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A B S T R A C T   

Drawing on interviews with twenty tourists at the National Wallace Monument in Stirling, Scotland, this case 
study uses the concept of personal nationalism to understand how national identity is interpreted and 
communicated in personal and (post) tourist space. It uses a narrative analysis of domestic and international 
tourists’ experiences to realise how heritage tourism sites could benefit from understanding individual meanings 
of a nation. The research reveals personal nationalism is characterised by inclusion, interaction and individu
alisation. Participants consolidate their personal nationalism by connecting with and on behalf of others as well 
as through various ways of belonging, and by interpreting their experiences in relation to their families. The 
findings represent a nuanced articulation of the role of tourism in the appropriation of national symbols, myths 
and values by tourists at a national heritage site. The study offers an alternative perspective on the relevance of 
what cultural producers convey to tourists.   

1. Introduction 

This paper examines the role of tourism in personal nationalism by 
considering how individuals interpret and communicate nationhood 
through stories of their visits at the National Wallace Monument. 
Drawing on interviews with domestic as well as international tourists, 
this study conducts an interpretive examination of experiences at a 
heritage site, located in Stirling, Scotland. An emphasis is placed on the 
participants’ own reconstruction of their experiences through the 
interview design to ensure an emic and narrative perspective. Analysing 
the content of their stories offers an opportunity to determine aspects of 
personal experience the storyteller has identified as significant and of 
note. The narrative approach adopted here is based on thematic analysis 
and analytic induction (Spiggle, 1994). Importantly, narrative analysis 
is a method of inquiry recognised by scholars as providing rich, empir
ical material and insight and offers an alternative way of understanding 
tourist experiences (Mura, 2015; Woodside & Megehee, 2009). 

The rationale of the research case study is threefold. First, despite 
calls for research to place a greater emphasis on understanding indi
vidual meanings to fully comprehend the association between tourism 
and identity (Brown & Ibarra, 2018) an individual interpretation of how 
a nation is understood and personally communicated is limited (Eden
sor, 2000; Jaworski & Pritchard, 2005; Marschall, 2017). While re
searchers have considered the role of nationalism at heritage sites (e.g., 

Chronis, 2005; Chronis, Arnould, & Hampton, 2012; Palmer, 2005; 
Park, 2010, 2011), showing how identification with a nation can in
fluence the way in which tourists collectively think and behave, an in
dividual understanding of selfhood in tourism has received less 
attention. Second, studies on heritage tourism have typically examined 
cultural producers’ choice of material displayed without reflecting on 
the differential interpretation of such information by the audience 
(Hughes, Bond, & Ballantyne, 2013). Third, this study was conducted 
against a backdrop of renewed interest in Scottish national identity, in a 
city synonymous with Scottish nationalism (Soule, Leith, & Steven, 
2012). By using a specific context, this research offers insight into the 
continuities of tourists’ experiences of national identity in tourist space 
and everyday life, with implications for a multi-dimensional commu
nication approach for heritage sites. 

2. Literature review 

2.1. National identity in tourism 

Heritage tourism is central to maintaining and promoting a nation 
and is inextricably linked with experiencing both tangible and intan
gible remnants of a nation’s past (Palmer, 1999; Park, 2010). A nation is 
constructed from its history that creates a sense of place (Durie, Yeoman, 
& McMahon-Beattie, 2006). Symbols and stories can shape our sense of 
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who we are, and historical myths take on greater significance with the 
distance of time, space, place and people (Smith, 1986). Nationalism, in 
its broadest sense, is the unity derived from historic territory and a 
common, civic culture (Smith, 1991). National identity can be viewed as 
how the nation is understood, characterised and conveyed to nation 
members and others. Concepts that make a nation distinguishable, 
including flags, parades, anthems and heroes reflect a shared national 
identity. Cultural producers include or exclude interpretations in their 
own construction of a unified nation, offering dominant accounts of 
history, as well as politicising fables and legends (Edensor, 1997a, 
1997b; Park, 2010, 2011). Spectacular and memorable tourist experi
ences associated with a nation may elicit a surplus of emotion and 
related performances as well as being memorable for those taking part 
(Billig, 1995). However, less is known about how individuals interpret, 
give meaning to, and express their own interpretation of nationhood in 
relation to the self. 

