-array speaker system. In 2010 we 
launched open air the fi rst line array 
system in the country off ering them an 
opportunity to experience the system. 
Line-arrays systems today is a standard 
in projects such as auditoriums, houses 
of worship and the music industry. 

Our line array installations are now in 
almost 50 sites such as Th e University of 
Colombo, Ave Maria Convent, Mercedes 
Benz Centre, District Secretariat-
Anuradhapura, NSBM, Ministry of 
Megapolis & Western Development, 
Elphinstone Th eatre to mention a few. 

How have the types of projects that 
Dynamic AV has worked on evolved?
Naomal: Our projects are very diverse; 
from the tallest building in Sri Lanka 
(the Lotus Tower) to the largest project 
(with the Ministry of Defence). We have 
provided solutions to airports, houses 
of worship, the education sector and of 
course entertainment venues such as 
hotels and cinemas. Rental companies 
in Sri Lanka are also our clients, while 
that may seem counterintuitive, it gives 
audience visibility to our brands and 
increases the exposure to high quality 
systems, which benefi ts everyone. 

We are proud of our total dominance 
in the conferencing and interpretation 
market segment. Our installation of 
such systems are in the Presidential 
Secretariat, Western Provincial Council, 
Temple Trees, Universities, and the 
Ministry of Finance   

Another area of dominance is the 
Public Address System market segment 
where, in the hospitality industry, our 
customers include: Th e Colombo Hilton, 
Shangri La Hambantota, Cinnamon 
Grand, Cinnamon Lakeside, Cinnamon 
Red, OZO Colombo & Kandy, Heritance 

Negombo, Heritance Ahungalla, 
Heritance Kandalama, Hilton Weerawila, 
Heritance Aarah-Maldives.

We are also proud of our association 
with the largest AV project in the country 
– Th e Cinnamon Life Project, where we 
have partnered with Spectrum Singapore.  

You partner with some of the larg-
est international brands like TOA, 
Harman, JBL, Sennheiser and Epson. 
What was your strategic thinking 
behind entering into these partner-
ships? 
Mohan: During the early years, particu-
larly on the audio side we represented 
many international brands of repute. Th e 
limitations with these brands were the 
range of products available, so we set our 
sights on the Harman Group who have 
an extremely wide range of products and 
brands such as JBL, Soundcraft, Crown, 
Amx. Th is enabled us to expand our solu-
tions off ered to various segments of the 
market all from one single manufacturer. 
One could say we went up the food chain 
in this respect. Today in our product arse-
nal we have Sennheiser, Behringer and 
TOA. Th e latter is a brand that had a very 
low presence in Sri Lanka, and today it 
is the clear leader in public address mar-
ket segment. While Sri Lanka is a small 
market for TOA, our consistent year-in 
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all the 90 buildings, studied the prob-
lem and came up with a solution; now 
everything is working fi ne. Our supplier 
was so impressed they shared the learn-
ings with their other partners.

How is technology changing what you 
do, and what areas of innovation are 
you most excited about?
Naomal: Th ere are so many developments 
and they’re so diverse. As an example, for 
libraries we can install a small magnetic 
strip in the spine of the books that auto-
matically monitors when they are taken 
out, replacing the barcode system. We’ve 
installed this in about 10 libraries so far, 
it makes security and inventory check-
ing so much easier. Th e same supplier is 
developing ways of digitizing libraries to 
increase accessibility for readers. 

Another example is Building 
Management Systems (BMS) that connect 
together all the elements in a building, 
such as the PA system, the projectors, 
the AC systems, the doors, the screens, 
and controls all the elements together. 

E-learning and smart classrooms are 
another area of innovation. Now lec-
tures can be transmitted from another 
location, even in a diff erent country, to 
students through a TV or screen. Th ere’s 
vast potential for this type of technology, 
it can also be used for military commu-
nications and so many things. 

Where does your Rental and Events 
business add value to Dynamic AV?    
Our Rentals and Event Management com-
pany uses only brands that we market. 
Apart being a good revenue earner this 
gives a great deal of brand exposure to 
our products. Th is value addition is sig-
nifi cant.

We have done a great deal of work 
in this area of business and in particu-
lar are proud of being the offi  cial sound 
supplier to 2011 ICC World Cup Cricket 
Tournament, and in 2012, to be offi  cial 
sound supplier to the T20 ICC tourna-
ment as well. In 2013, we supplied the 
conference systems to the CHOGM com-
monwealth heads forum and in 2014 we 
event managed the Lionel Richie show. 

The event business now is very 
competitive with numerous players 
mushrooming on a monthly basis and 
price is the key factor. Th e only way we 
combat this is by the quality of the  ser-
vice and products we use for our events 
and rentals.

What plans does Dynamic AV have for 
future diversifi cation or expansion? 
Mohan: As a company, there are lots of 
areas that we could be looking at, but for 
now we are consolidating our existing 
avenues of business. We have some big 
projects coming up and are training our 
staff  for such projects. I think our journey 
has come to a stage where we are have a 
bigger role to play in the development of 
Sri Lanka. Dynamic AV wants to main-
tain our leadership in this industry and 
are positioning ourselves to be ready for 
the opportunities, and the challenges that 
such opportunities will throw at us. Th e 
next fi ve years will be very interesting 
for sure.

In the recent past, what new areas 
has the company ventured into? 
Naomal: A key new product is the paper-
less conference system. Everybody is 
familiar with the traditional confer-
ence and interpretation systems, but 
in paperless system everything is done 
via the cloud, with individual conferenc-
ing equipment including a touchscreen 
to read, write and email. We’ve done 
several installations and it’s been well 
received. Th e biggest installation so far 
is the Western Provincial Council. 

Digitalisation is the future and the 
technology to do it is getting more 
aff ordable. Every customer wants the 
latest equipment, the best auditorium 
and conferencing system. We’re excited 
about collective paperless solutions and 
all sorts of new IP based solutions that 
provide services on demand. We take 
time to understand our clients and advise 
on the best solutions for them. 

Dhanushka: We also aim to off er some-
thing diff erent to the customer. Brandix, 
one of our clients, is going for a total 
green concept. Th ey’ve upgraded several 
of their factories to using sound as a way 
to entertain and motivate their employ-
ees. We’ve installed a speaker system, 
they have musicians coming to perform 
and the sound is amazing. It really helps 
motivate the staff  and boost morale in 
the workplace. 

