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Abstract

This study challenges a common academic notion that, in Taiwan’s presidential
elections, national identity is an issue independent of other campaign discourses.
Previous studies have only recognised and checked how often candidates present
visible appeals to national identity in Taiwan’s election campaign advertising.
However, I argue that to avoid alienating independent voters, candidates might not
always explicitly reveal their national identities in campaign communications. Rather,
they often show their stance implicitly or even dramatically through symbols such as
public policy statements and specific signs, scenes, songs and languages in campaign
materials. This argument is supported by content analysis, discourse analysis, and in-
depth interviews in this study.

This study aims to answer two questions that have not been fully examined in
previous studies on Taiwan’s identity politics. First, in Taiwan’s presidential
elections, what were the symbolic representations of KMT and DPP candidates’
national identity appeals in the election campaign videos? Second, what were the
rationales behind the arrangements of those symbolic representations?

From 2012 to 2020, the DPP candidates almost exclusively expressed a
Taiwanese identity in campaign videos. However, in her 2020 presidential campaign,
DPP candidate Tsai Ing-wen presented ‘R.O.C. Taiwan’ as a new national identity in
order to maximise support from those professing a Taiwanese identity, a R.O.C.
identity or both. This is the newest development in Taiwan’s identity politics. To
compete with the DPP, the KMT’s presidential candidates also frequently have

identified as Taiwanese in campaign videos, although for the KMT, Taiwanese

il



identity is by necessity a provincial identity. In addition, the KMT’s candidates have
used symbols like the image of R.O.C.’s founding father, R.O.C. flag, the anthem of
R.O.C. flag, and KMT’s party emblem to imply the R.O.C. national identity in
campaign videos.

Overall, this study has several research findings which are original and
contribute to the study of Taiwan’s identity politics. First, in Taiwan’s presidential
elections, at least from 2012 to 2020, both the KMT and DPP candidates used a
synthesis of visual and audial symbolic representations to imply their national or
provincial identities in campaign videos. Second, the use of such symbols is
influenced by candidates’ perceptions of the political, social, economic and cross-
Strait contexts in a given election year. In other words, in Taiwan’s presidential
elections, the appeal to national identity has been actually a compromise between
candidates’ party stances and some contextual factors in Taiwanese society. Third, in
the campaign videos, candidates have elaborated the meanings of national identity
from economic, social, cultural, and communicative perspectives to earn the greatest
support from the public. Fourth, KMT candidates have emphasised the compatibility
of Taiwanese identity and the R.O.C. identity in their campaign videos but, to get
more votes from Taiwanese people, have used more symbols to imply Taiwanese
identity. In Taiwan’s 2012 and 2016 presidential elections, DPP’s candidate Tsai Ing-
wen only implied Taiwanese national identity in her campaign videos. However, in
Taiwan’s 2020 presidential election, to counterattack the KMT’s accusation
concerning her avoidance of R.O.C. identity, Tsai has started to include symbols like

the R.O.C. flag in campaign videos to represent the R.O.C. identity. Thus, it is clear
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that, for both KMT and DPP’s presidential candidates, the appeals to national identity

entail dynamic and strategic considerations in campaign communications.
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Chapter 1. Introduction

National identity is an important issue in Taiwan’s politics. The importance and
sensitivity of the issue were fully reflected in one of the country’s President Tsai Ing-
wen’s (253237 speeches. On the night when Tsai celebrated her victory and the
change of ruling parties in Taiwan’s 2016 presidential election, she proclaimed to her
supporters: ‘As long as I am the president of Taiwan, I will make my best efforts to
assure that, in Taiwan, no one needs to apologise for his (her) identity.” (- B3k &= 44
By —K - WGBS BROEE - 2F — A LH B MTHYEEEERK - )
(16 January, 2016; Tsai Ing-wen)!

Parallel to Tsai’s concern about identity, in Taiwan, the issue of national identity,
or the question of “What country do I belong to?’ has been recognised by some
scholars as a subtle and influential factor in Taiwan’s major elections, especially the
presidential elections (Achen and Wang, 2017; Brown and Sageman, 2019; Fell,
2011; Shyu, 1995; 2004). As Achen and Wang (2017, p.15) suggest, ‘There are many
lessons to be taken from the study of Taiwan, and we conclude with just one that
seems to us the most important. Taiwan illustrates in great detail the power of identity
in politics.” A researcher at Taiwan’s Academia Sinica, Wu, Jieh-min, even argues
that Taiwan’s 2020 presidential election is actually a ‘proxy contest about national
identity’ (CNA, 11 January, 2020).

If national identity is so critical in Taiwan’s presidential elections, one related

important question will be: How is national identity represented by the candidates in

! Tsai’s victory speech was given on the night of 16 January, 2016.
https://www.businessweekly.com.tw/focus/indep/27811



the election campaigns? Regarding the representation of national identity, some
scholars have emphasised the connection between symbols and the appeal to national
identity (Dryzek, 2006; Wodak, De Cillia, Reisigl, and Liebhart, 1999). For example,
Dryzek (2006, p. 35) has proposed that national identities ‘are mobilised into
existence through symbols invoked by the political leadership.” However, it remains
unexplored how candidates use various kinds of symbols to present their national

identities in Taiwan’s elections; this exploration is the purpose of this study.

1.1 The significance of national identity in Taiwan’s politics

Why does the appeal to national identity matter for Taiwan’s two major political
parties, the Kuomintang (KMT) and the Democratic Progressive Party (DPP), in
presidential campaigns? The answer to this question highlights the significance of this
study.

A communications scholar and the spokesperson for the KMT’s 2012 presidential
campaign has indicated: ‘Because it is Taiwan’s presidential election, KMT’s
candidates must show their Taiwanese identity to win the elections. On the other
hand, since Taiwan’s constitutional status is only a province of the Republic of China
(R.0.C.), to demonstrate the KMT’s adherence to the constitution, KMT candidates
also need to show their R.O.C. identity in campaign communications (Chuang Po-
chung, 2 February, 2019, personal interview).? Chuang (2 February, 2019, personal

interview) further notes that although political scientists and some of the polling

2 KMT’s former spokesman, and a main staff member of Ma’s 2012 presidential election campaign
team. Chuang is also a political communications professor in Chinese Culture University.



organisations mostly have used ‘Chinese identity’ and ‘Taiwanese identity’ to
describe the cleavage of Taiwan’s national identity (e.g., Fell, 2005; Hughes, 2016;
Rigger, 2003; Schubert and Damm, 2014; Shen and Wu, 2008), to avoid being
attacked by the DPP as pro-China politicians, the KMT’s presidential candidates have
used ‘R.O.C.” instead of ‘China’ in campaign materials. This does not mean KMT
candidates have rejected Chinese culture; rather, regarding national identity, KMT
candidates just have felt that it is more legitimate for them to say ‘I am a citizen of the
R.O.C. (F2HZEREE ) than to say ‘I am Chinese.” (F/2H B A)

As for Taiwanese identity, the KMT’s positioning of this identity is based on the
R.O.C.’s constitution. According to the current constitution of the Republic of China
(R.O.C.), both Taiwan and mainland China are parts of the R.O.C., however, from
1949 until nowadays, the government of the R.O.C. only effectively has governed the
regions of Taiwan, Penghu, Kinmen, and Matsu. Facing this political reality, as
Chuang (2 February, 2019, personal interview) indicates above, the politicians of the
KMT demonstrate their R.O.C. identity as a national identity and, because the
constitutional status of Taiwan® as a province of the R.O.C., Taiwanese identity can
only be that of a provincial identity.

The dual identity of the KMT has its historical origin. The late chairman of the
KMT, Chiang Ching-kuo (§%4%[X]) argued in 1987 that, after living in Taiwan for
almost forty years, he is not only a Chinese but also a Taiwanese (Chiang, 1987; cited

from ETtoday, 18 January, 2018)* Another former chairman of the KMT, Chiang

® Additional Articles of the Constitution of the Republic of China, Act.9

https://law.moj.gov.tw/LawClass/LawSingle.aspx?pcode=A0000002&{Ino=9
4 Chiang said this one year before he passed away in 1988.



Chi-chen (TF%E2) also claimed in 2020 that he is both Taiwanese and Chinese.
Chiang further explained that, for the KMT, the word ‘China’ means the R.O.C.
(CNA, 17 March, 2020) In 2011, Ma Ying-jeou (F55£ /1), also a former chairman of
the KMT, indicated on his Facebook page that he is willing to work hard for Taiwan,
and as for nationality, he is a citizen of the R.O.C. (CNA, 12 July, 2011) The three
KMT politicians have clearly indicated that, the KMT should have Taiwanese
identity, but, for the party, Taiwanese identity is a provincial identity and the R.O.C.
identity is the national identity. Therefore, as presented in chapter five of this thesis,
in Taiwan’s 2012 presidential election, for the KMT candidate Ma Ying-jeou, one of
his campaign videos showed a subtitle saying, ‘Taiwan is our homeland; the R.O.C. is
our country.” (IHHYEE » IHAYRIE » IHAYHEERE - 1HHIEIZR)

In contrast to the KMT identifying with both Taiwan and the R.O.C., the DPP has
proposed to establish an independent country, namely the Republic of Taiwan in the
party’s revised platform of 1991 (DPP’s platform, 1991)°. For DPP politicians, since
the R.O.C. government can only control Taiwan, Penghu, Kinmen, and Matsu, there
is no point for the R.O.C. government to still claim territorial sovereignty over
mainland China or insist that the R.O.C. represents China. DPP’s politicians believe
that it is more reasonable and realistic to transfer the political status of Taiwan from a
part of the R.O.C. into an independent country namely the Republic of Taiwan. Then,
in 1999, the DPP’s convention passed the document ‘The Resolution of Taiwan’s

Future’ and reiterated that Taiwan is an independent sovereign country which only

5 DPP’s party platform promulgated in 1986 and revised the ultimate goal of establishing ‘the
Republic of Taiwan’ in 1991.



controls Taiwan, Penghu, Kinmen, and Matsu, although the current constitutional
name of Taiwan is R.O.C., Taiwan and mainland China do not belong to each other.
The party also proposed in the document that the fulfilment of Taiwan's independence
should be determined through a referendum (DPP’s platform, 1999).

The platform regarding Taiwan's independence and the document of the Resolution
of Taiwan’s Future clearly indicates that the DPP maintains that Taiwan is a
sovereign country instead of being just a part of the R.O.C. (according to the R.O.C.’s
constitution, the other part of the R.O.C. is mainland China)® and, for the party,
Taiwanese identity is the national identity instead of merely a provincial identity.
Another evidence of the DPP’s treatment of Taiwan as a country can be found in the
chairwoman of the DPP and the president of the R.O.C., Tsai Ing-wen’s 2021
National Day speech. In the speech, Tsai used ‘Taiwan’ to represent the country 48
times but only mentioned the R.O.C. six times (Office of the President, Republic of
China Taiwan, 10 October, 2021). It is consistent with her belief that ‘Taiwan’ is the
name of a country instead of just the name of a province of the R.O.C. After Tsai was
re-elected as the president of the R.O.C. in 2020, she mentioned ‘Taiwan’ 46 times
and the R.O.C. only four times in her inauguration speech (Office of the President,
Republic of China Taiwan, 20 May, 2020).

However, the DPP’s advocacy of Taiwan independence is strongly opposed by the
People’s Republic of China (the P.R.C., which is called mainland China by the

KMT), because the P.R.C. claims that Taiwan is a part of China, and the unification

¢ Act Governing Relations between the People of the Taiwan Area and the Mainland Area
https://law.moj.gov.tw/LawClass/LawAll.aspx?pcode=Q0010001



of Taiwan and mainland China will be fulfilled in the future. Since the DPP made
Taiwan's independence a key part of its party platform in 1991, the P.R.C. frequently
has warned the DPP to stop attempting to make Taiwan an independent country. For
instance, on 9 October, 2021, the president of the P.R.C., Xi Jinping (577 }~) once
again claimed that Taiwan's independence is the greatest obstacle to the unification of
China; he warned that anyone who tries to split Taiwan from China will be spurned
by the people of China and judged by history (CNA, 9 October, 2021).

Xi also claimed that P.R.C. will make the greatest efforts to fulfil the task of
unification, and not exclude military force as an option to accomplish the task. Xi
emphasised that the possible use of military force is a warning against the movement
toward Taiwan's independence and any foreign forces which may attempt to interfere
with unification (Liberty Times net, 2 January, 2019). Apart from the P.R.C., the U.S.
government also holds a long-term policy of not supporting Taiwan's independence.
As the spokesperson of the American Institute in Taiwan, Amanda Mansour,
indicated on 13 February, 2019, the U.S. government does not support the referendum
on Taiwan's independence, it is a long-term American policy. Mansour emphasised
that the U.S. government disagrees that Taiwan or China takes any actions to change
the status quo of The Taiwan Strait (Upmedia, 13 February, 2019).

Facing mainland China and the U.S. government’s oppositions toward Taiwan
independence, the former secretary general of the DPP’s central committee, Chiu Yi-
ren (BS#5{") indicated on 4 July, 2021 that he agrees with treating Taiwan
independence as a political goal of the DPP; however, the DPP needs a realistic

consideration about how to fulfil this political ideal. Chiu emphasised that while



promoting the idea of Taiwan independence, the DPP should consider the possible
negative reactions from mainland China, the U.S. government, and some people in
Taiwan (CNA, 4 July, 2021). Thus, as Taiwanese political communications scholar
Niu Tse-hsun (12 December, 2018, personal interview) has indicated, in Taiwan’s
presidential election campaigns, for DPP candidates, an important question is: ‘How
to demonstrate DPP’s Taiwanese identity subtly to avoid triggering negative reactions
from home or abroad?’

After introducing the importance of national identity issues in Taiwan’s
presidential elections, in this introductory chapter, the author will define the key
concepts of the study, including national identity, provincial identity, R.O.C. identity,
Taiwanese identity, native Taiwanese, Mainlanders, and symbols. The main puzzle,
research questions, and the layout of the whole thesis will also be introduced in this

chapter.

1.2 Definitions of key concepts of this study

In this section, several key concepts will be defined to clarify their meanings in the
following content of this thesis. First of all, this study is concerned with the
presentation of national identity in Taiwan’s presidential campaign videos. Therefore,
the concept of national identity and a relevant concept, provincial identity, should be

first defined in the introductory chapter of this thesis.

1.2.1 Definitions of national identity, native Taiwanese, and Mainlanders
In this study, the researcher defines the concept of national identity as a subjective

sense of the belonging to a country and the recognition or emotion toward the history,
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culture, emblems, fellows, and current public issues of the country. This definition is
based on some scholars’ notions of national identity. For example, Huntington (2004,
p-12) has defined national identity as ‘an overarching system of collective
characteristics and values in a nation.” Huntington’s definition is certainly a broad
description of national identity. However, because ‘a nation’ could refer to ethnicity
or a state, thus, national identity could mean ethnic identity (ethnic nationalism) or
civic identity (civic nationalism) (Brubaker, 1992; Shulman, 2004; Wright, Citrin, and
Wand, 2012).

Hans Kohn first distinguishes between civic and ethnic nationalism in 1944 and
indicates that civic nationalism is about human rights and personal freedoms, whereas
ethnic nationalism refers to mystical, religious, and ethnocentric feelings (Tamir,
2019). Hughes (2011, p. 52) argues that ethnic nationalism emphasises that a nation is
a community of birth with native culture. An American scholar Stephan Shulman
(2004, p.35) defines ethnic national identity as a group of people who believe they are
distinguished as having ‘a common ancestry, culture, language, religion, traditions,
and race.” Moreover, he asserts that civic nationalism is a territorial and legalistic
concept concerning ‘the existence of a historic territory, legal-political community,
legal-political equality of members, and common civic culture and ideology.” Some
other scholars have a similar definition of civic nationalism as a group of people who
believe they are citizens of a country in which their freedom and happiness can be
protected by the country (Smith, 1983; Stargardt, 1995; Shih, 2000). Shulman’s

(2004, p.35) research focuses on Ukraine’s nationalism issue, defining civic national



identity” (civic nationalism) as people in a nation or a state who think they are ‘living
in a common territory, believe in common political principles, possession of state
citizenship, representation by a common set of political institutions and desire or
consent to be a part of the nation.’

In addition, some scholars have argued that national identity is not only about the
perceived belonging to a country; it also involves the opinions or attitudes toward the
public issues of a country. Moreover, national identity has been suggested to have
positive functions in enhancing national development. For example, Smith and Kim
(2006) argue that national identity is related to the evaluations of a nation’s
developments in specific domains, such as the country’s achievements in democracy,
economy, social security system, technology, science, and sports. Francis Fukuyama
(2018, p.5) maintains that ‘National identity not only enhances physical security; but
also inspires good governance; facilitates economic development; fosters trust among
citizens; engenders support for strong social safety nets; and ultimately makes
possible liberal democracy itself.” Overall, Barrett (2005, pp. 192-193) indicates that
the subjective sense of national identity involves a personal sense of belonging to a
national group, feeling toward other members of the group, knowledge of the national
emblem, and emotions of national pride and national shame. Thus, in Taiwan’s
presidential campaign videos, the symbolic representations of candidates’ appeal to
national identity can include information about their national identity stances, their
impressions of Taiwanese, the emblem of Taiwan or the R.O.C., and personal

opinions about the current public issues of the country. What and why specific

7 Stephen Shulman used the term ‘civic national identity’ in the book.



symbols were used to make the candidates’ appeals to national identity in their
campaign videos are the major research questions of this study.

In Taiwan’s case, according to some scholars’ observations (Shen and Wu, 2008;
Wong, 2021), before the democratic transition started in the late 1980s, the issue of
national identity mainly referred to the ‘ethnic tension’ (Shen and Wu, 2008, p.117)
between native Taiwanese and the Mainlanders on Taiwan. Here native Taiwanese
has been defined by scholars (Shen and Wu, 2008, p.117) as residents of Taiwan
whose ancestors came from mainland China earlier than 1945. In Taiwan, another
collective calling of these people is ‘Benshengren’ (a romanization of the Mandarin
term K45 A). According to the earliest de jure population census of Taiwan in 1956,
indigenous peoples and Hakka people were part of Benshengren (Wang, 2002, p.25).
After the 1990s, Taiwan’s government formally distinguished four ethnic groups
including Minna, Hakka, Mainlander, and indigenous (p.26). The definition of
Benshengren is a comparative concept to people who arrived in Taiwan after 1949,
called Waishengren (Lin, 2018, p.4). This study generally defines Benshegren and
Waishengren on the basis of the Taiwan government’s reports that people who were
born in Taiwan before 1945 are Benshengren, these people were native Taiwanese in
the Japanese colonial era including Han-Chinese and aboriginal people (Henley,
2004, p.5).

In contrast to native Taiwanese, Mainlanders in Taiwan refers to Taiwanese
residents who came from mainland China near or after 1949 and the descendants of
these people who were born in Taiwan. The Mainlanders in Taiwan are sometimes

called “Waishengren’ (a romanization of the Mandarin term 4N A). (Lin, 2018, p.4)
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Scholars have indicated that before the democratization in Taiwan, the minority
Mainlanders dominated Taiwan’s politics and caused tension between the two ethnic
groups (Shen and Wu, 2008). The diversity of ethnic groups is distinct in Taiwan, the
government has changed the population census survey on ethnic identification. For
instance: After 1966, Taiwan’s government has removed the question “Which ethnic
group are you belonging to?” from the population census (Wang, 2005, p.82). (Figure
1.1) The latest data in 1966 demonstrated the total population in de jure territories
were 13,348,096. The number of Benshengren was 11,390,512, accounting for
85.33% of the total population. The sub-groups of Beshengren are Minna, Hakka, and
others (indigenous), the percentages were 83.38%, 14.17%, and 2.23%, respectively.
The number of Waishengren was 1,949,786, accounting for 14.61% of the total
population. The number of the foreigner was 7,798, accounting for 0.1% of the total

population. Missing or unknown data was 0.6% (Hsu, 2017).

Figure 1.1 The proportion of ethnic groups in Taiwan in 1966
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Note: 1966 Taiwan population census survey

Source: Hsu, S.R. (2017). Literature reviews of Taiwan’s ethnic groups' survey. The
16" multidiscipline research workshop of language, geography, and history,
Taichung, TW.

In 2002, the Ministry of the Interior conducted a telephone survey of Taiwanese
citizens' livelihood status from 26, July 2000 to 20, August 2000 (Figure 1.2). The
valid sample scale was 4,062. The number of Minna people was 3,125, accounting for
76.9% of the total number. The number of Hakka people was 441, accounting for
10.9% of the total number. The number of Indigenous peoples were 57 accounting for
1.4% of the total number. Mainlander was 405, accounting for 10.0% of the total

number. Missing or unknown data was 34, accounting for 0.8% of the total number

(Shu and Chen, 2004, p.5-6).

Figurel.2 The percentage of four ethnic groups in 2000

The percentage of four ethnic groups

Mainlander
ll Indigenous 10.00%
peoples
1.40% missing or
unknown data
0.80% H Minna people

L] Hakka people ‘ m Hakka people

m Indigenous peoples

Mainlander

Minna people
76.90%

missing or unknown data

12



Note: Taiwanese citizens' livelihood status. The Ministry of the Interior, from 26, July
2000 to 20, August 2000.

