
American University in Cairo American University in Cairo 

AUC Knowledge Fountain AUC Knowledge Fountain 

Archived Theses and Dissertations 

Fall 2020 

The Use of Twitter As a Public Diplomacy Tool: A Case Study of The Use of Twitter As a Public Diplomacy Tool: A Case Study of 

The U.K. Embassy In Egypt (2014-2018) The U.K. Embassy In Egypt (2014-2018) 

Alamir Othman 

Follow this and additional works at: https://fount.aucegypt.edu/retro_etds 

 Part of the Policy Design, Analysis, and Evaluation Commons 

https://fount.aucegypt.edu/
https://fount.aucegypt.edu/retro_etds
https://fount.aucegypt.edu/retro_etds?utm_source=fount.aucegypt.edu%2Fretro_etds%2F2761&utm_medium=PDF&utm_campaign=PDFCoverPages
https://network.bepress.com/hgg/discipline/1032?utm_source=fount.aucegypt.edu%2Fretro_etds%2F2761&utm_medium=PDF&utm_campaign=PDFCoverPages


i 
 

The American University in Cairo 

 

School of Global Affairs and Public Policy 

THE USE OF TWITTER AS A PUBLIC DIPLOMACY TOOL: A CASE 

STUDY OF THE U.K. EMBASSY IN EGYPT 

 (2014-2018) 

A Thesis Submitted by 

 Alamir Othman  

to the Public Policy and Administration Department  

in partial fulfilment of the requirement for the degree of Master of Public 

Policy  

Under the supervision of 

Dr. Shahjahan Bhuiyan 

 

 

Fall 2020 

 

 

 

 



ii 
 

TABLE OF CONTENTS 

1. Chapter 1: Introduction ……………………………………………………………... 1 

1.1 Traditional Diplomacy: Continuity and Change? ………………………………. 1 

1.2 The Development of Soft Power and Public Diplomacy ………………………...2 

1.3 Background on Egyptian-U.K. Relations ……………………………………….. 3 

1.4 Significance and Objectives of the Study ………………………………………...4 

2. Chapter 2: Literature Review ……………………………………………………….. 6 

2.1 Foundation studies ………………………………………………………………. 6 

2.2 Region or Country-Specific Experiences ………………………………………... 7 

2.3 Public Diplomacy of Political Figures such as Trump …………………………. 10 

3. Chapter 3: Research Question, Methodology and Conceptual Framework ………... 12 

3.1 Research Question ……………………………………………………………… 12 

3.2 Methodology and Conceptual Framework ……………………………………...13 

3.3 Limitations of the Study ……………………………………………………….. 18 

3.4 Ethical Considerations ………………………………………………………….. 18 

4. Chapter 4: Context …………………………………………………………………. 19 

4.1 Institutional Context ……………………………………………………………. 19 

4.1.1 Institutional Understanding of Public Diplomacy …………………… 19 

4.1.2 Central Guidance …………………………………………………..… 22 

4.2 The Structure of the Communications Team at the Embassy ………………..… 24 

4.3 The Embassy’s Communication Model ………………………………….......... 26 

5. Chapter 5: Advantages and Disadvantages  ……………………………………… 36 

5.1 Advantages …………………………………………………………………… 36 

5.2 Disadvantages …………………………………………………………………. 41 

6. Chapter 6: Conclusion ……………………………………………………………... 46 



iii 
 

References 

Appendixes and Approvals 

Appendix A: Interview Questions 

Approval A: IRB Approval 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iv 
 

Acknowledgements 

 

This thesis is the jewel in the crown of my professional journey with the U.K. Foreign 

and Commonwealth Office (FCO). It will, hopefully, boost my professional brand as an expert 

in the field of diplomatic communication.  

I am particularly grateful for the massive support, constructive feedback and patience 

of my supervisor, Dr. Shahjahan Bhuiyan. Words fail to express my gratitude to the readers of 

my thesis, Dr. Charles Kaye-Essien and Dr. Hisham Wahby. Many Thanks also to my 

professors throughout this long educational journey, particularly Dr. Laila El Baradei and 

Ambassador Nabil Fahmy. I should also thank the staff, the unsung heroes, at GAPP School, 

Mennatallah Abdel Hamid, Amira El Beltagy and Iman Nabil. 

This is also a golden opportunity to thank my family and friends for their support. On 

the top of the list, and every list of important ones, is my mother, Zainab Mohammed. Without 

her support, I would not have achieved anything in my life. I have also to extend my sincere 

feeling of gratitude to my father, Alaa Al Deen and my stepfather, Mahmoud El-Ramsisy. 

Another big ‘THANK YOU’ goes to my brothers Omar and Shady, and my sisters, Radwa and 

Haidy, and my close friends Ghada Bazan, Ahmed Othman, Aya Dowara, Mohammed Osama, 

and Noha Raafat.  

Throughout the journey of life, we meet people who offer opportunities and help us 

learn and develop. I was lucky to have worked for/with Mr. Mohammed Gohar and 

Ambassador John Casson. Those two big names in their respective fields guided me to new 

human and professional horizons.  

 

Cordially,  

Elamir Osman  



v 
 

 

ABSTRACT 

There is a growing academic interest in understanding the role of social media platforms in 

performing public diplomacy. The purpose of this exploratory study is to investigate the 

phenomenon of the use of Twitter specifically to boost the public diplomacy of a country in 

another country with the application on the U.K. Embassy in Egypt (2014-2018). The choice 

of the case study was inspired by the scarcity of the literature on the U.K public diplomacy in 

Egypt and the active Twitter approach of the U.K. Ambassador during the period of the 

research. The study employed in-depth interviews with seven individuals involved in 

designing, performing, and evaluating the Embassy’s public diplomacy including the 

Ambassador and his Communications Team. The primary data were analysed under Nye’s 

framework of public diplomacy. The study confirmed the two hypotheses and confirmed that 

the context, within which the U.K. Embassy in Egypt performed its public diplomacy, 

supported the Ambassador’s activism on Twitter. It also confirmed that the impact of the 

Embassy’s active Twitter approach boosted the U.K.’s public diplomacy in Egypt. However, 

the U.K. policy on Muslim Brotherhood, in particular, is seen as illegitimate by Egyptian 

audience and undermines the Embassy’s public diplomacy efforts. The study also concludes 

that Twitter diplomacy thrives when the institutional culture, and institutional structures at 

foreign ministries encourage diplomats to engage, and empower them based on the notion of 

presumed competence. The study also shows that diplomats need a mind-set shift from a 

message-centred approach to audience-centred communication styles. The study reveals that 

diplomats can build reach when they are creative, authentic, and locally attuned online. Finally, 

the study concluded that while the U.K. Embassy’s Twitter approach offers a rich model for 

academics and practitioners in the field of diplomatic communications, the whole experience 

is a context- and person-specific game.  
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Chapter 1: INTRODUCTION: 

 

1.1 Traditional diplomacy: continuity and change? 

The classic practice of diplomacy has always focused on government-to-government 

communication where the diplomatic envoy must go through the official channels to convey 

the messages of his/her government. These channels include, but are not limited to, the local 

Ministry of Foreign Affairs (MOFA), Presidency, Cabinet, ministries, local authorities, 

political parties, and civil society organisations. This classic aspect of doing diplomacy remains 

intact due to its direct link to the sovereignty of the host nation and the governing regimes of 

managing international diplomatic relations. Diplomats are expected also to knock the doors 

of officials when they need to raise issues of interest, cooperation and concern with the host 

nation. Before the emergence of social media platforms, diplomats were limited in how they 

can do diplomacy. They could only reach out to the state institutions, some civil society 

organisations and few prominent individuals.  

The state efforts to influence foreign audience using soft power is not a new 

phenomenon (Ogunnubi and Amao, 2016). The soft power of a country comes from its wider 

forces within society such as culture, art, film industry, music, sport and academic scholarships 

to foreigners (Idowu, and Ogunnubi, 2018). As such, countries like the U.S. enjoys extensive 

soft power because of Hollywood and exporting its culture to other parts of the world such as 

the fast food culture, American music, and political values. Some other countries projecting 

soft power is a different way. China for example focuses the “Chinese Culture” which is a 

mixture of traditional Confucian values and ‘socialist core values’ (Jintao 2007; Huang 2013). 

Even small nations exercises soft power. For example, Norway is a good example of “actions 

speak louder than words” (Nye, 2008). Norway has a small population, without an international 

language or exportable culture, is not a central hub of organisations or major corporate brands. 

Yet, it has developed a presence and a voice out of proportion to its small size and resources 
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“through a ruthless prioritisation of its target audiences and its concentration on a single 

message—Norway as a force for peace in the world” (Leonard 2002, 53). The relevant 

activities include mediation in the conflicts in the Middle East, Columbia and Sri Lanka, in 

addition to a generous aid budget and its frequent involvement in peacekeeping missions. 

 

1.2 The Development of Soft Power and Public Diplomacy 

The state attempts to influence foreign audience intensified during WWII. For example, 

in 1942, U.S. President Roosevelt created an Office of Wartime Information (OWI) to counter 

the Axis Powers’ propaganda (Nye, 2008). OWI cooperated with  Hollywood and while before 

the Cold War, “American corporate and advertising executives, as well as the heads of 

Hollywood studios, were selling not only their products but also America’s culture and values, 

the secrets of its success, to the rest of the world” (Pells 1997, xiii). Modelling on BBC, the 

U.S. created what became known as Voice of America (VAO) which had, by 1943, 23 

transmitters sending news in 27 languages (Nye, 2008).  

During the Cold War, the Soviet threat to the Western bloc grew, so public diplomacy 

continued to grow (Nye, 2008). The U.S. targeted the foreign audience behind the Iron Curtain 

and created Radio Liberty and Radio Free Europe. Nye concluded that public diplomacy was 

vital for the U.S. to win the Cold War (Nye, 2008).  

After the end of the Cold War, the U.S. budget for public diplomacy, performed by 

United States Information Agency (USIA), decreased 10 percent between 1989 and 1999 in 

comparison with the Cold War era (Nye, 2008). However, 9/11 attacks made the Americans to 

“rediscover the importance of investing in the instruments of soft power” (Nye 2008, 99).  

When social media platforms came into existence, new communications horizons 

became open to politicians and diplomats. Twitter, in particular, has transformed how 

diplomats communicate (Stein, 2011). In a few years, Twitter has established itself as the top 



3 
 

social media platform in the field of digital diplomacy with 131 foreign ministries and 107 

foreign ministers maintaining active accounts (Twiplomacy, 2018). 

 

1.3 Background on Egyptian-U.K. Relations: 

The United Kingdom (U.K.) and Egypt enjoyed long history of political, economic and 

social relationship. Egypt was ruled indirectly by the U.K. Monarchy from 1882 to 1922. The 

year (1922) when Egypt was granted deficient independence (State Information Service, 2020). 

The Anglo-Egyptian Treaty in 1936 paved the way for the U.K. troops to withdraw gradually 

form Egypt and introduced the reciprocation of diplomatic representation between Cairo and 

London at the ambassadorial level. But because of the outbreak of World War II, the U.K.’s 

military presence and influence in Egypt intensified. The 23rd July Revolution in 1952 led to 

the signing of the Evacuation Agreement which included the withdrawal of the last U.K. troops 

from the Suez Canal zone in 1956 (State Information Service, 2020). During the 1950s and 

1960s, the UK-Egyptian relations was closer to conflict than cooperation because of the legacy 

of the Suez Crisis, the Egyptian anti-colonial narrative and the hostilities between Egypt some 

U.K. allies in the region (i.e. Israel and Gulf countries). The prospects became positive in the 

mid-1970s. Bilateral relations grew steadily since the early 1980s on the political, economic 

and social fronts with two of Egypt’s first ladies, Gihan el Sadat and Suzan Mubarak being half 

British.  

