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In the globalization era, everything in this world, even ideology, is fast and easy to
transfer. The numbers of communication channels are significantly increasing. Thus, the
globalization and the advancement of communication technologies have broadly impacted
diplomatic activities, foreign policy strategies and position of each country in stressing itself
towards global society. In this changing world, public diplomacy is a key element of
diplomatic strategy. This research on ‘The European Union’s Public Diplomacy towards
Thailand’ has the main objectives to learn about the EU’s public diplomacy campaigns
towards Thailand and to learn about the reasons for the EU to carry out such campaigns. In
addition, it also aims at learning about the factors that obstruct the campaigns. The
information and facts in this research are analyzed with the content analysis technique which
are collected from existing documents and some authoritative sources. In addition, the data
concerning Thai people’s attitudes toward the EU are obtained from the in-depth interview.

The findings from the research show that the EU’s public diplomacy campaigns to
Thailand concentrate on business, education, financial assistance, human rights and culture
issues. These campaigns will benefit both Thailand and the EU. The benefits that the EU
receives from its public diplomacy campaigns include the influences that it will have on
Thailand, good reputations and images, inter-dependence between Thailand and the EU and
some business advantages. It is also discovered that the EU focuses on building relationship
with Thai government, policy makers, media, students, business people and those potent to be
opinion leaders in the future, rather than the public. To support this, the EU is also trying to
acknowledge Thai people of its good side, such as the quality of life, and unique culture,
through many cultural events such as film and music festivals.

Furthermore, it is shown that Thai people know the EU and has some positive
perceptions towards the EU. However, the EU’s public diplomacy campaigns are not much
recognized as those from other international agencies such as the ASEAN or influential
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CHAPTER1
INTRODUCTION

In this chapter, the researcher will discuss the background and
significance of the research in order to give the overview of the directions
that this research work is carried on. Then, the research objectives, question,
scope and conceptual framework will be discussed. Afterward, the
researcher will give the outline of this research paper and define the terms

frequently mentioned in this paper.

1.1. Background and Significance of the Research

In the globalization era, everything in this world, even ideology, is
easy to transfer. The number of communication means and channels are
significantly increasing. In general, we communicate to other people in order
to persuade someone to do something that we want them to do, to give or
provide information, to find information as well as to express our emotions.'
Likewise, the communication among nations has the general objectives that
are the same as the communication in the individual level. However, the
communication in the international scale has some features that differentiate
it from the communication in the individual scale- international
communications emphasize on getting the results that the communication
nation(s) want(s) by using all the available resources.

According to the fact that every country has its own national attributes

in order to become advantageous over others countries, national resources

' No Author, Communication theory [Online], 2011. Source http://communicationtheory .org/why-do-we-communicate/




within a country are significant to stress its influence and its position in the
global society. Mostly, countries that have strong military and economic
power will have ability to bargain over those with inferior military or
economic power. For instance, the United State has advantage in military
and economic power so the US can use both of them to put pressure on
opponents. However, not only does a state rely on economic and military
powers but it also uses soft power which is the communication with foreign
audiences in order to gain the outcomes it wants. Thus, soft power can be a
national attribute as well. According to Joseph S. Nye, the ‘Soft Power’ is
“the capability of a state to obtain the outcome it wants, through attraction
and persuasion rather than reliance on methods of payment or coercion.”
Nye stated that soft power goes far beyond the power of coercion but it is the
power of attraction and cooperation between a host and its audiences.

The concept of soft power is related to the concept of public
diplomacy, which is now broadly regarded as a crucial arm of external
relations. For Nye, it is clear that public diplomacy is a key mechanism of
soft power that enables users to get others to comply with its purposes or
ideals and to acquiesce what it wants. Thus, public diplomacy is not similar
to traditional diplomacy because its aim is to communicate with foreign
audiences in order to inform and influence them by using the messages that
the advocate wants and including any actor within international sphere.
Meanwhile, the traditional diplomacy only focuses on government-oriented

diplomacy.

% Joseph S. Nye, Jr. Soft Power: The Means to Succeed in World Politics (New York: Public Affairs, 2004),
Page 1.



The Murrow Center of public diplomacy described public diplomacy

as;

“[...] deals with the influence of public attitudes on the
formation and execution of foreign policies. It encompasses
dimensions of international relations beyond traditional
diplomacy; the cultivation by governments of public opinion in
other countries; the interaction of private groups and interests in
one country with another; the reporting of foreign affairs and its
impact on policy; communication between those whose job is
communication, as diplomats and foreign correspondents; and
the process of intercultural communications.”

As mentioned above, globalization and the advancement of
communication technologies have broadly impacted diplomatic activities,
foreign policy strategies and position of each country in stressing itself
towards global society. In this changing world, public diplomacy is a key
element of new diplomatic strategy. As for the European Union, it has been
developing its diplomacy for several years. The first reason why the EU has
developed its public diplomacy is that public diplomacy is always related to
the EU’s foreign policy. In addition, the image of the EU in the global
society is a neutral organization participating in any global issue such as
green environmental, financial assistance, development aid, educational
funds and so forth. To disseminate the information concerning these policies
and activities to the public, the EU requires public diplomacy. The other

reason is that public diplomacy can affect the power of society and the

* The Murrow Center, The epicenter of the challenging field of public diplomacy: what is public diplomacy?[Online],
12 October 2011. Source http:/fletcher .tufts.edu/Murrow/Diplomacy




attitudes of others to the EU, which will increase their abilities to express
interests and values globally.* Public diplomacy in the senses of the EU is
“...creating a supportive foreign environment for a country’s foreign policy
by understanding, informing and influencing an external audience.” Hence,
public diplomacy can be considered as a tool that enables the EU to have
significant impacts and influences to the world. The stress point is that the
EU public diplomacy emphasizes on ‘building relationships’ by engaging
conversation with a foreign public in order to create mutual understanding
and fundamental influence perceptions. The citizens, the media, NGOs,
think-tanks, researchers, social and economic partners, private sector agents
are the foreign audience targets whose significance is to advance foreign
policy objectives and to shape public opinions.°

The first co-operation between Thailand and the EU began in 1980,
when Thailand was signatory in the 1980 EC-ASEAN Co-operation
Agreement, which emphasized on commercial, economic, and development
co-operation between EC and ASEAN.” However, EU-Thailand co-operation
as bilateral co-operation agreement is currently being negotiated which the
objective is aimed to strengthen economic and commercial relations.® In
economic term, the EU is the third most significant trading partner and
export destination for Thailand,” after the US and Japan, thus, EU gives

priority to Thailand focusing on trade co-operation rather than other issues.

* Dov Lynch, “Communicating Europe to the World: what public diplomacy for the EU?,” in EPC Working Paper No.
21, (Brussels: European Policy Center, 2005), Page 23.

*Ibid., Page 14.

¢ Aurélie Courtier, The Challenge of Public Diplomacy for the European External Action Service [Online], 2011.
Source www .eipa.ecu

7 The Delegation of European Union Commission to Thailand, “The Delegation at 30,” EUtoday, 34 (June 2009): 6

¥ The European Union Commission, Thailand-European Community Strategy Paper for the period 2007-2013 [Online],
17 February 2012. Source eeas.europa.eu/thailand/csp/07_13_en.pdf

? Action Fiche for Thailand [Online], 2011. Source ec.europa.eu/europeaid/documents/aap/2011/af_aap_2011_tha.pdf




Nevertheless, the good images and credibility of the nation are important in
building confidence with trading partners and the likelihood of commercial
success are greater. Thus, public diplomacy is vital for the EU and Thailand
to create mutual trust. However, according to results of the study in Thai
public’s perception of the EU, which was a part of the ESIA project,'’ it can
be implied that the EU’s roles in Thailand’s perception are positive but not
so significant. The EU attempts to make itself visible in the international
stage as one of the most significant player in world politics but Thailand has
not perceived this image. The EU is in the fifth rank of the most important
overseas partners for Thailand, after China, the United State, Japan, and the
ASEAN countries."

The result is that, in practice, the EU does not influence to Thailand,
as it should have. In other words, the EU has gained less public awareness
from and has had fewer influences on Thai citizens’ perceptions. Even
though the EU has attempted to promote soft power itself for several years,
public awareness of Thai people towards the EU is still in a low level.
Therefore, it is interesting to find the limitations that can hinder the

implementation of the EU public diplomacy towards Thailand.

' Apirat Petchsiri, Trip Kirtiputra, and Rachanirom Raveepaopong, “Thailand: The EU Eclipsed?”, in The EU through
the eyes of Asia, Martin Holland, Peter Ryan, Alojzy Z. Nowak, and Natalia Chaban., editors (2007), Pages 220-221.
" Tbid. Pages 221.



1.2. Research Questions

From the research objectives discussed above, the author can set the
research questions that must be answered. These questions are:

1. What public diplomacy campaigns that the EU has been carrying
out towards Thailand and why has it been doing so?
1.1.  What public diplomacy campaigns that the EU has been

carrying out towards Thailand?

1.2. Why has the EU been doing so?

2. What were obstacles for the EU’s public diplomacy campaigns to
Thailand?

1.3. Arguments

As for the “What public diplomacy campaigns that the EU has been
carrying out towards Thailand and why has it been doing so?” question, the
researcher has an argument that the major campaigns of EU delegation to
Thailand include educational supports in the form of English language
training programs, financial aid for crisis management, observation of
political matter in the country, representative of the Member States, and
promotion activities on cultural programs that these activities have been
carried out in order to promote EU’s public diplomacy. In contrast, the
campaigns of the European Union’s public diplomacy to Thailand do not
have much relation and do not give priority to the media. The reason why

the EU is carrying out its public diplomacy campaigns might be to make



Thai government give the member states of the EU some privileges.
However, it should be examined what privileges the EU can get from
Thailand.

As for the “What were obstacles for the EU’s public diplomacy
campaigns to Thailand?” question, the researcher has an argument that the
EU might not be effective in carrying out its public diplomacy campaigns to
Thailand. The major factor that is suspected to occur to the EU’s public
diplomacy campaign is the lack of strategic communication. As a result,
many Thai people do not know what the EU’s public diplomacy campaigns
are nor do they understand the EU’s dispositions in carrying out its public
diplomacy campaigns. This is because the EU emphasizes on the public
diplomacy campaigns in specific scales. For examples, the EU has the policy
to facilitate Thai exporters by giving some taxation exempts. This policy is
very beneficial for Thai exporters but the EU does not publicize this policy.
Thus, the ones who know that the EU has this policy are the exporters whose
products are exported from Thailand to the member countries of the EU.
Another major problematic issue is that the EU does not play important roles
in helping Thailand. Thailand’s significant business partners are China,
Japan and the United States of America. In addition, the public diplomacy
campaigns that the EU has been carrying out are outshined by those carried
out by the United States of America. This means the United States of
America also gives financial supports, trading supports and linguistic
supports as the EU does but Thailand and its citizens seem to be aware of
and reliant to the assistances from the United States of America more than

those from the EU. This point is to be proven by the findings from this study.



1.4. Research Objectives

The main objectives of this research are:

1. To learn about the purposes of the EU in carrying out its public
diplomacy towards Thailand;

2. To learn about the public diplomacy campaigns that the EU has
carried out towards Thailand;

3. To learn whether EU’s its public diplomacy towards is recognized
by Thai people or not; and

4. To learn about the obstacles for the EU’s public diplomacy

campaigns to Thailand.

1.5. Research Scope

In this research project, the researcher will focus on the facts and
opinions concerning the EU’s public diplomacy campaigns proposed by
reliable media sources and renowned scholars and experts in political
sciences. The researcher will collect these facts and opinions until the end of
July, 2012 before concluding what have been discovered.

Afterwards, the researcher will study on Thai people’s perception on
these public diplomacy campaigns by the EU by surveying on Thai people’s
perceptions. This has to be finished within June, 2012.

Finally, the researcher will make conclusion by using the facts and
findings from these two phases of the study in order to answer the

aforementioned research questions.



1.6. Conceptual Framework

In this research work, the researcher will study all the related matters
on the bases of some theories such as Soft power and Public diplomacy
Theory and also the Media and Message Exposure Theory because it has
been proposed that the communication is a great mean that each state relies
on in order to communicate to other states or the public.

Soft power is a state’s ability to influence others’ attitude and
behaviours to do what it want, which relies on intangible assets such as
culture, norms, political values, and institutions. Soft power can be reflected
through a state’s public diplomacy activities which is a state’s instrument to
produce such enticement and to communicate with the publics of others
countries through media disseminations, financial assistances, information
exchanges and so forth. In this study, the researcher will use the 7 basic
principles of public diplomacy proposed by Nicholus Cull. These 7
principles are (1) public diplomacy begins with listening; (2) public
diplomacy must be related with policy; (3) public diplomacy is beyond
domestic audiences; (4) effective public diplomacy needs credibility with
view to exchange diplomacy; (5) public diplomacy should concerned an
international news broadcasting and regional opinion-makers; (6) public
diplomacy is not always ‘about you’; and (7) public diplomacy is everyone’s
business. These 7 principles are cited by the former vice-president of
European Commission Margot Wallstrom when she gave her speech at

Georgetown University, in 2008.



In that occasion, Wallstorm added 3 more principles to Cull’s 7 basic
principles of public diplomacy. These 3 principles are (8) public diplomacy
is effective only when it is publicized; (9) public diplomacy should reflect
the identities, values and dispositions of the practitioner; and (10) public
diplomacy should be carried out on the basis of gender equality.'? In this
research work, these 10 principles are used as the bases for the analysis on
the EU’s public diplomacy towards Thailand.

Since the 10 principles of public diplomacy discussed before
emphasize on publication of the public diplomacy campaigns, it is necessary
to consider the knowledge and principles concerning mass communication
as foundations for the analysis on the EU’s public diplomacy. This research
focuses on media exposure which is Thai people’s opening themselves to
mass media. This include the features of the media that Thai people are
frequently exposed themselves to. At the same time, the message exposure in
this study is the reasons why Thai people receive some contents from media.
These reasons can be for entertaining themselves, for learning new things,
for shaping and building their identities and opinions, or for having some
issues to be discussed with other people.

As for the conceptual framework for this research, it can be
explained that the researcher assumes that the EU’s public diplomacy
campaigns for Thailand will make Thailand and Thai people react to them in
various ways such as to recognize them, to appreciate them and to aware of
some images that the EU wants to create for itself. In addition, it is also

assumed that the news concerning the EU’s public diplomacy campaigns

'2 Margot Wallstrom, Public Diplomacy and its role in the EU’s external relations (Washington DC: Georgetown
University, 2008), Pages 2-4.

10



and Thai people’s exposure to media and such news and the media through
which the news is disseminated will affect their awareness and perception to
such campaigns. In other words, if Thai people receive the news concerning
the EU’s public diplomacy campaigns, they will at least aware of these
campaigns and might perceive some images that the EU wants to create for

itself.

1.7. Research Outline

This research paper will consist of 5 chapters the details of which are
given below.

In the first chapter, the author will discuss the background of this
research, research objectives, research questions, conceptual framework,
research time frame and the definitions of important terms frequently used in
this research.

The second chapter will include all the theories that the author uses
as the foundation of this research.

As for chapter 3, it will include the discussions concerning the
research methodology such as the type of the research, the types of data used
in this research work, the sources of data, the data collection tool, and the
way to interpret and analyze the obtained data.

In chapter 4, the author will be discussed in order to answer question
number one of the research and to prove the research argument. Therefore,
this chapter is divided into four parts, namely, the part of the meaning of the

European Union’s public diplomacy, the part of the role of the European

11



Commission Delegation, the part of the answer to the question as well as the
part of the EU’s public diplomacy towards Thai public.

The chapter 5 of the research paper will include the answer of
question number two of the research.

The chapter 6 of the research paper will include the conclusion of the
findings from this research, and the suggestion for other researchers who

want to do research works related to the topic of this research.

1.8. Term Definitions

The EU or the European Union is an economic and political

partnership among 27 countries in Europe initiated after the World War II."

The Public Diplomacy is a state or an international group’s attempt
to influence public attitudes by using the formation and execution of foreign
policies."*

Media Exposure is the reasons why people select some media and

ignore others."

Message Exposure is the reasons why people receive some messages

and ignore others.'®

"> European Union, The History of the European Union [Online], 11 May 2012. Source http://europa.eu/about-eu/eu-
history/index_en.htm

'* The Murrow Center, The epicenter of the challenging field of public diplomacy; what is public diplomacy? [Online],
12 October 2011. Source http://fletcher.tufts.edu/Murrow/Diplomacy

' Joseph R. Dominick, The Dynamics of Mass Communication, (New York: McGraw-Hill, 1990), Pages 34-37.

' ibid., Pages 40-44.
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CHAPTER II
LITERATURE REVIEW

This study on the European Union’s public diplomacy is based on
the international politics theory of the state’s power. There are several
kinds of power in international politics that are important for a state as
tools to impact others’ behaviors to gain the outcomes the state wants.

The power in international relations can be categorized to hard
power, soft power, and also smart power." As for hard power, it is a
state’s attempts to influence others by using threats and money. This type
of power, although can assure the compliance from the influenced states,
may not make the influenced states voluntarily do what they are
influenced to do. Another type of power is soft power, which relies on the
attraction. In other words, a state will give helps or favourable things to
others in order to influence them to do what it wants. The other type of
power is smart one, which is the mixture of the two other types of power.
Thus, this type of power uses both persuasion and payment to gain the
outcomes (“sticks and carrots”).> However, since this study concentrates
only the utilization of soft power by the EU, the author will focus only on
this type of power.

Soft power is a state’s ability to shape others’ attitudes and
behaviours into the ones that the state wants. Not only does soft power
includes the capability of persuasion but it also encompasses the
capabilities of seduction and attraction. This means a state will influence

others by winning their (and their people’s) hearts and minds through

" Ernest J. Wilson. "Hard Power, Soft Power and Smart Power" The Annals of the American Academy of
Political and Social Science 616 (13 Feb 2008): 115.

* Joseph S. Nye, Jr. "Public Diplomacy and Soft Power," The Annals of the American Academy of Political and
Social Science 616 (13 Feb 2008): 95.




intangible assets that it has such as culture, norms, political values, and
institutions. The utilization of soft power is always reflected through a
state’s public diplomacy activities which is a state’s instrument to
produce such enticement and to communicate with the publics of others
countries through media disseminations, financial assistances,
information exchanges and so forth. It may say that soft power is
measured by behavioral outcomes whilst public diplomacy is measured
by resource; and also both of them are linked together.” In this chapter,
the author will discuss the theories and principles concerning the public
diplomacy in order to portray what a state or international agency can do
in order to attract and seduce other states. In addition, the author will
discuss the overview of the EU’s public diplomacy campaigns, as well as
the relationship between European Union and Thailand in terms of the

public awareness.