Source: Hsu, F.C. & Chen, H.M. (2004). Sweet potato +taro= Taiwan potato? A
comparative analysis of ethnic groups’ identities in Taiwan. Population Association

of Taiwan annual conference in 2004, Taipei, TW.

Then, in the late 1980s, Taiwan started its democratic transition. The Democratic
Progressive Party was founded in 1986. The state of martial law was ended in 1987.
Starting from 1992, all of the legislators were regularly elected by the Taiwanese
people. The presidential general election started in 1996(Rigger, 2011, p.5). Scholars
indicate that, due to the democratization of Taiwan, the political resources are no
longer dominated by the minority Mainlanders in Taiwan, and the two ethnic groups
are, using Shen and Wu’s (2008, p.117) words, ‘converging in Taiwanese identity.” In
other words, as Schubert (2004) indicates, ethnic national identity (ethnic
nationalism) is no longer the main issue in Taiwan’s identity politics. The issue has
transferred from ethnic nationalism to civic nationalism and the key issue is the
meaning of Taiwanese identity (Cabestan, 2005; Schubert, 2004; Shen and Wu,
2008).

As introduced above, according to the DPP’s 1991 Taiwan independence platform
and the party’s 1999 Resolution of Taiwan’s Future (DPP platform, 1991; 1999), the
DPP recognises Taiwan as an independent country and Taiwanese identity is the
party’s national identity. However, the KMT, as its former leaders Ma Ying-jeou and
Chiang Chi-chen (Liberty Times net, 26 August, 2021) have claimed, they are both

Taiwanese and citizens of the R.O.C. Therefore, it is clear that the KMT recognises
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Taiwan as only a province of the R.O.C., and thus, in reality, the KMT’s national
identity is the R.O.C. identity instead of The Taiwanese identity.

Since the identity issue in Taiwan has transferred from ethnic nationalism to civic
nationalism, in this study, as mentioned above, national identity refers to civic
national identity and is defined as a subjective sense of the belonging to a country and
the recognition or emotion toward the history, culture, emblems, the fellows, and the
current public issues of the country (Hughes, 2011; Barrett, 2005). What should be
noted is that, in this definition, the country people believe they belong to does not
necessarily exist in the world; it could be just a political ideal in the public or
politicians’ minds (Moore,1997). For example, as mentioned above, although the DPP
politicians have admitted that the current constitutional name of Taiwan is the R.O.C.,
they believe that the country they belong to should be the Republic of Taiwan (see
DPP’s 1991 platform of Taiwan independence) instead of the R.O.C. Moreover,
referring to what has been mentioned by Fukuyama (2018), Barrett (2005), and Smith
and Kim (2006), my definition of national identity not only refers to the perceived
citizenship of a country but also includes the opinions toward national development

issues in the country.

1.2.2 Definition of provincial identity

The KMT treats R.O.C. identity as that of national identity, however, the party also
recognises the importance of Taiwanese identity in presidential elections (Achen and
Wang, 2017; Brown and Sageman, 2019). As mentioned earlier in this chapter, this

recognition started from the party’s former chairman Chiang Ching-kuo’s self-
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identification as both Chinese and Taiwanese. According to Chiang’s reasoning, the
justification for his Taiwanese identity is based on the fact that he had lived in Taiwan
for almost 40 years. Thus, it is clear that for Chiang and his KMT successors,
Taiwanese identity is grounded on ‘living in Taiwan.” Since the constitutional status
of Taiwan is that of a province of the R.O.C., and the former chairman, also the 2012
presidential candidate of the KMT, Ma Ying-jeou has claimed that, as the chairman of
the KMT, he always abides by the constitution of the R.O.C. (BBC News, 12 June,
2014), it is appropriate to use the concept ‘provincial identity’ to specify the nature of
Taiwanese identity for the KMT. In this thesis, similar to my definition of national
identity, I define provincial identity as a subjective sense of the belonging to a
province of a country and the recognition or emotion toward the history, culture,
emblems, fellows, and current public issues of the province. The topic of provincial
identity has been studied by some scholars. For example, a Chinese scholar has
examined the provincial identity in China (Chan, 2019). The study explores the
central-local relationship in Guangdong (EE %) from 1870 to the year of 1910.
Another study is conducted by von Heyking (2006, p.1137) who analyses how
schools in the province of Alberta in Canada foster a provincial identity for students.
After introducing the definitions of national identity and provincial identity, I
continue to provide definitions regarding R.O.C. identity and Taiwanese identity, so
as to let the readers of this thesis have a clearer understanding of the meanings of the

two identities for both the KMT and DPP.
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1.2.3 Definitions of R.O.C. identity and Taiwanese identity

Based on my definitions of national identity and provincial identity, in this study, I
define R.O.C. identity as a subjective sense of the belonging to the R.O.C. and the
recognition or emotion toward the history, culture, emblems, the fellows, and the
current public issues of R.O.C. Regarding the meaning of Taiwanese identity, it is
more complicated than that of R.O.C. identity. As introduced earlier in this chapter,
for DPP politicians, Taiwan is an independent country instead of being only a part of
the R.O.C. Thus, for the DPP, Taiwanese identity is actually a national identity.
However, for KMT politicians, as mentioned above, Taiwanese identity is, in actual
nature, a provincial identity (Shih, 2000). It is because according to the constitution of
the R.O.C., Taiwan is only a province of the R.O.C. instead of being an independent
country in the world; therefore, for the KMT, Taiwanese identity can only be a
provincial identity instead of a national identity. Thus, in this study, the term
‘Taiwanese identity’ is defined as a subjective sense of the belonging to the province
or the country of Taiwan, and the recognition or emotion toward the history, culture,

emblems, fellows, and current public issues of Taiwan.

1.2.4 Definition of symbols and symbolism

The main purpose of the study is to examine the symbolic representations, or in
other words, the symbolism, of national identity in candidates’ campaign videos in
Taiwan’s presidential elections; thus, symbols and symbolism are another set of key
concepts of this study. According to the American philosopher Charles Sanders

Peirce’s notions, people’s basic tools of understanding are symbols, including words,
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diagrams, mathematical formulas, etc. Peirce further indicates that a symbol is a kind
of sign which is composed of three components: ‘representamen’ refers to the pattern
of a sign, ‘interpretant’ is the user’s understanding of a sign, and ‘object’ is the
external fact a sign refers to. Peirce also indicates that, unlike the signs of an icon or
an index which usually have close and concrete connections with what is represented,
a symbol may only have an indirect or abstract association with what is symbolized
(Mick, 1986; Wirawan, 2020). Peirce (1894, p.6) had argued in an article that ‘any
ordinary word, such as “give,” “bird,” “marriage” is an example of a symbol. It is
applicable to whatever may be found to realise the idea connected with the word.’
Regarding the components of symbols or signs, Swiss linguist Ferdinand de
Saussure also has argued that any sign is composed of the signifier and the signified.
A signifier means a sign is used to indicate another thing; the signified refers to the
thing that is indicated by a sign. Saussure emphasises that the relationship between a
signifier and the signified is arbitrary (Guiraud, 1975). To synthesise Peirce and
Saussure’s notions of symbols or signs, the concept of ‘symbol’ can be defined in this
study as something, including icons, audial or written words, music, pictures, visual
images, that is used to represent some other thing. What should be noticed is that,
according to Peirce and Saussure’s ideas, the meaning of a symbol is determined by
people’s interpretations. Roland Barthes argues that the interpretation of a symbol
could be denotative or connotative, with the former being the conventional definition
of a symbol in society, while the latter being a person’s subjective feeling about the

symbol (Barthes, 1977; Guiraud, 1975).
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As for symbolism, it is basically defined as ‘the idea that things represent other
things ‘(Elbom, 2022). Elbom (2022) raises an example of symbolism to say that the
colour red ‘represents not the colour red itself but something beyond it: for example,
passion, or love, or devotion.” Glatch (2022) also indicates that in literary works,
‘symbolism refers to the use of representational imagery: the writer employs an image
with a deeper, non-literal meaning, for the purpose of conveying complex ideas.’

In the study of political science, some scholars (e.g., Arnhart, 1985; Cohen, 1979;
Theiler, 2017) have also engaged in examining the practice and function of political
symbolism. Theiler (2017, p.2) suggests that the study of political symbolism
‘examines how symbols influence political preferences, identifications, and
behaviour.” He also argues that political symbols and political symbolism are
inevitable because they can ‘simplify and summarize the political structures and
practices for which they stand,” ‘connect institutions and beliefs with emotions,” and
‘help make a polity or political movement more cohesive’ (Theiler, 2017, p.2).

In this study, the researcher investigates the political symbolism of national identity
in candidates’ campaign videos. Schill (2012) argues that visual symbols are critical
components of political communication. Previous studies on advertising effects have
also found that visual symbols are more capable than pure printed words to grasp
people’s attention (Bucher and Schumacher, 2006; Pieters and Wedel, 2004). Steains
(2018) also argues that when the technique of symbolism is used in films, many
things, including ‘an object, colour, character, plot, sound, special effect, camera
angle, a transition, and much more’ can be used to represent something else, and that

something else ‘is often abstract, like an idea.” Peng (2005, p. 172), a Taiwanese
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political communications scholar, further indicates that election campaign videos
include several elements, including narratives, scenes, information sources,
languages, and background music. Apparently, these elements are composed of visual
and audial symbols, what will be explored in this study are what and why specific
visual and audial symbols were used to represent an idea of candidates’ national
identity stances in their campaign videos. In the following section, I raise the puzzle,

academic location, theoretical frameworks, and research questions of this study.

1.3 Research puzzle

As indicated in the first section of this chapter, different scholars have recognised
the importance of the national identity issue in Taiwan’s elections, especially the
presidential elections (Fell, 2011; Shyu, 1995; 2004; Achen and Wang, 2017).
However, in some of the previous studies, national identity was not found to be the
most salient issue in campaign ads in Taiwan’s elections, including the presidential
elections. It was either found to be only one category among many issues in Taiwan’s
electoral advertising (Sullivan, 2008, p.905), or as an issue connected with Taiwan’s
cross-strait economy (Fell, 2015 p.62). Thus, it becomes a puzzle that, since national
identity has been considered an important factor in Taiwan’s presidential elections,
why didn’t most campaign ads in Taiwan’s presidential elections contain candidates’
explicit statements about their stances regarding national identity? This puzzle also
involves an academic question as to how should a researcher recognise the existence
of national identity presentations in election campaign communications? If a

researcher only counts how many times the national identity issue has been explicitly
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mentioned in campaign advertising, chances are the researcher underestimates how
frequently a candidate may allude to his or her national identity stance by using

various visual or audial symbols in campaign communications.

1.4 Academic location

In fact, as some scholars (Gronbeck, 1992; Johnson-Cartee and Copeland, 1991;
Perloff, 1998) indicate, in American presidential campaigns, candidates may use
‘implicative ad’ to attack their opponents. One famous example of this kind of
implicative ad was Lyndon Johnson’s 1964 ‘Daisy’ ad. In this campaign video, a
drama showed that a little girl’s life is ended by a nuclear explosion. Johnson used
this video to imply that his opponent Barry Goldwater is a warmongering politician
(Perloft, 1998, p.357). Another example of an implicative ad was identified in a study
about Tsai Ing-wen’s 2012 presidential campaign videos. The researcher of this study
(Chung, 2014) found that Tsai, the DPP’s female candidate in Taiwan’s 2012
presidential election, used different symbols, such as the scenes of Berlin and London
to imply her international perspective and diplomatic competence. Tsai also used the
symbols of a candle and a bowl of noodles to represent her warm care for the future of
Taiwan. As for the KMT’s implicative ads, one study found that in Ma Ying-jeou’s
2008 campaign videos, he used the images of the grassroots Taiwanese people to
imply the KMT’s intimacy with the general public (Lin, 2010). All these research
findings indicate that candidates may use some symbols to represent or imply some

abstract ideas in presidential campaign videos. However, no researchers have
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systematically examined the symbolism of national identity in Taiwan’s presidential
campaigns.

In Taiwan’s presidential elections, as mentioned earlier in this chapter, both the
KMT and DPP candidates may have a reason to allude to rather than manifest their
national identity stands in their campaign videos. As Chuang (2019), the
spokesperson of the KMT’s 2012 presidential campaign indicates, to struggle for the
greatest support from the public, the KMT candidates must show their Taiwanese
identity in campaign videos but still need to let voters know that the KMT’s national
identity is that of the R.O.C. instead of having a Taiwanese identity. As for the DPP
candidates, the question is: How to present the DPP’s Taiwanese identity in campaign
videos to avoid triggering negative reactions from home or abroad (Niu Tse-hsun, 12
December, 2018, personal interview).

Based on these realistic considerations of national identity presentation in election
campaigns, and the research findings that implicative ads may be used by candidates
as a communication strategy in campaign videos (Chung, 2014; Lin, 2010; Perloff,
1998), one may reasonably assume that, in Taiwan’s presidential campaign videos,
candidates may use some symbols to imply their national identities instead of always
explicitly showing their stands. This assumption reflects the gap between the present
study and some previous research (e.g., Fell, 2015; Sullivan, 2008) in terms of the
way to identify national identity presentations in campaign communications. Here the
argument is that researchers should not only take into account the clearly expressed
national identities in Taiwan’s campaign communications, otherwise, they may

underestimate the implicative symbolic presentations of the appeals to national
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identity. Thus, in the next section of this chapter, I will raise two research questions
for this study. These questions indicate that the academic location of this study is
political communication research which explores the symbolic characteristics of the
appeals to national identity in Taiwan’s presidential campaign videos. The academic
location of my study is the communicative features of the appeals to national identity
in Taiwan’s presidential elections. It is not a study to explore the origins of Taiwan’s
national identities (Corcuff, 2002; Hughes, 2016), to compare the weight of national
identity with other issues in Taiwan’s campaign ads (e.g., Fell, 2015), or the influence

of national identity issue on voting behaviours (e.g., Achen and Wang, 2017).

1.5 Research questions
Based on the academic puzzle and the argument introduced above, the researcher

raises two research questions as follows.

Research question 1: What symbols have been used to represent national identity by
the KMT or DPP candidates in Taiwan’s presidential campaign videos?

This question concerns the different types of symbols, including visual and audial
ones appearing in Taiwan’s presidential campaign videos for the representations of
the KMT and DPP candidates’ national identity stances. It is a question about the
content features of the appeals to national identity in campaign communications. The
underlying assumption of this question is that, as argued above, candidates may not

always express their national identities explicitly in campaign videos, rather, as
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introduced above, due to some considerations, they may allude to their stances via the
use of some symbols.

The question stems from the theoretical notion that national identity is ‘mobilised
into existence through symbols invoked by political leaders’ (Dryzek, 2006, p. 35).
Anderson (2006) and some other scholars (Hallett et al., 2010; Milne, Tregidga, and
Walton, 2009) also maintain that media representations are critical to the
representation of national identity. In sum, as Hall (1989, p.4) proposes, identities are
‘constituted within, not outside representation.’ Based on these notions, this study
focuses on examining the symbolic representations of the appeals to national identity
in Taiwan’s presidential campaign videos. I explore how candidates use symbols to
represent national identity instead of counting how many times candidates have
explicitly expressed their national identities in campaign communications. After
identifying the ways in which national identities are represented by different kinds of
symbols, the study raises another research question to further investigate why specific
symbols have been selected to represent candidates’ national identity stances.
Research question 2: Why have specific symbols been used by the KMT or DPP
candidates to represent national identity in Taiwan’s presidential campaign videos?

The theoretical frameworks of this research question are Fairclough (1995) and
Van Dijk’s (1988) notions about discourse analysis. Conducting discourse analysis of
candidates’ campaign videos based on Fairclough and Van Dijk’s notions, I explore
the reasons for candidates to choose specific symbolic representations for the appeals

to national identity.
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Why is discourse analysis an appropriate tool for answering the second research
question? Wodak et al. (1999, p.22) have proposed that ‘national identity is
represented and conveyed in discourse, predominantly in narratives of national
culture. National identity is thus the product of discourse.’ Fairclough’s discourse
theory suggests analysing the interaction or negotiation between the media’s private
discourse and the extra-media’s public discourse on specific issues. Fairclough (1995,
p. 63) argues that ‘the negotiation and renegotiation of the relationship between public
and private discursive practices which takes place with the order of discourse of the
media has a general influence on the relationship between the practices, and between
the public and private in an overall sense, in other domains of social life.” According
to Fairclough’s (1995) notion, candidates’ selections of specific symbols could be a
negotiation between political parties’ private discourse and the voters’ public
discourse of national identity. In other words, the negotiation between Taiwanese
presidential candidates’ party ideology of national identity and public opinion on
national identity is an important lens for understanding the symbolic selection in their
national identity appeals.

In addition, to adopt the sociological perspectives of Fairclough’s discourse theory
for data analysis, I also employ Van Dijk’s (1988) psychological perspective of
discourse analysis to explain why national identity symbols are arranged into a
specific structure in candidates’ campaign videos. Van Dijk (1988) argues that people
usually understand the meaning of a text through a three-level structure of the
symbols in the text. The micro-structure refers to the style or rhetoric of symbols

contained in the text. The macro-structure is about the topics or themes of the text.
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The super-structure is an abstract outline or an overall idea of the text. Through the
theoretical framework proposed by Van Dijk (1988), I can understand why specific
symbols have been chosen and arranged in specific ways to present candidates’
national identity stances.

What Van Dijk suggests is that all texts are aimed to transfer some meanings from
the authors to the audience. In Taiwan’s presidential elections, the purpose of
campaign communications is to win the election. Campaign videos convey national
identity messages layer by layer in order to make them logical and to justify
candidates’ stances. Clear and systematic arrangements of symbols and storytelling
would be more persuasive to the voters.

In Taiwan’s presidential campaign videos, one major meaning the videos try to
convey to the voters is the candidates’ national identity stance. After all, as some
scholars have indicated, in Taiwan’s elections, national identity is always a critical
issue of campaign communications (Achen and Wang, 2017; Brown and Sageman,
2019; Corcuff, 2002; Fell, 2011; Shyu, 1995; 2004).

Based on Van Dijk’s (1988) notion, when candidates attempt to imply their
national identity in campaign videos (super-structure), they will create some topics or
themes (macro-structure) in the videos. The topics or themes are composed of
symbols in certain styles or rhetoric (micro-structure). Analysing the micro-, macro-,
and super-structures of a campaign video allow researchers to understand why
specific symbols and topics are used to imply candidates’ national identity for specific
purposes. For example, when the DPP’s presidential candidate Tsai Ing-wen tried to

imply in one of her campaign videos that Taiwanese identity is ‘in a dark age’ and
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needs her to ‘light up Taiwan,’ (super-structure) she presented the images of unhappy
Taiwanese people (micro-structure) and the main theme that President Ma Ying-
jeou’s administration made Taiwanese identity a sad feeling (macro-structure). Thus,
in the video, Tsai not only implied that her national identity is Taiwanese identity; she
also launched the main theme in the video that Taiwanese identity was not splendid
and needed her to light it up again. Without knowing this main theme with the help of
Van Dijk’s analytic framework, one may not understand why Tsai implied her
national identity in that manner.

Since few studies have scrutinised the symbolism of national identity appeal in
Taiwan’s elections, it is necessary for this study to first identify the symbols used for
the appeals to national identity in Taiwan’s presidential elections. After identifying
the type of symbols used for the appeals, a question that further needs to be examined
is the reasons for using the symbols. Stemming from the theoretical frameworks
introduced above, the second research question leads to an examination of the
sociological and psychological explanations for the selections of specific symbols to
represent candidates’ national identities in campaign videos. This is the first time a
study attempts to explore the reasons behind the symbolic appeals to national identity
in Taiwan’s presidential campaign communications.

The cases studied in this study are Taiwan’s 2012, 2016, and 2020 presidential
elections. The analysis of the 2020 data reveals the newest answers to the research
questions of this study. The studies of the 2012 and 2016 cases are important because
the ruling party of Taiwan shifted from the KMT to the DPP in 2016. Since the DPP

nominated Tsai Ing-wen as the candidate for the 2012 and 2016 presidential elections,
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the change of the ruling party provides a chance to investigate whether the DPP or
KMT candidates have adjusted their appeals to national identity in the two elections.
After introducing the puzzle, academic location, and research questions of this study,

I introduce the layout of this thesis in the last section of this chapter.

1.6 Layout of the dissertation

The first chapter of this thesis introduces the importance of national identity as an
issue in Taiwan’s presidential elections. Also included in the chapter are the
backgrounds of the KMT and DPP’s special considerations about national identity
presentation in campaign communications. After defining the key concepts of this
study, the academic puzzle, the academic location of this study, the theoretical
frameworks and a major argument are raised to highlight the gap between previous
studies and the present research regarding the way to recognise national identity
presentation in campaign communications. In short, I argue that it is inappropriate to
assume that candidates will always explicitly express their national identities in
election campaigns, with this argument leading the two research questions of this
study: In Taiwan’s presidential elections, what specific symbols have been used by
the KMT and DPP candidates to represent their national identities and why they have
been used? The research findings of these questions are helpful for a better
understanding of the communicative feature and mechanisms of Taiwan’s identity
politics.

Chapter two introduces the political contexts of Taiwan’s 2012, 2016, and 2020

presidential elections. To make the readers of this thesis easier to understand why the
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KMT and DPP candidates chose some symbols to represent their national identity
appeals in their campaign videos, some background information, including Taiwan’s
political, social, and economic situations in those election years, and the political
careers of the candidates in the elections are introduced in this chapter.