Moving to the present time, the UK-Egyptian relations are driven by shared political 

and security interests (U.K. Embassy in Cairo, 2020). Economically, the U.K. is one of the top 

foreign investors in Egypt with total investments of 47.4 billion US dollars through 1816 

companies operating in Egypt (Egypt Today, 2019). U.K. investments cover wide range of 

sectors such as energy, retail, tourism, financial services, pharmaceutical products, and 

communication and information technology. The Egyptian-British Chamber of Commerce and 

https://twiplomacy.com/blog/twiplomacy-study-2018/
https://sis.gov.eg/section/52/122?lang=en-us
https://sis.gov.eg/section/52/122?lang=en-us
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the Egyptian British Businessmen Council are key players in enhancing trade ties between the 

two countries (State Information Service, 2020) 

A particularly positive aspect of the bilateral relations is cultural and educational ties. 

His Royal Highness Prince Charles Philip Arthur George, Prince of Wales, opened the British 

University in Egypt (BUE) in March 2006 (British University in Egypt, 2020). The British 

Council remains a cultural and educational hub in Egypt’s two major cities, Cairo and 

Alexandria (British Council in Egypt, 2020).   

 

1.4 Significance and Objectives of the Study: 

      As most of the literature on public diplomacy in Egypt focuses on the U.S. Embassy, 

the review of the literature highlights a scarcity in academic writings discussing the U.K. public 

diplomacy in Egypt. This study will contribute towards filling this academic gap.  

Another significant contribution of this study is its exclusive focus on Twitter as a 

relatively new public diplomacy tool within the Egyptian context. The reason behind choosing 

Twitter as opposed to Facebook or Instagram is that the former U.K. Ambassador didn’t 

establish personal presence on either platforms. He had only account one social media which 

was on Twitter.    

The selection of the case study is also linked to the fact that although the U.K. 

Ambassador was not the first foreign ambassador to create a professional Twitter account in 

Egypt, he established himself as the most followed foreign diplomat in Egypt on Twitter 

towards the end of his posting in August 2018 with more than one million followers on Twitter. 

This makes the case study a powerful one to explain the phenomenon this research is attempting 

to tackle, which is “the use of Twitter to boost public diplomacy”.   
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Accordingly, the key objective of the study is to explore how the U.K. Embassy used 

Twitter to boost its public diplomacy in Egypt, under the leadership of the former U.K. 

Ambassador (2014-2018), with special concentration on the advantages and disadvantages of 

the Embassy’s Twitter approach. Accordingly, the research question will be: 

 How did the U.K. Ambassador’s use of Twitter influenced the U.K’s public diplomacy 

in Egypt? What were the advantages and disadvantages of the Ambassador’s Twitter 

diplomacy approach? 
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CHAPTER 2: LITERATURE REVIEW: 

Many of the published studies on public diplomacy focus on the U.S., Western 

European countries, and some other rising international and regional powers such as China, 

India, Nigeria, Iran and Israel. There is an obvious academic gap in the Egyptian context. Most 

of the studies on public diplomacy in the literature fall under one of the below three categories: 

1) Foundation studies  

2) Region or country-specific experiences 

3) The public diplomacy of political figures such as Trump. 

 

2.1 Foundation Studies  

These category of studies focuses on the origins, development and conceptualisation of 

public diplomacy. In his study “Public Diplomacy and Soft Power”, Joseph Nye (2008) offered 

a comprehensive analysis to the development of the practice of public diplomacy to boost soft 

power and offered a theoretical framework to perform public diplomacy (Nye, 2008). Nye 

defined soft power as “the ability to affect others to obtain the outcomes one wants through 

attraction rather than coercion or payment” (Nye, 2008, 94).  

According to Nye (2008), the resources that generate soft power stems largely from the 

set of values a country demonstrates in its culture (Nye, 2008). Accordingly the U.S. enjoyed 

a powerful position because, as a former French foreign minister noted, “Americans are 

powerful because they can inspire the dreams and desires of others, thanks to the mastery of 

global images through film and television and because, for these same reasons, large numbers 

of students from other countries come to the United States to finish their studies” (Nye. 2008, 

96).  In the same study, Nye offered a historical background on the early soft power efforts of 
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the U.S. and other major European countries where he, also, highlighted how different 

countries and political groups utilised new inventions to attract foreign audience through the 

utilisation of then the new technology of the radio. The use of emerging communications 

platforms, such as Twitter, in public diplomacy is another relevant aspect to my research on 

the public diplomacy of the U.K. Embassy in Egypt.  

The study identified three dimensions for public diplomacy, which are daily 

communications, strategic communications and building lasting relationships beyond the 

government sector (Nye, 2008). The researcher will employ framework in discussing the public 

diplomacy of the U.K. Embassy in Egypt. 

Nye’s study (2008) concluded that soft power and public diplomacy efforts can be 

undermined by policies that are perceived by foreign audience as “illegitimate” and gave the 

example of the invasion of Iraq (Nye, 2008). This another relevant aspect to this thesis as it 

will be utilised to explain how policy disagreements between Egypt and the U.K. on issues 

such as the U.K. policy on Muslim Brotherhood limited  the success of the former U.K. 

Ambassador’s public diplomacy in Egypt.  

Like many other studies, Nye’s research examined public diplomacy from American 

lenses. While Nye dedicated a section in his study to discuss public diplomacy in the 

information age, he did not anticipate the potential impact of social media platforms, that 

existed back then, on performing public diplomacy.  

2.2.Region or Country-Specific Experiences:  

Some other studies discussed the soft power and public diplomacy of emerging Asian 

powers in South and East Asia, Africa and the MENA region. In their study “The Struggle for 

Soft Power in Asia: Public Diplomacy and Regional Competition”, Hall & 

Frank (2013) highlighted the growing competition between major Asian countries to display 

soft power levering public diplomacy (Hall & Frank, 2013). The study argues that “there are 
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two arms races happening in Asia today: one for military capabilities and another for the 

weapons of “soft power.” (Hall & Frank, 2013, 2). The study offered a historical background 

about the public diplomacy in Asia during the Cold War then discussed the various public 

diplomacy approaches followed by major Asian powers. The study focused mostly on China 

as Asia’s top investor in soft power with 9 billion US dollars a year on public diplomacy and 

other activities to enhance its soft power (Hall & Frank, 2013). Hall and Frank identified five 

strands for China’s public diplomacy strategy which are:  

1- Engaging ethnic Chinese living abroad,  

2- TV channels in foreign languages,  

3- The establishment of a dedicated Public Diplomacy Division in 2004 (renamed as the 

Public Diplomacy Office) as part of the Ministry of Foreign Affairs and the creation of 

a Public Diplomacy Research Centre at the Beijing Foreign Service University and a 

scholarly journal, Public Diplomacy Quarterly 

4- Sponsoring more than 320 Confucius Institutes in almost 100 countries modelling on 

the British Council and Goethe Institute.  

5- Hosting big cultural, sports and business events such as the Beijing Olympics in 2008 

and the Shanghai World Exhibition in 2010. (Hall & Frank, 2013, 3:4) 

China’s major competitors reacted quickly capitalising on their comparative soft power 

assets. For example, Taiwan intensified its public diplomacy work utilising democracy as its 

“most valuable soft power asset” (Hall & Frank, 2013). India, Japan, and Malaysia followed 

suit and created public diplomacy divisions within their foreign ministries and invested in their 

foreign media management. For example, The Japan Public Broadcasting Corporation (NHK) 

began to broadcast news services in 18 languages and South Korea’s Airing World which was 

established to improve the image of Korea globally (Hall & Frank, 2013, 5). The main criticism 
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of Hall & Frank (2013) is that it did not cover social media efforts, let alone Twitter, as part of 

the wider public diplomacy efforts of emerging Asian powers.  

Moving to Africa, a study by Idowu, A. and Ogunnubi, O. (2018) highlighted Nigeria’s 

use of economic and human resources to serve its growing foreign policy activism in Africa 

(Idowu, and Ogunnubi, 2018).  The study admits that the research in Africa on public 

diplomacy is in its “infancy” where the focus has been mostly on South Africa (Idowu, and 

Ogunnubi. 2018). The study made clear reference to Nigeria’s soft power assets, including 

religious diversity, film industry, human capital, tourism sites and political diplomacy (Idowu, 

and Ogunnubi. 2018). Yet, it did not expand on any of these elements. The focus was mainly 

on Nigeria’s economic development. The study argues that Nigeria’s role as a ‘force of good’ 

in the African continent has not been utilised to best serve the interests of Nigerian citizens. It 

concluded that an economic diplomacy that is focused on improving the lives of Nigerian 

citizens will help improve the negative perception of Nigerians in Africa and globally which 

will eventually boost Nigeria’s soft power (Idowu, and Ogunnubi. 2018). The study did not 

explain how Nigeria, if at all, is integrating social media to advance its public diplomacy in the 

African continent.  

As far as the Middle East and North Africa (MENA) region is concerned, majority of 

studies in the literature focused on the U.S. public diplomacy towards Arab and Muslim 

audiences as part of the global war on terrorism after 9/11 terrorist attacks. Similarly, within 

the Egyptian context, most of the studies focused on the U.S, Embassy’s public diplomacy. For 

example, Owen Henry (2012) conducted a detailed study where he compared between the 

official Twitter accounts of the US Embassies in Egypt and the UK. Mixing qualitative and 

quantitative methods, Henry highlighted the engagement trends and concluded that there can 

be better utilisation of Twitter diplomacy. Yet, he mentioned @USEmbassyCairo as one of the 

best examples (Henry & Sandberg, 2012). The study was conducted at the peak of the political 
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transition in Egypt after the 25thJanuary Revolution. The situation has changed significantly 

since then. 

One other study discussed the role of localised language in diplomatic communication 

in the MENA region. Muhammed (2016) mentioned the former U.K. Ambassador alongside 

other examples of Arabic speaking diplomats in the MENA region such as the former Arabic 

Spokesperson of the U.K. Government based in Dubai, Edwin Samuel. While Muhammed 

(2016) recognised the impact on using Arabic to communicate effectively to advance his 

messages, it did not offer insights about the structures in place to perform public diplomacy, 

the Embassy’s communications model, and the quality of engagement. Additionally, the study 

did not obtain primary from neither the U.K. Ambassador himself nor his Communications 

Team.  

2.3. Public Diplomacy of Prominent Political Figures such as Trump. 

The political use of Twitter by Trump increased the academic attention to the use of 

Twitter to boost public diplomacy and foreign policy. Farias (2020) offered an evaluation to 

the successes and failures of President Trump’s use of Twitter to boost his personal public 

diplomacy and to set the agenda for foreign policy (Farias, 2020). The study argues that Trump 

utilised two strategies. “The first one is establishing a highly personal, face-to-face visibility in 

all his activities as president. Trump routinely appears on talk shows, gives live interviews and 

attends rallies across the country, portraying himself as the best, most popular president in US 

history, or as “your favourite President (me)” (Farias, 2020, 1). The second strategy was to 

maintain a “highly active, virtual presence on social media where Trump continuously 

reinforces the messages that he delivers in live events and sets the agenda for new topics of 

discussion.”  (Farias, 2020, 1). The study concluded that the two strategies were highly 

effective to defeat his political opponents and to strengthen his connections with his support 

base in the U.S.  
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The two strategies enabled him to set the foreign policy agenda where he put his 

opposing world leaders or countries in a reactive positon (i.e. announcing economic sanctions 

against Turkey on Twitter) (Farias, 2020). Yet, Trump’s use of Twitter in foreign policy has 

been “one of contradictions” and reinforced his “erratic, individualistic and self-glorifying 

attitude toward his responsibilities and powers as president and commander-in-chief” (Farias, 

2020, 5). This study is particularly useful to explain how other political and diplomatic 

celebrities may follow Trump’s Twitter strategies which will be part of the analysis of the use 

of Twitter by the former U.K. Ambassador in Egypt.  

 

The literature review of Twitter diplomacy to boost public diplomacy in Egypt suggests 

clearly that the few studies mentioned the U.K and that the focus was, mostly, on the US 

Embassy in Egypt. It also suggests that there is a literature gap in this area particularly in 

relation to the public diplomacy of the U.K. Embassy in Egypt. The key objective of this study 

is to contribute towards filling this gap.  
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CHAPTER3: RESEARCH QUESTION, METHODOLOGY, AND CONCEPTUAL 

FRAMEWORK 

3.1 Research Question: 

The research question of the study is: 

How did the U.K. Ambassador’s use of Twitter influenced the U.K’s public diplomacy 

in Egypt? What were the advantages and disadvantages of the Ambassador’s Twitter 

diplomacy approach?  

