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Sri Lanka’s small scale and 
limited resources present a 
challenge when it comes to 
playing in the global manu-
facturing arena. However, 
the country has been able 
to overcome this barrier by 
providing quality products 
to world markets, with tea, 
spices, rubber and more 
recently through the manu-
facturing capabilities of  the 
apparel industry.

A more recent contribu-
tor to the country’s growth 
has been the emerging 
infor mation Technology 
a n d  B u s i n e s s  P r o c e s s 
Management (iT & BPM) 
sector, which now exports 
over $ 1 billion per year. 

The sector has grown by 
primarily providing non-
repetitive work, related to 
complex or detailed ser-
vices, often through small 
specialised teams servic-
ing high-end customers. Sri 
Lanka’s iT / BPM industry 
has a small but growing foot-
hold as a specialised niche 
player, very different in scale 
to what is offered by indian 
companies.  Sri  Lankan 
iT / BPM companies have 
made their presence felt 
around the world, from US 
and Europe to Australia and 
mature Asian markets. 

Despite the importance of  
the industry for the country, 
global recognition of  Sri 
Lanka’s iT/BPM capabili-
ties is virtually non-exist-
ent. This is due to its small 
scale, compared to regional 
leaders – both high-volume 
players like india and the 
Philippines and high-value 
players like Singapore. Even 
compared to smaller coun-
tries like Poland, romania 
and Costa rica, Sri Lanka 
tends to rank low in terms 
of  global recognition. Other 
small countries such as 
ireland, israel and Estonia 
have been much more suc-
cessful in establishing a 
reputation for their skilled 
workforce and sophisticated 
capabilities in specific seg-
ments such as finance, secu-
rity and e-government.

The local industry needs 
to address this limited vis-
ibility among global custom-
ers, if  it intends to seriously 
compete with other coun-
tries. Doing so requires a 
well-executed and fine-tuned 
marketing strategy with the 

right investments behind it.
Showcasing the industry 

through a high-profile brand 
should have a multi-dimen-
sional impact which goes 
beyond purely improving 
international sales. it can 
also accelerate the growth 
of  the industry by engag-
ing and convincing local 
students to take up careers 
in the sector, making more 
local professional service 
companies (like architects, 
accountants, lawyers and 
scientists) aware of  the 
potential to export their ser-
vices, and convincing local 
policy-makers to create a 
conducive environment for 
the growth of  the sector. By 
defining the industry more 
broadly as knowledge servic-
es, it should also encourage 
leading companies in other 
sectors to focus on develop-
ing higher-value knowledge-
based innovations for global 
customers.  

Advantages of  
being small

There are many well-
known Sri Lankan-based 
fir ms who have already 
proved the industry’s capa-
bilities in global markets 
by developing advanced iT 
solutions. Millennium iT, 
Virtusa Polaris, Sysco Labs 
(formerly Cake Labs), WSO2, 
99X are just a few of  those 
which have individually 
achieved success and which 
could collectively be used to 
showcase the industry, along 
with other firms.

As a small country with-
out an inherent scale advan-
tage, the industry’s position-
ing must be based on the 
superior skills and advanced 
solutions that it has to offer - 
much as the Garments with-
out Guilt brand positioned 
Sri Lanka’s Apparel indus-
try’s ethical practices in the 
mid 2000s. 

An extensive and in-depth 
study of  the knowledge ser-
vices sector enabled us to 
identify two key competitive 
strengths in defining the 
possible brand. 

Specialised services
The first capability we 

identified was the industry’s 
superior capacity for inno-
vation, creativity and prob-

lem-solving. Companies like 
Millennium iT, SimCentric, 
Sysco Labs and LegalBase 
are already known for 
providing complex prod-
ucts and services in their 
respective fields. For exam-
ple, Millennium iT (now 
owned by the London Stock 
Exchange) provides the 
world’s fastest trading plat-
form for transacting shares 
and SimCentric specialises 
in advanced battlefield simu-
lations for customers around 
the world, including the US 
Department of  Defence and 
NATO.