2.1 Theory on Soft power and Public diplomacy

For some decades, there have been many academic works
discussing the meanings and practices of public diplomacy. However,
there are always rooms for further research projects because most of the
research projects conducted in the past had experienced the difficulty in
evaluating the outcomes of public diplomacy.*

To avoid any misevaluation, this research will solely focus on
public diplomacy as a tool that a state uses to influence its foreign

audiences through the promotion of national interest, and the

3 Joseph S. Nye, Jr. "Public Diplomacy and Soft Power," The Annals of the American Academy of Political and
Social Science 616 (13 Feb 2008): 96.

* Eytan Gilboa. "Searching for a Theory of Public Diplomacy," The Annals of the American Academy of
Political and Social Science 616 (13 Feb 2008): 57-58.
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development of public awareness.” In addition, the messages that the state
delivers and the state’s images that others perceive will be taken into
account as a mean to evaluate the achievement of the public diplomacy
campaign.

The public diplomacy has been defined by many scholars and
experts in the politics and international relations. In his work entitled
‘Diplomatic Persuader: New Role of the Mass Media in International
Relations’, John Lee® stated that everybody lived in an era of public
diplomacy in which people-to-people communications were more
important than the communications between and/or among governments.
Lee proposed that public opinions could be used for forcing the
government to obey.” Thus, communicating with people was very
important for new diplomatic era. Besides, in the late 1970s until the late
1980s, the public diplomacy became more important. The US’s
government at that time put ‘“relatively straightforward efforts to
disseminate information that accorded with the US viewpoint to the
largest possible audience in the greatest number of countries.”® This
perspective led to the occurrence of a number of studies focusing on the
integration of public diplomacy with larger foreign policy interests.’
Thus, it can be mentioned that the scholars and practitioners in the
beginning period of public diplomacy precisely focused on the
significance of communication with people in order to shape public

opinions and to achieve foreign policy.

3 Mladen Andrli¢ and Andrea Gustovi¢-Ercegovac. "Strategic Public Diplomacy," in The International Conference
of the 13th CEI Dubrovnik Diplomatic Forum, (Zagreb: Diplomatic Academy, 2010), Page 7.

¢ John D. Lee, Diplomatic Persuader: New Role of the Mass in International Relations, (Florida: Krieger
Publishing Company, 1968). Page xii.

" Ibid., Page xii.

# Jarol B. Manhiem. Strategic Public Diplomacy and American Foreign Policy: The Evolution of Influence
(Oxford: Oxford Unveristy Press, 2004). Page 7.

? Stacy Michelle Glassgold. Public Diplomacy: The Evolution of Literature (Annenberg: USC School for
Communication, 2004). Pages 4.
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The more current literatures, written from the late 1980s to mid
1990s, put more emphases on the relationship between communication
and diplomacy. In addition, the new diplomacy focused on interactions
among administrations, foreign public opinions, and communication
technology which would raise the value of the communication of ideas.'
In his ‘American Communication in a Global Society’ work, Glen
Fisher stated, “government actions must be increasingly responsive to the
views and judgments of their peoples, particularly as media services
make their impact and as public groups articulate their concerns more
effectively.”!' By his statements, Fisher demonstrated that the public was
important because it sent messages to the government and receive
reactions from whom. Likewise, Fisher also emphasized on the role of
non-governmental actors, which became ‘a part of international relations
process’'? and shared the government responsibilities in terms of, but not
limited to, negotiation and decision-making.

Even though there had been several research projects and
literatures focusing on public diplomacy, the definition of public
diplomacy in the modern world was still unclear. It has been difficult to
define what Public Diplomacy is. Towards the end of 1990s, there were
attempts to describe the term ‘public diplomacy’ as a tool of political
power. A work by Joseph Nye-Bound to Lead: The Changing Nature of
American Power, published in 1990s, was the first academic paper that
tried to explain the word ‘Soft Power’. In another work of his, entitled
‘Soft power: the means to success in World Politics’, Nye further

developed the concept and described the relations between soft power

' Stacy Michelle Glassgold. Public Diplomacy: The Evolution of Literature (Annenberg: USC School for
Communication, 2004). Pages 7.

' Glen Fisher, American Communication in a Global Society (New York: Ablex Publishing, 1987), Page 8.
"2 Tbid., Page 8.
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and public diplomacy. Furthermore, having examined the meanings of
public diplomacy, Nye believed that soft power is “the ability to get what
you want by attracting and persuading others to adopt your goals”"® and
public diplomacy is the key instrument to translate soft power into action.
For Nye, public diplomacy acts as an attractive power to shape the
preferences of others; this implies that it persuades others’ minds in order
to reach its purpose by cooperation rather than coercion. At this point,
cooperation not only focuses on government-to-government level (G2QG)
but it also focuses on government-to-individual and/or non-governmental
organization level (G2P). In addition, not only is the duty of public
diplomacy to create their national images but it is also to induce others
notions to acquiesce their policies. Nye stated that it is hard to run a large
group of people only by commands but a ruler can get results that it
wants without threats by obtaining cooperation from people.

Citing Nye’s ideas in her paper- The Routledge handbook of
Public Diplomacy, Nancy Snow'* agreed with the concept of soft power
that Nye had proposed and appended the outcomes from her research
work which indicated that the most fundamental public diplomacy was
analyzed from a state’s position that will reflect the way that state wants
to show and through perceptions of citizen. Nancy also added another
important idea, which focuses on people to people level (P2P) that
emphasizes on transitional of cultural, linguistic and new media, all of

which can lead to more achievement.

13 Joseph S. Nye, Jr. Soft Power: The Means to Succeed in World Politics (New York: Public Affairs, 2004),
Page x.

' Nancy Snow, "Rethinking Public Diplomacy," Chap. 1 in The Routledge Handbook of Public Diplomacy,
Nancy Snow and Philip M. Tayor, editors (New York: Routledge, 2009), Page 6.
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Having studied on the history of public democracy, Nicholas J.
Cull proposed that public diplomacy is ‘an international actor’s attempt to
manage the international environment through engagement with a foreign
public’™ and that it had evolved for a long time. Cull also proposed that
the term ‘public diplomacy’ was first mentioned by the New York Times
in 1871 1n its report on a Congressional debate. Also, during the Great
War time the term ‘public diplomacy’ was used to explain new
diplomatic practices of German’s submarine warfare policy.

However, the concept of public diplomacy has embedded in
foreign policy for more than ninety-year. In the late 1990s, the term
‘public diplomacy’ was widely used in common for explaining foreign
policy strategies. In the modern world, the term ‘public diplomacy’ was

coined in 1965 by Edmund Gullion whose concept is;'®

“Public diplomacy... deals with the influence of public
attitudes on the formation and execution of foreign policies. It
encompasses dimensions of international relations beyond
traditional diplomacy; the cultivation by governments of public
opinion in other countries; the interaction of private groups and
interests in one country with another; the reporting of foreign
affairs and its impact on policy; communication between those
whose job is communication, as diplomats and foreign
correspondents; and the process of intercultural communications”

"% Ibid., Page12.
1 The Murrow Center, what is Public Diplomacy [Online], 16 October 2011. Source
http://www publicdiplomacy.org/1htm
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In his work- Public Diplomacy before Gullion: The Evolution of
a Phrase, Nicholas Cull" indicated that Gullion created the modern
meaning of public diplomacy, which stresses on the new diplomatic
practices beyond traditional diplomacy, interaction and communication
with global actors. This new meaning of the term also improves foreign
awareness and so forth. Nonetheless, this modern meaning is not a
neologism. Furthermore, Cull commented that practitioners and scholars
should consider that how do their interlocutors understand or interpret the
meaning of public diplomacy in order to comprehend in the same way.

The concepts of public diplomacy and soft power discussed before
are used as the fundamental knowledge on the public diplomacy
campaigns that the EU has towards Thailand. These concepts enable the
author to understand what actions of the EU should be included in its
public diplomacy campaigns. However, these concepts do not bare any
evidence of their applicability to the real cases. Therefore, in the next
section, the public diplomacy practices suggested by some experts and

scholars in international relations will be discussed.

2.2 Public diplomacy in Practice

Public diplomacy in practice is the relevance and implementation
of soft power theory, including all activities (with either success or
failure) that have been practiced in history by states and institutional
actors in order to enhance relations between practitioners and foreign

public receivers.

17 Nicholas J. Cull, Public Diplomacy before Gullion: The Evolution of a Phrase [Online], 2006.
Source USC Center on Public Diplomacy:http://uscpublicdiplomacy .org/index.php/newsroom/pdblog_detail/
060418_public_diplomacy_beforegullion_the_evolution_of_a_phrase/
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Many scholars attempted to investigate the performance of public
diplomacy and to evaluate public diplomacy by focusing on roles,
environments, and purposes of public diplomacy. To ‘contact’ foreign
public was the most primitive role of public diplomacy. Otherwise, to
‘influence’ foreign public’s mind or to gain mass audience awareness is
the role of new public diplomacy. The environment always changes in
each period of time. At present time, we are in social networking and
digital era; thus, Internet is a very important instrument to gain its
outcomes than traditional way such as radio or newspapers. Nevertheless,
the purpose of public diplomacy is still the same—rfo manage the
international environment. The following figure 1 shows the old and new
paradigms of public diplomacy whereby readers can compare and

contrast the ideas of the public diplomacy in the two eras more easily and

clearly.

Dominant Old PD New PD
Characteristics

1. Identity of State State and Non-state

international actor

2. Tech. Environment | Short wave radio Satellite, Internet
Print newspapers Real-time news

Land-line telephones | Mobile telephones

3. Media environment | Clear line between Blurring of domestic
domestic and and international news
international news sphere

sphere
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4. Source of approach

Outgrowth of political
advocacy and

propaganda theory

Outgrowth of
corporate branding and

network theory

5. Terminology

‘International Image’

‘Prestige’

‘Soft power’

‘Nation Brand’

6. Structure of role

Top down actor to

foreign peoples

Horizontal, facilitated

by actor

7. Nature of role

Targeted messaging

Relationship-building

8. Overall aim

The management of
the international

environment

The management of
the international

environment

Tablel. The Old Public Diplomacy and The New by Cull'®

The table above shows the difference between old public

diplomacy and new public

diplomacy

terms of dominant

characteristics. As shown, the identity of international actor for old public
diplomacy stressed on state actor; on the contrary, the new public
diplomacy stresses on both state and non-state actors. As for
environmental, technology and media environment absolutely changes.
New innovations are lead to new techniques of public diplomacy which
can affect its outcomes. Also, the role of old public diplomacy was to
dispatch messages to foreign public by government, but at present time
the role is to support relationship-building from state and non-state actors
to public’s soul. However, the overall aim of new public diplomacy is the

same that the previous one has.

'8 Table from: Nicholas J. Cull, Public Diplomacy: Lessons from the past (Los Angeles: Figueroa Press, 2009),
Page 14.
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Although, the public diplomacy was modified by environment,
technology, and so forth, the new public diplomacy did not quite abandon
the old one. In the Cull’s work, he tried to combine the old and the new
public diplomacy together and noted the framework for measuring the
success of public diplomacy.

Furthermore, Cull had also examined the lessons learnt from the
past and identified the five components of successful public diplomacy.
In his work- Public Diplomacy: Lessons from the past, Cull”® referred
that successful public diplomacy consists of five key components. These
components are: (1) listening, (2) advocacy, (3) cultural diplomacy, (4)
exchange diplomacy, and (5) international news broadcasting.

Cull explained that the best public diplomacy is a two-way
communication that needs to focus on listening rather than speaking. He
proposed, “Listening is an actor’s attempt to manage the international

environment by collecting and collating data.”*

Listening 1s a
systematical way to collect and analyze the opinions of foreign public in
order to understand theirs minds as well as what they hear in order that
the communicator can adapt its messages accordingly.

Another component is advocacy. Advocacy is an information
work, which involves an international communication activity and
attempts to promote particularly policy, idea, and interest in the minds of

foreign public.?' The third component is cultural diplomacy, which is “an

actor’s attempt to manage the international environment through making

' This book is completed work of ‘lessons learnt from the past of public diplomacy’ but

Cull’s former works had already given some explanation; see also: Nicholas J. Cull, Public Diplomacy: L.essons
from the past (Los Angeles: Figueroa Press, 2009). Page 10.

* Nicholas J. Cull, “Public Diplomacy: Taxonomies and Histories,” The Annals of the

American Academy of Political and Social Science 616 (2008): 32.

I Cull’s word ‘Advocacy in public diplomacy is an actor’s attempt to manage the international environment by
undertaking an international communication activity to actively promote a particular policy, idea, or that actor’s
general interests in the minds of a foreign public’ from Public Diplomacy: Taxonomies and Histories (2008)

22



its cultural resources and achievements known oversea and/or facilitating
cultural transmission abroad.”** Its duty is to export its values, cultures,
and traditional to foreign public with the intention of enhancing mutual
understanding. Its core tools include institutions and cultural agency as a
cultural work and exchanges organization.

The forth element is exchange diplomacy. It is the reciprocity to its
citizens overseas for a period of study and/or acculturation. It is
grounded on the concept of mutuality which is the vision of an
international learning experience leading to win-win situation of both
parties. The last component is international broadcasting, which is “an
actor’s attempt to manage the international environment by using the
technologies of radio, television, and the Internet to engage with foreign
publics.”* IB work can coincide with the other components; for
instances, listening in foreign broadcast, advocacy in policy broadcast,
cultural diplomacy in its cultural content, and exchange in program and
personnel broadcasters.” Cull stressed that public diplomacy must
represent a vital linked between foreign opinion and policymaking
process. It means that one should be concerned about foreign perspectives
toward one’s nation and should improve one’s weakness not only through
implementation process but also policymaking process.

Cull is not the only scholar who proposed the components of
public diplomacy because McClory,* basing his discussion on Nye’s idea
of soft power components, proposed that soft power consists of 5 key

elements, namely, business/innovation, culture, government, diplomacy

* Nicholas J. Cull, Public Diplomacy: Taxonomies and Histories, Page 33.

» Nicholas J. Cull, Public Diplomacy: Taxonomies and Histories, Page 34.

* Ibid., Page 35.

» Tbid., Page 35.

% Jonathan McClory, The New Persuaders II: A 2011 Global Ranking of Soft Power. (London: The Institute of
Government, 2011). Pages 8-11.

23



and education. This means a state’s public diplomacy campaigns should
focus on assistances for or intervention into the target states in the aspects
of these 5 elements. Meanwhile, public diplomacy can be related to the
other 4 elements of soft power because business/innovation, culture,
government and education are the means through which a practitioner can
create its soft power on target nations. In addition, the public diplomacy
is a mean that a practitioner uses in order to make the public of the target
nations aware of its soft power, i.e., to know what it does for them.

The public diplomacy that concerns business and innovation can
include the import/export taxation and customary omission. The cultural
public diplomacy can include the conservation of cultures, traditions and
local wisdoms. As for the government-concerned public diplomacy, it can
include the political assistance such as the facilitation of political conflict
mediation in a target state. At the same time, the diplomacy element can
include some diplomatic measure such as to allow tourists from target
states to visit the state that carries out the public diplomacy campaigns
without the need for visa. Furthermore, the educational public diplomacy
is the assistance in terms of finance or knowledge and technology that
contribute to the education and academy of the target states.

McClory’s 5 elements of soft powers are practiced by many
organizations such as the United Nations (UN). This is because the UN
also has public diplomacy campaigns that concern, culture, government,
media, technology and non-state affairs such as school visits.”” This
means McClory’s approach of 5 elements of soft power can be used for
examining the public diplomacy of the EU. However, in this study, the

soft power element will be divided into 5 categories, namely, business

27 University of Southern California. Public Diplomacy [Online], 2012. Source
http://uscpublicdiplomacy.org/index.php/tags/tag/united-+nations
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(trade), education, culture, government (financial aids) and non-state
affair (humanitarian works).

According to the ideas of both Cull’s and McClory’s, it can be
concluded that the elements or components of public diplomacy can be
considered in different ways. Cull’s components mainly concern the
factors that allow a state’s public diplomacy campaigns well known to the
target states. At the same time, McClory’s components encompass the
issues that a public diplomacy practitioner should focus on in order to be
able to design the public diplomacy campaigns that are effective on target
states.

In addition, Cull had written another journal in which he explained
seven principles of effective public diplomacy in practice. These seven
principles are; (1) public diplomacy begins with listening; (2) public
diplomacy must be related with policy; (3) public diplomacy is beyond
domestic audiences; (4) effective public diplomacy needs credibility with
view to exchange diplomacy; (5) public diplomacy should concerned an
international news broadcasting and regional opinion-makers; (6) public
diplomacy is not always ‘about you’; and (7) public diplomacy is
everyone’s business.”®

To clarify these 7 principles of Cull, the researcher will cite the
explanation of these principles made by the former vice-president of

® who turn these principles

European Commission Margot Wallstrom,?
into practical and comprehensible suggestions. For the first principle-
‘Public diplomacy begins with listening’, it means policy makers and

practitioners should be aware of the citizens’ needs and wants. In

 Nicholas J. Cull, “Public Diplomacy: Taxonomies and Histories,” The Annals of the American Academy of
Political and Social Science 616 (2008): 32.

» Margot Wallstrom, Public Diplomacy and its role in the EU’s external relations (Washington DC: Georgetown
University, 2008), Pages 2-4.
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addition, they must open themselves for all facets or opinions including
those they do not wish to listen such as negative comments. As for the
second principle- ‘Public diplomacy must be related with policy’, it
means public diplomacy policies and campaigns must be carried out in
order to let people understand the governmental policies so that people
can judge whether they need such policies or not.

The ‘Public diplomacy is beyond domestic audiences’ principle
means the public diplomacy policies and campaigns should target more
than the citizen of the country of their origin. For example, the EU’s
public diplomacy policies and campaigns cover ASEAN member states
and those that are not the members of the EU.

The next principle or the ‘Effective public diplomacy needs
credibility with view to exchange diplomacy’ means the good public
diplomacy must be practical, which makes it different from propaganda.
Thus, policy makers and practitioners must be realistic and sincere in
carrying out their public diplomacy campaigns. As for the fifth principle-
‘public diplomacy should concerned an international news broadcasting
and regional opinion-makers’, it means all the related stakeholders of the
public diplomacy campaigns, as well as the public and the press, must be
informed of the campaigns. The sixth principle or the ‘Public diplomacy
is not always about you’ principle means public diplomacy policies and
campaigns can cover any people in the world, not only the domestic
citizens of the involved nations. This means the coverage of public
diplomacy can always be extended in order to include new groups. Cull’s

last principle or ‘Public diplomacy is everyone’s business’ means public
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diplomacy can involve everyone in this world, not limited to those
directly involved in certain issues.*

Apart from Cull’s 7 principles of public diplomacy, Wallstorm also
added 3 more principles of good public diplomacy. These additional
principles are regarded as the eighth, the ninth and the tenth principles in
this study.