How have you created a culture of 
innovation within the company?
Dhanushka: We have 140 employees and 
50% of them are on the technical side. We 
have given our technical staff  the free-
dom to come up with their own ideas, 
to interact with our suppliers and to fi nd 
solutions by themselves. 

I’ll give you an example: we had a 
project from the General Hospital, they 
wanted to interconnect all their PA sys-
tem in such a way that they could select 
a particular building and give a message. 
Our manufacturer said there would be 
limitations with this, but our technical 
team went to the site, drew up a plan for 

We are proud 
of our total 
dominance in 
the conferencing 
and 
interpretation 
market segment
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tuart Dunlop overlooks a tough region for 
ACCA, the UK-based accounting body. He is 
the ACCA Regional Director for the Middle 
East, North Africa and South Asia: there’s 

nowhere else on earth more hostile and volatile than 
these. Based in the Emirates for a decade and trav-
elling extensively across these two regions, he has 
experienced the region’s transformation fi rst hand 
and understands its challenges only too well. 

Prior to launching his career in fi nance, Dunlop 
was a journalist at Th omson Reuters, which perhaps 
explains why he tends to see through the smoke. For 
instance, while many debate China’s belt and road 
initiative and impact on countries like Sri Lanka; or 
ponder South Asia’s lack of progress in terms of inclu-
sive development; Dunlop sees things very diff erently. 

Excerpts of the interview are as follows:

What trends in South Asia do you see in terms of          
unlocking potential?
Dunlop: Th e things that excite me are also the things 
that worry me. Th ere are many reforms and initiatives 
countries in the region are trying to do. If delivered, 
the results will be transformational. If not, it will hold 
back the region.

I’ve worked in the region for nine years. A strik-
ing challenge is the almost natural inclination to be 
protectionist. I’m encouraged to see that in recent 
years there is a willingness to open up to the rest 
of the world. One hopes the leaders shaping these 
inclusionist agendas will continue to have infl uence. 

A signifi cant advantage the region enjoys is the 
availability of talent. South Asia has an uncanny ability 
to produce sound professionals. Th ey have a gift for 
numbers and their conceptual thinking is phenomenal. 

B R E A K I N G
B A D  H A B I T S
SOUTH ASIA IS INCLINED TO BE PROTECTIONIST, ITS LEADERS PRONE TO 
MISSION CREEP; BUT ACCA’S STUART DUNLOP SEES THAT CHANGING

S

I N V E S T
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A consistent 
policy is not 
good enough, 
you need 
to be clear
about your
long term
strategic
outcomes

Th ere was a time when global fi rms came to this part of 
the world because hiring costs were cheaper. Th ey are now 
going beyond shared service centres. Over the years I’ve 
seen more international companies set up full operations 
in Sri Lanka. Some have taken equity stakes in local com-
panies. Th is means that the talent pool is scaling up skills.

Another great opportunity I see for the region is the 
role of India and China. Geopolitical relationships are often 
portrayed as complex and sensitive. But I have a more 
encouraging perspective. ACCA is very successful in China, 
as we are in South Asia and the Middle East. Th is means 
that there is a pool of people who share a professional ethos 
spread across the Belt and Road. Th ey have strong technical 
groundings. Governance and ethics are critical components 
of their professional accreditations. Th is can lead to deeper 
collaboration between countries and businesses across 
borders. Th e potential for collaboration in trade, fi nance, 
sustainability and governance is tremendous. 

Right now, the China-Sri Lanka relationship is gov-
ernment-to-government centred. Th e focus is around two 
major projects, the Colombo Port City and Hambantota 
Port and its free trade zone. No doubt the relationship can 
be controversial and complex, but there’s an opportunity 
to build something sustainable. Soon these will open up 
business-to-business opportunities, for companies in both 
countries, and the rest of the world as well. For professionals 
like ACCA accredited accountants, there’s an opportunity 
to contribute meaningfully towards governance and sus-
tainability, and make a real impact.

Colombo is aspiring to become an international financial 
centre, to be what Dubai is for the Middle East, Singapore 
and Hong Kong for the Far East. What lessons can we learn 
from them?
It needs very strong leadership. If I look at Dubai or Abu 
Dhabi and their free trade zones and fi nancial centres, they 
are not unqualifi ed successes. Th e important thing is that 
they persisted. Establishing a fi nancial or trading hub is 
a long-term view, you cannot think short term. One thing 
Dubai did was to establish a robust regulatory authority and 
legal framework within its fi nancial centre. Th is sits over 
and above its national laws and domestic regulations. Th is 
gave international investors confi dence to put their money 
there. Dubai protected and managed these investments the 
same way London, New York or Hong Kong would have. 
Th is is something Dubai did well and Sri Lanka can draw 
lessons from that. Building investor confi dence is crucial. 

A consistent policy is not good enough, you need to be 
clear about your long term strategic outcomes. You need a 
plan and strong leadership to get you there. Too often in this 
part of the region leaders go mission creep. Governments 
and businesses invest in grand projects without considering 

their long term objectives. Th is is not sustainable. 

Where is South Asia in terms of adopting sustainable 
business practices?
Businesses are increasingly adopting sustainability 
into their core functions. And countries too. For 
instance, Pakistan is making an enormous eff ort 
on tax reforms. It’s embarked on this challenging 
odyssey with a clear vision to improve economic 
stability. It wants to reduce dependence on multilat-
eral donors and lenders. Pakistan is taking control of 
its economic destiny. Th is too is sustainability. I see 
a growing focus in South Asia and the Middle-East 
on building sustainable economies. Th e Emirates, 
for instance, has been trying for many years now 
to diversify its economy away from petroleum. Th is 
is a paradox because they still have vast petroleum 
resources. Clear intent and strong leadership have 
put Emirates at the forefront of renewable energy in 
the region. Worldwide, businesses too are embrac-
ing sustainability; and increasingly so in this part 
of the world.

For ACCA, sustainability is a broad concept. It 

A consistent 
policy is not 
good enough, 
you need 
to be clear
about your
long term
strategic
outcomes
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Business leaders 
can no longer 
sleep well 
even if they 
deliver 
satisfactory 
shareholder 
returns

can apply to strategy, governance and capabilities within 
an organisation. It’s not limited to sustainability report-
ing. It’s more of an ethos that you’re trying to follow in 
everything you do.

