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Abstract
Nation Branding, Digital Media, In the modern era of hyperconnectivity, a nation's digital global image is a

Strategic Narrative Theory, Public ~ critical intangible asset that directly impacts its economic prosperity, political
Diplomacy, Soft Power, Pakistan.  leverage, and socio-cultural influence. This qualitative exploratory study
investigates the evolving digital media strategies and systemic challenges
involved in projecting Pakistan’s international image. Historically, global
media has framed Pakistan through a negative lens of geopolitical instability
and security issues, which severely obstructs its cultural exports, tourism, and

. . oreign investment. To address the lack of a coherent nation-brandin
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framework, this research employs Strategic Narrative Theory to analyze
empirical data gathered from semistructured interviews with 20 key
stakeholders, encompassing government officials, digital diplomats, public
relations experts, media strategists, and travel vloggers. The thematic analysis
reveals a deeply fragmented online identity story characterized by a reactive,
crisis-driven state approach that often conflicts with the authentic, grassroots
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narratives successfully promoted by non-state actors like independent content
creators. Furthermore, significant institutional barriers such as bureaucratic
inertia, insufficient digital infrastructure, and contradictory domestic internet
bans severely handicap centralized branding efforts. The study concludes that
traditional, statecentric broadcasting is insufficient for modern nation
branding. Instead, Pakistan must adopt an agile, decentralized approach that
leverages platform-specific algorithmic affordances and formalizes public-
creator partnerships. Strategic recommendations include establishing a
centralized digital communications task force and aligning domestic internet
policies with international branding objectives to build a cohesive national
identity.

Introduction promotes soft power. In the last ten years, the

In the modern world of globalization and hyper
connectivity, a country's global image is a vital
intangible asset, which has a direct impact on the
country's economic prosperity, political leverage
and socio-cultural influence. Strategic use of
corporate marketing concepts and public
diplomacy to countries has become an
important tool for states with the aim of
improving their international image(Latipah et
al.,, 2025). A positive brand for a nation helps
attract foreign direct investment (FDI), increases
international tourism, makes the domestic
market available for foreign exports, and

world has seen a massive growth of digital
technologies, and these have radically changed
the paradigms of nation branding. Digital media
is a participatory, interactive medium that has
changed the way nations build and shape their
national identity on the global stage from
traditional,  state-centric to  user-centric
broadcasting(Yoo, 2025).

A new medium, with instant dissemination and
a borderless reach, is the arena of narrative
construction and image management: digital
platforms. Social media platforms, algorithmic
media distribution, and digital influencer
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campaigns help circumvent traditional media
gatekeepers, which enables both states and non-
state actors to shape narratives. States and non-
state actors alike can influence narratives using
social media platforms, algorithmic media
distribution and digital influencer campaigns,
which bypass traditional media
gatekeepers(Dubinsky, 2025). Nations can now
directly communicate with foreign publics,
planning and presenting certain identities and
issue-based  positions  through  strategic
narratives. The democratization of information
on the other hand can make a nation's image
very vulnerable to user-generated content, viral
misinformation and international news framing,
and sophisticated digital techniques are required
to ensure the coherence of a brand image(Keita,
2025).

The digital space offers unprecedented
opportunities and great challenges for
developing countries such as Pakistan. Pakistan
is a country with a rich cultural heritage, vast
geographical diversity with tremendous tourism
potential, and youth population who are digital
native. However, the country's international
image has been significantly negatively framed
by the world media over the years, more through
the prism of geopolitical instability, security
issues and socio-economic vulnerabilities(Lee &
Alhabash, 2025). This negative stereotype
provides a strong obstacle that subverts cultural
exports, economic growth, and development
gains of the nation. Independent content
makers, diaspora communities and short-term
government campaigns have in a recent period
been wusing channels such as YouTube,
Instagram, and X (formerly Twitter) to share a
more modern and culturally rich Pakistan, but
these have been mostly uncoordinated.

Problem Statement

While digital media is gaining global recognition
for its influence, there is a huge gap between the
reality in Pakistan and its worldwide digital
image. The problem that this research addresses
is the lack of a coherent framework for the
current fragmented, reactive and oftentimes
misaligned digital media strategy of Pakistan that
fails to effectively challenge dominant
stereotypes in the global media landscape.
Although the use of digital media campaigns is

sporadic and localized influencer marketing is in
use, there are no comprehensive data-driven
digital media techniques established and
institutionalized in Pakistan to strategically
control the nation brand. Lacking coordination
between state actors, digital diplomats and
content creators leads to a fractured national
identity online. Furthermore, Pakistan is unable
to fully utilize the digital affordances for
mitigating negative narratives in order to
optimize soft power, sustainable international
tourism and foreign investment. A need is rising
for a more impactful approach to public
relations that relies on specific and
operationalized digital methods that must be
relevant to Pakistan's socio-political and cultural
context.