The eighth principle is ‘public diplomacy is effective only when it
is publicized’. This means the public diplomacy campaigns must not be
carried out just within limited areas. Rather, it must be widespread so as
to reach the public, not just particular groups of people. The ninth
principle is ‘public diplomacy should reflect the identities, values and
dispositions of the practitioner’. This means public diplomacy policies
and campaigns must reflect the actual ‘self’ of the practitioner. In other
words, the practitioner must be sincere when running its public
diplomacy campaigns. The last principle is ‘public diplomacy should be
carried out on the basis of gender equality’ which means the public
diplomacy must aim to tackle the problems that women face such as
poverty, life security and social injustice.”

The principles of the public diplomacy in practices discussed in
this section suggest many useful issues to be considered in this study.
These issues will be the bases for the analyses in this study.

The first issue to be considered is that the public diplomacy
campaign concerns the policy of the nation that practices it. Thus, the
practitioner must have some policies towards its target nations. Secondly,

a public diplomacy campaign can incorporate policies in several aspects,

%0 Margot Wallstrom, Public Diplomacy and its role in the EU’s external relations (Washington DC: Georgetown
University, 2008), Pages 2-4.
3! Ibid., Pages 2-4.
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for examples, business/trading, culture, education, technology and
environment. A practitioner can choose what aspects that are appropriate
for its public diplomacy campaign. The next issue is that a public
diplomacy campaign must lead to the benefit exchange. Therefore, the
practitioner will give some assistances and supports to its target nations
and receive some privileges or advantages from them at the same time.
The final issue is that not only does a public diplomacy campaign
incorporate some international relations policies but it should also
incorporate mass communication tactics that enable the practitioner to
make the people in its target nations aware of its public diplomacy

campaign.

2.3 The European Union’s public diplomacy

As for the European Union’s view, public diplomacy is the top
priority for EU’s public communication strategy. The German foreign
ministry, Auswartiges Amt stated that ‘in Europe public diplomacy is
viewed as the number one priority over the whole spectrum of issue.’*
This quotation underlines an essential of public diplomacy in the sense of
the EU’s diplomatic relations.

Public Diplomacy plays a crucial role in the external relations of
the European Union and ties with the EU foreign policy goals. At present
time, global challenges such as climate change, global security, global
economy, disease and poverty in developing world, etc., are the unsolved
problems that become important issues in the global scale. To address

these challenges requires multilateral coordination consisting of partner

32 Ambassador K.T. Paschke, Report on Special Inspection of 14 German embassies in the Countries of the
European Union (Berlin: Auswartiges Amt, 2000)
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countries, international organizations, and official and citizen supports.
The EU attempts to position itself on the international stage as one
of the most important players in world politics.”® The EU’s role of
creating foreign public awareness makes itself become regarded as a
major soft power actor in the areas of climate change, human rights,
development and humanitarian aid and so forth.** Most recently, the
Lisbon Treaty states, that in international affairs, the EU would be guided
by and would seek to promote the values on which the Union is founded,
including democracy, human rights, fundamental freedoms and the rule
of law.”> To reach its foreign policy goals, the EU tries to use multiple
instruments, such as diplomatic action, engaging, informing, and building

relation toward target audiences, with both internal and external affairs.

2.3.1 Key players of the European Union’s public diplomacy

According to EU Delegation to the United States in EUinsight
Magazine*® the duties of EU public diplomacy to the EU’s target in an
internal affair is to improve public awareness and comprehend itself
among member states. European Commission is responsible for
monitoring public opinions, promoting EU actions and the policies,
encouraging an informed public debate, and supporting educational

exchange programs among Member States in order to promoting

3 According to Joseph Nye in ‘Soft Power’: “The European Union as a symbol of uniting power carries a good
deal of soft power. Polls conduct in July 2002 found that a majority of Americans had a favorable image of the
European Union, and ranked in fourth for its influence in the world behind the US, Britain and China” and Mai’a
K. Davis Cross, “EU Foreign Policy and the Challenge of Public Diplomacy,” in presented at the European
Consortium of Political Research IR Conference, (Stockhome, 2010), Page 2.

¥ The European External Action Service, Lisbon Treaty enhances EU international role [Online], 2012. Source
http://eeas.europa.cu/delegations/un_geneva/eu_un_geneva/index_en.htm

* (Article I11-193 (1), Article I-2 and I-3) As numbered in the draft Constitutional Treaty.

% The European Union delegation to the USA, EUinsight [Online], July 2010. Source www .eurunion.org/eu/
images/stories/euinsightpubdipl-7-10.pdf
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European cultures and structure of the Union as a whole.”” Meanwhile in
external affairs, the EU established more than 140 EU Delegations and
Offices around the world to increase the public awareness on the EU, to
communicate and make audiences understand EU policies, initiatives,
and messages, as well as to create relationship with international actors.™

Some scholars such as Iskra Kirova and Philip Fiske de Gouveia
suggested that the key players of EU public diplomacy are EU
Commission and Directorates General (DGs). Fiske de Gouveia stated,
“the Commission particularly is already engaged in public diplomacy
activities through third-country delegations, the activities of the external
Directorate-generals, and the Buro-Med Partnership among others.”® He
suggested that the Council and Parliament was limited in current public
diplomacy, while the Commission and its external directorate-generals
(DGs) are major key actors. Their roles are to disseminate information
and the flow of facts and figures; to enhance bilateral communications;
and to convey objective messages in the form of key messages adapted to
particular audiences.

Concerning the EU Delegation in US, Iskra Kirova illustrated that
the duties of EU Commission are to conduct all of the EU external
policies and to assign to the DGs in order to adapt policies into practice.
She examined that to engage with public among Member states and
Candidate countries, to expand the EU’s presence and engagement in its
new neighbors, and to communicate and inform the EU’s messages

among foreign public are the responsibilities of the DGs.

7 David Spence, “The EU and international diplomacy: A role for the Commission,” Public Policy and
Administration 19 (2004): 4-5.

¥ The European External Action Service, EU Delegation [Online], 2012. Source

http://www .eeas.europa.eu/delegations/index_en.htm

* Philip F. de Gouveia and Hester Plumridge, European Infopolitik: Developing EU Public Diplomacy Strategy
(London: Foreign Policy Center, 2005), Page 14.
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For example, the Directorate Generals Communication performs its
tasks to promote and advocate EU norms and values, or to be more
specific, a sense of common European identity among the diversity of
nationalities; and to maintain a strong connection between the citizens of
its Member states and its institutions. Furthermore, the Commission’s
public diplomacy efforts are headed by the DG External Relations
(known as DG RELEX) which is responsible for projecting the Union’s
identity oversea. However, the DG RELEX, the Commissioner for
external relations and the other DGs work closely together.

As mentioned above, the special characteristics of the EU public
diplomacy is that the scholars, who want to studies EU public diplomacy,
should consider not only in the multiple levels of public diplomacy in
particular inside and outside EU, but also the multiple actors and
practitioners involving in EU foreign policy and initiative.

The aforementioned knowledge on the EU’s public diplomacy
leads to the understanding of what the EU’s public diplomacy campaigns
concentrate on, how it carries out its public diplomacy campaigns, and
what it wants from its public diplomacy campaigns.

From the facts and knowledge discussed above, it can be
concluded that the EU’s public diplomacy campaigns in the global scale
emphasize on environment and human rights issues. In addition, the EU
also addresses the issues of democracy and laws in its public diplomacy
activities. As for the way the EU carries out its public diplomacy
campaigns, the facts discussed above reveal that the EU has its
delegations to represent it in many countries around the world. These
delegates promote the EU’s public diplomacy campaigns by making their

audiences aware of the EU’s public diplomacy campaigns and activities.
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The above facts also show that the EU carries out its public
diplomacy campaigns in order to retain its close relations with its target
nations. In addition, it also aims to promote the identities of itself and its
member states in the citizens of its target nations. There three issues will
also be examined in this study. They will be set as the foundations on
which the questions in the survey questionnaire and the interview script
are based in order to collect the information and data that can be

processed and analyzed into the answers to the research questions.

In the next section, the discussion will be more specific because it
will concern the actual public diplomacy practices of the EU and their
effectiveness. The discussion will incorporate both the overall public

diplomacy campaigns of the EU and its campaigns in Asia.

2.4 The EU’s Public diplomacy in practice

In the last ten years, EU public diplomacy has been cited with
different academic terms. Some talked about EU public diplomacy in
terms of ‘propaganda’, ‘cultural diplomacy’, ‘information activities’, as
well as ‘information communication’. As mentioned, the role of EU
public diplomacy that the scholars should be concerned about was
interpreted and separated into two levels, i.e., domestic affairs and
international affairs. Many scholars mentioned that before Lisbon Treaty,
EU public diplomacy clearly emphasized on to communicate within

Member states and European continent.
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Steffen B. Rasmussen and Eva Gross illustrated that public
diplomacy of the EU has been most prominent with successful foreign
policy towards its member states and candidate countries —so called
enlargement policy.

In Rasmussen’s work- Discourse Analysis of the EU Public
Diplomacy Messages and Practices,” suggested that EU public
diplomacy needs to strengthen communicate with its member states in
order that the EU needs to stress its existence, its legitimacy and its
common policy. In addition, all member states lacked of ability to control
information flows about themselves or theirs activities at that time;
therefore, the EU must take responsibility for being a center of public
diplomacy and communicate public diplomacy efforts of its member
states to external audience.

Eva Gross’s work- The limits of European Soft Power."
demonstrated that the EU’s success in inspiring the European nations to
become a member of the Union is the strength of EU’s soft power.
Economic prosperity, the image of EU as a peaceful project after the end
of World War II, and also the prospect of belonging to Europe in a large
part are the motivation for countries continue to want to join the EU and
for the EU to become a bigger and more important agency.

Not only does the EU work for its member countries but it also
extends its roles to cover other countries. The EU has its delegations

responsible for its public diplomacy campaigns in other countries whilst

“ Steffen B. Rasmussen, “Discourse Analysis of the EU Public Diplomacy Messages and Practices,” in Discussion
Papers in Diplomacy, Ingrid d’Hooghe and Ellen Huijgh, editors (The Hague: Clingendael, 2009), Page 15

4 Eva Gross, The limits of European Soft Power [Online], 2012. Source

www kiep.go kr/include/filedown jsp%3Ffname%3D20081031_1_2%2520Gross1.pdf
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its headquarters in Brussels, Belgium, is responsible for the activities

within the member countries of the EU .+

2.4.1 The European Union’s public diplomacy campaigns towards

ASEAN

Since this research work focuses on the EU’s public diplomacy
campaigns towards Thailand, it is necessary to discuss the EU’s public
diplomacy campaigns towards ASEAN member countries which mainly
focus on Malaysia, Thailand, the Philippines and Vietnam. In her work,
Portela® proposed that the EU’s public diplomacy activities for ASEAN
member countries that are most perceived are those concerning business
(such as the ASEM) and education (such as language training).

The first cooperation between Thailand and the EU began in 1980
when Thailand signed in the 1980 EC-ASEAN Cooperation Agreement,
which emphasized on the cooperation between the two institutes in terms
of commerce, economy and development.* The exclusive and bilateral
cooperation between the EU and Thailand is being negotiated. The
cooperation between the EU and Thailand aims to create their close
relations in terms of economy and commerce.”” As for the economic
cooperation, the EU is the third most significant trading partner and

export destination of Thailand, after the US and J apan.46 Therefore, the

42 Delegation of the EU to Thailand, Thailand-EU Cooperation Facility Phase II (Tech II) [Online], 12 June 2012.
Source http://eeas.europa.eu/delegations/thailand/thailand_eu_coop/index_en.htm

# Clara Portela, “The Perception of the European Union in Southeast Asia: Low Priority Statuses and Activity,”
Asia Europe Journal 8 (2010): 149-160.

# The Delegation of European Union Commission to Thailand, “The Delegation at 30,” EUtoday, 34 (June 2009):
6

* The European Union Commission, Thailand-European Community Strategy Paper for the period 2007-2013
[Online], 17 February 2012. Source eeas.europa.eu/thailand/csp/07_13_en.pdf

 Action Fiche for Thailand [Online], 2011. Source ec.europa.eu/europeaid/documents/aap/2011/
af_aap_2011_tha.pdf
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EU’s public diplomacy campaigns towards Thailand especially focuses
on the trade rather than other issues.

However, the Delegation of the EU to Thailand*’ still reported that
the EU’s public diplomacy campaigns for ASEAN and Thailand are in
four aspects, namely, (1) trade and investment, (2) education, science and
technology, (3) environment, energy and sustainable development, and
(4) good governance.

As for the trade and investment aspect of the EU’s public
diplomacy, it includes three major areas. The first area of the three is the
customs. The EU implements globally accepted customs standards
determined by the World Customs Organization (WCO). In addition, the
EU also gives to Thai government the advice concerning the compliance
to this customs standard. The second area is taxation. The EU reduces the
tax barriers for many industries. Thus, Thai exporters can access to the
European market more easily. The other area is the access to European
market. The EU set some standards that Thai exporters should comply
with in order to be certified that their products have good quality. This
facilitates Thai exporters to sell their products in European countries.*®

As for the aspect of education, science and technology, the EU
assists Thailand to improve the educational system in Thailand in order
that the educational system in Thailand will be as good as that of other
developed ASEAN countries. In addition, the EU also cooperates with
many research agencies in Thailand in developing research works in

many fields.*

47 Delegation of the EU to Thailand, Thailand-EU Cooperation Facility Phase II (Tech II)
8 Ibid.
4 Ibid.
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Concerning the aspect of environment, energy and sustainable
development, the EU takes many actions. As for the environmental issue,
the EU collaborates with Thailand in order to make Thai people aware of
the climate change and global warming issues. At the same time, the EU
also encourages Thailand to pay more attentions to clean and cheap
alternative energy. These two activities are supposed to lead to the
sustainable development of Thailand.™

As for the good governance aspect, the EU is now planning to
address some issues concerning human rights such as capital punishment,
human trafficking and refugee wellness. However, at the present time, the
EU puts its emphasis on the issue concerning the human rights of the
refugees in the borders of Thailand.”’

The good images and credibility of the nations are vital in building
confidence and trust among partners and alliances. Hence, The EU’s
public diplomacy campaigns towards Thailand also aim to create the
mutual trust between the two parties. However, the ESIA reported that
Thai people have positive perception to the EU’s roles towards Thailand,
but they do not think that the EU’s roles towards Thailand are so
significant. This is because the EU has been trying to build its image as
one of the most important players in world’s politics but Thai people do
not think that its roles are significant. The EU is reported to be in the fifth
position of the most important overseas partners of Thailand, after China,

the United States, Japan and the ASEAN member countries.”

% Delegation of the EU to Thailand, Thailand-EU Cooperation Facility Phase II (Tech IT)

3 bid.

> Apirat P., Trip K., and Rachanirom R., “Thailand: The EU Eclipsed?”, in The EU through the eyes of Asia,
Martin Holland, Peter Ryan, Alojzy Z. Nowak, and Natalia Chaban., editors (2007), Pages 220-221
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From the information from the Delegation of the EU to Thailand, it
can be seen that the major aspects that the EU emphasizes on in carrying
out its public diplomacy campaigns towards Thailand are the aspects of
trade, education and human rights. Thus, this research will emphasize on
Thai people’s awareness to these three aspects of the EU’s public
diplomacy campaigns.

Furthermore, as proposed by Cull, it is apparent that the awareness
to a state or agency’s public diplomacy campaigns is remarkably related
to communication and audiences. Thus, in the following sections, the
concepts of target audience analysis, i.e., demographic statuses, media
exposure and message exposure, will be discussed as fundamental

knowledge for this study.

2.5 Communications and Audience Analysis: Demography, Media

Exposure and Message Exposure

The effectiveness of mass communication relies on how well
communicators can define their target audiences.” Thus, in this section,
the principles on some factors, namely, demographic statuses, media
exposure and message exposure, which can affect audiences’ attitudes
and behaviours.

Bumrunk Sukhaphan®* mentioned in his study on Message
Exposure and University Students’ Knowledge on Prevention from
Addictive Drugs that audiences’ demographic statuses, namely, genders,

ages and educations, are important because these demographic features

53 Adul and Dolaya Jaturonkhakul, Consumer Behaviour (Bangkok: Virat Edutainment, 2006)

> Bumrunk Sukhaphan, Message Exposure and University Students’ Knowledge on Prevention from
Addictive Drugs (Bangkok: Thammasat University, 2007), Page 15
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significantly affect audiences’ attitudes and behaviours. For examples,
children and teenagers tend to prefer entertaining messages to serious
ones whilst older audiences like acknowledging messages. At the same
time, female audiences tend to be emotional whilst the male ones are
more pragmatic. This is the reason why female audiences like to read
novels more than the male who tend to read anything that they can have
material benefits from. As for education, educated people tend to analyze
the message they receive before trusting or ignoring them whilst one with
inferior educations tend to believe in what they like.

Apart from demographic statuses, Sukhaphan™ also mentioned that
people are also exposed to different media in different manners
depending on the convenience and availability of such media. Concerning
this matter, Phornchit Sombatphanich®® mentioned in her work-
Adpvertising Media Selection by Consumers- that the media that the
majority of Thai audiences, notwithstanding their ages or any other
feature, are most exposed to television, newspaper and magazine.”” The
reasons why these media are more exposed to than others because they
are easy to obtained and give comprehensible, useful and entertaining
messages.

As mentioned above, audiences will expose themselves to media
and messages because of some reasons such as comprehensibility,
usefulness and entertainment. These reasons of audiences for opening
themselves to messages are called ‘message exposure’ which consists of

many elements.

> Bumrunk Sukhaphan, Message Exposure and University Students’ Knowledge on Prevention from
Addictive Drugs (Bangkok: Thammasat University, 2007), Page 15

% Ibid., Page 107.

7 Phornchit Sombatphanich, Advertising Media Selection by Consumers (Bangkok: Thammasat
University, 1997), Page 17.
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In her work, Ubolrat Siriyuwasak™® proposed that the reasons why
audience open themselves for some messages are to avoid reality or to
entertain themselves, to enable themselves to have relationships with
other people in the society or to have some issues to discuss with other
people, and to build up their identities such as attitudes, beliefs, values
and behaviours that reflects their ‘selves’.