Chapter three first reviews the notion of national identity and the major studies on
Taiwan’s national identity and then reviews several studies on the link between
Taiwan’s election advertising and Taiwan’s national identity.

Chapter four introduces the research methods of this study. In this chapter, the
researcher first indicates the data collection procedure of this study and then explains
the reason and procedure for using the method of content analysis to search for the
answer to research question one. After that, the researcher explains why and how to
use the method of discourse analysis to answer the second research question. The
procedure of conducting a series of in-depth interviews is also introduced in this
chapter. The interviewees’ opinions will provide auxiliary information to the research
findings of content analysis and discourse analysis.

Then, chapters five to seven present the detailed research findings of this study.
These three chapters demonstrate the results of content analyses, discourse analyses,
and in-depth interviews about how candidates present their national identity stances in
their campaign videos in Taiwan’s 2012, 2016, and 2020 presidential elections. Each
of these three chapters shows content analysis results in the first section to answer the
first research question regarding what symbols have been used by candidates to
represent their national identity stances. After locating the configuration of national

identity features in a candidate’s campaign videos, the researcher selects the high
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click-rating (the most viewed) videos found on the data collection day for discourse
analysis to explore the deeper meanings of the national identity symbols found in the
content analyses. The purpose of discourse analyses is to answer the second research
question. That is, why did candidates use specific symbols to represent their national
identity stances? It is by discourse analysis that I can demonstrate how social context
influenced candidates’ strategic thinking about selecting specific symbols to represent
their national identity stances. In addition, the in-depth interviewees’ opinions will
provide further explanations of symbol selections.

Finally, chapter eight concludes the thesis by summarising the research findings of
chapter five to seven and then discussing the academic implications of those findings.
Finally, the researcher indicates the limitations of this study, and provides some
suggestions for future studies on the appeals to national identity in Taiwan’s

presidential elections.
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Chapter 2. The Contexts of Taiwan’s presidential Elections

from 2012 to 2020

Before reviewing relevant studies, introducing the research methods, and
presenting the research findings of this study, in this chapter, the researcher first
introduces the contexts of the three presidential elections in Taiwan in 2012, 2016,
and 2020, especially focusing on the transformations in Taiwan’s party politics and
political communications from the 1990s to the 2020s. Knowing this background
information will be helpful for understanding why the KMT and DPP candidates
select specific symbols to represent their national identity stances in their election
campaign videos during these three presidential election campaigns.

In this chapter, the researcher first reviews the transformations in Taiwan’s political
system and political communications during the past three decades, and then briefly
introduces the social and political contexts of Taiwan’s 2012, 2016, and 2020
presidential elections, as well as the political careers of the candidates and the final

results of the elections.

2.1 The new ecology of Taiwan’s party politics
2.1.1 From the KMT’s one party dominance to a multi-party system

Since the lifting of martial law in 1987, Taiwan has moved from being a one-party
state to a multi-party state. Based on previous studies and relevant sources, Taiwan is
now the only democratic political entity among the world’s Chinese communities
(Krumbein, 2020; Rajczyk, 2019). Moreover, Taiwan’s democratic system has been

developing since the end of martial law in 1987 (Fell, 2005). According to the
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Ministry of the Interior’s most recent data, as of September 2022, there are 79
officially registered political parties in Taiwan (Ministry of the Interior).
Nevertheless, only the KMT and DPP have ever had a majority of seats in Taiwan’s
Legislative Yuan in the past several decades. A few other parties, such as the New
83), had operated as critical minority political parties in Taiwan’s Legislative Yuan
but these three political parties are now in decline. The newest political parties in the
country are Taiwan People’s Party (5 & R &), New Power Party (H5{{ 7 &), and
Taiwan State-building Party (& /&L E). Nevertheless, in Taiwan’s 2020
legislative elections, these three small parties only achieved five seats, three seats, and
one seat, respectively. 3Thus, although the full picture of party politics in the country
has transformed to a certain extent, it’s obvious that the KMT and DPP are still the
two largest parties in Taiwan.

Taiwan started full democratic elections in 1991, but in 1986, when Taiwan was
still under martial law, the DPP was founded as a new political party in Taiwan. One
of the major goals of the DPP, according to the party’s ‘Taiwan Independence Clause’
(& &5 4i), was to construct an independent sovereign country called the ‘Republic
of Taiwan.”® The foundation of the DPP was one of the major changes in Taiwan’s

party politics. Since then, the KMT has had to face challenges brought by the DPP in

all the major elections in the country.

8Central election commission, 2020 legislator Election result.
https://db.cec.gov.tw/Visual/Legislator?datalevel=N&legisld=00&typeld=ELCé&subjectld=L0&theme
[d=61b467a2c0c7a7063b79e¢47477d6tb64

° DPP platform. https://www.dpp.org.tw/upload/download/# 4f.pdf
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In 1988, the KMT’s last martial law leader and president of the R.O.C, Chiang
Ching-kuo passed away, with his passing causing splits in the KMT throughout the
1990s. Some KMT politicians challenged the leadership of Chiang’s successor
President Lee Teng-hui and these KMT dissidents established the New Party in 1993.
Then, in 2000, the former secretary general of KMT’s central committee James Soong
disagreed with President Lee’s decision to freeze the Taiwan Provincial
Government!® and left KMT to establish the People First Party (McBeath, 2000).

In 2001, some former KMT and DPP politicians established the Taiwan Solidarity
Union. Taiwan’s democracy thus stepped into an era of multiple parties. Although the
KMT and DPP are still the largest two parties, smaller parties have continuously
emerged since the 1990s. Some of them have specific political goals; others have
been established to achieve social reforms. For example, the Taiwan State-building
Party and the New Power Party were founded in 2012 and 2015 respectively to
promote deeper democratic reform and Taiwan independence (Taiwan State-building
party platform'! and New Power Party’s secretary Chen!?), whereas the Green Party
Taiwan (4% was established in 1996 to advocate for environmental protection and

grassroots democracy (Fell, 2021). These smaller parties may or may not have seats in

10 Taipei Times. Making Taiwan province disappear. “The administrative regions ‘Taiwan Province’
and ‘Fujian Province’ still officially exist, but without receiving a budget, they are ‘frozen,” and so they
currently have no functions.”

https://www taipeitimes.com/News/editorials/archives/2020/03/21/2003733088

! Taiwan Statebuilding Party introduction. https://www.statebuilding.tw/about/

12 People Media. New Power Party: We support Taiwan independence, but against to label party who
supports united or independence. https://www.peoplemedia.tw/news/32a806b7-4030-499¢c-87e3-
£857818b096f
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Taiwan’s Legislative Yuan or local councils, but they have enhanced the diversity of

Taiwan’s party politics. As for Taiwan’s presidential and legislative elections, as

Figure 2.1 shows, the KMT and DPP have still been the most powerful competitors

during the past decade. As seen in the figure below, from 1992 to 2020, the smaller

parties’ seats decreased every four years. For example, the People First Party had 27

seats in 2004, but has rapidly declined since 2008. The New Party also has been in a

similar situation, with the number of its seats decreasing from 2000 to 2004. The New

Party has had no legislative seats since 2008. The Taiwan People’s Party and New

Power Party are two new parties that merit observation.

Table 2.1 Parties’ seats in Taiwan’s Legislative Yuan: 1992 to 2020

KMT DPP People | Taiwan | New New other
First People’s | Party Power
Party Party Party
1992 94 21 15
1995 67 41 16 4
1998 96 53 7 21
2001 53 69 35 1 18
2004 61 70 27 1 17
2008 81 27 1 4
2012 64 40 3 6
2016 35 68 3 5 2
2020 38 61 5 3 6

Note: The other political parties include Taiwan Solidarity Union and Non-Partisan

Solidarity.

Sources: Central Election Commission

13" Infographic of legislature election results. https://db.cec.gov.tw/Visual?type=Legislator

13
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2.1.2 Multiple national identities and multi-party system

Why Taiwan’s party politics has transformed from a KMT party-state to a multi-
party system is a crucial question. Some Taiwanese scholars (e. g., Shyu, 2004; Shih,
2004) have identified Taiwan’s national identity cleavage as a critical factor in the
transformation of the party system. Taiwan’s current multi-party system can be
explained as a spectrum that reflects this cleavage(Clark and Tna, 2012). As
mentioned above, national identity stances are reflected in party platforms and these
stances influence candidates’ national identity discourses. Facing parties’ competing
appeals to national identity, Taiwanese voters have selected the parties that are most
consistent with their own individual stances. The national identity cleavage
exacerbated social cleavages and became a campaign tool. As Chang and Huang
(2011) have stated, party competition shapes party identity and then party identity
influences the public’s national identity.

Regarding the relationship between party politics and national identity, different
political parties stress Taiwanese or R.O.C identity to attract support from voters
whose identities align with political parties’ stances (Chang and Huang, 2011). Since
the 1990s, the national identity issue has no longer been a taboo in Taiwanese society;
rather, it has become a public choice of Taiwanese national identity or R.O.C.
national identity for Taiwan’s politicians and voters (Corcuff, 2002; Wu, 2014). Since
the single member district system of Taiwan’s legislative election is disadvantageous
to smaller parties, it is not surprising that, as Figure 2.1 indicates, except for
independent voters, Taiwan’s voters still overwhelmingly identify with the KMT and

DPP (Wu, 2014).
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After martial law was lifted in 1987, the political development of Taiwan moved to
a new stage. Overall, since the late 1980s, Taiwan’s democracy has developed rapidly
(Hughes, 2016). Since 2000 in particular, when the DPP’s Chen Shui-bian took over
the presidency, Taiwan has clearly broken away from the KMT’s authoritarian rule as
a multi-party system has developed (Corcuft, 2002). This change of ruling party has
facilitated the belief among Taiwanese voters in genuine a multi-party democratic
system, as people have seen that the KMT is not the only possible ruling party in
Taiwan. However, Chen’s pro-Taiwan independence policy immediately led to a
severe rebuke from Beijing and increased cross-Strait tensions (Schubert and Damm,
2014). Moreover, during Chen’s second term from 2004 to 2008, he was accused of
corruption by former DPP Chairman Shih Ming-teh(jfiBH{%) and certain KMT
legislators. This accusation led to over one million Taiwanese citizens participating in
the Red-Shirt Movement in 2006 to demand Chen step down. To a certain extent, the
anti-Chen Shui-bian movement planted the seeds for the second change of the ruling

party from DPP to KMT in 2008 (Su, 2016, p. 42).
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Figure 2.1 Changes in the Party Identification of Taiwanese as tracked in

surveys by the Election Study Centre, NCCU
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2.2 Change in media and political communications in Taiwan

2.2.1 From traditional mass media to the Internet era

As for political communications in Taiwan, from the martial law era to nowadays,

the major media used by candidates and voters to disseminate and receive election

campaign information has shifted from traditional media to the Internet. Before the

Internet era, most Taiwanese voters got political information, including election

campaign news and campaign advertising, from traditional mass media (Sullivan,

2008, p.675). After cable TV was legalised in Taiwan in 1994, in less than ten years,

over eighty percent of households had become subscribers (Taipei Times, 2006;

2021). Regarding the ideologies of Taiwan’s traditional media, under martial law, the

largest two newspapers, China Times and the United Daily, all of the three terrestrial

TV stations, including TTV, CTV, and CTS, most legal radio stations as well as most
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legal magazines were closely controlled by the KMT and supported the party. After
the lifting of martial law, some of these media openly criticised the KMT
government’s performance, making Taiwan’s political culture more democratic and
pluralistic (Lin, 2013, p.45).

Thanks to the Internet, the production and dissemination of political advertising
have been transformed since 2008, and Taiwanese scholars started to analyse the
characteristics of Internet users in the context of Taiwan’s major elections (Hong,
2010; Hu and Chen, 1999). While traditional media still was carrying political
messages in political campaigns, the Internet has rapidly become the most important
channel for voters, especially younger ones, to acquire and share political information
during the election season (Thorson, 2012).

In addition to the changes occurring in party politics since 2000, media and
political communications have also changed and influenced how presidential
candidates present their national identities in campaign communications. These
changes are, therefore, important contextual factors that help account for the research
findings of the present study.

Nowadays in Taiwan, the Internet reflects public opinion and provides politicians
and voters with an efficient communication platform. As Lin (2013) indicates, the
most significant changes in media and political communications in Taiwan have been
caused by the popularity of the Internet. Some interviewees participating in this study
also indicated the importance of the Internet in political campaigning. The Internet
can create many types of more creative campaign advertisements. According to a

report issued by the Taipei Association of Advertising Agencies, Taiwan’s 2008
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presidential election was a milestone in Internet campaigning. Both the KMT and
DPP’s candidates in Taiwan’s 2008 presidential election spent 4 times more money
on producing Internet campaign materials than in Taiwan’s 2004 presidential election
(onmedia report, 2010). Now, as in many other countries, the Internet has become the
mainstream in political campaigning (Lin, 2013; Thorson, 2012). That means political
information is not sent only through traditional mass media but also via the Internet.
Before the advent of the Internet, the public may have been seen as relatively passive
recipients of political information; however, in the Internet era, public opinion has
become vitally impactful on presidential candidates’ propaganda strategies (Thorson,

2012).

2.2.2 The Internet becomes the major channel of electoral campaign
communications

The Internet has become the major channel of electoral campaign communications
in Taiwan. According to two research companies, Kepios and We Are Social (2022),
more than 91 percent of people in Taiwan use the Internet. In addition, people in
Taiwan now spend more time watching online videos and content on social media
than traditional mass media. The top five most-used social media platforms in Taiwan
are YouTube (89%), Facebook (89%), Line (86%), FB Messenger (55%) and
Instagram (54%) (Hootsuite and We Are Social, 2020).

Obviously, Taiwan’s election campaigning is catching up with the Internet in the
Web 2.0 era. Internet use in campaign communications has developed rapidly from

websites, videos online and social media, to Apps. Campaign staff members
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disseminate information and launch videos on these platforms. For instance, as Jack
Hsiao, the director of the public relations company WeCan (5 7\ ), indicates
(Jack Hsiao, personal interview, 23 April, 2019), both Tsai Ing-wen and Ma Ying-
jeou’s teams were using Keywords in Yahoo and Google and released videos about
candidates’ traits and policies, on YouTube in Taiwan’s 2012 presidential election.

Another common type of campaign communication on the Internet is short films.
This has been used in Taiwan’s election campaigning since 2010 and is an alternative
way to release campaign communications (Hu and Chen, 2013). Short films are not
confined by time. The length of a TV advertisement is on average 10-60 seconds,
whereas a short film might be a 30-minute video. The short film has become a
mainstream form of political communication in the Internet era and may depict a
persuasive or creative story. TV advertisements are expensive but only present
messages less than 1 minute long. They are not suitable for storytelling(Jack Hsiao,
personal interview, 23 April, 2019).

The Internet is not only cheaper for longer campaign communications, but also
increases relevant news reports in traditional mass media (Wang, 2014 in RTI report).
Tsai’s team frequently launched campaign videos on the Internet to show celebrities
supporting her. These videos were then followed and reported on by TV or
newspapers(TVBS News, 29 Dec, 2019). This kind of campaign strategy is much
cheaper than directly launching campaign advertisements in traditional mass media.

In addition, another interesting trend of Internet political communication has been,
beginning in Taiwan’s 2020 presidential election, the creation of short films, by both

the DPP and KMT supporters, to support and promote candidates. It was not possible
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to see this kind of political communication phenomenon before the advent of the
Internet era in Taiwan. In several cases of this phenomenon, supporters (some of them
are influencers or YouTubers) even actively have invited candidates to be interviewed
in the films, and candidates are happy to have such free promotions (KOL Radar, Al
analytics company, 2 December, 2019). The interaction is called ‘lifestyle politics’
(Giddens, 1991), which means citizens’ participation in Internet political propaganda
(Bennett, Wells and Rnak, 2009; Mascheroni, 2015).

According to the interviewee Jack Hsiao, the Internet provides an exclusive
channel for candidates to speak out about their political policies or national identity
stances. Campaign teams can also launch much information on Internet channels. As
a research data source, the Internet preserves the data containing details of electoral
campaign videos. Those details may not appear in TV ads because of the limitations
on video length and campaign budgets.

Overall, campaign communication is a complicated task for candidates. In Taiwan,
different candidates, different producers, and a change in channels may result in
different campaign strategies and communication effects. Based on this, this study
explores and compares how Taiwan’s presidential candidates present their national
identities in campaign videos on the Internet in Taiwan’s presidential elections since

2012.

2.3 The 2012 presidential election
Taiwan’s first democratic presidential election was held in 1996. Since then, there

have been three changes in the ruling parties. Regarding the last four elections, as
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Figure 2.2 shows, the DPP has obtained a steady growth in votes and a greater margin

over the number of KMT’s votes from 2012 to 2020.

Figure 2.2 Results of Taiwan’s Presidential Elections from 1996 to 2020
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Taiwan held its fourth democratic presidential election on 22 March, 2008. In this
election, the KMT nominated Ma Ying-jeou as the party’s candidate. A promising
politician from the outset with a doctorate in Law from Harvard, Ma had substantial
experience as the secretary to Chiang Ching-kuo, deputy secretary general of the
central committee of the KMT, minister of Justice, mayor of Taipei City, and
chairman of the KMT.

Ma’s Mainlander background was an issue in the 2008 election. After all, since Lee

Teng-hui became (ZE& ) Taiwan’s president in 1988 and Chen Shui-bian ([ 7K &)

was elected as Taiwan’s president in 2000, Taiwan had been ruled by native
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Taiwanese politicians for almost twenty years before the 2008 election. Thus, whether
a Mainlander like Ma Ying-jeou could be accepted by most of Taiwan’s voters was
questionable(Shih, 2013, p.57).

Ma Ying-jeou won the 2008 election as Taiwan’s president with 7,659,014 votes
(58.45%). Ma’s victory opened a new era of peaceful cross-Strait interactions.
However, his promise to enhance Taiwan’s economic development was undermined
by the 2007-2008 world-wide financial crash, damaging his prospects for re-election
in 2012.

President Ma’s 2012 re-election campaign faced a strong challenge from the DPP
candidate Tsai Ing-wen. Because of the financial crisis, Ma failed to keep his promise
to strongly grow Taiwan’s economy and that became a campaign issue. To solve this
problem, in 2010 Ma proposed a ten-year trade pact with mainland China, the
Economic Cooperation Framework Agreement (ECFA). This would entail tariff-free
cross-Strait trade on many Taiwanese and Chinese products being effective from
2010 (Shih, 2013, p.49).

In the 2012 election campaign, Ma’s team stressed his first-term achievements.
However, Tsai severely criticised Ma’s failure to keep his promise of economic
growth and became a strong challenger. Tsai obtained a doctorate from the London
School of Economics and Political Science (LSE) in 1984 and started an academic
career at Taiwan’s Chengchi University. She entered Taiwan’s politics as an
international trade consultant to Lee Teng-hui in the 1990s and 2000 became minister
of Taiwan’s Mainland Affairs Council and vice premier of the R.O.C. in 2006. When

Ma became president in 2008, Tsai became the chairwoman of the DPP. Tsai was
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Taiwan’s first female politician to run for the presidency. In her 2012 campaign, she
refused to accept the 1992 Consensus and the One China policy. In fact, Tsai stated in
2002 press conference that Taiwan is an independent sovereign country instead of a
part of China (Shih, 2011).

Ma won the 2012 election obtaining 6,891,139 votes versus Tsai’s 6,093,578 votes.
Ma’s slim majority seemed to have inspired Tsai to run again in 2016.

In 2012, Ma and Tsai still used traditional mass media. Both broadcasted campaign
videos on TV, primarily to announce their platforms or to attack rivals (Brain, 2012).
Meanwhile, more and more voters were watching YouTube, so Ma and Tsai decided
to launch their campaign videos on YouTube as well to attract support from new
media users (commonwealth, 12 July, 2011). However, for both camps, the Internet
was still an auxiliary tool. After all, apart from the young, voters tended to rely on
television for campaign-related information and political advertising. So, as Internet
use increased in Taiwan after the 2012 election, presidential candidates have adopted

it more and more for campaign communication (Cheng, 2015).

2.4 The 2016 presidential election
Taiwan’s 2016 presidential election was dramatic. First, because the KMT had

been resoundingly defeated in the 2014 nine-in-one election'4, no qualified KMT

14 Local election: Municipal Mayors, Municipal Councilors, Chiefs of indigenous districts in
municipalities, Councilors of indigenous districts in municipalities, County Magistrates (City Mayors),
County (City) Councilors, Township Chiefs, Township Councilors, and chiefs of the village (borough)
in 6 municipalities and 16 counties (cities).

https://web.archive.org/web/20141119062153/http://engweb.cec.gov.tw/files/11-1030-5692.php
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politicians were willing to stand in the KMT primaries in 2015 (Chinatimes, 9
August, 2019). To resolve the potential embarrassment, a KMT congresswoman Hung
Hsiu-chu (J#:55F¥) was persuaded to stand for nomination in July 2015. This caused
pessimism about the KMT’s chances among party elites and affected voter support for
the party (theinitium, 7 October, 2015).

