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ASEAN Talks

Aims and Scope

ASEAN Talks is a monthly publication produced by the ASEAN-Korea Centre, aiming to provide better
understanding on ASEAN for its readers both in and out of Korea.

ASEAN Talks features articles written by staff members of the Centre. We hope to contribute to bringing
ASEAN and Korea closer together by providing articles on topics including, but not limited to: ASEAN-Korea
relations, ASEAN economy, society, and culture. For any questions or comments regarding the contents,

please send an e-mail to aseantalks@aseankorea.org.
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Focusing on Analysis of Social Big
Data and Survey Results

Won Jihyeon, SeniorOfficer

Information and DataUnit

Abstract

With the announcement of KoreaASEAN Future Community Initiative and the New

Southern Policy, it is becoming increasingly important to understand th&rends in the
perceptions of ASEANh Korea. The following brief will analyze the level of awareness of

ASEAN among Koreans based on the results of a social big data analysis and a survey on
mutual perceptions. Based on the analyses, there are several kiydings: the terms

O!'3%!' .6 AT A O31 OOEAAOO ! OEA6 AAOOU AEAEEAOAT
contexts among Korean people; Koreans hold a stereotyped image of ASEAN and its
people; there is a growing interest towards ASEAN markets; Koreans hasgepositive

perception of ASEANKorea relations in general; and perception gap exists among
respective ASEAN countries. Given these findings, it is apparent that there are two
potential avenues in successfully carrying forward the New Southern Policy and
maintaining a genuine and lasting ASEAM T OAA PAOOT AOOEEDP8 &EOOOh
TAARAO OF AA PAOI AAOGAA OEOI OCE OEA +1 OAAT Ol /
policy toward ASEAN. Secondly, in a lortgrm perspective, support of academic reseah

on the ASEAN region and cultivation of ASEAN experts is required. These analyses are
significant because it raises awareness of ASEAN perception in Korea and will serve as

the basis for establishing future policies for public diplomacy.
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The Need for Analysis of ASEAN Awareness in Korea

If you live in Korea, you must have been exposed to at least one of the following events or
elements related to ASEAN: the recent South Koré#hilippines Summit on 4 June 2018,

North Korea-U.S. Summit held in Singapor®resident Moon Jaén's visits to Indonesia,

the Philippines and Viet Nam in November 2017, the assassination of Kim Jong Nam at

Kuala Lumpur Airport in Malaysia, the spread of the Zika Virus in Southeast Asia with
subsequent travel warnings to tourists,he KBT B COT OBPOG6 71 O1I A 41 6O E
introduction of Lao PDR in the travel entertainment TV shows, Pho of Viet Nam and Pad

Thai of Thailand, and so on. These are just a few of the exemplary images of ASEAN, or

Southeast Asia, in Korean society.

So how do Koreans perceive ASEAN based upon these various traces of ASEAN? To

answer this question, the ASEANorea Centre(AKC) has conducted research and

AT A1 UGAO &£ O OEA DPAOGO 1T A UAAO ET OEA &I 01O
91 OOEGHA EQ3IBABAI ' T AT UOEO 11 OEA O0AOAADOEITT T 4
#1 OAOACA T &£ '3%!' . ET c¢mpxd j+1 OAA )T OOEOOOA

AKC, 2018; and Hwang -¥eon, 2018). The above studies, which investigated and
analyzed the peception of ASEAN in Korea through various methods, had two
implications. First, the Centre sought to accurately understand the status of ASEAN
awareness in Korea. Secondly, it also sought to provide necessary information to

formulate relevant policies towards ASEAN.

