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1| SUMMARY

In 2014, ASEAN launched the ASEAN Communication Master Plan (ACMP 2014-2017) under the
overarching message “ASEAN: A Community of Opportunities”. ACMP 2014-2017 served as a
foundation for all communication messages and programmes in enhancing community building
throughout the period. As the ACMP 2014-2017 has now concluded, this report investigates
opinions and perceptions on the ASEAN Community from three stakeholder groups — namely,
businesses, civil society organisations (CSOs), and the general public.

22 Sense of Belonging to the ASEAN Community

Across the region, the sense of belonging is high, with almost 95% of the general

public identifying themselves as an ASEAN citizen at some level.

Across the region, 94% of the general “How do you identify yourself?

public identify themselves as ASEAN I identify myself as an ASEAN citizen
citizens at some level. Thisis anincrease “NOT AT ALL/
of 13 percentage points from the result i * AUTTEE ponr know”
of a previous study conducted by the 6%
Economic Research Institute for ASEAN 14%

and East Asia (ERIA) in 2017. According

to the new research, two-fifths of

citizens strongly affiliate themselves 42%
with ASEAN. Filipinos, Indonesians, and

Thais exhibited the strongest sense of belonging to ASEAN (>50% of the respondents indicated
“Very much”). In addition, the sense of belonging is also tied with a feeling of “Shared Identity”,
with economy being identified as the key factor creating a sense of belonging.

38%

»»IK(« Awareness and Knowledge about ASEAN and the ASEAN Community

asean

While the awareness of ASEAN is reaching 100%, less than 2 in 5 respondents

know about the ASEAN Community and its three pillars.

Overall, awareness of ASEAN as an organisation is high across all stakeholder groups. However,
the level of knowledge about the ASEAN Community and its three pillars is still low, with fewer than
two-fifths of respondents claiming to have this knowledge. The ASEAN Economic Community
(AEC) is often mistaken as the ASEAN Community. Amongst the ASEAN Member States, Vietnam
shows a comparatively higher level of knowledge across all stakeholder groups (40%-70%).
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Awareness of ASEAN
100% 100%

96%
38%
220 l 23%

1 have heard of ASEAN [ know about the ASEAN
Community and its three pillars

m BUSINESSES m C50s GENERAL PUBLIC

Internet, TV, and social media are the primary
information sources regarding the development
of the ASEAN Community. When investigating
the level of exposure to different ASEAN-related
information, overall results fall in the low exposure
range (21%-40%). “Promotion of free trade” and
“Promotion of regional stability and peace” are the
two ASEAN-related topics that stakeholders most
often come across. Overall, the level of exposure
to various ASEAN topics is comparatively higher
in Vietnam and Cambodia.

@" The ASEAN Community and Its Impact

shapes the level of optimism.

Perceive some level of benefits from

the ASEAN Community

BUSINESSES CSOs GENERAL PUBLIC
37%
46%
83%
R The Future

Have some level of optimism about the

success of ASEAN's future

BUSINESSES CS0s GENERAL PUBLIC

56% 50%

78%

n POLL ON ASEAN AWARENESS 2018

About half of all businesses and CSOs expressed skepticism toward the success
of ASEAN’s future. ASEAN’s perceived ability to implement effective policies

Following the establishment of the ASEAN
Community in late 2015, the overall sense of
perceived benefits amongst businesses and
CSOs sits at a medium level. While some
businesses were able to recognise the benefits
of the AEC, others could not pin point whether
the benefits originate from ASEAN’s mandate or
bilateral agreements between countries. Amongst
the general public, the level of perceived benefits
sits at a significantly higher level of 83%. The
implementation of the visa-free policy is identified
as the key benefit enjoyed by most citizens.

In general, most stakeholders are fairly optimistic
about the future of ASEAN. The level of optimism
is notably high amongst the general public, with
almost 4 in 5 people expressing some level of
optimism about the future of ASEAN. Meanwhile,
around half of businesses and CSOs expressed
an optimistic outlook. Businesses and CSOs on
average hold a “Neutral” opinion, as the impacts
of ASEAN’s policies have yet to be felt. Vietham,
Malaysia, and Philippines are amongst the most
optimistic about the success of ASEAN’s future.



In order to promote further progress, businesses and CSOs also identified top regional issues
that ASEAN should prioritise:

Political-Security Economic Socio-Cultural

Promotion of education and

Free flow of goods (e.g. eliminate

Priority 1 Human rights import duties and trade barriers) employment opportunities for
youths
. Prevent and combat against . Promotion of social justice and
Priority 2 ) Free flow of investment :
corruption rights
Priority 3 Promotion of peace and stability MSMEs development Environmental stability

Establishment of common foreign Access to better healthcare

Priority 4 ) . . Infrastructure development and disease management, and
and diplomatic policies : .
promotion of healthy lifestyles
Priority 5 Combat transnational crime, Competition policy Poverty reduction

terrorism, and drug trafficking

However, the general public are mostly concerned with issues related to the political-security
pillar. Amongst the top 5 key regional issues across all 3 community pillars, the general public
identified the following as key priorities:

Protection of human rights;

Combat transnational crime, terrorism and drug trafficking;

Promotion of peace and stability in the region;

Prevention of corruption and promotion of good governance; and

Poverty reduction.

.)) ASEAN and Its Communication Effectiveness

ASEAN should adopt a proactive communication approach and focus on

demonstrating the positive impacts of its policies to attract its stakeholders.

The in-depth interviews with businesses and CSOs revealed that only approximately 15% of
businesses and CSOs are content with the way ASEAN communicates with them. Specifically,
ASEAN is perceived to take an overly passive approach in its communication strategy. The
respondents cited that inadequate information availability and demonstration of policy
impacts have created a relevance gap between ASEAN'’s policies and these two categories
of stakeholders. In contrast, more than half of the general public is content with how ASEAN
communicates with them.

In order to connect with its stakeholders and raise the level of awareness about the ASEAN

Community, dedicated TV programmes on ASEAN news, as well as the use of social media
influencers to promote ASEAN, are identified as the most effective communication tactics.
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E METHODOLOGY

The Poll on ASEAN Awareness aims to capture opinions from 3 types of stakeholders:

1. Businesses - This consists of industry associations and for-profit businesses. In this report
these two groups are combined and referred to as “Businesses”;

2. Civil Society Organisations (CSOs);

3. The general public.

Qualitative Methodology

The qualitative methodology used to engage and collect information from businesses and
CSOs was a combination of in-depth interviews (IDIs) and online surveys, depending on
the preference of the respondents. The total interview quotas were determined based on
the numbers of existing organisations in each country (or universe). A combination of quota
sampling and snowballing methods were used to draw qualified respondents for each target
group across 10 countries.

For businesses, the study covered a total of 401 businesses (consisting of 101 interviews with
industry associations and 300 interviews with for-profit businesses) across 11 sectors. Details
are shown in Table 1 and Table 2 below:

Table 1:
Survey Quotas - Industry Associations

» : P TOTAL
Agro-based prod 1 1 1 1 1 1 1 1 1 1 10
A e 1 1 1 0 1 1 1 1 1 1 9
Automotive 0 1 1 1 1 1 1 1 1 1 9
ASEA 1 1 1 1 1 1 1 1 1 1 10
ectro 1 1 1 0 1 1 1 1 1 1 9
erie 1 1 1 0 1 1 1 1 1 1 9
e e 1 1 1 1 1 1 1 1 1 1 10
Rubber-based prod 0 1 1 0 1 1 1 1 1 1 8
e d appare 1 1 1 0 1 1 1 1 1 1
0 1 1 1 1 1 1 1 1 1 1 10
ood-based prod 0 1 1 0 1 1 1 1 1 1 8
TOTAL 8 11 1 5 1 11 11 11 11 1 101
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Table 2:
Survey Quotas - For-Profit Businesses

TOTAL
27
29
29
30
25
25
30
25
26
28
26

300

:
e el el el R R N SR \C I NG I Y
WD W W W W W W W W w w
WD W W W W W W W W w w
NDNW W2 W WIN
W W W W W W W W W W w
N WIWINWINDND W W Wl w
W W W W W W W W W w w
W W W W W W W W W w w
W W W W W W W W W w w
WD W W W W W W W W w w

TOTAL 17

[2)
(2]
[2)
(%)
N
(%)
[2]
(%)
N
©
[2]
(%)
[4]
(2]
[2]
(2]
[2)
(4]

For industry associations, the allocation of interview quotas in Brunei Darussalam and Lao PDR
were adjusted down to reflect the smaller numbers of universe. The interview quotas for for-
profit businesses in Brunei Darussalam, Lao PDR, and Myanmar were also adjusted based on
the comparatively lower level of business development and activities in certain verticals.

For CSOs, the study covered 184 organisations active in 8 verticals. Details are shown in Table

3 below:
Table 3:
Survey Quotas - CSOs
» TOTAL

Political & legal syste 3 3 3 3 3 3 58

, 10 | 10 10 10
3 3 3 3,3 | 3| 18
2 g 2 5 5 | 3 1
TOTAL | 10 | 10 | 24 | 10 | 24 | 10 | 24 | 24 | 24 | 24 | 184

In Brunei Darussalam, Cambodia, Lao PDR, and Myanmar, the numbers of interview quotas were
adjusted down to reflect the smaller numbers of universe and the lower level of development of
CSO operations in those countries. In addition, no hard quotas by vertical were set due to the
low incidence rate in some verticals.

The data collection was conducted from October until December 2018 simultaneously across

the ASEAN Member States. The interviews were carried out in local official languages (or
English if the respondents preferred).
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Quantitative Methodology

Ipsos, together with the ASEAN Secretariat, also developed a separate questionnaire targeting
the general public (aged 15+). The questionnaire shared similarities with those used for
businesses and CSOs, although some questions were adjusted to suit this respondent group.

The total sample size was 3,900 across 10 countries. This sample size ensures a precision
level of +/- 1.5% at 97% confidence level. At country level, the allocation of survey quotas
was also based on a combination of factors such as total population size, urbanisation rate,
country development level, and internet access. The allocated sample size between 300 and
500 respondents per country ensures the precision level of +/- 5% at 97% confidence level
in each country. This confidence level is statistically acceptable and sufficient in providing
representative views on ASEAN awareness, perception, and perceived benefits. Quota details
are shown in Table 4 below.

Table 4:
Survey Quotas - General Public

» : P TOTAL
Online e 200 | 150 | 350 | 150 | 400 | 150 | 250 | 300 | 400 | 300 | 2,650

Street interception 100 | 150 | 150 | 150 | 100 | 150 | 250 0 100 | 100 | 1,250
TOTAL | 300 | 300 | 500 | 300 | 500 | 300 | 500 | 300 | 500 | 400 | 3,900

The data-collection was conducted from October until December 2018 simultaneously across
10 countries, using a combination of online surveys and street intercepts (in local official
languages) with quota sampling and random sampling method. For the online surveys, the
samples were drawn from an online panel managed by Ipsos. This online panel contains
representative samples of the entire target population in each country. While the age distribution
covered in the online survey was large (age 15+), those in the 15-35 age range were given a
priority in order to meet the objective of this study. In addition, the online surveys were able to
reach a wide range of respondents, including people living in rural areas.

The street intercepts focused on the capital city and the second largest city in each country
(3-4 key locations in each city). The respondents were selected in a random manner to ensure
that the samples were spread throughout the target population. However, in Brunei Darussalam,
the street intercepts were conducted only in the capital city due to its small population and
concentrated urbanisation. While the street intercepts possibly included respondents with no
internet access, to deliberately target respondents with no internet access (e.g. in rural areas)
would be challenging. Therefore, it was beyond the scope of this study.

The analyses in this report use a combination of non-weighted totals, weighted score, and net
weighted score, based on the sample sizes.
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3 PUBLIC AWARENESS AND PERCEPTION

3.1 Awareness and knowledge about ASEAN and the ASEAN Community

The majority of the respondents (>50%) have the perception that ASEAN’s objective is to
build a sound community around political-security, economic, and socio-cultural aspects.
A considerable proportion of the respondents, especially amongst businesses (36%), still
associate ASEAN with only the Economic Community.

