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Abstract

Abstract

Candidate’s propaganda strategies and audience’s participation way have
been changed in new media era. In new media platforms, the candidates get rid
of the reporters, editors, and system’s limitation of traditional media, so that
they can directly contact with netizens and speak for themselves. In addition,
through online activities, organizing and raising campaign funds can be achieve.
On the other hand, audiences through new media, especially the use of social
media, they are not just the recipient, also to be a content producer, supervisor,
and propellant join the campaign. Around the world, people generally began to
understand the utility of new media using in election campaign were after 2008,
the U.S. presidential election. In Taiwan, the use of and research about the
network media in the campaign began in the 1994 Taipei mayoral election
(Bozhong Zhuang, 2007), also be affected by Obama 2008 and began in 2009,
the election campaign in the network gradually upgrade, after Taipei’s mayoral
election in 2014, Ko Wen-je’s efficient use of new media have taken more and
more people pay their attentions to the candidate's new media strategies in
election campaign. After 2016 Taiwan election, analysts again pointed out that
one of the reasons that Tsai Ing-Wen be elected is that her new media
strategies excel in her opponents, and then occupied the network propaganda
position. If so? This article chooses Tsai Ing-wen and Eric Chu’s Facebook as
analysis object, through content analysis and a series of empirical data to
present their campaign strategies of Facebook in this election, and comparing
the similarities and differences between them. Analyzing netizens' attention to
find out exactly what kind of propaganda way and propaganda contents can
attract the attention of netizens and cause of their interaction. From the
perspective of "candidate - medium - voters" to analyze new media, especially
the intervention of social media gave what changes to that traditional mode.
And discuss what the relationship between the candidate’s propaganda and

netizen’s interaction in Facebook. The study found that Tsai Ing-wen’s
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Abstract

Facebook propaganda is indeed better than Eric Chu’s in 2016 Taiwan election,
but the function of social media as a interactive platform, in fact, more than the
function as a propaganda tool. Netizens’ original political attitude and position

to be strengthen in their interaction.

Key Words: 2016 Taiwan Election; Facebook ; Propaganda Strategy
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