Since the establishment of dialogue relations in 1989, ASEAN and Korea have developed
cooperative relations in various fields and will further expand the scope of cooperation

in the fields of trade and peopleto-people exchanges by adopting th@ewly devised
KoreaaASEAN Future Community Initiative and New Southern Polidy. Accordingly,
OPAAEAEA AAOA 11 OEA +1 OAAT 66 PAOAADPOEIT 1 £
ever to implement relevant policies toward ASEAN. Thus, this report summarizegk

AET AET CO OACAOAET ¢ OEA +1 OAAT 66 DPAOAAPOEII

1. Ax 371 OOEAOI AdE AIADUGKKOE IBMGMEARA " OO0EF+ARAS 180 ADAPAAKRT AAO

pth ¢mpxh A3 OEAROGOOBA #1 1 1 OIOE N .) T "EGERAIOEMAR Al BIGEIAOAOOI AT O
.1 OAT AAO poh ¢mpx8 &OiI I OPAAAECAOA AOAEI AAT A ET +1 OAAT ET ¢
EOCODPOdITxxxp8DOAOEAAEOEBOBEDTAOOEADOAOF A ATIPBAI 8GLOArGVORD EARA RAYF |
¢mpyQds
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https://www1.president.go.kr/articles/1448
https://www1.president.go.kr/articles/1498

existing literature and draws implications for the establishment of policies for public

diplomacy.

Method and Scope of the Analysis

To identify the status of ASEAN awareess in Korea, two sets of data were mainly used
for comparative analysis. The first is social big data accumulated through the Internet and
mobile platforms. Messages on social media channels, such as Twitter, blogs, online cafés,
bulletin boards, and onine article comments, are important sources to understand the
stream of consciousness and sentiments of their users as they allow researchers to infer
OEA DPOAI EAS6O BI I EA U-jopr0RR)EhOtdxibdsdddig pagalfronCite 91 OT ¢
Korean domestic web and social network services over the last five years (from
November 2012 to October 2017) were collected as a primary source using Smart Insight,
SK Telecommunication's social analysis platfor&x In addition, to better explain these
results collected fom social big data, crossanalysis of the search terms and related
keywords, through the use of Naver Data Lab and Daumsoft Socialmetrics, was conducted

to figure out the reasons for the text volume variation on certain issues at specific times.

Secondlythe results of the survey and focus group interviews regarding the images and
AGPDAOEAT AAG T &£ 3% . xAOA Al 01 OOEI EUAA & O
The analysis of the results was complemented by the panel discussion with ASEAN

experts4.

2&1 0 OEAOOOAT A AT Al UGRADAEAI AAGBAhS$SADAAOT @1 UOGEO Tjl! +OEhA 0AOAA;

¢mpyQds

3&1 0 OEA AT AT UOCADOCDAE ABGDARADAEADOOT E+)3%! 3hAt ApxQBAAT 91 OO
40 3% OAA 91 OOE 0AOOPARDEDAOGAVOEDNT HCEAGAABADSI T 4EAEO - 000
EOCOPOdITxxx8AOAAT ET OAABT OCTATI CTAAOEOEOEAOTAABEOEOEAO, OEAx8/
TEoQODACA2AO001 EAACEOGEOCEAGQAT A AT OET wc Q3 {919 @& QBAA QAR (AOGA d
th ¢mpyds
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[Table 1. Sources and Scope of Analysis]

Research Social Big Data Survey and Focus Group
Methods Interviews (FGI)
[News] 257 online news sites Survey Sample:
[Cafe§ Naver and Daum Cafes - 1,004 Korean youths
[Social Media] Twitter (Age: 2035)

[Blogs] 4 blogs ircluding Naver and

Data Sources |Daum - 320 ASEAN youths studying in

[Online Boardg) 15 online boards FG}TZr:riple'
including Naver Knowledgein, Nate )
Talk, and YouTube - 13 Korean students
- 15 ASEAN students
Research November 2012 to Octoler 2017 Survey: May to June 2017
Period (5 years) FGI: July and August 2017
- Buzz Trend Analysis (by Mutual perception of ASEAN and
period/channel) Korea into three parts:
- Keyword Frequency Analysis - Experience and image
Research (keywords ranking/ keywords - Current relations and status
Contents network) - Prospective relations
- Sentiment Analysis
(positive/negative verbs and
adjectives)
Implementation [SK Telecommunications Smart Insight |Korea Institute of Southeast Asian
Agency Studies (KISEAS)
Naver Data Lab Panel Discussions
Compared  |(June 2017 to June 2018) (December 2017)
Data Daumsoft Socialmetrics