Significance of Study

Filling this void is a strategic need for Pakistan's
national development. Research on nation
branding has been abundant in the West or has
concentrated on the traditional concept of
public diplomacy, but there is a lack of
technique-oriented empirical approaches to the
digital  nation branding of under-resourced
developing nations with significant image
deficits. This study through the lens of digital
media practitioners and policymakers seeks to
shift the conversation about Pakistan's image
from problem-identification to  solution-
development.

Research Objective 1: To study the evolving
digital media strategies, narratives and
challenges in projecting Pakistan's image to the
rest of the world.

Research Objective 2: Identification and
presentation of implementable digital media
tools and strategies to strengthen and maintain
Pakistan's nation brand on the international
platform.

Research Question 1: What are the current
digital media policies being used by state and
non-state organizations in Pakistan and what are
the challenges for them in creating a positive
image in the world?
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Research Question 2: What specific digital
media techniques and strategic narratives can be
created and applied for successful improvement
of Pakistan's image in the international arena?
This study will help provide a practical, digitally
driven nation-branding approach that will help
give policymakers, digital diplomats and media
strategists valuable insights in redefining
Pakistan's image in the international
community.

Literature Review

The concept of nation branding has come a long
way from the corporate marketing world to
become a major part of today's international
relations and public diplomacy. The literature
review brings together the existing studies
regarding the relationship between nation
branding and digital media, it considers the
historic and contemporary context of Pakistan's
image in the international media and sets the
theoretical scene for this study.

A digitalizing perspective on Nation Branding
The concept of nation branding is related to the
perception of the nation by the international
community and the process of its management.
It is a concept originated by Anholt 2010, which
states that the brand of a country is the result of
all the perceptions of its exports, its government,
its culture, its people, its tourism and its capacity
as an investment destination(Alsarraf &
Almutairi, 2025). Whereas, corporate branding
is more about marketing, nation branding is
about brand substantivity, alignment between
the realities in a country and its external brand
message. The digital revolution has changed the
state-centric, traditional approaches of public
diplomacy over the last two decades.

A digital media means that the countries can
circumvent the traditional gatekeepers of media
communication, like international news
conglomerates, directly confront their foreign
publics. But this digitalization also de-centralizes
the control of the brand. In the digital
ecosystem, writes (Agerschou-Madsen, 2025), a
nation's image is no longer just a diplomatic
construct it is also co-created by a multitude of
non-state actors, such as diaspora communities,
citizen journalists, tourists and algorithms.
Today's digital nation branding strategy is thus

highly dependent on participatory campaigns,
algorithmic visibility and user-generated content
to create a genuine national story.

The strategic use of certain digital platforms is
essential for modern image management. Based
on the demographic makeup of their user base
and algorithmic systems, it has been suggested
that various platforms have different nation-
branding functions. For example, X (formerly
Twitter) has been used mostly for digital
diplomacy, crisis communication and elite
political communication(Jiménez &  Garai-
Artetxe, 2025). On the other hand, visual
platforms such as Instagram, TikTok and
YouTube have emerged as the major fronts of
soft power projection with the aim of selling
tourism products, food culture and cultural
diplomacy(Villaverde, 2025).

One of the most notable aspects of this digital
transformation is  influenced  diplomacy.
Vloggers and travel influencers are becoming a
big part of the government and tourism board
partnership to bring the nation brand to life.
Governments and  tourism  boards are
increasingly engaging with travel vloggers and
digital content creators in an effort to humanize
the nation brand. They are small celebrities with
high levels of perceived authenticity and
parasocial influence total audiences, and
therefore excellent tools for re-framing a nation's
image(Chokera et al., 2025). The
democratization of image-construction through
digital media is also the fast spread of negative
framing and disinformation, and thus countries
need to find effective and agile data-driven
strategies to safeguard their digital brand equity.

Global Image of Pakistan: From Geopolitics to
Digital Tourism.

