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The Nation Brand Index (NBI) consists of six dimensions, three of which—
exports, tourism, and foreign investment—are influenced by a country's
international economic and trade governance. This research examines Iran's nation
branding through the lens of international economic and trade governance. The
study is qualitative and exploratory, employing thematic analysis within the
framework of an interpretative paradigm. Data was gathered through semi-
structured interviews with academic and executive experts, identified via snowball
sampling. Saturation was achieved after interviewing twelve experts. Data
analysis was conducted using MAXQDA software, revealing 28 basic themes.
These were categorized into three organizing themes: '"requirements,"
"challenges," and "strategies," which collectively form a thematic network
centered on the global theme of "nation branding from an international economic
and trade governance perspective."One of the key findings of the research is the
analysis of international economic and trade governance strategies for Iran's
nation branding. The study also identifies the requirements for nation branding,
including the reimaging of Iran's brand in the global economy and the urgent need
to attract foreign capital. Additionally, it highlights the challenges facing Iran's
nation branding, such as insufficient understanding of nation branding among
high-level officials and the absence of a dedicated office for Iran's nation branding.
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EXTENDED ABSTRACT

Introduction

Nation branding represents a strategic soft power tool for countries and has been discussed in academic
literature for over two decades. Many nations have invested significant effort into enhancing their nation
brand to project a positive and influential image on the global stage. The concept of nation branding
spans various dimensions, including tourism, foreign direct investment, exports, culture and heritage,
migration, governance, and people. It can be analyzed through political, economic, cultural, and media
lenses. This study focuses on Iran's nation branding, particularly from the perspective of international
economic and trade governance. International economic and trade governance involves policymaking
and regulation in areas such as international trade agreements, trade governance models, reforms in
economic governance, economic cooperation between countries, foreign direct investment, global
finance and trade regimes, international business relations governance, international trade diplomacy,
global economic and trade sustainability, global trade facilitation, and global trade policies.

Methodology

This study adopts a qualitative and exploratory approach to examine Iran's nation branding through
the lens of international economic and trade governance. The research employs thematic analysis as its
core method, operating within an interpretative paradigm to uncover underlying themes and patterns.
Data collection was conducted through semi-structured interviews with twelve academic and executive
experts in the fields of nation branding and economic governance. Participants were selected using the
snowball sampling method, ensuring a diverse range of perspectives and expertise. Theoretical
saturation was achieved after the twelfth interview, indicating that no new themes were emerging from
the data. The interviews were transcribed and analyzed using MAXQDA software, which facilitated the
identification of 28 basic themes. These themes were then categorized into three organizing themes:
"requirements," "challenges," and "strategies," forming a thematic network centered around the global
theme of "nation branding from an international economic and trade governance perspective." To ensure
the reliability and validity of the research, methods such as triangulation, researcher reflexivity,
methodological consistency, and appropriate sampling were employed. Additionally, the findings were
reviewed by some of the participants to confirm the accuracy of the interpretations.

Results and Discussion

Through thematic analysis, 28 basic themes related to Iran’s nation branding were identified. These
themes were subsequently organized into three main categories: "requirements," "challenges," and
"strategies." Together, these categories form a thematic network centered around the global theme of
"[ran's nation branding from the perspective of international economic and trade governance”. The study
identified several key requirements for Iran's nation branding. The most prominent was the need to
rebuild Iran's image among global economic actors, emphasizing the importance of improving regional
and global competitiveness. Other requirements included attracting foreign investment, leveraging Iran's
geoeconomic position, and instilling hope among economic stakeholders. These elements are crucial for
enhancing Iran's economic standing and fostering a positive global perception. The primary challenges
facing Iran's nation branding include international sanctions, negative media portrayals, and a lack of
awareness among high-level officials about the importance of nation branding. Additionally, the absence
of a dedicated institution to manage the nation brand project and weak social capital between the
government and economic actors were identified as significant obstacles. These challenges hinder Iran's
ability to effectively project a cohesive and positive national image on the global stage. To address these
challenges, the study proposed several strategies. Joining regional and global economic agreements was
highlighted as a critical step to enhance Iran's economic integration and reduce isolation. Establishing a
Nation Branding Council to oversee and coordinate
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branding efforts was also recommended. Other strategies included engaging in economic diplomacy,
promoting products rooted in Iranian-Islamic heritage, and implementing an international marketing and
communication plan for the nation brand. These strategies aim to create a unified and compelling
national identity that can attract foreign investment, boost tourism, and enhance Iran's global
competitiveness.

Conclusion

The findings of this study highlight significant requirements for Iran's nation branding from an
economic and trade governance perspective, as well as the main challenges faced by the governance
system. Achieving Iran's nation branding goals will require the formulation and implementation of the
proposed strategies. Effective nation branding can inspire hope among the public, enhance the morale
and self-esteem of economic actors, and promote domestic brands in international markets. Nation
branding should be prioritized in strategic planning, with key ministries related to the economy and
industry playing a central role. The stewardship of the nation brand project should be entrusted to a
National Council, which would also involve the private sector and civil society. The study emphasizes
the need for a coordinated effort involving key ministries, the private sector, and civil society to achieve
Iran's nation branding goals. Future research could further explore the meta-governance of nation
branding and mechanisms for private-sector partnerships in these efforts. In conclusion, Iran's nation
branding requires a comprehensive and strategic approach that addresses both internal and external
challenges. By implementing the proposed strategies, Iran can improve its global standing, attract
foreign investment, and foster economic growth. Nation branding should be prioritized in Iran's strategic
planning to ensure long-term benefits for the country's economy and international relations

Keywords: Nation Branding, Governance, Diplomacy, Economic Governance, International
Trade Governance
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