(May to June 2018)

Key Findings and Implications

1. | xAOAT AOO ' Ab AAOxAATl O1 3% .6 AT A O3] OOE

) O APPAAOO OEAO +1 OAAT O Al ©OOO!' 6BEALAABOAO®IT 3¢
entities. However, it was found that the two terms are used in different contexts. Having

such different connotations is likely to lead to differences in the perceptions about

0! 3%! .6 AT A 031 OOEA A O GearthédEidcar8oe gxhmin€Ehdw tidel A E A
two terms are used in different contexts by analyzing 1) volume of texts and searches, 2)

related words, and 3) share of channels, or data sources.



&EOOOh 031 OOEAAOGO ! ofEniar temOby DA AIdvEhizA A A O
O!'3%! .6 EO OAI AGEOAIT U 1AOO8 ' OEIiBIA AliIPAO
range, from November 2012 to October 2017, is shown as [Graph 1]. The text volume for
Southeast Asia (1,067,144 cases) is about 4.6 times greater than that folEA8! (230,077
cases). Similar differences can be found through differences in the search volume.

I AAT OAET ¢ Ol f' OAPE ¢Yh OEA OAAOAE O11 061 A 1,
OEAO T &£ O!'3%! .6h AGAAPO A O OEAEAREHNaAO 1 £
Forum and the ASEAN Foreign Ministerial Meeting (August 5, 2017), announcement of

the New Southern Policy (November 9, 2017), and KoreaSEAN Future Community

Initiative (November 13, 2017).

[Graph 1. Text Volume: ASEAN and Southeast Asia]

(Unit: Frequency)

ASEAN
0 400,000 800,000 1,200,000

Source: Social Big Data Analysis on the Perception of ASEAN in Koreap. 18

[Graph 2. Search Trends: ASEAN and Southeast Asid

(Unit: Frequency)

100 O

@ ASEAN

. Southeast Asia

Y

oF.01. os.01. o901, 1001, 1101, 1201, 2018.01.01. oz01. 0201, 04.01. 05.01. 06.01.

(Period Covered: June 3, 2017 ~ June 3, 2018)

O It represents the time when the search of ASEAN is relatiwehigher than that of Southeast Asi

Data Description:During the period covered, the keywords, either searched or clicked in NAVEF
web portal, are aggregated daily. Then, the maximum aggregated number is
converted to 100, and the rest indicates the retave change.

Source: Naver Data Lab z Search Trend

o




< K

[Figure 1. Top 15 Related Words: ASEAN and Southeast Asia]
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s/ 1T1TETA PAGEOGEIT 11 O&ET AEI C +1 bE ithe official ivabpady
of the BlueHouse on May 24, 2018, which spread via social network service inmeoment.
Source: Daumsoft Socialmetrics

Second, there are also differences in related keywords that appear in the social texts. The

OAOI 031 OOEAAOO ' OEA6 EO [T AETT U AOOIoAEAOAA
and travel experiences to specific countries. Additionally, this is also found to be the case

when it comes to emerging issues, such as adult entertainment in Southeast Asia, Zika

virus, prostitution, etc. On the other hand, social texts including th® A Oi  O! 3 %! . 6 A
more often found in messages regarding specific organizations, agencies, public figures,

AGA8 )1 DAOOEAOI AOh O!'3%! .6 EO OAAI CIT EUAA
government approaches policywise or an investment destination for Kor&an companies.

f 8ECOOA p¥Y AEOOET AOEOAI U OEIT xO EIx OEA 01 b
031 OOEAAOGO ' OEA6 AEAEAO ET OEA OAI A OAAOAE E
Thirdly, there is also a difference in the share of data sources wherete@A AAET C O! 3 %!
AT A O31 OOEAAOO | OEAd AOA CAT AOAOGAA8 1 O OEIT xI
01 O!'3%! .6 AOA CAIT AtdeArads Aedi,whil® &8 ofithk totdl tedEO | |
OOET C 031 OOEAAOGO | OEAd AOA bydviapédodalacchlnts O AE A