Th e environment is the fi rst thing that comes to mind 
when you think of sustainability. Th is is without a doubt 
a critical consideration for business leaders. I do think 
it’s very interesting how aspirations and motivations dif-
fer across generations. Th ere’s overwhelming evidence 
world-over that young people entering the workforce look 
for purpose. Th ey want to make an impact on the world 
around them. If organisations want to attract and keep 
good talent, they must create opportunities for people to 
make an impact. Modern consumers are purpose-driven 
too. A return on investment or annual profi t is no longer 
enough. Business leaders can no longer sleep well at night 
even if they deliver satisfactory shareholder returns. Th ey 
need to win a demanding market. Businesses must appeal 
to new-age consumers. Young consumers demand account-
ability around climate issues, human rights and ethics. 
To do this, business leaders need to be restless about the 
entire corporate agenda. Sustainability has to be the at the 
heart and this is where accountants come in. You also have 

impact-investors who are shaping how businesses 
approach sustainability. 

Is accountancy a profession that can attract young 
people who care deeply about the environment and 
social issues? 
Th e profession is at a watershed, to be honest. I don’t 
think young people fi nd accounting particularly 
attractive. However, the profession has a critical 
responsibility to deliver sustainability. Th is is not a 
visible role, but it makes a signifi cant impact none-
theless. For instance, risk management is critical 
for sustainability. A sustainable business needs to 
measure and mitigate risks. Risk can come from 
anywhere from climate change to rapid techno-
logical overhauls. Change management is another 
critical role accountants can be good at. Sound cor-
porate governance and compliance are other critical 
ingredients for sustainability. All these contribute 
to business strategies that manage the expectations 
of shareholders, employees who seek purpose, and 
fulfi lling consumers’ lifestyle choices around sus-
tainability and experiences. Th is ensures a business 
is building a sustainable future for itself too.

Traditional career paths are transforming, and 
some have already changed. Th is is true of account-
ancy. Professional accountants can choose how to 
add value to the workplace. 

A good friend is leading digital transformation 
at the organisation he works for. He is the chief 
fi nancial offi  cer. However, his responsibilities include 
developing complex products, understanding 
markets and managing people across teams from 
fi nance, marketing, product development and cus-
tomer care. so he is not just limited to a traditional 
fi nance function. Th is is a clear example of how 
both expectations and the role of accountants have 
evolved and continue to do so. 

I believe accountants can and should aspire to 
take on roles that deliver transformational change 
within organisations they work for, that’s a huge step 
from number crunching and keeping the books in 
order. In that sense, accountants can achieve great 
things and contribute in a tangible way towards 
sustainability. It would be encouraging indeed if 
aspiring young accountants envision that oppor-
tunity for themselves.

I N V E S T
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A  N E W
L E A F
F O R  M G ? 

COULD THE HS SIGNAL THE 
CHINESE AUTO MANUFACTURES’ 
MOVE INTO THE BIG LEAGUES?

BY SAM D SMITH

—  T H E 
M G  H S

� e MG HS is the latest o� ering from the originally 
British but now Chinese-controlled auto manufac-
turer. Th ink not of the classic sports cars that the 
brand was once famous for. Instead, their latest 
off erings have been more about value and mass-ap-
peal. A member of the expansive SAIC Group, MG is 
fast being positioned as their volume-seller overseas, 
with a domestic manufacturing plant coming on-line 
mid-2019 to produce models tweaked specifi cally for 
growing demand from India.

PHOTOGRAPHY    AMITHA TENNAKOON
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The HS’ interior 
has a pleasingly 
premium feel

safety front, it comes with six airbags and 
the usual gamut of stability programmes 
and braking assistances. It features further 
active safety, such as pedestrian detec-
tion, lane-departure warning, seatbelt 
notifi cation for all fi ve seats, traffi  c-sign 
recognition and cross-traffi  c alert when 
reversing. Driver aids extend to radar 
cruise control (rare in this segment and 
price point), parking sensors and reverse 
camera, tyre-pressure monitoring with 
temperature readout, hill-start assist and 
an auto-holding electric park brake. 

It’s not all perfect. Th e red stitching 
on the dash is skewwhiff  in places. Th e 
seats — although sculpted, electric, leather 
and heated — lack suffi  cient adjustability 
for my liking. And the 8” infotainment 
screen is placed a bit too far out of reach 
for comfort. Th e entertainment system 
features wired Apple CarPlay and Android 
Auto, but functionality for the most basic 
operations isn’t as polished as you’d hope; 

Th e MG6 was the fi rst of the new breed to land 
in Sri Lanka — a sensible four or fi ve-door saloon 
that handled surprisingly well, but was behind the 
competition in terms of engine-tech, NVH, and build 
quality. Th is was followed-up most recently with the 
ZS, a small subcompact-SUV that has struck a chord 
with Sri Lankan buyers due to its relatively low cost 
and much-loved body style.  Th e HS looks externally 
similar to the ZS. Aside from the dimensions, the 
average onlooker wouldn’t look twice. But it’s bigger 
than the popular mini-SUV; 260mm longer, with over 
100 litres more boot space (without the seats folded). 

It’s the interior which leaves the biggest impres-
sion. Off  the bat, it’s a very obvious mishmash of 
elements “borrowed” from the “big three” German 
auto brands. Th e rotary vents are fashioned after 
those found in the latest Mercedes’, the centre con-
sole echoes the design of the BMW 7-Series, and the 
steering wheel — with its red “super sport” button 
— is very clearly inspired by the Audi R8. 

But despite this apparent plagiarism, Th e HS’ 
interior has a pleasingly premium feel to it. Th e 
switchgear is damped. You get a full-length opena-
ble sunroof. Th e steering wheel is wrapped in perfo-
rated leather. And there are vents, USB charge ports 
and reclining seats for rear-seat passengers. Overall, 
the materials used are discernibly better than their 
previous eff orts — the piano black fi nishes, padded 
plastic and brushed metal all combine to off er an 
atmosphere better than most off erings in this price 
bracket. Th e HS doesn’t want for toys either. On the 
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E N G I N E  
1.5 4cyl turbo

P O W E R  
160bhp

T R A N S M I S S I O N  
7-Speed Dual-Clutch

A C C E L E R A T I O N
0-100kmph in 9.9 
secs

F U E L  E C O N O M Y
n/a

P R I C E  
Rs7.8mn

Pressure sensitive
The sharp screen in 
the binnacle shows 
TPMS info. Features 
tyre temperature too. 
When was the last 
time you saw that eh?