Figure 1:
Perception surrounding ASEAN’s vision and focus

How would you describe ASEAN?

Businesses
(N=401)

405
W 204

Civil Society
Organisations
(N=184)

P48 18% 4%

General Public
(N=3,900)

1 2%
m 4%

54% 9% 22% 9%

m All 3 Communities
Political-Security Community only

¥ Economic Community only

B Socio-Cultural Community only

® None of the above

m Never heard of ASEAN

Percentage sum may not equal 100% due to rounding

The respondents were then asked to indicate the level of their actual understanding and
knowledge about ASEAN. As illustrated in Figure 2, awareness about ASEAN (as an organisation)
is high, reaching 100% amongst businesses and CSOs and 96% amongst the general public.
Despite the overall high awareness, fewer than one third claimed to have knowledge about the
ASEAN Community and its three pillars.
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Figure 2:
Level of Awareness and Knowledge of ASEAN

Which statements best describe your knowledge of ASEAN?

ASEAN Future
Awareness e S s PN >
Communit) Plan

100%, 100%
69% 72%
46% 9% 47%

96%
40% 38% 399 39% 40%
Il I K I I I I

I have heard of ASEAN T know what ASEANis T know about the Iknow the policiesand [know how ASEAN
in general, whenand ASEAN Community  impacts that ASEAN plans to build a
why it was established and its three pillars has brought to my  stronger region in the
business/country in future.
the past 2 years.

B Businesses (N=401) B Civil Society Organisations (N=184) General Public - All Age Groups (N=3,900)

3.2 Sense of belonging to the ASEAN Community

The sense of belonging to the ASEAN Community was gauged only amongst the general public.
The respondents were asked to indicate their level of self-identification based on the following
scale: “Very much”, “Somewhat”, “A little”, “Not at all”, and “I don’t know”.

The analysis employed a weighted score system to allow ease of comparison. The score ranges

from 0 to 1, with a score closer to 1 indicating a higher level of affiliation. Overall, the general
public mostly identify themselves by their nationalities, as illustrated in Figure 3.

m POLL ON ASEAN AWARENESS 2018



Figure 3:

Self-ldentification of ASEAN Citizens

How do you identify yourself?

| identify 0.79 0.73
mYSEIf"" AS AN ASIAN AS AN ASEAN
CITIZEN
AFFILIATION SCORE irs o Wil b Jow [left to right)
D L 1 B T |
=] o fo ol * | @ o=
S B
MEDIUM (Nore) e ] | Mg~ =

Afflliation score is deffred as a level that the survey participants affiliate
themselves with a particular group. It is calewlated using a weighted
srare system bared on the responsss; Very much=_LG, Somewhat=0.67, 4
tittle=0.33, Not at all=0, [ don’t know={,

Minimum weighted score =0
Maximum weighted score =1
N=3,900

Overall, most ASEAN citizens identify themselves by their nationality (0.85 weight score or 98%
unweighted score) and as an Asian (0.79 weighted score or 96% unweighted score). The sense
of being an ASEAN citizen, though ranked last, is still considered to be at a high level (>0.7

weighted affiliation score in Figure 3 or 94% unweighted score in Figure 4).

Figure 4:

Level of Self-Identification as ASEAN Citizens by Country (Unweighted Data)

"1 identify myself as an ASEAN citizen”

20%
21% 30% 3104

54% 54%
21%

42% 42%

61%

TH

LA MY

wAlittle ®Somewhat © Very Much

45%

VN
N=3,900 [All countries)
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In addition, the survey further examined the general public’s perception on the importance of
“Shared Identity”. The following message was included as a prompt to respondents, in order to
align their understanding and definition of “Shared Identity”:

“A shared identity is typically defined as a set of common characteristics (for example, social
values and culture) that citizens of any ASEAN nations can use to identify themselves and create
a sense of belonging to the ASEAN Community, regardless of their country of origin.”

Figure 5:
Importance of “Shared Identity”

p a shared identity

mYes mNeatral - No

N=3.900 [General Pullic]

Approximately two-thirds of the general public agreed that a shared identity is important for
a successful regional integration. An optional open-ended question reveals that the general
sentiment is centred around the view that “Togetherness is better than being alone”.

Figure 6:
Factors Contributing to “Shared Identity”

Which of the following contributes most to a sense of community
amongst ASEAN citizens?

PROPORTION OF RESPONSES BY WEIGHTED AVERAGE SCORE
IMPORTANCE LEVEL
(UNWEIGHTED) (0] 13]
Mininm score Maximum score
1 | Economy 18% 23%
|:2 Traditions & A5 "
Values :
3 | Common Vision 4644 - )
"4 Politics 8% [ 0s |
5 | Geography mw% TZ2%
— Welghtage Om — 3]
Bl Most [mportant +3 7 —— Mast fmpartant
B Second Most Important | <2
Third Most Important | =1
B Not atop-3 factor o
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The respondents were subsequently asked to select top 3 factors contributing to “Shared
Identity” and rank them in order of importance. The survey reveals that economy is perceived
to act as a catalyst in creating a sense of belonging and shared identity. To a lesser extent,
traditions, values and a common vision are also seen as critical in creating a shared identity.

3.3 General perception towards ASEAN

Figure 7:
General Perception towards ASEAN by Stakeholder Group

What is your perception towards ASEAN?

Top 3 countries

Negative « » Positive |
Businesses '
85 1% 2% 51% 6% ! [ x| ﬂ
[N_401} VN MM KH
Civil Society am
Organisations 1%I 44% u [ X
N=184 KH MM SG
( ) 1%
G i ==
eneral Public 1%l o ’
(N=3,756) 1D PH VN
Legends: i | 1] |

Very Negative Negative Meutral Positive Wery Positive

Overall, most respondents across different stakeholder groups expressed a positive perception
towards ASEAN. In-depth interviews with businesses and CSOs reveal that the key determinant is
ASEAN’s vision and capability inimplementing policies that positively impact the ASEAN community.

Nevertheless, approximately two-fifths of businesses and CSOs feel “Neutral” towards ASEAN.
There are two key contributors to such a perception. Firstly, there appears to be a lack of exposure
to ASEAN policies. For example, some respondents in several ASEAN Member States reported a
significant decrease in communications when the chairmanship was passed on to other countries.
Another reason is the lack of communication around positive impacts brought about by ASEAN.

3.4 Opinions towards the ASEAN Community

Overall, most stakeholder groups share the same view on the overall benefits of the ASEAN
Community. “Economic growth” is ranked as the top key benefit, scoring >70% across the
groups. “Regional peace and security” is ranked second, scoring >50% across the groups.
“Preservation and promotion of ASEAN culture and heritage” is also recognised as another key
common benefit.
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Figure 8:
Top 5 Common Benefits of the ASEAN Community

Which of the following common benefits do you know
(or heard of) that ASEAN is working towards?
|| |
Businesses CS0s General Public
(N=401) [N=184) (N=3,756)
T3
Economic growth _“f o i
Bro ‘."Z"Iﬂn o
Peace and security in m e
5355
ASEAN o o 2
Preservation and promotion ‘3% 9 o 3
of ASEAN culture and .
s 51%
heritage
3804
Better quality of life ;H\. e e 3
170
43%
Access to jobs 43% o o -
40046
Environmental sustainability m 42%
3650
Resilience to disasters and 1706
climate change L 432?’

Based on in-depth interviews, economic growth agenda was put under a spotlight following the
official launch of the AEC back in 2015. Key initiatives such as the establishment of Free Trade
Agreements and the commitment on Non-Tariff Barriers (NTBs) have captured the public’s
interest. Some respondents stated that they have felt benefits as a result of these initiatives.

Of all the benefits put forth by the ASEAN Community, “Environmental sustainability” and
“Resilience to disasters and climate change” are the least recognised. These benefits are mainly
recognised within niche interest groups. Respondents stated that the ASEAN Community has
yet to produce and showcase tangible impacts in order to attract wider interest from the public.
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Figure 9:
Top 5 Negative Consequences of the ASEAN Community

Which could be the negative consequences following the
establishment of the ASEAN Community?

| ]
Businesses C80s General Public
(N=401) (N=184) [N=3,756)

Local businesses will face 63%
atiffer competition from m

foreign investors

Unequal development - 47%
42%

€% 1
& 3

amongst ASEAN countries BT
Influx of foreign workers - 404 e 2
due to increased labour Jt’;ﬂ],r
mobility '
Loss of skilled workforce _ f.?;
due to labour migration 33%
Environmental damage due ‘H:-Iﬂ = 9
toincreased investments 29%

O 0 000

Benefits of the ASEAN ‘
Community only enjoyed by a _ 405

selected and privileged few

Interference of other ASEAN - 16% 4
1 8%

countries in domestic affairs 404

o

“Stiffer competition from foreign investors” is identified as the top shared concern, especially
amongst businesses (63%). In most countries, more than half of businesses expressed concern
on this subject. Based on in-depth interviews with businesses and CSOs, the existence of the
AEC is admittedly creating greater apprehension about intra-regional competition, especially
in the Micro, Small and Medium-sized Enterprises (MSME) sector. While it is the duty of local
governments to ensure their nation’s competitiveness, respondents hope that ASEAN can
soften the impact by imposing better regulations on intra-regional competition.

“Unequal development amongst ASEAN countries” is identified as another top concern.
Some respondents believe that the attempt to integrate may burden less developed nations to
accelerate unrealistic economic growth and to implement costly policies in order to keep pace
with more developed nations.

“Influx of foreign workers due to increased labour mobility” is also amongst the top issues
causing concern. Across the region, approximately 2 in 5 respondents across the groups
voiced this concern.

Interestingly, “Environmental damage due to increased investments” and “Benefits of

the ASEAN Community only enjoyed by a selected and privileged few” are unique concerns
(i.e. ranked in top 3) to CSOs.
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4| ASEAN BENEFITS AND THE FUTURE

4.1 Perceived benefits of the ASEAN Community

The overall level of perceived benefits amongst businesses and CSOs sits at a moderate level, as
illustrated in Figure 10. It is, however, higher amongst businesses, with 46% indicating that they
have felt some level of benefits.

Figure 10:
Level of Perceived Benefits Gained from ASEAN Policies (Businesses and CSOs)

How would you rate the level of benefits that your organisation gained
from any policies initiated by the ASEAN Community?

Top 3 countries

M 5% ' n [ X |
LA VN MM

Businesses 4% m I 49%

(N=401)
Civil Society _ i
Organisations gi“ = I 58% 350 (R | [ o | e E3
(N=184) v g LA MM KH
Legends: I Disadvantaged a lot

B Somewhar disadvantaged

Neither benefited nor disadvantaged / Don't know
I Somewhat benefit
B Eencfitalot

The primary shared benefits felt by businesses surveyed are larger market access, favourable
trade policies (e.g. tax reduction and exemption, free trade agreements), increased cooperation
in human capital, and improvement of infrastructure. Another recognised benefit is the visa-free
policy, which helps boost tourism and increase the ease of conducting business in the region.
Cambodia, Lao PDR, Myanmar and Vietnam (or CLMV countries) countries reported a significant
level of benefits received (>60%).

Nevertheless, almost half of the businesses surveyed still feel that the policies implemented
by ASEAN have yet to create substantial impacts to their businesses in the long term. Some
respondents reported that they could not pin point whether the benefits originated from
ASEAN’s mandate or from bilateral agreements between countries.

The story is, however, reverse for CSOs. As illustrated in Figure 10, only 37% of CSOs indicated

some level of benefits due to ASEAN policies. Respondents reported key benefits which include
an increase in knowledge sharing, and freedom to travel for international assignments.
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Many CSOs also reported no working relationships with ASEAN, noting that social policies are
usually cascaded down from the national government with no reference to ASEAN. Hence, it
can be difficult for CSOs to gauge whether the benefits are a direct result of ASEAN’s mandates.
In order to increase the level of benefits to CSOs, the following actions were suggested:

— Prioritise key areas, create clear visions and policies, and ensure cohesive communications
to all stakeholders;

— Establish direct working relationships with CSOs; and

- Provide planned supportive programmes (e.g. scholarships, educational programmes, legal
consultations, intra-regional cooperation and facilitation).