In the literature on Pakistan's image, there is a
strong emphasis on the negative image of
Pakistan and its international news media. In
the past, the Western media has just focused on
the War on Terror, geopolitical turmoil,
political upheavals and human rights issues in
Pakistan. This constant process of securitization
has resulted in a one-dimensional global image
of Pakistan which has actively discouraged
foreign investment, limited the tourism industry
and deprived it of its valuable cultural and
historical resources(Aminah et al., 2025).
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Over the past few years, however, some scholars
are starting to document the beginnings of a
change in the image that Pakistan projects,
primarily through its digital media, and not
official State policy. However, independent
content makers, expatriate communities, and
international travelers who have visited Pakistan
have managed to put Pakistan on the map by
utilizing platforms such as YouTube to highlight
the nation's natural beauty, hospitality, and
culture, according to (Abbasi, 2022). Such local,
organic, digital stories tend to challenge the
macro-level geopolitical stories promoted by
international news. Although these successes at
the grassroots have occurred, research shows
that the government's efforts across the country
are disparate. State bodies have carried out
periodic campaigns like the promotion of the
Kartarpur Corridor and tourism in the North,
but these do not have longterm digital
strategies, algorithmic optimization, and synergy
with non-state actors.

Theoretical Framework

The current study is based on Strategic Narrative
Theory (SNT) of Miskimmon, O'Loughlin and
Roselle (Handayani & Yuliatiningtyas, 2025),
which is used to systematically analyze the ways
in which Pakistan can operationalize digital
media to improve its image. SNT states that in
the international system, political actors create
and convey convincing stories to influence the
perception, action, and expectations of the
target audience(Blalock & Lyu, 2023). SNT is
based not on single media texts, but rather the
continuous overarching story which is employed
as a soft power tool. Theory outlines the
narratives on three different levels: System
narratives (structure of the international order);
Identity narratives (the story of a nation, its
values and its course of development); and Issue
narratives (how a nation deals with specific crises
or policies)(Artan Ozoran et al., 2025). These
stories are not only told but also challenged,
challenged, challenged in the digital era, spread
across social media platforms, and so SNT
provides a perfect prism for understanding
digital nation branding.

As per the context of this study, Strategic
Narrative Theory offers a powerful tool to
analyze the construction of Pakistani digital

identity and its re-engineering. The study is
mainly concerned with Identity narratives. Since
the early phases of Pakistan's existence, the
identity narrative of Pakistan has been hijacked
by the narratives of the geopolitical systems at
large. This study will use SNT to be able to
highlight the characters, settings and plots that
are currently dominating the digital presence of
Pakistan using the qualitative data collected
from semi-structured interviews with media
practitioners. More importantly, SNT will help
in the creation of new digital tools, convincing
the proposed models are not just marketing
ideas, but coherent stories that will appeal to
algorithms of digital platforms and audiences
around the world.

Identification of the Research Gap

Though the literature is rich with theoretical
aspects of digital diplomacy and the media
framing of Pakistan in history, there is a huge
gap of empirical aspects of how digital diplomacy
is being executed in the Pakistani context in
terms of digital nation branding. Content
analysis of published media or criticism of
failures of the state is the focus of most studies,
with fewer giving strategies that are informed by
practice. There is a pressing need for qualitative
research that could document the experiences of
digital media practitioners in Pakistan and the
lack of technologically specific frameworks to
address  the  challenges of  Pakistan's
infrastructures and perceptions. The aim of this
study is to fill this gap by synthesizing the
empirical data to create actionable digital
techniques that could improve the image of
Pakistan in the international community.

Methodology

This study is qualitative and exploratory in
nature to explore the mechanisms of nation
branding and image enhancement in the digital
space systematically. The use of a qualitative
research method is fitting for the study in the
first place  because nation  branding,
construction of a nation story and digital
diplomacy are highly nuanced social and
cultural constructs(Negou et al., 2023). While
the quantitative approach is used to measure the
frequencies of the digital strategies being used to
create Pakistan's image in the world, the
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qualitative approach gives the information, the
how and why of these digital strategies.

This study targets professionals, policymakers
and digital content makers who are actively
working on the process of building, controlling,
disseminating and interpreting the national
stories of Pakistan in a digital arena. This
encompasses state actors tasked with official
public diplomacy, as well as non-state actors who
have strong digital currency and influence on
the perceptions of the world of Pakistan.

As for the selection of the target population, this
study adopts snowball sampling techniques
because the target population is very narrow.
Snowball sampling is a non-probability sampling
technique that involves initially selecting some
key informants who are easily accessible and
then asking those informants to refer or
nominate other key informants within their
networks that could meet the study's inclusion
criteria. This method is especially useful for this
research as digital diplomats, elite media
strategists, and high-level government officials
tend to engage in inner circles that are
inaccessible for outsiders to research.

To make sure it is a multi-dimensional and
holistic analysis of digital branding and to
ensure the sample is evenly distributed across
various professional categories, four participants
were selected from each of the five categories:

1. Ministry of Information Officials(n=4): To
gain information on state supported digital
projects, state policy and administrative issues

2. Digital PR Experts (n=4): To provide insights
into corporate nation branding, digital
campaign  management and  algorithmic
optimization.