The key objective of the study is to explain how the U.K. Embassy used Twitter to boost its 

public diplomacy in Egypt with strong focus on the advantages and disadvantages utilising the 

conceptual framework of soft power and public diplomacy offered by Joseph Nye (2008).  

The main hypotheses of the research are: 

Hypothesis one: 

The context within which the U.K. Embassy in Egypt performed its public diplomacy, 

supported the ambassador’s active approach on Twitter  

 

Hypothesis two: 

The impact of the Embassy’s active Twitter use boosted the U.K.’s public diplomacy in Egypt.   
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3.2. Methodology and Conceptual Framework: 

Case Study: 

Robert Yin (1981) defined “case study” as a contemporary phenomenon in its real-life 

context when the boundaries between the phenomenon and its context are not clearly evident 

(Yin, 1981, 51). Gerring offered a similar definition where he described a case study method 

as “an in-depth study of a single unit” (Gerring, 2004, 341). A simpler definition was offered 

by Herreid (1997) where he said “cases are stories with a message” (Herrid, 1997, 92). Because 

of the exploratory nature of the thesis, a case study is deemed a suitable research strategy to 

examine a phenomenon within its context (Yin, 2008), (Ragin and Becker, 1992). Accordingly, 

the thesis will use the public diplomacy of the U.K. Embassy in Egypt to tackle the 

phenomenon of employing Twitter to boost public diplomacy.  

 

In-depth interviews: 

This study uses primary data which have been generated via in-depth interviews with 

seven individuals involved in the process of designing and performing the public diplomacy of 

the U.K. Embassy in Egypt between 2014-1018. Those individuals are:  

The Director of Government Communications at the U.K. Government,  

The former U.K. Ambassador to Egypt  

The former Deputy U.K. Ambassador to Egypt,  

The former Head of Communications at the Embassy,  

The three locally-employed staff members of the U.K. Embassy’s Communications 

team who worked directly with the Ambassador.  

The interviews were conducted face-to-face in 2018 after obtaining the approval of the 

AUC’s Institutional Review Board (IRB). The shortest interview lasted for 17:19 minutes and 

the longest one lasted for 39:09 minutes. All interviews were conducted in Cairo except one 
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interview was conducted in Dubai. The questions were designed to get insights from the 

interviewees on the context, advantages and disadvantages of the Embassy’s public diplomacy. 

The collected data from the interviews will be utilised to answer the research question via 

discussing the understanding, objectives, structure, strategy and delivery models, the 

advantages and disadvantages of the use of Twitter to boost the Embassy’s public diplomacy 

in Egypt. The grounds of the discussion will be Nye’s three dimensions of public diplomacy 

with the application on Twitter specifically. Those dimensions are: 

1)  “Daily communications which involves explaining the context of domestic and 

foreign policy decisions” (Nye, 2008: 101),  

2) “Strategic communications which develops a set of simple themes much as a 

political or advertising campaign does” (Nye, 2008: 102), 

3) “The development of lasting relationships with key individuals over many years 

through scholarships, exchanges, training seminars, conferences and access to 

media channels” (Nye, 2008: 103).  

 

Figure 1. Nye’s distinction between soft power and public diplomacy (Nye, 2008). 

Source: prepared by the researcher  
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Culture 
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As highlighted in the below figure, The insights offered by the interviewees will be 

discussed within the context of the wider institutional understanding of public diplomacy, the 

guidance from the mother institution, The Foreign & Commonwealth Office (FCO), the 

structure of the Communications Team at the Embassy and the communications model adopted 

to utilise Twitter as a public diplomacy tool. After that, the discussion will cover the main 

themes emerged in line with Nye’s (2008) dimensions of public diplomacy including the 

advantages and disadvantages of the use of Twitter to inform the conclusions.  

 

 

Figure 2: The process of data analysis  

Source: prepared by the researcher  

 

There are some concepts that are related to soft power and public diplomacy such as 

soft diplomacy, digital diplomacy and Twitter diplomacy. The below section offers a brief 

background on each concept and its relevance to the study.  
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2- Advantages and 
disadvantages of Twitter use

Conclusions
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Soft Power 

While the Cold War’s global ideological struggle resulted in more creative 

communication approaches to influence foreign publics, the term “Soft Power” came to 

existence by the end of the Cold War. Joseph Nye coined the term and defined it as “the ability 

to affect others through the co-optive means of framing the agenda, persuading, and eliciting 

positive attraction in order to obtain preferred outcomes" (Nye 2004, 21). Nye (2008) identified 

three dimensions of any country’s soft power, which are culture, political values and foreign 

policies (Nye, 2008). The study will adopt those dimensions in data analysis.    

Public Diplomacy and New Public Diplomacy: 

Public diplomacy is a common term used by academics and practitioners in the field of 

diplomacy without “agreed-upon understanding of its definition and boundaries” (Cull, 2012). 

World War II was the starting point as to when foreign diplomats, politicians and leaders 

included foreign audience as part of their target audience. This process was known as public 

diplomacy (Siracusa, 2010). This one-way form of communication approach has changed to 

take the form of an interactive dialogue (Cowan & Arsenault, 2008). This second wave of 

public diplomacy has led to the emergence of the term “new public diplomacy” as a 

manifestation of both the activism of sub-state actors and their growing role abroad, and the 

flourishment of nation branding efforts and the spread of new technology (Cull, 2009). The 

main objective of public diplomacy is “not to convince but to communicate, not to declare but 

to listen” (Castells, 2008, 91).  

New public diplomacy is targeting societies not governments (Castells, 2001). New 

public diplomacy is about listening not just telling which makes it different from propaganda 

(Melissen, 2005). Another comprehensive definition of new public diplomacy, which this study 

will adopt, is "an instrument used by states, associations of states, and some sub-state and non-

state actors to understand cultures, attitudes and behaviour; to build manage relationships; and 
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to influence thoughts and mobilize actions to advance their interests and values." (As quoted 

in Cull 2012, 58).  

Soft Diplomacy 

A third term that was closely associated with public diplomacy and soft power, which 

is “Soft Diplomacy”. Burnay, Hivonnet, and Raube (2014) defined soft diplomacy as: 

"Fostering ‘soft power’ of a diplomatic actor; processing ‘two-way-street’ exchanges based on 

mutual agreements; implementing ‘two-way-street’ exchanges, learning and self-reflexive 

processes; including non-governmental actors; and being substantially linked to ‘soft’ issues" 

(Burnay, Hivonnet, & Raube, 2014, P. 40). 

Digital Diplomacy: 

The term “Digital Diplomacy” is relatively new. In his book: Digital diplomacy: U.S. 

foreign policy in the information age, Dizard (2001) pioneered the use of the term “digital 

diplomacy”. The book offered an analysis as to how modern technology is impacting 

diplomacy within the context of the US foreign policy (Dizard, 2001).  Digital diplomacy can 

be defined as using digital tools to achieve diplomatic objectives (Bjola & Holmes, 2015). This 

suggests that key element to differentiate between traditional diplomacy and digital diplomacy 

is the use of social media which as the carrier of the message or the channel of the 

communication. It also suggests another fundamental difference, which is that the 

communication is taking place virtually in the online sphere not the actual face-to-face world. 

Digital diplomacy is doing old things in a new and more creative way.     

Twitter Diplomacy (Twiplomacy): 

Twitter diplomacy is a more recent term that focuses exclusively on the use of Twitter 

as a public diplomacy tool. The term was coined in 2011 when a specialised website produced 

a study conducted to measure of use of Twitter by heads of states. Digital diplomacy can be 



18 
 

defined as the use of Twitter to achieve diplomatic objectives or the outcome of merging 

traditional diplomacy, digital diplomacy and Twitter (Chhabra, 2020).  

 
Figure 3. Distinction between traditional diplomacy, digital diplomacy and Twitter diplomacy. 

Circle A represents the sphere of traditional diplomacy and circle B represents digital 

diplomacy. Circle C represents Twitter, which is part of digital diplomacy, making it even a 

smaller part of traditional diplomacy as a whole.  

Source: (Chhabra, 2020. P.2.).  

 

 

3.3 Limitations of the study:  

The main limitation of this study the study was the fact that the researcher was a 

member in the Communications team of the U.K. Embassy in Egypt in the period between 

October 2012 and February 2017. Yet, one may argue that the study will gain stronger grounds 

due to the direct engagement of the researcher in the Ambassador’s public diplomacy.  

 

3.4 Ethical considerations: 

The informants signed the consent form which was approved, before conducting the 

interviews, by the Institutional Review Board (IRB). The author guaranteed the confidentiality 

of the interviewees’ names. The participants were reassured that the study is for pure academic 

purposes and should not be used otherwise. They signed the consent form in hand-writing. 
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Chapter 4: CONTEXT 

4.1 Institutional context 

As part of the analysis of a case study, it is key to understand the context of the 

phenomenon (Ragin and Becker, 1992). Applying this on the study, the following sections will 

discuss the institutional context of the use of social media, including Twitter, within which, the 

U.K. Embassy performed its public diplomacy in Egypt. The context includes the 

understanding, structures in place, guidance, strategies and delivery tactics (Cull, 2012). The 

analysis of the context is designed to test the first hypothesis of this thesis, which is that the 

context within which the U.K. Embassy in Egypt performed its public diplomacy, supported 

the Ambassador’s active approach on Twitter.   

4.1.1 Institutional Understanding of Public Diplomacy 

The use of Twitter has become a key requirement for senior diplomats to be able to do 

their jobs. Most foreign ministries including the FCO encourages diplomats serving overseas 

to engage online with the local users in host nations (Twiplomacy, 2018). When asked about 

the understanding of public diplomacy, the interviewees demonstrated shared understanding of 

the importance and relevance of public diplomacy but without clear distinction between public 

diplomacy, new public diplomacy and soft power. The Director of Government 

Communications at the U.K. Government described public diplomacy as “explaining your (the 

diplomat’s) country’s ambition” to connect with “the host country’s aspirations” which leads 

to an “improved mutual understanding”. This definition goes in line with Nye (2008) definition 

of soft power and touches on the first and second dimensions of Nye’s definition of public 

diplomacy, which are daily communications and strategic communications (Nye, 2008).  The 

Director of Government Communications at the U.K. Government also described public 

diplomacy is a “force for good” by which the diplomat explains who he/she is and what he/she 

https://twiplomacy.com/blog/twiplomacy-study-2018/
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is trying to achieve. It is a “direct” form of communication with the public. He also described 

social media platforms as a “great opportunity” and a “powerful tool” to tell “your, and your 

and country’s story through words, pictures and videos”. Yet, there was a clear reference to the 

potential risks of the use of social media platforms, including Twitter, as a public diplomacy 

tool. It can be used to “sow confusion and misinformation”, he added. However, the general 

understanding of the role of Twitter as a public diplomacy tool was positive. 

The former U.K. Ambassador indicated that public diplomacy is an integral part of 

modern diplomacy where the diplomat can influence the wider social context within which the 

process of social change happens and the local political decisions are made. This understanding 

goes in line with Castells’s definition of public diplomacy as a way “not to convince but to 

communicate, not to declare but to listen” (Castells, 2008, 91). It also reflects Castells’s 

definition of new public diplomacy which “aimed at societies, and not just at governments” 

(Castells, 2001, 160). The former U.K. Ambassador went as far as to say “you (the diplomat) 

can’t achieve anything important by (just) talking to all government officials only”. This view 

covers Nye’s third dimension of public diplomacy which is about building lasting relationships 

beyond the government sector (Nye, 2008). Other interviewees used the word “listening” as a 

primary goal of public diplomacy which goes in line with Melissen’s description of new public 

diplomacy as being about listening not just telling (Melissen, 2005).  