N s o s oA s N oA s o~ AN

social media posts, blogs, and internet cafés are usually quotes and scraps from news

reports, indicating high news media dependency. On ¢hcontrary, web and mobile users



DPOAEAO O1T OOA 031 OOEAAOCO ' OEAd 11 OBBAEO bDPAC
concerns and interests in the region.

[Graph 3. Share of Data Sources: ASEAN and Southeast Asia]
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Source: Social Big Data Analysis on the Perception of ASEAN in Koreap. 21

In sum, theDA x AOA AEAZAOAT ARAO ET OOET ¢ OEA OAOI O
E

AEEEAOAT O AT 111 OAOGEITO8 O!'3%w! .06 EAO AAAT NOE
contexts such as news media reports, mostly associated with policies, governments,
summits, db1 T I AAUh AT A AATTTITEAO8 )1 Al I PAOEOIT (

to be less familiar with the public given the small amount of texts produced at the level of

individual personal social accounts.

2. Stereotypes of ASEAN and ASEAN people

Based on the aalysis of the survey results, it is shown that Koreans have stereotyped

perceptions of ASEAN and ASEAN people. As shown in [Figure 2], the perceptions of
1 3% . AOA OAAEI AAOGAA AO OAAOGAIT T PET C AT 0610
perceptionsi £ ! 3%! . DAI P1 A AOA AGPOAOGOAA AO OA&

i AOOEACAh 1 AAT Oh AOAS86G

OUh
OAE
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[Figure 2. Images of ASEAN and ASEAN People]
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Source: Mutual Perceptions of ASEAN and KoreanYouth, p.17

Likewise, similar perceptions of ASEAN and ASEAN people aoerfid in social big data.

The perceptions of ASEAN can be classified into three categories as follows: 1) economic

status, 2) culture and tourism, and 3) nature and climate. In terms of economic status,

although ASEAN is perceived as "developing countrie®,EA OA1 AOGEOAT U OOT AA
AATTTITU ATi PAOAA O1 +1 OAA EAO bi OAT OEAI A& O
3% . EAO AAAT xEAAIT U ETIx1T AO A OOAAAQGEIT O
ET OOOAQGRA I GACEHET 1O A opOAMDEAITTAET CATOM AO £AAEE OOO6
OPOEAAG xEOE OAOET OO OO1 OOEOGiIi 6 DOl AOGAOO8 ! 3%
which describe the climatic characteristics of the region.

The perceptions of ASEAN people can also be categorized into woedsociated with 1)
appearance, 2) propensity, and 3) representativeness of ASEAN population in Korea.
Through the perceptions portrayed in mass media or direct contact with ASEAN people,

+1T OAAT O CATAOCAT T U PAOAAEOA ! 3 %! ditiol Adofel A AO
from ASEAN are recognized as "diligent” and "sincere" and associate them with words,

such as "friendly", "relaxed", and "smile". Lastly, ASEAN people are often recognized as

O&FI OAECT x1T OEAOOGS 1T O Oi AOOEACA gidteke@ 8SEAND O6 8 )
residents in Korea in 2016, there were 198,899 migrant workers who holdfisas5 and

62,492 marriage immigrants, who account for 45% and 14% of total ASEAN population

59%EOAh EOOOAA AU +I DIARAGO EW 1AL OATO OEAR AETET O DOT AAOOET T Al j
AOEI AGAOh AEOOOEAOGOI Oh ET OAl EAOh AOA8Qq AT A T11DOT ZAOGOCEI T Al
AOAsQqs 4EEO PAPAO ET Al OAAO A1 OE OUPAO T &£ AipPITUIATO ET +1 0,

8



in Korea, respectively (AKC, 2017). It is highly probable #i this group of migrants from
the various ASEAN Member States residing in Korea have shaped the image of ASEAN

people.