3.Prominent Travel Vloggers (n=4): To
represent non-state actors shaping grassroots
identity narratives and tourism branding.

4. Digital Diplomats (n=4): To talk about
foreign policy projection, crisis communication
and soft power through digital channels such as
X (formerly twitter).

5.Media Strategists (n=4): To explore the "big
picture" of global media and structural issues for
working against negative external frame.

The sample size of 20 participants is adequately
explained in terms of the qualitative principle of
data saturation, which is when the data trends
and themes start repeating themselves in new
interviews(MOHAJAN, 2018). For qualitative
research, a sample size of 15-30 is typically seen
as ideal for uncovering general patterns of
themes within a specific group of people. To
ensure intra-group consistency (the ability to
draw conclusions within a profession) and inter-
group heterogeneity (the ability to compare
comprehensively between state and non-state
actors), only four highly qualified experts are
selected from each of the five sub-domains. This
focused stratification allows for depth and
diversity of data, without complicating the
analytical process.

Data Collection Technique

Semi-structured and in-depth interviews were
used to gather data. This technique is selected as
offering an accepted but adaptable format. The
conversations will be guided by an interview
protocol, which is theoretically developed and
based on Strategic Narrative Theory (SNT).
Open-ended questions will be used in the
protocol to obtain detailed answers on the
existing digital strategies, institutional obstacles
and proposed image-enhancement methods.
The fundamental questions are the same for all
participants, but the semi-structured format
enables the researcher to pose spontaneously
probing questions that arise from the
interviewees' special expertise (e.g. the vlogger
asks the researcher about platform algorithms;
the official asks the researcher about state policy.
In keeping with the mobility of diplomats and
vloggers worldwide, interviews will be conducted
in person in Islamabad or using a secure video
conferencing platform such as Zoom or
Microsoft Teams. All sessions were tape
recorded and transcribed verbatim, with
informed consent. Sensitive data will be
anonymized, especially where government
officials are discussing classified or critical
institutional barriers which could compromise
ethical standards.
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Data Analysis Technique

The transcribed interview data was analyzed
using Thematic Analysis method presented by
Braun and Clarke 2006(Naeem et al., 2023).
There are 6 steps in this process: familiarizing
yourself with the data, producing initial codes,
searching for themes, reviewing themes,
defining and naming themes, and creating the
final report. A hybrid analysis will be used for
the analysis. The data will be analyzed first using
a deductive method, based on the lens of
Strategic Narrative Theory which classifies data
as System, Identity and Issue narratives. At the
same time, an inductive method will ensure that
new and surprising ideas, e.g. certain digital
affordances or new technological barriers, will
spring up from the participants' unpolished
accounts. This dual-layered analysis guarantees
that the proposed digital techniques (answering
RO2) are grounded in empirical evidence and
theory and sound.

Findings: Thematic Results

The empirical results from the qualitative
analysis of 20 interviews with MOI officials,
digital PR experts, prominent travel vloggers,
digital diplomats and media strategists are
presented in this section. The raw interview data
was inductively coded, using the iterative
approach of Braun and Clarke's 2006 six-step
thematic analysis, with a focus on deductive
coding using Strategic Narrative Theory (SNT)
as well as inductive, emergent patterns. The
analysis revealed four main themes that helped
identify the current state of digital nation
branding in Pakistan, how it is being promoted
by the government and non-governmental
agencies, and the institutional hurdles that stand
in the way of a unified brand for Pakistan.

Theme 1: The Disintegration of Pakistan's
Digital Identity Story.

The most striking finding was that of a deep
division in the online identity narrative in
Pakistan. Based on this, Strategic Narrative
Theory states that there needs to be a coherent
Identity narrative, which is a unified story about
the nation, for a successful nation brand. But in
all  professional  categories’  participants
expressed an overwhelming consensus that
Pakistan's digital image is totally lacking central

coordination, and this has led to an image of
competing and contradictory narratives.
State-led branding is largely reactive, rather than
proactive, according to media strategists and PR
experts. We don't have a digital story from
beginning to end, as MS2 pointed out. Until
negative international media comes out, or it's a
cricket tournament, we don't wake up. We live
in crisis communication time (Issue narratives)
not in long-term brand building time (Identity
narratives).