Endorsing the positive view of public diplomacy and Twitter, the Ambassador 

compared between Twitter and the traditional press release. He described sending out a press 

release to a lot of newspapers as a “laborious process” as someone else writes the story on 

behalf of the Embassy that may or may not reflect what the Embassy or the former Ambassador 

want to say, and people may or may not read the story. This is a clear demonstration of the 

impact of modern technology on the modern practices of public diplomacy (Dizard, 2001). Nye 

(2008) touched also on the role of new technology in boosting soft power where he highlighted 
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how the invention of radio in the 1920s allowed many governments into the arena of 

broadcasting in foreign languages. In the 1930s, fascists and communists were in a competition 

to project “favourable images to foreign publics” and Nazi Germany, utilised foreign-language 

propaganda films and radio broadcasting (Nye, 2008, 97).  

The Embassy’s public diplomacy approach was based on active engagement with 

Egyptian audience. The former Ambassador indicated that his account was an effective tool to 

get a “much better feel of the general climate” of opinions in Egypt. The use of Twitter leads, 

ultimately, to an informed diplomacy, The Director of Government Communications indicated. 

Stressing on this point, the former Ambassador said that the diplomat does not have to assume 

because he/she “can see exactly how they (audience) interact with you (him)”.  

Reflecting on the positives of Twitter as a public diplomacy tool, one locally-engaged 

member of the Communications Team highlighted the significance of Twitter during crisis time 

to reach out to “people in need”. Another significant demonstration of the value of social media 

for the Embassy was improved daily and strategic communication on the services delivered by 

the Embassy such as consular services based on the feedback from customers online.  

Decentralisation and empowerment emerged as key themes in the interviewees.  

Locally-engaged staff members stated that they feel empowered to make local judgment as to 

what to publish, when to publish, how to publish and where to publish. This fits nicely with the 

central guidance from the FCO which says “we do not expect our staff to all use social media 

in the same way, but we do expect social media to be a core part of the toolkit of a modern 

diplomat” (FCO, 2015,2). It also stated that staff should feel empowered to use social media. 

A key driver behind such an empowering approach by the ministry in London is “presumed 

competence”. The former Ambassador said “The Foreign Office (FCO) employ people who 

you (the FCO) think are good diplomats and then you (the FCO) let them make the judgments”.  

https://www.gov.uk/government/publications/fco-social-media-guidance
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The responses received from all the interviewees, including the most senior two, 

suggest positive sentiment towards the use of social media to boost public diplomacy because 

it benefits the Embassy in managing its daily and strategic communications in addition to 

building relations beyond the government sector. The later dimension will receive further 

analysis under the “advantages” section in the next chapter.  

 

4.1.2 Central Guidance: 

The FCO issued an updated guidance in 2015 for the institutional use of social media. 

The guidance “encourages all staff to make full use of the opportunities provided by social 

media to help deliver FCO objectives.” (FCO, 2020, 1). The four-page document stated that 

social media “allows diplomats to monitor events, harvest information and identify key 

influencers, provides real time channels to deliver our (the FCO) messages directly and 

influence beyond traditional audiences, can assist in the consultation process and the 

formulation of policy by helping us crowd source ideas, improves the delivery of our services 

through closer engagement with our customers and allows us to better manage a crisis, and 

makes us more accountable and transparent through open dialogue” (FCO, 2015,1).  

While the Twitter account of the UK’s Foreign Secretary is less formal and more 

personal, the FCO’s Twitter account @ForeignOffice is used fundamentally to cover news and 

press releases, speeches and statements by the Foreign Secretary and Foreign Office Ministers, 

photos, retweets of notable announcements by U.K. government departments and 

organisations, and live event coverage (FCO, 2020). A locally-engaged staff member indicated 

that this model is adopted by the institutional Twitter account of the U.K. Embassy in Egypt 

@UKinEgypt but with Egyptian-focused and embassy-driven content. Following the U.K. 

https://www.gov.uk/government/organisations/foreign-commonwealth-office/about/social-media-use
https://www.gov.uk/government/publications/fco-social-media-guidance
http://www.twitter.com/foreignoffice
https://www.gov.uk/government/organisations/foreign-commonwealth-office/about/social-media-use
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Foreign Secretary’s model, the Ambassador’s account is meant to be more personal, flexible, 

conversational and less formal.  

The central FCO guidance offered a framework to inform local judgements on what to 

post and what not to post online. As highlighted in the below table, the guidance identified 

three colour codes based on which, a local decision by the Embassy can be made.  

• Green Category: 

The concerned communicator does not need to seek clearance before posting materials related 

to established policies and agreed press lines within the area of his/her knowledge and 

expertise. An example would be a factual Tweet about one of the Embassy’s local services.  

• Amber Category:  

The concerned communicator should seek guidance from the centre in London, namely a Head 

of Policy Team, Media Office or the Digital Transformation Unit. Examples under this 

category includes, breaking news of unforeseen events such as terrorist attacks or big political 

announcements. It also includes the ministerial movements for obvious security reasons 

especially during overseas visits.  

• Red Category: 

The concerned communicator must not publish online any classified data or on issues that are 

not part of his/her knowledge and responsibility. Examples include diplomatic telegrams and 

major policy documents (FCO, 2015).  
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Table 1. Framework on when to seek clearance before publishing content on official channels 

As far as public diplomacy activities are concerned, the members of the 

Communications Team indicated that the sweeping majority of the Embassy’s Twitter posts 

fall under the Green Category because they focus on issues that are not “controversial” in nature 

such as promoting the U.K. excellence in education, business ties, trade deals between Egypt 

and the U.K., and light topics like football and food.  

It can be concluded that the central guidance was in favour of more online activism for 

the Embassy on social media including Twitter.  

 

4.2 The Structure of the Communications Team at the Embassy 

Understanding the public diplomacy of an actor requires attention to the structures in 

place to perform it (Cull, 2012). According to the former Deputy British Ambassador, the 

Communications Team is part of the wider political team. It is headed by a U.K. diplomat, 

usually a Second Secretary, who is responsible for the bigger picture and acts as a focal point 

between the Communications Directorate at the FCO in London and the Embassy in Cairo. 

He/she is also the manager of two locally-appointed communications experts. The two officers 
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are usually Egyptians. One officer leads on traditional media engagements, such as TV, Press 

and Radio whereas the other offer leads on digital communications. The two officers’ work 

overlaps due to the inter-dependency between conventional and digital media. The Embassy 

appoints an intern to assist the digital lead in visual content production (i.e. videos, graphics 

and online posters).     

 

 

Figure 4. The structure of the Communications Team at the U.K. Embassy in Egypt.  

Source: Prepared by the researcher. 

  

The structure of the Communications Team goes in line with the positive understanding 

of the role of social media in boosting public diplomacy. The former Head of the 

Communications Team indicated that social media is a key driver for the Embassy’s TV and 

Press work saying “I think a real mark of success is when those messages make it from our 

social media to conventional media. So, doing a video on gender equality on our Facebook that 

ends up on breakfast TV (show), or the ambassador tweeting about something and that tweet 

Head of 
Communications 

Communications 
Officer 

Digital Diplomacy 
Officer

Digital Intern
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getting picked up by conventional news websites, shows that our message is hitting a mark and 

reaching a wide audience and getting other people to spread our message for us is good”. The 

appointment of a social media, not a conventional media, intern is a reflection of an 

understanding of the growing role of social media compared to TV and Press.  

It can be concluded that the existing structure within the Embassy is encouraging 

expansion of the use of social media, including Twitter, to boost the Embassy’s public 

diplomacy.   

 

4.3 The Embassy’s Communication Model 

 Nye (2008) stated that policies which are seen by target audience as “illegitimate” 

undermine the country’s soft power. He gave the example of the impact of the invasion of Iraq 

on the U.S. soft power amongst Muslims and Arabs (Nye, 2008). When asked about the 

objectives and the communications model of the Embassy, the former U.K. Ambassador 

highlighted that the one of the objectives of the Embassy’s active public diplomacy is to address 

the “trust deficit” between the U.K. and Egyptians. The Ambassador and his Communications 

Team members identified three policy issues that caused this deficit in trust.  

• The U.K. support to the Muslim Brotherhood: 

Against the interest of the Egyptian Government, the U.K. Government announced in 

2015 that London would not ban the Muslim Brotherhood (BBC, 2015) which resulted in a 

general perception amongst the Egyptian elites and the Egyptian public opinion that the U.K. 

is a supporter of the Muslim Brotherhood. The perception of the U.K. support to Muslim 

Brotherhood received academic attention in recent years. Lorenzo (2015) endorsed this this 

view in a study, under GW Program on Extremism, where he argued that the U.K. is a global 

hub for the Muslim Brotherhood (Lorenzo, 2015). The main categories of Muslim Brotherhood 

https://www.bbc.com/news/uk-35121792
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members are “1)Pure brothers: These are members of various branches of the Muslim 

Brotherhood throughout the Middle East (Egypt, Iraq, Libya…) who over the last fifty years 

have established a presence in the UK, 2)Brotherhood affiliates: Those are organisations 

established by individuals with strong personal ties to the Brotherhood but operate completely 

independently from any Brotherhood structure, and 3)Organisations Influenced by the 

Brotherhood” (Lorenzo, 2015, 3:4). Lorenzo (2015) identified three goals for the Muslim 

Brotherhood in London which are  

“1- To spread their religious and political views to British Muslim communities 

2- To become official or de facto representatives of British Muslim communities 

3- To support domestic and international Islamist causes. The Brothers aim at using their 

positions of influence to advocate for various Islamist causes both with local Muslim 

communities and British policy-makers and public.” (Lorenzo, 2015, 15).  

• Suspension of flights between the U.K. and Sharm el-Sheikh: 

In late October 2015, a Russian passenger plane crashed in Egypt’s Sinai, killing all 

224 people on board. Few days later, the U.K. government decided to halt all flights directly 

between the UK and Sharm el-Sheikh in Egypt (BBC, 2015). This decision had a negative 

impact on the tourism sector in Egypt which experienced a total loss of 4 billion US dollars in 

the following two years (EgyptIndependent, 2017). It is worth noting though that the situation 

changed in 2019 when the U.K. decided to resume flights to Sharm el-Sheikh (The 

Independent, 2019). The interviews were conducted before the resumption of flights. 

• Visa services: 

The data collected from the interviewees suggest that the Embassy’s visa services were 

unpopular amongst wide range of Egyptians. According to a locally-engaged staff member, the 

https://www.bbc.com/news/uk-34724604
https://egyptindependent.com/tourism-in-sharm-el-shaikh-seen-4-bn-loss-since-russian-plane-crash-governor/
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Ambassador used his Twitter account to collect feedback, communicate improvements in the 

visa service and address concerns of customers. Yet, the locally-engaged members highlighted 

that there is little these Tweets can achieve unless the actual visa policy changes.  

The above-mentioned policy context offered a strong case for a more active utilisation 

of public diplomacy on Twitter to build trust with Egyptian audience. In response, The 

Communications Team members mentioned that the Embassy followed a methodical 

framework offered by the UK’s Government Communication Service (GCS). The model is 

called OASIS (Government Communication Service, 2020). ‘O’ Stands for objective, ‘A’ is 

for Audience, ‘S’ is for Strategy, ‘I’ is for Implementation, and ‘S’ is for Scoring. The Embassy 

uses this strategic framework to perform its Twitter diplomacy. In the below section, we review 

how the model was applied by the Embassy.  

 

Figure 5. The strategic communication model of the U.K. Government (OASIS) 

Source:  (Government Communication Service, 2020). 

 

 

https://gcs.civilservice.gov.uk/guidance/marketing/delivering-government-campaigns/guide-to-campaign-planning-oasis/#resources
https://gcs.civilservice.gov.uk/guidance/marketing/delivering-government-campaigns/guide-to-campaign-planning-oasis/#resources
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Communication objectives: 

The former U.K. Ambassador, identified four goals behind the Embassy’s public 

diplomacy; 1) building trust with Egyptian audience, 2) controlling the message of the Embassy 

and the branding of the Ambassador, 3)finding and developing partnerships beyond the 

government sector, and 4) modelling a positive way of interacting with the Egyptian people. 

These objectives reflect and cover Nye’s (2008) identified dimensions of public diplomacy. 