In addition, the 2014 Sunflower Movement also damaged KMT support (Chao, 16
March, 2016, in TVBS report). In March and April 2014, young demonstrators
occupied Taiwan’s Legislative Yuan to protest the cross-Strait service trade
agreement with mainland China as a black box operation that would damage
Taiwan’s sovereignty and economic development. Ma’s tolerance of the
demonstrators enhanced DPP’s morale and dismayed KMT supporters. Academic
Sinica sociologist Chen Chin-jou argued that the Sunflower protests influenced the
2014 nine-in-one elections, damaging the KMT’s 2016 presidential election campaign
(Liberty Times, 16 October, 2015).

Hung was a high-school teacher by profession, with a bachelor’s degree in Law
from Taiwan’s Chinese Culture University and a master’s in Education from the
Northeast Missouri State University. She entered Taiwan’s politics as a legislator in
1989. In 2012, Hung became the vice president of the Legislative Yuan. That was the
high point in Hung’s political career.

After being nominated to be the presidential candidate in July 2015, Hung
campaigned on a controversial cross-Strait platform that Taiwan and mainland China

should both declare themselves to be part of China (Hung, 2 May, 2015, in Liberty
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Times net). This position was different from the KMT’s traditional stance of ‘One
China, Respective Interpretations;” (OCRI) that is, ‘One China’ has different
meanings for Taiwan and the Mainland. Hung’s proposal alarmed many KMT
politicians and elites and caused public confusion around the KMT’s cross-Strait
policy. Hung was denounced by the DPP and some media as a totally pro-China
candidate (Cole, 2015). When the trouble dragged on to October 2015, the KMT
finally decided to substitute KMT chairman Eric Chu as the party’s presidential
candidate. Although Hung caused controversy for the KMT, it was surprising that the
KMT should have to change candidates three months before the 2016 presidential
election. That meant Eric Chu only had a very limited amount of time to campaign'>.

The KMT’s decision to replace Hung created a dilemma for the party (the initium,
7 October, 2015). On one side, Hung’s radical cross-Strait platform provided the DPP
with an excellent excuse to claim that the KMT intended to sell Taiwan out to
mainland China. This forced the KMT to spend time refuting the allegation;
meanwhile, Hung’s repeated clarifications took up news space, giving Hung little
chance to promote other policies. To stop the controversy, the KMT elites tried to
persuade Hung to change her cross-Strait policy, but she refused. After standing by
her for three months, the KMT decided to withdraw her nomination and changed

candidates, replacing Hung with Eric Chu.!

15 Rich, T.S & Neeper, H. (2015). The Impact of Replacing Hung Hsiu-Chu.
https://theasiadialogue.com/2015/11/17/the-impact-of-replacing-hung-hsiu-chu/

16 Cole, MLJ. (2015). The Strange Case of the KMT’s Hung Hsiu-chu The KMT is in a process of
adjustment before the 2016 elections, but it seems to be moving in the wrong
direction.https://thediplomat.com/2015/06/the-strange-case-of-the-kmts-hung-hsiu-chu/
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However, Hung’s replacement triggered huge dissatisfaction among her supporters,
arguing that it was Hung who had solved KMT’s embarrassment that no qualified
politicians were willing to stand in the primaries. Besides, Hung had passed all the
primary thresholds, including 1,500,000 party members’ recommendations and an
average of 40 percent support across five polls. Supporters claimed that it was not
right to withdraw Hung’s nomination just because some people had criticised her
cross-Strait policy. Some of Hung’s supporters even said that they would not vote for
Eric Chu in protest against the party’s treatment of Hung. In this context, the KMT’s
2016 campaign suffered from a disadvantageous split (the initium, 7 October, 2015).

Eric Chu had less than three months to run his campaign. Chu obtained his
doctorate in accounting from New York University and then taught at National
Taiwan University. He started in politics as a legislator in 1999 and was twice elected
as magistrate of Taoyuan County between 2001 and 2009. In the Ma administration,
Chu had been nominated as chairman of the Consumer Protection Committee and the
vice premier in the Executive Yuan. From 2010 to 2018, Chu was twice elected as the
mayor of New Taipei City. He was also the chairman of KMT from 2015 to 2016. He
initially refused to stand in the 2015 primaries, but acceded to the requests of the
KMT elites, who persuaded him to replace Hung.

On the DPP’s side, as in the 2012 election, Tsai Ing-wen was the nominee. This
time, because of the 2014 Sunflower Movement and the DPP’s victory in the nine-in-
one election, some polls predicted that she had a good chance of becoming Taiwan’s

first female president in 2016 (BBC, 20 May, 2016). When KMT switched
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candidates, however, the political atmosphere became even more advantageous for
Tsai.!”

Tsai won the 2016 presidential election with 6,894,744 votes, while Chu got
3,813,365 votes. As mentioned above, the results of the election were quite consistent
with some election polls. After the KMT switched candidates, the party’s supporters
split into two groups-- those who still supported Hung and those who endorsed Chu.
This split inevitably caused harm to Chu’s campaign and partly explains his poor
performance (Wealth magazine, 07 Oct, 2015).

Tsai’s victory made the DPP the ruling party in Taiwan again. This was the third
changeover in the ruling party through democratic elections in Taiwan and it marked
a further maturing and normalising of Taiwan’s democratic progress in the eyes of the
electorate (BBC, 20 May, 2016). However, regarding the cross-Strait relations,
because Tsai didn’t mention the 1992 Consensus'® (J1.—3£:#) in her presidential
inaugural address, Beijing believed that she had no intention of maintaining friendly
relations (BBC, 20, May 2016). Even worse, China believed that Tsai’s denial of the
existence of the 1992 Consensus signalled a push for de jure Taiwan independence.
Thus, after Tsai’s inauguration, China started a confrontational policy of reducing

Taiwan’s diplomatic space, reducing Taiwan’s agricultural imports, and cutting the

17" Part of the significant reason for KMT’s defeated. https://www.rfi.fr/tw/F{G/20160117-Z85 37
o] K5 308 B2 ?

" the mutual understanding reached by the two sides in November 1992 was that ‘the two sides of the

Taiwan Strait insist on “one China,” but differ as to what that means, and each side could express its
interpretation verbally.” This position accords with the ROC

Constitution. https://www.mac.gov.tw/en/News_Content.aspx?n=2BA0753CBE348412&sms=E828F
60C4AFBAF90&s=8384D875F53F3B53
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number of Chinese tourists allowed to visit Taiwan. None of these policies altered
Tsai’s cross-Strait policy and cross-Strait relations became more strained after Tsai
took office in May 2016 (BBC, 20 May, 2016).

In their 2016 campaigns, both Tsai and Chu put more resources into Internet
campaigning (Business next, 19 May, 2019). Both candidates’ teams still produced
television advertisements and put their campaign videos on YouTube and Facebook.
It appeared that the Internet had become the major vehicle for carrying the candidates’

campaign information.

2.5 The 2020 presidential election

Taiwan’s 2020 presidential election was a competition betwee DPP’s Tsai Ing-wen
and KMT’s Han kuo-yu. Tsai won the 2020 presidential election with 8,170,231
votes, while Han got 5,522,119 votes. After Tsai’s apparent rejection of the 1992
Consensus in 2016, Beijing proclaimed that the Tsai administration was promoting
Taiwan's independence and ruining cross-Strait relations (Kuo, 2020). Moreover,
Tsai’s perceived echoing of US President Trump’s anti-China policy intensified
China’s doubts about whether Tsai was willing to maintain a peaceful relationship
with mainland China. Immediately thereafter, China began clamping down on
Taiwan’s agricultural exports and revenue from Chinese tourists and students,
provoking tension and negatively affecting Taiwan’s economy (Chang, 2018).

In domestic affairs, Tsai actively promoted a policy of Transitional Justice and
sought to begin confiscating the KMT’s ‘ill-gotten party assets’ (Kuo, 2020). One

high-ranking member of the Tsai administration, the former vice president of the
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Transitional Justice Commission, Chang Tian-chin (58 K#{), admitted that he was
Tsai’s ‘lackey’ in purging KMT politicians (The storm media, 1 October, 2019).
Meanwhile, some of Tsai’s appointments were criticised by some commentators as
personal rewards. Such negative reports damaged Tsai and the DPP’s public support
(The storm media, 1 October, 2019).

In Taiwan’s 2018 nine-in-one local election, the DPP candidates were mostly
defeated by the KMT ones. The most surprising result was KMT candidate Han Kuo-
yu’s (§%[EH¥47) victory in the Kaohsiung mayoral election in November 2018, since the
DPP had ruled Kaohsiung continuously for over two decades. In fact, in 2018 Han
became unexpectedly popular in political circles (Peng, 1 November, 2018).
According to some commentators, Han’s popularity not only won Kaohsiung but also
helped other KMT candidates to win elsewhere (Peng, 1 November, 2018).

Han’s success in his challenge to the DPP’s long-term control of Kaohsiung was
certainly remarkable. However, Han was not a new hand in Taiwan’s political circles.
He got his master’s degree in mainland China Studies from Taiwan’s National
Chengchi University. After graduating, he worked as a journalist for the China Times
in Taipei. He was elected as a county councilor for Taipei County in 1990 and as a
legislator in the Legislative Yuan from 1993 to 2002. Then, he stepped out of
Taiwan’s politics for seventeen years and finally accepted KMT’s nomination as the
candidate for Kaohsiung’s mayoral election in 2018. His campaign was described by
some commentators as ‘mission impossible,” with his victory prompting his
candidacy in the 2020 presidential election (commonwealth magazine, 27 February,

2019).
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After the 2018 local election, five public opinion polls gave Han the greatest odds
among KMT politicians to defeat the DPP candidate in 2020 (Liberty Times net, 15
July, 2019). Facing this situation, Han hesitated to stand in the 2020 election; after all,
he had just been elected as mayor of Kaohsiung in 2018. He was not sure whether
most Kaohsiung citizens would agree with his standing in the KMT primaries. In the
end, Han decided to stand and won the KMT’s nomination as the party’s presidential
candidate. In the DPP camp, President Tsai was nominated again. According to the
polls conducted by TVBS, Apollo Survey, and Ettoday, even though Han appeared to
have considerable momentum, his support in the polls was behind Tsai’s (Pao, 24
October, 2019 in Chinatimes). At the 2020 presidential election, Tsai got 8,170,231
votes, over Han’s 5,522,119 votes. Tsai started her second term in May 2020.

Regarding the political communications patterns of Han and Tsai’s 2020
campaigns, the first characteristic is the Internet becoming the most important channel
of electoral campaigning (Liao, 24 November, 2019 in the storm media). The two
candidates’ teams launched videos on YouTube and set up official Facebook accounts
to post articles, photos, and videos about their political platforms and campaign
activities. The second trait of this new political communication is both teams
sometimes broadcast campaign activities live on the Internet. Thus, both teams were
exploiting mass media to release campaign information to voters. This is a cheap and
efficient way of establishing direct connections between candidates and the public.
(Upmedia, 17 Dec, 2019).

A third and interesting trait of this new political communication is the candidates,

especially Han Kuo-yu, adopting a YouTuber style to frequently and directly interact
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with the public (Mirror Media, 29 October, 2019). Previously, people learned about
candidates’ words and deeds mainly through relevant news reports in the mass media
and did not often directly interact with candidates. Watching candidates’ television
debates was one of the best ways for the public to understand candidates’ public
policy platforms. In Taiwan’s 2020 presidential campaign, Han frequently talked
about what he was thinking or planning to do on Internet platforms as his live shows.
People watched his shows and gave him immediate responses. This was a new way of
interaction between a candidate and voters. Of course, without the Internet, it was
impossible to imagine that a candidate could interact with voters so easily and
frequently.

The fourth new feature of the 2020 campaign is candidates’ supporters actively
organising their own social media groups (Mirror Media, 29 October, 2019). Both
Tsai and Han had more than one fans group on Facebook. Fans might join one or
more groups depending on their enthusiasm for the campaign. Antagonistic fans
groups might attack each other and were not controlled by candidates’ teams. In other
words, the election campaigns were not only the candidates’ campaigns but also the
fans’ campaigns. This was a new and unprecedented political communication
phenomenon in Taiwan. Thanks to the popularity of the Internet, fans’ active
participation intensified to an unprecedented extent (Appledaily, 30 December, 2019).

Finally, the fifth and last new feature of the 2020 campaign is the phenomenon of
YouTubers outside of the candidates’ official campaign teams joining the campaign in

support of specific candidates (Appledaily, 30 December, 2019). On Han’s side, ‘Bit
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King,” ‘the KUSO,’ and ‘the Historian’!® produced videos periodically to support
Han Kuo-yu or to attack the DPP. These Internet celebrities were autonomous allies
of the Han camp. As for Tsai, her team invited several YouTubers to promote her
platforms in their own shows. Tsai sometimes appeared as a guest on these shows to
interact with the YouTubers. This kind of propaganda was a new way for DPP’s

presidential candidates to promote their policy platforms.

2.6 Summary of the chapter

In this chapter, the researcher has presented the changes in party politics and the
transformations in the electoral campaign in Taiwan’s 2012, 2016, and 2020
presidential elections. This was a period in which Taiwan’s politics and political
system further developed away from the KMT’s authoritarian one-party dominance to
a multi-party democratic system.

It was also in this critical period that the major electoral campaign channels
transformed from being completely dominated by traditional mass media to having
this traditional media being upended by the new media of the Internet. Presidential
candidates became more and more reliant on this new medium for campaign
communication, not only because of its greater promotional efficiency, but also
because it was cheaper. Thus, the changing domestic political context, the
transformation in campaign communication, and the easing and tensing of cross-Strait
relations altogether created the contextual influences on candidates’ strategies of the

appeals to national identity that the researcher will analyse and present in chapters

19 Taiwanese influencers’ YouTube channels’ name.
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five to seven. Before showing the research findings of this study, in the next two
chapters, I review relevant literature to the present study and the research methods

used for data collection and data analysis.
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Chapter 3. Literature Review: National identity and election

campaign communications

This study attempts to answer two research questions regarding what and why
specific symbols have been selected to represent candidates’ national identities in
Taiwan’s presidential election campaign videos. Given the salience of the national
identity issue in Taiwan’s contemporary politics (Achen and Wang, 2017; Fell, 2011,
Hughes, 2011; Shyu, 1995; 2004), several scholars have studied how campaign
advertising reflects political parties’ stances on Taiwan’s national identity (Fell, 2015;
Sullivan, 2008). However, few previous studies have further explored the symbolic
features of the appeals to national identity in Taiwan’s campaign communications.
Moreover, in Taiwan’s presidential elections, can national identity be alluded to by
various symbols instead of always being expressed explicitly in election campaign
communications? If so, only counting the explicitly expressed national identity in
campaign communications may underestimate the importance of the alluded appeals
to national identity. It is the major concern of this study.

To answer the research questions of this study, it is necessary to review some
relevant academic studies to better understand scholarly ideas in academia as
preparatory background to the study of national identity and symbolic representations.
In the first section of this chapter, the researcher introduces the core conceptions of
identity and national identity. The second section is a review of the major studies
concerning national identity in Taiwan, as well as in other countries. The third section
introduces previous studies on symbolic representations for national identity. In the

fourth section, the researcher introduces Fairclough and Van Dijk’s discourse theories
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as a framework to explore the rationale behind symbolic representations of national
identity.

What should be noted here is that the data of this study are campaign videos
uploaded to YouTube by Taiwan’s presidential election candidates. Strictly speaking,
by definition of advertising or political advertising, the videos should not be
recognised as a kind of advertising or political advertising. Kotler (1984, p. 58)
defines advertising as ‘any paid form of non-personal presentation of ideas, goods or
services through mass media such as newspapers, magazines, television or radio by an
identified sponsor.” As for political advertising, Kaid and Holtz-Bacha (1994, p.2)
define political television ads as ‘any programming format under the control of the
party or candidate and for which time is given or purchased on a broadcast (or
narrowcast) outlet.” Since it is free for candidates to upload their campaign videos to
YouTube, the videos may not be seen as a kind of advertising. However, as Perloff
(1998, p. 345) argues, political ads ‘offer a way of communicating with, and
hopefully persuading the electorate.” The freely uploaded campaign videos have a
similar function as political ads in elections. Therefore, in this chapter, the researcher
still reviews some previous studies on the connection between political advertising

and the appeals to national identity.

3.1 The basic notions of identity and national identity

The purpose of this study is to explore the symbolic representations of national
identity in Taiwan’s presidential campaign videos. Thus, in this chapter, it is

necessary to first introduce scholars’ notions of identity and national identity.
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3.1.1 The meaning of identity

According to Smith (1991), the concept of identity may refer, among other things,
to role identity, national identity, or cultural identity. The term ‘identity’ may be
traced back to the tragedy of Oedipus, which demonstrates that self-identity is
composed of identities of territory, social class, religion, ethnicity, gender, and family.
One’s identity is always practised within the social space of a community. As such, it
is socially represented. As for national identity, Smith (1991) suggests that it is a
complex psychological state involving identities related to territory, laws, institutions,
and common values related to a political community. These values may be cultural,
historical, and ideological. Moreover, ethnicity may influence national identity.
Ethnicity is concerned with an individual’s ties with his or her ancestors’ traditional
customs, languages, and genetic lineage, even though the person may have migrated.
Hence, Smith (1991) suggests that the definition of identity can be interpreted as
people sharing histories, memories, cultures, and common values (ideology) in a
community or territory, and these people are entitled to have legal rights, a common
economy, and duties in a nation.

Hall et al. (1996) have proposed three conceptions of identity: first, the
enlightenment subject, where the essential self is a person’s identity; second, the
sociological subject, where the subject is formed in interaction with society,
projecting oneself onto cultural, territorial and ideological identities and internalising
their meanings and values; third, the post-modern subject, who has no fixed or
permanent identity, but assumes different identities at different times (Hall et al.,

1996, pp. 557-558).
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3.1.2 Significance of national identity

Huntington (2004, p.12) has provided a broad definition of national identity as ‘an
overarching system of collective characteristics and values in a nation.” Since the
word ‘nation’ could refer to a country or ethnicity, some scholars differentiated the
concept of ethnic national identity (ethnic nationalism) from civic national identity
(civic nationalism) (Brubaker, 1992; Shulman, 2004; Wright, Citrin, and Wand,
2012). Shulman (2004, p.1) has defined both ethnic national identity and civic
national identity. The former is a group of people who believe they have ‘a common
ancestry, culture, language, religion, traditions, and race.” And the latter, people in a
state or a nation who think they are ‘living in a common territory, believe in common
political principle, possession of state citizenship, representation by a common set of
political institutions and desire or consent to be a part of the nation.” Some other
scholars (Shih, 2000; Smith, 1983; Stargardt, 1995) have similarly defined civic
national identity and emphasised that the concept refers to a group of people’s beliefs
that they are citizens of a country in which their freedom and happiness can be
protected. Hughes (2011, p.51) maintains that ethnic nationalism emphasises that ‘the
nation is a community of birth with a native culture;’ civic nationalism ‘is a territorial
and legalistic concept that stresses the existence of a historic territory, legal-political
community, legal-political equality of members, and common civic culture and
ideology.” Moreover, Smith and Kim (2006) have suggested that national identity
involves the evaluation of a nation’s developments in specific domains, such as the
country’s achievements in democracy, economy, social security system, technology,

science, and sports. Francis Fukuyama (2018, p.5) maintains that ‘National identity
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not only enhances physical security, but also inspires good governance; facilitates
economic development; fosters trust among citizens; engenders support for strong
social safety nets; and ultimately makes possible liberal democracy itself.” Barrett
(2005, p.192-193) also indicates that the subjective sense of national identity involves
a personal sense of belonging to a national group, feeling towards other members of
the group, knowledge of the national emblem, and emotions of national pride and
national shame.

Thus, based on the notions of national identity as explicated above, in this study,
national identity refers to civic national identity and is defined as a subjective sense of
the belonging to a country and the recognition or emotion toward the history, culture,
emblems, the fellows, and the current public issues of the country. As mentioned in
the introductory chapter, due to democratisation, Taiwan’s identity politics has
transferred from the ethnic tension caused by the minority Mainlanders ruling the
majority native Taiwanese to a civic oriented argument about the meaning of
Taiwanese identity (Shen and Wu, 2008; Wong, 2001). Schubert (2004, p. 537)
argues that Taiwan’s national identity issue is neither pure ethnic nationalism nor
civic nationalism, but it has tended to be more civic after the beginning of Taiwan’s
democratisation in the 1980s. Regarding the transformation of Taiwan’s national
identity issue, Hughes (2016) describes it as a three-stage evolution as explained as
follows.

The first stage started in 1945, involving nation-building under an authoritarian
political system in which the ruling KMT defined national identity according to

Chinese ethnicity. The establishment of multi-party politics in 1986 heralded a new
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period with the two main political parties striving to articulate a more inclusive vision
of national identity based on citizenship and loyalty to Taiwan. Since 2008, a
combination of growing economic dependence on the People’s Republic of China
(PRC) and a return of the KMT to the presidency has heralded a new phase, in which
identity politics is largely shaped by a tension between a state-led attempt to present
Taiwan once again as part of the Chinese nation on the one hand and a defence of the
civic vision by groups in civil society on the other. (Hughes, 2016, P.165)

Hughes’ observation also indicates that due to democratisation, Taiwan’s national
identity has shifted from ethnic nationalism to civic nationalism. However, after Ma
Ying-jeou became Taiwan’s president in 2008, as introduced in the first chapter of
this thesis, the KMT has started to remind Taiwanese people that it is natural for those
who live in Taiwan to have a Taiwanese identity. Nevertheless, regarding national
identity, Taiwanese people should hold R.O.C. identity as well; after all, Taiwan is
just a part of R.O.C., with the KMT insisting on a dual identity for the denizens of
Taiwan. For the KMT, Taiwanese identity is a provincial identity, and the R.O.C.
identity is a national identity.