Although the ASEAN Community has diverse soeaultural elements, such as 300 ethnic
groups, 700 languages, numerous religions and folk beliefs, Koe®® DPAOAADOET 1 O 1 .

and ASEAN people in Korea are found to be limited to certain stereotypes.

3. Growing Interest in the ASEAN Market

The ASEANelated keywords collected in the social big data were shown to be mostly

positive. There was much interest inthe economic sector, including trades with ASEAN

and entry into the ASEAN market. As shown in [Graph 3], volume of texts related to

ASEAN's economic sector account for more than 48% of the total social big data collected.

Also, sentiment of the keywords ismostly positive with the expressions such as

cET AOAAOGAGh OAT1 AOCAoh OAT CAcCAoh OOAAT OA 0OOC
Economic texts can be categorized into three main streams as follows: 1) expectations for

the new market, 2) diversification of theindustry profile with the Korean Wave trend,

and 3) increasing demand for ASEAN market information. First, the giant ASEAN market

of 640 million peopleis perceived as a new consumer market with the growing middle

income class. This provides an opportunityfor Korean companies to enter into an

emerging overseas market. Furthermore, this optimistic view is more widely held given

there are more infrastructure investment opportunities in ASEAN countries after the
establishment of the Asian Infrastructure Invetment Bank(AlIB) in 2014. Moreover,

many expect that through these investment opportunities, there will be positive ripple

effects of the ASEAN market being a larger part of the world economy. Positive
expressions about the successful performance made byokan companies and the

AgpAT OET1T T &£ AATTTIEA 1TAOxI OEOh OOAE AO cET,

have been gradually increasing.
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[Graph 3. Positioning Map by Subject]

Negative e e Positive (cases)

Economy-Trade-Investment
M Tourism-Travel
M Politics Security
i W Society-Culture-Education-
P2P Exchange

Economy-Trade-
Investment
845,354

~ Tourism-Travel

Politics-Security
304,800

-2 -1 0 1 2
*Positioning map=Derived average value of negative and positive texts by area, based on a five-point scale (very negative/negative/neutral/positive/very positive)

Source: Social Big Data Analysis on the Perception of ASEAN in Koreap. 22-23.

Secondly, owing to the positive attitude towards 'Made in Korea' cleOAA AU OEA O+1

7A0A6h Ofteduly, Klr@maand Kcontents, it is believed that there are more
opportunities for Korean companies in high valueadded industries, such as
entertainment, games, and content creation, to enter the ASEAN market. In &auh to
maintaining the existing Korean export items, such as electronic devices, mineral fuels,
steel, and ships, Korean companies in-Bio (pharmaceutical), khealthcare, kfood, and
K-solutions sectors plan to enter the ASEAN market. Moreover, the ceait and local

governments and economic agencies in Korea have been actively supporting the move.

Finally, the demand for information on the ASEAN market has been increasing along with
the expectation of entering the new market. Concerns about the lack otifcient
information on the ASEAN market have been raised as expectations for the ASEAN
market rise. Specifically, there is a great need for local information with respect to rules
and regulations of the market or distribution channels for individual secbrs to better
understand the economic opportunities.For instance, information on issues such as
mandatory halal certification, pre-registration of products, customs clearance systems,

and integrated regulatory systems of ASEAN is widely requested.

10



4. Changes in the Perception oASEAN and Korea Relations

The perception of ASEAN and Korea relations was found to be generally positive and the
relations between the two sides seems to be believed as mutually beneficial. As illustrated
in the survey results in [Gaph 4], the answer to the question regarding ASEAN's current
relationship with Korea shows 32% of people responding positively and 64% responding

neutrally. In addition, when asked about the future prospects for ASEAKlorea relations,

64% of respondents aswered positive and 33% answered neutral.