Light it up
LED headlights are 
off ered as standard. 
Features automatic 
high-beam, a follow-
me-home function 
and fashionable fl uid 
signal lights. 

Drive your way
Individual drive-mode 
programme allows 
a range of customi-
sations, including an 
eco-mode for the 
HVAC. You’ll never use 
that one though. 

Open sesame
Electric tailgate can 
be set to open to a 
desired percentage. 
Why you’d want it 
98% open as opposed 
to 100% open remains 
a mystery. 

there are no buttons to adjust fan speed 
so it has to be adjusted after pulling up a 
screen. Other sub-menus have no obvious 
back button, so you’re forced to select 
home each time. 

Th e biggest gripe I had with the HS 
was its gearbox. It uses a 7-speed dual-
clutch transmission which, on the face of 
it, should be a major plus point — DCT’s 
are known for their seamless shifts, 
pre-emptively selecting the next gear to 
ensure progress is swift. But for what-
ever reason, the HS’ DCT system is clumsy 
and ham-fi sted through the gears. Low, 
city-dwelling speeds are the HS’ particular 
Achilles heel, as the jerks and lag between 
changes are unavoidable. It’s a problem 
not confi ned to MG — the Hyundai Venue 
which uses a similar box exhibits the 
same. Ponderously, MG’s cheaper off ering, 
the ZS, uses a traditional torque-converter 
automatic from Japanese manufacturer 
Aisin and is much better for it.  

But overall, the HS represents a massive leap 
up the food chain for the Chinese manufacturer. 
Whilst it may not be the last word in dynamic 
driving, those buying a small-to-medium-sized 
SUV aren't likely to be too concerned about han-
dling. For the price, Rs7.8mn, the equipment it 
off ers is best-in-class. A fi ve-year warranty sweet-
ens the deal. Overall, the HS makes you realise 
that this could be the tipping point where MG 
starts to climb the ladder that the Koreans (such 
as Hyundai and Kia) did a decade ago. If history 
has shown us anything, it’s that the blending of 
value and quality is one that eventually proves 
to be irresistible to the buying public.

P A S S I O N

S P E C I F I C A T I O N S
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Sri Lanka Insurance and People’s Bank deepen collaboration
An agreement was signed 
between two state giants, Sri 
Lanka Insurance Corporation 
(SLIC) and People’s Bank, in 
February setting the stage for 
an array of innovative products 
and services to the public. 

The agreement was signed 
by the two Chairmen, Jagath 

Wellawatta of SLIC and Sujeewa 
Rajapakse of People’s Bank 
in the presence of senior 
corporate management of both 
companies.

SLIC and People’s Bank will 
open office units in each other’s 
branch premises to provide 
convenience to their customers.

SLIC will provide a unique 
online fire insurance system 
and title insurance scheme for 
People’s Bank customers as 
well as a co-branded motor 
insurance policy. A special 
payment gateway for premium 
settlement will be effective with 
this agreement. 

Both SLIC and People’s 
Bank employees will benefit 
from the tie up. The agree-
ment will facilitate integrated 
services of the banking sector 
and the insurance sector under 
one roof, providing convenience 
for customers of both SLIC and 
People’s Bank.

HAVELOCK CITY PHASE 3 OBTAINS UDA, CMA CERTIFICATIONS
Havelock City announced 
that the recently com-
pleted two towers in 
Phase 3 was awarded 
the “Certificate for 
Common Amenities 
and Common Elements 
of the Building” by the 
Condominium Manage-
ment Authority (CMA) of 
Sri Lanka. 

The certification 
establishes that the 
common amenities 
are provided for the 
benefit and the welfare 
of the occupants and 
that the arrangements 
as regards the control, 

administration, mainte-
nance or management 
of the common elements 
of the condominium 
property are satisfac-
tory. Earlier, the Urban 
Development Authority 
issued the Certificate 
of Conformity (COC) to 
Phase 3.

Phase 3, comprising 
two luxury apartment 
towers named Stratford 
and Melford, completed 
construction by end 
2019, and home buyers 
have already com-
menced moving into 
their brand-new apart-

ments at Havelock City.
The Havelock City 

Residential Development 
is being built in Phases, 
and the successful sale 
of all units in Phase 1 & 
2 paved way for Phase 
3 which is now ready 
for occupation. Phase 4, 
comprising of two more 
luxury apartment towers 
named Peterson and 
Edmonton, is nearing 
completion, offering 
buyers the final chance 
to make an investment 
of a lifetime. Handing 
over of Phase 4 units is 
scheduled for end 2020.
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MIDEA & TELESONIC GO GREEN 
IN SRI LANKA

As wild fi res sweep across the 
world climate change has been 
reaffi  rmed as planet earth’s 
biggest threat with planting trees 
emerging as the single-larg-
est collective eff ort. If growing 
forests was the need of the 
hour, Midea, the world’s largest 
manufacturer of consumer elec-
tronics has got a head start; with 
a groundbreaking conservation 
model taking root in the Indian 
Ocean island of Sri Lanka.

Working with Midea’s Sri 
Lankan partner Telesonic, a 
far-reaching conservation and 
development project is underway 
in Sri Lanka under the purview 
of Geo Explore Foundation (www.
geo-explore.org) where the 
focus is on sustainability driven 
through ownership of responsi-
bility among all stakeholders.

While the world agrees 
that planting trees to raise the 
planet’s forest cover is time-cru-
cial, experts also believe that 
just putting plants into soil isn’t 
the answer and are demanding 
a sustainable and systematic 
approach. The rule of thumb is 
ecological balance must be re-
tained with the new plants while 
ensuring that plants are taken 
care of for at least three years.

Geo Explore Foundation is 
currently developing a model of 
conservation revolving around 
teachers and children, with trees 
at the centre. The extensive 

strategy takes into consideration 
many underlying factors that 
contribute to degradation of 
biodiversity. Foremost among 
culprits are crumbling rural 
economies, threatened liveli-
hoods, and lack of governance, 
values and awareness.