In addition, Joseph R. Dominik®® mentioned in his work entitled
‘The Dynamics of Mass Communication’ that an audience receives
messages for many purposes, namely, to follow up some important or
interesting events, to learn about opinions from others, to learn what they
can obtain such as to learn from an advertisement about new available
products, to shape his/her attitudes, beliefs and behaviours, and to

entertain himself/herself .

From all the aforementioned knowledge, it can be concluded that
the audiences will expose themselves to media and messages by dint of
many factors such as their demographic statuses, the availability and
convenience of the media and the usefulness of the messages. These
factors will be examined in this study in order to see how the EU has
succeeded in promoting its public diplomacy in Thailand and why it has
so. Therefore, in this paper, the EU’s public diplomacy towards Thailand
to be studied is the ‘contact’ that the EU makes through its delegation to
Thai public. This is the primary role of the public diplomacy. The EU’s
public diplomacy to be studied in this paper is carried out through 5

major categories of campaigns, namely, business, education, financial

% Ubonrat Siriyuvasak, Basic Mass communication: Mass Media, Culture and Society (Bangkok:
Chulalongkorn University, 2004), Page 33.

¥ Joseph R. Dominik, The Dynamics of Mass Communication (New York: McGraw-Hill, 1990),
Pages 40-44.
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aids or governance, humanitarian works, and culture. These 5 categories
of campaigns are the most practiced ones by many international
organizations such as the EU and the UN. Therefore, in this paper, these
5 categories of campaigns will be studied on in order to see whether they
enable the EU to accomplish its public diplomacy objectives or to make

Thai people aware of it and have good attitudes towards it or not.
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CHAPTER III
RESEARCH METHODOLOGY

In this chapter, the author will discuss they details of the
methodology of this research work including the type of research, the
type of data used, the population and samples, the sampling technique,
the type of data, the data collection tool (the research tool), the data

collection process and the validity test for the research tool.

3.1 Type of Research

In this research, the qualitative research method is applied
because it allows the author to obtain in-depth information and insights
on the studied topic. As for this study, the researcher intends to use the
interview in order to collect the in-depth information on the topic from a
small number of participants.' Furthermore, the author also uses the
documentary research discipline in order to collect in-depth information
concerning the EU’s public diplomacy from existing text books, journals,
articles and some other literatures concerning the topic.>

Apart from the research type and the methods used in this research
project, in the next part, the author will discuss the types of the data to be

obtained in this research project.

! Dornyei, Zoltan, Research Methods in Applied Linguistics: Quantitative, Qualitative and Mixed Methodologies
(Oxford: Oxford University Press, 2007), Page 70.

2 Paul D. Leedy and Ormrod, J. E., Practical Research: Planning and Design (New Jersey: Pearson

Prentice Hall, 2005), Page 77.




3.2 Type of Data

The data needed in this research are categorized into two types.
The first type is the primary datum and the other is the secondary one.

Primary data are the data that the author collects while working on
a research project. They are collected especially for that particular
research project. Thus, they are up-to-date, exactly fit the research, and
can be used to answer all the research questions.’ Primary data can be
collected via qualitative research techniques and the quantitative research
ones. The qualitative research techniques include the observation, the in-
depth interview and the focus-group interview. At the same time, the
quantitative research techniques are the survey, the experiment and the
observation.*

As for this research, the author intends to use the interview
technique for obtaining the knowledge on the EU’s public diplomacy
campaigns for Thailand to learn about Thai people’s attitudes toward the
EU.

The other type of data is secondary data. Secondary data are those
that have been collected, prepared, processed, analyzed and/or
synthesized by other researchers in the past. In most cases, these data are
used as the knowledge, principles and theories on which a researcher
bases the conceptual framework of a new research work. Secondary data
can be obtained from various sources such as text books, articles, online

articles, journals, and many others 3

? Ibid., Page 179.

4 Paul D. Leedy and Ormrod, J. E., Practical Research: Planning and Design (New Jersey: Pearson Prentice Hall,
2005), Pages 180-183.

> Ibid., Pages 140-142.
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In this research, the author uses secondary data as the theoretical
foundation in drawing the conceptual framework that governs and direct

all the activities included in the course of this research.

Next, the author will discuss the populations of this research and

the samples used in this research, which the primary data are collected.

3.3 Research Populations and Samples

As for this research work, the author decides to study on the EU’s
public diplomacy campaigns for Thailand by interviewing a small

number of samples, who attend the EU film festival held in May, 2012.

As for the number of the participants to this qualitative study,
Dornyei® suggested that the number of the participants need not be great.
There can be only one participant if he/she can provide in-depth
information on the studied issue. Thus, the author decides to collect in-
depth information from a few experts in politics and international

relations.

In the following part, the author will discuss the way used for

selecting the samples who will be interviewed in this research.

® Zoltan Dérnyei, Research Methods in Applied Linguistics: Quantitative, Qualitative and Mixed Methodologies
(Oxford: Oxford University Press, 2007), Page 70.
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3.4 Sampling Technique

Knowing how many samples should be studied, the author has to
apply a sampling technique in order to select the studied participants. As
for this research, the author decides to use the Purposive Sampling
technique whereby the author will select the participants with desirable
features, i.e., those with in-depth knowledge of the EU. This sampling
technique enables the author to obtain the information from the valuable

participants.’

3.5 Data Collection Tool (Research Tool)

After determining how to get the sample, the next step that the
author undertakes is to design the tool to be used in the interview. This
tool has to enable the author to collect all the essential information from
the samples.

In this research, the author decides to use an individual interview
script to interview the participant(s).

After discussing the tool to be used for gathering the data from the
chosen participants, in the next section, the author will discuss the way to
collect the data from the participants. The details of the data collection

process applied to this research are discussed in the next section.

7 Paul D. Leedy and Ormrod, J. E., Practical Research: Planning and Design (New Jersey: Pearson Prentice Hall,
2005), Page 305.
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3.6 Data Collection Process

To obtain the desirable information, all the interviews will be held
when the interviewed participant(s) are free from work and it will take
about an hour or a little more or less. Throughout an hour interview, the
author will facilitate the interview by encouraging the participants to
express their opinions. This requires a great deal of competency in
interpersonal skills because the author has to get the participants to speak
out without guiding their opinions.® Furthermore, the author must respect
the privacy of the participants. Thus, if the participants do not want to
reveal themselves, the researcher must hold their identities as the
secrecy.’

Before actually carrying out the survey, the researcher has to test
the validity of the interview script to be used in this research project. The

information on this matter is discussed below.

3.7 Validity

As for the individual interview script used in the qualitative study,
it is suggested that some experts in the linguistic and other related fields
should review all the questions used in the interview scripts in order to
see whether it can be used for obtaining the information that is really

needed.'”

8 David Nunan, Research Method in Language Learning (Cambridge: Cambridge University Press, 1992), Page 36.
? Zoltan Ddrnyei, Research Methods in Applied Linguistics: Quantitative, Qualitative and Mixed

Methodologies (Oxford: Oxford University Press, 2007), Page 82.

' David Nunan, Research Method in Language Learning (Cambridge: Cambridge University Press, 1992), Page
37.
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CHAPTER 1V
THE EU’S PUBLIC DIPLOMACY CAMPAIGNS TO THAILAND

The Lisbon treaty, entered into force in 2009, stated that, in
international affairs, the EU would be guided by and would seek to
promote the values on which the Union is founded, including democracy,
human rights, fundamental freedoms and the rule of law.' To reach its
foreign policy goals, the EU tries to use multiple instruments, such as
diplomatic action, engaging, informing, and building relation toward
target audiences. Thus, public diplomacy plays a crucial role in the
external relations of the European Union and is linked with EU foreign
policy goals.

This chapter will discuss the EU’s public diplomacy campaigns
towards Thailand and its objective of each campaign. The author will
analyze the information obtained from the research by using the
framework as discussed in chapter I, including Soft power and public
diplomacy theory. Furthermore, It will demonstrate the underlined pattern
of the EU’s public diplomacy to Thailand. This pattern is characterized
by its focus on specific groups and its campaigns cover many issues
which they can cover several groups of Thai people and thus can be said
to cover Thai public.

The study on many existing literatures both primary and secondary
sources concerning the EU’s public diplomacy towards Thailand leads to
the understanding that the EU’s public diplomacy towards Thailand is

comprised of many campaigns concerning several aspects. These

" (Article ITI-193 (1), Article I-2 and I-3) As numbered in the draft Constitutional Treaty.



campaigns are divided into five categories, namely, business/trade,
education/technology, finance, human rights and culture

However, since the study on the EU’s public diplomacy is still new
in Thailand, and there have been only few academic works and analyses
on it; it is necessary for the author to explain the public diplomacy of the
EU, in general. This will give the clearer picture of the public diplomacy

that the EU has framed.

4.1 Public diplomacy of the EU

The EU is not a state. Rather it is a supranational independent
institution that is comprised of 27 member states. Its major disposition is
to promote peace, democracy, legal compliance, human rights and
equality among its member states.’ This unique nature of the EU lead to
its public diplomacy which is different from that practiced by nations or
states. This difference is that the EU needs to promote its public
diplomacy internally (among its member states) and externally (for non-
member states). As a result, public diplomacy is important to the
international communication of the EU.

As for the internal public diplomacy, the EU is greatly successful
in it. This success is reflected through the European -countries’
recognition to the EU as an international European organization that aims

to retain peace and benefits among its member states. Economic

* These five categories adapted from Serena Kelly’s work. Her slide presentation, namely European Commission
Delegations and EU Public Policy: Political Stakeholders’ Perceptions from the Asia-Pacific, states that the duties
of the EU Delegation to home countries/regions consist of the role as a source of information and as an
interlocutor. And it was also mention in an informal interview Press and Information Attaché of the Delegation of
the EU to Thailand, interview by author, conduct by email and face-to-face interview, Bangkok, 25 April 2012.
See also: European Commission Delegations and EU Public Policy: Political Stakeholders’ Perceptions from the
Asia-Pacific [Online], 2012. Source www .eusaap.org.nz/docs/panel06/Serena.pdf

3 The European Union Official website, Basic information on the European Union [Online], 2012. Source
http://europa.eu/about-eu/basic-information/index_en.htm
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prosperity, the image of EU as a peaceful project after the end of World
War 1II, and also the prospect of belonging to Europe in a large part are
the motivation for countries to continue to join the EU and for the EU to
become a bigger and more important agency.

Before the Union was established, the idea of uniting Europe was
aroused by the destructive world wars during the first half of 20™ century
which created serious damages to Europe. The wars stimulated the
European countries to create the conditions for lasting peace.* Since
1950, the EU has been consistently evolving by accepting new member
states in a continuous and systematic manner. Thus, at present, it has 27
member states in total, from the first six members at the beginning.
Furthermore, there are also many non-member states in Europe eager to
join the EU. There are at least eight countries, namely, Croatia, Turkey,
Bosnia, Serbia, Macedonia, Albania, Montenegro, and also Iceland
willing to join the Union in the next enlargement.’ This is because all
powerful states in Europe such as the UK, France, Germany and Italy are
members of the EU. This makes the organization become stronger and
more effective in helping its member countries get more benefits. The
reason why the EU could obtain a great number of member states was
that it had effective internal public diplomacy which was reflected
through the activities it did for creating benefits to its member countries.
These activities were globally known, so many non-member European

countries want to join it.°

¢ Europa, Europe in 12 lessons [Online], 2011. Source http://europa.eu/abc/12lessons/lesson_1/index_en.htm

> BBC News, EU Enlargement: the next eight [Online], 4 July 2012. Source http://www .bbc.co.uk/news/world-
europe-11283616

% Ibid.
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Even though its internal public diplomacy is greatly success, the
EU’s external public diplomacy is in the starting phase. In response to
this, the EU had established the European External Action Service
Department (EEAS) since the Lisbon Treaty came into force on 1%
December 2009 and EEAS started its operations on 1% December 2010.’
It is responsible for international communication and external public
diplomacy and also cooperation with the EU Commission. According to
its structure, the EEAS has 140 Delegations around the world working on
behalf of the people of Europe and representing the European Union as a
whole.® The establishment of the EEAS is the first step that the EU takes
in order to build positive relationships with many states around the world.
For example, the EEAS mission to Africa was create good relationships
between the EU and African countries by promoting the development of
local people’s life standards, which is one of the most precise activities of
the EU Delegation.

The evolution of public diplomacy has changed from behavioural
goals to cognitive goals, from monologue to dialogue, from coercion to
building relationship, and from government-oriented to people-oriented.’
According to Szondi’s work, table 2 is comparison between traditional
public diplomacy and 21* century public diplomacy which it can
describes the transformation of public diplomacy from historical context

to current context.

"EU observer, Ashton names EU foreign-service priorities at low-key launch even [Online], 2 December 2010.
Source http://euobserver.com/institutional/31413

# The European Union official website, The role of Delegation [Online], 2012. Source

http://www .eeas.europa.eu/delegations/un_geneva/about_us/delegation_role/index_en.htm. And it also mentions
on The European Union official website, The European External Action Service [Online], 2012. Source
http://www .eeas.europa.ecu/background/organisation/index_en.htm

® Gyorgy Szondi, Public Diplomacy and Nation Branding: Conceptual Similarities and Differences (The Heage:
Clingendeal, 2008), Page 10.
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Traditional public

21* century public

diplomacy diplomacy
Condition Conflict, tensions Peace
between states
Goals To achieve political Political and economic
change in target interest promotion to
countries by changing | create receptive
behaviour reputation of the
country abroad
Strategies Persuasion Managing | Building and
publics maintaining
relationships
Engaging with publics
Direction of One-way Two-way
communication communication communication
(Monologue) (Dialogue)
Research Very little, if any PD based on scientific

research where

feedback is also

important
Message context Ideologies Ideas
Interests Values
Information Collaboration

Target audiences

(public)

‘general’ public of the
target nation;
Sender and receivers

of messages

Segmented, well-
defined publics +
domestic publics;

Participants
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Channels Traditional mass Old and new media;
media often personalized

Budget Sponsored by Public and private
government partnership

Table 2. Traditional and 21* century public diplomacy compared
by Szondi'’

In Szondi’s work, he also states that the European Union’s public
diplomacy is an example of the 21* century public diplomacy while many
countries’ public diplomacy still follows the traditional model which
emphasizes on the creation of political changes, the expansion of
ideologies, and one-way communication to foreign government and

(13

public as a whole. For the EU, public diplomacy is “...creating a
supportive foreign environment for a country’s foreign policy by
understanding, informing and influencing an external audience.”'' The
stress point is that the EU public diplomacy emphasizes on ‘building
relationships’ by engaging conversation with a foreign public in order to
create mutual understanding and fundamental influence perceptions.
Furthermore, the citizen, the media, NGOs, think-tanks, researchers,
social and economic partners, private sector agents are the major foreign
audience target groups whose target groups are significance to advance

foreign policy objectives and to shape public opinions.'”> However, the

EU carries out its public diplomacy campaigns in order to retain its close

' Gyorgy Szondi, Public Diplomacy and Nation Branding: Conceptual Similarities and Differences (The Heage:
Clingendeal, 2008), Page 11.

"' Dov Lynch, “Communicating Europe to the World: what public diplomacy for the EU?,” in EPC Working Paper
No. 21, (Brussels: European Policy Center, 2005), Page 14.

12 Aurélie Courtier, The Challenge of Public Diplomacy for the European External Action Service [Online], 23
December 2011. Source www .eipa.eu
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relations with its target nations and to promote the identities of itself and
its member states in the target nations.

However, there have been many empirical evidences that reveal
that the EU’s public diplomacy, in general, focuses primarily on the elite
of the target nations. These elite are the government and authorities,
policy makers, students with the ability to speak English and potential to
study abroad, business people, media, researchers and those with
potential to be opinion leaders of the society in the future. Throughout
this chapter, these characteristics of the EU’s public diplomacy will be

reflected in details.

4.1.1 The European Union’s public diplomacy in Practice

The EU’s public diplomacy practices can be reflected through the
speech that the former Vice-President of the EU Commission Margot
Wallstorm gave at Georgetown University in 2008." In that occasion,
Wallstorm emphasized Cull’s 7 basic principles of public diplomacy.
There are (1) public diplomacy begins with listening; (2) public
diplomacy must be related with policy; (3) public diplomacy is beyond
domestic audiences; (4) effective public diplomacy needs credibility with
view to exchange diplomacy; (5) public diplomacy should concerned an
international news broadcasting and regional opinion-makers; (6) public
diplomacy is not always ‘about you’; and (7) public diplomacy is

everyone’s business.

> Margot Wallstrom, Public Diplomacy and its role in the EU’s external relations (Washington DC: Georgetown
University, 2008), Pages 2-4.
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Furthermore, she also added three more principles which reflect the
EU’s public diplomacy. These three principles are (8) public diplomacy is
effective only when it is publicized; (9) public diplomacy should reflect
the identities, values and dispositions of the practitioner (i.e., the EU);
and (10) public diplomacy should be carried out on the basis of gender
equality. That is the EU’s public diplomacy should be delivered to the
public of the target nations, reflect the needs, wants and self of the EU
and support women. Some of these 10 principles are the bases of the
analyses made in this research.

In addition, McClory, a political science scholar,'* basing his
discussion on Nye’s idea of soft power components, proposed that soft
power consists of 5 key elements, namely, business/innovation, culture,
government, diplomacy and education. In other words, these five aspects
can be used by a nation that wants to influence its target publics.

In this research work, some of these principles are compared with
the practices of the EU Delegation to Thailand. The main approaches to
be used include the emphasis on the public, not specific groups (Cull’s
principle 3 and Wallstorm’s principle 8), the emphasis on the policy
makers (Cull’s principle 5), and the reflection of the practitioner’s values

and dispositions (Wallstorm’s principle 9).
4.2 Delegation of the European Union
According to the EU’s public diplomacy model, the EU applied the

21% century public diplomacy model to its Commission delegation

services. Some scholars consider the public diplomacy conducted by the

'* Jonathan McClory, The New Persuaders II: A 2011 Global Ranking of Soft Power. (London: The Institute of
Government, 2011). Pages 8-11.
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European Commission delegations to be a lot stronger than traditional
diplomacy. Michael Bruter" in his work- Diplomacy Without a State:
The External Delegations of the European Commission states that
diplomacy of the delegation is ‘consumer oriented’, in the sense that the
primary focus of the delegations’ task directed to non-governmental and
public audiences. It is also involved local businesses, local NGOs, and
local media and academia in order to raising awareness of European
policies and initiatives.

However, since the EU carries out its external public diplomacy
campaigns through its delegations to the target countries, it is necessary

to discuss the EU’s delegations and the one to Thailand in this section.