[Graph 4. Perception of ASEAN-Korea Relations: Present and Future]

ASEANKorea Relations: Present

ASEANKorea Relations: Future

M Very good

M Neither bad nor good Somewhat bad

Somewhat good

B Will get much better Will get better
B Neither worse nor better Will get worse

B Will get much worse

Source: Mutual Perceptions of ASEAN and Korean Youth P. 18, 25.

Similarly, related keywords aggregated from the social big data reféng to the ASEAN

Korea relations are keywords such as "development", "cooperation”, "exchange",

"consultation

S s s x N =~

11

, "bilateral", "partner”, and "bond". Also, in line with special occasions or
AOGAT OO0 A O 3% . ATA

+1 OAAR

EAU&X T jOSADhqODAGC
OAEAT 1T cCOA OAI AGEI 1 OEEDPG& K

C
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[Figure 3. Keywords on ASEAN-Korea [Graph 5. Keyword Trends Rel ated to the
Relations] O3 AOAT 1T Pi AT GKored Relatiors]%! .
3,000
both sides anniversary 2,713
|:TAestablishment

relationship |-
COoO peratlon

2,000

partners
1,500

2013 2014 2015 2016 2017
exchange

= development

Source: Social Big Data Analysis on the Perception of ASEAN in Koreap. 34

Particularly noteworthy is that the keywords that appear in social big data related to the
ASEANKorea relations have generally positive connotations. For instance, the term
OAAOAT T Pi AT 06 xAO OOAA OEA 1100 AT A EAO EITAC
5]. Other keywads that appeared in relation to the ASEANKorea relations differ by year.

In 2012 and 2013, the "expansion” of technology exchange between ASEAN Member

States and Korea, and the "expectationi ASEANKorea relations was growing. In 2014,

to commemorate £ A  t®gnoiverOAOUS6 1 £ -OEBAAD! 8BAL T COA 2AT1T A
second ASEAMKorea Commemorative Summit was held to emphasize the need to

upgrade the "strategic partnership” of ASEAMNKorea relations. In 2015, "favorable"
environment is being created toadvance into the ASEAN market in line with the

acceleration of economic "growth" in the region.In 2016, preparation for the

AOOAAI EOEI AT O 1T &#/ OEA 11'3%! . #0O1 OOOA (1 OOA EAA
OAT 1T PAOAOET T 6 AAOxAAT pxBNWOEAADAOAADARBI ) DEA
AROxAAT 1 3% . AT A +1 OAA OET OI A AA OOOOOAET AA
xEOE OEA Cci OAOT i1 A1 0680 Pil EAU AEOAAOEIT O xAO

Southern Policy.

12



[Table 2. Keywords Ranking on ASEANKorea Relations by Year]

cmpchgm CTmpT CTpU CTp @ CTpX
+AUxT| &OAl +AUxT| &OA| +AUxT| &OA| +AUxT| &0OA| +AUxT| &0OA
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Source: Social Big Data Analysis on the Perception of ASEAN in Koreap. 36

The major perceptions of the ASEAKorea relations can be summarized into three main
points. First, ASEANKorea relation is regarded as being péners to pursue a mutually
beneficial development structure and to cooperate to achieve peace and prosperity.
Second, ASEAIKorea relations have developed in terms of trade and cultural exchange
and will continue to advance further. Third, as more summitbetween ASEAN Member
States and Korea are held and more exchanges between major government officials are
organized, the influence on the companies and civil society will grow incrementally and
new stakeholders will become more interested in ASEAN. Posigvacknowledgment that
the ASEANKorea relations will continue to develop stimulates expectations that the

exchanges in the economic, social and cultural fields will be further promoted.

5. Perception Differences among ASEAN Member States

While ASEAN has a sting image of being a regional community or economic community,
many Korean companies entering the ASEAN market or organizations conducting
technical cooperation and peopleo-people exchanges do not always target all 10 ASEAN
Member States. For instance,]laOET OCE OEA OAOI O!'3%w! .6 EO 00O
data very often refer to individual ASEAN countries, or different groups among ASEAN,
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Laos, Myanmar, Thailand, Viet Na) that are the developing nations of the Greater

Mekong Subregion.