The Ambassador stated that he made a conscious decision to use Twitter to control his 

messages and brand capitalising on disintermediation, ore removing the middleman, as a key 

advantage of Twitter. One locally-engaged team member highlighted that controlling the 

messages mitigated the risk of misquoting Ambassador and helped in containing the spread of 

misinformation about U.K. in Egypt by responding quickly to any inaccurate information about 

the Embassy or the Ambassador.  

Direct communication with Egyptians on Twitter enabled the Embassy to achieve its 

objective to be part of the wider change process in Egypt via spotting and engaging with some 

unheard voices of positive change makers in Egypt (i.e. Inspire Egypt initiative) which is a 

reflection of Nye’s (2008) third dimension of public diplomacy (i.e. building lasting friendships 

beyond the government sector).  

Audience: 

When asked about the audience, the interviewees agree that the Ambassador was keen to reach 

out to as many Egyptians as possible but with special focus on young people and those who 

are interested in the issues that U.K. care about. Elaborating on this point, The 

 Ambassador said “… Egyptians are interested in where the country’s going, where are 

the jobs coming from, how do we reinforce positive versions of faith against extremism. All 

these issues that are our bread and butter. We’re focused particularly on pushing a positive 
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reform agenda in terms of enterprise, equality, and education. Any Egyptian is interested in 

that, we try and reach them”. This is a clear reflection of the Embassy’s approach to join the 

online crowd where they are as opposed to the classic approach of sending out messages and 

expecting the audience to engage. It, also, fits nicely with Nye’s (2008) third dimension of 

public diplomacy.   

The data collected from the interviews suggest the Embassy follows a professional 

approach to analyse the landscape of online audience. The Embassy’s audience analysis was 

inspired by well-established practices in the field of project management in categorising 

stakeholders to determine the best ways to deal with each category. The Embassy tailored the 

common technique of “the power-interest grid”, which was popularised by Eden and 

Ackermann (2011) in their book “Making Strategy” (Ackermann & Eden, 2011).   

 

Figure 6. Stakeholders’ power and influence grid  

Source: The project management blueprint, 2019  

https://www.theprojectmanagementblueprint.com/blog/stakeholder-management/stakeholder-power-interest-grid
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Reflecting on the application of the Stakeholders’ Power and Influence Grid, a member 

in the Communications Team indicated that the Communications Team makes conscious 

decisions on audience engagement. For example, less influential people who are not massively 

engaged and use their occasional interactions with the Embassy to attack the U.K. are often 

monitored but without responses. One locally-engaged member said “if you push out a message 

and get attacked for something that happened ten years ago, well I can’t change the past.”  

Another member in the Communications Team highlighted the significance of online 

engagement with influential celebrities who show interest and develop strong connections with 

the U.K. A notable example is two famous Egyptian footballers, Mohammed Salah and 

Ramadan Sobhi, who signed in the past for teams in the English Premier League (EPL). The 

Ambassador was keen to keep the two players engaged by direct responses to their tweets and 

mentions.  
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Figure 7. A screenshot of a Twitter thread between the former U.K. Ambassador and the two 

Egyptian footballers, Ramadan Sobhi and Mohammed Salah.  

Former U.K Ambassador handed footballer Ramadan Sobhi his passport with the U.K visa, 

Ramadan Sobhi and wished him a good luck in the EPL. The Tweet reads “It’s official. 

Ramadan Sobh in the EPL .. I gave him his passport with the visa. You have your passport and 

the visa. Go and bring the (EPL) title”. After posting the Tweet, another Egyptian iconic player, 

Mohammed Salah replied to the Tweet where he expressed his admiration of the Ambassador’s 

communication style in Arabic via asking “Seriously, is this the real U.K. Ambassador”. The 

former U.K. Ambassador kept the momentum of the conversation and replied saying “Yes, I 
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am the ambassador but you are the original (ambassador) Salah” with a poster of the Egyptian 

football star, Mohammed Salah. The poster featuring the player as a role model for young 

Egyptians.  

Source: (Casson, 2016) 

Messages: 

In line with the identified objectives, the Ambassador identified four categories of 

messaging; trust-building messages, explaining the U.K. positions on issues of mutual interest, 

partnership-building messages, and messages that aim at offering a positive style of diplomatic 

communications with Egyptians. The members of the Communications Team placed a 

significant focus on trust-building messages as a prerequisite to succeed in getting other 

messages through.  

The former Ambassador and two members of his Communications Team stated that the 

Embassy opted for audience-centred messaging rather than message-centred communications. 

This approach goes in line with Cull’s focus on the importance of the audience as the key driver 

of effective communication (Cull 2009). It is also a practical manifestation of Cull (2009) 

observations regarding the new shifts in public diplomacy practices which are copying the 

corporate world replacing old-fashion language of diplomatic “prestige” and aura (Cull, 2009). 

Strategy, Implementation, and Data gathering and Analysis (Scoring): 

The UK’s Government Communications Service, defined strategy as the effective use 

of the insight and research done about the audience to decide on the delivery methods 

(Government Communication Service, 2020). The interviews suggest that the Communications 

Team at the Embassy had a clear idea on how to decide on their Twitter products based on the 

reactions to previous similar Tweets and based on the demographics of their audience which 

they learn about via Twitter analytical tools.  

https://gcs.civilservice.gov.uk/guidance/marketing/delivering-government-campaigns/guide-to-campaign-planning-oasis/#resources
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 Once the delivery tactic is decided upon, the implementation process begins 

(Government Communication Service, 2020). In the interviews, the Embassy’s 

Communications Team explained the “Tweeting cycle”. The process begins with spotting an 

opportunity to craft a tweet that will, potentially, serve one of the Embassy’s identified 

objectives. Then, the Communications Team suggest a draft to the relevant policy expert on 

the issue in the Embassy to get facts right. After that, a draft goes to the Ambassador who asks 

some questions to better understand the situation and add his input to make it more personal 

and authentic. The team would agree the visual product that will work well with the tweet. 

Once the tweet is out, the team begins the monitoring process making sure the Ambassador is 

aware of how people are reacting. The Embassy would then utilise the stakeholders’ power and 

influence grid to decide on its engagement tactics and formulate responses to some of the 

comments made by the audience. This reflects a methodical approach to audience management.  

Figure 8. The standard journey of a Tweet by the former U.K. Ambassador 

Source: Prepared by the researcher 

 

Spot 

Draft

Produce 

Monitor

Respond

Evaluate 
& Learn

https://gcs.civilservice.gov.uk/guidance/marketing/delivering-government-campaigns/guide-to-campaign-planning-oasis/#resources
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A member in the Communications team highlighted that they collect data to evaluate 

how the tweets landed with the audience via close monitoring of reactions to respond according 

the framework of the power-influence grid. The Team will then discuss the lessons learned to 

improve the quality of the coming tweets.  

 

We can draw two main conclusions from the discussion in this chapter: 

1) The context within which the Embassy performed its public diplomacy, using Twitter, 

was supportive of such an active approach. The institutional understanding, 

empowerment and flexibility, clear guidance and the existing structures have positively 

influenced the Embassy’s use of Twitter as an effective public diplomacy tool which 

confirms the study’s first hypothesis.  

2) While performing its public diplomacy utilising Twitter, the U.K. Embassy adopted, in 

practice, Nye’s (2008) three dimensions of public diplomacy.  
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Chapter 5: ADVANTAGES AND DISADVANTAGES  

In the below part of the discussion, we will explain the interviewees’ understanding of 

the advantages and disadvantages of the use of Twitter to boost the Embassy’s public 

diplomacy in Egypt to test hypothesis two in the research journey to answer to the research 

question. The hypothesis is that the impact of the Embassy’s active Twitter use boosted the 

UK’s public diplomacy in Egypt. 

5.1 Advantages: 

The former U.K. Ambassador and his Communications Team developed a clear and 

shared vision behind the use of Twitter as an effective public diplomacy tool. The interviewees 

made a strong case for the use of Twitter as the prime platform for Ambassador’s public 

communications as opposed to Facebook, Instagram and the Embassy’s website. The former 

U.K. Ambassador identified five key benefits of Twitter as a public diplomacy tool and his 

Communications Team endorsed this understanding. Those advantages are 1) 

disintermediation or removing the middleman, 2) immediacy, 3) multiplying effect, 4) trust-

building, and 5) building new partnerships.  

Removing the Middleman:  

The Ambassador identified disintermediation, or removing the middleman, and owning 

the message as a key benefit of using Twitter to boost the Embassy’s daily and strategic 

communications with its audience. He made reference to Trump’s Twitter approach linking 

disintermediation to building trust. “There’s an intermediary, which is what Trump calls the 

mainstream media [MSM] or the fake news media [FNM] or the failing media, and he’s 

disintermediating— jumping over it by talking to the people he wants to influence and to 

convince them not to listen to these guys. And we’re doing something similar. And it’s 

powerful for trust building because people have immediate access to me that they wouldn’t get 
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if they were just seeing me reported on the newspapers in the old way”, the Ambassador 

explained. This utilisation of Twitter goes in-line with the two strategies used by Trump to 

defeat conventional media, a.k.a. TV and Press, which have been identified by Farias (2020) 

as “establishing a highly personal, face-to-face visibility in all his activities as president. Trump 

routinely appears on talk shows, gives live interviews and attends rallies across the country, 

portraying himself as the best, most popular president in US history and highly active, virtual 

presence on social media where Trump continuously reinforces the messages that he delivers 

in live events and sets the agenda for new topics of discussion” (Farias, 2020, 1). The former 

U.K. Ambassador used similar approaches to establish his brand as a “celebrity diplomat” on 

Twitter. This confirms that social media platforms, including Twitter, enabled citizens to go 

around the establishment via gathering around prominent individuals who became ‘the 

champions of the people’ (Stanzel, 2018).   

However, this understanding clearly underestimates the danger that removing the 

middleman and that the excessive use of Twitter can quickly make the Ambassador unpopular. 

One may argue that this is perhaps the case for President Trump. Some online articles suggested 

that Twitter will make Trump a one-term president (The Hill, 2020). More analysis to this 

specific point will follow under the “disadvantages” section.  

Immediacy: 

All of the interviewees agree that Twitter offers “immediate accesses” to public debates, 

so diplomats can better understand the topics of interest for the public and participate where 

possible. Twitter is a two-way flow of information, so diplomats get immediate feedback which 

allows to “calibrate and improve your diplomacy”. To highlight the importance of immediacy 

as a key advantage of Twitter, The Director of Government Communications at the U.K. 

Government said “one of the wonders of Twitter and other social media (platforms) is that I 

can tell you immediately about which tweets got which levels of engagement and interest, and 

https://www.swp-berlin.org/en/publication/new-realities-in-foreign-affairs-diplomacy-in-the-21st-century/
https://thehill.com/opinion/technology/505997-will-twitter-make-realdonaldtrump-a-one-term-president
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which just bombed. So that’s important. And then you could scale-up as desired, and you can 

obviously run live videos and all sorts of tools on it”. The former U.K Ambassador argued that 

Twitter created an independent voice for the U.K. in Egypt where the Embassy can engage 

quickly with the topic or the topics of the day in Egypt. He concluded that, social media keeps 

us relevant to Egypt’s public debates.  

The U.K. Ambassador drew links between immediacy and accountability saying “it 

(Twitter) makes me want to make sure that before saying that my visa service is good or I’m 

doing everything I can on tourism, I have to make sure I know its’s true”. However, the 

argument that Twitter promotes accountability seems weak as the Ambassador is, ultimately, 

accountable to his bosses back in London not his Twitter audience in Egypt. It would have been 

a stronger argument had he linked immediacy to accuracy. This particular link between 

immediacy and accuracy was identified as a key requirement for dealing with Twitter by one 

member of the Communications Team where she said “Twitter can be a good source for 

information if you need it fast. But you have to later make sure that this information is correct. 

So basically, you can’t use this information directly. And this is one of the disadvantages. That 

it can be a source of information but you have to make sure that they are correct. So here you 

have to make more effort to verify the information”.  