There are a variety of competing paradigms on the ideology of a 
nation, offering different perspectives for tourism scholars to examine 
and cultural producers to employ. For example, primordialists (Smith, 
1998) are proponents of the view that national identity relates to a body 
of people who are part of a group; their connection to a nation is spiritual 
or mythical, where a sense of self is inescapably associated with blood, 
kinship, language and tradition (e.g., Geertz, 1973). This interpretation 
of national identity suggests the nation is not a social construct and any 
change to the historical depiction or interpretation of the nation is 
considered meaningless. In this regard, nation members are merely re
cipients of a shared national identity. This collective understanding and 
communal position are also important to perrenialists. In differentiating 
one nation from another, perrenialists emphasise the inter-relationship 
between how history is represented, and a national identity (Bell, 
2003). Such a perspective is useful in understanding ‘in group’ and ‘out 
group’ identity in tourism studies (see Park, 2010). 

Conversely, modernists posit that national identity relates to an 
‘imagined community’ (Anderson, 1991) where a shared cultural code 
exists amongst members of a nation who are never likely to meet one 
another. This ‘invented tradition’ has been attributed to class, where 
national myths perpetuated by industrialists and elites legitimise the 
status quo (Hobsbawm & Ranger, 1983). For postmodernists (see Smith, 
1998), how stories pertaining to national identity are formed and 
disseminated shape how the nation is imagined. Importantly, such 
perspectives emphasise the significance of a collective national com
munity to which members belong. Knox (2006) contends that heritage 
tourism focuses on, ‘what it means or is to be part of that nation’ (p.196), 
highlighting the importance of belonging and attachment through col
lective memory (see also Packer, Ballantyne, & Uzzell, 2019). However, 
as Verdery (1996) notes, national identity is personal as well as social. 
An individual not only understands the nation in relation to others, but 
also connects to the nation as part of their self-identity. In doing so, 
individuals ‘draw upon the differing identities available to them to 
construct their own sense of self and how they fit in’ (Palmer, 1999, p. 
314). 

2.2. Personal nationalism 

Yet exploring the individual importance of nation, and nation to self, 
is difficult; it is far less complex to explore how a nation is portrayed 
through examining emblematic structures (Hearn, 2007). This view is 
exemplified through existing tourism studies that tend towards illus
trating variances and inconsistencies of shared memories in relation to 
regions, religions, and nation building, in addition to examining the 
schema of those who own and manage heritage sites (e.g., Packer et al., 
2019; Palmer, 2005; Park, 2010, 2011; Zhang, Xiao, Morgan, & Ly, 
2018). Although the individual significance of the nation is more varied, 
understanding how national discourses are understood and communi
cated by individuals to ensure their unique meaning requires further 
research; notwithstanding individual perceptions will be influenced by 

social, cultural and political experiences as self and social identity are 
undoubtedly intertwined (Bond & Falk, 2013). 

Personal nationalism is ‘the association that individuals make be
tween themselves and the nation’ (Cohen, 1996, p. 802). Observing that 
individuals are not simply members of a nation, Cohen suggests we are 
‘preciously individualistic’. This supports the view that rather than un
derstanding how meanings associated with the nation are conveyed by 
cultural producers, there is a need to examine how cultural forms enable 
the construction of ‘identity’ in relation to the ‘nation’ (McCrone, 1992; 
McIntosh, Sim, & Robertson, 2004). Further, to understand the personal 
significance of the nation, Hearn (2007) suggests that national identity 
should be explored through structures and contexts in which the self and 
the social interact. While Palmer (2005) has considered how the role of 
heritage sites facilitate the way in which tourists experience their na
tional identity, her study explores and analyses the concept of identity in 
relation to Englishness as a social construct. 

Cohen (1996) recognises the nation as only one of many means of 
articulating a self. He argues that the nation is politicised where a col
lective or shared view is imposed and suggests individuals interpret and 
personalise how a nation is characterised. Individuals play a variety of 
roles as well as nation-state member, e.g., grand\parent, professional, 
sister, neighbour, and the self is in continual process (Goffman, 1973). 
This means individual perceptions of the self and how this is expressed 
will evolve and be influenced by life changes and particular events, 
including tourist experiences. While appreciating that both political and 
cultural factors will impact on individual perceptions of the nation, 
there are calls for further research to investigate the relationship be
tween the nation and identity, as well the contexts in which national 
identity is drawn upon to construct and express an aspect of self (Layder, 
2006; McCrone, 1992; Palmer, 1999). 