Digital diplomats underscored how the
narratives presented by the state and those that
were spontaneous and organic among citizens
were in a state of cognitive dissonance. The
government usually tries to sell messages of
geopolitical strength and economic promise
through official government lines, but this is not
what is being heard out there. The foreign office
language is too bureaucratic for the internet,
The said. We put up official press releases on X,
hoping it brings some soft power, but digital ears
want authenticity and not state propaganda.
On the contrary, the officials of the Ministry of
Information accepted this disintegration but
blamed it on the lack of synergy amongst
different departments. The tourism board is
executing a digital campaign, the investment
board is executing a digital campaign, and the
diplomatic missions are executing their own
campaign, said MOI3. There isn't a centralized
digital command center in place to ensure that
these identity narratives are synergic. Thus,
Pakistan's digital brand is still made up of a
patchwork quilt of fragmented messages, making
it particularly susceptible to the dominant,
historically negative System narratives imposed
by the western media.

Theme 2: Platform-Specific Affordances and
Algorithmic Diplomacy

The second theme focused on the need to adapt
digital methods to the affordances and
algorithms of the different social media
platforms.  Participants  emphasized  the
inappropriate approach of considering digital
media as a single entity in the Pakistan Digital
State Strategy. Each platform demands a unique
storytelling method, visual approach, and means
of interaction.
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Travel vloggers and PR experts emerged as the
most powerful in reshaping the Identity
narrative of Pakistan and the platforms they
have used are visual-centric, namely Instagram,
TikTok and YouTube. These sites avoid the
politics of the platform and connect with
emotional and aesthetic
Highlighting the importance of the algorithm,
TV2, one of the top travel vloggers in Pakistan,
said that if you wish to rebrand Pakistan, then
you need to give the algorithm what it craves:
high retention, short length, video content that
is visually appealing. If I post a Reel of the Hunza
Valley, it's NOT about politics. The algorithm
pushes it to the people who love to travel around
the world, and it's an effective way to break down
their perception of Pakistan as a war zone.
Digital diplomats and media strategists, on the
other hand, saw X (Twitter) as the main avenue
for Issue narratives and geopolitical positioning.
DD3 explained how to operate: "Twitter is our
frontline for digital diplomacy. It is the place
where we challenge Indian disinformation
networks and project our attitude towards
regional security. It's an echo chamber, however.
X is not an effective tool to promote tourism, but
it must be used for strategic geopolitical
signaling.

In addition, it was observed by PR professionals
that the Pakistani government was using
LinkedIn extensively for economic branding,
which was underutilized. DPR1 noted that
Nation Branding is not only for Tourist, but also
about FDI (Foreign Direct Investment).
However, the presence of Pakistan on LinkedIn,
where the global investors are sitting is almost
negligible. We need specific and data-driven
LinkedIn marketing strategies to make an
impact as a growing tech hub and young,
dynamic labor force. It is evident from the data

resonances.

that an image improvement strategy must be
pursued on a multi-platform basis, taking
advantage of the algorithmic logic of each
platform.

Theme 3: Non-State Actors in the
Construction of Narratives.

One of the most significant findings was the
dynamic of the power of branding from state to
non-state actor, which was found to be highly
significant. Authenticity is the greatest currency

in the digital era and all agree that independent
content creators, travel vloggers and the digital
diaspora are carrying the heavy burden when it
comes to positive nation branding.

Some of the participants talked about the advent
of foreign travel vloggers in Pakistan in the
recent years as a turning point in digital
branding. MS4 noted the importance of third-
party validation. In Pakistan, the word of the
government is taken with a pinch of salt when it
states that it's peaceful. A Western vlogger who
walks the streets of Lahore at midnight, where
the people are so warm and welcoming that it
breaks the negative System narrative just in a
heartbeat. In last 5 years vloggers have
contributed more to the image of Pakistan than
the official tourism boards have done in 30
years.

The TV1, TV3 and TV4, the travel vloggers
interviewed, highlighted the need for a sense of
national duty but they didn't mention any
support from the Government. We are the
unofficial digital ambassadors, said TV3. We
follow the hashtags, we make viral videos, and
we do it all in our own pocket. Occasionally they
share our content with retweets but there is no
institutional structure which supports and funds
digital creators.

Moreover, digital PR professionals said that the
Pakistani community of expatriates was an
untapped source of power. DPR2 noted that the
diaspora is millennials of micro-influencers. If
we can provide diaspora with good-quality digital
toolkits, with uniform graphics, hashtags and
talking points, then we could mobilize a global
digital army to amplify our Identity narrative.
But as it is now, this potential is completely
unutilized. Based on findings, future branding
must involve more non-state actors in the
framework of strategic narrative of the state in a
collaborative digital diplomacy.