4.2.1 The Role of the European Union Delegations

The delegations of the European Union are central to the EU’s
external public diplomacy. Meanwhile, the EU’s officials working at the
headquarters in Brussels are responsible for the EU’s internal public
diplomacy. Therefore, the EU’s delegations are assigned with the
responsible for external public diplomacy.'® Furthermore, the officials at
the EU’s Brussels-based headquarters are responsible for establishing the
overall policies that all the EU-related organizations have to follow. At
the same time, the EU delegations to specific regions or countries use
these policies as the foundations for establishing action plans that

especially fit particular areas.

' Michael Bruter, “Diplomacy without a state: The External Delegations of the European Commission,” Journal of
European Public Policy 6,2 (1999): 183-185.

1 The European Union Official website, EU Delegations [Online], 2012. Source
http://eeas.europa.cu/delegations/index_en.htm
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The delegations are so important that the EU allocates around two-
thirds and three-quarters of its annual external budget to the delegations’
works.'” Furthermore, based on the plan presented to Brussels’ office and
the priority of each country, the annual communication budget for each
delegation is determined at the beginning of the year. For example, the
greatest sum of annual budget is allocated to the EU’s delegation to the
US whilst the smallest sum will be granted to the delegation to a small
country that is not the EU’s target for its public diplomacy.

With the differences in terms of budgets and staff numbers, it is
difficult to depict the exact activities of the EU’s delegations. However, it
can be said that the Delegations’ works depend on the budgets and
concentration of the EU, as well as the circumstances in each of the target
countries. In addition, the delegations have to identify target audiences
for the EU’s public diplomacy towards each target nation'®, so that they
can choose the most appropriate communication initiatives in order to
disseminate the EU’s public diplomacy to the target public. The target
audiences are not only the government and media but they are also
opinion leaders and also influential figures.' Even though target
audiences of the delegations vary, the delegations have to communicate
with some opinion leaders such as press, NGOs and academics.
Furthermore, the delegations also aim at working with the youth. The
delegations’ communication tactics also vary. Each delegation can use a

wide range of communication means such as newsletters, personal mails,

"7 Mai’a K. Davis Cross, EU Foreign Policy and the Challenge of Public Diplomacy, Page 19.

See also: European Union, “Section x European External Action Service,” in DRAFT General budget of the
European Union for the financial year 2012 Volume 10, (Brussels: European Union, 2011), Page x/3.

'® EuropeAid Cooperation, “Communication and Visibility: 2.2 Key Audiences and Target Group,” in
Communication and Visibility Manual for European Union External Actions (Brussels: European Union, 2010),
Page 7.

" Ibid., Page 7.
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e-mails, websites, events (such as fairs, conferences and competitions),
the co-financing with some media, and the broadcast of its own media.”

Apart from the communication, the delegation has the task to link
the target groups with the EU. This means local people can reflect their
ideas, opinions and suggestions to the EU via the delegations. On the
other hand, local people can learn about the EU (including its policies and
campaigns) from the delegations as well.

The communication tactics of the EU’s delegations can be divided
into two types. The first type is to tell the target audiences what the EU is
doing or aiming to achieve. This tactic is neutral and straightforward. The
other type is to tell target audiences about the EU’s success in doing all
activities. This second tactic sounds like the propaganda because it
prioritizes only the success of the EU’s operations. While the first type of
communication can be seen on the EU’s official websites and documents,
the other are also incorporated in the EU’s websites, journals conducted
by the EU’s staff, as example, or speeches given by representative of the
EU in different occasions.”

The EU’s delegation to a target country especially aims at creating
bilateral cooperation between the EU and that country. This means the
delegation has to collaborate with local actors and activities in tackling
the local issues or problems. However, this is not the only task of the
delegation because it also has to work on global issue such as the global

warming, peace and people’s welfares.

% EuropeAid Cooperation, “Adjusting the communication and visibility plan to the action,” in Communication and
Visibility Manual for European Union External Actions (Brussels: European Union, 2010), Page 17-22.

*! This is an expression from official pamphlets such as The EU Delegation to Thailand, “The Delegation at 30,
EU today 34 (June 2009), Page 6-9. And also EuropeAid Cooperation, “Adjusting the communication and
visibility plan to the action,” in Communication and Visibility Manual for European Union External Actions
(Brussels: European Union, 2010), Page 17-22.
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4.2.2 The Delegation to Thailand

The EU’s delegation to Thailand was established in 1979. During
1979 and 2009, the EU’s delegation was known as the Delegation of the
European Commission. After the Lisbon Treaty came into force in 1
January 2009, the Delegation of the European Commission was changed
into Delegation of the European Union to Thailand. Even though the
name was changed, the responsibilities and roles of the delegation of the
EU to Thailand remained the same as they had been since the
establishment of the delegation’s office in 1979. Originally, the
Delegation of the European Commission covered the EU’s public
diplomacy activities in several countries in Asia such as Bangladesh,
Bhutan, Burma, Cambodia, India, Indonesia, Malaysia, Nepal, Pakistan,
Singapore, Sri Lanka, Thailand, the Philippines and Vietnam (some of the
aforementioned countries are covered later). This delegation office aimed
at creating the collaborations between the EU and the ASEAN in several
aspects such as economic, educational and social works.

After the enactment of Lisbon Treaty in 2009, there were some
changes in certain elements of the structure. For instance, the delegation
extended its focus to Cambodia, Laos and Myanmar in addition to the
aforementioned countries. Even though the delegation has extended its
coverage to three more countries, it still focuses on promoting the
political and economic relations between Thailand and the EU by
maintaining extensive relations with governmental institutions and by
increasing awareness of the EU, informing the public of the development

of the EU and to explain and defend individual EU policies, and also
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participating in the implementation of the EU’s assistance programmes.*
The EU Delegation to Thailand is concerned about several humanitarian
issues in Asia, such as to assist Burmese refugees in Thailand.*

The delegation also promotes the bilateral collaborations between
Thailand and the EU. In 2006, Thailand had faced with military coup,
which led to the EU’s action to consider the new scope of cooperation
with Thailand including political dialogue. After that, the ‘Partnership
and Co-operation Agreement’ (PCA) was negotiated and the delegation is

responsible for this agreement.**

From the information above, it is apparent that the EU’s Delegation
to Thailand has been working on economic and humanitarian issues in
Thailand and many other countries in Asia for more than three decades.
Some of the most precise examples of the EU’s work are the economic
summit between the EU and the ASEAN (ASEM) and the assistances for
the Burmese immigrants around the Thai-Burmese frontier. The
delegation’s works cover many agenda which will be discussed in the

next part.

> The EU Delegation to Thailand official website, The Role of the EU Delegation [Online], 2012. Source
http://eeas.europa.cu/delegations/thailand/about_us/delegation_role/index_en.htm

» The EU Delegation to Thailand, “The Delegation at 30,” EU today 34 (June 2009), Page 6-9.

* The EU Delegation to Thailand official website, Thailand [Online], 2012. Source

http://www .eeas.europa.cu/thailand/index_en.htm
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4.3 Objective of public diplomacy Towards Thailand by the

European Union

In carrying out its public diplomacy campaigns, the EU has the
main objectives and goals that it needs to accomplish. These objectives
are to promote the inter-regional collaborations between the EU and the
ASEAN and between the EU and Thailand. The accomplishment of these
objectives will lead to some other benefits to the EU. In the later parts of

this chapter, these benefits will be discovered.

4.3.1 Goals of the EU’s public diplomacy in Business/Trade

The EU Delegation to Thailand has been informing Thai business
community of the EU business and its cooperation activities with
Thailand in order to increase awareness to the EU as one of the major
power in business sector and to create mutual trust between the EU and
Thailand which it can bring benefits to the EU and Thailand in a long-
run, as well as to make mutual understanding which it can produce a
positive attitude among them. The Business Information Center of the EU
Delegation to Thailand was established to disseminate the messages that
the EU wants to let Thai business community know either facts or
activities.” As part of public diplomacy, the EU uses many newsletters,
booklets, social network, Internet and informative publications as tools to
interact and communicate with its target audiences.*® For instance, the EU

and ASEAN organized a study trip for business segment people to

% Business Information Center, The EU Delegation to Thailand official website, About us [Online], 2010. Source
http://www Dbicthailand.eu/content/about-us
2 Business Information Center, The EU Delegation to Thailand official website, About us [Online], 2010. Source
http://www Dbicthailand.eu/content/about-us
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ASEAN countries which was known as Business focus ASEAN (BFA).
The concept of BFA is attempt to link public diplomacy with business
networking together. The aim of BFA is expansion the vision and the idea
of the great EU and ASEAN model of life in order to inspire, encourage,
and boost young generations aware of the EU and ASEAN in business
issue.”” Although the main purpose of the EU’s public diplomacy in
business issue is not aiming to win hearts and minds of Thai people, it
can inform its messages to the target audiences in order to create better

understanding between Thai business community and the EU.

4.3.2 Goals of the EU’s public diplomacy in Financial Aids

The EU’s public diplomacy campaigns that concern the financial
aids have many objectives depending on the types of the aids.*® For
example, the financial assistance given to Thailand for helping the
Tsunami victims in 2004 has the main objective to promote the EU’s
humanitarian works. At the same time, the EU’s financial assistance
given to Thailand for developing education system and technological
knowledge aims to promote the EU’s excellence in the related fields.

This is beneficial for the EU because public diplomacy is a type of
the implementation of soft power. This soft power will make the Thai
government be considerate to the EU and comply with the EU’s
instructions and requests in order to retain the good relationships between

itself and the EU.

2" FH KREMS, BFA 2010, EU-ASEAN public diplomacy — Business networking (Integrated Report) [Online],
July 2010. Source http://www.scribd.com/doc/98178802/BFA-2010-EU-ASEAN-Public-Diplomacy-Business-
Networking-Integrated-Report

% Actionaid, The EU Budget 2014-2020 [Online], 2012. Source http://www .actionaid.org/eu/what-we-
do/development-finance/eu-budget-2014-2020
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433 Goals of the EU’s public diplomacy in Education and
Technology

This respect of the EU’s public diplomacy towards Thailand is one
of the most precise. This is because there have been many forms of
collaborations between the EU and Thailand in terms of education and
technology. These collaborations include the joint-research project
between Thai universities and European ones® and the EU’s scholarship
programme for Thai students, researchers and/or university employees.*

This policy is beneficial for the EU because many Thai people
perceive that the countries that are member states of the EU have good
educational systems. As a result, many Thai students want to study
abroad in Europe.’' This means a great deal of income that many
universities and academic institutes in Europe can generate. This is
because, part from the scholarships granted by EU, many Thai students
study in Europe on their expenses or on the expenses of Thai government
or other donors.

Not only does this policy benefit the EU but it also benefits
Thailand and its people. This is because it improves the education system
and technological knowledge and competence of Thai people and

academic institutes.>” In addition, it also give Thai students chances to

» Worawit Janchai, Laurent Veillard, and Komsak Meksamoot, The Collaborative Cooperative Education Program
between Thai and EU in the Field of Industrial Information Technology (Chiang Mai: Chiang Mai University,
2011), Pages 1-8.

3 The European Commssion Eramus Mundus Scholarship [Online], 2012. Source
http://ec.europa.eu/education/study-in-europe/doc/thailand_en.pdf

3! 20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.

32 Worawit Janchai, Laurent Veillard, and Komsak Meksamoot, The Collaborative Cooperative Education Program
between Thai and EU in the Field of Industrial Information Technology (Chiang Mai: Chiang Mai University,
2011), Pages 1-8.
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study abroad in order to obtain more knowledge in the studied fields and

experiences from living alone in foreign countries.

4.3.4 Goals of the EU’s public diplomacy in Humanitarian Works

The humanitarian work is a task that the EU is most emphatic on.
As it has always emphasized, the EU carries out its public diplomacy
campaigns that concerns humanitarian issues in order to create the
equality in the global society.” In addition to the aforementioned benefit,
Dr. Mar’a K. Davis, EU diplomatic expertise, stated that the EU is also
able to build positive images for itself as a major normative power with
significant influence in the area of humanitarian aid, [...], human rights,

t.>* For instance, humanitarian relief from the EU can

and developmen
reflected through Thai people’s perception towards the EU as a friendly
organization. In addition, Thai people believe that the EU is sincere to
Thailand. These positive images are important because they make the EU
look trustworthy. As a result, instructions and suggestions from the EU

will be listened to. This means the EU can influence other nations or

organizations by dint of its positive images.

3 The European Commission official website, Humanitarian Aid and Civil Protection [Online], 2012. Source
http://ec.europa.eu/echo/about/index_en.htm

* Mai’a K. Davis Cross, “EU Foreign Policy and the Challenge of Public Diplomacy,” in presented at the
European Consortium of Political Research IR Conference, (Stockhome, 2010), Page 19.
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4.3.5 Goals of the EU’s public diplomacy in Culture

As for the EU’s cultural public diplomacy towards Thailand, it is
seen that its main objective is to let Thai people know the backgrounds of
the EU and its member states, to create a better understanding of the
European Union, as well as to engage with Thai public.”® In addition, it is
also apparent that the cultural events held by the EU or the
representatives of the EU’s member states in Thailand concern
entertainments and arts such as movies and music. This is helpful because
it can attract many Thai people. Many Thai people like entertaining
messages.® Furthermore, they like European movies, especially the
awarded ones which are not shown in mainstream cinemas.”’

This public diplomacy policy of the EU is successful because Thai
people are aware of European cultures. They find that European cultures
are unique and interesting. In addition, they believe that people in
European countries have quality of lives. Furthermore, many Thai people
want to learn more about European countries. These attitudes of Thai
people give the EU good chances to do other public diplomacy

campaigns on them.

In the following sections, the public diplomacy campaigns of the
EU, through its delegations to Thailand, will be discussed. These
campaigns are divided into 5 categories, namely, business/trade, financial

aids, education/technology, human rights and culture. Together with the

% Philip F. de Gouveia and Hester Plumridge, European Infopolitik: Developing EU Public Diplomacy Strategy
(London: Foreign Policy Center, 2005), Page 2. And it was also mention in an informal interview Press and
Information Attaché of the Delegation of the EU to Thailand, interview by author, conduct by email and face-to-
face interview, Bangkok, 25 April 2012.

36 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
3720 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.
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explanation of the activities, the analyses on such activities, which are
based on Cull’s 7 principles, Wallstorm’s 3 principles in addition to

Cull’s, and McClory’s 5 aspects of soft power, will be made.

4.4 The European Union’s public diplomacy campaigns to Thailand

4.4.1 The EU’s public diplomacy in Business and Trade

The EU uses its soft power to win Thai people’s hearts through
business cooperation. This cooperation is done through the Business
Information Center of the EU Delegation to Thailand.*® There are four
services that this center carried out. These four services are providing EU
market access information, building capacity of Thai business, promoting
EU-Thailand cooperation programmes, and raising the profile of the EU.

In terms of public diplomacy, this center is involved because to
increase the visibility of the European Union in Thailand comes to be a
part of its service.

The EU Delegation to Thailand has been encouraging Thai
business people to learn about business cooperation measures by issuing
many newsletters, booklets, and informative publications, as showing its
information on its official website. These make the target audiences
aware of its business and trade-related soft power that the EU uses for

making Thai business people have good attitudes towards it.”

3 Business Information Center, The EU Delegation to Thailand official website, About us [Online], 2010. Source
http://www Dbicthailand.eu/content/about-us
¥ Tbid.
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In doing this, the EU joins the Federation of Thai Industries (FTT),
the Thai Chamber of Commerce (TCC) and the Thai Bankers’
Association (TBA) to form the Thai European Business Association
(TEBA). This association has the objectives to disseminate the news and
information concerning the businesses and trade in Europe to Thai
entrepreneurs and to disseminate the information of Thai businesses and
investment in Thailand to European entrepreneurs. This TEBA is a mean
that the EU can use for carrying out its public diplomacy to promote its
business and trade-related soft power.* In addition, the EU also promoted
European investment in Thailand by establishing the European ASEAN
Business Centre (EABC). This business center has the main commitment
to promote Thai-European business relationships by giving information
concerning the investment in Thailand to European entrepreneurs which
enables Thai government to generate more money.'' In addition, the
center aims to carrying out policy and advocacy work, providing support
to European businesses with trade-related information, organizing key
events to foster opportunities for European businesses in Thailand and
raising public awareness from both Thai business people and the
European.*

Although, the primary purpose of business and trade assistance is
not public diplomacy, business issue, in the sense of practical, certainly
has public diplomacy implementations. On fundamental level, it can
represent direct interaction and communication with foreign public, as
well as it can disseminate some information that the EU wants to promote

in order to increase mutual understanding between Thai business people

“TEBA, The Thai-European Business Association [Online], 2012. Source www .thaieuro.biz/

‘' EABC, The Thai-European Business Centre in Thailand [Online], 2011. Source www .eabc-thailand.eu/

42 The European-ASEAN Business Center in Thailand, 2012 European Business Position Paper (Bangkok, 2012),
Page 3.
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and the EU’s regulations. For example case, the creation of the EABC in
Bangkok has led to promotion the EU’s laws and regulations to other
countries including Thailand and this promotion will bring to a correct
understanding towards the EU’s business and a positive attitude towards
the EU.*

The positive attitude that Thailand has towards the EU is that the
EU is an important market for Thailand because of the great number of its
population and the great purchase power of its population.** The EU’s
member states that are important trade partners for Thailand include
Germany, the UK, the Netherlands, France and Italy. Furthermore,
Thailand is aware that the EU has been developing inter-regional
economic collaborations between the ASEAN and the EU and has good
economic relationships with Thailand.*

Furthermore, in 2011, the Commission of Investment Support of
Thailand approved many European investments in Thailand which was in
the fourth rank after the ASEAN countries, Japan and China. At the same
time, many Thai businesses, especially, restaurants, food and beverage
businesses, paper factories, fashion and jewelry businesses, ironsmiths,
retailers and agricultural businesses did businesses in the EU’s member
states.*

The reason why it can be concluded that the EU’s business-related
soft power is that this soft power aims to make Thai business people have

positive attitudes towards the EU and to increase mutual understanding,

4 The European-ASEAN Business Center in Thailand, Advocacy Objectives and Benefits [Online], 2012. Source
http://www .eabc-thailand.eu/policies-and-activities/advocacy-objectives-benefits-2

# The EU Delegation to Thailand official website, Trade and Investment [Online], 2012. Source
http://eeas.europa.cu/delegations/thailand/thailand_eu_coop/trade_and_investment/index_en.htm

4> Ministry of Foreign Affair of the Kingdom of Thailand, Interrelationship with foreign countries and other
regions [Online], 2012. Source http://www.mfa.go.th/main/th/world/

“ Tbid.
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which are shown through the business and trade collaboration between
the EU and Thailand.*’

From the information discussed above, it is apparent that the EU’s
business cooperation to Thailand can make Thai government become
friendly to it. As a result, Thai government helps the EU promote its
campaigns (Thai-EU FTA). In addition, the EU also promotes itself
through the media such as promotional documents and official websites.
Furthermore, it also establishes some programmes such as EABC and
TEBA which make Thai government and business people more aware of
its business and trade-related soft power. This is not a surprising fact
because Cull also proposed that the public diplomacy must aim at the
opinion leaders who will lead to the acceptance by the entire public.”® In
this case, the opinion leaders are the big business people who benefit

from the EU’s business assistance campaign.