Unlike the KMT’s dual identity, the DPP, at least before Taiwan’s 2020
presidential election, always has considered the Taiwanese identity as the national
identity. From the time when the DPP began advocating Taiwan independence in its
platform in 1991 and the Resolution of Taiwan’s Future in 1999, the party has
publicly claimed that, although for now, the constitutional name of Taiwan is the
R.O.C., DPP believes that Taiwan should be an independent sovereign country with

the name of Republic of Taiwan (DPP Platform). In other words, the DPP’s national
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identity stance is that Taiwan should be treated as a country instead of merely a part
of the R.O.C. This stand is different from the KMT’s R.O.C. identity, and thus has
caused a conflict of national identity between the two parties in Taiwan’s presidential
elections (Wu, 2020). Since the conflict is concerned with the perceived status of
Taiwan as its own country or a part of the R.O.C., the issue of Taiwan’s national
identity is now in nature more of a civic national identity rather than an ethnic
national identity.

For the DPP and KMT’s politicians, the question is how to represent their
individual stances regarding national identity in major political settings, such as the
presidential elections. After all, in election campaigns, it is easier for candidates to
win votes from those who share the same identity (Achen and Wang, 2017; Shyu,
1995; 2004). Thus, identity is an essential factor in the design of campaign
communications. This is especially the case in Taiwan’s presidential elections,
because, as mentioned before, in Taiwan, there is more than one national identity.
Therefore, how to appropriately represent a candidate’s national identity stance in
campaign communications is a critical task for the campaign teams.

After introducing the notions of identity and national identity, the researcher will
undertake a review of previous studies dealing with the national identity issue in
Taiwan as well as some other countries. Then, a review of the connection between
national identity and symbolic representation is presented in the third section of this
chapter. This review provides a framework for searching for the answer to the first
research question, that is, the symbolic features of the appeals to national identity in

campaign videos. In the last section of the chapter, the researcher introduces
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Fairclough and Van Dijk’s discourse theories. These theoretical notions are useful as

frameworks to consider the appeals to national identity as a discourse and then to

analyse the social and psychological rationales behind the symbolic representation of

national identities.

3.2 Previous studies on Taiwan and other countries’ national identity

Since the 1990s, studies regarding Taiwan’s national identity have been a focus of

Taiwan Studies. As Schubert and Damm (2014) indicate, the issue itself is so

contentious that scholars have tried to employ a range of academic perspectives, from

those of political science, sociology, anthropology, history, and psychology, to
explain the identity divide among Taiwanese people.

Schubert and Damm (2014) further argue that Taiwan’s identity politics is
influenced by domestic issues and the ‘China factor.” Hence, in Taiwan, national
identity is a potential site of struggle and a valuable tool in campaign
communications. Chen (2013) has found that the Chinese identity of Taiwanese
people is represented by the KMT, but this identity has been reshaped by social
context, political factors, and economic development. In short, the process of
Taiwan’s nativisation and democratisation have largely strengthened Taiwanese
identity and weakened Chinese identity among Taiwanese citizens (Shih, 2000). In
the next section, the researcher reviews some of the major studies on Taiwan’s
national identity issue from political and ethnic approaches. Also included in the
section is a brief review of previous studies regarding other countries’ national

identity issues.
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3.2.1 Political and ethnic approach

Previous studies on Taiwan’s national identity have followed political and ethnic
approaches. Political scientists like Alan Wachman (1994) and others have also
argued that the development of democracy in Taiwan has made more Taiwanese
consider themselves as citizens living in an independent country with freedom of
speech and free elections, this being quite different from the highly restricted political
lives of Chinese in mainland China. Furthermore, as Schubert and Damm (2014)
point out, some political science researchers (e.g., Chang and Wang, 2005; Shaw,
2002; Schubert, 2006; Tien and Chu, 1996; Davison, 2003) believe that Taiwan’s
national identity cleavage reflects some Taiwanese people’s need to reject ‘the
authoritarian signification movement of early KMT’s rule’ (Schubert and Damm,
2014, p. 3). In other words, as Schubert and Damm (2014) indicate, some researchers
(e.g., Gold, 1994; Lin, 2002; Chang, 2003; Chao, 2003) suggest that, along with the
democratisation of Taiwan initiated by the country’s former President Chiang Chi-
kuo and then promoted by Chiang’s successor, former President Lee Teng-hui,
several Taiwanese people have changed their national identity from the ethnic-based
Chinese identity to a civic identity as being a member of an independent and
democratic Taiwan, or, at least, the R.O.C. on Taiwan.

The DPP became the ruling party of Taiwan in 2000. Schubert (2004) and some
other researchers (e.g., Dittmer, 2004; Lynch, 2004; Greene, 2008; Wang and Liu,
2004) focus their studies of Taiwan’s national identity on former President Chen
Shui-bian’s policy of ‘Taiwanization.” What has been especially noticed in these

studies is Chen’s decision to launch textbook reform to increase young Taiwanese
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students’ Taiwanese consciousness and the movement to re-join the United Nations
(U.N.) under the name of ‘Taiwan.’

Afterwards, as Schubert and Damm (2014, p.3) point out, when the KMT won
Taiwan’s presidential election in 2008, research has shifted to investigating whether
the Ma administration’s policy to ease tensions between the R.O.C. and the P.R.C. is
compatible with the increasing Taiwanese identity on the island. The major findings
of these studies are that while the cross-Strait relationship from 2008 to 2016 was
becoming more cooperative compared with the situation during the time of the Chen
administration, the rapidly increasing friendly interactions between Taiwan and the
P.R.C. has triggered some Taiwanese people’s fears about the possibility of being
reunified with mainland China in the foreseeable future, with the Sunflower
Movement in 2014 being considered as the most significant indicator of this fear.
(Shubert, 2016, pp. 421,429).

Thus, according to Schubert and Damm (2014), political scientists’ studies on
Taiwan’s national identity mainly have focused on Taiwan’s political development
and transformation and the effects of political change, especially the effects of
democratisation on Taiwan’s identity divide. Additionally, As Hall (1989) suggests,
identity differences among members of a community can be a result of the execution
of political power. In Taiwan’s case, as Momesso (2022, p. 7) notes, the dynamics of
democratic development and the increasing numbers of foreign workers and spouses
have created a stronger civic oriented Taiwanese identity on the island.

Overall, as mentioned above, most political science studies regarding Taiwan’s

national identity divide agree that democratisation has enhanced Taiwanese
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consciousness. Survey results by institutions like the National Chengchi University’s
Election Study Center have provided empirical evidence for this argument (Schubert
and Damm, 2014). The most frequently used method for measuring Taiwanese
citizens’ national identity is to ask survey respondents: Do you think you are
Taiwanese, Chinese, or both Taiwanese and Chinese? Since 2010, all the relevant
survey results have shown that the greatest majority of Taiwan’s citizens identify
themselves as Taiwanese, followed by dual identity (both Taiwanese and Chinese),
with Chinese identity has always been the least declared national identity in Taiwan
(Schubert and Damm, 2014).

In addition to political science, ethnic analysis has also been employed to explain
the origins of Taiwanese identity and the remaining Chinese identity in Taiwan.
Corcuff’s (2002) edited volume analyses the historical aspects, transition, and
dimensions of ethnicity and nationalism affecting Taiwan’s national identity. From a
historical viewpoint, Corcuff (2002) analyses the relationship between internal change
in the KMT and its external opposition, especially during Lee Teng-hui’s ruling years.
According to Corcuff’s observations, Lee has strived to change ideological symbols,
with the policy of ‘knowing Taiwan’ aiming at sweeping away the Han Chinese
identity as an essential step to build a civic Taiwanese identity.

Another typical example of this kind of study is Hughes’ (2016, p.153-168)
historical review of the national identity divide in Taiwan. Hughes has reviewed
Taiwan’s history pre-and post-1945 and has indicated that before 1945, except for the
indigenous people of Taiwan, most Taiwanese people’s ancestors were Han migrants

from mainland China who came during the Qing dynasty. After the Qing ceded
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Taiwan to Japan in 1895, the feeling of abandonment and dissatisfaction with having
second-class status under Japanese colonial rule enhanced Taiwanese consciousness.
In 1945, although Taiwan was ceded to the Republic of China as a result of Japan’s
surrender, the cultural gap between the new KMT rulers from mainland China and the
native Taiwanese people, plus military suppression during the 228 Incident in 1947
increased Taiwanese consciousness even further and enlarged the identity cleavage in
Taiwan. Fleischauer (2014), Edmondson (2008) and Hillenbrand (2005) also indicate
that for some Taiwanese, the 228 Incident is still a traumatic historical memory. The
228 Incident is considered by some scholars as an explanation for some Taiwanese
people’ persistent rejection of Chinese identity.

Since the time of the 228 Incident, according to Hughes (2016), the KMT has made
great efforts to strengthen the Chinese identity in Taiwan, whereas anti-KMT forces
started to promote Taiwanese identity as a counter ideology. This conflict is
conceptualized by Hughes as Taiwan’s ‘identity politics.” From the 1970s, however,
to ease the domestic tension caused by the identity divide and to maintain its status as
the ruling party in Taiwan, KMT leaders Chiang Ching-kuo and Lee Teng-hui
adopted a nativisation policy and a dual identity. That is, they persuaded people to
identify themselves as being both Taiwanese and Chinese (Corcuff, 2002; Hughes,
2016). This dual identity became the KMT’s stance on Taiwan’s national identity and
is considered by Rigger (1999, p. 548,551) as a wise strategy for Taiwan in
maintaining the cross-Strait status quo.

Conversely, as Hughes and other scholars note, the DPP has emphasised Taiwanese

national identity. When the DPP became the ruling party between 2000 and 2008 and
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from 2016, strengthening Taiwanese consciousness has become a major task for the
DPP. Overall, since the 1970s, both the KMT and DPP have put more emphasis on
nativisation in Taiwan. As Hughes (2011, p.51) notes, nativisation has been the most
crucial task for Taiwan, more crucial than talking about Taiwan’s historical link with
China. That is why nativisation emphasises civic Taiwanese nationalism over Chinese

ethnic nationalism.

3.2.2 Studies on other countries’ national identity

In sum, Taiwan’s national identity has absorbed the research interests of quite a
few scholars. In addition, the national identity issue of other countries has also been
considered by some scholars as a significant research topic. For example, Davis
(2003, p.17) has found that, in the 1910s, an Irish nationalist Padraic Pearse made a
great contribution to the representation of Irish national identity by publishing a series
of essays to express his thoughts about the Irish people and their nation. Davis (2003,
p-17) emphasises that the ‘sentiment’ expressed in Pearse’s essays was a crucial force
in the promotion of Irish national identity. Kaiser (2003) examines how Kosovo's
national identity was represented when Serb nationalist troops executed an ethnic
cleansing campaign again Albanians in Kosovo in the late 1990s. Kaiser (2003)
indicates that the Kosovo Liberation Army successfully persuaded the Albanians
living in Europe and the United States to contribute money to support its cause as
being a critical factor in the representation of Kosovo's identity. After the North
Atlantic Treaty Organization, (NATO) defeated the Serbs, Kosovo proclaimed itself

to be an independent country in 2008. It is a case of national identity representation
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under the military threat from a hostile force. Another interesting study has been
completed by Smith (1992, p.55), which concerns the possibility and difficulty of
representing a ‘European political identity.” The European Union was established in
1993. Smith (1992, p.55) expresses his concern about the representation of a
‘European identity’ on the eve of the EU being set up, as the European Union was
established the following year, in 1993. He expresses his suspicions regarding the
possibility of representing a European identity given that different European countries
have their established cultural identities. For Smith (1992, p.55), another challenge to
the establishment of a genuine European identity is the trend of globalisation. These
studies and the previous works on Taiwan’s national identity all involve questions
about identity representation. Thus, in the next section, the researcher will review

some scholars’ notions regarding the symbolic representations of national identity.

3.3 Symbolic representations of national identity

Sullivan (2007, p.15) examines Taiwan’s campaign advertising and finds that
national identity has been framed as an issue in election advertising. Fell (2011, p.7)
also finds that although all the major political parties take a quite moderate stance on
the identity issue and mostly indirectly link the stance to relevant public issues, no
party has ignored the importance of national identity as an appeal to win more support
from voters. Fell’s study offers solid evidence to indicate that in Taiwan, election
campaign advertising is a major vehicle for political elites to represent a national
identity among the general public. This fact inspires the researcher of the present

study to examine the strategies of national identity representation employed by
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Taiwan’s presidential election candidates. Since the office of the president represents
the whole country and the agendas raised in presidential elections are more likely to
be implemented nationally, it is particularly suitable to investigate the different
national identities and relevant issues presented in different presidential candidates’
campaign communications, especially campaign videos.

Fell (2011, p.97) examines the connection between national identity and party
agendas in campaign advertisements in Taiwan’s 2001, 2004, and 2008 legislative
elections. The findings of this study indicate that electoral candidates do use certain
symbols for identity representation. For example, the KMT candidates have used the
R.O.C. national flag and symbols related to the R.O.C. nationalism or ‘Love Taiwan’
in their campaign advertisements. Conversely, the DPP candidates have used the
slogans ‘Fight China’ or ‘Protect Taiwan’ to emphasise their stance on Taiwanese
national identity. These findings coincide with Corcuff’s (2002, p. 75) earlier notions
that official maps, the national emblems, such as the anthem, the flag, the national

flower, textbooks, and banknotes can be used to represent national identity.

3.3.1 Symbolic representations in implicative ads

The study conducted by Fell (2011) indicates that candidates may not always
explicitly express their national identities in campaign advertising. Sometimes
candidates use specific symbolic representations, such as slogans or national symbols
to imply their national identity stances in political ads. Perloff (1998, pp.356-357)
also maintains that in some American presidential elections, candidates use some

symbolic representations in ‘implicative ads’ to imply opponents’ negative
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characteristics. In the next section, the researcher reviews some studies concerning
symbolic representations of national identity. The research findings of these studies
are the basis of categories in the content analysis of this study. The categories include
campaign platforms or public policies, slogans or signs, scenes, music, language, and

the overall stance of the national identity of each campaign video.

3.3.2 Public policy implies national identity

Perloff (1998, p.357) has introduced a case to indicate that candidates’ ideologies
can be represented by the statement of public policy. For example, in the American
1996 presidential election, the Democratic candidate Clinton released a TV ad to
attack his Republican opponent Dole’s opposition to the Family Leave Law (an Act
providing certain employees with up to 12 weeks of unpaid, job-protected leave per
year). In the ad, a couple discusses how they spend time with their daughter before
she died and then indicates that this tragedy could happen because of Dole’s
opposition to the Law. By attacking his opponent’s stance on the family leave policy,
Clinton implies his ideology of promoting social welfare in the campaign ad.

Regarding the connection between public policy and national identity, Lin (2015)
proposes that in Taiwan, several public policies, such as the determination of textbook
content, the cross-Strait policy, and Taiwan’s U.S. and Japan policies were all related
to national identity. Taiwan’s former President Lee Teng-hui (2005) has also
indicated that several public policies are made based on Taiwanese national identity,
for example, the making of the memorial day of the 228 Incident a holiday, the

replacing the indication of ancestral home with the place of birth on citizens’
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identification cards, to increase the amount of material dealing with Taiwan’s history
and geography in elementary and junior high school textbooks, and adding the
pictures related to Taiwan’s local characteristics on Taiwan’s banknotes.

Moreover, Smith and Kim (2006) have argued that national identity involves the
evaluation of a nation’s developments in specific domains, such as the country’s
achievements in democracy, economy, social security systems, technology, science,
and sport. Francis Fukuyama (2018, p.5) suggests that ‘National identity not only
enhances physical security, but also inspires good governance; facilitates economic
development; fosters trust among citizens; engenders support for strong social safety
nets; and ultimately makes possible liberal democracy itself.” What these scholars
have argued is that the subjective sense of national identity not only concerns the
sense of belonging to a country but is also related to the subjective opinions toward
the public issues in the country. Thus, in campaign videos, candidates’ appeals to
national identity may involve their opinions toward the country’s public issues in

specific domains.

3.3.3 Signs and scenes as symbolic representations of national identity

In addition to public policy statements, other symbolic representations may be used
in political ads or other communicative works to imply national identity (Edensor,
2002; Hawkins, 2010; Isaacs-Martin, 2010; Wen and White, 2020; Wiltgren, 2014).
As Hall (1989) emphasises, identity can be represented by different representations,
such as by movies and other artistic works in which exists ‘creative power.” Edensor

(2002, p.6) argues that ‘the habitual, un-reflexive routines of everyday life also
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provide fertile ground for the development of national identity. Thus, the cultural
expression and experience of national identity is usually neither spectacular nor
remarkable, but is generated in mundane, quotidian forms and practices.” Edensor
(2002) has maintained that the images of landscapes and ceremonies, or the forms of
popular culture can be representatives of national identity.

Hawkins (2010) suggests that the representation of national identity ‘depends on
the representation of a historical narrative’ (p. 229). He argues that the narrative
‘appears in the public symbols incorporated into daily life: images on currency, street
names, naming patterns for commercial and government establishments, and symbols
in popular culture’ (p. 229). Isaacs-Martin (2010) examines the representation of
national identity in South Africa and suggests that ‘symbols such as flags legitimise
state and nation’ (p. 86). However, he argues that the leaders of South Africa
continually fail to acknowledge the historical narratives of South Africa’s national
flag to create the country’s national identity (p. 89). Wiltgren (2014) also examines
the role that national symbols, such as flags and maps, play in the representation of
national identity. He has found that national symbols ‘are frequently used by 14-year-
old youth in a multi-ethnic, suburban municipality in Stockholm’ (p. 308). Wen and
White (2020, p.1) suggest that ‘the depiction of landscape in art has played a major
role in the creation of cultural identities in both China and Europe.” The two
researchers further indicate that in Europe, ‘landscape art has been produced in a
variety of contexts, including providing support for nationalism and the determination
of national identity’ (p.1). In Taiwan, the Taipei 101 skyscraper, Jade Mountain, the

folk art of glove puppetry, Taiwanese cuisine, and the endangered Formosan
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landlocked salmon have been named in 2006 in an online poll as the best symbols for
Taiwan (Hughes, 2011, p.53). Based on the research findings mentioned above, in
campaign videos, in addition to the statements of public policies, the signs, slogans,
and scenes related to national symbols may also be used to represent candidates’

appeals to national identities.

3.3.4 Language and music as symbolic representations of national identity
Moreover, scholars have noticed the relationship between language and national
identity. Davies (1997) argues that in the historical period of the Renaissance, the
popularity of using national language for literary creation enhanced the development
of nation-states in Europe. Chiung (2006) maintains that the spoken and written
language of Chinese is an essential part of Chinese identity; therefore, if Taiwanese
people attempt to remove Chinese identity in Taiwan and build up a totally new
Taiwanese identity, it is worth considering replacing the Chinese language with
Roma-phone or indigenous languages. Kloter (2004, p.2)?° observes that after
becoming Taiwan’s president in 2000, Chen Shui-bian has been successful in making
himself the representative of a genuine Taiwanese identity by frequently speaking
Minnanyu. However, is Minnanyu the only representative language of Taiwanese
identity? Taiwan’s former President Lee Teng-hui has raised the idea of ‘new

Taiwanese’ (157 A) in 2005 to claim that native Taiwanese, Mainlanders, Hakka,

20 Electronic version’s page. Language policy in the KMT and DPP eras. China Perspectives, 56.

https://doi.org/10.4000/chinaperspectives.442
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and indigenous residents can all be included in the new identification of ‘New
Taiwanese’, as long as they identify with Taiwan as their country and cherish the
country’s democratic system. Since Minnanyu, Mandarin, Hakka (%%57), and
indigenous languages are frequently used by native Taiwanese, Mainlanders, Hakka,
and indigenous residents in Taiwan (Lai, 2018), from the perspective of ‘New
Taiwanese’, Minnanyu is not necessary the only representative language for
Taiwanese identity, instead, using multiple languages in campaign communications
can convey an ethnically inclusive Taiwanese identity.

Among the various symbolic representations of national identity, music or songs
have been recognised by scholars as another kind of contributor. Maes (2018)
maintains that a nation’s music can bring people together and enhance their national
identity. Biddle and Knights (2008) also argue that nation-states tend to create their
own music for national identity representation. Aldoughli (2019) examines the
symbolic representation of national identity in Syria and finds that the country’s
nationalist songs do strengthen the national identity of Syrians.