Theme 4: Institutional, Infrastructural and
Geopolitical Barriers

The possibilities for digital branding of a nation
are vast, but the last theme reflects structural and
institutional challenges which hinder Pakistan's
progress. The interviews showed that
technological, bureaucratic —and political
obstacles have a significant impact on the
implementation of modern digital techniques.
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One of the reoccurring themes was domestic
digital infrastructure and policy affecting
international PR. Several speakers referred to
the issue of social media platforms being
banned, as well as the intermittent availability of
internet connections, as a dire threat to the
country's image. The speakers highlighted the
issue of banning social media platforms and the
frequent unavailability of internet connections
as a threat to the nation's image. You can't have
an open, modern, technologically advanced
country while limiting internet access in your
home, MS1 argued. This is immediately
interpreted by the international media as
authoritarianism and directly harms the
‘Identity narrative' we are working on. Local
digital policies are undermining our global
digital brand.

On the institutional side, the Ministry officials
(MQOI12, MOI4) openly shared their experiences
on the institutional challenges related to the
system. They cited the shortage of digital skills
among the senior policy makers, slow approval
times, and extremely limited budgets. MOI4
showed, by the time various ministries approve a
digital campaign, the talk of the town is already
dead. We're in real-time with digital media,
weeks with our bureaucracy. Moreover, our
public diplomacy budget is small in comparison
with our neighboring countries such as India or
the Gulf countries. We are fighting a 2 Istcentury
information war with 20th-century bureaucratic tools.
Digital diplomats also spoke about geopolitical
obstacles, namely the use of disinformation
campaigns. DD2 cited state sponsored bot
networks from hostile countries, which are used
to create a false impression of the situation of
internal security and human rights in Pakistan.
It's not about just telling our story, it's defending
our story, DD2 said. We don't have the tools and
analytics capabilities that rely on artificial
intelligence to detect and defuse coordinated
disinformation prematurely before it goes viral.
This highlights the need for implementing a new
set of tools for defense, such as algorithmic
monitoring and quick-response communication
about a crisis, in addition to proactively brand
building.

Summary of Findings

Thematic analysis uncovers a complicated digital
environment in Pakistan. On the other hand,
non-state actors and algorithmic visual
storytelling offer very powerful ways of
disrupting traditional negative media framing,
but these organic approaches are very much
undermined by the lack of a coordinated state
response, and the slow bureaucratic processes
and lack of infrastructure. If Strategic Narrative
Theory is the prism through which to look at
Pakistan, it is not able to institutionalize a single
narrative of Identity. In the following discussion
section, the findings will be consolidated in
order to suggest a holistic framework based on
techniques to address these systemic issues and
to strengthen Pakistan's image in the world.

Discussion

The study findings have implications for the
structural and institutional dynamics and
narratives that inform the branding of Pakistan
as a digital nation. This section uses
triangulation of the thematic findings with the
existing sources and Strategic Narrative Theory
(SNT)-to draw implications of the condition of
Pakistan's  digital image and the re-
conceptualization of the digital communication
ecosystem. The results overwhelmingly support
the foundational postulates of Strategic
Narrative Theory, showing how a lack of a
coordinated Identity narrative results in a state's
vulnerability to external System narratives that
are hostile. As it is argued in literature, the
western media has always been wusing a
reductionist perspective of Pakistan that has
been stereotyped in terms of political instability
and securitization. The interview findings
indicate that Pakistan's present digital
communication is highly defensive and ad-hoc
with Issue narratives focused on crisis
management, overwhelmingly through X
(formerly Twitter). As a result, the state is unable
to develop a robust and positive Identity
narrative that is not framed around any
geopolitical conflict and makes sense of Pakistan
as a whole. If there's no institutionalized
narrative architecture that constantly provides
stories of cultural heritage, innovation and
human capital to digital platforms, then
international audiences take the easy way out
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and fall back to the existing negative stereotypes
of the country they are following within their
international news.

The empirical findings emphasize that the
nation branding paradigm has changed in the
modern era from monologic state broadcasting
to participatory, networked co-creation. The
report's bottom line, which was that
independent travel vloggers, digital content
creators and the diaspora have much greater
story power than official diplomatic
communication, is in line with recent
scholarship in the field of influencer diplomacy.
The report's conclusion that independent travel
vloggers, digital content creators and the
diaspora have much more power in terms of
stories than formal diplomatic channels
dovetails with recent research on influencer
diplomacy. In the digital attention economy,
global audiences are looking for parasocial
authenticity and a visual story rather than state-
blown rhetoric. But the data shows a deeply
fractured institutional relationship - state
agencies are not working in collaboration and
partnership with these digital storytellers; they
work in silos. While addressing non-state
creators as individual entities without taking
consideration to them as strategic multipliers of
narratives  significantly reduces Pakistan's
collective digital soft power.

