Commodification and Commercialisation Issues in Culture and Heritage
 In this literature review, I will be critiquing the concepts of ‘Commodification’ and ’Commercialisation’ and their impacts on the culture and heritage industry, as well as analysing a diverse range of academic perspectives and how these can be managed for future development.
Culture and heritage are commonly used terms when describing the legacy of and history of past generations. When describing culture, it tends to refer to the behaviour patterns and interactions between members of societies unique and distinct. It comprises all the traditions, habits, customs, beliefs, and capabilities that are acquired by the people by virtue of being a member of the society (Difference Between, 2019). Heritage on the other hand,  can be described as a concept that reminds us of the value of our treasure that we must protect to leave for our future generations, and can be descried as extrinsic (tangible – you can touch it) while culture also includes intrinsic items (Difference Between, 2019).
However, culture and heritage sites aren’t so straightforward as that, where over the years, there have many debates regarding the development of these sites for the purpose of tourism and money – hindering the authenticity of these sites. Considering the concept of heritage is to preserve and conserve the treasures from the past in order to carry the history forward into the present – development can be seen as hypocrisy, due to going completely against the format or heritage. 
This leads onto the terms that are potentially hindering the authenticity and history of culture and heritage sites. As described by the Cambridge Dictionary, commodification is “the fact that something is treated or considered as a commodity, a product that can be bought and sold” (Dictionary.Cambridge, 2019). This means that commodification is to turn something into a “commodity that can be either sold or bought” (Open Education Sociology Dictionary, 2019). This can be turning a historical site into a paid attraction in the aid of tourism and revenue. 
This then leads onto commercialisation, which is interpreted by the Cambridge Dictionary, as “the organisation of something in a way intended to make a profit” (Dictionary.Cambridge, 2019). It is defined as the process of introducing new products or services to the general market, where it takes into account production, distribution, marketing and sales in order for the new product or service to become a success, where it must have some level of public value that could result in overall profitability for the company (Investopedia, 2019). 
According to a 2009 report, “78% of all U.S. leisure travelers are cultural and/or heritage travellers who spent, on average, $994 on their most recent trips―compared to $611 spent by non-cultural and heritage travelers” (Saving Places, 2019). This proves the scale and demand for culture and heritage tourism, fueling largely to the industry. However, there is the large irony, that even though a tourists main reason to visit a site is due to it’s history and culture, commodification and commercialisation therefore takes away the authenticity that the tourist was hoping to view in the first place.
A European example of a historical site, is the El Rocio shrine, located roughly 65 kilometres south of Seville in Spain. It is described by Boissevain, J. (1996), that the shrine “consists of a cult to the Virgin Mary who is referred to in this context as the Virgin of El Rocio”. As advertised on the ‘Andalucia’ site promoting the shrine, it insists to join the pilgrims either by horseback, in one of the carretas (decorated wagons) or on foot, or journey through the marshlands and sleeping out in the open. It claims to “feel the true spirit of El Rocío, the mixture of inseparable sensations: joy, songs and the fiesta atmosphere, offset by tears, sighs, silence…endless processions of canvas-covered coaches adorned with flowers await the pilgrims in the village of El Rocío” (Andaluci.org, 2011). However, is this far from what the actual history and culture of the shrine is meant to entail.
Boissevain, J. (1996), has noted the recent changes surrounding the heritage of the shrine, stating how over the past few decades, “the Almontenos have initiated a series of transformations at the shrine which have led to the commodification and massification” of the Pentecostal icon, therefore “encouraging the attendance of media, tourists and other spectators”. This has therefore angered the locals of neighbouring villages, who are unhappy with the unwanted attention.
Bossevain, J. (1996), states how there was much debate in the area between “the traditionalists and the developers, regarding whether one of the caminos, or customary pilgrimage routes to the shrine, should be replaced by a paved highway, thus facilitating the arrival of touring motorists”. This statement alone already shows the potential damage that can be caused to the shrine, where a new highway would encourage more vehicles and congestion to the area, taking away its original route. The traditionalists/conservationists argued against the change, that “with the advent of a paved motorway, the Rocio would lose its essence and charm”, however the two-way highway was put in place in the late 1950’s (Bossevain, J. 1996). 