All these studies introduced above indicate that national identity can be represented
by various symbols like the statements of electoral campaign platforms or public
policies, the design of banknotes, the flag or map of a nation, or even the image of a
country’s landscapes. Thus, when political elites attempt to demonstrate their national
identities to the public, explicit expression is not their only choice. Rather, they can
use various symbolic representations to present national identity stances. The
empirical studies reviewed in this section provide the researcher with a framework

that can be used to search for the answer to the first research question of this study.
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By using the method of content analysis, the researcher explores what kinds of
symbolic representations, including policy or platform statements raised by
candidates, national symbols or slogans, scenes or landscapes, music, and languages,
have been used to present candidates’ national identities in Taiwan’s presidential
campaign videos. This analytic framework is also similar to Peng’s (2005, p. 172)
notion that televised campaign ads can be analysed by examining their narratives,
scenes, sources, languages, and music.

Regarding content analysis, as Berelson (1952, p.18) notes, ‘content analysis is a
research technique for the objective, systematic, and quantitative description of the
manifest content of the communication.” Thus, the researcher uses content analysis to
search for the answer to the first research question of this study, that is: What
symbols, including visual and audial ones, have been used to represent DPP and KMT
candidates’ national identity stances in their campaign videos in Taiwan’s 2012, 2016,
and 2020 presidential elections? The purpose of this question is to identify the
different symbols that were employed to reveal or imply candidates’ national identity
stances. This is the first stage of data analysis in this study.

As reviewed by Krippendorff (1980, pp.13-19), the paradigm of content analysis
can be traced back to the late 1600s when ‘the Church was worried about the spread
of nonreligious matters through newspapers’ (p.13). Following this paradigm,
researchers have conducted content analysis for religious, ethical, academic, and
political purposes (Krippendorft,1980, pp. 13-19). For example, Loebl published a
book in 1903 to suggest a classification framework to explore the structure of the

content of newspapers. Lasswell and his associates (Lasswell et al., 1965) use the
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method of content analysis for propaganda analysis. In sum, as Krippendorff (1980, p.
13) notes, several studies have used content analysis for different purposes---‘ranging
from concerns with political symbols and propaganda to myths, folktales, and
riddles.’

In social science, content analysis is a systematic tool for analysing media content.
The method can deduce the features of content and be re-verified (Krippendorff,
2018). Markoff, Shapiro and Weitman (1975) indicate that pictures, visuals, and
music may be analysed using content analysis. Conducting content analysis requires
coders who can recognise features within the content and implement coding to
translate texts into categories (Markoff, Shapiro and Weitman, 1975). After
identifying the symbolic features of national identity appeals in campaign videos, the
researcher further explores the rationales behind those features by using the
qualitative method of discourse analysis.

In the literature of studies on Taiwan’s campaign communications, as mentioned in
the literature review chapter of this thesis, the method of content analysis has been
widely used to examine the features of political advertising (Cheng, 2004; Fell, 2002;
2015; Peng, Chen and Hackley, 2008; Sullivan, 2008; 2009; Niu, 2005). For example,
Fell (2011) uses content analysis to examine the party agendas in Taiwan’s 2001,
2004, and 2008 legislative elections. Niu also uses content analysis to explore the
campaign advertising strategies adopted by the KMT and DPP in Taiwan’s 2000
presidential election, 2001 legislative election, 2002 Taipei mayoral election, and
2004 presidential election. Thus, the researcher conducted a series of content analyses

to identify the symbols selected for the appeals to national identity in Taiwan’s
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presidential campaign videos. However, while previous studies on Taiwan’s electoral
campaign advertising mostly treated national identity as one of the various issues in
the content analysis of campaign ads (Sullivan, 2008; Fell, 2005), the researcher
focused on examining the appeals to national identity in Taiwan’s presidential
campaign videos and the use of various kinds of symbolic representations for national
identity as the categories of content analysis.

The theoretical notions of discourse analysis are reviewed in the next section of this

chapter.

3.4 National identity as a discourse
3.4.1 Discourse analysis and the appeals to national identity

In the previous section of this chapter, the researcher reviews some studies to
indicate that national identity can be represented by using various symbolic
representations. However, why specific symbols are selected for the appeals to
national identity is another question that needs to be investigated. This is exactly the
second research question of this study. To answer this question, the theoretical notion
behind using discourse analysis as a conducive tool is because, as Fairclough (1995)
argues, discourse analysis can reveal hidden values, stands, and perspectives in
advertisements and campaign rhetoric. In addition, by using critical discourse analysis
(CDA), researchers can understand what, how and why a discourse has been
represented, and, according to Fairclough (1995), the reasons may be related to socio-

culture factors (Fairclough, 1995).
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Wodak and her associates (1999, p.22) also argue that ‘national identity is
represented and conveyed in discourses, predominantly in narratives of national
culture. National identity is thus the product of discourse.” Roper (2012) further
indicates that identity is context-dependent; identity may change when social
expectations change. Thus, the appeals to national identity in campaign videos can be
considered as a discourse and the hidden meanings or the rationale behind the appeal

can be explored by the method of discourse analysis.

3.4.2 Van Dijk’s notion of discourse analysis

Generally speaking, researchers can follow different approaches to conduct a
discourse analysis; two approaches are especially relevant to the present study. The
first is Fairclough’s sociocultural practice; the second is Van Dijk’s social-
psychological approach. Van Dijk (1988) argues that elite discourses guide people’s
thoughts. It is from this claim that Van Dijk interprets the process of elites’ and
people’s conceptualisations of social issues and the effects of social factors on
people’s minds.

The reason for conducting discourse analyses is that the meanings of symbols
related to national identity may not be explicitly presented in campaign videos.
Therefore, it is necessary to use discourse analyses to explore the contextual
considerations behind the symbols used in the videos. Thus, it can be said that
discourse analysis plays a role as a framework of rhetorical analysis in my study,
whereas content analysis is used to locate the manifest textual characteristics of

campaign videos. As Van Dijk (1983, p.26) argues, ‘while content analysis is
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primarily based on observable, countable data, such as words, phrases, sentences, or
stylistic features, a discourse analysis will---apart from making explicit such surface
structures in terms of modern grammars---also pay attention to underlying semantic
structures and make explicit implications, presuppositions, connections, strategies,
etc., which usually remain implicit in the discourse’.

According to Van Dijk (1988), discourse analysis includes the examination of three
structures of a text. The first dimension is the micro-structure, which is related to
textual style and rhetoric. Specifically, micro-structure refers to a grammatical and
lexical choice in a text. Van Dijk (1983) emphasises that to make the discourse of a
text comprehensible, the symbols used in the microstructure should ‘exhibit local
semantic coherence’ (p.32). The second dimension is the macro-structure, which is
concerned with the topic and theme. As Van Dijk (1983) indicates, ‘to be meaningful,
a discourse should not only be locally coherent, but also globally coherent---there
must be some kind of “semantic unity” to the whole discourse.’ (p. 33) The third is
the super-structure. This is an abstract outline or an overall idea in a text.

Van Dijk’s method originates from the study of semantics and pragmatics.
Moreover, the symbols used in advertisements may imply cultural meanings that may
shape identity, influence people’s subliminal thoughts and also affect the
understanding of groups within society (Wodak et al., 1999). What Van Dijk argues is
that the meaning of discourse in a text is usually comprehended within a multi-
dimensional symbolic structure. Therefore, to understand why specific symbols are
used and arranged to present discourse in a text, researchers need to explore the

symbolic features in the micro-, macro-, and super-structures of the text. Just as Van
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Dijk (1983) argues, ‘the psychology of discourse processing, concerned with the
cognitive principles of the comprehension and remembering of texts, is of
fundamental importance in mass communication research (p. 21).’

Following Van Dijk’s notion, one may predict that, in Taiwan’s presidential
election campaign videos, when a candidate tries to imply his or her national identity
in a super-structure as the overall idea of a campaign video, the candidate may include
one or more topics or themes as the macro-structure with certain styles or rhetoric as
the micro-structure in the video. If the macro and micro-structures are not represented
randomly, knowing the topic(s)/theme(s) and the style/rhetoric of the video will help
researchers to understand the reasons for the candidate to imply national identity in
certain manners. For example, if a campaign video implies a candidate’s Taiwanese
identity and includes the topic of Taiwan’s economic recession with a gloomy style,
the topic and the style imply that Taiwanese identity should include a sense of a
prosperous Taiwan, and the candidate can resume this sense for the Taiwanese

people.

3.4.3 Fairclough’s idea of discourse analysis

When a researcher explores the deeper meanings of a text, in addition to the
structure, as Van Dijk (1988) suggests, the social context is also a major
consideration. Fairclough argues that a text does not exist in a stable structure, which
means that social interactions and dynamics will advance different contexts of a text.
Hence, Fairclough (1995) suggests an intertextual analysis, inspired by Foucault and

Gramsci. Since ideologies and identities arise in group interactions, discourses are
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shaped by private institutions and social factors known as public discourses.
Fairclough (1992) argues that intertextual analysis ‘has an important mediating role in
linking text to context. What intertextual analysis draws attention to is the discursive
processes of text producers and interpreters, how they draw upon the repertoires of
genres and discourses available within orders of discourse, generating variable
configurations of these resources which are realised in the forms of texts’ (p.213). As

Fairclough argues:

The negotiation and renegotiation of the relationship between public and private discursive
practices which takes place with the order of discourse of the media have a general influence
on the relationship between the practices, and between the public and private in an overall sense,
in other domains of social life (Fairclough, 1995, p.63).

According to this idea and its application, the researcher assumes that campaign
camps, campaign video producers, and voters interact with each other, and all are
influenced by diverse social conditions. My argument is that every candidate needs to
know the national identities existing among members of the public. In the meanwhile,
they know their parties' national identity principles (private discourse). Then, they
have to make a balance between the party’s principles and the public’s stance (public
discourse) to present their own national identity in campaign videos.

Fairclough (1995) argues that text is shaped by sociocultural practice. Applying
these notions to the present study, one may assume that the negotiation between
candidates’ party stances, the public’s expectations, and social contexts will
determine the symbolic representations of national identity in campaign videos.

Fairclough’s (1995) idea helps answer questions such as why did Ma present a dual
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national identity in campaign ads? or why did Tsai use the terms ‘Taiwan’ or ‘this
country’ instead of R.O.C. in her 2012 and 2016 campaign videos, but used the term
of ‘Taiwan R.O.C.” in her 2020 election campaign?’ Presumably, these choices of
symbols for national identity were influenced by contextual factors, and discourse
analysis is an appropriate tool to explore the contextual considerations, because, as
mentioned above, the main task of discourse analysis is to explore the connection
between a text and the influential factors in the social context in which the text is
generated. Therefore, the reasons for candidates to use specific symbols to present
their national identity stands explicitly or implicitly may stem from their perceptions
of the social or political atmosphere, and discourse analysis is a tool to explore those
perceptions.

In sum, Fairclough’s (1995) theoretical notion of discourse analysis emphasises
that the discourse of a text is a negotiation between the author’s private discourse and
the audience’s public discourse. Applying this notion to the present study, one may
assume that the symbolic representation of national identity is a negotiated result of
candidates’ private and voters’ public discourses of national identity. Moreover, Van
Dijk (1988) maintains that the meaning of discourse is derived from a hierarchical
structure of symbolic representations. These theoretical and analytic notions provide
me with useful frameworks to realise why specific symbols have been arranged in a
certain way in campaign videos for the appeals to national identity.

Overall, while scholars have conducted several studies on election campaign
advertising, most research focuses on examining the types of campaign advertising in

Taiwan and their communication effects. Although national identity has been
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recognised by researchers as a critical campaign issue in Taiwan’s elections, few
previous studies have scrutinised how candidates use various symbols to represent
their national identities in campaign advertising. This research gap justifies the
significance of this study.

The studies reviewed in this chapter indicate that national identity can be
represented by various symbolic representations, such as statements of public policies
or campaign platforms, national symbols or slogans, scenes, or landscapes of a nation,
or even music and languages. National identity can also be considered as a discourse
in political communications. The symbolic representations of the discourse can be a
negotiated product between the political elites’ and the public’s stances regarding
their respective national identities. In addition, the meaning of the discourse of
national identity is derived from a hierarchical structure of symbolic representations.
All these theoretical and analytical notions are the frameworks of the present study.
These frameworks follow the academic tradition of communications study, and as
such, they are different from the perspective of previous studies on Taiwan’s party
politics. In fact, using a perspective of communication to examine Taiwan’s national
identity is the major originality of this study. In the next chapter, the researcher
introduces the research methods of this study. The procedures of data collection and
data analysis are explained in detail to indicate how the research questions are

answered appropriately and systematically.
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Chapter 4. Research Methods

To answer the research questions of this study, the researcher employs the methods
of content analysis, discourse analysis, and in-depth interviews for data collection and
data analysis. The multi-methodological approach is novel in the study of national
identity appeals in Taiwan’s presidential campaign communications. The first
research question is about the features of various symbols being used for national
identity appeals in Taiwan’s presidential campaign videos. A series of content
analyses are employed to answer this question.

After identifying the symbols selected to represent national identity, the method of
discourse analysis is used to answer the second research question which explores the
meanings behind the symbol selection. In addition to content analysis and discourse
analysis, a series of in-depth interviews are conducted as a data collection method to
provide me with auxiliary information to cross-validate the results of content analysis
and discourse analysis. In this chapter, the researcher presents the operational
procedures of content analysis, discourse analysis, and in-depth interviews to explain

how I collect and analyse the data to answer my research questions.

4.1 Data collection

The data of this study are collected from two approaches. First, I collect all the
available 2012, 2016, and 2020 presidential campaign videos launched by the KMT
and DPP candidates’ camps on their YouTube websites. The data collected from this
Internet channel are used for content analysis and discourse analysis of national

identity appeals. I collect data from YouTube for two reasons. First, compared with
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the campaign ads appearing in newspapers or magazines, campaign videos provide
both visual and audial data for analysis. Second, according to the spokesperson of the
KMT’s 2012 presidential campaign, in Chuang Po-chung’s opinion (Chuang Po-
chung, personal interview, 2 February, 2019), both the KMT and DPP’s 2012, 2016,
and 2020 campaign videos, including the ones first presented on television or the
Internet were still able to be accessed on their YouTube channel. Chuang (personal
interview, 2 February, 2019) also maintains that Internet campaign videos may be
longer in length and carry more information than TV campaign videos, but the two
versions of videos may all contain national identity appeals. Since the DPP and the
KMT’s presidential election teams were dismissed after the election day, and the two
parties’ TV and Internet versions of campaign videos can all be found on YouTube,
the Internet channel is the best source to collect video data for this study. Thus, the
videos analysed in this study are total population sampling data, which means the data
are all the videos that can be found on the YouTube channel. The 2020 election is
selected for study because it is near to the newest development of Taiwan’s identity
politics. Tracing back to examine the 2012 and 2016 cases enables me to explore the
possible change of the appeals to national identity when different parties were taking
power in Taiwan, that is, the shift of the ruling party of Taiwan from the KMT to the
DPP.

Among the 2012 videos, a total of 68 items of Ma Ying-jeou’s campaign videos
and 26 items of Tsai Ing-wen’s videos are found and collected from the Internet. The
2016 videos include 50 items of Eric Chu’s campaign videos and 43 items of Tsai

Ing-wen’s videos. Among the 2020 videos, 13 items of them are from Han Kuo-yu’s
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campaign videos and 23 items are from Tsai Ing-wen’s videos. These are the data for
content analysis. The complete lists of these videos are demonstrated in chapters five
to seven, respectively. These three chapters present the research findings of this study.

Considering the space limitations of this thesis, among the videos collected for
content analysis, only the videos that obtained more people’s viewing, that is, the
videos having the top three click-through rates on data collection day are included in
the discourse analysis. Thus, among the campaign videos of the three election years,
the researcher only chooses the top three popular KMT and DPP videos for discourse
analysis. The titles of the videos included in the discourse analysis are also shown in
chapters five to seven, respectively.

Regarding the second approach of data collection, the researcher conducted a series
of in-depth interviews to collect some auxiliary information about the symbol
selection process for national identity appeals. According to Denzin (1970, p.30),
there is a methodological paradigm to use in-depth interviews to examine the
‘institutionalised norms and status.’ In this study, the interviewees are election
campaign staff, campaign video producers from advertising or public relations
companies, political news reporters, and Taiwan’s political communications scholars.
Campaign video producers and some of the campaign staff had engaged in the
production processes of the videos, interviewing these people may help the researcher
to know more about the considerations behind symbol selections. In addition,
reporters who covered the news about presidential elections and political
communications scholars who observed presidential campaigns may also have

insights on symbol selections for national identity appeals.
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Before the in-depth interviews started, with the help of some Taiwanese news
reporters and political communications scholars, the researcher collected a name list
of campaign staff, video producers, political news reporters, and political
communications scholars who had participated in or observed the symbol selection
processes for national identity appeals in Taiwan’s presidential elections from 2012 to
2020. The name list is the sampling frame of in-depth interviewees. Then, I made
phone calls to ask about these people’s willingness to accept the interviews. Some of
them rejected and some accepted. It can only be a convenience sampling procedure
because accepting the invitations to interviews is these people’s courtesy. A total of
six campaign staff (3 of KMT and 3 of DPP), four campaign video producers (2 of
KMT and 2 of DPP), two political news reporters, and two political communications
scholars agreed to be interviewed by me. All the interviewees’ names are noted with
their statements appearing in the thesis. The list of interviewees is shown in Table 4.1.

All interviews were completed in Taipei, Taiwan in 2018, 2019, and 2020. Each
interviewee responded to a semi-structured?! questionnaires within one hour. For
campaign staff and campaign video producers, the main questions were: (1) In the
presidential campaigns you worked for, what were the considerations behind symbol
selections for national identity appeals? Did some factors, including candidates or
campaign staff’s ideas, political party’s platforms, perceived voters’ social or
psychological characteristics, and the social contexts of the election affect symbol

selections? (2) Who had the power to select symbols for national identity appeals in

21Semi-structured questionnaire is an open way to conduct interviews with the interviewees, with some
ideas or relevant answers being derived from interviewees’ memory.
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campaign videos? For political news reporters and political communications scholars,

I requested them to interpret the candidates’ symbol selections for the appeals to

national identity in the three presidential campaign videos. All the in-depth interviews

were conducted in Mandarin; the complete interview questionnaires and the Chinese

transcripts of all interviews are attached in the appendix of this thesis.

Table 4.1 The list of interviewees and interview dates

Interviewee

Identity

Interview date

Lee Hou-ching

Tsai Ing-wen’s 2012 and

17 January, 2019

campaign video producer

2016 campaign leader 22 January, 2019
Wu Nien-jen Tsai Ing-wen’s 2012 8 March, 2019
campaign video director
Jack Hsiao 2012-2016 Ma Ing-jeou 23 April, 2019
and Eric Chu’s campaign
producer; the president of
WeCan PR company
Kurt Lu Tsai Ing-wen’s 2016 15 February, 2019

Lee Ming-hsien

Ma Ing-jeou’s 2012

campaign spokesman

21 December, 2018

Chuang Po-chung

Ma Ing-jeou’s 2012

campaign spokesman

2 February, 2019 and 16
February,2019

(supplementary interview)

Lin Hsiang-pin

Han Kuo-yu’s 2020

campaign video producer

13 January, 2020

Chang Wu-ueh

Han Kuo-yu’s 2020

campaign chief consultant

13 January, 2020

Juan Chao-hsiung

Tsai Ing-wen’s 2020

campaign spokesman

14 January, 2020
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Sidney Lin

Tsai Ing-wen’s 2020
campaign propaganda

deputy executive

11 February, 2020

Niu Tse-hsun

Taiwanese political

communications scholar

12 December, 2018
17 January, 2020

John Wen

Taiwanese political
communications and
speech communication

scholar

13 January, 2020

Yang Hsiang-chun

senior political journalist

15 April, 2019

Travis Fan

senior political journalist
and the head of political
centre in TVBS

28 January, 2020

Note: Lee Hou-ching and Niu Tse-hsun were interviewed twice.

In the next section, the researcher introduces the data analysis procedures of

content analysis and discourse analysis. The data collected from the in-depth

interview are just used as auxiliary information to cross-validate the research findings

of content analysis and discourse analysis.

4.2 Data analysis

4.2.1 Content Analysis

In this study, while analysing the symbols related to national identity in candidates’

campaign videos, six categories are used in the coding procedures: (1) the platforms

or public policies related to national identity, (2) the signs or slogans related to

national identity, (3) the scenes related to national identity, (4) the songs related to

national identity, (5) the languages used in the campaign videos, and (6) the overall
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stances of national identity, including Taiwanese identity, R.O.C. identity, and the
dual identity (both the Taiwanese identity and the R.O.C. identity).

Regarding the relationship between public policy/campaign platforms and national
identity, as introduced in the literature review chapter, candidates’ appeals to national
identity may be embedded into their statements on public policy or campaign
platforms (Beland, 2017; Chang and Huang, 2011; Lin, 2015). Taiwan’s former
President Lee Teng-hui (2005) also indicates that in Taiwan, several public policies
are made based on Taiwanese identity (see chapter three). Moreover, Smith and Kim
(2006) have argued that national identity is related to the evaluations of a nation’s
developments in specific domains, such as the country’s achievements in democracy,
economy, social security system, technology, science, and sports. However, none of
the previous studies has explored how the KMT or the DPP’s presidential candidates
appeal to their national identities to the public in campaign videos by raising issues of
public policies.