Figure 11:
Level of Perceived Benefits Gained from ASEAN Policies (General Public)

How have the policies implemented by ASEAN improved your
rersonal well-being?

Benefits of the ASEAN Community ———
Travel freely hetween
asuan counccs | Y
Opportunity to work in e
any ASEAN couniry

Opportunity to study in
any ASEAN country

Purchase products from
other ASEAN countries at +4%
alower price

=3,756 (General Public)

= Benefited my personal well-being Greater sense OfSECI-II'il}" =
Mot affected my personal well-being living in the region '1" e
= Worsened my personal well-being 11=3,133 {Geueral Public)

Fercentage sum may not equal 100% due to rounding

Figure 12:
Level of Perceived Benefits Gained from ASEAN Policies by Country (General Public)

98%
B9% 04 0
3% 83% 82% 809 - Bt s - .gwu
| I I | I | | |
ASEAN BN MM PH SG TH VN
N=3,756 (General Public)
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Amongst the general public, the level of perceived benefits is considered high. As illustrated
in Figure 11, approximately 4 in 5 of the respondents feel that they have benefited from the
ASEAN Community. The ability to travel freely between ASEAN countries is one if the key
shared benefits perceived amongst the general public.

4.2 Key regional issues

For businesses and CSOs, the respondents were asked to identify the top 5 regional issues and
rank them in order of priority.

Figure 13:
AEC - Top 5 Regional Issues to Prioritise

AEC: Could you identify the top 5 major regional issues that you believe
that ASEAN should prioritise in the near future?

UNWEIGHTED DATA WEIGHTED AVERAGE SCORE

(Min=0, Max=5)
Free flow of goods e.g.
eliminate import duties,
trade barriers

12% QAL 31%

Free flow of L e
investment 11% EEEE] 47% > - i
MSME development D 2% 49% N o
Infrastructure

developmente.g.
connect land transport

g 0% 5% B

Competition
policy

Y 15% 58%

|

I High priovity

Medium priority 0 9
B Low priority Laow priority High priority
I Mot apriority

N= 585 [Businesses and C50s combined)

Under the AEC’s agenda, “Free flow of goods” tops the chart with 2.4 weighted average score.
According to the respondents, free flow of goods goes hand-in-hand with services, investments,
and capital. The improved circulation of goods and services within the region will create a more
favourable trading environment and attract more investment into the region. Nevertheless, some
respondents, especially amongst businesses, voiced concern about the potential overflow of
foreign products, which could be destructive to local businesses, especially the MSME sector.
“Free flow of investment” is ranked second on the regional level, albeit opinions differ greatly
when looking at a country level. “MSME development” is ranked third as a key concern amongst
businesses and CSOs. In addition, “Infrastructure development” and “Competition policy” are
also identified in the top 5.
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Figure 14:
APSC - Top 5 Regional Issues to Prioritise

APSC: Could you identify the top 5 major regional issues that you believe
that ASEAN should prioritise in the near future?

UNWEIGHTED DATA WEIGHTED AVERAGE SCORE
(Min=0, Max=5)
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N= 184 (CS0s only)

For the APSC’s agenda, as part of the survey design, only CSOs were asked to rank the
top 5 regional issues as they usually have more intimate knowledge of these topics. Overall,
“Human rights”, “Prevention and combating corruption”, “Promotion of peace and stability”,
and “Establishment of common foreign and diplomatic policies” are ranked closely and are
identified as the key regional political-security issues to prioritise.

As with the APSC, the top regional issues under the ASCC’s agenda were asked only amongst
CSOs. As illustrated in Figure 15, “Promotion of education and employment opportunities for
youths” and “Promotion of social justice and rights” stand out as the key social issues that
ASEAN should prioritise. According to the respondents, in the long term, adequate education
to youths is a foundation for improving other social issues such as poverty.
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ASCC: Could you identify the top 5 major regional issues that you believe
that ASEAN should prioritise in the near future?

Figure 15:
ASCC - Top 5 regional issues to prioritise
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UNWEIGHTED DATA WEIGHTED AVERAGE SCORE
(Min=0, Max=5)

BT )
) |

R

509

B High priority

Medium priority 0 ; e
B Low priority Low priority High priority
B  Not a priority

Figure 16:

Top 5 Regional Issues to Prioritise (General Public)

GENERAL PUBLIC: Could you identify the top 5 major regional iss
you believe that ASEAN should prioritise in the near future?
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The survey also investigated the general public’s perspectives, although in this case the survey
did not ask respondents to rank the top 5 issues for each of the ASEAN Community pillar. In
consideration of the time taken to complete the survey and the complexity of the question, a
balanced set of topics was pre-selected from each pillar for the respondents to rank as a whole.

As illustrated in Figure 16, the survey reveals that the general public’s view on key regional issues
is less uniform. Many top regional issues scored quite closely on a weighted score system.
Therefore, no issues distinctively stand out. Interestingly, there is a pattern that political-security
issues are considered more urgent concerns. In contrast, “Building disaster resilient nations”
and “Promotion of gender equality” are identified as issues that are the least concerning by the
general public.

4.3 Optimism towards ASEAN'’s future success

Figure 17:
Level of Optimism about the Success of ASEAN’s Future
How optimistic are you about the success of ASEAN's future?
o Top 3 countries
Pessimistic < » Optimistic
g O | e =
i VN MM MY
Civil Society
Organisations 3%'% 4400 45% 5% u Ed —
(N=184) KH MM 1D
General Public E
1% : -
(N=3,756) D PH VN
Legends: [ | = | =
Not optimistic Less optimistic  Neutral Optimistic  Very Optimistic

In general, most stakeholders are optimistic about the future of ASEAN. The level of optimism
is distinctively high amongst the general public, with 4 in 5 members of the general public
expressing some level of optimism about the future of ASEAN.

Overall, approximately half of businesses and CSOs voiced positive views on the future success
of ASEAN. Businesses are slightly more optimistic (56%), when compared to CSOs (50%).
Nevertheless, both stakeholder groups share the same views on why they are confident in the
future of the ASEAN Community.
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Based on in-depth interviews, the majority of the respondents recognised ASEAN’s contribution
in promoting regional stability and economic development since its establishment. This, coupled
with its long-standing role in the region, are seen as a testament to how the organisation can
be successful in the future.

The majority of the respondents stated their full support of regional integration. Deeper
cooperation amongst Southeast Asian nations is perceived to help each member state solve
social, economic, and political issues together with much less interference from countries or
institutions outside the region. While the true impact of the ASEAN Community is still to be
assessed at this stage, many respondents expressed high level of hope for a brighter future
under ASEAN’s leadership.

However, a number of businesses and CSOs is still doubtful about the future of ASEAN. Most
notably, the relative lack of communication on ASEAN’s policy impacts has placed skepticism
on the success of ASEAN. Respondents reported having no clear understanding of the visions
and policies of ASEAN, including the ASEAN Community. Such a lack of awareness of ASEAN’s
future plans results in a neutral view towards its success.

Secondly, there is a shared view, especially amongst CSOs, that ASEAN still lacks a holistic
approach to community building. Some respondents perceived a shortage of effective social
policies. Hence, the aspiration in creating a single community has been questioned.

Thirdly, there is a perception amongst businesses and CSOs that ASEAN’s authority and power

of enforcement is still limited. This may create a misalignment between ASEAN’s policies and
national government policies, which subsequently affects the pace of development.
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ASEAN COMMUNICATIONS

5.1 Sources of information

Figure 18:
Passive and Active Information Sources Used for Receiving
Information about ASEAN Developments

Where do you normally hear or learn about the development of ASEAN?

BUSINESSES CS0s GENERAL PUBLIC
Internet Internet 72% ™ 69%
v TV Internet 66%
Social media Social media Social media 50%
seminar)‘mz:gili; seminar/ m:: E:; DR 41%

Newspaper

Newspaper Radio | 2%

N=401 N=184

N=3,756

Consumption of ASEAN development information falls into similar media patterns, regardless
of whether the consumers are businesses, CSOs, or the general public. Internet, TV, and social
media are the primary sources of information across all three audience categories.

Apart from these primary information sources, public meetings and seminars also play a
very important role in communications with businesses and CSOs. They are deemed to be
good communication tools to deliver in-depth information on selected topics, as well as to
expand professional networks. Other traditional media such as newspaper and radio are also
occasionally used amongst all types of stakeholders.

5.2 Exposure to ASEAN-related information

The respondents were asked to select different ASEAN efforts that were made known to them
through media or via information provided by their local government in the past two years.

The overall exposure levels for all stakeholder groups are in the “Low exposure” range (as
illustrated in Figures 19, 20, and 21). Information about “Promotion of free trade” and “Promotion
of regional stability and peace” are the two ASEAN-related topics that stakeholders most often
come across.
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Figure 19:
Exposure to ASEAN’s Efforts — Businesses

Which of t

: following ASEAN efforts are you familiar with or made

known to you?
ASEAN EFFORTS TOP COUNTRY
Promotion of free trade _ 7904 ~dy, BN 8804
Promotion of regional tourism 430, | EBw 7304
Promotion of regional stability and peace 42% E3w

Protection of human rights _ 3504 -

Infrastructure development - 359, VN u KH 520
Development of MSMEs - 32% u KH 52%

Promotion of ASEAN identity, heritage, and £
cultural awareness - =0 | VN 57%

Combat Irregular migratlon and human trafficking - 27% EaMM 48%
Cooperation In humanitarian a:ls:::;::emalll:if - 26 “ N
Environmental protection and clim:ctlt:‘;l;:g:f: - 26% VN 64%
Improvement on education system for youths - 20% Bl MM 48%
Promotion of gender equality - 16% n LA
Commitment to end HIV and ALDS . 10% u KH

B Very high exposure (=8004) B Low exposure [21%-40%)
B High exposure [61%-80%) B Very low exposure [=<20%)

Medium exposure [41%-6074) N=401
Figure 20:
’
Exposure to ASEAN’s Efforts - CSOs
Which of the following ASEAN efforts are you familiar with or made
known to you?
ASEAN EFFORTS TOP COUNTRY

Promotion of free trade 60% n VN

Promotion of regional stability and peace 58% n KH

Protection of human rights 45% i, BN

Environmental protection and climate change .
adaptation 41% i ™ BN R MM
Promotion of regional tourism _ 394% nMM £
Combat frregular migration and human trafficking _ 399 ~4, BN
infrastructure development [N 35% | PYxu 60%
Cooperation in humanitarian assistance and i

disaster relief . 2 B MM

Promotion of ASEAN Identity, herltage, and 30% i MM 60%
cultural awareness - ) i o '

Development of MSMEs - 27% BE= vy 50%
Promotion of gender equality - 2004 [« BV 650%

Improvement on education system for youths - 19% ! > L
Commitment to end HIV and AIDS . 11% Bl MM 50%

B Very high exposure (>80%) B Low exposure (219-40%)
Bl High exposure (61%-80%]) M Very low exposure (=<20%]
Medium exposure [41%-60%) N=184
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Figure 21:
Exposure to ASEAN’s Efforts — General Public

Which of the following ASEAN efforts are you familiar with or made
known to you?
ASEAN EFFORTS TOP COUNTRY
Promotion of free trade 47% VN
Promotion of reglonal tourism 439% yy - 49%
Promotion of regional stability and peace _ 4.0%, VN BA%
Promotion of ASEAN identity, heritage, and . :
cultural awareness _ 2 P L 51%
Cooperation in humanitarian assistance and — Do
disaster relef I o L A%
Protection of human rights - 36% . [ 5449
Infrastructure development - 404 B KH 4504
Combat irregular migration and human trafficking - 33% EgMM m
Environmental protection and climate change
30% i VN 49%
adaptation - 5 i Ed -
Improvement on education system for youths - 30% | Rl MM 40%
pevelopmentof MsvEs [ 29% . ZMeu
Promotion of gender equality - 19% - b 35%
Commitment to end HIV and AIDS - 19% ﬂ KH 2704
B Very high exposure (>80%) B Low expasure (21%-400)
B High exposure (6196-80%) W Very low exposurs [=<2034)
Medium exposure (41%-60%) N=3756

The level of exposure also varies by stakeholder type. Within the business community, several
economic initiatives are more widely known compared to other stakeholder groups. For CSOs,
the level of exposure is more diverse, with other political-security and socio-cultural agenda
such as human rights and environmental protection peaking in the top 5. Overall, apart from
the “Promotion of ASEAN identity, heritage, and cultural awareness”, socio-cultural agenda
received the lowest scores for exposure.