Construction has since continued throughout the years, with added bars and souvenir stands – therefore adding to the commercialisation of the site, taking up more space and attracting those who have no history of making a pilgrimage to the site and are their only for commercial reasons.
There are many views and debates on the marketing and development of a site , where Font, X. and McCabe, S. (2017), sites Jones et al. (2008), pointing out “that some commentators argue that marketing encourages unnecessary consumption, promoting a culture of materialism and a relentless search for unattainable lifestyles”, therefore contributing to the ‘Disneyfying’ effect, which the process of transforming something into trivial entertainment for tourists (Educalingo, 2019) – taking away a site’s original routes and traditions.
However, it must be noted, that higher concentration of marketing and promoting a historical site, leads to an increase in attention to the site and the local area. A mass of people viewing a historical site will in fact lead to the education of the history and culture of a site to others less knowledgeable. This may then result in the visitors taking a greater interest in the culture of the community, wishing to explore further, as well as recommending the town/village to family and friends – therefore adding to the cycle of educating others and gaining an interest in the area.
Due to the mass of visitors in the local area, this feeds into the local economy, benefiting many locals. Bossevain, J. (1996), states that there has been a massive increase in the number of private houses built in close proximity to the El Rocio shrine, with the majority being owned by Almontenos locals, where during the week of Pentecost, it is “customary for the owners to rent their houses, often for large sums of money” (Bossevain, 1996), when there is a higher demand for tourists needing lodgings. It should also be noted that “properties within local historic districts appreciate at rates greater than the local market overall as well as faster than similar, non-designated neighbourhoods”, where historic districts are “less vulnerable to market volatility from interest rate fluctuations and economic downturns” (Saving Places, 2019). This makes for a positive community spirit, where tourists are embracing and learning the local culture.
As well as this, many jobs are created in the community to adhere to the mass of tourist attraction, therefore greatly benefiting the economy and community spirit. It is said that “people living in historic districts enjoy the comfort of a human-scale environment; the opportunity to live and work in attractive surroundings; a recognisable and walkable neighbourhood; and the galvanizing effect of community-based group action” (Saving Places, 2019), therefore boosting the social and psychological benefits of many people in the area of the historical attraction.
Not only does development of a historical and cultural site help boost the economy, but it also helps to conserve the actual site itself. Located a close distance to the El Rocio shrine, is the Donana National Park, and is known for its history where “during the fourteenth and nineteenth centuries, the area which currently forms as a national park was a royal hunting ground, controlled by the Kings of Castile” as stated by Bossevain, J. (1996), and has many relations to the royals who also constructed a palace in the area. 
As present, the area has now been demonstrated as a causeway for birds migrating from Western Europe to Africa. In response to international pleas to save the environmental wilderness of Donana, under the establishment of the World Wildlife Foundation and the Spanish Government, created the National Park and Wild game Reserve of Donana. In 1969, it was declared a site of national touristic interest by the Spanish Government, as noted by Bossevain, J. (1996). Bossevain (1996), also reveals how much of this tourism is educational in its orientation, involving guided tours, as well as observation centres and nature trials – adding to the educational benefits of people visiting the area. 
This attention aids the conservation of the park in order to keep up visitor numbers, rather than neglecting the space – leaving it to become rural, empty land with no protection for its wildlife. It was announced back in 1992, that “further development, both touristic and otherwise…is compatible with the conservation of the park’s natural resources”, where the “number of tourists visiting Donana can be increased without adverse effects to the park” as mentioned by Bossevain, J. (1996), who sites Amavizca, (1992). The attention the park has been making over the years has enabled more expenditure going into preserving and conserving the National Park of Donana. 
This concludes that more money going into a cultural and heritage site, allows for the expenditure of maintaining the site. Where expenditure may go into the cleaning of the site, fixing/maintaining statues/figures due to going through many years in extreme weathers, preserving environmental parks, as well as conserving nature trails. This would not be possible if there was no interest in the site to begin with.
An example of a global attraction that has in fact faced the benefits of commercialisation, is The Alamo, a historical battle site, located in San Antonio, Texas. The famous battle site holds a major legacy for the people of Texas, therefore it is crucial that the council takes pride in keeping The Alamo to its original origin. Over the years, souvenir shops have been developed in the premises of The Alamo, where some visitors have found this distasteful. One visitor claimed that “the commercialisation takes away from the solemnity of the site”, where another visitor felt that “The Alamo was really there to assist in selling the merchandise in the gift shop…why the need to commercialise it” (TripAdvisor, 2019).
