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The Fourth Industrial Revolution
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Yet many parts 
of the 
developing 
world, 
including Sri 
Lanka haven’t 
yet 
experienced 
the second and 
third 
industrial 
revolutions 

Due to lack of 
electricity, internet, 
education 





Market alignment 

Reimagining our traditional produce to fit the lifestyles 
and wants of a new generation

Health and wellness consumers 
are increasingly influential in 
redefining food culture

Information source : Nielsen 2015 Global Health & Wellness Survey

The four target food behaviours were 
primarily associated and motivated by an 
impact on health, except for not wasting 
foods. Participants had the most positive 
attitude and highest motivation for eating 
less processed and packaged foods, 
mostly to avoid excessive packaging and 
‘chemicals’ in foods. … there was a 
predominantly negative attitude towards, 
and low motivation for, eating less animal-
derived products and more plant based 
foods.

Overall, consumers found a joined concept 
of healthy and environmentally friendly 
foods an acceptable idea. 



• Ethical living means being mindful of others (other human beings, animal welfare and/or the environment) 
when making life decisions and consumer choices. However, when it comes to spending on products marketed 
as ethical, not all dimensions of ethical resonate equally strongly with consumers.

• Sales of ethically labelled food and beverages in 2016 indicate that the majority of consumers’ spend on ethical 
labels is centred around environmental causes, followed by spending in the areas of wellbeing and animal 
welfare. Charitable causes and religious labels is the smallest area of ethical spending.

Consumer spending on ethical food and beverages

WHAT ARE ETHICAL CONSUMERS BUYING?

Ethical Living

Environment Wellbeing Society



In 2018 consumers will be more empowered than ever 
and will pursue social responsibility even more 
aggressively. Given the widespread crisis in trust that is 
evident globally, business can no longer merely state its 
sustainability and social responsibility policies and strategies 
to appease consumers as they will not just accept these as 
true. Companies must be radically transparent providing real 
proof about its complete supply chain, ingredients and 
materials. Investigative consumers will not stop, and indeed 
shop, until they know they have the real story behind each 
brand. Those companies that are proactive in doing this will 
be clear winners.

This is not just about individuals or social causes; it is a 
massive issue for brands, which are being called to account 
across the globe. 

Younger consumers are embracing mindfulness and 
betterment, choosing lifestyles that are healthy and 
responsible. 



Why millennials are seeking ‘authenticity’

A wind of change is ripping 
through the consumer industries. 

For decades, big meant better, consumers 
trusted brands they knew and convenience 
food was a novelty. No longer.

Emmanuel Faber, chief executive of Danone, 
France’s biggest food group, summed it up at 
the CAGNY industry conference in February 
this year. “Consumers are looking to ‘pierce the 
corporate veil’ in our industry and to look at 
what’s behind the brand,” he declared. “The 
guys responsible for this are the millennials.” 
Millennials have a completely new set of 

values, he said. “They want committed 
brands with authentic products. 
Natural, simpler, more local and if 
possible small, as small as you 
can.”



Grown, Packed Fresh 

in Sri Lanka

True Cinnamon is naturally grown, 

handpicked and handcarfted at source 

in Sri Lanka, the island formally known 

as Ceylon. 

True Cinnamon is made from the hand 

peeled bark of the cinnamon tree. The 

quills are formed when pieces of the 

bark are layered using an ancient 

technique. Because of this complex 

manufacturing process, Ceylon 

Cinnamon is produced seasonally and 

in limited quantities.







Quality not quantity 

Yet, Sri Lankan produce has a potential 
beyond the niche market 

Promoting the inherent taste 
and characteristics of our 
agricultural produce
• Spices and allied products
• Food and beverage
• Ceylon tea
• Coconut and coconut-based 

products
• Fruits and vegetables  
• Floricultural products 
• Ayurvedic and herbal 

products
• Organic products 





Traditional subsistence 
farmer - primary 

commodity incomes

Harnessing traditional 
knowledge, ancient 

heritage, Ayurvedic and 
culinary traditions and 
agricultural institutions

Empowered farmer to 
produce high-end, 

value added products 



Sustainable components in paddy 
cultivation Maintaining Diverse 

vegetation patches (DVP);“Pillawa” 
and “Kurulu paluwa” (dedicated crop 

patch for wildlife)

Potential of agriculture engineering 

Sri Lankan history provides solutions for sustainable 
and harmonious existence with nature. 

World is evolving;
Combining DVPS’ with precision 
farming- Algorithmic ‘Printed’ Fields
Image source: inhabitat.com



Potential of agriculture engineering 

Sri Lankan history provides solutions for sustainable 
and harmonious existence with nature. 

Harvesting rainwater through 
tank cascade system which was 
engineered 2500 years ago

Ecology of tank cascade system 
Source (Dharmasena,2010)





Ethics
Merrill J. Fernando 
Charitable Foundation 
fulfills the vision of the 
Dilmah Founder, Merrill J. 
Fernando to make business 
a matter of human service  
through its multifaceted 
projects aimed at 
addressing the foremost 
challenges faced by the 
underprivileged and 
marginalised communities.

www.mjffoundation.org

Human Service in 
the Tea Gardens

Prison’s Small 
Entrepreneur 
Programme

Small 
Entrepreneur 

Programme

Women’s 
Empowerment

Community 
Welfare

Enabling the 
Differently 

Abled

MJF Centre 
Moratuwa

MJF Kids 
Programme

Sports for the 
Differently Able

Empowering 
the North of 
Sri Lanka

Local Heroes –
Changing Lives

Water 
Conservation

http://www.mjffoundation.org/


Encouraging 
Sustainable Agriculture

Commitment To 
Sustainability

Bioregional 
Initiative

Conserving 
Marine Habitats

Creating Eco-friendly 
Tea Gardens

Facilitating 
Nature Studies

Empowering 
Communities

Facilitating 
Discovery of 

New Amphibian 
Species

Where Butterflies 
Dance… 

Making Business 
Climate & Ozone 
Friendly

Sharing 
Knowledge

Asian Elephant 
Conservation

Sustainability
The environment is central to 
Dilmah’s business, and Dilmah 
Conservation was established 
as an affirmation of this core 
commitment to 
environmental sustainability.

www.dilmahconservation.org

http://www.dilmahconservation.org/


Adapted from FAO



21st Century Agricultural
Scientist 

agent of transformation 

• Understanding, testing and 
demonstrating climate 
resilient crops and methods, 

• Influencing farmer attitudes
• Adapting to changing social 

and technological context,
• understanding market 

demands 
• translating these into 

practical solutions for 
farmers .

Image source: CCAFS,2010