2.3. Context 

The 150th anniversary of the opening of the National Wallace 
Monument in Stirling, Scotland, was commemorated throughout 2019. 
After a brief period of closure for refurbishment, the National Wallace 
Monument was re-opened to reveal the redesign of the three exhibition 
rooms inside the monument itself, ‘telling the story of William Wallace 
better than ever before’ (Mair, 2019). In commissioning the remodel
ling, Stirling District Tourism who managed the site, intended three 
important messages to be conveyed to tourists: emotional (the spirit of 
Wallace and his bravery), historical (the significance of the Wars of In
dependence and the Battle of Stirling Bridge) and physical (the land
scape, the setting of the Abbey Craig). This messaging was outlined in 
Stirling District Tourism’s design brief which was disclosed to the re
searchers. As with other sites of commemoration, the National Wallace 
Monument contributes to personal and shared memories and identities 
(e.g., Packer et al., 2019), but with a particular focus on one character. 

Rebel, legend, freedom fighter, patriot, martyr, Guardian of Scot
land, enigma, commoner, and son of nobility, depict roles ascribed to 
William Wallace. Each characterisation tells a different story, offering 
political and cultural interpretations of the scant information of one of 
Scotland’s most infamous heroes. Wallace has also been immortalised as 
‘Braveheart’. This Hollywood film creation offers a romantic if histori
cally inaccurate and mythical version of events, albeit one that has been 
lucrative for Scottish tourism (Martin-Jones, 2014). Edensor (1997b) 
has explored how attitudes towards the positioning of William Wallace 
can act as a political gauge. Politicians, as well as social commentators, 
continue to capitalise on Braveheart in promoting a particular view of 
the Scottish nation and its future direction. Such observations focus on a 
collective national identity. What is less well known is how domestic and 
international tourists draw on their own experiences of the National 
Wallace Monument to interpret, give meaning to and express their own 
sense of the Scottish nation in relation to the self. This is the focus of this 
study. 
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3. Methods 

A qualitative approach has been chosen for this research as it is 
recognised as offering an understanding of phenomena that is embedded 
within tourists themselves (McCabe & Foster, 2006). This study employs 
a narrative analysis of stories created by tourists following their expe
riences of the National Wallace Monument. Narratives are both an 
interpretation of events and a forming of the storyteller’s reality (Boje, 
1991). Tourists create their own stories, and these narratives are rec
ognised as an important way in which they relive memories, and give 
meaning to episodic events (Moscardo, 2010). The framing of a tourist’s 
story reveals not only an understanding of their experience, but also 
what is important to them as individuals (Woodside, Cruickshank & 
Dehaung, 2007). Further, what is recalled and (re) told at any specific 
time is aligned with, and influenced by, a contemporary sense of self 
(Marschall, 2017). Narrative analysis was therefore considered a suit
able method to examine how tourists (re)create stories of their National 
Wallace Monument experiences, to explore how their own noteworthy 
and meaningful moments informed an understanding of how their per
sonal nationalism was expressed. 

Between April 2019 and October 2019, interviews were conducted 
using a variety of sampling techniques. This was with the aim of 
recruiting diverse, distinct and purposeful participants, as well as 
securing the inclusion of local to the area, domestic (UK) and interna
tional tourists. Twenty tourists including those with annual card mem
bership of the National Wallace Monument were interviewed (see 
Table 1). The sampling approach was designed to ensure different types 
of tourists were represented (e.g., inter-generational families, couples, 
individuals, part of tours, repeat visitors), from a range of countries and 
with a diversity of age, occupation, gender and historical understanding 
of William Wallace. Given this purposive approach, the tourists were 
initially spoken to in person (or, for the National Wallace Monument 
annual card members, contacted via email) and asked some identifying 
questions such as nationality, tourist category and prior knowledge of 
William Wallace. Following this initial screening, the overwhelming 
majority of participants were willing to take part in the study and were 
chosen based on their purposefulness and availability. 

To collect data, there were ten visits to the site across six months 
(different days and times) that included ‘systematic lurking’ (Park, 
2010) and note taking, as well as recording images inside the monument 
and of the surrounding area. This was to allow the field researcher to 
become immersed in the experience offered by National Wallace Mon
ument. Tourists were approached to take part in an interview, and these 

were conducted in the Gatekeeper’s Lodge positioned at the entrance to 
the monument. Those with annual card membership of the National 
Wallace Monument, who typically had a Scottish and\or local profile 
and were repeat visitors, were invited to share their experiences via 
telephone\Skype at a time convenient to them. This was with a view to 
capturing stories that were distinct to those tourists travelling only for 
the day. Other secondary materials were also gathered to triangulate 
data as suggested by Yin (2018). This included reviewing the National 
Wallace Monument website, social media posts and marketing re
sources. Further, a series of evening lectures organised by those man
aging the site, as well as private guided tours by the Marketing Manager, 
offered insight into how the history of William Wallace was 
communicated. 