Multiplying Effect: 

As of early 2020, Twitter population in Egypt was 3.63 million users (DataReportal, 

2020). Twitter demographics in Egypt suggest that 33.5% are reportedly females and 66.5% 

are reportedly males (Statista, 2020). 

https://www.statista.com/statistics/268136/top-15-countries-based-on-number-of-facebook-users/
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Figure 9. Twitter audience overview in Egypt 

Source: DataReportal, 2020 

 

While Twitter is a “minority” platform in Egypt compared to Facebook which has 42 

million Egyptian accounts (Statista, 2020), Tweets of prominent individuals gets multiplied on 

other social and conventional media channels. Highlighting this advantage of Twitter, the U.K. 

Ambassador said, “If you do a good tweet, you will be picked up on Facebook, you will be 

picked up on TV, so it is literally million times more times more powerful than sending a press 

release”. Recent research studies endorses this smart approach. Egyptians spend more time 

online increasingly. The average time spent online weekly in Egypt went up from 18 hours in 

2013, and 23 hours in 2015, to 26 hours in 2017 (Allam, 2018). This reflects the Embassy’s 

effective response and quick adaptation with the changing shifts in media consumption habits 

in Egypt. 

Trust-Building: 

Building trust emerged as a dominant theme throughout the interviews. Interviewees 

terminologies like “trust-building material” and “trust-building messaging” which reflects the 

https://datareportal.com/reports/digital-2020-egypt
https://www.statista.com/statistics/268136/top-15-countries-based-on-number-of-facebook-users/
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centrality of “trust-building” in the Embassy’s Twitter work. Six of the seven interviewees 

referred to deficit in trust because of the three policy disagreements identified in the previous 

chapter; banning flights to Sharm el-Sheikh, U.K. support to Muslim Brotherhood and the 

dissatisfactory Visa Services. In response, the Embassy used Twitter to boost its public 

diplomacy and to explain the U.K. position on the noted issues. According to Nye (2008), what 

the audience perceive as illegitimate policies undermines the country’s soft power (Nye, 2008). 

This was exactly the case for the U.K. Embassy in Egypt particularly on the Muslim 

Brotherhood policy. The former U.K. Ambassador explained that it was “convenient” for some 

media outlets to paint U.K. as the ‘bad guy’ and to blame us (the U.K.) on things that go wrong” 

because of these policy disagreements. He argued that one of the key advantages of Twitter 

activism was to make it difficult for those media outlets to do that by building trust directly 

with Egyptian audience.  

The Ambassador also indicated that he used his active public diplomacy to introduce 

himself to his online audience and the influential segments of the Egyptian elite as part of the 

“solution” not the “problem”. The members of the Communications Team indicated that the 

Ambassador’s vision was to build trust with Egyptians. To elaborate on his approach, the 

Ambassador said “I’m listening to Egyptians, I like Egyptians, I want Egyptians to succeed, 

I’m participating in the things they care about, and I’m celebrating Egyptian success. And by 

being authentic, I hope that builds trust. So that when something bad happens they say well we 

know the U.K. Ambassador, you know I have  had very senior people at the top of the Ministry 

of Defence say to me you know we wish that U.K. policy was at some other place on some 

issues but we know you are very actively trying to help us and so it helps inoculate me as 

ambassador for complaints about wider U.K. policy, so it builds trust in me as an individual, it 

allows me to do my job, keeps people talking to me and seeing me as the solution, coming to 

me as the solution not as the problem.”. The Embassy tried to get its audience to pay more 
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attention to the issues of mutual interest between Egypt and the U.K, such as trade, education, 

and cultural ties, than to focus on the three areas of policy disagreements.  

Building New Partnerships 

Applying Nye’s third dimension of public diplomacy, the Ambassador used Twitter to 

enable the Embassy to build “new partnerships” beyond the government agencies. The 

Ambassador highlighted that Twitter gave the Embassy access to new partnerships which the 

Embassy “wouldn’t otherwise have had” because it enabled the Embassy to spot “positive 

change makers” online especially outside the major cities. A significant example is “Inspire 

Egypt” which is an initiative launched by the U.K. Embassy in Egypt in 2016 to spot, reach 

out to, work with, and celebrate “positive change makers” from all walks of Egyptian life, 

bringing them together to invest in their enthusiasm to make a difference in Egypt. (FCO, 

2016). The “Inspire Egypt” initiative seems to be inspired by “A Thousand Points of Light” 

which is a phrase used by the former U.S.  President George H.W. Bush in his 1989 inaugural 

address (Points of Light, 2020). Few years later, the phrase developed to an initiative to support 

the culture of volunteerism and positive change. Now it is one of the largest foundation in the 

world dedicated to volunteer service (Points of Light, 2020).  

 

5.2 Disadvantages: 

The data collected from interviewees suggest the active use of Twitter as to boost the 

Embassy’s public diplomacy involved some risks and comes with some limitations. Three main 

disadvantages were identified; 1) online vulnerability in the form of strong criticism and 

inappropriate language against the Ambassador, 2) insufficient resources, and 3) 

misinformation. 

 

 

https://www.gov.uk/government/news/inspire-egypt-and-elevate-women-only-speed-mentoring
https://www.gov.uk/government/news/inspire-egypt-and-elevate-women-only-speed-mentoring
https://www.pointsoflight.org/about-us/
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Online Vulnerability 

Five interviewees stated that the Ambassador had the appetite to take risks and post 

controversial stuff sometimes. The former Ambassador himself said: “It (activism on twitter) 

will mean being controversial if you want to be relevant”. This goes in-line with Trump’s 

Twitter approach to set the news agenda for public debates as Farias (2020) stated “Trump has 

also used Twitter for setting the agenda. Numerous times, Trump was able to change the main 

topics of the national debate and drive focus either towards or away from himself simply by 

writing a short, but controversial, tweet” (Farias, 2020, 2).  

 

The use Twitter as a public diplomacy tool invited, on occasions, some aggressive and 

inappropriate comments. In an extreme scenario, it might also lead diplomatic escalation. The 

interviewees made reference to some incidents where Ambassador received strong online 

criticism. The prime example was in May 2015 when he posted a Tweet that was described by 

local audience and Egyptian authorities as “unacceptable” and “interference” in Egypt’s 

internal affairs (AhramOnline, 2015). The Ambassador retweeted a job vacancy at the Embassy 

welcoming the “son of the garbage collector” reacting indirectly to a classist comment made 

by Egypt’s former Minister of Justice who said “A judge should come from a social class suited 

to the job, with all due respect to garbage collectors,” (AhramOnline, 2015).  

http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-welcome-the-son-of-the-garbage-collector,-Briti.aspx
http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-welcome-the-son-of-the-garbage-collector,-Briti.aspx
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Figure 10. A screenshot of a tweet in Arabic posted by the former U.K. Ambassador in May 

2015. It reads “Do you want to work for the U.K. Embassy? We welcome all including the son 

of garbage collector”. 

Source: AhramOnline, 2015 

 

 

The Tweet has led to a strong wave of online criticism and an Arabic hashtag was 

created calling upon authorities to “expel him (the Ambassador)” from Cairo (BBC, 2015). 

While the Tweet reflected a lack of cultural sensitivity and poor judgement, the U.K. 

Ambassador received support from London when the FCO Spokesperson told BBC "the 

specific comment was a show of support for the idea that an individual's family background 

should not prevent them from applying for any job. We have a very talented group of local 

staff in Cairo and we hope this generates even more interest amongst local communities to join 

us in building strong ties between the UK and Egypt" (BBC, 2015). This incident is a clear 

demonstration that Twitter is a double-edged weapon. It can quickly make a “celebrity 

diplomat” unpopular.  

 

Insufficient Resources: 

 

The four members of the Communications Team identified insufficient resources as a 

major limitation especially after the audience of the Embassy grew in numbers. The former 

Head of the Communications Team described the staffing as “thin” with only one digital expert 

https://www.bbc.com/news/blogs-trending-32738947
https://www.bbc.com/news/blogs-trending-32738947
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and an intern leading on content generation visual production. Other members of the 

Communications Team think that time, lack of professional equipment, and the low budget are 

not enabling them to be fully responsive to their audience. A member in the Team said “once 

you’ve got 1.5 million followers across social media, it needs quite a big team to keep up with 

that. So, the danger is we’re beginning to look more like an old-fashioned one-way 

broadcasting type of communication”. This suggests that the Embassy can be the victim of its 

own success. 

 

Misinformation: 

There are growing concerns that social media platforms offer an environment where 

misinformation can spread and damage democracies and societies (Flynn et al., 2017).  The 

data collected from the interviewees suggest a level of understanding of the danger of 

misinformation. The Director of Government Communications at the U.K. Government 

flagged the importance of mitigating the risk of the use of Twitter as a tool to promote 

misinformation and fake news. Twitter in particular became the battleground for competing 

narratives rather than telling the truth (USC Centre on Public Diplomacy, 2017).  

 

The U.K. Embassy in Egypt made a conscious choice to engage on Twitter. The 

Ambassador indicated that there will be reasons for some Egyptians to attack the Embassy and 

the U.K. policy on Muslim Brotherhood, Sharm el-Sheikh, or Visas, so it is in the Embassy’s 

interest not leave a vacuum where these attacks go “unanswered”. The Ambassador thinks that 

the Embassy has been able to contain such attacks and to challenge misinformation via 

engagement rather than it would have done if the decision was just to leave it spread. He also 

stated that decision-makers or normal citizens of Egypt would be more reluctant to engage with 

the Embassy if all what they hear about U.K is negative news and fake news. This strategic 
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approach to public diplomacy and mindfulness of the risks of misinformation reflects Nye’s 

second dimension of public diplomacy which is using strategic communications to boost the 

country’s soft power particularly when some of its policies are seen by the audience as 

illegitimate.   

 

In this chapter we explained the advantages, and disadvantages of the use of Twitter to boost 

public diplomacy. We can draw some conclusions: 

 

1- The Embassy utilised the advantages of Twitter while performing the three dimensions 

of public diplomacy, in five ways; 1) removing the middleman in its communications 

with Egyptian audience, 2) getting immediate access to audience and public debates, 3) 

multiplying the effect of its messages, 4) building trust with Egyptian audience, and 

5)building new partnerships beyond the Government sector.  The Embassy was also 

mindful of the disadvantages of Twitter activism including online vulnerability, 

insufficient resources to cope with the growth in Twitter demand, and the threat of 

misinformation.  

2- The Ambassador’s Twitter approach was largely inspired by Trump’s Twitter strategies 

to set the agenda and to brand himself as a celebrity diplomat via maintaining an active, 

and sometimes controversial, presence on Twitter to achieve his objectives.  

3- Public diplomacy can certainly boost the soft power of a country amongst foreign 

audience. Yet, if the policies of this country are perceived as illegitimate, the use of 

public diplomacy, including Twitter, won’t be enough unless a real change in the policy 

happens.   

4- On the balance, the active use of Twitter boosted the Embassy’s public diplomacy in 

Egypt which confirms the second hypothesis of this study.  
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Chapter 6: Conclusion:  

As highlighted in the Literature Review, there are three main groups of 

studies in the field of public diplomacy; 1) foundation studies, 2) region or 

country-specific experiences, and 3) the public diplomacy of political figures such 

as Trump. While the research was based on Nye’s foundation study in 2008, the 

study itself is a mix between the second and the third types as it aims at exploring 

the use of Twitter to boost the public diplomacy of the U.K. Embassy in Egypt 

(2014-2018).  The study attempted to answer the below research question: 

How did the U.K. Ambassador’s use of Twitter influenced the U.K’s public diplomacy 

in Egypt? What were the advantages and disadvantages of the Ambassador’s Twitter 

diplomacy approach?  

To answer the research question, the study developed two hypotheses suggesting that 

the 1) context within which the U.K. Embassy in Egypt performed its public diplomacy, 

supported the Ambassador’s active approach on Twitter and 2) that the Embassy’s active use 

of Twitter boosted the U.K.’s public diplomacy in Egypt. The research confirmed the two 

hypotheses by discussing the data generated by seven individuals involved directly in the 

process of the designing, implementing and evaluating the Embassy’s public diplomacy.  

