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1.1 Introduction
Culture and heritage are considered in space and in time, it no longer stops at the dawn of the nineteenth century but now also embraces the records left behind by the twentieth century. Heritage stretches across a broad area which include the natural environment and human, both architectural complexes and archaeological sites, not only the rural heritage and the countryside but also the urban, technical or industrial heritage, industrial design and street furniture. In a result of industrialisation, urbanisation, pollution, climate and mass tourism over recent years culture and heritage have weakened. There are rapid changes to lifestyle and a lot of disruption of economic structures, this is mainly affecting non-physical heritage as it is dying out. Now, preservation of cultural heritage covers the non-physical cultural heritage which include the signs and symbols passed on by oral transmission, languages, ways of life, myths, beliefs and rituals, value systems and traditional knowledge and know-how, Jokilehto, J (2005).
There has been an increase in value from the public as they are more aware of the cultural heritage, this being evident in the demanding numbers of people who, in many different countries visit buildings and architectural complexes to experience it, these are the people who make up the essential part of heritage, Jokilehto, J (2005). Through the impact of the economic activity and tourism from tourists, there is becoming a more interest in the non-physical heritage, reflecting the new life and cultural development. 
1.2 Tangible and Intangible 
The understanding of heritage is vibrant in nature, constantly changing depending on the passage of time but also being interpreted. The change of context and the visitor’s experiences has a dynamic view on the expectations. Heritage does not apply to any group, it is open and belongs to those who wish to identify along with it. 
When defining culture and heritage there are two of aspects of importance between tangible and intangible cultural heritage, Devane, C (2018). Tangible cultural heritage is immovable and moveable including monuments/sculptures, paintings, coins, manuscripts and archaeological sites. But there is underwater cultural heritage such as shipwrecks, underwater ruins and hidden cities; objects are important to the study of human history because they provide a concrete basis for ideas and can validate them. 

On the other hand, intangible cultural heritage is all about the traditions and living expressions inherited from ancestors and passed on to descendants. Intangible heritage includes a numerous of practices such as, knowledge, language, oral traditions, skills and techniques; meaning it is not defined as having a physical presence. Removing any important information can be disrespectful to the people whom the object belongs to meaning footage and acknowledging the ownership of any tangible and intangible indigenous heritage is important. The importance of intangible cultural heritage is not the manifestations itself but rather the wealth of knowledge and skills transmitted through it from one generation to the next, APDL. (2018). 
 

1.3 Growth and diversity of Culture and Heritage 
In previous years, heritage sites were not as popular as they are today, there was only the people who went to visit those sites whom needed the information from those sites for a reason. Therefore, more people going to cultural attractions they have the attractiveness of different kinds of people from a variety of different countries, making a significance role in more money that is being contributed to the local’s economy and growth. A growing number of tourist’s mean’s there are many different types of tourists from students, researchers, tourists with family and elderly; each to their own having different purposes for visiting. Statistics from Heritage Counts (2017) show heritage tourism generated £16.4 billion in spending by domestic and international visitors in England. Repair and maintenance of historic buildings directly generated £9.6 billion in construction sector output. In 2017 the top 5 paid attractions visited were Tower of London (2.7 million visitors), Royal Botanic Gardens, Kew Gardens (1.8 million visitors), St Paul’s Cathedral (1.5 million visitors), Stonehenge (1.4 million visitors 2016) and Westminister Abbey (1.2 million visitors). With all the attractions that are in England there are 278,000 individuals employed in heritage to run those attractions, Essays, UK (November 2018).
1.4 Consumer Demand 

Value and individual demand determine on the cultural heritage goods and to derive experiences proposing models of individual demands should be in place for those goods.  Economic models are assumptions to establish the influences of the people, taking into account how prices and income determine the quantity of cultural good a person demands. In the more recent years, consumer demand is undesirably related to price, therefore when considering a price of access for a culture or heritage site the entrance is usually free or there may be a small fraction cost, Amestoy, V (2013). Price is always seen as an informative signal about the true quantity and quality of the good they are paying for; for museums, when measuring the sensibility of visitor demand to admission prices, it is typically found that the price elasticity is negative, and its absolute value is smaller than one.





