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1. Introduction: 
This literature paper aims to critique the concept of authenticity, commodification and commercialisation issues, and analyse how they impact the culture and heritage industry. In order to do this a range of literature sources will be reviewed including books and peer reviewed journals. 
1.1. Culture and heritage 
[bookmark: _Toc4097857]Culture can interpret the past, but its more what destinations do today, tourists will travel to different destinations to get a feel for its culture. On the other hand, heritage is old authentic buildings, which have been passed down through generations. Cultural theorists have different views on the definitions of culture and heritage tourism. Many theorists believe that heritage tourism is a personal connection to a destination. (Smith, 2003) describes heritage tourism as interpretation and representation of the past. “Some authors prefer to draw distinctions between cultural tourism and heritage tourism based on people’s desires or differences” (Timothy, 2011). Evidence suggests that heritage tourism can be defined as enhancing the cultural, ethnic and historical components of a community or place, as these resources will attract tourists (Chang, 1999)
1.2. Commodification
[bookmark: _GoBack]Commodification is when tourists demand for tangible and intangible culture drives the production of changing heritage for tourist consumption. (Timothy, 2011) explains that there’s always been a debate regarding tourism, because these attractions promote authentic experience, on the other hand heritage attractions may need to be commodified to keep up with competition which could result in loss of authenticity. Theorists believe that when heritage products become commodified it can take away the authenticity of the product. Many theorists as well as (Cohen, 1988) will disagree that commodifying heritage products does not destroy the whole concept of heritage tourism 
1.3. Commercialisation 
Oxford dictionary states that, commercialisation is “the process of managing something principally for financial gain” (Oxford Dictionaries | English, 2019). Many theorists believe that heritage attractions have become profit orientated and will become commercialised to keep up with the customer demand. Theorists will also argue that commercialisation of unique heritage products is making them lose authenticity.
1.4. Authenticity 
There are a range of debatable definitions of authenticity by theorists. (deGetz 1994:425) states that authenticity is a hard concept to define and is open to many interpretations, but it is extremely important part of tourism and historical context. Theorists will argue that authenticity is all about tourist’s experiences and perceptions (Timothy, 2011). Tourists are looking for more authentic holidays to destinations, travel companies are now offering people the chance to enjoy hidden cultures of destinations and a range of traditional tourist attraction tours. A number of theorists including (Boorstin, 1961) won’t agree that heritage attractions are unique, he describes them as inauthentic, fabricated and fake for the consumption of tourists. Another cultural theorist (Mccannel, 1973) disagreed with (Boorstin, 1961) opinion and argues that tourists seek authenticity but the tourist machine dupes them into simulated environments that are created by the tourist machine.
2. Commercialisation Vs Commodification 
Commercialising and commodifying heritage attractions come with many issues to consider. (Nasser, 2003) believes that traditional historic sites are undergoing reinterpretation and redefinition of their unique cultural heritage to ensure they can keep up with being competitive and attractive. By doing this, historic sites are able to keep up with the consumer demand. For instance, the London dungeons is an attraction that has been completely commercialised to fit the needs of visitors and to educate tourists the history of jack in ripper through a fun experience. The attraction uses a range of technology, live shows and thrilling rides to engage the visitors and make it memorable for them. This will give them the competitive advantage over other historical attractions in the area. On the other hand, there are heritage attractions worldwide that are feeling the negative impact of commercialisation, Macchu Picchu in Peru, is currently known as a fragile site suffering from its popularity and the overcrowding of tourists, it wasn’t built to hold the mass tourism its attracting and is leaving tourists with an inauthentic experience. Regulations have had to be put in place to deal with this issue. “The city housed a maximum population of 1,000 people at its peak but now sees up to 5,000 visitors trapsing around its paths and steps in a day during peak season” (loveexploring.com, 2019). As discussed, when commercialising and commodifying historical attractions, there are many issues that’s come with. Theorist (Park, 2013) emphasises that commodification is not a necessarily negative process, that there are many positives too. 