 

The key conclusions of the study are as follows: 

 

The context within which the Embassy performed its public diplomacy, using Twitter, 

was supportive of such an active approach. The institutional understanding, empowerment and 

flexibility, clear guidance and the existing structures have positively influenced the Embassy’s 

use of Twitter as an effective public diplomacy tool. 
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The Embassy utilised the advantages of Twitter while performing the three dimensions 

of public diplomacy, in five ways; 1) removing the middleman in its communications with 

Egyptian audience, 2) getting immediate access to audience and public debates, 3) multiplying 

the effect of its messages, 4) building trust with Egyptian audience, and 5)building new 

partnerships beyond the Government sector. Yet, the Embassy also experienced the 

disadvantages of Twitter such as online vulnerability and misinformation. It also struggled with 

the insufficient resources to maintain the growth in Twitter demand, and the threat of 

misinformation.  

 

The general influence of Twitter on boosting the Embassy’s public diplomacy was, on 

the balance, positive. However, a country’s soft power can be undermined by what is seen by 

the target audience as illegitimate policies. Public diplomacy can help repair some of the 

damage and create celebrity diplomats but sustainable trust-building with the audience requires 

fundamental changes in these illegitimate policies.   

Like many previous studies, this research concluded that the definition of diplomacy 

has expanded to cover social media, including Twitter, as an increasingly important tool to 

perform modern diplomacy. Social media platforms increased the depth, width and intensity of 

embassies’ communication with foreign audience at the host country. Twitter, in particular, has 

become the main public-facing platform for U.K. in Egypt. 

Twitter diplomacy thrives when the institutional culture, and institutional structures at 

foreign ministries encourage diplomats to engage, and to empower them based on the notion 

of presumed competence. Active diplomats on Twitter may need support, and sometimes cover, 

from their foreign ministries back home when they come under pressure from host nation 

because of what can be seen as unacceptable interference or culturally insensitive messaging.  
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While the U.K. Embassy’s Twitter approach offers a rich model for academics and 

practitioners in the field of diplomatic communications, the whole experience is a context- and 

person-specific game. The study reveals that diplomats can build reach when they are creative, 

authentic, and locally attuned online. 

The study also shows that Twitter diplomacy is integral to the ecosystem of influence 

within the Egyptian context. Using social media to boost public diplomacy must be done 

methodically. It has to be done regularly, personally, with high production quality, interaction 

with the audience, deep understanding of each rapidly-evolving channel. Using local dialect 

has proven essential for diplomats to communicate effectively with the public opinion and the 

digital community of the host nation. 

 Passion, cultural curiosity, authenticity, and genuine interest in the affairs of the host 

nation and its population are fundamental requirements for diplomats to get online engagement 

and to generate positive sentiment towards the mother nation of the diplomat.    

The study also shows that diplomats need a mind-set shift from a message-centred 

approach to audience-centred communication styles. A shift from crafting the perfect 

diplomatic lines while sitting on desks, to engaging with human beings where they are.  

 

To conclude, this study’s main contribution was to offer an analysis to primary data 

generated by the performers of the Embassy’s public diplomacy including the former U.K. 

Ambassador himself and his Communications Team. It also filled an academic gap on the 

public diplomacy of the U.K. Embassy in Egypt as majority of previous studies, related to 

public diplomacy in Egypt, focused on the U.S. Embassy.   
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Future researchers are encouraged to examine the direction of the new U.K. 

Ambassador to Egypt to offer answers to the following questions: is the new U.K. Ambassador 

following the same approach? Why?  

In the near future, interested scholars are also encouraged to examine other examples 

of Twitter diplomacy in Egypt. A comparative study between the U.K. diplomatic missions in 

the region will of be of significant value and interest. Another suggestion would be a 

comparison between the approach of the public diplomacy of the U.K. Embassy in Egypt and 

the public diplomacy of the Egyptian Embassy in the U.K. since the two embassies are 

operating under the umbrella of Egyptian-U.K. relations.  

Local experts in foreign embassies and diplomats are encouraged to take the initiative 

and write academic papers on diplomatic issues to spread the knowledge. Yet, they need to 

commit to the do-no-harm rule as a fundamental principle for the members of the academic 

community.    

 

 

 

 

 

 

 

 

 



50 
 

References:  

Ackermann, F., & Eden, C. (2011). Making Strategy: Mapping Out Strategic 

Success Paperback. London: SAGE. 

 

AhramOnline. (2015). 'We welcome the son of the garbage collector,' U.K. ambassador 

tweets, Retrieved 10 August, 2020, from: 

http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-welcome-the-son-

of-the-garbage-collector,-Briti.aspx 

 

Allam, R. (2018). Egypt-Media Landscape, European Journalism Centre (EJC). DOI: 

10.13140/RG.2.2.34526.74564. 

 

Almasry Alyoum. (2018), John Casson writes: how Egypt changed me?, Retrieved August 

13, from: https://www.almasryalyoum.com/news/details/1319083 

 

BBC. (2015). “'Expel him!': U.K. Ambassador in hot water over joke”. Retrieved August 12, 

2020, from: http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-

welcome-the-son-of-the-garbage-collector,-Briti.aspx 

 

BBC. (2015). Sinai plane crash: Bomb fears prompt Sharm flight cancellations. Retrieved 

August 10, 2020, from: https://www.bbc.com/news/uk-34724604 

 

BBC. (2015). UK will not ban Muslim Brotherhood, says David Cameron. Retrieved August 

10, 2020, from: https://www.bbc.com/news/uk-35121792 

 

Bjola, C. & Holmes, M. (Eds.). (2015). Digital Diplomacy: Theory and Practice. London: 

Routledge. 

 

Burnay, M., Hivonnet, J., & Raube, K. (2014). ‘Soft Diplomacy’ and People-to-People 

Dialogue between the EU and the PRC. European Foreign Affairs Review, 19(3), 35-55. 

 

British Council in Egypt (2020). Our work in arts, education and society. Retrieved on July 

27, 2020 from: https://www.U.K.council.org.eg/en/programmes 

  

British University in Egypt. (2020). Our history. Retrieved on July 27, 2020 from: 

https://www.bue.edu.eg/history/ 

CairoScene. (2018), U.K. Ambassador John Casson: 20 memories and lessons from my time 

in Egypt. Retrieved August 13, 2020, from: http://www.cairoscene.com/Listicles/john-

casson-egypt-memories  

 

Casson, J. (2016).  رسميا رمضان في الدوري الانجليزي.. سلمته الباسبور والتأشيرة: باسبورك في ايدك تأشيرتك
 :Retrieved on August 18, 2020from .(Tweet) معاك.. تجيب الدوري وتيجي #رمضونا

https://twitter.com/JohnCassonUK/status/759646239696748544 

 

Castells, M. (2001). The Internet galaxy: Reflections on the Internet, business, and society. 

Oxford University Press on Demand. 

 

http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-welcome-the-son-of-the-garbage-collector,-Briti.aspx
http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-welcome-the-son-of-the-garbage-collector,-Briti.aspx
https://www.almasryalyoum.com/news/details/1319083
http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-welcome-the-son-of-the-garbage-collector,-Briti.aspx
http://english.ahram.org.eg/NewsContent/1/64/130160/Egypt/Politics-/We-welcome-the-son-of-the-garbage-collector,-Briti.aspx
https://www.bbc.com/news/uk-34724604
https://www.bbc.com/news/uk-35121792
https://www.britishcouncil.org.eg/en/programmes
https://www.bue.edu.eg/history/
http://www.cairoscene.com/Listicles/john-casson-egypt-memories
http://www.cairoscene.com/Listicles/john-casson-egypt-memories
https://twitter.com/hashtag/%D8%B1%D9%85%D8%B6%D9%88%D9%86%D8%A7?src=hashtag_click
https://twitter.com/JohnCassonUK/status/759646239696748544


51 
 

Castells, M. (2008). The new public sphere: Global civil society, communication networks, 

and global governance. The ANNALS of the American Academy of Political and Social 

Science, 616(1), 78-93. 

 

Chhabra R. (2020). Twiplomacy: A Brief Analysis. Observer Research Foundation, Retrieved 

on July 27, 2020 from: https://www.orfonline.org/wp 

content/uploads/2020/01/ORF_IssueBrief_335_TwitterDiplomacy.pdf 

 

Chin-Hao Huang. (2013). China’s Soft Power in East Asia: A Quest for Status and 

Influence?, NBR Special Report No. 42, in National Bureau of Asian Research, January 

2013. Available 

from:https://chinhaohuang.weebly.com/uploads/5/4/6/7/54678237/huang_final_china_soft_p

ower_and_status.pdf 

 

Cowan, G. & Arsenault, A. (2008). Moving from monologue to dialogue to collaboration: the 

three layers of public diplomacy. The ANNALS of the American Academy of Political and 

Social Science, 616(1):10-30. 

 

Cull, N. J. (2009). Public diplomacy: Lessons from the past. CPD Perspectives on Public 

diplomacy, 2, 19. 

 

Cull, N. (2012). (Rep.). Asian Institute for Policy Studies. Retrieved August 29, 2020, from 

http://www.jstor.org/stable/resrep08123 

 

DataReportal. (2020). DIGITAL 2020: EGYPT, Retrieved August 11, 2020, from: 

https://datareportal.com/reports/digital-2020-egypt 

 

Dizard, W. P. (2001). Digital diplomacy: US foreign policy in the information age. 

Greenwood Publishing Group. 

 

Egypt Independent (2017). Tourism in Sharm el-Sheikh seen $4 bn loss since Russian plane 

crash, governor. Retrieved August 11, 2020, from: https://egyptindependent.com/tourism-in-

sharm-el-shaikh-seen-4-bn-loss-since-russian-plane-crash-governor/ 

 

Egypt Today. (2019). U.K. Investments in Egypt hit $47.6B. Retrieved on July 27, 2020 from: 

https://www.egypttoday.com/Article/3/74851/U.K.-Investments-in-Egypt-hit-47-6B 

 

Egypt Today. (2017). U.K. Ambassador thanks Egyptian people on Twitter. Retrieved on 

August 13, 2020, from: https://www.egypttoday.com/Article/1/5632/U.K.-Ambassador-

thanks-Egyptian-people-on-Twitter 

 

Flynn, DJ, Nyhan, B, Reifler, J. (2017). The nature and origins of misperceptions: 

Understanding false and unsupported beliefs about politics. Political Psychology 

38(S1): 127–150. 

 

https://www.orfonline.org/wp%20content/uploads/2020/01/ORF_IssueBrief_335_TwitterDiplomacy.pdf
https://www.orfonline.org/wp%20content/uploads/2020/01/ORF_IssueBrief_335_TwitterDiplomacy.pdf
https://chinhaohuang.weebly.com/uploads/5/4/6/7/54678237/huang_final_china_soft_power_and_status.pdf
https://chinhaohuang.weebly.com/uploads/5/4/6/7/54678237/huang_final_china_soft_power_and_status.pdf
http://www.jstor.org/stable/resrep08123
https://datareportal.com/reports/digital-2020-egypt
https://egyptindependent.com/tourism-in-sharm-el-shaikh-seen-4-bn-loss-since-russian-plane-crash-governor/
https://egyptindependent.com/tourism-in-sharm-el-shaikh-seen-4-bn-loss-since-russian-plane-crash-governor/
https://www.egypttoday.com/Article/3/74851/British-Investments-in-Egypt-hit-47-6B
https://www.egypttoday.com/Article/1/5632/British-Ambassador-thanks-Egyptian-people-on-Twitter
https://www.egypttoday.com/Article/1/5632/British-Ambassador-thanks-Egyptian-people-on-Twitter


52 
 

Farias Pelcastre, I. (2020, May 25). T he Successes and Failures of Trump's Twitter 

Diplomacy. Fair Observer [Contify] (USA). Available from NewsBank: Access World News: 

https://infowebnewsbank-com.libproxy.aucegypt.edu/apps/news/document 

view?p=AWNB&docref=news/17B35D65C6D509E8 

 

Government Communication Service (GCS). 2020. Guide to campaign planning: OASIS. 