In addition, the perception of ASEAN often appears to be embodied in certain images of
individual countries. According to the survey results, about 60% of respondents
answered that they donot know about the ASEAN Community. However, when they were
asked about individual countries, more than 98% of respondents were able to answer
NOAOOEI 1O OACAOAET C OEAEO &I T A DPOAEAOAT AAO
specific countries, and heir perceptions of a specific country and its people.

In terms of individual countries referred in the social big data, texts with the word Viet
Nam (24.5%) are most frequent, followed by Thailand (17.8%), Philippines (11.8%), and
Indonesia (9.5%). Lao PR, Malaysia, Myanmar, Cambodia and Singapore were similar,
and the perception of Brunei was the lowest, demonstrating the disparity in awareness
of the 10 ASEAN countries.

[Graph 6. Frequency of 10 ASEAN Member States]

(Unit: Frequency)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

mViet Nam ®Thailand Philippines m Indonesia mLao PDR

H Malaysia ®Myanmar ®Cambodia B Singapore ®Brunei

Sources: MIDA (2013), MDEC (2018)

Conclusion

Tounderstand the perceptions of ASEAN in Korea, different sources of data, mainly social
big data and survey results, were analyzed. This paper aimed to synthetically review how
Koreans perceive the ASEAN Community, people from ASEAN, and ASEAa

relations.

14



Based on the analyses, there are five key finditgd & EOOOh OEA OAOI O! 3¢
less populartE AT 031 OOEAAOO ! OEAs O +1 OAAT bDOAI EA
professional or formal contexts, mostly associated with official documentsSecondly,

+1 OAAT 06 DPAOAADPOEITO T &£ 3% . AT A 13% . DAI
stereotypes despite the diverse people, languages, and cultures of the ASEAN Community.
Thirdly, the demand for appropriate information on the ASEAN market has bee

increasing as expectations for the ASEAN market are rising. Moreover, Korean companies

from various sectors are ready to enter the emerging economies of ASEAN. Fourth, the
perception of ASEANKorea relations was found to be generally positive and the rations

between the two sides are believed to develop in a mutually beneficial way. Lastly, the
perception of ASEAN often appears to be embodied in certain images by an individual or

a group of ASEAN countries, and the level of interests in individual courgs differed.

Based on the analyses, the following policy recommendations are made. First, there is a

TAAA EI O O!'3% .0 AOAT A OF AAATIT A 17T OA EAIEIT
ASEAN is perceived as being somewhat similar to Southeast Asia, pegrs that there is

no perception of direct connection between the term ASEAN and food, travel, and

cultures of ASEAN. Therefore, the policies of public diplomacy need to be reinforced that

can showcase ASEAN's familiar images and let them gradually perrteghthrough the

Korean society. As more opportunities for peoplto-people exchanges and expanded

interfaces between multicultural ASEAN and Korea are provided, it would raise
awareness of ASEAN among Korean public in a friendlier manner based on theistirand

experiences.

Also, it is encouraging that the ASEAMNorea relations is recognized as mutually
beneficial and ceprosperous. The direction of mutual prosperity of ASEAN and Korea
should be maintained while ASEAN should also be recognized as a ldasfing partner

for cooperative relationship. In addition, while recognizing the entire ASEAN market as
an object of economic development, sufficient understanding of individual ASEAN
Member States and their economies should be supplemented to support Korean
companies to enter the ASEAN market. It is advisable to set up a country or target group
by subject matter, such as balanced connectivity building in 10 ASEAN Member States,

Mekong Subregion development for GMS, ICT infrastructure establishment in CLMVY o
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bilateral science and technology collaboration. This needs to be approached in a leng
term perspective by supporting the research on the ASEAN Community and individual
Member States and cultivating ASEAN regional experts. These policy recommendations
are expected to serve as the basis for establishing policies for public diplomacy and

maintain and develop a genuine and lontasting partnership between ASEAN and Korea.
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