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Executive Summary

Providing a thorough review of contemporary research on external perceptions of the EU and
Europe with a focus on the EU’s 10 Strategic Partner countries, the Literature Review (LitRev)
spans twelve years of perception research and offers three core findings: trade and economy are
dominating themes; existing research has a strong methodological focus on media analyses,
descriptive and limited in themes, regions and groups analysed; Europe and the European
Union are used interchangeably. The LitRev provides a thorough analysis of perceptions of the
EU/ Europe as well as an initial review of current EU Public Diplomacy initiativesz. Both parts -
the literature review and the initial review of Public Diplomacy initiatives - will be integrated
and assessed in order to filter for common foci and objectives. Drawing on a sketchy research
body with limited comparability, the LitRev provides a first identification of core themes, trends
and tools for the EU Public Diplomacy baseline.

Scope and methodology

Reviewing the state of the art in research on perceptions of the EU and Europe globally and from
its 10 Strategic Partners (SP)3, the LitRev stretches over a twelve year time frame from 2003
(European Security Strategy) to today, encompassing the financial and economic crisis since
2008, the ratification of the Lisbon Treaty and set up of the EEAS (2009) and the establishment
of the Partnership Instrument (PI) in 2014. The reviewed volume amounts to 95 studies, articles
and monographs covering 20 countries in English and SP national languages. Country Expert
teams* based in the 10 SP countries supported the Berlin/ Taipei-based NFG team in charge of
the LitRev.

The systematic analysis is structured along three sets of pre-defined parameters: A) the EU’s
eight main themes and their sub-themes (policy areas such as economy, science and research,
environment, energy, political and social issues, development and culture)s; B) key research
criteria (modes of impact including visibility, actorness, effectiveness, cognitive resonance and

1 The LitRev will accordingly use Europe and European Union interchangeably throughout the report.

2 This part will be assessed in further detail in the Final Report.

3 The EU has concluded strategic partnerships with Brazil, Canada, China, India, Japan, Mexico, South Africa, South
Korea, Russia and the USA.

4 The study is operationalised by the core team of PPMI, NFG and NCRE, supported by 10 Country Expert teams
consisting of SP national experts on EU studies. For further information, please see Section 2.1 of the Interim
Report.

5 Themes and sub-themes are: Economy (Finance, Investment, Trade, Agriculture, Industry); Science, Research and
Technology (R&D, Innovation, IPR, Research Cooperation, Technology Transfer); Political (Internal: EU institutions
affairs, Human rights; External. Security, Foreign policy, Effective multilateralism, Human rights, Mass migration/
refugees); Energy (Security of supply, Sustainability, Competitiveness); Development (Aid/ Poverty alleviation,
Disaster relief); Environment (Climate change, Biodiversity); Social (Education, Migration, Integration, Refugees);
Cultural (Visual and performing arts, Sports, Music). For more details on the themes and sub-themes please refer to
the Interim Report.
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normative power)¢ and C) explanatory variables (local conditions representing history, culture,
political context, training/ education, translation)’.

Core findings

The LitRev provides four central findings: A) themes: the EU is mainly seen as an economic and
trade power, ranked second is the perception as a political actor; the EU is almost not visible in
the areas of research, culture and social development; B) research: perception research is
characterised by a substantial methodological focus on media analyses, rather descriptive
writings and a limited selection of themes, target groups and regions analysed; C) Economy and
culture are the thematic areas mostly featured in EU PD initiatives, while outreach to academia
and youth could be enhanced further; D) EU/ Europe: EU and Europe are used interchangeably
across analysed studies and countries, driven by limited knowledge on/ awareness of the EU.
Despite a gradual change due to events such as the financial crisis, Foreign Trade Agreement
(FTA) negotiations and the EEAS establishment, the overall trends in perceptions have
remained consistent in and across countries over the twelve years period.

