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World Heritage Sites 
World heritage sites are cultural or natural sites that hold outstanding universal value. It is said by historic environment Scotland (2019) that world heritage status is a “high accolade that brings with its responsibility & international scrutiny”. 
Australia is a sovereign country situated in the Oceanic continent of the southern hemisphere.  With the population currently standing at 24.5 million (Worldbank, 2017),  this multi – cultural society is  richly flavoured in western culture. The division of Australian states are into 6 with the oldest and most populace being new south wales (Australia.gov.au, 2018). NSW is the most culturally diverse state boasting strong colonial heritage There are 19 world heritage sites located around Australia with 6 established in NSW with the Sydney opera house prominently recognised around the world. 
Sydney Opera House 
Sydney opera house is a multivenue performing arts centre based in Sydney harbour which formally opened in 1973. In 1947 a need for a musical facility was identified before creator Jorn Utzon designed this $102 million building which was largely paid for by state lottery in an extended 14-year period (sydneyoperahouse, 2019). The controversial construction is made up of 2 main halls facing towards the harbour with each hall roof acting as a sail shaped panel, it is these sail features that people characteristically associate with Australia. The site of outstanding worldwide value is a symbol of modern Australia that has presence in the Sydney harbour setting with the Central business district, royal botanical gardens and Sydney harbour bridge both adjacent to the site. In 2007 the best-known landmark in NSW was listed under UNESCO world heritage status. The world heritage committee (2008) states the opera house “stands by itself as one of the indisputable masterpieces of human creativity, not only in the 20th century but in the history of human kind”. Today, the governmental management is successfully run by the Sydney opera house trust. Figures from the Sydney opera house annual financial report (2017) indicate over 8 million people visit each year with 1.5 million of those attending live performances. 
As the opera house is state owned as a non-profitable company, the public trading is dependent on the support of communities to offer free programmes. It is stated in the annual report that 87% of revenue is through own activities. With multi language tours starting at $42 adult / $15 child, discount of 10% is eligible for online bookings. The remainder of operating revenue and maintenance funds are afforded by the NSW government. 
Promotion 
The Sydney opera house is clearly something on everyone’s itinerary to visit whilst travelling to Sydney. A survey conducted by tourism research Australia states that sightseeing was favoured by 36.6% of the top activities to do in Sydney by participants (TRA, 2016). Using the opera house as a billboard could bring more tourism investment to Australia but controlling these ads will avoid damaging the tourism appeal but be respectful of the national treasure. Highlighting issues of the public interest e.g. commemorating legislation of same sex marriage not advertising for commercial gain (Balcomb, 2018). The opera house is a heavily promoted icon that is often associated with Australia, drawing in tourists from all over the world as a unique selling point for tourism promotion.
Commercialisation and Commodification
Recent backlash of advertisement projection on the famous sails resulted in protests, circulation of hashtag ‘#sailsnotsales’ in bid to dismantle the advert on this iconic site (citylab, 2018). A petition of 300,00 signatures voted against landmark transforming into a commercialised platform. Despite the policy protecting this cultural site the government overruled decision for promotion purposes which threaten the world heritage status. Locals form together to support proving that this rich asset is not just for tourism consumption with proposal to avoid loss of cultural value. It is described by Lin (2018) as a “push and pull between civic beauty and urban commerce”. The concern of commercialisation pressures cultural integrity clashing with the heritage act of 1977 section 57 (1b) that prohibited actions that would “damage or despoil a heritage site” such as the opera house. 
Local state and AU government are involved in the development and promotion of the leisure industry as tourism is an imperative for Sydney and Australian economy. Hall and Hubbard (1998) believe “ the marketing of city images, culture and experiences has emerged as one of the most important mechanism in city governance in achieving economic transformation and growth”. The evolution of customer needs and keeping up with this demand coerce culture and heritage sites to be distorted into commodities creating highly sought-after experiences by international and domestic visitors. Commodification can alter the heterogeneity of Australia being tarnished for profitable gain for example cultural experiences alike the Sydney opera house are being sold as an economic experience through the unique encounter tourism campaigns are designed to promote for tourism and business purposes. 
Presentation
Plans have been unveiled to fix the appearance of the Sydney opera house, expected to finish by 2023 in time for the 50th anniversary. Taylor (2014) revealed a total of $224,000 was awarded to conserve this 20th century architecture through long term conservation strategies including the installation of new creative learning centre and improved access for those with restricted mobility to one of the busiest performing art centres across the world. 
Education
A creative learning secondary programme is created to enrich student learning through workshops, tours, live performances and tailor-made programmes that link back to curricular learning. It is stated 28,000 young people have participated in the educational activities that are provided on site (Sydneyoperahouse, 2018).  The site itself has creative learning facilities dedicated to youngsters with modern technologies in subjects such as Maths, English, Science, History and Music. 
Profit