GEF’s sustainable model 
of conservation involves the 
identifi ed triad with a solution 
based on tackling core issues, 
while presenting a refreshing-
ly resourceful intervention at 
grass-roots level, making people 
who once destroyed forests the 
new guardians of nature. GEF’s 
revolution off  the beaten-track 
is getting the attention of the 
government of Sri Lanka as a 
role-model for the whole country 
and the world.

Sustainable reforestation is a 
humongous and costly chal-
lenge and this is exactly why the 
world’s CSR eff orts in reforesta-
tion have become a fashionably 
one-time eff ort where plants are 
put into soil amidst fanfare. It 
is this same reason that makes 
Midea’s commitment all the 
more important. Midea and Tele-
sonic have committed to sus-
taining 100,000 trees. That’s not 
all, the brands have realised the 
importance of sustainability and 
have endorsed an organisation 
working with people at diff erent 
levels in ensuring ownership of 
conservation.

Seylan Bank enables multicurrency 
transactions for LEADS 
Seylan Bank joined hands 
with LEADS to enable 
multicurrency donation 
acceptance for the fi rst 
time in Sri Lanka. 

This partnership will 
enable LEADS to accept 
aid/donations in multiple 
currencies to expand their 
reach and fulfi ll the needs 
of underprivileged commu-
nities within the country. 
As a socially responsible 
corporate fi nancial entity 
in Sri Lanka, Seylan Bank 
believes in empowering 
tomorrow’s fi nancial needs 
today.

Leads received its 
Charity status in the year 

1985 and was formally 
established in 1983 as an 
organization to implement 
programs to condense hu-
man suff ering and promote 
the wellbeing and living 
statuses of the less fortu-
nate within the country. 

 Seylan understood the 
need of charity organisa-
tions and the hardships 
they face when receiving 
aid from donors across the 
world.  This solution will 
fulfi ll their requirement 
allowing them to focus on 
their humanitarian tasks 
at ground level, leaving the 
fi nancial services solution-
ing to Seylan. 

GOAIR INTRODUCES FLIGHTS FROM 
COLOMBO TO DELHI, BENGALURU
In continuation of its expan-
sion in South Asia, GoAir 
announced its new direct 
fl ights from Colombo to Delhi 
and Colombo to Bengaluru. 
GoAir’s maiden fl ights to 
the capital city of Sri Lanka 
will commence from 20th 
March 2020. The airline has 
introduced these two new 
routes with attractive return 
fares starting at Rs35,512 
for Colombo-Delhi-Colombo 
fl ights and Rs 24,900 for 
Colombo-Bengaluru-Colombo 
fl ights. 

GoAir is the aviation foray 
of India’s 283-year-old Wadia 
Group.

Sri Lankan travellers 
can explore Delhi’s famous 
attractions such as India 

Gate, Qutub Minar, Huma-
yun’s Tomb, Jantar Mantar, 
Red Fort etc as well as can 
make a spiritual & religious 
tour to Akshardham Temple, 
Lotus Temple, and Iskcon 
Temple. They can also make 
an excursion to nearby des-
tinations such as Agra and 
the Himalayas in Himachal 
Pradesh and Uttarakhand. 

 Bengaluru off ers a great 
nightlife and Sri Lankan 
tourists can also explore 
19th-century Bangalore 
Palace and Tipu Sultan’s 
Summer Palace. They can 
also plan a quick 2-3 days 
getaway to nearby tourist 
destinations such as Coorg, 
Ooty, Mysore, Yelagiri Hills, 
Nandi Hills etc. 



104   ECHELON.LK   MARCH  2020

Gills Hospitality introduced two specialty 
restaurants &Pepper Seafood Lounge Bar 
and British Pub & Fish N’ Chips at One 
Galle Face Mall.  

Facing the tropical expanse of Galle 
Face Green, &Pepper’s ‘The Fish Boat’ 
fresh seafood market adds quality, fl avour 
and aff ordability into an array of fresh 
seafood including Ceylon lagoon crabs, 
lobster, mussels, oysters, clams and 
prawns.  

Themed on a cozy London Pub style, 
British Pub & Fish N’ Chips on the rooftop 

sunset terrace of the Mall brilliantly 
combines London’s pub culture with Sri 
Lanka’s exotic sunsets and seascapes.

Gills Hospitality operates hotels, res-
taurants, pubs & bars, and pizzerias in Sri 
Lanka, Maldives and India.  Partners, food 
specialist Roshan De Soyza and hospitali-
ty marketer and infl uencer Suvi Wijayarat-
na, are of the view that Sri Lanka’s restau-
rant circuit must continue to increase 
its scope given the multiple facets it 
embraces from within this island’s surfeit 
of exotic and unique cuisine.

GILLS HOSPITALITY OPENS 
SPECIALTY RESTAURANTS 

JOHN KEELLS GROUP 
TRANSPORT SECTOR 
PARTNERS WITH 
UNIVERSITY OF MORATUWA
The transport sector of John Keells Holdings PLC, 
Sri Lanka’s largest conglomerate, partnered with 
the University of Moratuwa for the 13th consecutive 
year, to organise an English immersion camp for the 
undergraduates of the Department of Transport and 
Logistics Management. 

The objective of the programme was to develop 
the knowledge and skills of undergraduates by pro-
viding them the opportunity to build on skills such as 
English communication, team work and confi dence 
building, that will in turn enhance their employability 
in the corporate sector. 

The 5 day total Immersion Camp was attended 
by 120 fi rst year students. The transportation sector 
also sponsored a range of performance based 
scholarships for undergraduates of the Department 
of Transport and Logistics Management of the Uni-
versity of Moratuwa, which were awarded on the 28th 
January 2020, at Cinnamon Lakeside.

Amãna Bank has once again introduced its highly rewarding 
Children’s Savings Grow Your Balance Gift Fiesta for the year 
2020. The promotion, which will run through 1 January 2020 to 
31 December 2020, is held under the theme ‘GROW IT AS THEY 
GROW’, where attractive gifts will be rewarded based on new 
funds deposited to the account during the promotion period.

Amãna Bank Children’s Savings Account’s gifts promotion 
has been a signifi cant promotion in the market for past several 
years. This promotion provides not only higher returns but also 
rewards children at progressive milestones for accumulating 
their savings during the promotion period. While this contributes 
to building a savings habit amongst the children, it also provides 
the parents an opportunity to build a fund for their children that 
would be available when the child is 18 years old. 