As for the symbolic representations of national identity, as introduced in the
literature review chapter, national identity can be represented by slogans or national
symbols, such as the map of a country, the national flag, and the picture of the
founding father of a country (Corcuff, 2002; Fell, 2014; Hawkins, 2010; Hughes,
2011; Isaacs-Martin, 2010; Wiltgren, 2014). In addition, scenes of a country can be
used to represent national identity (Wen and White, 2020). Moreover, as indicated in
the literature review chapter, songs and languages in everyday life can be also related
to the representation of national identity (Biddle and Knights, 2008; Chiang, 2006;

Edensor, 2002; Kloter, 2004; Lai, 2018; Maes, 2018). Therefore, in this study, in
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addition to the overall stances on national identity, the researcher uses public policy
or platform statements, signs or slogans, scenes, songs, and languages as the
categories of the content analyses. These categories partially respond to Peng’s (2005,
p. 172) suggestion that while conducting a content analysis on television political ads,
researchers can use narrative, source, sign, scene, and sound as categories for the
analysis, because these categories are basic elements of visual or audial symbols in a

video or film.

4.2.2 Coding procedures of content analysis
In this study, the unit of analysis of content analysis is each campaign video. The

categories in the content analysis, including the platform/policy, sign/slogan, scene,
song, language, and the overall stance of national identity in each campaign video, are
determined based on previous research findings regarding the symbolic
representations of national identity. The coding procedure starts by reviewing each
campaign video to set up the coding scheme of the categories and their sub-categories
related to candidates’ Taiwanese identity or the R.O.C. identity (see Table 4.2). In
each category, its sub-categories need a coder’s ‘decisions’ concerning the calculated
frequency of their appearances in a video. Thus, as Table 4.2 presents, since the six
categories have 72 sub-categories in total in the coding scheme, to complete the
coding procedure for a video, the coder needs to make 72 decisions as the coding
results of one video.

In the series of content analyses of this study, the researcher is the first coder, and
the second coder is a communications researcher who has taken research method

courses from the graduate school of a university in Taiwan. The inter-coder reliability
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is a coefficient that indicates the consistency between two or more coders’ coding
results. The formula of inter-coder reliability for two coders is R=2M/N1+N2, where
R is the inter-coder reliability coefficient; M is the identical coding decisions of the
two coders; N1 and N2 are the numbers of decisions each coder makes. As mentioned
above, in this study, a coder needs to make a total of 72 decisions while coding a
campaign video, thus, for this study, the N1 and N2 in the inter-coder reliability
formula equal 72 decisions multiplied by the number of a candidate’s videos that each
coder analyses, and the M in the formula represents the consistent coding decisions
between the two coders. It is better if the coefficient is higher, thus, the researcher sets
0.90 as the acceptable threshold of inter-coder reliability. Since the inter-coder
reliability of each of the serial content analyses in the three election years’ data is all
above 0.90, the researcher decided not to invite a third coder to join the coding
processes. The unit of analysis is each campaign video.

Following the coding scheme, the two coders implemented the coding works
separately. Then, the researcher calculated the frequencies of coding results in each
category and the inter-coder reliability coefficients of content analysis for each
candidate’s campaign videos.

While reviewing each campaign video, the researcher has found that candidates’
national identity stances were frequently implied in a dramatic style in which a
synthesis of multiple symbols was used as indicative components. Thus, to answer the
first research question regarding what symbols have been used by candidates to

represent their national identity stances, in addition to public policy or campaign
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platform statements, the signs or slogans, scenes, songs, and languages ought to be

taken into account and coded systematically. The full coding scheme is as follows.

Table 4.2 The coding scheme of content analysis on the appeals to national
identity in Taiwan’s 2012 to 2020 presidential election campaign videos

platform/policy:

policy statements or campaign platforms related to Taiwanese identity: (1) a united and
peaceful Taiwan, (2) social justice in Taiwan, (3) Taiwanese younger generation’s future, (4)
Taiwan’s economy, (5) Taiwan goes to the world, (6) to solve Taiwan’s struggles, (7) to
protect Taiwan’s democracy and the freedom of speech, (8) to strengthen Taiwan’s national
defense, (9) to consolidate Taiwan’s sovereignty, (10) cooperation among Taiwanese people,
(11) to develop Taiwan’s local industry.

policy statements or campaign platforms related to R.O.C identity: (1) to extend the
R.0O.C.’s friendships with other countries/the R.O.C. acquires visa-free treatments from other
countries.

sign/slogan:

signs or slogans related to Taiwanese identity: (1) Taiwan, come on, bravo, (2) stable
future in Taiwan/pluralism and tolerance in Taiwan/live together in Taiwan, (3) keep on
going Taiwan (4) love Taiwan, (5) Taiwan next, (6) proud to be Taiwanese, (7) Taiwan’s
future, (8) an integrated Taiwan, (9) one Taiwan, (10) an opened Taiwan, (11) light up
Taiwan, (12) to create a Taiwan with happiness, (13) to resume Taiwan’s glory, (14) Taiwan
safe; people rich.

signs or slogans related to R.O.C. identity: (1) KMT party emblem, (2) the R.O.C.
passport, (3) the name of the R.O.C., (4) the R.O.C. flag/emblem, (5) the picture of R.O.C.
founding father.

scene:

scenes related to Taiwanese identity: (1) candidates interact with grassroots Taiwanese
people, (2) Taiwan’s local industry, (3) traditional Taiwanese culture, (4) young Taiwanese,
(5) Taiwanese people’s minds/expectations/support for candidates, (6) Taiwan’s agriculture,
(7) Taiwan’s transportation system, (8) Taiwan’s countryside scenery, (9) stagnant Taiwan.

scenes related to R.O.C. identity: (1) people show the love of the R.O.C. flag, (2) Tsai Ing-
wen shows herself as the president of the R.O.C., (3) Tsai Ing-wen shows herself as the chief
commander of the R.O.C. force.

song:

songs related to Taiwanese identity: (1) joyful gathering (E(Z%&K), (2) let the world know
this name GEH FLAUEZ(EZ5), (3) move forward ([ FijfE), (4) Taiwan, come on, bravo!

92



(EENIHEE), (5) we are one (an English song), (6) Formosa (ZEREE,), (7) thanks for your
help GKZER » #2{F4H), (8) the happy paradise (&K E), (9) we will change the future
someday (4875 — HIFE X8 A 2K), (10) I will join you to support Tsai Ing-wen (75 {Rff
£ BLR—25HE/NTE), (11) a better world (an English song), (12) persistence (E4F), (13)
Taiwan melody (/& 3E4E1Y), (14) the light of the island (E-KYE), (15) red flower rain
(411EFR), (16) waiting for one person (Zg—{[& A).

songs related to R.O.C. identity: (1) anthem of the R.O.C. flag (FJ}£X), (2) the shining
new blue sky (FEHR#E:K), (3) Den Tapre Landsoldat (F¢FRFEZHE), (4) confidence and
courage are our names ( H {2 BHIEAY).

language:

(1) Mandarin, (2) Minnanyu, (3) Hakka, (4) indigenous language, (5) Taiwan’s new
immigrants’ languages, (6) English.

the overall stance on national identity in each campaign video:

(1) Taiwanese identity only, (2) R.O.C. identity only, (3) dual identity (Taiwanese identity
and R.O.C. identity).

Note: 1. The unit of analysis is each campaign video.
2. A total of 6 categories and 72 sub-categories are included in the coding scheme.
3. Each campaign video may contain multiple policy/platform statements,
signs/slogans, scenes, songs, and languages.

What should be noted is that among the videos of the three presidential campaigns,
the campaign videos launched by the candidates like the PFP’s James Soong (5K4£ )
and KMT’s Hung Hsiu-chu are not analysed in this study. Soong participated in
Taiwan’s 2012, 2016, and 2020 presidential elections but only got 2.77, 12.84, and
4.3 per cent of the votes. These low percentages of votes indicate that, in the three
presidential elections, Soong was not considered a serious candidate by most voters.
In this case, it is reasonable to assume that Soong’s national identity stance was not
influential in Taiwan’s identity politics. As for Hung, she was once nominated as the

KMT’s presidential candidate in July 2015 but was asked by the KMT to withdraw

from the election in October 2015.
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After conducting a series of content analyses to specify the specific symbols that
have been used by candidates to represent their national identity stances, The
researcher used the method of discourse analysis to explore the deeper meanings
behind the symbols related to national identity in the campaign videos. As some
scholars have noted, explicit features of a text can be presented in content categories;
the implicit meanings of the text can be analysed by qualitative methods (Vaismoradi

and Snelgrove, 2019).

4.2.3 Discourse analysis

To answer the second research question which asks why specific symbols were
selected to represent candidates’ national identity stances in their presidential
campaign videos, the researcher employed discourse analysis to examine the
underlying meanings of the symbols in the videos. Lasswell (1949, p.6) argues that
content analysis may not be able to explore the underlying relationships between texts
and social contexts. It is a method that describes the ‘what’ instead of the ‘why’ of a
phenomenon. It is for this reason that a qualitative approach to textual analysis like
discourse analysis helps explore why specific symbols were used in campaign videos.
As a way of exploring the meanings and ideologies behind Taiwanese presidential
candidates’ campaign videos, this is a relatively novel approach in the area of Taiwan
Studies.

In the past, the method of discourse analysis has been employed to examine some
of Taiwan’s political texts. For example, Yang (2013) uses critical discourse analysis
to examine the relationship between power and language in the debate on ECFA

between Ma Ying-jeou and Tsai Ing-wen in 2012. Yang employs Van Dijk’s socio-
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cognitive model to explore the lexical choices and syntactic structures in Ma and
Tsai’s arguments in the debate (p.85) and to unfold the manifestation of dominance
and power in the languages used by Ma and Tsai (p.86). In addition, Yang’s study has
found that the KMT’s supporters usually speak Mandarin, and the DPP’s supporters
frequently speak Taiwanese (Minnanyu); but Ma Ying-jeou spoke several different
languages in the debate, including Minnanyu, Hakka, and Amis (an indigenous
language in Taiwan). That demonstrated more power than Tsai Ing-wen. Yang (2013)
thus argues that language can attract people’s attention and shows cultural sharing.
Another scholar, Lutgard Lams (2018) has adopted a discourse-analytical approach
as a theoretical perspective to examine the agenda-setting and framing functions in
the KMT and DPP’s campaign materials in Taiwan’s 2016 presidential election. Lams
(2018, p.305) mentions that, in the election, certain issues were represented among
the public, media and political elite. Both Lams and Yang use discourse analysis to
study Taiwan’s politics; it is a method to interpret why specific symbols or languages
were used in Taiwan’s political texts. However, none of the previous studies uses
discourse analysis to investigate why specific symbols may be used to represent
candidates’ national identities in Taiwan’s presidential election campaign videos.
Generally speaking, there are many approaches to conducting a discourse analysis.
This study adopts two approaches which are related to the paradigm of critical
discourse analysis. The first is Fairclough’s sociocultural practice; the second is Van
Dijk’s social-psychological approach. Van Dijk (1988) argues that elite discourses

guide people’s thoughts. It is from this claim that Van Dijk interprets the process of
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elites’ and people’s conceptualisations of social issues and the effects of social factors
on people’s minds.

In this study, the reason to conduct discourse analyses apart from content analyses
is that the meanings of symbols related to national identity may not be explicitly
presented in campaign videos. Therefore, it is necessary to use discourse analyses to
explore the contextual considerations behind the symbols used in the videos. Thus, it
can be said that discourse analysis plays a role as a framework of rhetorical analysis
in my study, whereas content analysis is used to locate the manifest textual
characteristics of campaign videos.

According to Van Dijk (1988), discourse analysis includes the examination of three
structures of a text. The first is the super-structure. This is an abstract outline or an
overall idea in a text. The second is the macro-structure, which is concerned with the
topic and theme of the text. Lastly, the micro-structure is related to textual style and
rhetoric. Following Van Dijk’s notions, one may assume that, in Taiwan’s
presidential elections, candidates may arrange symbols in micro-, macro-, and super-
structures to present national identities in campaign videos. By this strategy,
candidates’ teams make it possible for the public to recognise candidates’ national
identity stands. Based upon Van Dijk’s notion, it is predictable that candidates may
imply their national identity stands (the super-structure) in campaign videos by
including one or more topics (the macro-structure) with certain styles or rhetoric (the
micro-structure). Knowing the topics and the style of campaign videos will lead
researchers to understand why candidates imply national identities in particular

manners. In other words, candidates may imply their national identity stands for
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different purposes by including specific topics with certain styles in different videos.
To understand the purposes of those symbol selections, researchers may adopt Van
Dijk’s suggestion to examine the topics/themes and the styles/rhetoric of the
campaign videos.

When a researcher explores the deeper meanings of a text, in addition to examining
the structure of symbols as Van Dijk suggests (1988), exploring the connection
between social context and the text is another task. Fairclough (1995) suggests that a
text does not exist in a stable structure; societal interactions and dynamics will
advance different contexts of a text. Hence, Fairclough (1995) proposes an
intertextual analysis inspired by Foucault and Gramsci. Fairclough (1995) argues that
the intertextual constitution of texts is connected with the audience (p.208).
Intertextual analysis crucially mediates the connection between language and social
context. The intertextual analysis concerns the discursive process of text producers
and interpreters, as well as how they draw upon the repertoires of genres and
discourses available within orders which are realised in the forms of texts (p.213).
Since ideologies and identities arise in group interactions, discourses are shaped by
private institutions and social factors known as public discourses. As Fairclough

maintains,

The negotiation and renegotiation of the relationship between public and private discursive
practices which takes place with the order of discourse of the media have a general influence
on the relationship between the practices, and between the public and private in an overall sense,
in other domains of social life. (Fairclough, 1995, p.63)

According to this notion, this study assumes that campaign teams, campaign video

producers, and voters interact with each other, and all are influenced by diverse social
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conditions. My argument is that every candidate needs to know the public’s national
identity. In the meanwhile, they know their parties' stances on national identity
(private discourse). Then, they have to make a balance between the party’s principles
and the public’s stance (public discourse) to present their own private and public
discourses of national identity in campaign videos.

In sum, Fairclough (1995) and Van Dijk (1988) claim that a text is shaped by
sociocultural and socio-psychological practices of symbol selections. To explore the
practices embedded in campaign videos is to search for the answer to the second
research question of this study. The reasons for candidates to use specific symbols to
represent their national identity stands may stem from their perceptions of the social

or political atmosphere, and discourse analysis is a tool to explore those perceptions.

4.2.4 procedures for conducting discourse analysis

Regarding the procedures of discourse analysis, the researcher adopted Van Dijk’s
(1988) and Fairclough’s (1995) approaches to explore the rationales behind the
symbol selections of national identity appeals in candidates’ campaign videos. Due to
the space limitations of the thesis, only the videos having the top three click-through
rates on data collection day were included in the discourse analysis.

While conducting discourse analysis of those videos, the researcher first watched
each video carefully and then follow Fairclough’s notion to explore how the video
makes a negotiation between the candidates’ party stance on national identity and the
social context related to the video content. Using Fairclough’s words, it is an

intertextual analysis of the candidates’ private discourses and the public’s discourses
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on national identities. A typical example of this kind of negotiation appears in some
of Tsai Ing-wen’s 2020 campaign videos in which Tsai raised a new term of national
identity as the ‘R.O.C. Taiwan’. Tsai’s 2012 and 2016 campaign videos did not use
any symbols relating to the R.O.C. Nevertheless, in Tsai’s 2020 presidential election
campaign, the national identity of the ‘R.O.C. Taiwan’ made a debut in Tsai’s
campaign videos. This is probably because Tsai’s 2020 opponent Han Kuo-yu held a
significant R.O.C. national identity and seemed menacing at the beginning of his
campaign. Besides, Tsai might have been trying to win the support of those who
disliked Han but held the R.O.C. identity or both the R.O.C. identity and Taiwanese
identity. In other words, the DPP and Tsai’s private discourse of national identity was
always about Taiwanese national identity before 2020. However, facing the reality
that in Taiwan’s 2020 presidential election, the R.O.C. identity was a popular
discourse among the public, Tsai chose to negotiate between her private discourse and
the public discourse of national identity to raise the new ‘R.O.C. Taiwan’ identity.
Using intertextual discourse analysis, one may explore the latent symbolic strategies
of national identity appeals in candidates’ campaign videos.

After exploring the negotiation between the candidates’ private discourse of
national identity and the public’s discourses, the researcher continued to follow Van
Dijk’s notion to analyse the styles or rhetoric of symbols selected in the videos,
including the styles or rhetoric of policy or platform narratives, the signs or slogans,

the scenes, the songs, and the languages appearing in the videos. This is what Van

22 Tsai fights for R.O.C. discourse; Tsai tries to define R.O.C. meaning, etc..
https://www.tpoc.com.tw/article/897
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Dijk referred to as the micro-structure of the video. The next step is to identify the
main topics of the videos. This is the macro-structure of the videos. Finally, the micro
and macro-structures of the videos will help the researcher to identify the overall idea
or the super-structure of the videos regarding the national identity implied in the
videos.

For example, in one of Ma Ying-jeou’s 2012 campaign videos, the content was
about a romance between a young Taiwanese boy and an overseas Chinese girl. The
boy travelled to a foreign country with the R.O.C. flag and emblem to make his
country more visible abroad. He came across the girl in her country and drew her
curiosity to the flag, because Taiwan was the homeland of the girl’s mother. The
R.O.C. flag thus became a catalyst for the young couple’s romance. The micro-
structure or the style of the video is romantic, and the macro-structure or the main
topic of the video is a love story brought about by the R.O.C. flag. The super-structure
or the overall idea of the video is certainly the R.O.C. identity. Here we can see how
Van Dijk’s analytic framework helps for explaining why specific symbols can be
arranged in a certain way to imply an originally serious idea of national identity. Ma’s
team put the national symbol of the R.O.C. in a romantic frame to imply the
desirability and potential happiness of the R.O.C. identity. It is a way to make R.O.C.
identity more acceptable and persuasive to the viewers, maybe, especially the younger
ones, of the video. The more detailed discourse analysis of this video is presented in
the next chapter of this thesis.

In the video introduced above, the boy and the girl start their relationship by

discussing the meaning of the R.O.C. flag; however, they call the R.O.C. ‘Taiwan’ in
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the video. From Fairclough’s (1995) perspective, it is a negotiation between the
KMT’s R.O.C. identity and the country’s international calling as ‘Taiwan.’ It is a
typical example of the importance and necessity of contextual considerations behind
the appeals to national identity in campaign videos, and Fairclough’s (1995) notion of
‘negotiation’ helps explain specific symbolic representation for the appeals to national
identity.

In sum, in this study, the data are the online campaign videos concerning the
symbols selected for the appeal to national identity in Taiwan's 2012, 2016, and 2020
presidential elections. Quantitative content analysis and qualitative discourse analysis
are employed to discover the symbolism of the appeals to national identity in the
videos. The method of in-depth interviews is used to collect auxiliary information to
cross-validate the research findings of content analysis and discourse analysis. After
introducing the fieldwork of this study in the next section of this chapter, the
researcher starts to present the research findings in the next three chapters and then

provides the whole conclusion of this study in the last chapter of this thesis.

4.3 Fieldwork
The fieldwork was divided into two stages, with the first being conducted from
September, 2018 to August, 2019, and the second being conducted from January,
2020 to March, 2020. In the first stage, the researcher focused on the 2012 and 2016
presidential elections. First, the researcher collected data and carried out a preliminary
video analysis. The method of content analysis was used to classify national identity

categories and extracted relevant policies/platforms, signs/slogans, scenes, songs, and
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languages as symbolic elements to be further analysed through discourse analysis.
Second, based on the preliminary findings from content analyses and discourse
analyses, the researcher started to interview some of the interviewees, including two
senior political journalists and two political communications scholars for each
candidate’s election campaign.

In line with journalists’ and scholars’ responses, the researcher adjusted some
questions for more in-depth interviews in the next step. After the in-depth interviews,
the researcher spent a month sifting the results of the interviews and thinking about
interview questions for campaign video producers and spokespeople for each
candidate. During the in-depth interviews, the researcher interviewed campaign video
producers and spokespersons. At the end of the first fieldwork stage, the researcher
started to write the draft of the thesis in September 2019.

The second stage focused on the 2020 presidential election. The researcher
collected all videos from October, 2019 to January, 2020 and then went back to
Taiwan to do another round of fieldwork. As with the first stage, the researcher
conducted content and discourse analysis first, and, based on the results of these
analyses, the researcher prepared in-depth interview questions about the 2020
presidential election. After interviewing journalists and scholars, the researcher
revised some interview questions to ask campaign video producers and campaign
speakers.

Overall, the researcher designed different questions for different interviewees

according to their professions. For some of the interviewees, the researcher made an
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appointment with their office staff. In addition, some interviewees introduced more
relevant interviewees for my in-depth interviews.

After introducing the research methods, the researcher demonstrates the research
findings in the next three chapters and concludes the thesis with an overall discussion

on the meanings of all research findings of this study.
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Chapter 5. The appeals to national identity in Taiwan’s 2012

presidential election campaign videos

Taiwan’s 2012 presidential election was a competition between the KMT’s Ma
Ying-jeou and the DPP’s Tsai Ing-wen. In the election, Ma was Taiwan’s incumbent
president who was running for his second with Tsai playing the role of the challenger
to Ma. In this chapter, the researcher first presents the results of content analyses
which reveal the symbols used by Ma and Tsai for national identity appeals in their
2012 presidential election campaign videos. All of these videos are total population
sampling data for content analyses. The unit of analysis is every single campaign
video. The findings of content analysis answer the first research question: What
symbolic representations were used for national identity appeals in Taiwan’s
presidential election campaign videos? Some of the in-depth interviewees’ opinions
are used as auxiliary information to the findings of content analyses.