The majority of world heritage sites are major tourist attractions. The visitors to these attractions have an interest in the heritage and culture concept and thrive that authentic experience. One theorists claim that wit high volumes of visitors it can cause other issues with local people being able to live their daily lives, this includes issues with accessibility, transport and access (Asia Pacific Journal of Tourism Research, 2008) causing residents to flee the destination and causing a loss of culture. A good example of this is Venice, the destination is currently trying to bring in regulations to help with mass tourism of the area. Although, as well as negative impacts local communities can benefit from tourists by bringing in economy and jobs, with many residents being dependant on the tourism income. Due to all of these factors, (Smith, 2003) suggests that cultural tourism is an environmentally and culturally sensitive form of tourism.
Depending on what type of sector a heritage attraction is it may need to be commercialised, for example, public sector attractions will get funds from the government which means they will be able to put more money into commercialising their attraction. An example of a public-sector attraction which has recently been funded by the government is the Parc Y Scarlets stadium. They have recently used an interpretation technique to tell the story of the rich history of the club. There is now a developed stadium tour which Visit Wales funded and an interpretation app which visitors to the stadium can use to hear the story by one of the directors of the club, this is making the tour more authentic. By adding modern technology into attractions will make more people visit and keep them engaged. 
(Samadi and Yunus, 2012) suggests that many tourism sites especially world heritage sites will need to be commercialised to keep up with the demand of tourism they receive having such a high status. Many theorists believe that heritage attractions have become more profit orientated which is why the authorities will just commodify and commercialise these unique products. Natural attractions can’t be commodified, but they are still thriving with tourists during the summer months due to the contempry feel. An example of a natural attraction is Gower coastline.  
3. Voluntary, Public and private sector 
All attractions will be preserved by different sectors which include voluntary, public and private. (Bramwell et al., 2016) suggests that successful sustainable development will require all governments of body to have good partnerships.An example of the voluntary sector body is the National Trust, they are a large charity who protect the (National trust, 2018) state that the body looks after, special landmarks throughout England, Wales and Northern Ireland, including spectacular coastlines, farmland, villages and art collections. The national trust relies solely on volunteers, donors and commercial activities being part of the voluntary sector. Public sector body example is Cadw, it’s a Welsh government body protecting the historic environment of Wales including Castles, many projects Cadw have introduced are funded by the European Government which is a threat due to Brexit. The private sector employs workers through individual business owners, corporations or other nongovernment agencies (Investopedia, 2019) DMCS Is a private sector business, it’s a destination management company, they provide knowledge and service to their given destinations. Heritage attractions are very unique and fragile after existing for many years. A chapter from (WTO book, 2001) states that it is fundamental that tourism authorities study how best to develop these cultural heritage sites while protecting and preserving them for the long-term. If these sites are not preserved damage can be done and it could lose its authenticity. 
4. World heritage sites Case Studies
[bookmark: _Toc4097862]The UNESCO is in charge of looking after and managing World Heritage Sites, the first case study that has been chosen to review is Big Pit this is because there has always been a debate around the fact that the museum is World Heritage Site in a small town called Blaenhavon. “Blaenhavon has suffered from economic decline in recent years” (Smith, 2003). This statement shows that with this attraction having a World Heritage status it doesn’t help the economy of the local area, although the title of World Heritage site cannot be lost. Local areas such as London are to feel benefits from having Buckingham Palace on their door step because it is world known, being home to the royal family who are a huge popularity across the world. Whereas, Big Pit is mainly only recognised by people in the local area even though it has the same status as Buckingham Palace. Culture and heritage tourism will be affected by Brexit because many World Heritage attractions have had European funding to be commercialised.
4.1. 9/11 Memorial
Firstly, the International case study that will be looked at is 9/11 memorial and ground zero museum, is a tribute of remembrance and honour for the 2,977-people killed in the terror attacks in New York on September 11, 2001. The memorial is authentic and self-guided. It is used for educational purposes, families of victims and local residents to New York believe that it’s become over commercialised due to the fact the ground zero museum has a souvenir gift shop, and people think its insensitive selling gifts at a dark tourist attraction. The 9/11 memorial is very authentic by having the names of the people that were killed around a fountain of where the twin towers were. Although the museum faces challenges with interpretation, because many people especially family members of the victims are against the idea of a museum reflecting on a crisis and will have sensitivity to it. They are also against the fact the museum has a souvenir store. The museum is only aloud to show photographs but no footage. This may be overcome because future generations won’t be aware of the attacks.   
