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Premise

Part of the essence of The
ASEAN Magazine is all about
communicating what ASEAN is
doing and how it impacts the
lives of over 600 million people.
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The Editorial Team

Project staff
ASCC Analysis division
Backgrounds in the academe 
and media
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The 
Project
THE ASEAN 
MAGAZINE



THE project was to produce the OFFICIAL ASEAN SOCIO-CULTURAL (ASCC)
MAGAZINE that encapsulates the vision of the ASEAN through the ASEAN
Secretariat. There were limitations that we initially thought as a team
considering that the Publisher, in a way, are the 10 governments of ASEAN.

Coming from an intensive international journalist background, I wanted to
assess what those restrictions were in terms of conveying the narrative in its
simplest and truest form. We have a team of people who come from either an
academic background or from media and journalism.

That was both the challenge and the background of what I would enter into.
The team, technical staff, and our DSG eventually proved to be sincere in
delivering that message



The Challenge

How do we explain policy briefs, 
declarations, statements, 
agreements in simple, clear  
language?

How do we make ASEAN as 
institution more accessible and 
relatable to the people? 
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Content

Thematic Section
Inside View 

General Features
Shifting Currents

Snapshots
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The initial strategy

Create a magazine that was 
attractive and more visual

Set writing guidelines 
Keep the language simple and 
articles short

Minimize use of jargon, technical 
terms and ACRONYMS
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Everything is a story

What we learned in the course of developing the 
magazine was that the more we highlight the 
people through their stories, the more the institution 
becomes visible as representative of the people.

Everything is a story: whether individual, corporate, 
or governmental. The work that you do – NGOs –
becomes part of people’s stories.

Policies are shaped by people’s stories. What’s 
happening on the ground are stories. Governments 
respond to these stories by crafting policies relevant 
to their stories. And that, eventually, becomes 
history.
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Weaving in stories 11



How do we 
conceptualize each 
issue?

Sample:
COVID-19 Vaccines For All 
Dec 2020-Jan 2021 edition
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INTERVIEWS

Often, government officials and 
experts will want to throw in all 
the information in an interview 
to demonstrate their responses, 
but the key is to ask the right 
questions in order to arrive at a 
concise message that can assure 
and inform the public.

13



INTERVIEWS
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As we’ve established that everything is a story,
we need to ensure that such story requires more
voices that add impact to the collective
information that will be presented.

It is on this realm that we include participation of
ASEAN’s partners, international organizations,
experts and officials. Here, we featured an
interview with EU Ambassador Igor Driesmans on
the EU’s support for ASEAN’s drive to access safe
and effective vaccines. In this issue, we also
featured theWHO and Gavi, the Vaccine Alliance.



Start the 
Conversation

In Issue 3, we introduced a new 
section called  ”Conversations”, 
where we featured profiles and 
stories from people across the 
region with advocacies and 
projects that were related to the 
theme.
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Conversations

How do I find people 
to share their stories?

1. Keep your eyes and ears open
2. Read the news
3. Mine social media
4. Check your network
5. Ask a friend
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Conversations

In our Conversations pieces, we let the 
person talk about their experiences, 
advocacies, and projects.

How do we make the connection to 
issues? We ask these questions:

“What can ASEAN do for you?”

What do you hope ASEAN can do to 
help you?”
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Conversations on Living Well
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Bridging the Gap

Our goals:

Raise awareness of an issue

Giving a human face to the problem

Creating a space where views from 
the institution ASEAN, and its people 
are shared.
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The Magazine’s 
Reach
The magazine continues to attract followers through 
its various social media platforms. Since its inception, 
The magazine’s presence in social media is also 
growing substantially every month, attracting 
people from the ASEAN region and beyond. For 
instance, the number of people viewing The ASEAN 
magazine’s profile in Twitter since May 2020 has 
increased by 76 per cent in May 2021 and further grew 
by 95 per cent in June 2021. Similarly, The ASEAN 
magazine’s Facebook reach has also grown by 70.9 
per cent and earned 72 new page likes in June-July 
2021. The ASEAN magazine is also promoted on 
ASEAN Secretariat’s social media platforms, which 
has more than one million followers combined 
across all social media platforms.
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Summary
Continuity of the Project has been ensured 
through funding from the ASEAN-India 
Fund.

What this means is that the feedback 
received from the journey of the Project 
has been welcomed: to continue pushing 
the boundaries, to highlight sometimes 
neglected areas, and to remain focused in 
the telling the STORY of the ASEAN 
people.

21



Thank you Kathy Quiano-Castro

Editor in Chief
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