Retrieved, August 13, 2020, from: 

https://gcs.civilservice.gov.uk/guidance/marketing/delivering-government-campaigns/guide-

to-campaign-planning-oasis/ 

 

 

Hart, J. (2013). Empire of ideas: the origins of public diplomacy and the transformation of 

US foreign policy. Oxford University Press. 

 

Henry, O. W. & Sandberg, E. (2012). "Twiplomacy": Engagement Through Social Media in 

21st Century Statecraft (Doctoral dissertation). Oberlin College. 

 

Herreid CF (1997). What is a Case? Bringing to Science Education the Established Teaching 

Tool of Law and Medicine. Journal College Science Teaching 27(2):92-94 

 

Hu Jintao. (2007), ‘Hold High the Great Banner of Socialism with Chinese Characteristics 

and Strive for New Victories in Building a Moderately Prosperous Society in All’, Report to 

the 17th Party Congress, 15 October 2007. Available from 

http://www.china.org.cn/english/con gress/229611.htm#7. 

 

Hussam, A. (2015). The Creative Twitter Account of the U.K. Ambassador. Retrieved July 

26, 2020, from: https://adigitalboom.com/creative-twitter-account-U.K.-ambassador/ 

 

Ian Hall & Frank Smith (2013), The Struggle for Soft Power in Asia: Public Diplomacy and 

Regional Competition, Asian Security, 9:1, 1-18, DOI: 10.1080/14799855.2013.760926 

 

Idowu, A. & Ogunnubi, O. (2018), Nigeria’s Soft Power and Economic Diplomacy in Africa, 

Journal of African Foreign Affairs , Vol. 5, No. 2 (August 2018), pp. 189-206, Adonis & 

Abbey Publishers Ltd Stable URL: https://www.jstor.org/stable/10.2307/26664069 

 

Khatib, L., Dutton, W., & Thelwall, M. (2012). Public diplomacy 2.0: A case study of the US 

digital outreach team. The Middle East Journal, 66(3), 453-472. 

 

Leonard, Mark. 2002. Public diplomacy. London: Foreign Policy Centre. 

Melissen, J. (2005). The new public diplomacy: Between theory and practice. In The new 

public diplomacy (pp. 3-27). Palgrave Macmillan UK. 

 

https://infowebnewsbank-com.libproxy.aucegypt.edu/apps/news/document%20view?p=AWNB&docref=news/17B35D65C6D509E8
https://infowebnewsbank-com.libproxy.aucegypt.edu/apps/news/document%20view?p=AWNB&docref=news/17B35D65C6D509E8
https://gcs.civilservice.gov.uk/guidance/marketing/delivering-government-campaigns/guide-to-campaign-planning-oasis/
https://gcs.civilservice.gov.uk/guidance/marketing/delivering-government-campaigns/guide-to-campaign-planning-oasis/
http://www.china.org.cn/english/con%20gress/229611.htm#7
https://adigitalboom.com/creative-twitter-account-british-ambassador/
https://doi-org.libproxy.aucegypt.edu/10.1080/14799855.2013.760926
https://www.jstor.org/stable/10.2307/26664069


53 
 

Muhammad, I. (2016). Localisation of Digital Public Diplomacy Messaging: An Effective 

Practice, Amplifying the Impact of Soft Power, Examples from the Middle East (working 

paper). Tallinn University. 

 

Natarajan, K. (2014). Digital Public Diplomacy and a Strategic Narrative for India. Strategic 

Analysis, (38)1. 91-106. 

 

Noman, M. (2015, May 14). 'Expel him!': U.K. Ambassador in hot water over joke. Retrieved 

July 26, 2020, from http://www.bbc.com/news/blogs-trending-32738947 

 

Nye, J. (2004). Soft Power: The Means to Success in World Politics. New York: Public 

Affairs. 

 

Nye, J. (2008). Public Diplomacy and Soft Power. The Annals of the American Academy of 

Political and Social Science, 616, 94-109. Retrieved August 18, 2020, from 

www.jstor.org/stable/25097996 

 

Ogunnubi, O. & Amao, O. (2016), ‘South Africa’s Emerging Soft Power Influence in Africa 

and its impending limitations: Will the giant be able to weather the storm?’, African Security, 

9(4): 299-319. 

 

Pells, Richard. 1997. Not like us. New York: Basic Books. 

 

Points of Light. (2020). “About Points of Light”. Retrieved August 11, 2020, from: 

https://www.pointsoflight.org/about-us/ 

 

Ragin, CC and Becker, HS. (1992). What is a Case? Exploring the Foundation of Social 

Inquiry. Cambridge: Cambridge University Press. 

 

 

Siracusa, J. M. (2010). Diplomacy: a very short introduction (Vol. 242). Oxford University 

Press. 

 

Stanzel, P. V. (2018). New Realities in Foreign Affairs: Diplomacy in the 21st Century. 

Retrieved 10 August, 2020, from https://www.swp-berlin.org/en/publication/new-realities-in-

foreign-affairs-diplomacy-in-the-21st-century/ 

 

State Information Service. (2020). Egyptian-U.K. relations. Retrieved on July 27, 2020 from: 

https://sis.gov.eg/section/52/122?lang=en-us 

 

Statista. (2020). Leading countries based on number of Facebook users. Retrieved July 27, 

2020 from: https://www.statista.com/statistics/268136/top-15-countries-based-on-number-of-

facebook-users/ 

 

http://www.bbc.com/news/blogs-trending-32738947
http://www.jstor.org/stable/25097996
https://www.pointsoflight.org/about-us/
https://www.swp-berlin.org/en/publication/new-realities-in-foreign-affairs-diplomacy-in-the-21st-century/
https://www.swp-berlin.org/en/publication/new-realities-in-foreign-affairs-diplomacy-in-the-21st-century/
https://sis.gov.eg/section/52/122?lang=en-us
https://www.statista.com/statistics/268136/top-15-countries-based-on-number-of-facebook-users/
https://www.statista.com/statistics/268136/top-15-countries-based-on-number-of-facebook-users/


54 
 

Statista. 2020. Leading countries based on number of Twitter users as of July 2020 . 

Retrieved July 26, 2020, from: https://www.statista.com/statistics/242606/number-of-active-

twitter-users-in-selected-countries/ 

 

Stein, J. G. (Ed.). (2011). Diplomacy in the digital age: essays in Honour of Ambassador 

Allan Gotlieb. Signal 

 

 

The Hill. (2020). Will Twitter make @RealDonaldTrump a one-term president?. Retrieved 

August 19, 2020, from https://thehill.com/opinion/technology/505997-will-twitter-make-

realdonaldtrump-a-one-term-president  

 

The Independent (2019), UK Flights to Sharm El Sheikh to Resume Four Years After Ban. 

Retrieved 11 August, 2020, from:  https://www.independent.co.uk/travel/news-and-

advice/sharm-el-sheikh-airlines-flights-egypt-terrorism-a9166001.html 

 

The Project Management Blueprint. (2019). Analyzing and Classifying Project Stakeholders, 

Retrieved on 13 August, 2020, from: 

https://www.theprojectmanagementblueprint.com/blog/stakeholder-management/stakeholder-

power-interest-grid 

 

Twiplomacy. (2018). Twiplomacy Study 2018. Retrieved July 26, 2020 from: 

https://twiplomacy.com/blog/twiplomacy-study-2018/ 

 

U.K. Embassy in Egypt (2020), UK and Egypt. Retrieved on July 27, 2020 from: 

https://www.gov.uk/world/egypt/news 

 

United Kingdom Foreign & Commonwealth Office. (2015). Digital Strategy. Retrieved July 

27, 2020 from: 

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/39629/AB_12-

11-14_Digital_strategy.pdf 

 

United Kingdom Foreign & Commonwealth Office. (2016). “INSPIRE EGYPT” and 

“Elevate: Women-Only Speed Mentoring”. Retrieved 11 August, 2020, from 

https://www.gov.uk/government/news/inspire-egypt-and-elevate-women-only-speed-

mentoring 

 

 

United Kingdom Foreign & Commonwealth Office. (2020). Social Media Use, Retrieved 10 

August, 2020, from: https://www.gov.uk/government/organisations/foreign-commonwealth-

office/about/social-media-use 

 

United Kingdom Foreign & Commonwealth Office. (2015). FCO Social Media Guidance, 

Retrieved 10 August, 2020, from: https://www.gov.uk/government/publications/fco-social-

media-guidance 

 

https://www.statista.com/statistics/242606/number-of-active-twitter-users-in-selected-countries/
https://www.statista.com/statistics/242606/number-of-active-twitter-users-in-selected-countries/
https://thehill.com/opinion/technology/505997-will-twitter-make-realdonaldtrump-a-one-term-president
https://thehill.com/opinion/technology/505997-will-twitter-make-realdonaldtrump-a-one-term-president
https://www.independent.co.uk/travel/news-and-advice/sharm-el-sheikh-airlines-flights-egypt-terrorism-a9166001.html
https://www.independent.co.uk/travel/news-and-advice/sharm-el-sheikh-airlines-flights-egypt-terrorism-a9166001.html
https://www.theprojectmanagementblueprint.com/blog/stakeholder-management/stakeholder-power-interest-grid
https://www.theprojectmanagementblueprint.com/blog/stakeholder-management/stakeholder-power-interest-grid
https://twiplomacy.com/blog/twiplomacy-study-2018/
https://www.gov.uk/world/egypt/news
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/39629/AB_12-11-14_Digital_strategy.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/39629/AB_12-11-14_Digital_strategy.pdf
https://www.gov.uk/government/news/inspire-egypt-and-elevate-women-only-speed-mentoring
https://www.gov.uk/government/news/inspire-egypt-and-elevate-women-only-speed-mentoring
https://www.gov.uk/government/organisations/foreign-commonwealth-office/about/social-media-use
https://www.gov.uk/government/organisations/foreign-commonwealth-office/about/social-media-use
https://www.gov.uk/government/publications/fco-social-media-guidance
https://www.gov.uk/government/publications/fco-social-media-guidance


55 
 

University of Southern California Centre on Public Diplomacy. (2017). On Post-Reality 

Digital Diplomacy. Retrieved on 12 August 2020 , from: 

https://www.uscpublicdiplomacy.org/blog/post-reality-digital-diplomacy 

 

Vidino, L., (2015). The Muslim Brotherhood In The United Kingdom. Extremism.gwu.edu. 

retrieved on September 11, 2020 from 

https://extremism.gwu.edu/sites/g/files/zaxdzs2191/f/downloads/MB%20in%20the%20UK.p

df 

 

White, D. (2015). Has Twitter become a "very powerful channel to broadcast messages" for 

diplomats: a study of the use of Twitter by diplomats within the G8 (Master thesis). Lancaster 

University. 

 

Yin RK. (1981). The Case Study in Crisis: Some Answers. Administrative, Science Quarterly 

26 (1) 58-65.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.uscpublicdiplomacy.org/blog/post-reality-digital-diplomacy
https://extremism.gwu.edu/sites/g/files/zaxdzs2191/f/downloads/MB%20in%20the%20UK.pdf
https://extremism.gwu.edu/sites/g/files/zaxdzs2191/f/downloads/MB%20in%20the%20UK.pdf


56 
 

 

 

Appendix A: List of Questions for the In-depth Interviews: 

 

 

1. How do you define public diplomacy? 

2. How do you see social media in general and Twitter in particular within the context of 

public diplomacy? 

3. What are the guidelines from London regarding the use of Twitter as a public 

diplomacy tool? 

4. What are the structures in place at the embassy to use twitter as a tool in public 

diplomacy? 

5. What are the available resources to generate content on Twitter? 

6. What are the key objectives of the embassy’s twitter engagement? 

7. What are the main targeted groups? 

8. What are the key pillars and messages of the embassy’s Twiplomacy? 

9. Based on your role and experience at the embassy, what are the advantages and 

disadvantages of using twitter as a tool in public diplomacy? 

10. What are your recommendation to improve the embassy’s Twiplomacy? What should 

continue? What should be done differently? 

11. How do you evaluate the twitter activities of the U.K. ambassador in Cairo?  
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