The gifts include home gardening kit, archery set, kids 
basketball with ring, golf set, kid’s microscope, kitchen play 
set, art easel, foldable table and engineering tool kit. Further, 

the bank is also availing special gift items such as bikes, book 
vouchers, tabs, hover board and watches for one-off  deposits of 
Rs250,000 and above.

AMANA BANK INTRODUCES AMAZING GIFTS FOR 
CHILDREN SAVINGS ACCOUNTS 
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HMGO luxury accessories now in Sri Lanka
HMGO, a global luxury Italian leather 
bags and accessories brand founded by 
Sri Lankan born Hema Gunawardana, 
launched in Sri Lanka recently. 

Gunawardana is a highly motivated 
and accomplished leader within the IT 
managed services fi eld, with over 20 
years of diversifi ed international experi-

ence developing and implementing global 
IT solutions. He has worked with several 
Fortune 500 companies including Xerox, 
HCL, Aon, to name just a few.  HMGO is 
not just a brand, “We design and build 
style so you can express yourself without 
words. Our leather goods are beautiful 
and simple in form and function and are 

made with artistry and craftsmanship that 
defi ne style and create desire,” Gunawar-
dana said. 

HMGO products are all available 
online and at Touché, PR Gallery on Hor-
ton Place and other selected up market 
outlets. The HMGO range carries over 15 
designs catering to both men and women.

Pan Asia Bank records impressive fi nancial results
Pan Asia Banking Corporation Plc ended the 
fourth quarter of 2019 with its best fi nancial 
results ever, to report a post-tax profi t of 
Rs726.84 million during the fi nal quarter, 
recording an impressive growth of 58% 
demonstrating its resilience amidst chal-
lenging conditions. Meanwhile, the bank’s 
operating profi t before all taxes for the 
quarter increased by 78%, refl ecting strong 
growth in core banking activities and robust 
eff orts in credit quality management.

The bank closed the fi nancial year with 
an operating profi t before all taxes of Rs3. 
4 billion, up by 31%, which again is its best 
ever achievement despite less favourable 
macro economic conditions and tight mon-
etary & fi scal policies. The steeper increase 
in the taxes and levies on fi nancial services 
of 58%, which include the Debt Repay-
ment Levy (DRL) undermined the Bank’s 
bottom-line to a great extent. This perfor-
mance translated in to a Post Tax Profi t of 

Rs1,750.56 million in 2019, which is a 14% 
increase despite the sharp increase in taxes 
including DRL. Buoyed by the impressive 
profi ts, the Earnings per Share for the year 
2019 rose to Rs3.96 Cents from Rs3.48 
share in the comparative period. 

Return on Equity and Return on Assets 
(pre-tax) ratios improved to 14.5% and 
1.52% in 2019 which now rank among the 
highest in the industry. These ratios stood 
at 13.73% and 1.28% respectively at the end 
of 2018.

“Despite the pressure on the margins 
due to deteriorating industry credit quality 
and the regulatory cap on the maximum 
interest rate for loans and advances that 
prevailed during 2019, the bank managed 
to maintain a healthy net interest margin 
of 4.36% which remained fairly unchanged 
from the previous year which is a commend-
able feat,” the bank said in a statement. 

Gross loans and advances grew by 

3.53% during 2019 to Rs117.50 billion and 
the deposit base grew by Rs3.92 billion 
during the year to Rs122.54 billion.

“Pan Asia Bank too had its fair share of 
the sector weaknesses, but yet again proved 
its mettle especially during the second half 
with higher earnings and setting stage for 
growth”, said Nimal R. Tillekeratne, Pan Asia 
Bank’s Director/CEO. 

G A R D Prasanna – Chairman Pan Asia 
Bank; Nimal Tillekeratne – Director/CEO 
of Pan Asia Bank
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bigger and better—and very expensive—batteries. And she 
had laughed in his face!

To paraphrase, according to Uncle Testosterone, she 
said that two men in a den stood less chance of getting a 
development grant than sharing a lunchtime bottle of Asti 
Spumante with the Pope on Easter Sunday. For a start, even 
if electric tuk-tuks are a good idea—and she reluctantly 
conceded that they might be—what about the infrastruc-
ture? Th e charging points? Th e power banks? Th e factory 
to build them?

In other words, until you’ve got a proper project plan 
backed by big names, big bucks and an organisation we 
can do business with, don’t waste my time. 

Diogenes had listened to this diatribe without reveal-
ing that he was not in the least bit surprised. He could 
imagine the scene. Uncle Testosterone’s headstrong mission 
impossible had been doomed to fail from the start.  Had 
he, Diogenes, been consulted, he would have suggested an 

introductory letter on company stationery—Green 
Sri Lanka! Power For Th e People! Tomorrow’s 

World Today!—setting out their vision and 
mission. Couched in the language of entre-
preneurial enterprise, it would have noted 
that throughout the long and distinguished 
course of human history, mighty oaks have 
indeed grown from little acorns, and that in 
Sri Lanka’s sunlit uplands and fertile silicone 

valleys… Etc, etc. 
It would have included glowing 

testimonials regarding their busi-
ness acumen, solid management 
experience, political connections, 

and a track record of deliver-
ing projects on time, to speci-
fi cation, and within budget.In 
short, it would have said, give 
us the money, and with your 
help and encouragement we 

shall reach the promised land!Th e 
task now is to assess how much 

damage has been done by Uncle 
Testosterone’s ill-advised and half-
cocked foray into the shark-infested 

waters of NGO funding, and whether he can snatch 
victory from the jaws of defeat. 

In the meantime, it might be an appropriate opportu-
nity to reveal Th e Big Idea to Th e Man and loan-shark Boris 
‘Th e Bite’ Fernando. Stress that if they eschew the march 
of progress they risk being trampled underfoot. Th at being 
in on the ground fl oor will pay dividends. Th at the early 
bird catches the worm. Sunlit uplands. Silicone valleys. 
Promised land. Etc, etc. 

To be continued. 
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When he’s agitated, Uncle 
Testosterone will start a 
conversation from fi fty feet 
away, which is loud enough 
to alarm the neighbours and set 
the dogs barking. 

And as tuk-tuk entrepreneur 
Diogenes Fernando’s self-styled con-
sigliere, he also aff ects a diction laced 
with what he imagines is Godfather-esque 
gangster-speak. 