1.5 Types of culture and Heritage 
Attractions are the backbone of any industry, they make contemporary use of the past by interpreting and representing history for tourism purposes. Major heritage attractions are: built (monuments, architecture, historic buildings), natural (national parks and landscapes) and cultural (arts, crafts, festivals, events). Underpinning those heritage tourisms is notorious for industrial (factories, mills), religious sites (abbeys, cathedrals, pilgrimage routes, cities), military (castles, battlefields, museums), literacy or artistic (houses or landscapes). According to Visit Wales (2019) there are eight cultural heritage sites in Wales which are:
· Kidwelly Castle, Carmathenshire
· The six bells miner’s memorial
· Cyfarthfa castle, Merthyr Tydfil
· Strara Florida Abbey, Ceredigion
· Oystermouth castle, Swansea
· The copper kingdom centre, Amlwch
· Caerphilly Castle
· The Blaenavon World Heritage site 
It is known to be difficult to separate ‘Heritage’ and ‘Culture’ in the mind of the consumer. Culture and heritage in Britain offer expansive and existing forms of sites such as built/historical heritage, popular culture, living culture, shared culture, cultural events, culinary culture, and cultural products. Filling down key aspects that seem to exist they are, Heritage (e.g. Shakespeare), Built or Historical Heritage (e.g. Tower of London) and Contemporary Culture (e.g. modern art, theatre). 
Heritage is linked with the past whereas culture is linked with the human world of are, ideas and rituals, but examining research from Visit Britain (2010) consumer mindsets are all different as they all act on the continuum of experiences at attractions referring to the ‘been there done that and tick it off the list’, even when culture and heritage is not the main reason for the tip, visitors still tend to visit the cultural attractions as part of a holiday experience. As more and more people do this the face of cultural tourism will change, with newer destinations able to offer distinctive cultural experiences that can be seen as unique to travellers. Linking mindsets of visitors to a destination, Venice is one of the most successful tourists’ destinations that have come up and is rising every year. Ruskin, J (2017). 
Venice is a consumer demand of people wanted to visit the destination because of its image it creates. It is a synonym for beauty, architecture and unique atmosphere. Visiting Italy there have been witnesses of unstoppable haemorrhage of inhabitants as their abandoned home have been converted for the purpose of tourism as the demand is increasing. This have been taken place in many other cities such as Barcelona, Prague and Krakow too, this is where mass tourism crushes everything that is not of direct benefit to it. Statistics are incredible in Venice with tourists, but lately cruise ships alone are an issue. Ruskin, J. (2017). With one ship brining 3,500 passengers and 1,000 crew, who then do not generate any profit to the city itself as they don’t stay in the hoteliers, they don’t ear in the restaurants and spend little time in the museums. With the cruise ships able to bring up to 35,000 tourists per day to Venice, this is negative for the city’s monuments with the ricks of destructive effects in St Marks Square. These huge cruise ships are washing away the material from the city’s foundations, accelerating their corrosion and weakening the stability of its underwater structures.
Another example is Stonehenge, it optimises the visitors understanding of significant heritage and its characteristics. It is small but mighty where Stonehenge impresses crowds with the shaping and size of the stones with some of its monuments aligned with the Summer and Winter Solstice. But this prehistoric site is the victim of its own attractiveness. You can’t escape the commercialisation of this place and the crowds of fellow enthusiasts, Rabbie (2018).  Stonehenge deprives of its authenticity, it was covered by conservation protected in 1882 and work was carried out in 1900-1960 for transformations, this went so far that English Heritage association announced an intention to revise the attraction. Currently, tourists would not come to visit Stonehenge to admire the ‘giant stones’ as there was a decision made to erect a pavilion to explain the history of the place using multimedia. In consequence, the authentic site will be replaced with a simulacrum which, in an accessible and visually friendly form, will offer information on the Stone Age to anyone interested in it. Stonehenge was commercialised and to recreate a storyline with the history behind it, Ruskin, J (2017). 
1.6 Key Bodies/Government 
To support these attractions, key bodies and governments are involved in culture and heritage industries. The UK Government is responsible for heritage in England, it has the role for promoting and supporting the heritage sector across the UK but also promoting it abroad with a number of policies and programmes that benefit the sector across the UK. Referring to, Glen, J (2017) these include tax reliefs and incentives, funding from the UK-wide sale of National Lottery tickets, the UK City of Culture programme, the GREAT campaign and the promotion of UK cultural exports. Visit Britain also promotes the UK as a tourist destination and the government is responsible for the Heritage Lottery fund. However, Scotland, Wales and Northern Ireland are under policies and support of the Scottish Government, the Welsh Government and the Northern Ireland Executive. They all work very closely with the UK government to any of the international issues relating to heritage and culture or any other matter of mutual interest. 
In Wales, UNESCO is an organisation that ensures culture takes a rightful place in development strategies and processes, they do this by introducing a UNESCO three-pronged approach: it spearheads worldwide advocacy for culture and development, while engaging with the international community to set clear policies and legal frameworks and working on the ground to support governments and local stakeholders to safeguard heritage, strengthen creative industries and encourage cultural pluralism. UNESCO. (2019). In Wales there are six main UNESCO sites which are: Pontcystllte Aqueduct and Canal, Blaenavon World Heritage Site, Caenarfon Castle, Harlech Castle, Beaumaris Castle and Conwy Castle, Visit Wales. (2019). 
Along with UNESCO, Cadw is a Welsh Governments historic environment service working for an accessible and well protect historic environment for Wales. Cadw conserve the Welsh heritage helping the people understand the history and care about it along with sustaining the distinctive characteristics Wales holds. Cadw is a Welsh word meaning ‘to keep’ or ‘to protect’, Cadw (2019).  Many culture and heritage sites are relatively owned by the government of the UK, but you can get some sites that are privately managed. There are heritage sites that can be joint and managed public-private partnerships. 
The public ownership is controlled by the government of that country, an example is the British Museum of UK is dedicated to the history, culture, human history and legacy of the country. It preserved almost 8 million pounds of works in different criteria being a place for researchers holding experiments of scientist and books. But this attraction does attract students and some families too. This museum is a national asset of the UK.
Furthermore, the private ownership is controlled privately. There are several privately owned sites in the UK. For example, according to Essays, UK (November 2018) British Academy of Arts is one good example, it is dedicated to delivering the culture of this country as well as arts through different programs such as; exhibitions, arranging events, seminars and campaigns. It holds pride, history and honour of the country. as they are controlled by a private ownership the owner still has to follow the rules and regulations that are imposed by the Government. 
1.7 Authenticity 

