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Public Diplomacy refers to a country’s efforts to promote its interests, by building a good 
country image and international relationships. However, research in public diplomacy is 
confronted to several challenges. A multitude of actors is involved in today’s public diplomacy, 
including nation-states but also sub-state actors such as corporates, which are only a few 
investigated. Concepts like corporate diplomacy, meaning corporations taking a stand on 
societal issues and building international relationships, are discussed on a theoretical basis, 
but lack empirical research and measurement.  There is a high need for “empirical research to 
explore to what degree and in which situations corporations play a diplomatic, positive role in 
foreign relations, as well as when they do not” (Westermann-Behaylo et al., 2015, p. 400).  
How to implement this research is challenged by vast methodological issues, which can be 
considered as the next big obstacle in public diplomacy (Ayhan & Sevin, 2022). Indeed, 
previous public diplomacy research is limited to certain methods and often fail to combine 
methods and take new research approaches, which is especially important in times of 
globalization and digitization. Further, previous studies often fail to look at the whole picture of 
strategic public diplomacy communication. Researchers and practitioners often focus on the 
outputs of their communication strategies but fail to look at other relevant levels of the 
communication process such as the input or outcomes. To grasp the results of public 
diplomacy (such as country image formation, trust, legitimacy, relationship building), having a 
comprehensive view and evaluation is essential (Ingenhoff & Chariatte, 2020). 
 
The focus of this book is on empirical studies presenting activities of public and corporate 
diplomacy actors across the whole strategic communication process. Thereby, different 
methodological approaches should be used and discussed with the goal to show how various 
methods contribute and fit best to the analysis of different communication levels.  
The editors of the book are happy to receive chapters making empirical research on public and 
especially corporate diplomacy actors, in one of the following domains. 
 

1. The input level refers to the resources that are invested in the communication strategy. 
Studies that deal with how public diplomacy actors plan their strategies and 
communication activities and what corporate diplomacy looks like around the world are 
of interest. Explorative methods such as interviews could be useful to study the 
activities and goals of public diplomacy practitioners. 

 
2. The output level should include research on the dissemination of communication. This 

may for example be addressed through content analysis of mass media and social 
media channels as well as semantic network analysis.   

 



3. The outcome level of corporate and public diplomacy deals with perceptions, attitudes, 
and opinion changes among key stakeholders. Studies may for example include 
experiments, surveys, or trace data. 

 

4. The Interplay of different communication levels and use of mixed methods/triangulation 
methods: we encourage using mixed methods, which is still very rare in the field. 
Researchers may e.g., analyze the formulation of communication goals and their 
implementation, and show that the combination of qualitative and qualitative methods 
allows for generally valid, but also contextualized results (Spry & Lockyer, 2022). 

The proposed research methods are not exclusive. Other research methods are also very 
welcome. 

Submission instructions 

Contributions may address various topics relevant to public and corporate diplomacy (e.g., 
corporate responsibility, environmental and climate issues, pandemics, political processes, 
country image and tourism) and can include methods commonly used in the field but also 
innovative research methods. Interested contributors shall send an extended abstract of 
1000-1500 words, which presents their topic of investigation and highlights the advantages 
and disadvantages of their research method for the analysis of the communication level of their 
choice. Abstracts need to be sent in by March 31st, 2023 to the editors 
(diana.ingenhoff@unifr.ch, jerome.chariatte@unifr.ch, eladseg@tauex.tau.ac.il). 
The decision on acceptance will be communicated in June 2023. Your full-length article is 
expected by January 2024. The Handbook is planned to be published in 2024. 

If you have any questions, please feel free to contact the editors. 
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