5.3 Active information searching

When looking at the rate of active information searching (i.e. voluntarily looking for detailed
information on ASEAN'’s efforts and policies), the general public is more likely to look for more
detailed information (53%).

Amongst businesses and CSOs, the majority of respondents across most countries (>70%)
showed no interest in active information searching (with Lao PDR being the only exception).
A significant number of respondents, especially smaller organisations, further expressed
that some ASEAN policies do not directly impact their operations (e.g. policies favoring large
investors, operations focused only on home markets or outside ASEAN). Therefore, there has
been no trigger for them to actively search for ASEAN-related information in detail.
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Figure 22:
Active Information Searching Behaviour

Have you ever looked for detailed information on ASEAN's
effort and its policies?

BUSINESSES CSOs GENERAL PUBLIC
N=401 N=184 N=3,756

28%

YES

53%

YES

TOP RANK u LA 899% n LA 90% VN 71%

Figure 23:
Key Challenges Faced in Active Information Searching

What were the key challenges you faced when looking for more
information about ASEAN's efforts?

W Businesses (N=78) ®CS0s (N=56) = General Public (N=1,863)

57%
50% 4904 479 48%
43%. 43% 43%
390
S 26%
5
25% 22, 23% 24% o 24%
I N I I I I I
Credibility of Language Information Avilability of Usefulenessor  Timeliness /frequency
information accessibility information relevancy of of information or

information publications
Important note:

Only the respondents who mentioned that they performed active information search
(referred to figure 16) and faced some difficulties were asked this question.

The survey reveals that different stakeholder groups experienced different sets of challenges.
The key challenges faced by CSOs are “usefulness/relevance” (48%), “availability” (43%), and
“timeliness of information” (43%).
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5.4 Overall effectiveness of ASEAN communications

Figure 24:
Overall Effectiveness Levels of ASEAN’s Communication Effort
How would you rate the effectiveness in which ASEAN
communicates with its ASEAN citizens?
Poor < T Top 3 countries
Businesses
Civil Society
Organisations 34% 56% @ 2% “ u -
(N=184) : MM KH LA
General Public
AT i s%l 40% 43%  12% A PN -
(N=3,756) PH KH BN
Legends: 1N | =
Poor Fair Good Excellent

Collectively, amongst businesses and CSOs, less than 1 in 5 respondents perceived that
ASEAN’s communication is effective (“Excellent” and “Good”). For both businesses and CSOs,
the rating is particularly high in Myanmar (45% for businesses and 60% for CSOs) and Cambodia
(41% for businesses and 30% for CSOs).

Based on in-depth interviews, two key communication gaps have been observed:

Audience engagement and relationships

There is a perception amongst the respondents that ASEAN mainly communicates with
selected social classes (e.g. government ranks, large business groups, elites). In fact, the
majority of respondents reported not having any working relationships with ASEAN. This
has caused a lack of interest to follow ASEAN-related information.

Context and relevance

While respondents reported having seen campaigns promoting the regional integration,
groundwork in helping stakeholders understand the true purpose of the ASEAN Community,
its role, and benefits is deemed insufficient. This sense was confirmed by the low level
of knowledge about the ASEAN Community. In addition, since the launch of the ASEAN
Community, some respondents feel that much of the active communications have faded
and been kept at a fairly general level (e.g. appearances at meetings and summits, and daily
news coverage).
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Theresultis, however, more positive amongst the general public. Across the region, approximately
half of the general public think that ASEAN’s communication is effective. The perception level is
high in the Philippines (70%), Cambodia (62%), and Brunei Darussalam (61%).

5.5 Preferred communication channels and contents

The respondents were asked to select and rank their top 5 preferred communication channels.
It is important to note that the results reflect respondents’ preferences and are not necessarily
the most effective or reflective of ASEAN’s views. The analysis employed the weighted score
system to assist with the prioritisation process. The score ranges from 0 to 5, with a score
closer to 5 indicating a higher level of preference.

Theresults show that the internet, TV, and social media lead as the most preferred communication
channels. These channels are considered primary sources of information. Amongst the general
public, the survey also reveals no significant differences in preferences amongst youths (aged
15-35) and adults (aged 36-55).

Figure 25:
Preferred Communication Channels

Could you identify and order the top five sources that you prefer to use for

gathering information about ASEAN?

BUSINESSES CIVIL SOCIETY ORGANISATIONS GENERAL PUBLIC
(N=379) (N=169) (N=3,900)
Internet - Internet Internet 3.0
Social i Social | Social 22
media e media id media
Newspaper H {  Public seminars/ Newspaper L5
N—— L) meetings [S———
Public seminars/ _-_______-_“E New: u--_-_-_--__-__-___} Radio 09
meetings O EWSPAper b :
Q: o 6 (0] » O (0] 15
Lenst Mast Least Mast Least Mast
Prefarred Preferred Preferred Preferred Praferred Preferred

Hosting public seminars and meetings is an effective way to engage with academia and business
audiences. Respondents in businesses and CSO groups find this form of communication
particularly useful in obtaining in-depth information on ASEAN. They also observed that the
current seminars and meetings being held are limited in terms of frequency and location.

Other traditional media such as daily newspapers and radio are still seen by the respondents as

good channels to distribute information on ASEAN. Some of the respondents believe that this
type of media can be particularly useful in promoting awareness in non-capital areas.
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It is also important to note that the preferred secondary sources can vary greatly by country.
Notable differences include:

— Preference for public meetings and seminars over radio in Indonesia and Vietnam;

— Preference for specialised government information channels over newspaper or radio in
Thailand as official channels are considered more credible; and

- Preference for emails over radio in Malaysia and Singapore.

Figure 26:
Preferred Contents - Businesses and CSOs

which ASEAN community-related topics would you like to get more

information?
TOP 5 PREFERENCES ON ASEAN TOPICS TOP 5 PREFERENCES ON ASEAN TOPICS
ASEAN economy
ingener NN environment |
Tourism (e.g. Open
flight connectivity)
Infrastructure _ International _ o
development 54% relations 49%
ASEAN econom
Tourism (e.g. Open
ASEAN single market _ . Skies policy, visas, _ 30
and production base 350 flight connectivity) =
=401 N=184

Respondents in businesses group generally show greater interest in economy-related topics. In
similar fashion, respondents in CSOs group are curious about different types of social issues.
For example, CSOs operating in the education space showed a stronger interest in the topic of
education.

5.6 Improvement areas for communications

The survey asked respondents to identify how ASEAN can improve the way it communicates
with ASEAN citizens. On a regional level, “Widen reach through social media”, “Increase the
frequency of promotion programmes through national mass media”, and “Use language that
is easier to understand” score closely as the top key improvement areas. This result is uniform
across most countries.
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Figure 27:
Ways that ASEAN can Improve its Communications

How can ASEAN improve the way it communicates with
ASEAN citizens?

TOP 5 KEY IMPROVEMENT AREAS TOP COUNTRY
Widen reach through social media 59% — 71%
Increase the frequency of promotion ’
699

programmes through national mass 503 %
media

Use language that is easier to 54% — 67%
understand

Increase promotion activities 62%
. 48% 9
through local media

Produce more engaging contents 47% . 55%

N= 4,448 (Businesses, CSOs, and General Public combined)

5.7 Effective communication for public awareness

The respondents were asked to select and rank their top 3 options that they think are the most
effective ways to raise public awareness about ASEAN. The analysis employed the weighted
score system to assist with the prioritisation process. The score ranges from 0 to 3, with a score
closer to 3 indicating a higher level of preference.
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Figure 28:
Most Effective Ways to Raise Public Awareness about ASEAN
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On a regional level, “Dedicated TV programmes on ASEAN news” stands out as the most
effective according to the respondents. It also holds the top rank across all countries.

“Engaging social media influencers to promote ASEAN” is ranked second on a regional level. Its
effectiveness is perceived to be high, particularly in the Philippines. In contrast, it is perceived
to be less effective than other communication tactics in Lao PDR and Myanmar.

To a lesser extent, “ASEAN history in school curriculums”, “Regional competitions”, and “Local
brand ambassadors to promote key ASEAN development” are deemed effective and score
closely in the same range. Their perceived effectiveness also varies by country. For example:

“ASEAN history in school curriculums” is perceived to be the least effective amongst Laotians ;
“Local brand ambassadors to promote key ASEAN development” received a very low score
amongst Cambodians.
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E KEY TAKEAWAYS AND RECOMMENDATIONS

With the objective of providing ASEAN with ways to improve its communications with key
stakeholders, the following strategic issues are identified based on the survey results and
respondent’s perspectives:

22 ASEAN AND ITS ROLE IN THE REGION
B STAKEHOLDER RELATIONSHIPS

Respondents from businesses and CSO groups predominantly associate ASEAN with being
a high-level administrative body dealing with state governments and other privileged few. This
has created as sense of disconnect from ASEAN. To alleviate this issue, some respondents
suggested that ASEAN should minimise the hierarchy in transmitting information or establish
direct relationships with its stakeholders. Furthermore, ASEAN should provide a platform for all
stakeholders to voice their opinions on important initiatives.

.)) COMMUNICATION STRATEGIES
® COMMUNICATION CHANNELS

In order to raise public awareness, ASEAN should utilise television, internet, and social media
as their main communication channels. According to respondents, ASEAN should prioritise
increasing frequency of promotion programmes, as well as creating dedicated television
programmes about ASEAN.

In relation to the internet, many respondents in the business and CSO segments stated the
importance of having a single ASEAN information portal that contains all ASEAN-related
information. While the ASEAN website (http://asean.org) intends to serve this purpose, it is
deemed insufficient by many respondents (especially in the business segment) due to the lack
of relevant and up-to-date information.

Lastly, social media is amongst the top preferred communication tools used by respondents.
Facebook and Instagram were particularly mentioned as the most popular social media
platforms in the region. ASEAN should consider creating more appealing content and utilising
social media influencers in order to promote ASEAN.
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B MESSAGES AND CONTENT

According to in-depth interviews, many respondents deemed ASEAN and its policies less
relevant to their organisations. Therefore, ASEAN should above all focus its messages around
positive impacts and benefits to stakeholders. In terms of content, respondents expressed
fondness for graphics and interactive content such as videos, short documentaries, quiz shows,
and infographics. In addition, the use of abbreviations, jargons, and formal terminology should
be avoided where possible.

B CONTINUITY AND FREQUENCY

On amore strategic level, the study reveals an issue of communication continuity. The majority of
respondents pointed out that ASEAN provides inadequate follow-up communications regarding
reporting progresses, outcomes, and successes. This contributes to a low-level awareness and
interest in ASEAN efforts amongst respondents. In another important case, respondents in
Indonesia, the Philippines, and Singapore also observed that the intensity of communications
faded once the chairmanship was passed on to other member states. Therefore, ASEAN should
consider formulating a more consistent communication strategy and utilise national mass media
to inform its stakeholders.
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Appendix 1 Country Dashboards
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bt CAMBODIA

Survey Results
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A INDONESIA

Survey Results
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LAO PDR

Survey Results
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Survey Results
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Appendix 2 Respondent Profiles (General Public)

Youths
(agedd 15-35) Ne formal schocling
Secondary school and balow
Adults Technleal/Vecational waining
(aged 36-55) Univarsity
Post Graduate and above
Seniors Prefer not to say
0% (aged 55+)

Public sector

Non-profit organisations
Private sector
Self-emplaoyed

Cthers

Waorking status Prefar not to say

(n=121)

Upper management level / Business owner

Students B white-collar workers
Bl Working (full-time and part-tine] Blue-collar workers
Bl Unemployed Bl Others
B FRerired Prefer not to say

Prefer not to say

Percentage sum may not equal 100% due to rounding.

