Nowadays, the world is placing more and more emphasis on culture and heritages.  However, problems or difficulties inevitably arise when it comes to managing them, including commodification and commercialisation.  This report will critically debate on these issues with the help of academic peer reviewed articles.
There are some very important terms that often appear upon discussing culture and heritage and the writer would like to define them before starting off.  They are namely culture, heritage, commercialisation, commodification, authenticity and inauthenticity.  Culture can be described as what life is like for a general group of people at a particular point in time, such as the customs and habits (Little and McGivern, 2015).  These usually reflect in people’s food, festivals, approaches to life and daily habits.  Another way of defining culture is a common set of attitudes, values and practices (Neto, 2013).  An example of this is religion because people believe in the same god or goddess, worship according to the same rules and follow the same scriptures.  Hence, culture tends to be intangible.  Heritage are usually tangible.  They are often buildings with high historical importance or architectural value, for instance, the breath taking Castles and Town Walls of King Edward in Gwynedd, a UNESCO world heritage site.  Some of them were built in the 12th century by the English King Edward I after invading north Wales.  These castles were later involved in the Glyndŵr Rising during early 15th century and the Wars of the Roses in the end of the same century.  There is also natural heritage, which refers to parts of the nature with stunning natural beauty, for instance, the Great Barrier Reef in Australia, Yellow Stone Park in America and Plitvice Lakes National Park in Croatia.  All of which have received the UNESCO world heritage status.  Authenticity means keeping something in its original form without altering it or presenting it with no changes.  Inauthenticity is not reflecting the truth and that is the complete opposite of authenticity.  
Although culture and heritage tourism was already quite popular as early as over 300 years ago in the United Kingdom and many places around the world, it did not take off until the 1970s.  After the Second World War ended in 1945, people realised the war destroyed a lot of precious historical culture and heritage.  Therefore, many countries started restoring and preserving their own culture and heritage.  Under today’s experience economy, where many people value experiences during consumption as well as the commodities or services themselves (Gilmore and Pine II, 1998), this type of tourism flourishes as it allows people get involved in and even experience history, culture and heritage.  However, it takes a lot of money and resources to maintain and keep culture and heritage monuments in a good condition.  The more culture and heritage tourists visiting them, the more money organisations require for maintenance.  This inevitably leads to commercialisation and commodification of culture and heritage and that is a very controversial subject.  Although there are multiple benefits to it (Graham one said in 2000 that culture and heritage is the one single most important resource in tourism), there are also drawback.  One obvious advantage of commercialising culture and heritage is the economic opportunities it brings about other than generating profits and covering the extremely high maintenance costs associated, for instance, countless job opportunities both on site and direct (e.g. cleaners, tour guides, security guards, site management, etc.) and so as off site and indirect jobs (for instance, transportation of tourists to and from the attractions, hotels where tourists can stay, souvenir shops, etc.).  Statistics form the heritage lottery fund showed that culture and heritage tourism generated around a total of 270 000 jobs in the UK and accounted for £11.9 billion of Gross Domestic Product in 2009; governments can collect taxes from the profits the sites produce and spend the money on necessary public services; the multiplier, which money generated gets invested back into the economy to create more profits, etc.  Other advantages of commercialisation and commodification can be non commercial, for instance, organisations have the incentives to protect the culture and heritage as they create profits, they are more likely to be better preserved; the more tourists visit and experience culture and heritage, the more well- known they are, the longer their legacies live on; the more people learn about their own culture, history and heritage, the higher their sense of belonging is, etc.  .  This is why culture and heritage is one of the most crucial resources for international tourism” (Graham et al 2000). However, commercialisation of culture and heritage also brings about massive drawbacks, such as to the host community.  A good example of this is Venice, where land and property prices often shoot up as the demand for accommodation increases so rapidly that plenty of locals can no longer afford to pay for their housing so they have to leave for somewhere with lower property prices; the waves created by massive cruise ships erode the underwater support and that causes damages to buildings and Venice to sink; the approximately 20 000 000 tourists annually (The Guardian, 2019) makes the city extremely crowded.  The case of Venice not only demonstrates the fact that over commercialised culture and heritage negatively affect the sites themselves and give tourists inauthentic experiences, but also create massive problems for the local community.  Hence, many are against the commercialisation of culture and heritage.
Unfortunately, it is still inevitable for culture and heritage to commercialise and move towards tourism because of the extremely high amount of money needed to maintain them.  However, it can be argued that quite a lot of them simply end up being inauthentic and romanticised as they are more focused on showing what tourists want in order to attract their visits rather than presenting the facts or history, for instance, the contested heritage site Auschwitz concentration camp is a good example.  It can be described as a neat and tidy theme park for tourists as well as a modern museum with screens, simulators and models.  An environment like this is a far cry from the horror and sufferings that the prisoners went through.  This not only romanticised history, but also provides visitors with inauthentic experiences.
Fortunately, there are also cases for the commercialisation of culture and heritage.  Hong Kong’s popular traditional Bun Festival died out after a deadly accident in 1997 where some Bun Scramble participants fell off from the high points of the Bun Mountain and suffered from serious injuries or even death.  The festival became very low profile, had very little attention from the general public and did not receive any media coverage until 2004 when the government decided to turn this festival into a huge annual tourism event in an attempt to save this dying tradition.  Since then, not only do approximately 40 000 to 50 000 both domestic and overseas tourists (The Hong Kong Government, 2008) take part in this event every year, but also the festival receives plenty of support and funding from private and public organisations for preservation purposes.  Most importantly, the festival has regained public attention and many people are interested in learning about and even taking part in it, which pleases the general public, the organisers of the festival and the locals.  As a result, commercialisation has successfully rescued this culture and heritage from the brink of its death and makes it much better than ever.
In conclusion, the Bun Festival is an example of how culture and heritage should commercialise without losing its own identity or causing inauthenticity.  As long as the government and the management of the culture and heritage product work closely together and keep the conservation of it at the very centre when it comes to commercialisation and development, commercialisation will certainly benefit the economy, local community, tourism and the preservation of the culture and heritage.  
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