The findings point to the importance of nation
branding not serving as an aesthetic layer, but
also as an integral part of domestic life. The
frequent reports of domestic disruptions and
platform bans have created a selfinflicted
wound: a nation that frames itself as being
progressive and tech-forward, but imposes
domestic digital restrictions, is bound to
experience cognitive dissonance amongst its
watchers, alienating foreign investors and tech
talent.

The synthesis of these insights gives a full
response to Research Question 1 (RQ1). The
current digital strategies being used in Pakistan
are disjointed, non-platform-specific, and highly
reactive, and are stifled by the tendency of
bureaucracy to be slow to respond, by digital
illiteracy and by contradictory domestic policies.
The state has yet to systematically use these
dynamics, but algorithmic, visual storytelling has
shown itself to be powerful in grassroots digital

creation. These structural deficiencies reveal
that Pakistan's image deficit is not just a framing
problem from the outside, but one also from the
inside which necessities the implementation of
the suggested "actionable digital techniques"
shared in the next section.

Conclusion

This study explored the critical dynamics of
nation branding in digital era along with
strategic techniques to improve Pakistan’s
international image. The research analyzed the
qualitative data collected from 20 key
informants government officials, digital
diplomats, PR experts, media strategists, and
travel vloggers which revealed the following
systemic gaps to Pakistan's soft power projection:
Reactive approach to crisis communication,
Bureaucratic inertia and Fragmentation. The
key result is that, in order to shift the image in a
positive direction, the traditional, state-centric
propaganda is insufficient, and a more agile and
decentralized approach is required. To create a
robust and comprehensive Identity narrative
that can counter ongoing geopolitical
stereotypical narratives, Pakistan should ensure
that the state's narratives are consistent with the
authentic narratives produced by independent
content creators, and that content is aligned
with the algorithmic affordances of platforms
such as YouTube, Instagram, LinkedIn, and X.

Policy Recommendations

In order to achieve the proposed framework, the
following targeted actions are recommended to
be put into place by relevant government bodies
and institutional stakeholders:

1. Create a National Digital Communications
Task Force: Bring together a multi-ministerial
group consisting of the Ministry of Information,
Foreign Office and the Pakistan Tourism
Development Corporation (PTDC) to align and
coordinate Pakistan's digital narrative.

2. Formalize Public-Creator Partnerships:
Develop consistent, non-political grant schemes,
logistical fast-tracks and digital toolkits for
domestic creators and diaspora influencers to
ensure continued, original cultural narratives.
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3. Modernize Diplomatic Training: Run
regular information officer and diplomat
training sessions on up-to-the-minute social
listening, sentiment analysis (AI) and
algorithmic crisis communication.

4. Match Domestic Internet Policy with
Branding Objectives: Recognize the negative
impact of domestic internet restrictions and
platform ban on the external soft power efforts;
give more importance to the stability and
robustness of digital infrastructure to support
Pakistan's narrative as an emerging technology
and investment hub.

Limitations of the Study

This is a qualitative study with some
methodological constraints. First, the sample,
based on a purposive process of selecting 20
industry experts, was adequate to produce
qualitative data saturation, but does not provide
for statistical generalizability of the findings.
Second, the study focused mainly on the
projection and construction of digital narratives
by the Pakistani stakeholders and not directly on
the reception, negotiation, and resistance of the
digital narratives by the international target
audiences.

Future research directions.

Based on this research, there are several
directions for further research that can be done
in an empirical way. First, empirically determine
persuasive effect of various form of digital
narrative on foreign publics' perception of
Pakistan through cross-national experimental
survey. And wow to leverage automated social
listening tools and machine learning algorithms
to assess the sentiment changes on social media
and online platforms (including X and
YouTube), globally in the lead up to, during and
after specific campaigns of digital nation
branding. The final Conduct comparative
qualitative or mixed-methods research to
benchmark the Pakistani nation branding
strategies against other nations around the globe
in developing countries of the Global South,
which have repositioned their nation brand.

References
Abbasi, M. (2022). Nation Branding through
Religious Tourism in Pakistan by

Ultilizing Social Media Tools. Journal of
Development and Social Sciences, 3(1I).
https://doi.org/10.47205/jdss.2022(3-
ii)57

Agerschou-Madsen, F. (2025). Football Fever in
Saudi Arabia Nation Branding and
Framing Images of Transformation.