CAMBODIA

of respondents by age group and gender

FEMALE

Youths
(aged 15-35)

Adults -
{aged 36-55)

; Seniors
q
3 stl {aged 554) | L%

Mo formal schooling
Secondary school and below
Technical /Vocational maining
University

Post Graduate and above
Prefor not to say

Percentage of respondents by working status

w50, 2% Public sactor
B on-profit crganisations
Private sector
Waorking status Bl seif-employed
(n=280) By Ot
Bl Prefer not o sy
Upper managament level / Business owner
: Students B vnite-collar workers
B \orking (full-tme and part-time) Blua-collar workers
B Unewmployed B (thers
W Recired B Prefer not to say

Prefer not to say

Percentage surn may not equal 1000 due to rounding.
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Youths
[aged 15-35)

Adults
(aged 36-55)

Seniors

(aged 554) I 1%

FEMALE

No formal schooling
Secondary school and below
Technlcal /Vocatlonal training
Uniwversity

Post Graduate and above

| Prefer not bo zay

Percentage of respondents by working status

Waorking status
(n=433)

Stdents
Working [full-dme and part-time)
Unemployed

Retired

Prefer not to say

Percentage suim may not equal 1009 due to rounding.

" 4%
7%

57%

' 2%

59%

Public sector

Non-profit orgamsations
Private sector
Self-employed

Others

Prefer not to say

Upper management level / Business owner
White-collar workers

Blue-collar workers

Others

Prefer not to say

LAO PDR

ge group and gender

Youths
[aged 15-35)

Adults
[aged 36-55)

Seniors
[aged 35+)

FEMALE

Mo formal schooling
Bl Sccondary school and below
| Technical /Vocational training
W University
B Post Graduate and above
8 Prefer notto say

| Working status
(n=145}

Students
Working (full-time and part-time])
Unemployed

Retired

Prefer not to say

Percentage sum may not equal 100% due to rounding.

Public sector

Non-profit organisations
Private sector
Self-employed

Others

Prefer not to say

Upper management level / Business owner
White-collar workers

Blue-cellar workers

Others

Prefer not to say

H POLL ON ASEAN AWARENESS

2018




MALAYSIA

Percentage of respondents by age group and gender

Youths
(aged 15-35) No formal schooling
B Secondary school and below
Adults M Technical/Vocational waining
(aged 36-55) g M University

Bl Post Graduate and above
Seniors B Prefer notto say

(aged 554) I 1%

Public sector

B Non-profit orzanisations
Private sector

W Salf-emiployed

Ml Others

60% B Profer notto say

Working status
(n=415)

=50 " 5%

Upper management level [ Business owner

70
% B White-collar workers

Snudents

B Working [full-time and part-tima) Blue-collar workers
| Unemployed W Others
B Retired Prefer not to say

Prefer not to say

Parcentage sum may not equal 1009 due to rounding.

MYANMAR

rcentage of respondents by group and gender

MALE FEMALE 4%

(aged 15-35)
Adults
{aged 36-55) University
Paost Graduate and above
Seniors Prefer not to say
sl | ey | EX /

" 1%

Na formal schosling
Secondary school and below
Technical /Vocational training

Percentage of respondents by working status

" 1% Public sectar

| Non-profit organisations
Private sector

Bl seifemplayed

Bl Oihers

W Prefer not to say

= 2% = 4%

Working status
(n=220)

Upper management level / Business awner

4 Students B White collar workers

Working [full-time and part-time]) 3504 Blue-collar workers
Unemployed Bl Others
Retired 5264 B Prefer not to say

Prefer not to say

Percentage sum may not equal 100% due to rounding,
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PHILIPPI

Percentage of respondents by age group and gender

MALE

FEMALE

Youths
(aged 15:35)

Adults
(aged 36-55)

|15

Seniors
[agedd 55+)

No formal schooling
B Secondary school and below
B Technical/Vocational training
Il University
Bl Fost Graduate and above
Prefer not to say

age of respondents by worl

& status

B Unemployed
Bl Retired
Prefer not to say

Percentage suim may net equal 100% due ta rounding.

m 20w 19
4
Working status
(n=413) 62%
6o " 5%
Students
W Working (full-time and part-time) 12%

" 3% Public sector
Non-profit organisations
Private sector

B Seif-employed

Ml Cthers

8 Prefer not to say

Upper managetment level / Business owmer
B White-collar workers

Bhe-collar workers
El Others

Prefer not to say

SINGAPORE

ercentage of respondents by age group and gender

MALE FEMALE

Youths
(aged 15-35)

Adults
{aged 36-55)

Seniors
[aged 55+)

o

Mo formal schooling
Secondary scheol and below
Technlcal fWocational tralning
University

Post Graduate and above
Prefer not to say

Percentage of respondents by working status

" 70

Working status
(n=248)

m 3%® 2%
6%
Students
B o rking (full-time and part-time)
B Upenmployed
B Recired

Frafar not w say

Percentage sum may not equal 100% due to rounding,

Public sector

Non-profit organisations
Private sectar
Salf-employed

Others

Prefer not to say

Upper management level / Business ownar
White-collar workers

Blue-callar workers

Others

Prefer not to say
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THAILAND

Percentage of respondents by age group and gender

(aged 15-35) !
(aged 36-55) s
Seniors

(aged 55+) Il%

Na formal schooling
Secondary school and below
Technical/Vocational training
University

Past Graduate and above
Prefar not to say

Percentage of respondents by working status

= 5%

Working status
[n=415)

Students
Waorkdng {full-time and part-time]
Unemployed

Retired

Prefer not to say

Percentage sum may not equal 100% due to rounding.

m 3% = 2%
19%
56%
= 40%hm 1%

10%

53%

" 1% Public sector

B Non-profit organisations
Private sector

Bl Self employed

B others

Prefer not o say

Upper management level [ Business owner
M White-collar workers

Blue-collar workers
W Others

Prefer not to say

SAMPLE SIZE=400

Percentage of respondents by age group and gender

FEMALE

Youths
{aged 15-15)

Adults
{aged 36-55)

108

Il“}i\

Seniors
(aged 55+)

o 2% m 405
(| " 6%

= 8%

N fortial schooling
Secondary school and below
Technical/ Vocational wraining
Unive:

ty
Post Graduate and above
Prefer not to 5ay

Percentage of respondents by working status

Working status
(n=365)

Students
Working (full-tims and part-time]
Unamployed

Retired

Prefer not to say

Percentage sum may not equal 10044 due to rounding.

[ ] 2%
|

B6%

" 1%

6%

Public sector
= 3% mm Non-prafit organisations
Private sector
Self-employed
Others

Prefer not to say

Upper management level / Business owner
White-collar workers

Blug-collar workers

Others

Prefer not to say
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Appendix 3 Questionnaires

General Public

The Association of Southeast Asian Nations (ASEAN) is conducting an online survey on public awareness and opinions towards ASEAN.

There are a total of 21 questions in this survey. The actual number of questions that you have to answer may vary (e.g. your response may
result in skipping some questions). The survey should take no longer than 10 minutes.
We would be grateful if you could spare the time to answer this survey.

There are no right or wrong answers. Please give us your true opinions, even if they are negative.
Your answers wil be combined with others for analysis. Please be assured that you will not be identified individually in any way.

Kindly also refrain from using the "Back" button in your web browser as it may disrupt your experience with this survey.

SCREENING

(ASK ALL RESPONDENTS)
SO Where do you currently live? (s/C)
Thailand
Philippines
Malaysia
Singapore
Indonesia
Vietnam
Lao PDR
Cambodia
Myanmar
Brunei

OiOIINIOINIDIWINI=S

-

S1 What is your age? (S/C)

Below 15 1—> (TERMINATE)
15 to 20 2
21to0 25 3
26 to 30 4
31to0 35 5

36 to 40 6
41to 45 7 >
46 to 50 8 (CONTINUE S2)
51to 55 9 (CHECK QUOTA)
56 to 60 10

61 to 65 11
Above 65 12
Refused (DO NOT PROMPT) 96

(TERMINATE)

(ASK ALL) (S/C)
S2 What is your gender?

Male 1 (CHECK
Female 2 QUOTA)

SECTION 1: GENERAL UNDERSTANDING OF ASEAN

Q1 How well would you say you know ASEAN?

| have never heard of ASEAN [ 1] Go to Q4
| have heard of the name only 2 Go to Q2
| have some knowledge of ASEAN 3 Go to Q2
| know a lot about ASEAN 4 Go to Q2

Q2 How would you describe ASEAN? Please select one answer.

(S/C)
ASEAN aims to build a political-security community [ 1]
ASEAN aims to build an economic community 2
ASEAN aims to build a socio-cultural community 3
All of the above 4
None of the above 90

E POLL ON ASEAN AWARENESS 2018



Q3  Which of the following statements best describe(s) your knowledge of ASEAN?

You can select all that apply.

—
=
=
(2}

-

| know what ASEAN is in general, when and why it was established

| know about the ASEAN Community and its three pillars

| know the political, economic, and social policies and impacts that ASEAN has
brought to my personal life and my country in the past 2 years

| know how ASEAN plans to build a stronger region in the future

None of the above 90

N w I\)—k|

(Show this statement before proceeding to Q4) ASEAN is an inter-governmental organisation established on 8 August 1967. The member
states are Brunei Darussalam, Cambodia, Indonesia, Lao, Malaysia, Myanmar, Philippines, Singapore, Thailand, and Vietnam. The ASEAN
Community was officially launched in 2015 to promote regional stability, economic development, and cultural identity. Its vision is to create one
community with a shared vision and identity.

Q4

Q5

Q5.

Q6

Q6.

a

N

How do you identify yourself?

Very much Somewhat A little Not at all | don't know
(S/C) 1 2 3 4 5

4.1 By my nationality (e.g. Indonesian)

4.2 ASEAN citizen

4.3 Asian

4.4 Other (please specify)

[Intro Text] A shared identity is typically defined as a set of common characteristics (for example, social values and culture) that the

citizens of any ASEAN nations can use to identify themselves and create a sense of belonging to the ASEAN Community, regardless of their
country of origin.

[Question] In your opinion, is it important to develop a shared identity amongst ASEAN citizens?

(SiC)
Yes 1
Neutral 2
No 3

Please explain your answer.

In your opinion, which of the following contribute most to a sense of community amongst ASEAN citizens?

Please select top 3 answers and rank in order of importance level. 1 being the most important, 2 being the second most important,

and 3 being the third most important.

(Note: Respondents must answer 3 ranks)
(M/C: Ranking 1-3 only)

Politics 1
Economy
Traditions & values
Geography
History
Religion
Common vision
Others (please specify) 90

N0 IWIN

(Display if Q6 =90 selected)

You previously ranked "Others" as the [first/second/third] most important factor that contributes to a sense of community
amongst ASEAN citizens. Please specify your answer here.

OE

(Note to programmer before proceeding to Q7: If Q1 Coded "1", move directly to Q19)

SECTION 2: GENERAL PERCEPTION AND EFFECTS OF ASEAN

Q7

In general, what is your perception towards ASEAN?

(8I0)
Very positive 1
Positive 2
Neutral 3
Negative 4
5

Very negative

POLL ON ASEAN AWARENESS 2018 E



Showcard

Q8  Which of the following common benefits do you know (or heard of) that ASEAN is working towards?

Please choose all that apply.

Better quality of life (improving health, better education, human rights protection, etc.)