Several companies with 
delivery centres in multiple 
countries such as HSBC and 
Copal-Amba (now known 
as Moody’s Analytics) have 
located their more complex 
operations and demanding 
customers, to be serviced in 
Sri Lanka.

The second factor we 
identified is the fact that Sri 
Lanka’s smaller, more nim-
ble centres are particularly 
well-suited for developing 
new solutions and servicing 
complex accounts.

We found that compa-
nies like Virtusa Polaris 
and WNS have retained and 
expanded their relation-
ships with key clients like 
BT and Aviva, because they 
are known for not just main-
taining and operating exist-
ing processes and systems, 
but continually looking for 
ways to improve those pro-
cesses and systems. We also 
found that companies with 
multiple delivery centres 
tend to start new clients and 
projects in their Colombo 
centre, before rolling out to 
other centres (e.g. Pearson, 
Virtusa Polaris, and Moody’s 
Analytics).

Several companies have 
built successful businesses 
specifically targeting medi-
um-sized clients. Unlike 
large centres in india and 
the Philippines, more sen-
sitive projects and new 
accounts get more manage-
ment attention here.

This capacity for work-
ing on smaller, innovative 
solutions is also in line with 
emerging shifts in market 
demand. A recent article in 
The Economist highlighted 
that “Budgets globally are 

growing steadily, but an 
increasing amount of  the 
money is spent on trendy 
stuff  like analytics or the 
internet of  things.  Such 
new ‘digital’ services will 
rise from a tenth of  total iT 
spending in 2014 to over a 
third in 2020.” Even though 
this will become a challenge 
to indian firms, as the arti-
cle points out, due to their 
specialisation in fixing prob-
lems cheaply, not driving 
innovation, it could be seen 
as an opportunity for Sri 
Lanka.  

Defining the brand
After evaluating a range 

of  options that could convey 
these two distinctive capa-
bilities, a powerful and com-
pelling brand proposition 
was presented and agreed 
by the industry. Built around 
Knowledge Solutions as the 
product offering, the brand 
idea that serves to best 
express the innovative solu-
tions that Sri Lanka-based 
firms can offer is the phrase 
‘island of  ingenuity’. 

The brand highlights the 
industry’s capacity to offer 
customers high-value solu-
tions based on ingenuity, 
while reinforcing the coun-
try’s image as a tropical 
island and a nice place to do 
business.  The term ‘island’ 
also subtly suggests an 
island of  creative problem-
solving in a sector full of  
competitors providing non-
creative, standard solutions.

Living the brand
F o r  t h e  “ i s l a n d  o f  

i n g e nu i t y  -  S r i  L a n k a 
K n o w l e d g e  S o l u t i o n s ” 
brand to be successful, 
stakeholders must “live 
the brand”. it is not meant 
to be an empty advertis-
ing slogan; customers need 
to genuinely believe that 
companies can deliver the 
innovative solutions that 
the brand claims. The con-
cern is that as an industry, 
if  some underperforming 
company uses the brand, 

it risks undermining the 
value of  the brand for all. 
For this reason, many of  
the most successful multi-
user brands, such as Ceylon 
Tea or McDonalds franchis-
es, have strict compliance 
standards.

Based on these considera-
tions, industry stakehold-
ers have expressed interest 
in the concept of  a volun-
tary, progressive series of  
standards. There will not 
be a binary set of  “eligible/
ineligible” standards for 
companies who want to use 
the brand.  However, the 
brand owner (EDB and its 
Advisory Council) will be 
looking at a series of  ini-
tiatives around recognis-
ing “ingenuity levels” for 
a company. There are two 
key pillars that need to be 
worked on to live the brand. 
One is the need to uplift Hr 
practices across the indus-
try to attract talented peo-
ple and nurture problem-
solving skills and the sec-
ond is the need to increase 
the level of  research and 
development across the 
economy.