Authenticity is a trend that have been identified to refer to the search for something real, original or authentic. Authenticity can be in a service, product or an experience. Being Authentic is something the older generation and more upmarket younger consumers have had an interest in, but now it is applying to a cross section of society and is likely to increase among the population of developed markets as accessibility to knowledge and information continues, Ram, Y et al (2016).

Destinations market their cultural tourism on the theme of authenticity, an example from Visit Britain (2010) this is the 100% Pure New Zealand campaign which was launched in 1999. It changed and evolved, but still aims to make New Zealand one of the most desirable destinations in the world for our target market. However, niche opportunities are now becoming mainstream as the visitors are staggering away from wanting a service to wanting an experience on the basis of how ‘real’ or how authentic the experience feels for them. Another term for tourist experience is the concept of ‘staged authenticity’ between the tourist and the attraction there is interaction which involved some staging or contrived setting, and this blocks the possibility of an authentic experience. 
1.8 Restoration and reconstruction
Being Authentic relates to restoration and reconstruction of the sites as lot of building in different countered need major restoration, reasons for this is that the situation can be broad and in result of: human activity, nature disasters, natural aging. Problems can be caused by storms, floods, fire or explosions, it is complicated to do any restoration of architectural monuments as they are imposed with restrictions by Cultural and Historical Monument Protection Committees which limit the technology of a reconstruction and give a preservation obligation to the internal and external appearance of the historical building, Kareeva, D. (2017).
1.9 Interpretation
Interpretation is part of two forms, one is a passive form which includes signs, exhibitions and audio visuals and an active from which involved historical plays, role plays and recreated sets. Relating to theory from Tilden in his 1957 book "Interpreting Our Heritage", Freeman Tilden defined six principles of interpretation: 
1. Any interpretation that does not somehow relate what is being displayed or described to something within the personality or experience of the visitor will be sterile. 
2. Information, as such, is not Interpretation. Interpretation is revelation based upon information. But they are entirely different things. 
3. Interpretation is an art, which combines many arts, whether the materials presented are scientific, historical or architectural. Any art is in some degree teachable. 
4. The chief aim of Interpretation is not instruction, but provocation.
5. Interpretation should aim to present a whole rather than a part and must address itself to the whole man rather than any phase. 
6. Interpretation addressed to children (say up to the age of twelve) should not be a dilution of the presentation to adults but should follow a fundamentally different approach. To be at its best it will require a separate program. 
Taking the approach from Tilden, the question is arising about whether tourists want to be taught or not as they are arguably looking for experiences and might be only interest in historical reality. Interpretational measures can involve senses and encourage active questioning and participation on the part of the visitors. Many culture and heritage attractions have successful interpretation techniques as technology is now becoming more advance, Richards, G (1996).
2.0 Conclusion 
This report presented a practical overview of culture and heritage tourism using examples which illustrate and demonstrated the way culture and heritage tourism have been influenced by ‘commodification & commercialisation’ along with other trends. It is shown that it is necessary to identify the underlying mechanisms of cultural heritage attractions. From practical perspective, commodification seems to be a huge self-propelling machine which, once triggered, is unstoppable. People inhabiting such a constrained time-space are unwilling to reflect on the past and on the future. Ruskin, J (2017) states throughout, we have established cultural heritage is important to all having positive economic and social impacts. It helps build a brand image for the country and internationally along with-it supporting culture and helps renew tourism year on year. 
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