(wrc)

-

Access to jobs

Peace and security in ASEAN

Economic growth (e.g. more open trade and development of SMEs)

Resilience to disasters and climate change

Environmental sustainability

Preservation and promotion of ASEAN culture and heritage

Other (specify)

None (Exclusive)

Do not know (Exclusive)

OiNIINIODINIDIWIN

i

Showcard

Q9 In your opinion, which could be the negative consequence(s) following the establishment of the ASEAN Community?

Local businesses will face stiffer competition from foreign investors

(Mrc)
1

Loss of skilled workforce due to labour migration

Influx of foreign workers due to increased labour mobility

Unequal development amongst ASEAN countries

Interference of other ASEAN countries in domestic affairs

Environmental damage due to increased investments

Benefits of the ASEAN Community only enjoyed by a selected and privileged few

Other (please specify)

OINIOIGIAIWIN

None (DO NOT PROMPT) (Exclusive)

Do not know (DO NOT PROMPT) (Exclusive)

99

Showcard

Q10 Following the establishment of the ASEAN Community in 2015, how have the policies implemented by ASEAN improved your

personal well-being? You may choose more than one answer.

| am able to travel freely between ASEAN countries

(wrc)
1

| have the opportunity to study in any ASEAN country

| have the opportunity to work in any ASEAN country

| am able to buy products from other ASEAN countries at a lower price

| feel a greater sense of security living in the region

It has not affected my personal well-being

It has worsened my personal well-being

R HOHOESHH S

Others (please specify)

Q11 How optimistic are you about the success of ASEAN's future?

Very optimistic

Optimistic

Neutral

Less optimistic

Not optimistic

m#wNA%

Q11.1 Please explain why you feel [Insert answer from Q11] about the success of ASEAN's future?

Q12 Could you identify the top 5 major regional issues that you believe that ASEAN should prioritise in the near future (order them from 1

= the highest priority to 5 = the lowest priority)
(Note: Respondents must answer 5 ranks)

(M/C: Limit to 5)

Protection of workers' welfare 1
Protection of human rights 2
Protection of vulnerable groups (people with disabilities, children, the elderly, etc.) 3
Prevention of corruption and promotion of good governance 4
Promotion of peace and stability in the region 5
Combating terrorism, transnational crime and drug trafficking 6
Free flow of goods, services, investment, skilled labour, etc. 7
Infrastructure development 8
SME and E-Commerce development 9
Access to health care and promotion of healthy lifestyles 10
Education and youth 11
Protection of environment and combating climate change 12
Building disaster-resilient nations 13
Poverty reduction 14
Promotion of gender equality 15
Others (please specify) 16
Do not know 99
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12.1 [Display if Q12 = 16 selected]
You previously ranked "Others" as the [first/second/third/fourth/fifth] key regional issue that ASEAN should prioritise.
Please specify your answer here.
OE

SECTION 3: COMMUNICATION EFFECTIVENESS

In the next section, we would like to gather information about the way ASEAN communicates with you.

Showcard
Q13 In the past 12 months, where do you normally hear or learn about the development of ASEAN?
(Choose ALL that apply)
(M/C)
TV 1
Radio 2
Newspaper 3
Magazine 4
Internet 5
Libraries 6
Discussion with relatives, friends, colleagues 7
Books 8
Brochures, information leaflets and mails 9
Specialised national/regional/municipal government information offices 10
Civil society organisations 11
Social Media 12
Public seminar/ public meeting 13
Email 14
Other (please specify) 90
Q14 In the past 2 years, have you ever looked for detailed information on ASEAN's effort and its policies?
(SIC)
Yes 1 GotoQ 15
| have never looked for more information / | have no interest in looking for more information 2 GotoQ 18
Q15 What was the purpose of the information you were seeking?
(wic)
General interest or personal interest 1
For academic or educational purpose 2
Work-related tasks 3
Others (Please specify) 90
Q16 Overall, how easy or difficult was it for you to locate or identify sources of information about ASEAN's effort
or specific policies initiated by ASEAN?
(sfc)
Difficult 1 GotoQ 17
Neither difficult or easy 2 GotoQ 17
Easy 3 GotoQ 18
Q17 What were the key challenges you faced when looking for more information about ASEAN's efforts?
You may choose more than one answer.
(M/C)

Availability of information [ 1]
Credibility of information 2
Usefulness or relevancy of information 3
4
5
6

Timeliness/frequency of information or publications

Information accessibility (e.g. limited access to radio, TV, internet, and print)
Language (easy to understand, availability in local languages)

Others (please specify) 90

Showcard
Q18 Which of the following ASEAN efforts are you familiar with or are made known to you through media or information provided by your
government? (Choose ALL that apply)

(Mm/C) Ref.
Combat against irregular migration and human trafficking 1 APSC
Protection of human rights (e.g. people with disabilities and other vulnerable groups) 2 APSC
Promotion of regional stability and peace (e.g. South China Sea dispute) 3 APSC
Cooperation for humanitarian istance and disaster relief 4 APSC
Promotion of Free Trade 5 AEC
Infrastructure development (e.g. cross-border roads) 6 AEC
Development of micro, small, and medium enterprises (MSME) 7 AEC
Promotion of regional tourism 8 AEC
Improvement on education system for youths 9 ASCC
Promotion of ASEAN identity, heritage, and cultural awareness 10 ASCC
Commitment to end HIV and AIDS 11 ASCC
Environmental protection and climate change adaptation 12 ASCC
Promotion of gender equality 13 ASCC
Others (Specify) 90
None of the above 99
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Q19 Overall, how would you rate the effectiveness in which ASEAN communicates with its ASEAN citizens?

(s(c)
Poor 1
Fair 2
Good 3
Excellent 4

SECTION 4: COMMUNICATION CHANNELS PREFERENCE

Showcard

Q20 Could you identify and order the top five sources that you prefer to use for gathering information about ASEAN?
Please rank top 5 channels with 1 being the most preferred channel.
(Note: Respondents must answer 5 ranks)

wie)
TV 1
Radio 2
Newspaper 3
Magazine 4
Internet 5
Libraries 6
Discussion with relatives, friends, colleagues 7
Books 8
Brochures, information leaflets and mails 9
Specialised national/regional/municipal government information offices 10
Civil society organisations 11
Social Media 12
Public seminar/ public meeting 13
Email 14
Other (please specify) 99
20.1 [DISPLAY IF Q20 = 99 selected]
You previously ranked "Others" as the [first/second/third/fourth/fifth] preference in communications.
Please specify your answer here.
OE
Showcard
Q21 In your opinion, what would be the most effective way to raise public awareness about ASEAN?
Please rank top 3 options, with 1 being the most preferred channel.
(Note: Respondents must answer 3 ranks)
(wrc)
Dedicated TV programmes on ASEAN news 1
Dedicated radio programmes on ASEAN news 2
Engaging social media influencers to promote ASEAN 3
ASEAN history in school curriculums 4
Regional competitions (song/talent contest, sports competition, essay competition, etc.) 5
Local brand embassadors (e.g. local celebrities) to promote key ASEAN development 6
Public seminars/ public meetings with government representatives 7
Others (specify) 90

Showcard

Q22 On which ASEAN community-related topics would you like to get more information?
You can give more than one answer.

History of ASEAN community

Institutions of ASEAN community

Youth

Culture

Mobility of students and academics

University credit transfer system

Education

Infrastructure development

Tourism (e.g. Open Skies policy, visas, flight connectivity)
Environment

Agriculture

Mobility of skilled labour

ASEAN economy in general

ASEAN single market and production base

Micro, small, and medium enterprises (MSMEs) development
Protection of intellectual property rights

Common foreign and security policies

International relations (ASEAN and the rest of the world)
Others (please specify)

Do not know

adiaiaiaiaiaiaiaia =
CD\IO’U’I#WN—\O(QOJ\IG)UIA@N—\B
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Showcard
Q23 How can ASEAN improve the way it communicates with ASEAN citizens?

Increase the frequency of promotion programs through national mass media (e.g. national TV, national Radio)

(mrc)

-

Increase promotion activities through local media (e.g. local newspaper, local radio)

Produce more engaging contents

Use language that is easier to understand (e.g. fewer jargons, abbreviations)

Widen reach through social media (e.g. Facebook, Instagram)

Increase frequency of public events (e.g. seminars, forums) by local governments

Organise community-based activities in regional areas

Appoint local brand embassadors to promote key developments

Provide more educational materials for the public

OiINIDIODIWIN

Others (please specify)

©
o

DEMOGRAPHICS

(ASK All) (READ OUT)

D1 What is the highest level of education you have attained?
S/IC

No Formal Schooling 1]
Primary School or below 2
Secondary School 3
Technical / Vocational Training 6
University 7
Post Graduate or above 8
Refused (DO NOT PROMPT) 96
Don't know (DO NOT PROMPT) 99

(ASK All) (READ OUT)

D2 | am going to read out / show you a list of working statuses, please tell me which of these best applies to you.

Working Full Time (30 hours above a week)

(sic)
1

Working Part Time

2} (CONTINUE D3)

Retired

3

Unemployed

4

Student

5 > (END SURVEY)

Refused (DO NOT PROMPT)

96

Don't know (DO NOT PROMPT)

99

D3 What is the nature of the organisation which you work for?

Public sector

Non-profit organisations

Private sector

Self-employed

Academia

Others (Specify)

90

Refused (DO NOT PROMPT)

96

Don't know (DO NOT PROMPT)

99

D4 What is your job title, position or rank in your company?

CEO/Chairman/Managing Director/President

(s/C) (CLARIFY IF NECESSARY)

Director/General Manager/Vice President

CFO/Treasurer/Company Secretary/Controller

Owner/Partner

Manager/Executive/Supervisor/Officer

Other skilled white collars

Clerk

Skilled blue collars

OINIOICHEPDIWINI=

Manual laborer

Others (Specify)

Refused (DO NOT PROMPT)

Don't know (DO NOT PROMPT)
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Businesses and Industry Associations

INTRODUCTION

Good/morning/afternoon/evening. | am............ from Ipsos in Thailand.
Today, we are conducting a survey commissioned by ASEAN on public awareness and opinions towards ASEAN.
The interview should take no longer than 30 minutes, and we would be grateful if you could spare the time to help us.

There are no right or wrong answers. Please give us your true opinions, even if they are negative.
Your answers will be combined with others for analysis. Please be assured that you will not be identified individually in any way.

(ASK ALL RESPONDENTS)

Thailand Bangkok 1
Philippines Manila 2
Malaysia Kuala Lumpur 3
Singapore Singapore 4
Indonesia Jakarta 5
Vietnam Hanoi 6
Lao PDR Vientiane 7
Cambodia Phnom Penh 8
Myanmar Nay Pyi Taw 9
Brunei Bandar Seri Begawan 10
S1 What is the industry type of your company/organisation?
(8IC)
Agro-based products 1
Air Travel 2
Automotives 3
eCommerce 4
Electronics 5
Fisheries 6 > CHECK QUOTA
Healthcare 7
Rubber-based products 8
Textiles and apparels 9
Tourism 10
Wood-based products 11
Others 99| — TERMINATE
S2 What is your job title, position or rank in your company?
(sIC)
CEO/Chairman/Managing Director/President 1
Director/General Manager/Vice President 2
CFO/Treasurer/Company Secretary/Controller 3
Owner/Partner 4
Manager/Executive/Supervisor/Officer 5
Other skilled white collars 6
Clerk 7
Skilled blue collars 8
Manual laborer 9
Refused (DO NOT PROMPT) 96
Don't know (DO NOT PROMPT) 99
S3 Which of the followings best describe your position within your company/organisation?
(8I€)
| am a part of the top management team (or a business owner), responsible 1
for deciding strategic directions for my company/organisation
| am a part of the senior executive team, and | have influences on strategic 2
directions for my company/organisation
| am not a part of the top management and senior executive teams, and 3
have no influence on strategic directions for my company/organisation TERMINATE

SECTION 1: GENERAL UNDERSTANDING OF ASEAN

Q1 How well do you think your business/management team/members know and understand about ASEAN?