Perceptions of the EU’s economic power and the EU’s political power vary the most from each
other and within each theme: Elites (such as business and policy-makers) and the general public
are the target groups mentioning economy and trade the most, with neutral to negative
connotations. Negative assessments are assigned to allegations of perceived neo-colonialist
behaviour of the EU (South Africa), alleged protectionist tendencies (Canada) of the EU or
distrust in the EU’s economic power after the financial crisis (USA, China). The Strategic Partner
countries ambivalently assess the EU’s political power: East and Southeast Asian countries
rather welcome the EU’s political actorness (Japan, South Korea, the Philippines); American
countries (Mexico, USA, Canada, Brazil) reject the image. In terms of modes of impact, across all
policy areas (themes), studies focus primarily on the EU’s visibility. The EU’s normative power
increasingly gains attention, particularly in security-related fields. Effectiveness and actorness
only come up in reference to specific sub-themes, such as trade and human rights. Concerning

6 Drawing on terminology used in perception research, Visibility measures the extent to which EU/ Europe is
visible and how this visibility is perceived; Actorness measures whether the EU/ Europe is perceived as active and
its actions are perceived as cohesive or non-cohesive. Effectiveness is the extent to which the EU is perceived as
successful /unsuccessful in reaching its intended goals. Cognitive resonance is the extent to which perceptions differ
when the EU is portrayed as acting unto itself vs acting unto the country concerned, or its neighbouring region.
Normative Power is a horizontal dimension and focuses on particular actions of the EU and as what kind of actor it
is perceived. For more details on the modes of impact please refer to part 3.1.1 of the Interim Report.

7 Cultural differences/ similarities can lead to a preference for/ indifference towards/ rejection of EU policies;
specific cultures might be more open towards ‘learning from the outside’ than others; Translation refers to
differences/ similarities in language/ connotation and translation that can lead to smooth or malfunctioning
comprehension/ communication. History can have an impact on what is perceived as well as how. Training/
education can shape perceptions based on experiences. The political context is important to understand the
environment in which the EU policies are being implemented/ adopted/ rejected. For more details on local context
please refer to section 3.1.4 of the Interim Report.



local conditions in third countries that influence EU’s image abroad, the studies primarily refer
to history and culture as prime local factors explaining specific perceptions. Other local
conditions, such as education (Erasmus and other programmes) and training, are hardly
mentioned by interviewees and studies in the existing research settings.

The key negative factor influencing the external perception of the EU is perceived to be a lack of
information on the EU and, vice versa, a perceived lack of understanding of national
particularities/ local contexts of the partner countries on the EU side. The EU is also viewed as
lacking actorness and effectiveness when it comes to non-economic contexts. The EU’s ability
for effective communication is viewed as constrained by complex external and internal
communication structures and limited resources, leading to mixed or even contradictory
messages.

Assessment of the state of EU perceptions research

The currently existing research body on external perceptions of the EU is characterised by a lion
share of media analyses while including a plethora of methodological approaches from social
science, anthropology, and cultural science, . Further features are a patchy geographical reach, a
limited number of analysed target groups, themes (policy areas) and local conditions. Beyond
economy and trade, themes like culture, science, research and technology are heavily under-
researched. Energy and environment related studies have only emerged recently, along the
generally growing interest in these themes. In terms of impact modes, besides the emphasis put
on studying the EU’s visibility in media and general public’s perceptions of the EU, impact
factors such as cognitive resonance, i.e. does a certain initiative/ policy of the EU resonate with
specific topics/ circumstances in the target country, are rarely studied. Research on the extent
of the EU’s normative power, especially in security-related fields, is on the rise, while
effectiveness and actorness are only considered in the context of the EU’s economic power
respectively development aid and human rights policies.

Local conditions identified as triggering differing perceptions of the EU and Europe provide only
partial explanations: history and cultural differences top the ranking, while other factors such as
translational issue or education are almost nowhere considereds. The impact of political
contexts - democracy/ non-democratic systems - is only stressed with regard to particular EU
policies, such as the promotion of rule of law.