The industry is already 
in discussions with the 
Ministry  of  Education 
on revamping the educa-
tional curriculum to be 
more encouraging of  open-
minded and free thinking, 
rather than the cramming 
of  information and facts 
which is a priority in the 
current format. Also, there 
needs to be a better appreci-
ation of  world affairs, busi-
ness and entrepreneurship 
to sow the seeds at a forma-
tive age. 

ini t iat ives  are  being 
planned by the industry 
to provide inspiration for 
owners,  mana g ers  and 
employees to seek oppor-
tunities  for innovation 
within each company, as 
the Sri Lanka Knowledge 
Services industry begins 
to stake its claim in global 
markets under the island of  
ingenuity brand.

WijEyA Digital  Media 
Marketing Head (Content 
and Digital Media) Umair 
Wolid was listed among 
1 0 0  S m a r t e s t  D i g i t a l 
Marketing Leaders at the 
World Digital Marketing 
C o n g r e s s  a n d  Aw a r d s 
held in Mumbai earlier in 
February. 

T h e  Wo r l d  D i g i t a l 
Marketing Cong ress is 
d e s i g n e d  t o  re c o g n i s e 
and share  exce ptional 
work done by the mar-
keting fraternity to take 
their brands into the digi-
tal era. The 100 Smartest 
Digital Marketing Leader 
is a result of  an intensely 
researched process under-
taken by the research cell 
which consists of  post-
graduates in History and 
Management, with a com-
bined 100+ years research 
experience post their stud-
ies. The shortlisted group 
of  leaders is then selected 
according to their market-
ing competencies, strate-
gic perspective and future 
orientation, track record, 
integrity and ethics.  Over 
180+ leaders from various 
nationalities attended this 
prestigious event. 

Having joined Wijeya 
Newspapers back in 2008, 
Umair was vested with the 
responsibility of  spear-
heading the digital media 
arm of  the company. Umair 
is a Chartered Marketer 
f r o m  t h e  C h a r t e r e d 
institute of  Marketing, UK 
and also holds a MBA from 
Bucks New University, UK. 
He has worked with many 
multinational and local 
brands over the years, 
providing them with effec-
tive digital strategies and 
implementing them. Umair 
is recognised as one of  the 
first digital advertising 
specialists in the country. 
He has also introduced new 
concepts of  content mar-
keting and native adver-
tising. Further Umair is a 
corporate trainer / speaker 
on digital media related 
topics. 

W i t h  t h e  t h e m e 
‘ P u r p o s e f u l  P u r p o s e ’ , 
this year’s event attract-
ed over 180 leaders from 
various nationalities. The 
World Digital Marketing 
Congress is strategically 
supported by CMO Asia 
and the World Marketing 
Congress. 

r E N E W i N G  a  s u c c e s s -
f u l  w o r k i n g  p a r t n e r -
ship of  three consecutive 
ye a r s,  a  M e m o r a n d u m 
of  Understanding (MOU) 
was signed between The 
Char tered  i nst i tute  o f  
Marketing (CiM) Sri Lanka 
and First Capital Holdings 
PLC, committing to goals 
mutually benefiting both 
organisations and strength-
ening the respective brand 
identities in the market.

C o m m e n t i n g  o n  t h e 
p a r t n e r s h i p,  C i M  S r i 
Lanka Chair man Brian 
Selvanayagam said: “We 
are honoured to partner 
with the investment bank, 
First Capital Holdings. The 
cooperation is aimed at 
sharing industry insights 
through a series of  initia-
tives planned throughout 
the year. We are grateful to 
First Capital’s continued 
support to help promote 
CiM and its activities in Sri 
Lanka.”  

First Capital Holdings 
D i r e c t o r  /  C h i e f  
Executive Officer Dilshan 
Wirasekara said: “We are 
pleased to collaborate with 
a renowned professional 
body such as the Chartered 
institute of  Marketing Sri 

Lanka. We are confident 
that this partnership will 
contribute in enhancing 
cross-disciplinary know-
how and the creation of  
new ideas, enabling us to 
maintain a competitive 
edge in the fast changing 
financial services indus-
try.”