However, that’s not to say the council of the historical shrine don’t consider the protection and heritage of the since, where the gift shop is actually a way of raising funds for the up keep of The Alamo. Since there is no entrance fee some money has to be raised through donations or commercialisation (Flights & Frustrations, 2015), therefore showing that there needs to be some form of commercial development on the site in order to fund and maintain the site – allowing the legacy of The Alamo to live on without crumbling. Also, an article from Associated Press in the USA reporting that the San Antonio City Council has approved a $450million redevelopment of the historic Alamo site, where the decision by the Council is “aimed at protecting rather than destroying the heritage of the precinct” (Reinforcements, 2018), proving that councils do prioritise and take action in their own heritage sites.
Conclusions
Upon relation to Sigmund Freud’s theory of the ‘ID’, when an individual wishes to “immediate needs met; it requires instant gratification based on its Id drives and instincts” (Dream Interpretation Dictionary, 2018). This confirms that going on holiday is considered a luxury, and is most often “conceived as a “want” rather than a “need”, a luxury or a reward, as a non-essential” (Font, X. and McCabe, S. 2017), and is linked to why we go on holiday simply for our own pleasure - reaching the top of Maslow’s hierarchy. This therefore concludes that manipulating and commodifying historical and cultural sites are done in a way to please visitor’s selfish needs – due to merely travelling to feed their Id. If this is the case, then is the commodification and commercialisation of a site really worth potentially taking away the authenticity and history of a site, thereby upsetting locals who pride their culture, due to underlying selfish reasons.
A study carried out by Correia, A., Kozak, M. and Ferradeira, J. (2013), suggests that “tourists visiting a cultural destination for vacations are devoted to fulﬁll their personal and intrinsic interests”, due to the most important items loaded in the dimension of ‘‘knowledge’’ are ‘‘to learn about urban design’’ and ‘‘to learn about culture’’. Therefore, there is a great importance of ‘‘cultural knowledge’’, since it suggests that tourists visiting a historical town, “appear to perceive the existent culture and heritage as meaningful and ‘‘authentic’’, able to fulﬁll their desires of cultural experiences” (Correia, A., Kozak, M. and Ferradeira, J. (2013). These ﬁndings has the sufﬁcient empirical evidence to indicate that cultural tourists particularly look for cultural specific destinations that allow fulﬁlling their personal and or intrinsic interests.
These findings therefore reveal, that it is important to educate those wishing to visit heritage sites, even if that may result in slight commodification and commercialisation. Visitor’s psychological needs must be met in order to fulfill their intrinsic satisfaction, where people have a great need to visit destinations with a cultural and historical presence. 
It should be noted that destinations wishing to commodify and commercialise their sites, should do so in a way that does not upset the locals and remain as closely to the true authenticity of the site as possible. Villages will then be reaping the benefits from both the historical and educational side, as well as attracting tourists, educating them more on the local culture, thus adding largely to the local economies.
Recommendations
As summarised by (Font, X. and McCabe, S. 2017), “sustainability is generally associated with a more positive moral standing in academic discourse and social understanding. Sustainability provides a long-term view of the future, one that focuses attention on a set of ethical values and principles, which guides action in a responsible and harmonious way, incorporating the environment and societal consequences of actions, as well as economic goals”. This means is prioritises practices that help preserve sites, adopting a more balanced and holistic approach. (Font, X. and McCabe, S. 2017).
González Santa-Cruz, F. and López-Guzmán, T. (2017) stated, that “the recognition of a place as a World Heritage Site (WHS) by UNESCO is fundamental to preserve its historical and artistic inheritance and, at the same time, to encourage visits to that area”, therefore establishing that there are many organisations working towards the conservation of heritage sites, whilst doing so to balance the preservation as well as welcoming visitors to explore, and learn more.
If most culture and heritage sites adopt these techniques during development, the site will be reaping success. It will create gratification and satisfaction from the local community who are proud of their history and want it to remain preserved, but also do so in a way that will attract visitors, maintaining the site, educating others, as well as contributing to many economic benefits.
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