Middle East Journal of Culture and

Communication, 18(1).
https://doi.org/10.1163/18739865-
01801003

Alsarraf, M., & Almutairi, S. (2025). Exploring
Nation Branding in the Gulf
Cooperation Council A Thematic
Review. In Comparative Sociology (Vol.

24, Number 1).
https://doi.org/10.1163/15691330-
bjal0128

Aminah, S., Wardhani, B., Dugis, V., &
Susanto, J. (2025). The paradox of
nation branding: A lesson learned from
the Mandalika Special Economic Zone.
Asian Journal of Comparative Politics,
10(4).
https://doi.org/10.1177/2057891125
1366112

Artan Ozoran, B., Seyidov, 1., & Erdogan, B.
(2025). How TikTok works for digital
diplomacy during conflict/war times:
the cases of Russia-Ukraine and Israel-
Gaza conflicts. Journal of Information

Technology and Politics.
https://doi.org/10.1080/19331681.20
25.2601152

Blalock, E. C., & Lyu, X. (2023). The patriot-
preneur-China’s strategic narrative of
women entrepreneurs in Chinese
media. Entrepreneurship and Regional

Development, 35(3-4).
https://doi.org/10.1080,/08985626.20
23.2165170

Chokera, F., Mudzimba, E., Masengu, R., &
Mashingaidze, M. (2025). Citizens’
deprecating behaviour: dragging down
the nation branding efforts in
developing  countries—opinions  of
selected stakeholders in Zimbabwe.
Place Branding and Public Diplomacy,
21(Q2).
https://doi.org/10.1057/s41254-024-
00361-6

https://jmhorizons.com

| Kamal et al., 2026 |

Page 1514



Journal of Media Horizons
ISSN: 2710-4060 2710-4052

Volume 7, Issue 3, 2026

Dubinsky, Y. (2025). Nation Branding, Country
Image, and the Scope of Sport-Tech
Diplomacy: Lessons from the Case of
the Tokyo 2020 Olympic Games.
Journal of Global Sport Management,
10(2).
https://doi.org/10.1080,/24704067.20
23.2226155

Handayani, R. S., & Yuliatiningtyas, S. (2025).
Indonesia-Japan Strategic Synergy in
the Indo-Pacific: Contributions to
Regional Stability. Golden Ratio of
Mapping Idea and Literature Format,
5(2).
https://doi.org/10.52970/grmilf.v5i2.
1684

Jiménez, A., & Garai-Artetxe, E. (2025). The
Catalan Digital Republic: Between
Nation Branding and Nation Building.

Ethnopolitics, 24(1).
https://doi.org/10.1080/17449057.20
23.2275883

Keita, K. (2025). Fondements et impacts
cognitifs du  Nation  branding.

Ingénierie Cognitique, 8(1).
https://doi.org/10.21494/iste.op.2025
.1387

Latipah, Y. Y., Nurdin, 1., & ... (2025). Nation
Branding Thailand Melalui Event
International Thudong 2023. Global
Insights Journal ..., 02(02).

Lee, H., & Alhabash, S. (2025). The role of
social media influencers in nation
branding and relationship building with
foreign audiences. Public Relations

Review, 51(2).
https://doi.org/10.1016/].pubrev.202
5.102570

MOHAJAN, H. K. (2018). QUALITATIVE
RESEARCH METHODOLOGY IN
SOCIAL SCIENCES AND RELATED
SUBJECTS. Journal of Economic

Development,  Environment  and
People, 7(1).
https://doi.org/10.26458/jedep.v7il.5
71

Naeem, M., Ozuem, W., Howell, K, &
Ranfagni, S. (2023). A Step-by-Step
Process of Thematic Analysis to
Develop a Conceptual Model in
Qualitative Research. International

Journal of Qualitative Methods, 22.
https://doi.org/10.1177/1609406923
1205789

Negou, E., Nkenganyi Fonkem, M., Suh
Abenwi, J., & Ibrahima. (2023).
Qualitative Research Methodology in
Social Sciences. International Journal of
Scientific Research and Management

(JSRM), 11(09).
https://doi.org/10.18535/ijsrm/v11i0
9.sh01

Villaverde, J. (2025). Do we need nation
branding to look at the past! A
reflection from the Spanish case.
European Review of History, 32(2).
https://doi.org/10.1080,/13507486.20
25.2468279

Yoo, S. C. (2025). K-Pop Demon Hunters and
Digital Cultural Diplomacy: Measuring
Brand Identity-Image Convergence in
Animated K-Content. Tourism and

Hospitality, 6(5).
https://doi.org/10.3390/tourhosp605
0236

https://jmhorizons.com

| Kamal et al., 2026 |

Page 1515