(SIC)
We have never heard of ASEAN 1 Go to Q4
We have heard of the name only 2 Go to Q2
We have some knowledge of ASEAN 3 Go to Q2
We know a lot about ASEAN 4 Go to Q2
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Q2 How would you describe ASEAN? Please select one answer.

(SIC)
ASEAN aims to build a political-security community [ 1]
ASEAN aims to build an economic community 2
ASEAN aims to build a socio-cultural community 3
Al of the above 4
None of the above 90

Q3  Which of the following statements best describe(s) your knowledge of ASEAN?
You can select all that apply.

(M/C)
| know what ASEAN is in general, when and why it was established [1]
| know about the ASEAN Community and its three pillars 2
| know the political, economic, and social policies and impacts that ASEAN has 3
brought to my business/industry and my country in the past 2 years
| know how ASEAN plans to build a stronger region in the future 4
None of the above 90

(Show this statement before proceeding to Q4) ASEAN is an inter-governmental organisation established on 8 August 1967. The member
states are Brunei Darussalam, Cambodia, Indonesia, Lao, Malaysia, Myanmar, Philippines, Singapore, Thailand, and Vietham. The ASEAN
Community was officially launched in 2015 to promote regional stability, economic development, and cultural identity. Its vision is to create one
community with a shared vision and identity.

Q4 Showcard: Based on your understanding, which of the following statements is correct and is relevant to the ASEAN Economic
Community (AEC)? (Choose ALL that apply)

One of the objectives of AEC is to create a single market and production base [ ]
One of the objectives of AEC is to help promote the free flows of goods and services amongst ASEAN membery 2
With the ASEAN community, both skilled and unskilled labour are allowed to move freely amongst ASEAN coun| 3
4
5

One of the major policies to create connectivity among ASEAN members is the "Open Sky Policy"
SME development is not a part of the ASEAN community roadmap

Never heard of any of the above statements as being related to AEC 80
| know other issues related to AEC (please specify) 90
Never heard of AEC before 99

(Note to Interviewer: before proceeding to Q8: If Q1 Coded "1", move directly to Q20)

SECTION 2: GENERAL PERCEPTION AND EFFECTS OF ASEAN

Q5 In general, what is your perception towards ASEAN?

(SIC)
Very positive 1
Positive 2
Neutral 3
Negative 4
Very negative 5

Showcard
Q6  Which of the following common benefits do you know (or heard of) that the ASEAN Community is working towards?
Please choose all that apply.

Better quality of life (improving health, better education, human rights protection, etc.) 1
Access to jobs 2
Peace and security in ASEAN 3
Economic growth (more open trade and development of SMEs) 4
Resilience to disasters and climate change 5
6
7
8

Environmental sustainability
Preservation and promotion of ASEAN culture and heritage

Other (specify)
None 97
Do not know 99

Showcard
Q7  In your opinion, which could be the negative consequence(s) following the establishment of the ASEAN Community?

(M/C)
Local businesses will face stiffer competition from foreign investors [ 1]
Loss of skilled workforce due to labour migration 2
Influx of foreign workers due to increased labour mobility 3
Unequal development amongst ASEAN countries 4
Interference of other ASEAN countries in domestic affairs 5
Environmental damage due to increased investments 6
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Benefits of the ASEAN Community only enjoyed by a selected and privileged few 7
Other (please specify) 80
None (DO NOT PROMPT) 97
Do not know (DO NOT PROMPT) 99

Q8  After the establishment of the ASEAN Community in 2015, how would you rate the level of benefits that your
company/organisation/members gained from any policies initiated by the ASEAN Community?

(S/C)
Benefit a lot [ ]
Somewhat benefit 2
Neither benefit nor disadvantaged 3
Somewhat disadvantaged 4
Disadvantaged a lot 5
Do not know 90

Q9 What are the reasons for your chosen answers? (For example, if the answer is 'Benefit a lot', members/target group could have received
tax-exemption from raw materials imported in which they could have considered this as a cost-saving.)

Q10 How optimistic are you about the success of ASEAN's future?

Less optimistic
Not optimistic

(SIC)
Very optimistic 1
Optimistic 2
Neutral 3
4
5

Q10.1 Please explain why you feel [Insert answer from Q10] about the success of ASEAN's future?

Showcard
Q11 Could you identify the top 5 major regional issues that you believe that ASEAN should prioritise in the near future for the ASEAN
Economic Community? (order them from 1 = the highest priority to 5 = the lowest priority)
()

Free flow of goods e.g. eliminate import duties, trade barriers 1

Free flow of services e.g. remove all restriction for services sectors 2

Free flow of investment 3

Free flow of capital 4

Free flow of skilled labour e.g. facilitate issuance of visas and employment passes 5
6

7

8

Competition policy
Consumer protection
Intellectual property rights

Infrastructure development e.g. connect land transport 9
Avoiding double taxation 10
E-commerce 11
SME development 12
Sustainable business practices

Others (Specify) 90

Q12 How would infrastructure development, establishment of effective institutions, mechanism and processes, and empowerment of
people in ASEAN benefit Industries?

SECTION 3: COMMUNICATION EFFECTIVENESS

Showcard
Q13 In the past 12 months, where do you normally hear or learn about the development of ASEAN?
(Choose ALL that apply)
iC)

TV 1
Radio
Newspaper 3
Magazine 4
Internet 5
Libraries 6
Discussion with relatives, friends, colleagues 7
Books 8
Brochures, information leaflets and mails 9
Specialised national/regional/municipal government information offices 10
Civil society organisations 11
Social Media 12
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Public seminar/ public meeting 13
Email 14
Other (please specify) 90
Q14 In the past 2 years, have you ever looked for detailed information on ASEAN's effort and its policies?
(sIC)
Yes 1 Goto Q15
| have never looked for more information / | have no interest in looking for more information 2 GotoQ 18
Q15 What was the purpose of the information you were seeking?
iC)
General interest or personal interest 1
For academic or educational purpose 2
Work-related tasks 3
Others (Please specify) 99
Q16 Overall, how easy or difficult was it for you to locate or identify sources of information about ASEAN's effort
or specific policies initiated by ASEAN?
(s/C)
Difficult 1 Goto Q17
Neither difficult or easy 2 GotoQ 17
Easy 3 GotoQ 18
Q17 What were the key challenges you faced when looking for more information about ASEAN's efforts?
You may choose more than one answer.
(m/c)

Availability of information [ ]
Credibility of information 2
Usefulness or relevancy of information 3
4
5
6

Timeliness/frequency of information or publications

Information accessibility (e.g. limited access to radio, TV, internet, and print)
Language (easy to understand, availability in local languages)

Others (please specify) 90

Q18 Which of the following ASEAN efforts are you familiar with or are made known to you through media or information provided by your
government? (Choose ALL that apply)

(miC) Ref.
Combat against irregular migration and human trafficking 1 APSC
Protection of human rights (e.g. people with disabilities and other vulnerable groups) 2 APSC

Promotion of regional stability and peace (e.g. South China Sea dispute) APSC
Cooperation for humanitarian assistance and disaster relief APSC
Promotion of Free Trade AEC

3
4
5
Infrastructure development (e.g. cross-border roads) 6 AEC
7
8
9

Development of micro, small, and medium enterprises (MSME) AEC
Promotion of regional tourism AEC

Improvement on education system for youths ASCC
Promotion of ASEAN identity, heritage, and cultural awareness 10 ASCC
Commitment to end HIV and AIDS 11 ASCC
Environmental protection and climate change adaptation 12 ASCC
Promotion of gender equality 13 ASCC
Others (Specify) a0

None of the above 99

Q19 Overall, how would you rate the effectiveness in which ASEAN communicates with its ASEAN citizens?

(8IC)
Poor 1
Fair 2
Good 3
Excellent 4

SECTION 4: COMMUNICATION CHANNELS PREFERENCE

Showcard
Q20 Could you identify and order the top five sources that you prefer to use for gathering information about ASEAN?
Please rank top 5 channels with 1 being the most preferred channel.
(Note to Interviewer: Limit to 5 answers - Ranking from 1 to 5 with 1 being the most preferred channel)
wic)
TV 1
Radio
Newspaper
Magazine
Internet
Libraries
Discussion with relatives, friends, colleagues
Books

OINIDINIDIWIN

POLL ON ASEAN AWARENESS 2018



Brochures, information leaflets and mails 9
Specialised national/regional/municipal government information offices 10
Civil society organisations 11
Social Media 12
Public seminar/ public meeting 13
Email 14
Other (please specify) 99
Showcard

Q21 In your opinion, what would be the most effective way to raise public awareness about ASEAN?
Please rank top 3 options, with 1 being the most preferred channel.
(Note to Interviewer: Limit to 3 answers - Ranking from 1 to 3 with 1 being the most preferred channel)

Dedicated TV programmes on ASEAN news

Dedicated radio programmes on ASEAN news

Engaging social media influencers to promote ASEAN

ASEAN history in school curriculums

Regional competitions (song/talent contest, sports competition, essay competition, etc.)

Local brand embassadors (e.g. local celebrities) to promote key ASEAN development

\loucn.hmm—\|

Public seminars/ public meetings with government representatives

Others (specify) 90

Showcard
Q22 On which ASEAN community-related topics would you like to get more information?
You can give more than one answer.

=
=
o

History of the ASEAN community

Institutions of the ASEAN community

Youth

Culture

Mobility of students and academics

University credit transfer system

Education

Infrastructure development

Tourism (e.g. Open Skies policy, visas, flight connectivity)

Environment

Agriculture

Mobility of skilled labour

ASEAN economy in general

ASEAN single market and production base

Micro, small, and medium enterprises (MSMEs) development

Protection of intellectual property rights

Common foreign and security policies

alaiaiaiaiaiaiaia
OINIDINIBDIWINIDIOIOQIOINIDINIDIWINI=

International relations (ASEAN and the rest of the world)

©
o

Others (please specify)

Do not know

©
O

Showcard
Q23 How can ASEAN improve the way it communicates with ASEAN citizens?

U]

-

Increase the frequency of promotion programs through national mass media (e.g. national TV, national Radio)

Increase promotion activities through local media (e.g. local newspaper, local radio)

Produce more engaging contents

Use language that is easier to understand (e.g. fewer jargons, abbreviations)

Widen reach through social media (e.g. Facebook, Instagram)

Increase frequency of public events (e.g. seminars, forums) by local governments

Organise community-based activities in regional areas

Appoint local brand embassadors to promote key developments

OiOiNIODIAEDIWIN

Provide more educational materials for the public

©
(=]

Others (please specify)
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Civil Society Organisations

INTRODUCTION

Good/morning/afternoon/evening. |am............ from Ipsos in Thailand.

Today, we are conducting a survey commissioned by ASEAN on public awareness and opinions towards ASEAN.

The interview should take no longer than 30 minutes, and we would be grateful if you could spare the time to help us.

There are no right or wrong answers. Please give us your true opinions, even if they are negative.

Your answers will be combined with others for analysis. Please be assured that you will not be identified individually in any way.

SCREENING

(ASK ALL RESPONDENTS)

Thailand Bangkok

Philippines Manila

Malaysia Kuala Lumpur
Singapore Singapore

Indonesia Jakarta

Vietnam Hanoi

Lao PDR Vientiane

Cambodia Phnom Penh
Myanmar Nay Pyi Taw

Brunei Bandar Seri Begawan

OiWiOINIOIIPDIWINI=

-

S1 What is the key activitiy of your organisation ?

Political and legal system

&
o

Human rights

Environmental

Peace

Education

Labour and social welfare

Healthcare

Media and others

oo\nosmbwm—x|

S2 What is your job title, position or rank in your organisation?

CEO/Chairman/Managing Director/President

@
®
o

CHECK QUOTA

Director/General Manager/Vice President

CFO/Treasurer/Company Secretary/Controller

Owner/Partner

Manager/Executive/Supervisor/Officer

Other skilled white collars

Clerk

Skilled blue collars

Manual laborer

LOOO\IO?U‘!LQJI\.)—J

Refused (DO NOT PROMPT)

©
(&)

Don't know (DO NOT PROMPT)

©
©

S3 Which of the following best describes your position within your organisation?

| am a part of the top management teams (or a business owner),
responsible for deciding strategic directions for my organisation

(s/C)

| am a part of the senior executive teams, and | have influences on strategic
directions for my organisation

| am not a part of the top management and senior executive teams, and
have no influence on strategic directions for my organisation

TERMINATE

SECTION 1: GENERAL UNDERSTANDING OF ASEAN

Q1 How well do you think your business/management team/members know and understand about ASEAN?