8 Translational issues particularly come into play in countries with less international influence in daily life
respectively less wide use of English even among elites. This it e.g. the case in many Asian SP countries. Moreover,
in its research on the role of perception in EU-China and EU-India security policy, the NFG could identify that
education such as Erasmus programmes etc. played a key role in the likeliness of norm diffusion from the EU to
China and India and for the likeliness of cooperation.



Key target groups in the focus of the studies are mostly limited to business elites, policy-makers,
media and the general public. Youth and academia® are rarely explicitly studied, despite their
eventual role in current and future policy decisions in the SP countries.

Limited by mixed methodological approaches, a confined number of target groups and the
dominance of economy as analysed policy area, the comparability of studies is further bound by
an uneven geographical spread with most studies focusing on Asian countries, while other
regions such as Africa, the Americas or the group of BRICS countries lack sufficient coverage.
Lacking clear definitions of the terms, EU and Europe are used interchangeably.

Outlook

Summarising existing literature, the EU is perceived as a powerful player in a multipolar world
only in economic and trade relations.

The initial review of current EU PD initiatives and respective literature show that particularly
two aspects are essential for future EU PD: a.) a deeper understanding of the local conditions in
third countries in which EU policies are communicated and b.) the use of tailor-made Public
Diplomacy instruments and initiatives to communicate the EU image and specific EU policies in
target countries. Corresponding to these findings, a Best Practise Report'¢, part of the Final
Report, will present current experiences with existing initiative to contribute to a
comprehensive basis for the subsequent policy recommendations.

Drawing on a sketchy research body with limited comparability, the LitRev provides a first
identification of core themes, trends and tools as well as an overview over current PD initiatives.
These will be further refined in the subsequent analysis of media, social media, a public opinion
survey, individual interviews and a Best Practises Report for the required development of an EU
Public Diplomacy baseline and applicable policy recommendations.

9 Representatives of think tanks and academia are regularly included in semi-structured interviews of qualitative
interviews, yet not explicitly analysed as a target group as comparable to business elites.

10 The Best Practices Report gives an overview of existing PD strategies by EU and other major international actors.

It summarises existing efforts and lessons learned on the general level as well as an overview of Best Practices from
the EU Delegation sin the 10 Strategic Partner countries, concluding with an outlook on identified gaps.



1 Analysing the State of the Art of Perceptions Studies

The LitRev’s first part analyses the state of the art of research on external perceptions of the EU
and Europe, in order to identify a first take on themes, trends and tools for an EU Public
Diplomacy baseline. The main objective is to systematically map, analyse and synthetise along
pre-defined parameters the findings of existing work on the perception of the EU and Europe
and its policies from the external perspective of its partner countries. In its second part, the
LitRev furthermore offers an initial review of current Public Diplomacy initiatives and thus aims
at analysing the EU’s and Europe’s soft power capacities and capabilities needed for an effective
integrated Public Diplomacy strategy!t. Both parts are integrated and analysed in a next step to
create a baseline for up-to-date policy recommendations in the Final Report. The terms
‘European Union’ and ‘Europe’ have been used interchangeably throughout most of the studies;
the LitRev attempts to use the terms in a differentiated manner where possible.

The first part of the LitRev including the aggregated analysis and the individual country
summaries refers to existing literature on perceptions towards the EU and EU policies. Studies
and polls such as the World Value Survey (WVS), the German Marshall Fund’s studies on
‘Transatlantic Trends’, Eurobarometer or Latinobarémetro are taken into account where
relevant to the LitRev.

The second part aims at giving an initial overview of existing PD initiatives in the EU’s 10
Strategic Partner countries. This portrayal will be further elaborated in the ‘Best Practises
Report’:z as an integral part of the Final Report.

1.1 Introduction

The analysis of perceptions of third countries is defined in the literature as a means to reflect
upon the effectiveness of the EU’s communicational skills with regard to specific themes and
policy areas (Lucarelli and Fioramonti 2009). This is an opportunity to evaluate and adjust the
EU’s foreign policy objectives and communication strategies according to local circumstances.
External perceptions are seen as a key to determine if third countries consider the EU an
attractive partner for cooperation on the regional and global scale (Bersick 2012). In this regard,
Public Diplomacy is viewed as part of the execution of soft power to enhance the EU’s and
Europe’s visibility, actorness and effectiveness and can be a major tool for changing perceptions.