The university ethics panel of the first author approved the study. A 
condition of such permission required a completed consent form from 
each participant, as well as a detailed information sheet to be given to 
those taking part in the research. In addition to ensuring anonymity and 
confidentiality at the beginning of the interview, participants were 
informed that they could withdraw from the study at any time. 

Martin (2010) observes that asking direct questions is not the most 
effective way of understanding tourist experiences. Rather, by employ
ing a less structured approach to interviews, the underlying meanings 
and complexities of tourist accounts can be revealed (Prayag & Ryan, 
2011). Consequently, a single broad question was used at the beginning 
of the interviews: ‘can you tell me about your (last) experience of visiting 
the National Wallace Monument?‘. After this initial question, the 
interview was prompted only by specific areas of interest to the partic
ipant. This was to support and enable the participants to reconstruct 
their own experiences, rather than imposing an etic perspective. On 
average, the interviews with tourists on-site lasted on average 20 min 
and Skype or telephone interviews (with those in receipt of annual card 
membership) varied between 15 and 40 min. All were audio-recorded 
and transcribed, and data collection was sufficient to ensure satura
tion (Guest, Bunce, & Johnson, 2006). The data enabled the researchers 
to derive varied and detailed insights from the participants’ story (re) 
telling and narrative (re)interpretation of their experiences associated 
with the National Wallace Monument. 

Mura (2015) notes that three different perspectives have been 
adopted by tourism scholars in relation to the study of narratives. Firstly, 
there is a body of extant studies on narrative as an object of inquiry e.g., 
exploring tourists’ narratives before, during and after their experiences. 
Secondly, narrative inquiry can be used as a method (e.g., exploring 
narrative as text such as transcripts or blogs to understand tourists’ 
perspectives). Lastly, narratives can be considered as a product of in
quiry e.g., academic articles that are culturally and socially situated. 
This study adopts the second of these perspectives i.e., narrative as a 
method of inquiry and, following Spiggle (1994), employs thematic 
analysis and analytic induction to understand the essence of the narra
tives, giving primacy to the nation in relation to selfhood. In order to 
determine the diverse types of stories and their relationship to personal 
nationalism, this analysis comprised discrete stages of categorisation, 
abstraction, dimensionalization, comparison, integration, iteration and 
refutation. 

The first stage of the analysis began with the process of coding to 
classify key categories. For example, locating data that illustrated a 
priori themes such as national identity perspectives. Emergent themes 
were also noted e.g., how understanding national identity enhanced 
family relationships. Building on this categorisation, abstraction was 
used to group codes into more general concepts e.g., the role of women 
in history, patriotism and heritage, legacy and education, and inclusiv
ity. Abstraction preceded the comparison phase that examined similar
ities and differences in responses between different types of participants 
e.g., local, domestic and international tourists. Different dimensions 
were then characterised and explored, e.g., varying degrees of desire to 
‘belong’ or ‘fit in’. Axial and selective coding was then employed to 
integrate data with theory, mapping connections between concepts e.g., 

Table 1 
Sample demographics.  

Pseudonym Member Age Gender Occupation Domestic 
\International 

David Yes 40 M Events Local (Stirling area) 
Edith Yes 32 F Education Domestic (UK) 
Mary Yes 58 F Finance Local (Stirling area) 
Sean Yes 34 M Tourism Local (Stirling area) 
Alfred Yes 72 M Retired Local (Stirling area) 
Jasmin Yes 28 F HR Services Domestic (UK) 
Maisie Yes 68 F Retired Local (Stirling area) 
Patricia Yes 32 F Student International 
Jon No 58 M Construction Domestic (UK) 
Veronica No 80 F Retired International 
Barbara No 70 F Retired International 
Ron No 32 M Engineering International 
Delia No 33 F Civil service International 
Mona No 39 F Education International 
Ross No 45 M Government Local (Stirling area) 
Elizabeth No 50 F Education Domestic (UK) 
Brandon No 26 M Student International 
Andrew No 46 M Health Local (Stirling area) 
Aidan No 36 M Media International 
Ian No 31 M Government International  

J.S. Tinson and M.A.J. Saren                                                                                                                                                                                                                



Tourism Management 93 (2022) 104612

4

perceptions of the Braveheart movie and inter-relationships between 
authenticity of place, self-identity expression and national ideologies. 
Such inferences involved an iterative process, with the authors going 
back and forth through the narratives to aid induction. Lastly, refutation 
required the researchers to be sceptical of their interpretation by seeking 
examples that would disconfirm emergent analysis. 