“Th ose retarded schmucks wouldn’t 
know a good idea if it bit them on the 
arse”, he bellowed. “I made them an off er 
they couldn’t refuse, and the bastards refused! 
Bastards!” By this time he’s through the door and shout-
ing at Diogenes and Basil ‘Th e Bolt’ Bandāra face to face. “If 
they want horses heads, I’ll give them horses heads, and they’ll be 
laughing on the other side of their faces!”

Half an hour and two large Black Labels later, Diogenes and ‘Th e 
Bolt’ were up to speed with Uncle Testosterone’s version of events. 
It seems he had been to see an international aid agency that exists 
to promote renewable energy and fund projects that will help 
stop the planet melting, including electric vehicles. He had been 
met by a mid-echelon Under-Secretary who was apparently more 
concerned with sending and receiving texts than listening to what 
Uncle Testosterone had to say. 

After fi nally getting her attention, he had explained Diogenes’ 
dream of building electric tuk-tuks in Sri Lanka, and their need for 

BY SOCRATES

T H E  B I G  I D E A  B LO W S  A  F U S E
SHORT-CIRCUIT OR BUSINESS BLACKOUT FOR 
ELECTRIC TUK-TUKS?

if electric tuk-tuks are a good idea—and she reluctantly 
conceded that they might be—what about the infrastruc-
ture? Th e charging points? Th e power banks? Th e factory 
to build them?

In other words, until you’ve got a proper project plan 
backed by big names, big bucks and an organisation we 
can do business with, don’t waste my time. 

Diogenes had listened to this diatribe without reveal-
ing that he was not in the least bit surprised. He could 
imagine the scene. Uncle Testosterone’s headstrong mission 
impossible had been doomed to fail from the start.  Had 
he, Diogenes, been consulted, he would have suggested an 

introductory letter on company stationery—Green 
Sri Lanka! Power For Th e People! Tomorrow’s 

World Today!—setting out their vision and 
mission. Couched in the language of entre-
preneurial enterprise, it would have noted 
that throughout the long and distinguished 
course of human history, mighty oaks have 
indeed grown from little acorns, and that in 
Sri Lanka’s sunlit uplands and fertile silicone 

valleys… Etc, etc. 
It would have included glowing 

testimonials regarding their busi-
ness acumen, solid management 
experience, political connections, 

short, it would have said, give 
us the money, and with your 
help and encouragement we 

shall reach the promised land!Th e 
task now is to assess how much 

damage has been done by Uncle 
Testosterone’s ill-advised and half-
cocked foray into the shark-infested 

waters of NGO funding, and whether he can snatch 

When he’s agitated, Uncle 
Testosterone will start a 
conversation from fi fty feet 
away, which is loud enough 
to alarm the neighbours and set 
the dogs barking. 

And as tuk-tuk entrepreneur 
Diogenes Fernando’s self-styled con-
sigliere, he also aff ects a diction laced 
with what he imagines is Godfather-esque 
gangster-speak. 

“Th ose retarded schmucks wouldn’t 
know a good idea if it bit them on the 
arse”, he bellowed. “I made them an off er 
they couldn’t refuse, and the bastards refused! 
Bastards!” By this time he’s through the door and shout-
ing at Diogenes and Basil ‘Th e Bolt’ Bandāra face to face. “If 
they want horses heads, I’ll give them horses heads, and they’ll be 
laughing on the other side of their faces!”

Half an hour and two large Black Labels later, Diogenes and ‘Th e 
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B L A C K  O N 
B L A C K
T H E R E  I S  S O M E T H I N G 
T O  B E  S A I D  F O R 
D E S I G N S  T H A T  T A K E 
O N  A  M O N O C H R O M I C 
A P P R O A C H  I N  A  W O R L D 
O F  E N D L E S S  C O L O U R 
C O M B I N A T I O N S

CEO, MBAS ACROSS AMERICA

P A S S I O N

BY JASON DIAZ 

It’s been argued that the best sin-
gle shade out there is black — the 
colour that is devoid of colour. 
Monochromic art has been around 
for decades upon decades. From 
photography to charcoal paintings, 
the trends have bounced in and out 
of style. But the decidedly classic 
‘black-on-black’ colour scheme 
never stopped being trendy, owing 
to the fact that black, as a colour or 
lack thereof, works with everything. 
Watch designers throughout the 
world have recognised this and 
have come out with black on black 
designs. 

C I T I Z E N  E C O - D R I V E
Citizen’s Eco-Drive watch col-
lection showcase a number of 
styles of watches for men from 
the classic luxury watch to the 
sports-oriented outdoors watch. 
The Eco-Drive doesn’t require 
battery replacements. It oper-
ates solely off of the light in 
your immediate environment. 

PRICE: 
RS35,000

REFERENCE: 
AW1354-58E

AVAILABLE AT: 
W. A. DE SILVA & CO

Keeping with the black theme, 
this particular one can actually 
last around 8 months devoid of 
light. It features an insuffi  cient 
charge warning and overcharge 
prevention. A completely stain-
less-steel construction with 
varying shades of black adds to 
the premium look and feel. 

PRICE: 
RS35,000

REFERENCE: 
AW1354-58E

AVAILABLE AT: 
W. A. DE SILVA & CO
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T U D O R 
H E R I TA G E  B L A C K 
B AY  D A R K

T U D O R 

PRICE: RS880,000

REFERENCE: 79230DK

AVAILABLE AT: CHATHAM LUXURY WATCHES

REFERENCE: 119909

PRICE: RS1,449,000

AVAILABLE AT: TURRET

G - S H O C K  G A 
1 0 0  M I L I TA R Y 
S E R I E S

Th e GA 100 series of G-Shocks 
carries on their line of big case 
designs with the introduction 
of this — dubbed the ‘X-large 
G’. Th is analogue-digital hybrid 
is bulky, with an all-black design. 
Measuring 55 × 51.2 × 16.9mm 
it carries attention to detail. It 
includes large anti-skid but-
tons to provide easy operation, 
embossed indexes to give depth 
to the dial, and a rivet-bezel 
design adding to the appear-
ance. Notable features include 
a 1/1000 second stopwatch, a 
water resistance of 200 metres 
and magnetic resistance which 
makes sure the electronics work 
optimally regardless of location.