11 For the purpose of this assignment Public Diplomacy is defined as a set of tools and actions whereby an entity
(e.g. country or another organisation) seeks to build trust, increase the understanding of its culture and policies and
ultimately positively influence its perception by engaging with third countries’ publics beyond the diplomatic and
government-to-government avenues (Inception Report 2015: 11)

12 see fn 50.



Since the early 2000s, the body of literature on the outsiders’ perceptions on the EU, Europe and
specific EU policy areas is flourishing. It interprets perceptions from a variety of academic
angles, disciplines - ranging from social sciences, international relations, communication
studies, philosophy to anthropology - and methodological approaches. Categories of analysis
range from regions to individual nations, addressing specific themes and policy areas of foreign
policy as well as specific target groups.

The present study encompasses 95 studies, articles and monographs, comprising 20 countries:
the 10 Strategic Partners of the EU - Brazil, Canada, China, India, Japan, Mexico, South Africa,
South Korea, Russia and the USA - plus Australia, New Zealand, Vietnam, Thailand, Singapore,
Malaysia, Philippines, Kenya, Ukraine and Senegal.

The time frame of literature spans over twelve years and includes major turning points of the
EU foreign policy and their potential impact on external perceptions: starting in 2003, when the
European Security Strategy (EES) was ratified, the period contains the financial and economic
crisis starting in 2008, the implementation of the Lisbon Treaty in 2009 and the establishment
of the European External Action Service (EEAS), and the announcement of the Partnership
Instrument (PI) in 2014.

Comparability across existing research data sets and results remains limited due to the use of
different methodologies and foci of analysis. For a common framework of analysis, the review
follows a pre-defined sets of parameters, with the chosen terms drawn from the main EU policy
fields and existing research: A) eight ‘main themes’ with sub-themes (economy, science and
research, environment, energy, political and social issues, development and culture)?3; B) ‘key
research criteria’ concerning modes of impact (visibility, actorness, effectiveness, cognitive
resonance and normative power)!+ and C) ‘explanatory variables’ referring to local conditions
(history, culture, political context, training/ education, translation)s.

13 Themes and sub-themes are: Economy (Finance, Investment, Trade, Agriculture, and Industry); Science, Research
and Technology (R&D, Innovation, IPR, Research Cooperation, Technology Transfer); Political (Internal: EU
institutions affairs, Human rights; External. Security, Foreign policy, Effective multilateralism, Human rights, Mass
migration/ refugees); Energy (Security of supply, Sustainability, Competitiveness); Development (Aid/ Poverty
alleviation, Disaster relief); Environment (Climate change, Biodiversity); Social (Education, Migration, Integration,
Refugees); Cultural (Visual and performing arts, Sports, Music). For more details on the themes and sub-themes
please refer to the Interim Report.

14 Visibility measures the extent to which EU/ Europe is visible and how this visibility is perceived; Actorness
measures whether the EU/ Europe is perceived as active and its actions are perceived as cohesive or non-cohesive.
Effectiveness is the extent to which the EU is perceived as successful/ unsuccessful in reaching its intended goals.
Cognitive resonance is the extent to which perceptions differ when the EU is portrayed as acting unto itself vs
acting unto the country concerned, or its neighbouring region. Normative Power is a horizontal dimension and
focuses on particular actions of the EU and as what kind of actor it is perceived. For more details on the modes of
impact please refer to part 3.1.1 of the Interim Report.

15 Cultural differences/ similarities can lead to a preference for/ indifference towards/ rejection of EU policies;
specific cultures might be more open towards ‘learning from the outside’ than others; Translation refers to

9



The cross-country, cross-topic analysis is complemented by an overview of current EU Public
Diplomacy initiatives as well as country-focused literature reviews produced by 10 teams of
Country Experts (CE)t, following a common template guaranteeing comparability across
countries and literature. The CEs contribute to a better understanding of the perception of
topics, policies and target groups most relevant in individual countries and across regions,
ensure the inclusion of literature in national languages apart from English and point to under-
researched areas.