4.2. Big Pit 
The local case study going to be reviewed is Big Pit museum, is a unique attraction located in South Wales Blaenavon, giving tourists an authentic experience into a real coal mine where ‘tourists a tour by an ex coal miner. It’s likely to change in years to come ex miners won’t be around, which means costumed individuals will have to be used to tell the story which could influence authenticity. Instead, visitors will be assuming the role of a coal miner instead of having the authentic experience of listening to an individual who has experienced the coal mining era. The purpose of this attraction is to educate and get visitors to experience what life was like when coal mines were open. Big pit concentrated efforts on employing ex miners principally to address community regeneration because of the high levels of unemployment, that caused devastation for many families in the 1980’s but also to ensure the quality of the product and authenticity (Conlin and Jolliffe, n.d.). When Big Pit first opened to the public in 1983 by National Museums Wales, it had very high visitation numbers and funding from UNESCO and welsh tourist boards. Big pit should bring new ways to engage visitors such as the use of technology such as apps. 
4.3. Normandy Landings
The European case study that will be reviewed is the Normandy Landings it’ s a military attraction located in Normandy, Northern France. When visiting the Normandy landings tourists are given the opportunity for an extremely authentic experience of the D day sites, by having the opportunity to visit a number of attractions including, museum of the landings, beaches and cemetery. Having all of these options for tourists to experience its given them that hands on experience. When visiting, there are activities for everyone such as, cycling and horse riding as well as experiencing the d day landings history. Visiting the landings is a very personal experience, but this type of attraction finds it difficult to tackle interpretation techniques, this is because they find it difficult to make a sensitive attraction exciting and fun with guests, the same factor that affects the 9/11 memorial.
5. Education VS entertainment 
An advantage of an attraction using entertainment to tell a story is that’s its bringing in important historical facts through a fun way of learning. An example of this is the London Dungeon attraction, it glorifying’s the history of the Jack the ripper story, through the use of an interactive tour with live videos and thrilling rides keeping visitors more engaged and gaining a memorable experience as well as being told a story. Tourists prefer visiting this type of exciting attraction rather than an attraction where this is a guide telling facts about the history. With the positivity about education vs entertainment there does come negative impacts of attractions being interactive, and fun is the fact that it may get too busy because everyone wants to experience the fun.  It is believed that education is the new way of learning with technology on the rise, more attractions are interpreting the use of technology to keep up with its competitors. (Timothy, 2011) claims that visitors to heritage sites would prefer an experience where they feel they have learnt something and taken away as a memory.
Many theorists are against the idea of modern technology being interpreted into museums for the enjoyment of visitors Smith 2003 citied, (Mccannell 1976:84) believes historical museums are becoming unnatural. Another theorist also disagrees with museums being commercialised Smith 2003 citied (Hewison: 1987: 84) feels that museums in Britain is a symbol of national decline and they should stop being commercialised. Smith 2003 citied that, (Simpson 1996: 265) disagrees with this statement and feels that museums should focus more on the people side of things because these are the ones visiting and to keep up with the competition, and with technology being on the rise it needs to be accounted for in any type of attraction. Tourism is claimed to be a commercial product therefore heritage tourism should be no different and can be a commercial product too. There has been a large number of museum closures across the UK in recent years, due to them not being interesting enough. One of the great ways to educate visitors to museums is when “Tourists are invited to participate in any performance that will bring an imagined past to life” (Bryce, Murdy and Alexander, 2017 an example of a museum that does this is Swansea national museum. Tourists will collect souvenirs as a memory for their trip to a certain destination, theorist (Cole, 2007) states that “souvenirs are regarded one of the most significant material and tangible markers and mementos of travelling experiences”. An example of this is when tourists visit Holland, they will buy Dutch clog souvenirs because these are a symbol of the Holland culture. Tourist attractions will sell souvenirs so that tourists can buy them as a reminder of their travels. 
