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The land of us Iranians, with 
our ancient civilizations and 
traditions, is a cradle of wis-
dom and mysticism, steeped in 
stories and legends, renowned 
for its poetry and literature, 
and possesses millennia of ex-
perience to draw on. For this 
reason, the realm of public di-
plomacy stands out as a golden 
opportunity for us. But what ex-
actly does this buzzword mean?
In today’s world, power is no 
longer just about technology, 
the economy, or military might; 
more than anything, it boils 
down to winning hearts and 
minds. It’s about being liked 
by people around the globe — 
not making them fear you, nor 
merely earning their respect, 

but rather making them want 
to follow in your footsteps. This 
is precisely the essence and 
function of public diplomacy: 
building up a human, cultural, 
and inspiring image of national 
identity in the eyes of outsiders. 
This is not achieved by rolling 
out official statements or grand 
speeches, but by showcasing 
tangible and appealing experi-
ences — from film, cuisine, and 
music, to conversation, interac-
tion, academia, media, tweets, 
poetry, and friendship.
Ancient tales recount how the 
Greeks, after years of military 
setbacks, came up with a wood-
en horse, packed it with soldiers, 
and handed it over to Troy as a 
peace offering. The Trojans fell 
for it and brought the alluring 
statue inside their walls. Once 
night fell, the soldiers slipped 
out of the horse and took over 
the city without a fuss — a si-
lent, yet decisive and clever as-

sault. This, in a nutshell, is what 
today’s soft war is all about.
Public diplomacy — the mod-
ern-day Trojan Horse — has 
turned into one of the most 
powerful tools for gaining in-
fluence and pulling off blood-
less victories. The term was 
first coined in the 1960s by Ed-
mund Gullion, a distinguished 
diplomat and professor at 
Tufts University. He realized 
that official diplomacy alone 
didn’t cut it when it came to 
influencing other countries; 
one had to make use of cul-
ture, media, and communica-
tion sciences as well. In the 
1990s, Joseph Nye picked up 
the baton and tied this idea to 
the concept of soft power. Ac-
cording to him, public diploma-
cy is about shaping the identity 
and choices of people in other 
countries through values and 
culture, not threats or force. 
In other words, it’s a kind of 

voluntary surrender and com-
pliance.
A broad classification of public 
diplomacy includes the follow-
ing branches:
1. Cultural and identity diplo-
macies
• Cultural diplomacy: art, litera-
ture, language, traditions
• Culinary diplomacy: food, 
cooking, table etiquette
• Religious diplomacy: inter-
faith dialogue, spiritual coexis-
tence
• Memory diplomacy: leverag-
ing history, heritage, and lumi-
naries
• Fashion and design diploma-
cy: fashion as a visual language 
of culture
2. Communication and media 
diplomacies
• Media diplomacy: storytelling 
through media
• Digital diplomacy: social net-
works and cyberspace
• National branding: building 

up a positive image of the coun-
try
• Musical diplomacy: express-
ing identity through music
• Cinema and entertainment 
diplomacy: film, series, video 
games
3. Exchange and people-to-peo-
ple diplomacies
• Educational diplomacy: stu-
dent exchange, scientific coop-
eration
• Exchange diplomacy: travel, 
festivals, workshops, events
• Sports diplomacy: global com-
petitions, national athletes
• Urban diplomacy: city-to-city 
interaction
• Tourism diplomacy: attracting 
tourists to get across culture
4. Developmental and techno-
logical diplomacies
• Scientific diplomacy: research 
and technological collaboration
• Technological diplomacy: ex-
porting technology, startups
• Environmental diplomacy: 
climate and green cooperation
• Health diplomacy: sending 
doctors, vaccines, and medical 
services
• Infrastructure diplomacy: 
building projects in target 
countries
5. Crisis and humanitarian di-
plomacies
• Humanitarian diplomacy: di-
saster relief, global aid
• Migration and diaspora diplo-
macy: engaging with Iranians 
abroad
Public diplomacy is not a cul-
tural luxury; it is a security ne-
cessity. In a world where nar-
rative trumps reality, countries 
cash in on storytelling and im-
age-making to buy themselves 
economic clout, influence, and 
even peace. In this arena, if you 
don’t get your story out, oth-
ers will put their own spin on 
it — often with hostility and 
distortion. If nations want to be 
beloved, powerful, and secure 
in tomorrow’s world, they must 
step onto the public diplomacy 
stage today — not just to be 
heard, but to make an impact. 
In this journey, nation-branding 
is a main artery: it’s the story a 
country tells the world about 
itself. If told right, that story 
can open the door to countless 
opportunities.

Terminology of public diplomacy
Trojan Horse of power

Interdisciplinary researcher
By Mohsen Sohani

A N A L Y S I S
E X C L U S I V E

In today’s world, 
power is no 
longer just about 
technology, the 
economy, or military 
might; more than 
anything, it boils 
down to winning 
hearts and minds. 
It’s about being 
liked by people 
around the globe 
— not making 
them fear you, nor 
merely earning 
their respect, but 
rather making them 
want to follow in 
your footsteps. 
This is precisely 
the essence and 
function of public 
diplomacy: building 
up a human, cultural, 
and inspiring image 
of national identity 
in the eyes of 
outsiders.

Iranian President Masoud Pezeshkian 
(C) talks to the people during a visit to 
the shrine of Lady Masoumeh (PBUH) 
in Qom, central Iran, on May 5, 2025.
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People pose for a picture next to a mural depicting Qassem Soleimani, the slain Iranian commander of the IRGC’s Quds Force, in 
Caracas, Venezuela, on January 6, 2024.
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Iranian Culture Minister Abbas Salehi (2nd-L) and his Iraqi counterpart, Ahmed Fakak Al-Badrani (3rd-L), pose for a photo at Iraq’s 
special pavilion at the 36th Tehran International Book Fair (TIBF) on May 10, 2025.
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