As destination promotion is interrelated with cultural elements, Herbig (1998) identified that “customers’ needs vary from culture to culture”. The Sydney opera house is profitable as a successful flow of tourists that are drawn in spend money contributing to the NSW economy. Profit is generated far beyond ticket sales alone with fine dining in restaurants, drinking in the opera bar and shops along the harbour front.  Entrance fees for guided tours and other secondary spend inside include merchandise, food and beverages. The Sydney opera house annual financial report (2017) indicated a revenue of $39.8 million as a profitable figure of ticket sales combined with other secondary expenditure.
Product development
It is apparent that technology is revolutionising heritage sites deemed as a useful tool in site promotion and education to those visitors. The expansion of the mobile app as a way of measuring visitor figures through website clicks and number of downloads. The current app for android and IOS has features such as ticket prices, browse and book events and tours, indoor map to navigate around the attraction (Kuen, 2015). The future app could offer discount off first visit which is applicable to most consumers which can encourage spending throughout in tickets, merchandise and other spending. The WIFI access is currently limited to specific locations around the site it would be valuable decision to fit the whole building with free WIFI access as a way of free advertising. The encouragement of people showing off holiday pictures and checking in location on social media will boost the site to a wider audience. During sign up a short survey could identify visitor demographic that give the management of the opera house more specific statistics to work with. 
Preservation
The collaboration between the office of environment and heritage and other governmental authorities preserve and protect culture and heritage in new south wales. The NSW government state that “by protecting, preserving, and maintaining the heritage and the significant culture of the past and present, we can provide current and future citizens of NSW and our visitors with the opportunity to learn from, enjoy and value the important aspect of our heritage”(nsw.gov.au, 2019). A conservation plan was implemented to help safeguard the value of this site and to manage the change accordingly. 
Despite the construction running over time constraints extensively, the Sydney opera house is ahead of meeting targets of carbon emission reduction by 5 years. It is actively working towards being carbon neutral representing a worldly reputation in energy efficiency. The investment in renewable project schemes such as waste management, education and green cleaning practices have been implements to reduce carbon emissions by 2050. By honouring the legacy to imbed sustainability and expand this further, the opera house sustainability plan 2017 – 2019 aims to deduct energy by 20%, accomplish 85% recycling of operational waste and uphold the carbon neutral status until the 50th anniversary (Pitt, 2018). 
Climate change 
Climate change is another threat that the Sydney opera house and other heritage sites are faced with. With the heritage site only 3.5 metres above sea level, the risk of rising sea levels and temperatures may result in sinking from lack of solidity. The expansion of warmer oceans, the environmental consequences such as extreme weather are beyond control. There has been discussion of building a dam to protect adjacent areas as “if sea levels rise, they will all be gone” (Cooper, 2007). Implications may arise if implementation of preservative techniques are failed to be introduced.   
Security 
Security is at strict measures in line with the NSW standards that can be illustrated through the 2849 hours of safety training to ensure safe welcome to protect visitors and staff (annualfinancialreport, 2017). Upon entrance the opera house works closely with new south wales police forces carrying out visual inspection of baggage and X-ray screenings for precautions. 
Visitor management
The level of visitations can act as management tool for tourism authorities especially. It appears that the benefits driven by tourism are not evenly distributed. Huge emphasis and pressure are placed on transport infrastructure with circular quay main ferry terminal and train line, cruise ship terminal and other means of road transportation having easy accessibility to this site. 
Competitors
The royal exhibition and Carlton gardens are a cultural site awarded UNESCO status in 2004, described by the Australian environmental department (2019) as “one of the greatest monuments to the international exhibition movement of the 19th century”. The exhibition building was a planned structure for permanent future use in cultural activities of Melbourne’s growing city. The Melbourne museum was founded in 2000 on site which manages the exhibition building. The Sydney opera house could introduce a museum such as this to store historical and cultural interests of Sydney’s past.  High authenticity is retained as it’s the original building from 1879, so conservation works contribute to the integrity of the world heritage site. In 2009 a conservation management plan was finalised which includes recommendations of improvement of visual connections to the site, something that can be adopted by the Sydney opera house in enhancing perception for world heritage. The Sydney opera house is a much more prominent figure in terms of tourism promotion which outperforms the effort of this site but is still competition. 
In comparison to other opera houses, La Scala in Italy is the most famous opera house in the world built in 1778 (nationalgeographic, 2012). This prestigious performing arts venue delivers authentic experiences due to its history. Best practices that La Scala implement that the Sydney opera house may follow in respect of presentation  could be an online virtual tour as well as a museum featuring collection on paintings open for tourist consumption to see opera history. 

Appendices 
SWOT analysis:
	Strength
	The Sydney opera house is a valuable asset not only to Sydney but the Australian tourism industry. 

	Weakness
	It is argued that commerce has weakened the cultural value of the world heritage site.

	Opportunity
	Opportunities such as technological advancements are available for the management of the opera house to grab. 

	Threats
	Problems of climate change pose severe threat due to the unpredictable and uncontrollable nature of environmental forces. 
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