6. Interpretation
It is very important when managing heritage sites that the role of technology is essential because it plays a vital part in cultural experiences. (Di Pietro, Guglielmetti Mugion and Renzi, 2017) believe that the implementation of technology can reinforce visitor experiences and gets them talking about it when they leave. (Di Pietro, Guglielmetti Mugion and Renzi, 2017) citied that Timothy and Boyd (2003) emphasised, enhancing the memory of a visitors experience to an attraction will contribute to an increased awareness of the historical past and could change people’s perception on heritage and interact in sustainable ways.
one’s heritage visit may contribute to an increased awareness of the past and translate into the desire to interact with heritage in sustainable ways. 
It is good to interpret guided tours with the use of apps on smart phone to enhance the experience. An example of a museum that does this is Rikjs museum in Amsterdam, where they have an app which will give multimedia tours, showing visitors how to get around the museum. The aim of the tours is for visitors to see more or certain parts of it they’re more interesting so that they leave feeling that they have learnt something. The app also let you in on smaller details of the art and to save images. Interpretation panels are affective in museums and on trails. They are used to give information on the environment the visitor is passing through.
7. The management of future heritage sites 
Marketing and interpretation are key elements in general management and preservation of a heritage attraction. According to (Mitsche et al., 2013) theorist (Carter, 2001) states that heritage interpretation is about transmitting enthusiasm for a place that is special to people past or present. (Mitsche et al., 2013) also suggests that the role of interpretation is to make people more aware of the places they visit which may give them greater enjoyment and the attraction and enable them to return in the future. Which is why it being essential to have good management techniques put in place to make sure visitors have the best experience. The key to successful management at heritage attractions is an interpretation strategy put in place. (Mitsche et al., 2013) claims that having an interpretative strategy will enhance a certain destination by showing uniqueness.
Ideally for attractions to maintain authenticity they will need on going funding to keep them going especially if they are needed to be commercialised to keep up with the demand. It can become very challenging trying to maintain authenticity of a heritage attraction which is why it would be recommended to have an effective management strategy put in place.
As listed above there are clearly issues with commodification, commercialisation and authenticity in heritage attractions, it is very important to protect the authenticity of a heritage attraction. The WTO describes “Tourism development that meets the needs of the present tourists and host regions while protecting and enhancing opportunity for the future.” (Www2.unwto.org, 2019)
Attractions could bring in new forms of technology which will attract visitors such as Virtual reality. These are a way of providing visitors with information but in a fun and exciting way. Interactive displays at museums will attract a large number of people, such as children. Children usually won’t visit museums because they don’t appeal to them, but by introducing interactive technology such as virtual reality will change the perception of museums and other heritage attractions, opening them up to a new type of visitor. Museums could interpret the virtual reality they provide into the marketing. Stone Henge are doing more educational visits now because they introduced virtual reality into the attraction. It is a virtual tour guide which teaches visitors about the history of the manmade construction. Stone Henge sees this as a positive platform because when it was first opened to the public, people were able to walk amongst the stones, but now with this not being able anymore, virtual reality enables visitors to do this. Some theorists won’t agree with virtual reality being beneficial because they feel that it can be too entertainment based and not educational.
Although, there are many positives of attracting visitors to a heritage attraction there are negative impacts too, for instance, overcrowding and congestion. To minimise negative impacts Macchu Picchu has had to put regulations in place to limit the footfall of visitors coming to the attraction to protect its authenticity, and to emphasise the importance of tourism. The case studies that have been reviewed are not best practise because 9/11 memorial and Normandy Landings find it hard to interpret fun techniques into a sensitive attraction.
Firstly, to recommend, it is extremely important to keep everyone happy when managing an attraction, for instance local communities and the stakeholders, it can be a challenge to do this but if there are strategies put in place local communities will feel important and stakeholders will feel content with the revenue. 
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