4.4.2 The EU’s public diplomacy in Finance

Apart from tariff preferences, the EU also gives financial aids to
Thailand. Financial aids are the money that the EU gives to a target
country in order to help that country tackle a particular issue that the EU
considers as an important one.” The financial assistance that the EU
gives to Thailand is in the form of the on-demand financial aids whereby
Thailand can request for financial aids from the EU case-by-case. This

means the EU is not obliged to give financial supports to Thailand in the

47 Tbid.

¥ Nicholas J. Cull, “Public Diplomacy: Taxonomies and Histories,” The Annals of the American Academy of
Political and Social Science 616 (2008): 32.

4 Actionaid, The EU Budget 2014-2020 [Online], 2012. Source http://www .actionaid.org/eu/what-we-
do/development-finance/eu-budget-2014-2020
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consistent or continuous manner because it can determine the necessity of
each particular case.

As a matter of fact, the budget of the EU is allocated every seven
years. This plan is called the Multi-Annual Financial Frameworks (MFF).
At the current time, the EU is practicing its 2007-2013 MMF while
planning for the one for 2014-2020.”°

In general, the EU’s fund is allocated to five areas. The first area is
the sustainable development in the EU member states. The allocated
budget for this area is 45% of the entire budget. The second area is the
sustainable development and protection of natural resources in the EU’s
member states. This area gains 42% of the entire budget. The third area
which accounts for 1% of the entire budget is for citizenship, freedom,
security and justice in the EU’s member states. Another 6% of the entire
budget is allocated for its administration. The rest 6% of budget is
allocated for the development of countries that are not the EU’s member
states.’’

During 2002 and 2006, EU had allocated 10 million Euros in order
to foster two activities. The first of which was the technical assistance
and capacity boosting for Thai trade, investment and other related areas.
The other is the development of public health and health services through
the EU’s intervention in Thailand’s health reform. In addition, in 2004,
there was a catastrophic Tsunami event that caused great damages to
Thailand. With the concerns about this tragic event, the EU provided 150

million baht to help the Bank of Agriculture and Agricultural

% Actionaid, The EU Budget 2014-2020 [Online], 2012. Source http://www .actionaid.org/eu/what-we-
do/development-finance/eu-budget-2014-2020
51 Ibid.
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Cooperatives (BAAC) develop the five Tsunami-affected provinces in
Thailand, namely Phuket, Phang-Nga, Kra-Bi, Ranong and Trang.

As for the case-by-case financial assistance, the EU gave financial
assistance in order to help Tsunami victims generate incomes. In addition,
the assistance also went to the Tsunami-affected communities so that they
could improve their economy and conserve local environments. These
assistances were granted to all the needy in the transparent fashion and
without any gender or racist discrimination campaign because the EU
uses its soft power by giving Thai government financial assistance. This
could make Thai government considerate to the EU.

As for a period from 2007 to 2013, the EU has set a funding
project whereby it offers financial helps to its member states and non-
member states of EU (external assistance). The EU’s external assistance
programme is established in order to give financial aids to the countries
that are not the member states of the EU. This financial assistance
programme aims to promote the cooperation among industrialized
countries and to promote democracy and human rights in the world™>.

The EU’s plan for 2007-2013 aims at building EU- Thailand
cooperation in several aspects, such as environment, public health,
graduate education, technology and economy.” Therefore, it can be seen
that the financial assistance that the EU has been consistently giving to
Thailand is an exercise of its soft power on Thai government. McClory
suggested that a practitioner can influence the government of its target

country instead of the entire public.”*

32 Europa Media, EU Funds [Online], 2012. Source http://www.2007-2013.eu/by_scope.php

53 Delegation of the European Union to Thailand, Technological and Financial Cooperation [Online], 2012. Source
http://eeas.europa.cu/delegations/thailand/eu_thailand/tech_financial_cooperation/index_th.htm

> Jonathan McClory, The New Persuaders II: A 2011 Global Ranking of Soft Power. (London: The Institute of
Government, 2011). Pages 9-12.
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From the facts discussed here, it is apparent that the EU attempts
to build its images of transparency and human rights concerns, which are
the images that the EU has always been promoting. This can be said to be
the government-concerned public diplomacy campaign because the EU
uses its soft power by giving Thai government financial assistance. This
could make Thai government considerate to the EU and eventually

comply with the EU.

4.4.3 The EU’s public diplomacy in Education

As for the educational collaboration between the EU and
Thailand, it is reported that the EU has the collaborations with Thailand
in order to improve the linguistic skills and the knowledge on some
technologies of Thai people. These collaborations are made between
academic institutes in the EU’s member countries and those in Thailand
with the supports from the EU and Thai government.

From 2005 to 2006, the EU had allocated 3.2 million Euros to the
collaboration between the EU and Thailand to promote education system
through the Eramus Mundus programme. Eramus Mundus is a
programme that promotes higher education in Europe and third-world
countries. This programme incorporates many activities such as to
establish joint programmes in post-graduate level, to build inter-
institutional cooperative partnerships among European academic
institutes and those in third-world countries, to support individual
students, researchers and university staff who want to study or work in

the aforementioned inter-institutional academics, and to cooperates with
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any organization that works on higher education in order to build positive
images of the educational system in Europe.”

An example of the EU-Thai collaboration in education and
technology is reflected through the collaboration between Chiang Mai
University (Thailand) and L’ Université Lumiere (France) in improving
the teaching in the field industrial information technology which can
improve the educational system of Thailand.*

Apart from the collaboration to improve technology and
education, the Eramus Mundus programme also grants scholarships for
Thai students. Since 2004, there have been more than 300 Thai students
receiving scholarships from the programme. The scholarships can be for
short term (3 months) and long term (3 years) ones, depending on the
studies. Each Thai student who earns a scholarship from this programme
can receive up to 24,000 Euros per annum (for a master student) or
60,000 Euros up to 130,000 Euros per annum (for a student of a three-
year joint doctorate programme).’’

As for the cooperation in the bigger scale or with the ASEAN a
member of which is Thailand, the EU collaborates with it as well. The
ASEAN-EU University Network Programme was operating from 2000 to
2006, with the aim to promote higher education in the region and to boost
the efficiency of the universities in the region. This programme funded 20

partnership projects and held some inter-regional conferences.™

% The European Commission, Eramus Mundus Programme [Online], 2012. Source
http://eacea.ec.europa.eu/eramus_mundus/programme/about_eramus_mundus_en.php

% Worawit Janchai, Laurent Veillard, and Komsak Meksamoot, The Collaborative Cooperative Education Program
between Thai and EU in the Field of Industrial Information Technology (Chiang Mai: Chiang Mai University,
2011), Page 1.

%7 The European Commission, Eramus Mundus Scholarship [Online], 2012. Source
http://ec.europa.eu/education/study-in-europe/doc/thailand_en.pdf

% The European Commssion, Development and Cooperation- EUROPAID [Online], 2012. Source
http://ec.europa.eu/europaid/where/asia/rehional-cooperayion/higher-education/index_en.htm
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An obvious result from this programme was that in 2008, there
were more than two million students in 164 higher education institutes
around Thailand. Furthermore, during 2006 and 2009, Thailand sent
around 6,000 Thai students to study in many EU member states such as
the UK, France, Italy, Germany and the Netherlands.”

At the moment, the EU is collaborating with the ASEAN in
developing the education in ASEAN countries such as Thailand, the
Philippines and Vietnam. This collaboration is called the TECII
programme which concentrates on the development of higher education
system in target countries and the EU-ASEAN collaboration in science
and technology .

As for Thailand, the TECII programme continues promoting
higher education by encouraging the establishment of inter-regional
cooperation among academic institutes, networks and standard agencies
in order to improve the quality of educational system in Thailand.
Furthermore, it also emphasizes on the research and technological
development by establishing the collaborations among research centers
that will develop and improve technological knowledge for several
industries in Thailand.’'

Considering Cull’s principles of public diplomacy which
suggested that the public diplomacy should be concentrate on the opinion
leaders,” one can say that the educational campaign of the EU’s public
diplomacy policy is greatly efficient because when studying in EU

countries or receiving educational assistances from the EU, the

¥ Delegation of the European Union to Thailand, Education, Science and Technology [Online], 2012. Source
http://eeas.europa.cu/delegations/thailand/thailand_eu_coop/education_science_and_technology/index_en.htm
% Ibid.

5! Tbid.

62 Nicholas J. Cull, “Public Diplomacy: Taxonomies and Histories,” The Annals of the American Academy of
Political and Social Science 616 (2008): 32.
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beneficiaries have inevitable chances to learn about the EU’s way of
thinking, life style, culture and so on. This means Thai students who
study in the EU’s member states will wear the EU’s shoes when
considering all the issues. These students will also be the opinion leaders
in the related fields because the majority of them are working for
governmental organizations. Therefore, they will spread the EU’s ways in
their organizations which are responsible for issuing the national policies
in the related fields. This means the EU’s scholarships granted to Thai
students can be a tool that the EU can use for controlling Thailand’s
policies in the future.

In addition, many EU countries have become hubs for certain
branches of knowledge and sciences such as France for fashion.
Therefore, it can be said that the EU’s public diplomacy campaigns
related to education category is efficient campaign. This will bring a great
sum of money to many institutes in Europe. Furthermore, this means not
only Thai students who attain the EU’s scholarships but also Thai
students in common who will think like the EU. Therefore, in the future,
both the opinion leaders (policy makers) and followers will have the ideas

that are agreeable to those of the EU.

444 The EU’s public diplomacy in Human Rights and

Development

The most precise human right works of the EU is its assistance for
foreign refugees around the borders of Thailand. The EU puts efforts and

money in establishing refugee camps and developing the life quality of
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these refugees. In addition, the EU also helped Thailand during the great
flood in 2011.

In the global scale, the European Union is the biggest donor of
humanitarian aid that provides more than 50% of humanitarian aid in the
world.® This reflects the EU’s major disposition to promote human rights
protection in the world.

To do this, the EU established the European Community
Humanitarian Office (ECHO) in 1992. ECHO is a major organization in
the world that works on human rights issues in the world. ECHO’s works
include assistances for refugees, children, people in the countries that
have wars, people suffering from gender discrimination and oppression,
poor people who need health services and those who are in need for water
and sanitation. Therefore, ECHO works on several issues such as
environment conservation, food assistance, disaster response, need
assessment and human rights protection.**

As for Thailand, ECHO has its office in the country. This office
works on the humanitarian issues in Thailand as well as in Asia. The
major actions that ECHO takes for Thailand include the humanitarian
aids for Burmese refugees in Thailand. This humanitarian activity of
ECHO is the most precise one because the organization has been
emphatic on this matter. The ECHO’s humanitarian aids for Burmese
refugees in Thailand include the assistances in terms of food, medicine,

shelters, health and sanitation.®

% The European Commission, Humanitarian Aid and Civil Protection [Online], 2012. Source
http://ec.europa.eu/echo/about/index_en.htm

 Ibid.

% Tbid.
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Apart from the Burmese refugees in Thailand, ECHO also helps
Thailand when the country faces some catastrophic disasters such as the
great flood in 2011. In 2011, ECHO allocated two million Euros for
Thailand. This two million Euros was allocated from the overall ten
million Euros that ECHO allocated for all flood-victim countries, namely,
Cambodia, Laos, Thailand, the Philippines and Vietnam .

The human rights issue has been a main theme of the EU’s public
diplomacy policy because the EU always promotes the rights of the
minority, human equality, democracy and government’s transparency
(especially in election). To sum up, the EU has been emphatic on the
good governance principle. However, in accordance to the interviewed
Thai people, they do not learn much about the EU’s activities from the
news or mass media. Rather, they have heard a great deal about the UN’s
activities. This means Thai press does not pay much attention to this
campaign of the EU because the UN has been playing more precise roles
in giving criticism and suggestion on Thailand governance. In most cases,
the UN’s opinions and suggestions concerning Thai politics would attract

both Thai and international media than those from the EU.

4.4.5 The EU’s public diplomacy in Culture

As for the cultural dissemination, the EU promotes the cultures and
lifestyles of the citizens of its member states through the arrangement of
the annual film festival in which awarded or unique European films are
shown to Thai people for free. This event is held in order that Thai people

will be aware of good European films and that they will learn about

% The European Commission, Humanitarian Aid and Civil Protection [Online], 2012. Source
http://ec.europa.eu/echo/about/index_en.htm
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European cultures through the films and other additional activities
incorporated in the film festival such as some kinds of promotions for the
EU’s member states.

Actually, the EU has been arranging many annual cultural festivals.
The most famous examples are the EU Film Festival which has been held
annually for 20 years®, the EU Eco Film Festival and The ‘la Fete de la
Musique’ event.

Even though the film festivals are always held in Bangkok, the ‘la
Fete de la Musique’ event of the Music Festival, which is annually held
by the French Association (L’Alliance Francgaise), is held in different
places each year. Even though Bangkok is the regular host of this festival,
6 other provinces, namely, Chiangmai, Chiangrai, Prajuabkheereekhan
(Hua Hin District), Surat Thani (Samui Island), Khonkhaen and Phuket,
have hosted this festival. Moreover, the cultural organizations such as the
Goethe Institute, Alliance Francaise and the British Council have worked
for decades to improve and facilitate people-oriented communications
between the EU member states and foreign countries.

From the information discussed in this part, it can be seen that the
EU has been promoting the entertainments of its member states. Such
entertainments are movies and music which are the messages that Thai
people like because they like entertaining messages.®® Furthermore, these
cultural activities can attract many Thai people because they like
European cultures and always want to learn about them.®” Therefore, this
campaign is greatly effective than other issues because ‘cultural activities

are seen by public diplomacy advocates as enormously important avenues

" The EU Delegation to Thailand, “The Delegation at 30,” EU today 34 (June 2009), Page 8.

68 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
% 20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.
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for otherwise diverse citizens to understand each other and integral to the
international cultural understanding, which they state is a key goal of

modern public diplomacy strategy.’™

Apart from the campaigns and activities discussed before, the EU
is planning to extend its public diplomacy campaigns towards Thailand to
cover the environmental, the energy and the global warming issues. It is
now negotiating with Thailand in order to find out what each of them

should do in order to collaborate with each other.

4.5 Pattern of the EU’s public diplomacy towards Thailand

The information obtained in this study reveals that the EU’s public
diplomacy focuses on specific group, for example, its educational
campaigns focus on Thai students, researchers and academic institutions
whilst the EU’s business cooperation with Thailand just benefits Thai
exporters who export their products to the EU’s member countries.
However, since the EU’s public diplomacy campaigns cover many issues,
they can cover several groups of Thai people but it does not cover to the
majority of Thai people.

It is also discovered that the most important groups that the EU’s
public diplomacy campaigns focus on are the government, the policy
makers and business people. The reason why the EU does not concentrate
much on Thai people is that it has just begun its public diplomacy
campaigns, so it just wants to create good relationships with Thai

government and opinion leaders. However, an Attaché of the EU

™ Public Diplomacy Alumni Association, what public diplomacy is and is not [Online], 2012. Source
http://publicdiplomacy .org/pages/index.php?page=about-public-diplomacy#traditional
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Delegation to Thailand stated in the informal interview that “since the EU
is planning to expand its campaigns, many other groups of Thai people
will be covered in the future.””

The above statement can be proven with the EU’s Delegation to
Thailand’s communication strategies which focus more on Thai public.
The delegation communicates more to Thai public through various
innovative channels such as social network. These communication
channels are useful for the EU because they enable the EU’s Delegation
to Thailand to promote the EU’ public diplomacy campaigns.

Furthermore, the EU 1is trying to reach Thai public through
entertainment such as movies and music. Through many institutes such as
L’Alliance Francaise and Goethe Institute, the EU holds many cultural
events in order to make Thai public aware of the good side of European
countries such as interesting lifestyles and good quality of educational
systems. This will enable the EU’s Delegation to Thailand to carry out
the EU’s public diplomacy campaigns towards Thai public more easily in
the future.

Therefore, the EU is encouraging all Civil Society Organisations
(CSOs) in Thailand to suggest their ideas on the development issues that
the EU should undertake. In addition to CSOs, all other stakeholders’
ideas and suggestions are always welcome.”

This means EU is following Cull’s principles of public diplomacy,
which suggests that a policy maker or practitioner should listen to the

public’s voice. Therefore, the EU’s encouragement for all stakeholders to

! Press and Information Attaché of the Delegation of the EU to Thailand, interview by author, conduct by email
and face-to-face interview, Bangkok, 25 April 2012.

72 Delegation of the European Union to Thailand, Education, Science and Technology [Online], 2012. Source
http://eeas.europa.cu/delegations/thailand/press_corner/all_news/news/2012/201202327_01_en.htm
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provide to its suggestions on the development issues will make the EU’s
public diplomacy become really beneficial for both the EU and Thailand.
In principally, The EU’s public diplomacy as follows Wallstorms’
approach emphasizes on prioritizing the entire public of the target nation
but the EU’s public diplomacy in case of Thailand has dissimilarity from
the principle approach. Its pattern is focusing on to increase cooperation
between the EU and specific group especially elite group and the Thai
government rather than to create the EU’s awareness of the majority of
Thai people. However, the EU is also prioritizing on listening to the
opinions of the public and using such opinions as the fundamental data to
determine the actions to be carried out in order to make Thai people have

good attitudes towards it.

4.6 The EU’s public diplomacy and Thai Public

Apart from the EU’s public diplomacy the details of which are
discussed in the former section, the recognition and awareness of Thai
public to the EU’s public diplomacy is also an interesting matter to be
discussed. This is because public diplomacy that is effective should be
really public. This means, according to Cull, it needs to be informed to
the public and should benefit the public. Therefore, in this section, the
awareness of Thai public to the EU’s public diplomacy will be discussed.

As for the images of the EU, Thai people believe that the EU’s
member states have close and strong relations with each other. In
addition, they also believe that the member states of the EU have good
life quality and educational systems. Thai people also know the EU’s

member states because of their histories such as the World War I and the
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World War II. During the period of this study, Thai people are much
aware of the economic crises that take place to some of the EU’s member
states and affect other members of the EU as well as non-EU member
countries. Furthermore, Thai people also know that the EU is rivaling
with the United States of America in order to be the leader in economy
and trading.”