R A D O  T R U E 
T H I N L I N E
Typically, men’s watches very 
rarely veer towards minimalist 
aesthetics. Rado’s True Th inline 
counters that ideology. It’s a 
design that is elegant in the 
absence of complications and fea-
tures you might see on your usual 
watch dial. Th is watch is scratch 
resistant as it’s made of ceramic, 
a quality that comes full ceramic 
construction. At just 4.9mm thick 
it will fit neatly under a shirt 
sleeve. 

Over the past several years, the Heritage has 
grown into an important and attractive watch 
collection. Th is black version has a sports-
oriented look. Th e case and bracelet are in 
a black, brushed, PVD-coated stainless-steel 
with a matching matte-fi nish dial. Th e rotat-
ing bezel is the only thing that stands out, 
with an aluminium track that does not 
detract from the overall theme. Th e in-house 
MT5602 movement is said to meet Tudor’s 
values of precision and sturdiness. Accuracy 
stays within a 10-second deviation. Th e power 
reserve of 70 hours is another appreciated 
feature.

R A D O  T R U E 

Typically, men’s watches very 
rarely veer towards minimalist 
aesthetics. Rado’s True Th inline 
counters that ideology. It’s a 
design that is elegant in the 
absence of complications and fea-
tures you might see on your usual 
watch dial. Th is watch is scratch 
resistant as it’s made of ceramic, 
a quality that comes full ceramic 
construction. At just 4.9mm thick 
it will fit neatly under a shirt 

PRICE: RS21,500

REFERENCE: GA-100-1A1DR

AVAILABLE AT: BLINK



WHY 
SUBSCRIBE?
When you subscribe, you can enjoy the following 
every month:

• News, reviews and expert opinions on motoring,  
 lifestyle and the best brands (from Nissan to Audi)

• Features on cars that have been road-tested in 
 the most extreme and exciting conditions and  
 locations

• Ambitious motoring adventures in the way only  
 Top Gear knows how!

Subscribe today and enjoy the convenience of 
having BBC TopGear Sri Lanka magazine  
delivered to your doorstep!

SUBSCRIPTION OFFER

Capital Media (Pvt) Ltd.
15, Station Road, Colombo 3, Sri Lanka.
Telephone: +94 112 577 387

All cheques should be drawn in favour of Capital Media (Pvt) Ltd. 
and crossed Account Payee Only.

Bill me: If you require an invoice or need further information, call 
us on +94 112 577387 or fill this form and send to Capital Media, 
and a subscription representative will get in touch with you.

www.capitalmedia.lk/topgear
Subscribe online

hello@capitalmedia.lk
Email us

Opinionated, entertaining and always on point, BBC TopGear 
Sri Lanka puts readers in the driver’s seat. The world’s leading 
motoring and car culture brand, with editions covering 50 
countries, BBC TopGear is the real deal for true petrolheads. 

The country’s most exciting automobile magazine will bring 
readers up-to-date news, drives and rides with the latest 
launches in the market both here and overseas, stunning 
features, witty content, and a buyer’s guide complete with all 
noteworthy cars available in the local market. Moreover, Top 
Gear readers get the ‘real story’ behind the world’s most exciting 
cars in their inimitable, honest, irreverent and humorous style.

Going beyond the 
numbers to show 
how a car truly feels!

Step 1: Select subscription type

 12 Issues for LKR3,000 (save 16%)  
 24 Issues for LKR5,400 (save 25%)    
 36 Issues for LKR7,000 (save 35%) 
Delivery: The abovementioned prices include delivery. Delivery within Colombo and its 
suburbs will be made via courier. Delivery to outstation and remote locations will be by post. 
Capital Media (Pvt) Ltd. cannot be held responsible for any delay or loss caused by third-party 
suppliers.

Step 2: Address details

Title  First Name  Surname

Address
       
Mobile Number          

Email Address

Recipient details (if different from above)

Title First Name   Surname

Address
      
Mobile Number           

Email Address

Step 3: Send cheque/cash to:



Start your subscription today

This offer is subject to 
availability and valid 

for Sri Lankan delivery 
addresses only

www.capitalmedia.lk/topgear
Subscribe online

hello@capitalmedia.lk
Email us

NEWSSTAND 

PRICE

LKR300

S U B S C R I P T I O N

Don’t miss out on the action with the biggest car magazine in the world! Don’t miss out on the action with the biggest car magazine in the world! 

SUBSCRIBE AND SAVE 
UP TO 35% 
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BALD AND BOLD, NDB BANK’S CHIEF EXECUTIVE TAKES A STAB AT ZEN

Dimantha Seneviratne
Z E N

Z E N

What one word would 
describe you? 
Dependable

What is your 
favourite journey? 
Ups and downs in 
life

On what occasion do 
you lie? 
When asked how 
many drinks I’ve had

Given the choice of 
anyone in the world, 
whom would you want as 
a dinner guest?
Lionel Messi and Kane Williamson. 
My son and daughter would be ecstatic

For what in your life do you feel most grateful?
My parents, my family and my loved ones

If you could wake up tomorrow having gained any one 
quality or ability, what would it be?
Ability to converse in all languages. So I can travel the world 
and gain diff erent perspectives

Is there something that you’ve dreamed of doing for a long 
time? Why haven’t you done it?
Skydiving. My daughter is already ahead of the game and I 
need to catch up, but for the insurance restrictions

What is your most treasured memory?
My childhood

What do you dislike most about your appearance? 
I am not perfect. But I am happy with how I look, even the 
cleft chin and the little tummy

What is your most marked 
characteristic? 

My baldness and boldness

What is your most 
treasured possession? 

Knowledge

What is your greatest 
extravagance?
My collection of 
souvenirs and 
paintings

Where would you 
like to live?
New Zealand; I 
was captivated 
by its beauty and 
compassionate 
people

What do you 
consider your greatest 

achievement? 
Beating a group of Germans 

in a beer drinking competition at 
Oktoberfest, two years in a row 

What is the first thing you do 
when you wake up?
Gulp down a big bottle of water 

(Japanese water therapy)

What was one of your life-changing 
moments?

Becoming a father

When was the last time you tried something new, and what 
was it?
Th ree months ago, Mountain Gorilla trekking in Bwindi 
Uganda. It was so amazing to witness the habitat pattern of 
this engendered species 

What do you think has been the strength behind your success?
Commitment and the people around me

What was your favourite food as a child?
Egg hoppers made by my mother 
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