The LitRev consists of three main parts: (1) an overview of the state of the art of research on
external perceptions of the EU, Europe and individual EU policies; (2) an initial review of EU
Public Diplomacy programmes and initiatives across countries, the summary of main themes
and target groups and the identification of obstacles and gaps; (3) country-focused summaries
of the perceptions of the EU and Europe in the eyes of its Strategic Partners. The report
concludes with a summary of main gaps and obstacles identified in research and practice.

1.2 Economy

The EU is predominantly viewed as an economic and trade power with primarily neutral and
partly negative connotations due to allegations of perceived neo-colonialist behaviour and
economic protectionism.

In the analysed studies - with the research body being dominated by media analyses, partly
combined with elite interviews -, mass media (print and television) predominantly frames the
EU as an economic actor in all geographical regions examined. The degree of dominance of this
framing varies within regions: in East Asia for example, the image of the EU as an economic
power is by far the most visible in South Korea, while in Japan and China media also focus on
other roles like the political actorness of the EU (Bacon and Kato 2013; Gulyaeva 2013; Lai and
Zhang 2013; Yoon 2013; Chaban et al. 2009). The European sovereign debt crisis has further
increased the share of economically focused news of the EU. The crisis has also changed the tone
of news media in some countries, e.g. China and South Korea (Yoon 2013): evaluations turned
considerably more negative compared to previous data sets (Lai and Zhang 2013). In this
context, the European Central Bank (ECB) became the most visible institution even before the

differences/ similarities in language/ connotation and translation that can lead to smooth or malfunctioning
comprehension/ communication. History can have an impact on what is perceived as well as how. Training/
education can shape perceptions based on experiences. The political context is important to understand the
environment in which the EU policies are being implemented/ adopted/ rejected. For more details on local context
please refer to part 3.1.4 of the Interim Report.

16 The study is operationalised by the core team of PPMI, NFG and NCRE, supported by 10 Country Expert teams
consisting of national experts on EU studies and located permanently in the 10 Strategic Partner countries of the
EU.
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European Commission (EC) (Hwee and Yeong 2013; Lai and Zhang 2013; Yoon 2013). In Japan,
media portrays economically framed news generally rather negative (Bacon and Kato 2013).

Public opinion polls, particularly conducted in Asian countries, show that the general public
attributes primarily economic images, such as ‘trade power’, ‘economic powerhouse’,
‘currency’/ ‘Euro’, ‘economic integration’ to the EU (Chaban et al. 2013; Gulyaeva 2013; Hwee
and Yeong 2013; Lai and Zhang 2013; Polonska-Kimunguyi and Kimunguyi 2013; Lucarelli
2013; Wong 2012; Zhang 2010; Lucarelli and Fioramonti 2009; Chaban et al. 2009; Holland et
al. 2007; Lucarelli 2007; Chaban et al. 2006). During and after the sovereign debt crisis, the EU’s
state of economy, concrete ECB policy-making and the actions of individual Member States
(particularly Germany), became more visible among the general public (Yoon 2013; Chaban et
al. 2009). Pew opinion polls in the USA showed that 78 per cent of the participants found the
European economic crisis to be a major or minor threat to the US (PEW 2013). In South Korea,
the crisis has not changed the general public’s evaluation of the EU’s economic role - it has only
increased its visibility. In general, among the general public in Asian as well as American
countries?’, the EU receives less than or similar attention as the ‘Big Three’ Member States,
Germany, France and the United Kingdom (UK). Chinese general public is an exception in that
matter, perceiving the EU as a unified actor (Wong 2012; Zhang 2011).