(8€)
We have never heard of ASEAN 1 Go to Q4
We have heard of the name only 2 Go to Q2
We have some knowledge of ASEAN 3 Go to Q2
We know a lot about ASEAN 4 Go to Q2

Q2 How would you describe ASEAN? Please select one answer.

(SIC)
ASEAN aims to build a political-security community 1
ASEAN aims to build an economic community 2
ASEAN aims to build a socio-cultural community 3
All of the above 4
None of the above 90
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Q3  Which of the following statements best describe your knowledge of ASEAN?
You can select all that apply.

(wic)
| know what ASEAN is in general, when and why it was established 1
| know about the ASEAN Community and its three pillars 2
| know the political, economic, and social policies and impacts that ASEAN has 3
brought to my organisation and my country in the past 2 years
| know how ASEAN plans to build a stronger region in the future 4
None of the above 90

(Show this statement before proceeding to Q4) ASEAN is an inter-governmental organisation established on 8 August 1967. The member
states are Brunei Darussalam, Cambodia, Indonesia, Lao, Malaysia, Myanmar, Philippines, Singapore, Thailand, and Vietnam. The ASEAN
Community was officially launched in 2015 to promote regional stability, economic development, and cultural identity. Its vision is to create one
community with a shared vision and identity.

(Note to interviewer: Before proceeding to Q7: If Q1 Coded "1", move directly to Q19)
SECTION 2: GENERAL PERCEPTION AND EFFECTS OF ASEAN

Q4 In general, what is your perception towards ASEAN?

(8IC)
Very positive 1
Positive 2
Neutral 3
Negative 4
Very negative 5

Showcard
Q5  Which of the following common benefits do you know (or heard of) that the ASEAN Community is working towards?
Please choose all that apply.

Better quality of life (improving health, better education, human rights protection, etc.)
Access to jobs 2
Peace and security in ASEAN 3
Economic growth (more open trade and development of SMEs) 4
Resilience to disasters and climate change 5
6
7
8

Environmental sustainability
Preservation and promotion of ASEAN culture and heritage

Other (specify)
None 97
Do not know 99

Showcard
Q6  In your opinion, which could be the negative consequence(s) following the establishment of the ASEAN Community?

(M/C)
Local businesses will face stiffer competition from foreign investors [ 1]
Loss of skilled workforce due to labour migration 2
Influx of foreign workers due to increased labour mobility 3
Unequal development among ASEAN countries 4
Interference of other ASEAN countries in domestic affairs 5
Environmental damage due to increased investments 6
Benefits of the ASEAN Community only enjoyed by a selected and privileged few 7
Other (please specify) 80
None (DO NOT PROMPT) 97
Do not know (DO NOT PROMPT) 99

Q7  After the establishment of the ASEAN Community in 2015, how would you rate the level of benefits that your organisation (or your
members) gained from any policies initiated by the ASEAN Community?

(SIC)
Benefit a lot 1
Somewhat benefit 2
Neither benefit nor disadvantaged 3
Somewhat disadvantaged 4
Disadvantaged a lot 5
Do not know 90

Q8 What are the reasons for your chosen answers? (For example, if the answer is 'Benefit a lot', regional integration provides space for NGOs
and other civil societies to act collaboratively on a wide range of development issues affecting the region.)
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Q9 How optimistic are you about the success of ASEAN's future?

Less optimistic
Not optimistic

(SIC)
Very optimistic 1
Optimistic 2
Neutral 3
4
5

Q9.1 Please explain why you feel [Insert answer from Q9] about the success of ASEAN's future?

Q10 Showcard: For the following ASEAN pillars, could you identify the top 5 major regional issues that you believe the ASEAN Community
should prioritise in the near future (order them from 1 = the highest priority to 5 = the lowest priority)

Q10.1 ASEAN Political-Security Community

=
3

\loum.bwma[

Establishment of common foreign and diplomatic policies
Good governance

Human rights

Prevention and combat against corruption

Promotion of peace and stability in the region

Conflict prevention and resolution

Combating transnational crime, terrorism, and drug trafficking
Others (Specify)

©
o

Q10.2 ASEAN Economic Community

=
=
(2]

Free flow of goods e.g. eliminate import duties, trade barriers

Free flow of services e.g. remove all restriction for services sectors

Free flow of investment

Free flow of capital

Free flow of skilled labour e.g. facilitate issuance of visas and employment passes
Competition policy

Consumer protection

Intellectual property rights

Infrastructure development e.g. connect land transport

Avoiding double taxation 10
E-commerce 11
SME development 12
Sustainable business practices 13
Others (Specify) 90

COCXJ\IO’)(n-th—\|

Q10.3 ASEAN Socio-Cultural Community
(M/C) (M/C)
Promote education and employment opportunities for youths 1

Promotion of a better workplace including safety and health 2

Building civil service capability 3

4

5

6

Access to better healthcare and disease management, and promotion of healthy lifestyles

Ensuring a drug-free ASEAN

Building disaster-resilient nations

Promotion of Social Justice and rights including protection of human rights (e.g women, children, elderly,
persons with disabilities, migrant workers) 7
Ensuring environmental sustainability 8
Building an ASEAN identity e.g. awareness and a sense of community 9
Reducing poverty 10
Others (Specify) 90

Q11 How would infrastructure development, establishment of effective institutions, mechanism and processes, and empowerment of people
in ASEAN benefit Civil Society Organizations (CSOs)?

SECTION 3: COMMUNICATION EFFECTIVENESS

Showcard
Q12 In the past 12 months, where do you normally hear or learn about the development of ASEAN?
(Choose ALL that apply)
Mic)
TV 1
Radio
Newspaper
Magazine
Internet
Libraries
Discussion with relatives, friends, colleagues

NIDIEIDIWIN

POLL ON ASEAN AWARENESS 2018



Books 8
Brochures, information leaflets and mails 9
Specialised national/regional/municipal government information offices 10
Civil society organisations 11
Social Media 12
Public seminar/ public meeting 13
Email 14
Other (please specify) 90
Q13 In the past 2 years, have you ever looked for detailed information on ASEAN's effort and its policies?
(s/c)
Yes 1 Goto Q 14
| have never looked for more information / | have no interest in looking for more information 2 Goto Q17
Q14 What was the purpose of the information you were seeking?
(ic)
General interest or personal interest 1
For academic or educational purpose 2
Work-related tasks 3
Others (Please specify) 99
Q15 Overall, how easy or difficult was it for you to locate or identify sources of information about ASEAN's effort
or specific policies initiated by ASEAN?
(s/c)
Difficult 1 Goto Q 16
Neither difficult or easy 2 Goto Q 16
Easy 3 Goto Q17
Q16 What were the key challenges you faced when looking for more infomation about ASEAN's efforts?
You may choose more than one answer.
mic)
Availability of information 1
Credibility of information 2
Usefulness or relevancy of information 3
Timeliness/frequency of information or publications 4
Information accessibility (e.g. limited access to radio, TV, internet, and print) 5
Language (easy to understand, availability in local languages) 6
Others (please specify) 90

Q17 Which of the following ASEAN efforts are you familiar with or are made known to you through media or information provided by your
government? (Choose ALL that apply)

(Mm/C) Ref.
Combat against irregular migration and human trafficking 1 APSC
Protection of human rights (e.qg. people with disabilities and other vulnerable groups) 2 APSC

APSC
APSC

Promotion of regional stability and peace (e.g. South China Sea dispute) 3

Cooperation for humanitarian assistance and disaster relief 4
Promotion of Free Trade 5 AEC
Infrastructure development (e.g. cross-border roads) 6 AEC
Development of micro, small, and medium enterprises (MSME) 7 AEC

8

9

10

Promotion of regional tourism AEC
Improvement on education system for youths ASCC

Promotion of ASEAN identity, heritage, and cultural awareness ASCC
Commitment to end HIV and AIDS 11 ASCC,
Environmental protection and climate change adaptation 12 ASCC
Promotion of gender equality 13 ASCC
Others (Specify) 90
None of the above 99

Q18 Overall, how would you rate the effectiveness in which ASEAN communicates with its ASEAN citizens?

(8IC)
Poor 1
Fair 2
Good 3
Excellent 4
Showcard
Q19 Could you identify and order the top five sources that you prefer to use for gathering information about ASEAN?
Please rank top 5 channels with 1 being the most preferred channel.
(Note to Interviewer: Limit to 5 answers - Ranking from 1 to 5 with 1 being the most preferred channel)
(M/C)
i !
Radio 2
Newspaper 3
Magazine 4
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Internet 5
Libraries 6
Discussion with relatives, friends, colleagues 7
Books 8
Brochures, information leaflets and mails 9
Specialised national/regional/municipal government information offices 10
Civil society organisations 11
Social Media 12
Public seminar/ public meeting 13
Email 14
Other (please specify) 99
Showcard
Q20 In your opinion, what would be the most effective way to raise public awareness about ASEAN?
Please rank top 3 options, with 1 being the most preferred channel.
(Note to interviewer: Limit to 3 answers - Ranking from 1 to 3 with 1 being the most preferred channel)
(mic)

Dedicated TV programmes on ASEAN news [ ]
Dedicated radio programmes on ASEAN news 2
Engaging social media influencers to promote ASEAN 3
ASEAN history in school curriculums 4
5
6
7

Regional competitions (song/talent contest, sports competition, essay competition, etc.)
Local brand embassadors (e.g. local celebrities) to promote key ASEAN development
Public seminars/ public meetings with government representatives

Others (specify) 90

Showcard
Q21 On which ASEAN community-related topics would you like to get more information?
You can give more than one answer.

=
Gl

History of ASEAN community

Institutions of ASEAN community

Youth

Culture

Mobility of students and academics

University credit transfer system

Education

Infrastructure development

Tourism (e.g. Open Skies policy, visas, flight connectivity)
Environment

Agriculture

Mobility of skilled labour

ASEAN economy in general

ASEAN single market and production base

Micro, small, and medium enterprises (MSMEs) development
Protection of intellectual property rights

Common foreign and security policies

International relations (ASEAN and the rest of the world)
Others (please specify)

Do not know

adaiaiaiaiaiaiaia
OINIDICIPDIWINI2IOIOIOINIDINIDIWINI=

©
=]

©
o

Showcard
Q22 How can ASEAN improve the way it communicates with ASEAN citizens?
(wicy

-

Increase the frequency of promotion programs through national mass media (e.g. national TV, national Radio)
Increase promotion activities through local media (e.g. local newspaper, local radio)

Produce more engaging contents

Use language that is easier to understand (e.g. fewer jargons, abbreviations)

Widen reach through social media (e.g. Facebook, Instagram)

Increase frequency of public events (e.g. seminars, forums) by local governments

Organise community-based activities in regional areas

Appoint local brand embassadors to promote key developments

Provide more educational materials for the public

Others (please specify)

OiiNINIDIBDIWIN

©
o
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Appendix 4 List of Abbreviations

ACMP ASEAN Communication Master Plan

AEC ASEAN Economic Community

APSC ASEAN Political-security Community

ASCC ASEAN Socio-cultural Community

ASEAN Association of Southeast Asian Nations
CLMV Cambodia, Lao PDR, Myanmar, and Vietnam
CsoO Civil Society Organisations

ERIA Economic Research Institute for ASEAN and East Asia
IDI In-depth interviews

MSMEs Micro, Small, and Medium-sized Enterprises
BN Brunei Darussalam

KH Cambodia

ID Indonesia

LA Lao PDR

MY Malaysia

MM Myanmar

PH Philippines

SG Singapore

TH Thailand

VN Vietnam
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