Finally, as Billig (1995) notes, it is often assumed that researchers 
belong to a world of ‘point-zero nationalism’, yet the experiences of the 
researchers will influence the way in which the tourists’ stories of their 
experiences are interpreted. Born and raised in Scotland, with Scottish 
\Polish heritage, the first author holds both insider and outsider posi
tions in Scotland. The second author, with Scottish\Russian heritage, 
has lived in England for over 30 years and engaged with this project as 
though studying both a home and a foreign country. While the authors’ 
partial outsider positions afforded a more objective analysis of personal 
nationalism, it is acknowledged that had the research been conducted by 
an insider, a non-national and\or by a multi-lingual researcher, the 
stories of the tourists (subsequently retold by the researchers) may have 
been altered and could have revealed a different aspect of their 
experiences. 

4. Findings 

4.1. Creating personal connections with and for others 

All the participants offered a rationale for their visit and their mo
tives included exploring historical interests (education), being part of a 
tour or friend group, entertainment, curiosity, demonstrating nation 
pride, hedonism, as well as making sense of the past. In this regard, the 
findings were consistent with those identified in previous studies (see for 
example: Calver & Page, 2013). However, the analysis also revealed how 
those participants local to the area thought it significant and noteworthy 
in recalling their experiences that their visit allowed them to engage 
with others on site as well as in everyday situations. For example: 

There were several women in a group I was [talking to]. They were 
American and they didn’t really know much about Wallace. I told them 
about the Suffragettes breaking the cabinet [smashing the glass] con
taining the Wallace sword to bring attention to their cause [in 1912]. The 
Americans loved that story … it ties into freedom, but it’s also making 
Wallace relevant for them as women. Sean, annual card member. 

Braveheart, you can say what you like about it. It brought Wallace to the 
people. Everybody now knows who Wallace was and why he is so significant 
to Scotland. I was in Moldova watching Scotland [playing football] getting 
involved in a conversation with a Moldovan guy who watched Braveheart, 
and he wanted to know the true story, so I told him. And that’s somebody in 
Moldova! Ross, local tourist. 

It can be inferred that local participants interpreted and expressed 
their personal nationalism as a way of creating a connection for and with 
others. The importance attributed to their experience manifests here as 
being inclusive rather than reinforcing national boundaries (Lloyd, 
2014). This inclusion is achieved using different approaches. For 
example, reverse valuation is exemplified in relating the past to the 
present (Chronis et al., 2012) by connecting William Wallace to the 
Suffragettes. This illustrates not only how multiple themes and stories 
can be offered at the same destination (Moscardo, 2010), but also shows 
how nation-related material is made meaningful by local participants on 
behalf of others. Participants can also be seen as viewing their self in the 
role of educator on and off-site, and it appears to be important to convey 
their understanding of the nation in a way that others can relate to, 
regardless of distance travelled or location in which connections are 
made. 

Further, although the authenticity of the Braveheart movie is ques
tioned, it affords opportunities to involve others in the interpretation of 
the story of William Wallace in everyday life e.g., while watching 
football. This example also illustrates the continuities of visiting the 

National Wallace Monument in mundane situations. What is recalled 
and (re) told in this context aligns with a national ideology that is a 
dominant aspect of selfhood, reflecting values that contribute to an 
expression of self. The reference to ‘the true story’ of Wallace shows how 
a primordial perspective (Geertz, 1973) has been adopted in expressing 
personal nationalism. This outlook is one where individuals are simply 
recipients of a shared national identity, where there is only one version 
of historical events. As the lens through which local participants make 
individual sense of a nation is shown here to be influenced by their own 
national ideology, the intertwining of self and social identity in relation 
to personal nationalism is underscored. 

4.2. Ways of belonging 

While the motives of international participants visiting the National 
Wallace Monument were often associated with their appreciation of and 
affection for the Braveheart movie, there were also participants who 
were altogether unfamiliar with William Wallace. These participants 
revealed they were curious about the imposing 67 m tall icon that stands 
on top of the Abbey Craig, and either stopped to investigate further or 
were part of a tour group exploring Scotland. However, rather than 
connections being made on their behalf, in recalling what was notable 
about their visit, these international participants can be seen to convey 
their own sense of self and how they belong or fit in: 

I’m generally interested in history and William Wallace is quite a popular 
Scottish figure. I’ve seen Braveheart, I mean I loved the movie, it’s one of my 
favourite movies. There’s actually a picture of Mel Gibson inside [displayed 
in the National Wallace Monument] … so I would definitely say that 
[Braveheart] motivated me to come here [and shows the researcher how 
she re-enacted a scene from the film during her visit by lifting her arm in 
the air as if holding a sword aloft], now I can truly say ‘freedom!‘. Patricia, 
international tourist. 