The predominant perception of elites (political, academic, business and from or civil society) of
the EU as an economic power (Elgstrom 2006; Jain 2007a; Lucarelli 2013; Zhang 2011) has only
marginally changed during the economic crisis (Gulyaeva 2013; Lai and Zhang 2013; Chaban et
al. 2013) and on average across all studies. An exception from this trend is India, where the EU
is perceived as a ‘very good economic power’ by Indian business elites, yet, under the
impression of the crisis, saw a change in perception towards viewing the EU as suffering losses
on its economic strength. Indian media and policy-makers agree on this and regard the EU with
a loss of its agenda-setting capabilities as an economic power (Jain and Pandey 2013). Chinese
elites on the other hand are still enthusiastic about the EU’s role in the international economy
despite the financial crisis (Lai and Zhang 2013; Dong 2010).

In general, media presents the most negative perception of the EU’s economic power compared
to elites and the general public (Lai and Zhang 2013; Saraiva 2012; Jain and Pandey 2010). The
assessment of the EU’s economic power differs according to target group and sub-theme:
criticism particularly derives from allegations of protectionism, subsidies and exclusion.
Especially elites in countries like India, Canada, Australia and Brazil, which heavily rely on
agriculture, express this view (Lucarelli 2013; Jain and Pandey 2012a; Elgstrom 2007;
Fioramonti 2007). In Brazil, a study on elites’ perceptions of the EU from 2008 drew a
contrasting picture demonstrating an overall positive assessment of the EU as an economic
actor supposedly causing positive effects on the national economy (Fioramonti and Poletti
2008). In Japan, a minority of elites has a rather negative image of the EU and sees a stagnation

17 American countries include Canada, United States, Mexico and Brazil.
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of the EU-Japan relations due to lengthy Free Trade Agreement (FTA) negotiations. In contrast,
most of the media coverage of the EU as an economic power presents a neutral view (Bacon
2013). South Korean students attribute a positive role to the EU for the development of the
global economy which will contribute to world peace (Zang 2013). The general public in Korea
on the other hand, assesses the EU as a one-dimensional economic powerhouse (Yoon 2013),
while Korean media even portray the EU as an insensitive, self-interested ‘trading giant’ (Yoon
et al. 2010). Korean elites, however, have a high regard for the EU as an economic actor, while
Vietnamese elites accuse it of protectionist tendencies (Wong 2012).

1.2.1 Trade and finance

Trade and finance is the ‘economy’ sub-theme that is most mentioned, with national elites
considering it the most important issue. The EU’s image as a ‘trade power’ has been damaged in
the course of the sovereign debt crisis, but is still dominant.

Depending on the region, media analyses have found trade respectively finance to be portrayed
most often in media: while South Korean media predominantly report on EU trade-related
issues, Japanese media more often frame finance-related images (Chaban et al. 2009). Media
tends to be critical in its reports on the EU’s trade power: Brazilian as well as Australian media
criticise the EU’s protectionist tendencies (Saraiva 2012; Lucarelli 2007). After the economic
crisis trade issues remained at the core of EU news reporting with a new focus on the
consequences of the sovereign debt crisis.

The general public in the United States (Sperling 2009), Brazil (Saraiva 2012) and Australia
(Polonska-Kimunguyi and Kimunguyi 2013) widely perceive the EU’s dominant role in
international trade, and further regard the actorness of individual EU Member States as equally
important.. Chinese perceptions towards the EU - a particularly well researched area, partly a
consequence of substantive EU funding for China-related studies - cover general trade topics as
well as trade disputes between China and the EU (i.e. anti-dumping in different industrial
sectors) (Lucarelli 2013; Lai and Zhang 2013). General public in Australia and New Zealand are
mostly concerned about trade relations and their impacts on the national economy (Holland
2015).

In the eyes of Indian, Chinese, Japanese, South Korean, South African and Brazilian elites, the EU
is foremost described as a trade and financial partner and major market in the world, offering
opportunities for economic development and growth (Braghiroli and Salini 2014; Jain 2014a;
Bacon and Kato 2013; Lucarelli 2013; Lucarelli 2007). The perceptions yet slightly differ from
country to country: in the light of the FTA with South Korea, Korean e