Even though Thai people know many aspects that concern the EU
and its member states, they do not know about the EU’s public diplomacy
campaigns towards Thailand. They do not know that Thailand is one of
the Most Favoured Nations (MFN) of the EU. Thai people do not know
that the EU can give Thailand the on-demand financial aids nor do they
know that the EU gave financial assistance to Thailand during the great
flood in 2011.7

This might be because these campaigns of the EU are not directly
related to the majority of Thai people. Thus, although the EU publicizes
these campaigns, Thai people might not be interested in them because
they are not related to the lives of the majority of Thai people nor do they
benefit Thai people’s lives.”

It is also discovered that Thai people are aware of the roles and
influences for other organizations and countries such as the ASEAN, the
United States of America, China and Japan. These organizations and
countries seem to have closer relations to Thailand. In addition, Thai
people tend to be interested in them more than the EU. For example, in
2015, Thailand, as a member state of the ASEAN, will join the ASEAN

Community. This incident is a talk of the town. Many people, scholars

7320 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.

™ 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
> Tbid.
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and press are discussing this matter. As a result, during this period, the
importance of the ASEAN outshines the roles and activities of other
international organizations.”

Additionally, the trades between Thailand and member states of the
EU are limited to certain products and/or services and generate limited
incomes. On the contrary, the trades between Thailand and its important
partners such as the United States of America, Japan and China cover
various products and/or services with high market values. Thus, Thai
people are aware of the importance of these countries more than the EU.”

Furthermore, it is also discovered that the EU is improving its
public diplomacy campaigns towards Thailand because it is negotiating
with Thai government and related agents in order to determine what other
aspects such as environment and energy should be addressed in its public
diplomacy campaigns and what Thailand can do in order to collaborate
with the EU.

This means, the EU is determining what it really wants from
Thailand. As a result, its current public diplomacy campaigns toward
Thailand aim to creating the positive relations between itself and Thai
government and exporters, which are the elite in the society. As for the
Thai public, the EU just carries out its public diplomacy campaigns
towards them in order to make Thai people know about its institute,
member states and the overall images of the region such as the
effectiveness educational system, the unique way of life and the good life

quality.

76 20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.
7720 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.
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The other cause of Thai people’s unawareness of the EU’s public
diplomacy campaign that Thai journalists seldom interest the EU. Rather,
they concentrate more on the UN, the ASEAN and some influential
countries such as the United States of America, China, Japan and Korea.
As a result, the majority of Thai people are aware of the activities carried
out by these institutes or countries more than those carried out by the
EU.®

Even worse, many of the EU’s member states, such as Greece,
Italy and even the UK, are facing economic problems.” Many media,
both Thai and foreign ones, are reporting these economic crises that occur
to the EU’s member countries. These issues are hot and many people
have to keep their eyes on them because they could affect their lives. For
examples, an exporter needs to know about the crises in order to
determine the export of his products to a member state of the EU whilst a
student who wants to study abroad in a member state of the EU has to
closely follow the tidings in order to make a plan for himself. Since the
news and tidings concerning the economic crises that the EU is facing are
relevant to Thai people’s lives, they are remarkably exposed to such news
and tidings. As a result, they might not believe that the EU could help
Thailand as much as it wants to.*

From all the facts and information discussed above, it is apparent
that there are many other matters related to the EU’s public diplomacy
campaigns that are out of the focus of this research work. This means
there are rooms for further study on this matter. In addition, the future is

unknown to us. Hence, the study on the same matter, even using the same

8 Ibid.

" Graeme Wearden, Eurozone crisis as it happened: ECB warns of slower growth; UK trade deficit widens
[Online], 2012. Source http://www.guardian.co.uk/business/2012/aug/09/eurozone-crisis-ecb-credit-crunch-china
% 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
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research methodology or exactly same variables, is also worthwhile
because there will definitely be changes in the world, in Thailand and in

the EU. Therefore, in the future, the study on this matter is still necessary.
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CHAPTER V
FACTORS HINDER THE EU’S PUBLIC DIPLOMACY
CAMPAIGNS TOWARDS THAILAND

There are many factors that obstruct the EU’s public diplomacy
campaigns towards Thailand. These obstacles make Thai people know
little about the EU’s public diplomacy and perceive unfavourable images
of the EU. The knowledge of these obstacles are derived from the
informal interview with a representative of the EU Delegation to Thailand
who is Press and Information attaché of the EU Delegation to Thailand,
the interviews with Thai attendants of the EU Film Festival in May 2012

and the survey on 400 Thai people who know the EU.

5.1 What were obstacles for the EU’s public diplomacy campaigns to
Thailand?

The first obstacle is the nature of the EU’s public diplomacy
campaigns. An attaché of the EU Delegation to Thailand stated in the
informal interview, “... the EU’s public diplomacy campaigns are neither
consistent nor related to the Thai public. Rather, the EU emphasizes on
specific groups such as business people, authorities and the minorities.”'

It is also necessary to note that the EU’s public diplomacy
campaigns towards Thailand are not directly beneficial to the majority of
Thai people because they emphasize on certain groups of Thai people.
For examples, the EU’s business facilitation for Thailand just benefits

Thai exporters who export their products to the EU’s member countries

! Press and Information Attaché of the Delegation of the EU to Thailand, interview by author, conduct by email
and face-to-face interview, Bangkok, 23 April 2012.



whilst the EU’s educational collaborations with Thailand just benefit
scholars in the related fields. Besides, some public diplomacy campaigns
that the EU has towards Thailand such as the on-demand financial aids
and the assistance during the great flood in 2011 are inconsistent. This
means the EU will help Thailand when Thailand requests for helps and
when it considers that a particular case is appropriate for its intervention
or help. As a result, Thai people do not pay attentions to the EU’s public

diplomacy campaigns.’

Furthermore, he indicated that the second obstacle of the EU’s
public diplomacy is that the EU is not importance in the senses of Thai
people. He stated that “...this is because the EU is neither a state nor
multilateral organization which means that the institution often have been
explained in comparison with the national institutions of a country so the
importance of the EU has been reduced by the state institutions or other
01rganizati0n.”3 Also, Thailand has closers relations with the ASEAN and
some countries such as the United States of America, Japan and China
because these countries have stronger influences towards Thai economy
and society than the influences from the EU*

According to the result from the interview with 20 Thai attendants
of the EU Film Festival in May 2012, these interviewed attendants stated
that Thai people do not think that the EU is important the same as the
ASEAN, the United States of American, Japan and China. Thus, they pay

? Press and Information Attaché of the Delegation of the EU to Thailand, interview by author, face-to-face
interview, Bangkok, 23 April 2012.

3 Press and Information Attaché of the Delegation of the EU to Thailand, interview by author, conduct by email
and face-to-face interview, Bangkok, 23 April 2012.

20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.
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more attentions of the public diplomacy campaigns carried out by these

organizations and countries than those carried out by the EU.’

And lastly but most importantly, he stressed that the obstacle of the
EU’s public diplomacy campaigns is the media and message exposures of
Thai people, as well as Thai media paid little attention to the EU. An
obvious case is the EU’s boycott of some Thai products which caused
anger among Thai business people because Thai press focused on this
incident. However, when the EU gave back the GSP to many products
from Thailand, Thai press did not pay attention to it. Thus, many Thai
people still have negative perception in cooperative with the EU’s
business and some people do not know about the EU’s activities. This
means the EU (and its delegation) in terms of relationship with Thai
media i1s in a low level. As a result, the EU cannot control the news that

Thai media publicized.’

The statement above can be proven with the survey on 400 Thai
people who know the EU. This survey indicated that Thai people expose
themselves to free and global media that they are frequently exposed to.
In addition, they like messages that entertain them, inform them of the
current incidents, enable them to have topics to discuss with other people,
give them some benefits and enable them to build some attitudes and
characteristics that they desire to have.” This obstacle makes Thai people

have negative perceptions to the EU’s economic and financial statuses

%20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.

¢ Press and Information Attaché of the Delegation of the EU to Thailand, interview by author, face-to-face
interview, Bangkok, 23 April 2012.

7400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
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because the news concerning the EU that is broadcast by both Thai and
international press are related to the economic crises that some of the
EU’s members states. Thus, Thai people do not think that the EU is
capable of giving financial supports to Thailand.?

Furthermore, it is also discovered that Thai people do not recognize
the EU’s public diplomacy campaigns. This might be because the EU
emphasizes only on the communication to Thai government and the
related agents, not to the public. Therefore, the EU should have more
communications with the public in Thailand. For example, the EU
communicates its business campaigns with only Thai traders and business
people, so Thai public do not know much about it. However, it has some
documents revealed that the EU is trying to improve its public diplomacy
campaigns by trying to incorporate the issues of environment
conservation, energy saving and global warming. These issues are related
to Thai people and have to be continuously tackled. Thus, if the EU can
include these issues in its public diplomacy campaigns towards Thailand
in the near future, it will be more recognized by Thai people and its
images will be better. The current state of affair is that the EU and
Thailand are negotiating with each other in order to find out what kinds

of contributions that they should make to these campaigns.’

From all the aforementioned knowledge, it can be concluded that
the obstacles discussed here are seen by the EU delegation to Thailand as
the factors that affect the EU’s public diplomacy implementation towards
Thailand. Therefore, the next chapter will make the conclusion of this

study and it will offer the suggestions for the further research.

# 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
? Tbid.
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CHAPTER VI
CONCLUSION AND SUGGESTIONS

In this chapter, the researcher will make the conclusion of this study
which includes the reason why this study is carried out, the theories on
which this study is based, the research methodology and the findings
from the study. Furthermore, the suggestions for practitioners and other

researchers will also be given at the end of this chapter.

6.1 Conclusion

This research project is a study on the EU’s public diplomacy
towards Thailand. The main objectives of this research project are to
learn about the EU’s public diplomacy campaigns towards Thailand, to
learn about the reasons for the EU to carry out such campaigns, and to
learn about Thai people’s recognition to the EU’s public diplomacy
campaigns and the factors that obstruct the campaigns.

This research will benefit both practitioners and students who are
interested in public diplomacy campaigns because the results from this
research project will lead to the understanding of what factors that a
public diplomacy campaign should focus on and how to overcome the
obstacles that might occur to the public diplomacy campaign.

From the information discussed in this paper, it is apparent that the
study of public diplomacy is essentially thematic. The most popular
themes of public diplomacy campaigns include business, education,

financial aids and governance, humanitarian works and culture. These



themes are regarded as the area of the soft power.! These instruments of
soft power are used to create positive attitudes of the public of the target
nations towards the practitioner of the public diplomacy campaign. This
soft power make the public of the practitioner’s target nations have
positive attitudes towards it. In addition, the public diplomacy campaign
will succeed only when the practitioner disseminates its activities to the
target nations’ publics. The information has to be conveyed to the
audience as broad as possible, not only limited groups of audiences.”
Moreover, it is also suggested that the practitioner of the public
diplomacy campaign must use the media that fit the target audiences. The
media that the practitioner should use in order to carry out its public
diplomacy campaigns are free public media such as newspapers,
television broadcasting” and the Internet.*

At the same time, it is important for the practitioner to disseminate
the messages that fit the target audiences’ needs and interests. In this
study, it is discovered that the messages that audiences in general are
interested in are those that are entertaining, beneficial, popular and

relevant to the audiences’ lives.’

In this study, it is also concluded that the public diplomacy
campaign can also aim at specific groups such as press, business people

and the authorities or opinion leaders. This is because these groups can

! Jonathan McClory, The New Persuaders II: A 2011 Global Ranking of Soft Power (London: The Institute of
Government, 2011), Pages 8-10.

* Margot Wallstrom, Public Diplomacy and its role in the EU’s external relations (Washington DC: Georgetown
University, 2008), Pages 2-4.

* 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.

%400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
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influence the public in a long run.® Furthermore, it is also precise that the
EU has focused only on educated people. Even though this group of
people is a major group in big cities, they cannot represent the entire Thai
population or the people with inferior educations in rural areas. This
means the EU’s delegation to Thailand fails to follow what Wallstorm’
has suggested- to make public diplomacy publicized or informed to the
public in all areas, not only in big cities.

A survey on Thai perception of the EU leads to the findings that
the majority of Thai people who know about the EU are the educated
ones. This is because it is shown that the majority of the samples studied
in the survey are those with bachelor’s degrees. In addition, the majority
of Thai people who know about the EU are private company employees,
business owners and students. This concurs with the knowledge on the
EU’s public diplomacy discussed before in the former chapter, which
reveals that the EU’s public diplomacy emphasizes on trade facilitation
and educational collaboration.?

As for the media and message exposure, it is also revealed that
Thai people like the media that they can receive for free, are frequently
exposed to and are international. This means the free television
programmes might be the media that Thai people are most exposed to
because they are free and frequently received by the people. However, the
other media such as magazines and newspapers can also be free because
in some places such as libraries and cafeterias, there are free magazines

and newspapers available for visitors. However, in such cases, the

¢ Press and Information Attaché of the Delegation of the EU to Thailand, interview by author, face-to-face
interview, Bangkok, 23 April 2012.

" Margot Wallstrom, Public Diplomacy and its role in the EU’s external relations (Washington DC: Georgetown
University, 2008), Pages 2-4.

# 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
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frequency of the audiences’ exposure to them might be low because they
will receive such media only when they visit those places. Unlike these
free magazines and newspapers, most Thai people can receive TV media
at home. As for the global media, it is also reported that Thai people like
the global or international media. This trend is reflected through the
increasing number of foreign TV programmes and magazines that Thai
companies buy the licenses and broadcast in Thailand. ° Concerning the
perceptions of the EU’s works, it is discovered that Thai people are not
much aware of the EU’s campaigns for Thailand that are related to
financial supports, business facilitation and educational collaboration.
However, the EU’s human rights works on foreign refugees around Thai
borders are known by Thai people.

From all the points made here, it is apparent that Thai people
perceptions to the EU’s public diplomacy campaigns and images are
greatly related to their exposures to media and messages. This is because
since 2011, the EU has been reported to face economic crises. Since Thai
people tend to be exposed to international media and messages that
concern the contemporary issues, they know about these crises that the
EU has been facing. As a result, they do not think that the EU can be
much helpful to Thailand."

The result from the interview with 20 Thai attendants of the EU
Film Festival in May 2012 discovers that the major reason why Thai
people are not aware of the EU’s public diplomacy campaigns towards

Thailand is that the EU does not emphasize on promoting itself on TV

? Ibid.
1920 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.
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media which are the media that most Thai people are exposed to because
they are free and frequently available. As a result, Thai people do not
know what the EU has been doing for Thailand. Consequently, Thai
people do not believe in the EU’s capabilities of helping Thailand."
However, it is revealed that Thai people are aware of the EU and its
member states in the wider scale such as the good educational systems in
the EU’s member states. However, when it comes to the points
concerning the EU’s public diplomacy campaigns towards Thailand, Thai
people do not know much about them. The most known activity is the
film festival because Thai people like to consume the media that they are
accustomed to and that convey the messages that are entertaining,
enabling the audience to have issues to discuss with other people, and
helping the audiences to actualizing themselves. It is also found that the
genders, ages and educational backgrounds of Thai people do not
significantly affect their exposure to media and messages.'?

Furthermore, it 1s also discovered from the case of the EU that
some public diplomacy campaigns need not be publicized. However, it
must be informed to the target groups or the direct beneficiaries. This is
because these beneficiaries themselves will speak for the practitioner or
will tell other people in the society that they receive helps from the
practitioner. This is definitely more convincing and credible than
propaganda.”

As for the future of the EU’s public diplomacy towards Thailand, it

revealed that the EU is still negotiating with Thai government and other

' 20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.

"2 Tbid.

3 Press and Information Attaché of the Delegation of the EU to Thailand, interview by author, face-to-face
interview, Bangkok, 23 April 2012.
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related organizations in order to find out what to be included in its public
diplomacy campaigns towards Thailand and what results it should receive
from the implementation of its public diplomacy campaigns. In the
future, Thai people might know more about the EU’s activities because
the EU 1is planning to address some environmental and energy issues in

Thailand.

From all the information discussed in this paper, it is apparent that
public diplomacy is a mean that a country or international organization
uses in order to implement its soft power on target nations. From the case
of the EU, it is learnt that public diplomacy campaigns can involve many
aspects. However, it is important to realize that public diplomacy always
requires practitioners to spend or to give out its money. This means a
nation or organization that wants to use public diplomacy to influence its

target must have money or be able to provide helps to its targets.

6.2 Suggestions

In this section, the author will give suggestions on the policies of
the EU’s public diplomacy towards Thailand. These suggestions are
made on the bases of the findings from this research, together with the
theories, principles and facts cited in the literature review.

The first suggestion is that the EU should make itself known. The
survey on Thai perception of the EU' reveals that the respondents
perceive only general information of the EU such as European football

match, central currency (EURO), European art and culture, and so forth

'* 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
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but they do not perceive much in details such as they do not know what
countries are the member states of the EU and they do not know what are
the main purposes of the Union, etc.

The second suggestion is that the EU should promote its public
diplomacy campaigns towards Thailand. This is because the survey on
Thai’s perception'” shows that the respondents know that the EU’s works
concern the wellness, security and stability of its member states. In
addition, the findings from the quantitative study reveal that the studied
samples know little about the EU’s public diplomacy campaigns towards
Thailand.

As a matter of fact, the EU has carried out many concrete public
diplomacy activities concerning economy, education and human rights.
Concerning the economy or business, the EU gives many privileges to
Thailand. It regards Thailand as one of its Most Favoured Nations (MFN)
whereby Thai exporters enjoy omission of some tax barriers. As for the
education, the EU has also collaborated with Thailand in carrying out
some academic projects such as to give Thai people linguistic training.
As for the human rights work, the EU has been assisting the foreign
refugees around Thai borders.'® Thus, it is apparent that the EU has
covered enough elements of soft power that Cull proposed."’

It is also revealed that the EU’s human rights work is most
recognized by Thai public. This is beneficial because the studied samples

believe that they think that the EU has good wills to Thailand. However,

'3 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
' Delegation of the EU to Thailand, Thailand-EU Cooperation Facility Phase II (Tech II) [Online], 12 June 2012.
Source http://eeas.europa.eu/delegations/thailand/thailand_eu_coop/index_en.htm

' Nicholas J. Cull, “Public Diplomacy: Taxonomies and Histories,” The Annals of the

American Academy of Political and Social Science 616 (2008): 32.
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the EU should also promote other activities that concern economy and
education, which will make it become trustworthy for Thai people.