I like history. I don’t study, I don’t memorise dates. I just love reading 
fictional history. It tells the story of what it was like and what they wore and 
how people lived. I like people and I like to know about people, and I like the 
history. And I like to talk to people about history. I like sacred spaces. I like 
walking in the footsteps of other people. Veronica, international tourist. 

International participants were performative or interactive in mak
ing sense of William Wallace and his national significance in the stories 
told by cultural producers. This could be considered as tourist ‘work,’ 
perhaps expected as part of a tourist visit and motivated by a desire for 
self-identity expression (Edensor, 2000). There is evidence of a 
halo-effect of warmth for Wallace because of the film (Kotler & Gertner, 
2002) and meaning is given to their experience through authenticity of 
place (Buchmann, Moore, & Fisher, 2010). International participants 
also formed their own connection to the nation by drawing on their own 
historical knowledge and travel experiences and personalised their visits 
through performance. These memories can be seen as being actively 
reconstructed from a variety of sources (Marschall, 2017). International 
participants’ personal interpretation of the nation is expressed through 
bodily involvement and enactment (Chronis, 2005). Here, they imagine 
William Wallace through modern myths (Nimmo & Combes, 1980) as 
well as engaging in the creation of their own tourist moment (Cary, 
2004). 

However, ways of belonging were not only transitory or short-lived 
as outlined above, but also could indicate a desire to be permanently 
recognised as a member of the nation. International participants often 
referred to themselves as diaspora, imagining a community to which 
their ancestors belonged. On occasion their motive for visiting Scotland 
was to research their genealogy, and their personal nationalism reflected 
their aspiration to be considered Scottish. Interestingly, this yearning to 
be considered a nation member was not limited to international par
ticipants. In the following extract, Jon proudly demonstrates his own 
permanent commitment to Scotland, a thistle tattoo: 
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I’ve always had a fascination with Scotland, I love it. This is about my 
third time in Scotland in the last five years. I love everything about 
Scotland. This is my … [shows the researcher a tattoo of a Scottish 
thistle on his upper arm]. 

Researcher: Goodness, that’s commitment to the cause! You being an 
Englishman as well. 

Well, yeah, I’m sure I’m not English, [both laugh]. 

The tattoo reflects a renowned Scottish symbol, reproduced in 
everyday use, which conveys personal and national values (Barthes, 
1972). As Billig (1995) notes, it is a waved or signalled ‘flag’ that is seen. 
The showing of the tattoo is significant in demonstrating a commitment 
and ambition to be ‘interpellated’ as a national subject (Edensor, 
1997a). Such is the significance of ‘being Scottish’, fixed and fluid 
markers of Scottish national identity have become established. For 
example, accent and name illustrate fixed markers, while fluid markers 
include place and length of residence (Kiely, Bechhofer, Stewart, & 
McCrone, 2001). The shared laugh at the end of the story represents a 
‘knowingness’ between the researcher, who has obvious fixed markers of 
Scottish identity, and the participant. Here, there is tacit acknowledge
ment of the boundaries of national identity (Leith, 2012), and in iden
tifying what is important to his National Wallace Monument visit, there 
is an awareness of national ideologies and the complexities associated 
with effecting changes in the self; there is a longing to be an in-group 
member from an out-group position. 

Although it can be surmised that ways of belonging varied in degree 
and commitment for these participants, their visits not only allowed 
them to satisfy their curiosity or engage in performance, but it also 
afforded them an opportunity to situate and convey their self in relation 
to their own interpretation of the nation. 

4.3. Keeping it in the family 

Participants also gave meaning to their experiences of the National 
Wallace Monument in relation to their families. This supports the 
importance of family togetherness and creating memories as contrib
uting to a growing trend in family tourism (Schanzel & Yeoman, 2015). 
Durko and Petrick (2013) observe family tourism can strengthen family 
bonds and improve communication within relationships, but that a 
greater appreciation of the nuances of tourism and family relationships 
is needed to understand how families benefit from their visits in (post) 
tourist space. In this study, the participants often recalled their note
worthy experiences of the National Wallace Monument with specific 
reference to their individual role in the family, e.g., as a parent, 
grandparent, sister, and how these roles typically related to the reason 
for their visit e.g., entertainment, education, learning, and spending 
time together. Participants also reflected on how their memorable ex
periences of this heritage site enhanced their emotional satisfaction (Lee 
& Lee, 2021), revealing intangible values of heritage site visits (Park, 
2011): 

We’ve had a bit of fun because three young men in their kilts who were 
playing bagpipes came upstairs and it was very windy. Their kilts were 
being blown up and they were trying to keep them down [traditionally 
Scotsmen do not wear undergarments beneath their kilts]. They were 
shouting, ‘children, don’t look, don’t look!‘. We’ve had a giggle about it. 
Edith, local tourist 

We took our grandsons to the Monument. The two younger boys are on 
the autistic spectrum. We got up there and it was at the time when an actor 
came out, dressed in old battle clothing and had a sword, and he told a story 
of the battle, and I thought these boys will never sit through this, but they did, 

they were enraptured. At the end, the one who has the most autistic char
acteristics, he went and had his photograph taken holding the sword, and that 
was a huge success of a visit. I just thought that was it was such a gift the 
whole thing just caught the boy’s attention. Mary, local tourist. 