CiM Sri  Lanka is  the 
first international branch 
of  CiM UK and is proud 
to claim the largest mem-
bership outside the UK. 
CiM Sri Lanka has always 
c a m p a i g n e d  f o r  h i g h 
professional  standards, 
greater recognition for the 
Profession and Marketing 
excellence in Sri Lanka 
through education, train-
ing and development. 

First Capital Holdings is 
a full service investment 
bank, providing a diverse 
range of  advisory services 
and financial products. The 
company’s integrated busi-
ness platfor m comprises 
four specialised areas - 
capital markets advisory, 
wealth management, fixed 
income and equities. The 
company is listed on the 
Colombo Stock Exchange 
and is rated A- by iCrA 
Lanka Limited.

Wijeya Digital’s Umair Wolid 
listed among the 100 Smartest 
Digital Marketing Leaders

From left: CIM Sri Lanka Membership Development Manager Sanjay 
Hettiarachchi, CIM Sri Lanka Chairman Brian Selvanayagam, First 
Capital Holdings Chief Executive Officer Dilshan Wirasekara, Nisansala 
Munasinghe, First Capital Holdings Branding and Marketing Services 
Manager 

CIM Sri Lanka partners 
with First Capital Holdings

THE Dentsu Aegis Network (DAN) 
recently held its trail-blazing annual 
conference in Hyderabad, india. The 
conference saw an in-depth sharing 
of  knowledge on market dynamics, 
unique networking opportunities, 
an in-depth discussion on emerging 
industry issues and a way forward har-
nessing digital tools.

The Dentsu Ae gis Network 
also took this opportunity to wel-
come Sri Lanka’s advertising giant 
Grant Advertising, now renamed 
DentsuGrant, into their network.

“Last year saw the union of  Grant, 
Sri Lanka’s first advertising agency, 
and global industry giant Dentsu,” 
said DentsuGrant Chairperson Neela 
Marikkar. “This union has given us 
the opportunity to collaborate, share 
knowledge and learn from a strong 
global network. This conference 
marked the first of  many more oppor-
tunities for our team to meet, interact 
with and learn from industry leaders 
in the region, which in turn strength-
ens our creativity, passion and commit-
ment to our clients.”

The conference discussed the impact 
of  data mining and analytics in the 
communications fields, as well as the 
network’s commitment to embrace dig-
ital transformation to increase efficien-
cies internally, and innovate integrated 
services offered to clients.  A twenty-
member team from DentsuGrant 

actively participated in the conference 
and were able to share experiences, 
learn about innovations and connect 
with colleagues from the region. 

Speaking of  the experience, 
DentsuGrant Associate Media Director 
Manushi Senanayake said: “We were 
awed by the sheer scale in which the 
Dentsu Aegis Network operates in 

other markets and are excited about 
the immense opportunities we can 
bring to Sri Lanka in order to revolu-
tionise the advertising and communi-
cations industry. i believe this experi-
ence has fired us to chase after our goal 
to become the leading communications 
agency with an authoritative digital 
voice.” 

Meanwhile, DentsuGrant Brand 
Director johan Dias, sharing his expe-
rience said: “The network is doing 
some groundbreaking work and i 
strongly feel that Sri Lanka can leap-
frog into a new era of  visual and expe-
riential communications that engage 
audiences across all media platforms 
available to us.”

�� accelerating growth through 
amplified focus on innovation and 
emerging media

DentsuGrant Sri Lanka joins the Dentsu Aegis 
Network Regional Conference in Hyderabad

�� sri Lanka’s It and bPM 
industry recently launched a 
new brand, with funding from 
adb and under the  
guidance of edb and PWC; 
ruchi Gunewardene and 
simon bell explain the  
thinking behind the new brand

branding sri Lanka’s 
Knowledge Industry

Simon Bell Ruchi Gunewardene