The problems discovered from the survey on Thai’s perception'®
are that the studied samples are still unaware of the EU’s economic and
educational activities. Also, the studied samples do not think that the EU
is able to solve the problems of Thailand or to suggest ways to develop
both Thailand and its member states, nor do they think that the EU is
considerably influential to Thailand. Likewise, the survey' also points
out that the respondents believe that the most influential agency to
Thailand is the ASEAN. At the same time, they also reveal that the
influence from the EU i1s not different from other countries such as the
United States of America, Japan, China and Korea.

To promote all of its activities, the EU should understand what
media it should use and how to communicate to Thai audiences in order
to succeed in informing them of its campaigns.

It is also reported that the attendants of the EU’s Film Festival
learnt about the event from printed media such as the advertising in
magazines and newspapers, and the posters. In addition, the survey on
EU film festival®® reveals that the studied samples easily expose
themselves to the media that are available for free, that they frequently
receive and that are globally popular. Concerning this matter, Sombat
phanich*' had studied on the popularity of certain types of media and
discovered that Thai people are most exposed to television, newspaper

and magazine.

'8 400 Thai people respondents, Questionnaire on attitudes towards the EU, survey by author, Bangkok, June 2012.
" Tbid.

20 Thai people respondents, Questionnaire on the EU Film Festival 2012, survey by author, Bangkok, May —
June 2012.

*! Phornchit Sombatphanich, Advertising Media Selection by Consumers (Bangkok: Thammasat University,
1997), Pages 64-70.
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Therefore, the EU should promote itself by holding a film festival
that anybody can attend for free. In the festival, it can inform attendants
of its organization and activities by holding some exhibitions in the area
that every attendant has to pass by.

In addition, since printed media is reported to be effective, the EU
should use them in order to promote itself and to disseminate the
information that is necessary for creating the environment, beliefs and
values that it needs to create for its targets. The printed media can be
brochures, leaflets or booklets that the target audiences can keep and read
whenever they want to.

In addition to the type of media, the suggestion will also cover the
tone of the messages conveyed through such media. Since Thai people
like to learn about European culture, the EU should rely on this respect.
In addition, it is also reported that Thai people open themselves for the
messages that entertain them, acknowledge them, enable that to have
topics to discuss with other people, and help them building up their
identities. Therefore, it is necessary for the EU to prepare some media
such as printed media and Internet website that contain the information
that suit each of all purposes. For example, it might prepare fact sheets or
Internet webpage that contains information on taxation system and
privileges for Thai exporters. At the same time, it might prepare some
booklets and webpage that contain interesting facts or stories about its
organization and delegates, or its state members for anybody interesting
in European culture.

This is advisable because it is discovered that Thai people know
the EU in the overall picture. They know why the EU is established and

what activities it does in the global scale. Furthermore, Thai people know
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something about Europe such as the history and the overall economic
system. Thus, it is not a difficult task for the EU to create the desired
international environment.

Furthermore, since the EU has been collaborating with the ASEAN
for a long time in the form of ASEM, it should emphasize on this activity
by holding the summit in Thailand. This will be a good chance for the EU
to get itself promoted by Thai press for free because during the summit
period, Thai press will inform the public about the collaboration between
the EU and the ASEAN, including Thailand.

The other point that is also critical is that many Thai people are not
sure whether the financial condition of the EU is good. Worse than that,
some other samples do not think that the financial condition of the EU is
good. This might be because of the news concerning the economic crises
that have been happening to many countries in Europe. Thus, it is
advisable for the EU to show its targets that it can control all the crises
happening to its member states. This will raise the trustworthiness of the

EU.
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APPENDIX A: Opinion Survey

Opinion survey to the EU Film Festival 2012

on May 31% — June 10" 2012

Direction: Please give information by ticking the mark 'x' or writing on the questionnaire provided in
order to evaluate perception of Thai people towards the European Union in terms of public
diplomacy's campaign which is provided by the European Union Delegation. This survey is a part of

Master Degree Thesis in European Studies from Chulalongkorn University.

. v . d 4 a . v o4 e
ATuas : Wsalwvayalasvinadesming x wiadouaauluifinmualn tiely
lunsdmfunsiuzresaulnaifisanvannmglsd lusSunvesfanssusssianme
o’ N . U
spsazvadannmelil  Gadatulasdaunusnain glavludsznalng  uwwuainail
1 1 6 6
usunitszasineniinus ssduamsmdia snnolsldne gwamnssumingay

1. General information of respondents / magaﬁﬂﬂmada@amm‘uaaumu

Sex / LN¢
[ 1 Male /a¢

[ ] Female / %4

Age / 8t

[ ] Under 15 years old / ﬂ:,quj 15 4
[ ] 15-25 years old / 15-25 i

[ ] 26-35 years old / 26-35 1]

[ ] 36-45 years old / 36-45 1

[ ] 45up /45 duwld



Education / M3#N®N
[ ] High School / d58u@inuaaslane

= A =

[ 1 Graduate / Y3ane3 w3a Asum

[ ] Post Graduate / §9n U363

[ 1 Other please identify / 8% T2 ......ooiviiiiiiicccccs

Nationality / ¥y51
[ ] Thai/ lng

[ ] Other please identify / 814 TUSAT2U....ooiovviiiiiiiiccccs

Occupation / 81TWYBI6 T
[ ] Student/ #nl38% Hn&ANEN [ ] Scholar / %n3731113
[ ] Private work / 339&%612 [ ] Press/ 0N1aT%h

[ 1 Other please identify / 8% TTATZ.......oooviiiiiiiccccccs

2. About the European Union Film Festival 2012 and the way of the EU to disseminate its campaign

to the public

v, 4o - .
varmufmAunananweuasnUszmaluanniwglay dazand 2012
uaz3EN1INTZBINIAIVAYIVRIANANE LI AaETINTH

Where do you get information about this event from? please identify

Yo ¥ 4 o oa & ' =
Qﬂﬂ(ﬂiﬂmﬂ%}ﬂmil’JﬂUﬂﬁ]ﬂiiNu‘Y]vL‘ﬁ%? Iﬂimzqamm:mm

[ 1 Missive from the Union / ﬁ]@%&l’mm’nﬁ]’mqi‘sﬂ
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[ ] Informative person / ﬂﬁiLL%G‘ﬁ’l’JI@lﬂ‘LAﬂﬂa

[ ] Internet/ ﬁumaiﬁm (which website? please identify)...............c........
[ ] Radio/ ?mq (which channel? please identify)..............ccooeiiiiinnen.n.
[ ] Advertisement/ éaimwmﬂ (where? please identify).....................

[ ] Other please identify / 849 TUTATEU.....ooviviiiiiiiice,

Why are you interested in this event?

rlugmisaulafianysud

3. About the perception of Thai people to the European Union
mav‘hmuLﬁmﬁumﬁugmaoﬂu‘lﬂmaavxqukﬂ
Which overseas countries or regions, you think, are the most important partners for Thailand?

auaandizinalaniapiinmalafidugiasiniadyaesdszindlng
TwSasenumalesznnalsamainniiae

[ 1 South East Asia / Uszindlunquiaifuaz Tuaaniosla
[ ] EU as a whole including 27 countries / a%mwzﬂiﬂ

[ ] China/Uszinadn [ ] France / UssinanSoea
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[ ] Germany / Ussineigasd [ ] India/ Uszineaduiae
[ 1 Japan / Uszinedyw [ ] Korea/ dvzinainng
[ ] UK/ &ATaiwany [ ] USA/awnigaiuim

[ ] Other please identify / 8% TSATZY.......ooiviiiiiiciccccs

When thinking about the term 'the European Union', what things come to your mind?

tﬂl a = ! ! a =1
Luaﬂ@mwqukﬂ VLNY]T‘I‘LJ’NQMQG]GGQZVLE

How would you rate the state of the relationship between Thailand and The European Union? Would

you say its.........

o o ! o ! '
Qmﬁlxwmiﬂmﬂ’J’]SJﬁ&IW%ﬁ‘i:WNGﬂS:LYWIVLYIil ﬂUﬁ'ﬁﬂq‘WﬂqIﬁfﬂ 'J']Lﬂuﬂﬂ']\ﬂvlﬁ
[ ] Improving / We [ ] Steady /a3l

[ 1 Worsening / LLaa3d [ ] Difficult to say / waenn

How would you rate the significance of the European Union towards Thailand with the following

numbers, on a scale of 1 to 5, where 1 is not significant at all and 5 is very significant
= a o o & a
Qmmmﬂa%mwqhﬂummmmymﬂi:mﬁvlﬂslmnuamwml@
ausnau 1-5 laglwrunoay 1 Aesdyuesfiga uaz 5 da SAyINfiga
1 2 3 4 5
Not significant at all [ 1] [ 1] [ 1] [ 1] [ 1] Very significant
Tusaniae fAuINn
***Thank you for your cooperation***

***mauqmlumwmmﬁaﬂ:***
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APPENDIX B: Questionnaire

Questionnaire (Luugaunia)

Direction: This questionnaire consists of four parts, namely, the Personal Data, the Media and
Message Exposure part, the Knowledge on the EU’s Public diplomacy Campaign part and the
Attitudes towards the EU’s Images part.

The Personal Data part consists of questions concerning your own personal data. Please

choose the answers that most fit your profiles.

To answer the questions in parts 2, 3 and 4, please select the degree of agreement that fits

your true feelings, attitudes, opinions and/or behaviours.

The degree of agreement is classified into five levels as follow:

5 means Extremely Agree;

4 means Agree;

3 means Neutral (neither agree nor disagree);
2 means Disagree; and

1 means Extremely Disagree.

Please answer all the questions in this questionnaire. All the information and data that you
have given will be kept confidential.

The researcher would like to take this chance to express the hearty gratitude for your
efforts and time spent on this questionnaire.
Fauas: wwuseumuatuiiusznauais 4 s laun émﬂuaa“ﬂagaémﬁa suvasnsidasuFouszmadasums
E“;’JWJJadﬂﬁi%uil,ﬁlf;l’)ﬁ‘].luIEl‘Lh?.lﬂ’]itmﬁﬂﬁ’ﬁm:‘ﬂadﬁ%ﬂﬂ‘Wiﬂiﬂ l,m:équ’uaaﬁﬁuﬂﬁéamwé’nmﬂuammqukﬂ

émmaaiayjaémﬁms:ﬂau%mﬂ"ﬂmmﬁlmﬁ'm]agaémﬁmaaﬁm
m;:mLﬁaﬂﬁmauﬁmaﬁumwmﬂm‘%amnﬁqﬂ

fniuaIni 2, 3 uaz 4 NTNLAENITTALANALALAILABTAANAAN 9 TATINUANUIEN TiAuad

LAZWOANTTNYDINIG
. v ALUNGS

FAUANUARAIY § 5 Tzau a9aa LUk
5 nuned LAuABEN9DY;
4 Au1af LAUANE;
3 PYRELE: Wwnans (ludnansualudaaw);
2 Au18f AANW; LA
1 nune i faAoENID

NIONABLAINNYNTE IMULURELNN (BNIUTIUBBITBLEUUUE) TRATUDIN
PayavaImmziiuInsduenudy
uwlamait Hidulamveunizgumuilasazaaudandamulunmineunuusauouaiuil
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Part 1: Personal Data (ﬁagaéauﬁa)
1. Your gender (LWﬂﬂuawim):

2. Your age (21g41841%):

3. Your occupation (enZwaadniu):

__ Male (mw), ___ Female (nds)
_____Not older than 20 years (VL;\iLﬁu 20 1),
__21-30 years (21-30 1),

__31-40 years (31-40 1),

_ 41-50 years (41-50 1),

____ More than 50 years (50 1 4uly)

Governmental Employee/State Official (gﬂ%ﬁﬁg/ﬂﬂwswmms),

State Enterprise Employee (aqn%n%’g%m%ﬁa),

Private Company Employee (gna1su3dnianau),

a < v ' °
NGO Employee (winsuaiansmatansui luaiananls),

Business Owner (1a1va9531a),

Freelance (Fuansdase),

4. Your Education (m3@inmsuasnm):

Daily Labour (4L399%3Ua19193187%),
Student (¥niSaw/sndnm),

Unemployed (lurianu)

Primary School (1Uszau@nmn),
Secondary School/ Junior High School (ﬁﬁmuﬁnmmau@;u),

High School (sissa@nwiaanilais),

Vocational College (snua1diw),

Bachelor’'s Degree (J3nynne3),
Master's Degree (1Sannln),
Doctoral Degree (USgygian),

Post Doctoral Degree (gsnni3gnian)

Part 2: Media and Message Exposure (n1siidaiugauaznisidasuans)

2.1. Media Exposure (mnﬂﬂ%’uﬁla)

Statement (5am'm) 5 4 3 2 1

Ca A A w a \
(muuFefluSonifiuiBuainnu)

1. You expose yourself to the media that are free.

2. You expose yourself to the media that you are

accustomed to. (MuSuFafimuauLag)

(muideasuFafiduaing)

3. You expose yourself to the media that are global.
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2.2. Message Exposure (n3tidasuans)
Statement (5am'm) 5 4 3 2 1

4. You expose yourself to the messages that entertain you.

(muwdaiumsilnanuiwii)

5. You expose yourself to the messages that give you the
information on the matters currently occurring around yourself.

(mwdaiusifilwrayaifisfiuifiinsaudiniu)

6. You expose yourself to the messages that give you
beneficial information for your life.

. e . .
(mudasvasfilwrayafiidudszlosuundiavasmu)

7. You expose yourself to the messages that give you the
information that give you the issues to discuss with others.

(mwdaTusafivhlnmulidszidusuniunau)

8. You expose yourself to the messages that build your
attitudes toward things and incidents surrounding you.

. : o . v P
(“/I']%Lﬂﬂiu@’]i“?ﬂﬁiuﬁi’NLL%'Jﬂ(ﬂYI?[%ﬂ@‘IFNYI']% maaavﬁam@;m‘imma 9

FAUAININ)

Part 3: Knowledge on EU’s Public Diplomacy Campaigns for Thailand
(msSugiznulassmsmunspassismeiannmalsdaniumsiiedsanalne)

Statement ({lamw) 5 4 3 2 1

8. You know that the EU regards Thailand as one of its Most
Favoured Nation (MFN).
(‘Vimmmiwwqu‘[‘sﬂﬁ'ﬂlﬁﬂi:mﬂ%mﬂuﬂi:mﬂﬁﬂ,@?%’umm
m&mwzvﬂraﬂwﬁa)

9. You know that the EU provides to Thailand the

Generalized Scheme of Preferences (GSP).
(mu‘nswmwwqu‘[sﬂ"l,@‘lm’ﬁw‘ﬁﬁLﬂumamﬁqamﬂnﬂumsﬁﬂﬂ

untszindlng)

10. You know that the EU has educational collaborations with
Thailand.

(munnunanmuglsdlafinmemulamAnmsiudsanelng)

11. You know that the EU has been providing on-demand
financial aids to Thailand.
(vimmmiwwqu‘[sﬂ"l,@?lﬁﬂmwﬁmmﬁamamiﬁumuﬁﬂszmﬂ'lm

I9478)

12. You know that the EU held a campaign to help Thailand
during the flood crisis in 2011.

(munmunanmuglsdledalassmslwanumemieundszmelnglu

“ﬁnﬁnqmqmﬁnﬂ w.e. 2553)




13. You know that the EU held a campaign to help the
refugees in Thailand.

(munnunanmuglsdledalassmslnanumemiounyewsnaia

lutlszinelng)

Part 4: The EU’s Images (mwé’nun;maaamqu‘[sﬂ)

Statement (5am'm)

14. You believe that the EU is a friendly organization for

. oA © dqoa
Thailand. (mumama‘v\mwzﬂ‘iﬂLﬂuaaﬂns‘ﬂLﬂuummaﬂizmﬂ"lmm)

15. You believe that the EU will give only directions that will
benefit both Thailand and EU member states.
(‘Yi’]%l,%a’)lﬁﬁﬁﬂﬁwEqu‘iﬂﬁ]:i%ﬁ’]LLutﬁﬂuﬂ’ﬁﬁﬁLﬁuﬂ’liﬂlﬂd 9

. . . !
fidudszlovunadsaindlnouazaadszmeasangnlunguanninglsl)

16. You believe that the EU is an effective organization that
takes parts in solving many problems in Thailand.
(vimr’fj‘aiwwmwzﬂiﬂLﬂuaaéﬂ?ﬁ'ﬁﬂs:%w‘ﬁwalumsrﬂw"lﬂﬁuwmwlu

maunladymians g Afiedwlulszinelng)

17. You believe that the EU is a multi-national organization
that has financial strength.

f i & ' < A Ao <
(“/I’]%L“Hﬂ’)’]ﬁﬁﬂﬂwEqu‘il]Lﬂuadﬂﬂ‘ji:%’l’]dﬂizmﬂmﬂﬂ‘mudﬂ&lﬂ’J’mLL‘IIG

UNIININITLEU)

18. You believe that the EU is one of the most influential

organizations for Thailand.

Cog ¢ ddana : '
(mudenannnelstiduasanmmilinfidninassnsunaadszindlng)

Suggestions (votdnaiibe)

Thank you for your kind participation!
manwszqmasmﬁaﬁmﬂmn;mmanLmnaanmm;m

ke
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APPENDIX C: Results from Statistical Test of all four hundred subjects

Results from the Reliability Test

Table Al.1: Cronbach’s Alphas

Cronbach’s Alpha Meaning
Part 2
Sub-Part 2.1 0.978 Reliable
Sub-Part 2.2 0.941 Reliable
Part 3 0.982 Reliable
Part 4 0.724 Reliable
Entire Questionnaire 0.980 Reliable

Frequencies and Percentages
These data concern the samples’ genders, ages, occupations and educations.

The data are shown in the forms of frequencies and percentages, as in the following
table A1.2.

Table A1.2: Frequencies and Percentages

Group | Frequency | Percentage |
Gender
Male 165 41.20
Female 235 58.80
Total 400 100.00
Age
Not older than 20 years 38 9.50
21-30 years 108 27.00
31-40 years 72 18.00
41-50 years 96 24.00
Older than 50 years 86 21.50
Total 400 100.00
Occupation
Governmental Employee/State Official 55 13.80
State Enterprise Employee 45 11.20
Private Company Employee 115 28.80
NGO Employee 6 1.50
Business Owner 70 17.50
Freelance 34 8.50
Daily Labour 9 2.20
Student 66 16.50
Unemployed 0 0.00
Total 400 100.00
Education
Primary School | 4 | 1.00
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Secondary School/Junior High School 21 5.20
High School 54 13.50
Vocational College 39 9.80
Bachelor’s Degree 234 58.50
Master’s Degree 47 11.80
Doctoral Degree 1 0.20
Post Doctoral Degree 0 0.00

Total 400 100.00
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