The participants demonstrate that national ‘remembering’ has been 
appropriated in a way that is differentiated from its original context 
(Edensor, 1997a). That is, although tangible symbols of national identity 
(i.e., Wallace’s sword, kilts, bagpipes) are evident in recollections of the 
monument visit, these relate to individual interpretations and meaning 
in the larger narrative of the participants’ own life stories (Moscardo, 
2010). The lived family experiences of this heritage site show that rather 
than supporting a particular ideology of the nation, participants’ expe
riences are made meaningful through different depictions of self and 
familial roles; what is remembered is not the bravery of Wallace and 
how his story shapes the history of Scotland, but rather the participants’ 
emotional connection and shared family occasion, conveying an un
derstanding of the benefits to relationships from being in tourism space. 

While participants’ motives for their visit primarily comprised 
entertainment and spending time together, those local to the area were 
also aware of the publicised recent redesign of the exhibition space. 
Consequently, there was both interest and excitement among these 
participants to observe how the changes inside the monument had 
reimagined the story of William Wallace. While tourism space in both 
language and imagery has tended to privilege the male, heterosexual 
gaze (Pritchard & Morgan, 2000), as part of the 150th anniversary of the 
opening of the National Wallace Monument, two female sculptors were 
commissioned to produce two female sculptures for the Hall of Heroes (i. 
e., the first-floor exhibition space in the monument). The choice of fe
male sculptures was voted for by the public, and their inclusion at the 
monument was to represent and recognise the achievements of Scottish 
females in history. All the other sculptures in the Hall of Heroes are men. 

Reaction to the inclusion of female heroes varied, with not all par
ticipants convinced of their relevance, “I’ve nothing against these heroines 
… but surely there is enough [material] about William Wallace’s lifetime and 
the people he met, the aftermath and what’s happened since his death. Why 
do [the heroines] need to be in the monument?” David, local tourist. 
However, for others, their inclusion was a significant aspect of their 
visit, allowing family bonds to be reinforced: 

I’ve been to monument before and saw all these old men [in the Hall of 
Heroes] fantastic figures, but I thought about how there weren’t any 
women. After the refurbishment I wanted to go again but I waited until my 
sister-in-law was over from France. We went to the monument, and we 
climbed up as far as, I was keen to see the Hall of Heroes. We went and 
climbed as far as that we didn’t get right to the top. I voted for the two 
women [sculptures] in there [the Hall of Heroes]. But it was such a 
climb to get up there. We really enjoyed seeing the women though, and 
[sister] did as well. It’s such a part of our history. Maisie, local to the 
area. 

As Winter (2009) notes, cultural producers are required to update 
how social memories are portrayed in response to varying generational 
needs, and there are growing calls for the tourism industry to reflect 
diversity and offer ‘just representation’ in remembering the past (Bright, 
Foster, Joyner, & Tanny, 2021). For some participants, such represen
tation was an important aspect of their experience; honouring 
under-represented female historical figures, despite the metaphorical 
and physical exertion, was the primary reason for their visit. By 
communicating the significance of ‘being there’ (Brown & Ibarra, 2018) 
and bearing witness to female inclusion, the nation is made individually 
meaningful. Importance is also placed on the various roles of a nation 
member i.e., sister, female, citizen, revealing the multi-dimensional 
nature of identity in tourism space (Bond & Falk, 2013). 
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5. Conclusions 

This study extends the debate and contributes to the development of 
theory relating to the difference between ‘national’ and ‘identity’ at a 
particular heritage tourism site. A focus on tourists’ stories of their ex
periences furthers an understanding of how national identity in relation 
to the self is variously articulated and illustrates how cultural forms 
facilitate the creation and development of an individual and national 
identity (McCrone, 1992) in (post) tourist space. This research illustrates 
that there are multiple perspectives on the interpretation, meaning and 
communication of stories associated with the National Wallace Monu
ment experience and that these are differentially expressed by ‘cultural 
imaginaries’, with each individual conceiving their narrative in their 
own way (Chronis et al., 2012). 

This research also shows that Scottish symbols of national identity 
are used to support national identity claims (Edensor, 1997b) as well as 
illustrating commitment to a nation, but that these can also be repre
sentative of meaningful family occasions in tourist space. There was 
evidence of drawing boundaries of fixed and fluid markers (Kiely et al., 
2001) in a tourism context, pointing to different ideological perspectives 
of tourists themselves. This was often reflected in their ‘self-aspects’ 
which are context and situation-specific (Simon, 1999), and expressed in 
the recollection of their experience. However, a national self is only one 
way in which tourists sought to make their visit meaningful, and mul
tiple roles or selves were interwoven in stories of participants’ visits. 
Braveheart, while recognised as ‘invented tradition’ (Hobsbawm & 
Ranger, 1983) afforded connections with others. Although local par
ticipants viewed the popularity of the film as an opportunity for (re) 
education, international participants were more interested in the indi
vidual appropriation of Braveheart in their experience and the related 
opportunities for performance in the retelling of their own story 
(Moscardo, 2010). 

The findings also raise several managerial implications as well as 
further research opportunities. Firstly, while heritage sites have sought 
to personalise tourists’ experience e.g., through promotion, recom
mendation, augmented reality, and rewards, this study offers an alter
native approach to differentiate content at various stages of the tourist 
journey. Building on the analysis, the following strategies for inclusion, 
interaction and individualisation suggest how a nation can be personalised 
in different situations and contexts in tourist space. Rather than focusing 
on what messages should be conveyed, greater consideration should be 
given to how individuals can connect with materials that reflect their 
personal experience by placing cultural producer narrative in a broader 
context.  

1. To support inclusion, more detail on day-to-day life at that period of 
time should be incorporated and\or parallel historical global events 
identified so tourists can locate how they belong or fit in. Inclusion 
can also be improved through facilitating a connection between 
diverse types of tourists and tourism material\s as this has been 
shown to be beneficial through enhancing a sense of belonging. In 
addition to local volunteer schemes (see Chen, Liu, & Legget, 2019), 
creating value through tourism experiences and between actors 
should be advocated (see examples, Campos, Mendes, do Valle, & 
Scott, 2016). Space should be created on-site to afford organic dis
cussion and debate.  

2. To facilitate interaction, those managing heritage sites should be 
conscious of the inter-connectedness of tourists’ experiences at her
itage sites with everyday life. National remembering can vary from 
its original context, while heightening the meaning of a tourist’s 

visit. As suggested by Bond and Falk (2013) understanding tourists’ 
identity-related needs (e.g., performative, role-related) offers cul
tural producers the opportunity to profile and qualitatively antici
pate the outcome of their experience.  

3. To enable tourists to individualise their experience, it is important 
not to privilege one ideological perspective and to realise that mul
tiple themes do not detract from involvement with the narrative. 
Tourist experiences are defined by their motives, thoughts, beliefs 
and preferences that they bring with them (Hughes et al., 2013). 
Consequently, engaging with equality, diversity and inclusion will 
not only allow for a greater creative and innovative cultural producer 
approach but will also enhance opportunities for tourists to person
alise their visit and inform their subsequent (re)telling of experiences 
e.g., on social media platforms. 

In conclusion, as personal nationalism is likely to vary against a 
backdrop of evolving political and cultural change (Cohen, 1996), this 
narrative approach could be used to explore personal meanings of the 
nation at different heritage sites or in different regions or countries. As 
previous studies have underscored dominant political and cultural 
producer interpretations of a nation, this study offers an alternative 
approach to understanding tourists’ perspectives. Capturing a more in
dividual and nuanced explanation of how nations are interpreted could 
offer insight to enable a more multidimensional and purposive 
communication approach at heritage sites. 

Impact statement 

This study was conducted against a backdrop of renewed interest in 
Scottish national identity, in the city known as the ‘seed-box’ of Scottish 
nationalism. Following the 2014 Scottish Independence Referendum, 
and the overwhelming vote of Scots to remain in the European Union in 
2016, the story of William Wallace and what he represents, collectively 
as well as individually, is particularly pertinent. The positioning of 
William Wallace can act as a political gauge and politicians, as well as 
social commentators, continue to capitalise on ‘Braveheart’ in promot
ing a particular view of the Scottish nation and its future direction. This 
study contributes to a wider cultural debate about what national identity 
is and for whom. While heritage tourism research has focused on types of 
ideological and cultural information conveyed at heritage sites, this 
study offers an alternative perspective on how a nation is individually 
interpreted and given meaning by tourists. 
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