Based on the studies introduced in the literature review chapter of this thesis, a total
of six categories are used to analyse the videos’ symbolic representations of national
identity. They are the following: (1) the public policy or campaign platforms related
to national identity, (2) the signs or slogans related to national identity, (3) the scenes
related to national identity, (4) the songs related to national identity, (5) the languages
used in the campaign videos, and (6) the overall stance of national identity in each
campaign video.

Underlying the framework of these categories is an argument that national identity
can be represented by more than one kind of symbol in campaign videos. In other

words, the viewers of a campaign video may recognise the implied national identity
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by viewing the synthesis of multiple symbols appearing in the video. Therefore,
similar to Peng’s (2005, p. 172) suggests, researchers may analyse campaign ads from
their multiple characteristics, including narratives, sources, scenes, languages, and
music, the researcher also has tried to uncover what symbols were used to represent
national identity in Ma and Tsai’s 2012 campaign videos.

Then, following the frameworks suggested by Fairclough and Van Dijk, the
researcher will present the results of discourse analyses to answer the second research
question of this study, that is, the rationales behind the uses of specific symbolic
representations for the appeals to national identity. Some of the in-depth interviewees’
opinions are also be used as supplementary explanations for the results of discourse
analyses.

In previous chapters, the researcher has indicated the reason to conduct discourse
analysis in this study. As Wodak and her associates (1999, P. 22) maintain, national
identity is represented and conveyed in discourses. Fairclough (1995, p. 63) argues
that the discourses presented in media are negotiations between the media’s private
discourses and the public’s discourses. What Fairclough and Wodak (1997, p. 258)
stress is that the media’s discourses are ‘socially constitutive’ and ‘socially shaped.’
This perspective is particularly useful for answering the ‘why’ question of this study.
Based on Fairclough’s perspective, the symbolic representation of national identity
could be a negotiated result after considering both political parties’ and the public’s
discourses on identity and other issues.

In addition to Fairclough’s perspective, Van Dijk’s (1983) approach to discourse

analysis is also helpful for understanding why specific symbolic representations are
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arranged in a certain way to make the viewers of campaign videos recognise
candidates’ national identities. Van Dijk (1983, p. 32) argues that discourse analysis
involves the examination of three structures of a text. The micro-structure refers to
textual style and rhetoric. Van Dijk stresses that to make the discourse of a text
comprehensible, the symbols in the micro-structure should have ‘local coherence’.
The macro-structure is the topic or theme of the text, and the super-structure is the
overall idea of the text. Van Dijk’s conceptual framework is used to explain why
specific symbolic representations were presented in certain styles on certain campaign
topics to finally imply candidates’ national identities.

Following Van Dijk’s notion, it is predictable that candidates may imply their
national identities for different purposes by bringing up some topics with certain
styles in different campaign videos. Thus, facing a video which implies a candidate’s
national identity (the super-structure), knowing the topic or theme (the macro-
structure) and the style or rhetoric (the micro-structure) of the video helps researchers

to understand the purpose of making the video.

5.1 Symbolic representations of national identity in Ma Ying-jeou’s
2012 presidential election campaign videos
5.1.1 Symbolic representations of Ma’s national identity

Since Ma Ying-jeou won the 2012 presidential election, in this section, the
researcher will first present the content analysis results of Ma’s campaign videos. A
total of 68 entries of Ma’s 2012 campaign videos were found on the Internet. The

titles of the videos are listed in Table 5.1. The first category of content analysis is the
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major platforms or public policies related to national identity. As introduced in the
literature review chapter, some scholars have indicated that politicians’ national
identity stances could influence their ideas concerning public policies. In other words,
for political elites, one way to present or imply national identity is to express specific
public policy statements. The content analysis results as shown in Table 5.2 indicate
that Ma attempted to imply his dual identity in his platforms. Among the 68 videos,
the statements urging for a united and peaceful Taiwan were advocated 42 times. It is
a platform which reflects Ma’s idea of Taiwanese identity. Facing the DPP’s attack on
his Mainlander background in 2008, it is understandable for Ma to emphasise a united
and peaceful Taiwan. Since Taiwan is a multi-ethnic country consisting of native
Taiwanese, Mainlanders, Hakka, and indigenous residents, Ma’s urge for a united
Taiwan was actually proposing ethnic inclusion for Taiwanese identity. This appeal
echoed Taiwan’s former President Lee Teng-hui’s (2005) suggestion that Taiwanese
identity should not be represented based on ethnic exclusion. While the platform
seemed to be different from a clear statement such as ‘I am Taiwanese,’ it can be
considered as Ma’s elaboration of the substance of Taiwanese identity.

Regarding the signs or slogans related to Ma’s Taiwanese identity, in the 68 videos,
the slogan of ‘Taiwan, come on, bravo!” appeared 39 times at the end of each video. It
was the main campaign slogan of Ma’s 2012 presidential race. Moreover, slogans of
‘stable future’ (ZZFEHYARZKR), ‘pluralism’ (247T), or ‘tolerance’ (f175) appeared 22
times. These slogans, similar to the ethnic inclusion, appeared in some videos to stress
that ‘no matter where you have come from, we are all Taiwanese.” One of these

videos presented images of new immigrants, indigenous people, Hakka, native

107



Taiwanese, and Mainlanders. In another video, even two foreigners, an American and
a Dominican described their love for Taiwan and their enthusiasm for being
Taiwanese.

As for the scenes, Ma’s Taiwanese identity was represented 57 times by different
scenes, including Taiwanese people living in peace and happiness, his intimate
interactions with grassroots Taiwanese, and his concerns about people’s demands for
an ideal Taiwan. Ma’s Taiwanese identity was also implied in scenes of traditional
Taiwanese culture (19 times) and Taiwan’s scenery (25 times). (see Table 5.2). For
instance, two videos showed that Ma learned Minnanyu ([#Fg %) and Hakka (52
#E) and then delivered public speeches in Minnanyu and Hakka. Another video
showed Taiwanese opera and puppet shows. In another video, Ma invited famous
performers and promoters of Taiwanese culture to express their thoughts. Other
scenes, such as ‘Hsinchu Loyalty Temple’ (¥77%5 E<EH), Hakka printing, and
indigenous ceremonies, were also used as symbolic representations of Taiwanese
identity.

Moreover, Ma’s Taiwanese identity was also reflected in several songs and the
multiple languages in the videos. Table 5.2 indicates that Ma’s videos presented
several campaign theme songs, including Joyful gathering ({22 #K) (6 times), Let the
world know this name (3t 5122 ([H457) (once), Move forward (=] Fij{ET)
(once), Taiwan, come on, bravo! (5 & 1)HZE) (once), We are one (once), Formosa
(GEREE) (once), Persistence (EXF5f) (once), Thanks for your help (KZEE » $2{F4H)
(in Hakka, means ‘thank you’) (once), and The happy paradise (PR&%KE) (once).

These songs appeared in some of the videos with the scenes delineating the ethnic
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inclusion of Taiwanese people, the beauty of Taiwan’s scenery, or Taiwanese
people’s diligence. The lyrics of these songs were used by Ma’s camp to imply
Taiwanese identity. Among the theme songs listed above, the one namely ‘Joyful
gathering’ appeared most frequently in Ma’s videos. The implication of this theme
song will be further analysed in the discourse analysis section of this chapter.

Regarding the language used in Ma’s campaign videos, Table 5.2 indicates that
Ma’s videos were dubbed in different languages, including Minnanyu (24 times),
Mandarin (43 times), indigenous languages (twice), Hakka (7 times), and English
(twice). Using different languages had implications for Ma’s Taiwanese identity. First
of all, presenting different ethnic languages echoed Ma’s claim that Taiwanese
identity should be ethnically inclusive. Second, since the DPP had always questioned
Ma’s Taiwanese identity, presenting the native Taiwanese language, the Minnanyu in
the videos, could be a way to demonstrate his Taiwanese identity more clearly.

As for the R.O.C. national identity, the diplomatic statement about extending
R.0.C.’s non-official ties with other countries appeared 16 times in the videos.
Moreover, several signs or slogans appeared, including the KMT’s party emblem (43
times), the R.O.C. passport (30 times), the name of ‘R.O.C.” (27 times) and the
national flag of R.O.C. (21 times) were used to represent R.O.C. identity. The party
emblem can be considered as implying the R.O.C. identity for two reasons. First, it
looks very similar to the R.O.C. national emblem. Second, two of the former KMT
chairmen, Chiang Chi-chen and Eric Chu, had argued that the KMT’s emblem
contains R.0.C.’s national spirit (Liberty Times, 9 April, 2021; Chinatimes, 9 April,

2021). In addition, the appearance of scenes describing people’s love for the R.O.C.
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flag (5 times) and the song of the anthem of the R.O.C. flag (twice) was also used to
imply the R.O.C. identity.

Overall, the content analysis results indicate that all of Ma’s 2012 campaign videos
contained both Taiwanese identity and R.O.C identity (see Table 5.2). The
repeated appearance of dual identity in Ma’s campaign videos implies that Taiwanese
identity and R.O.C. identities are equally important for Taiwanese people; the two
identities co-exist in Taiwanese society without any contradiction. That is the biggest
picture of identity appeal running through the whole package of Ma’s 2012 campaign
videos.

To show the compatibility of Taiwanese identity and R.O.C. identity, the R.O.C.
flag frequently appeared in the videos which mainly implied Taiwanese identity.
Another example can be found in a series of videos named ‘We are Taiwanese, and
we are citizens of R.O.C.” In the videos, some Taiwanese celebrities like Huang
Chun-tsun (&=1{£#), Pai Bing-bing (F5.KK), and Sun Tsui-feng’s (1475 EL)
statements emphasise that their ancestors came from mainland China but they
themselves were born and brought up in Taiwan. These three celebrities are proud of
their ancestors who had a very arduous life in Taiwan, but they love Taiwan. The
celebrities emphasised that Taiwan is their homeland. At the end of the series, they all
restated “We are Taiwanese, and we are the citizens of the R.O.C.” After presenting
the symbolic representations of Ma’s dual identity, the researcher now moves to
answer the second research question of this study which concerns the rationales

behind the selections of those symbols.
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Table 5.1 Ma Ying-jeou’s 2012 campaign videos

A e IR e o

—_ —
—_ O

—
N

13.
14.
15.

16.

17.

18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.

30.

31.

32.

33.

34.

35.

36.
37.

Joyful gathering (E{EFHKN)

The song of national flag (FiEHF)

Love the national flag (B [EHiER)

Study Confucian analects (4% )

Taiwan, come on, bravo! (& 7&1HZE)

Keep moving forward, Taiwan (& E 45 48 A Hi{E)

The forum of young generation’s policy (B HEE R :mIE)
Speech in front of a temple (&1 §HzER)

Taiwan, come on, Bravo part 2 (& 7&/J[JHE: part 2)

. We are family (Fef&2—2%N)
. Book and newspaper stall (E#H#i=)
. Golden ten years: sustainability, reducing the wealth gap, good dwelling, safe life,

integral government, full scape construction, education (&4 +4F: KR, HER, %
¥, hR, BRREEUTR, 2HENR, HER)

Visa and love ( E[E%:5/F )

A girl with the R.O.C. flag: part 1 and part 2 (E{jE2.1%, F,T)

Animations of policies (in Mandarin and Hakka): social welfare (B SREIE (1 1ER: &
i, &k

Animations of policies (in Mandarin and Minnanyu): young generation (B SR8 & &
= BEE, Gk

Animations of policies (in Minnanyu and Hakka): Female policy (BUREIEiH 2L &E: &
i, &k

Animations of policies in Mandarin and Minnanyu: (B FEIZ4805 R BlEE, &
I am a Taiwanese: Pai Bing-bing (Ft2E7E A HIKK)

I am a Taiwanese: Sun Tsui-feng (Fe2EE A %EE)

We are Taiwanese: Huang Chun-tsun Puppet theatre (Fi{fT& 258 . =B HEREY)
Breakfast restaurant (F-&)5)

Night market (T8 11%8)

Learning Minnayu (5 5555)

Learning Hakka (8 &5k

To say ‘Thank you’ in Hakka (K521, $#(F4)

The loyalty temple in Hsinchu GE77%E £ )

Diplomacy of fruits (in Mandarin and Minnanyu) KRV BlsE, &8

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Chiang Yen-Ting (%708
BEEE, KM EEEA: T12E)

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Lin Tao Min (% 0HA S
B, RIEREBA: Hilis)

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Ma Ying-Jeou (% 0HZE
OB, RIFREBA: B30

Pluralism, and tolerance of Taiwan’s love we are Taiwanese: Arelis (% T H A G EE,
KMEEEB A EIEs)

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Chan Che (% TH A GE
&, HMEEEEA: BER)

A sharp return: Mandarin (in Hakka, and Minnanyu)

A brave Taiwanese: Daniel chases his dream (BBEZEZ2AY 58 A : Daniel)

A brave Taiwanese: Liang Yu-Ping chases his dream (BFUEZRIEE A 32 XK
Rice wine: the good memory in our life CKJF: A ERHIEFCE)

ojiy
s}

)
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38.
39.

40.

41.

42.

43.

44,
45.
46.

47.
48.

49.
50.
51.
52.
53.
54.

55.
56.
57.

58.
59.
60.
61.

62.
63.
64.
65.
66.
67.
68.

Happy paradise (|1&5K5)
Seeing Taiwan: Ho Su-shen talks about Ma Ying-Jeou (FcffedakiyEoL L: {(/EIE, &

=0 1))

Keep resting assured: Li Kai-fu talks about Ma Ying-jeou (FKPTadamdy oL 1. 2=
F1E, BERLR)

The Ten Golden Years : Lin Tsu-chia talks about Ma Ying-jeou (FeFrstahiy BT AL
5, HE&THER)

The sincere diplomacy: Huang Mao-hsiung talks about Ma Ying-jeou (FFTadamry B oL
i =, HERIMCRE)

Determination: Lai-Cheng talks about Ma Ying-jeou (FeFTadakiy ETL 1 FEEL 40
=)

A brave Taiwanese, Peng Chieh chases his dream (BBEUEESHYEE . T46F)

Huang Chun-tsun talks about Ma Ying-jeou (FFTelamiy B =B HEZ51)

The atmosphere of democracy: Yang Chih-liang talks about Ma Ying-jeou (FkFTadakiy
BHES: HER, RERFAR)

Yang Chih-liang: Raising Taiwan up (t5& B: [7_EFETT)

Real characteristics: Ye Chin-chuang talks about Ma Ying-jeou (FFTaRakiy B I L %
H: B, HER)

Yang Chih-liang: the abstinence of power (155 E: Gifilf#E J15)

Beautiful island (EREE)

Persistence (B24555)

Core principles (fZ/ [ ME{ER)

Saving national flag }ER[EER)

Humanitarian diplomacy: Chu Chih-yang talks about Ma Ying-jeou (F¢Frat sk E T /1
REE, NBEINER)

Pai Bing-bing talks about Ma Ying-jeou (Feradakfy B 1 HI/KK R BIETLITHR)
Policy: Cancer screening (E{45 Z251: JEIEET3)

Fast forward (in Mandarin, Minnanyu, long and short version): (L& EgE, &5, &
5ihR)

Whose coat? (YN KR)

Happy to work; happy life (PREEFTHF £ 1@ IRIRD)

Gulliver (&%)

True Taiwan: The Taiwan spirit to strive for the descendants (EL5/&: A THAEMFNE
i)

Happy farmers (F/(0E2K)

Golden Ten Years : Keep the value of happiness added (s54 1 EZENEHEE)
The best partner (EEFEFER)

Come on, Taiwan (5 7&/[1)H)

Wife (#51%)

Ma Ying-jeou and Chou Mei-ching pray for Taiwan (3L /1, ~ FAEF LS EVTER)
Vote for ourselves (i —Z KM A EH CH)

Note: All the videos are collected from YouTube.
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Table 5.2 Svymbolic representations of identity in Ma’s 2012 campaign videos

Symbolic representations of Taiwanese identity:

Platform/policy:
a united and peaceful Taiwan (42 times)

Sign/slogan:
Taiwan, come on, bravo! (39), stable future in Taiwan/pluralism and tolerance in Taiwan/live
together in Taiwan (22)

Scene:

peaceful and happy Taiwanese/ Ma was concerned about Taiwanese people and prayed for
Taiwan (57), Taiwan’s scenery (25), Taiwan’s local industry (20), traditional Taiwanese
culture (19)

Song:

Joyf%ll gathering (EZZFEKX) (6), Let the world know this name (G2t FLIYZEEE ([H2457) (1),
Move forward (Ja]Fijf#T) (1), Taiwan, come on, bravo (5 E/[1HZE) (1), We are one (1),
Formosa (ZEREE,) (1), Persistence (E%§5) (1), Thanks for your help (GKZZ » #74H) (1),
The happy paradise (REERE) (1)

Language:
Mandarin (43), Minnanyu (24), Hakka (7), indigenous (2), English (2)

Symbolic representations of R.O.C. identity:

Platform/policy:
extending R.O.C.’s friendships with other countries/ visa free treatments for R.O.C. (16)

Sign/slogan:
KMT’s party emblem (43), R.O.C. passport (30), the name of R.O.C. (27), R.O.C.
flag/R.0.C. emblem (21)

Scene:
people showed love for R.O.C. flag (5)

Song:
anthem of R.O.C. flag (2)

Overall stance of identity in each video:
Taiwanese identity only (0), R.O.C. identity only (0), dual identity (68)

Note 1: A total of 68 Ma’s 2012 campaign videos were found on the Internet and

included in the content analysis. The coding scheme includes 6 categories and a total of 72 sub-
categories.

Note 2: A video may contain multiple platforms/policies, signs/slogans, scenes, songs, and languages.
Note 3: The inter-coder reliability is 0.91. The formula of inter-coder reliability is R=2M/N1+N2
where R is the inter-coder reliability coefficient; M is the identical coding decisions of 2 coders; N1
and N2 are the numbers of coding decisions each coder makes. In this analysis, R=2 x 4455/ (72x68 +
72x68) = 0.91
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5.1.2 The rationale behind Ma’s symbolic representations of national identity
After revealing the distribution of different symbolic representations of Ma’s
dual identity, it is important to further explore the rationales behind these
representations by using the method of discourse analysis. In this section, the
researcher will follow the analytic frameworks suggested by Fairclough and Van Dijk
to analyse three of Ma’s videos. These were the top three viewed films on data
collection day. Discourse analysis is a qualitative and subjective research method, the
opinions of in-depth interviewees may provide auxiliary information to discourse

analysis findings.

Video 1: Keep moving forward, Taiwan! (& /8488 o] 5
(https://www.youtube.com/watch?v=03130J7fyg8) (first launched on YouTube on 6

October, 2011, reaching 8,421 viewing times on data collection day, 15 October,
2018)

Description of the video content:

The length of this video is 2 minutes and 4 seconds. The video started with a
Minnanyu song namely ‘Keep moving forward, Taiwan!” (£5Z 4448 [ Fij{E!) The
song penetrates the whole video as the theme song. Then, several quick shots of the
rural areas in Taiwan appeared one by one in the video, including farmers working in
paddy fields, fishermen driving boats on coastal waters, eaves of a temple, and a high-
speed rail running through a Taiwanese rural area. A series of scenes then showed
Ma’s campaign activities, including Ma bowing to God in a temple of Taiwan’s
traditional beliefs, tasting and praising Taiwanese traditional foods, and being

welcomed by his supporters in traditional markets, night markets, and a baseball
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stadium. Also appearing in the video are scenes of a dragon boat race and a lion
dance. As the video shows Ma warmly interacting with his supporters, both Ma and
his supporters give thumbs up with smiles. Close to the end of the video, a scene
shows some Taiwanese people walking fast in a night market with the subtitle ‘Keep
moving forward, Taiwan must win! The video finally ends by showing some of Ma’s
supporters in a traditional market, standing together in front of a billboard of one of
Ma’s advertisements. They all give thumbs up and shout the slogan ‘Come on
Taiwan, Awesome!’. In the video, there was only one shot showing the R.O.C. flag. It
was a shot demonstrating a girl walking in a parade and waving the flag to show her

support for Ma.

Discourse analysis based on Fairclough’s framework:

Why did Ma’s team use those symbolic representations to imply Ma’s dual
identity? According to Fairclough’s notion introduced in chapter three of this thesis,
this could be an indication of a negotiation between the KMT’s private discourse of
dual identity and voters’ public discourse of national identity. The result of content
analysis reveals that, for Ma’s team, the principle of negotiation is: all of Ma’s 68
campaign videos must demonstrate or imply KMT’s dual identity. Nevertheless, the
weighting of showing Taiwanese identity versus R.O.C. national identity could vary
in different videos.

The video described above is an example of putting more stress on Ma’s Taiwanese
identity than on his R.O.C. national identity. That explains the purpose of most scenes

in the video, including Ma’s intimate interactions with grassroots Taiwanese people,
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his paying of respect to traditional Taiwanese beliefs, and his praise of Taiwan’s
traditional foods. These scenes indicate, as researcher Yao, (2017, p.1) argues, ‘how
social discourse in daily activities functions to drive the symbolic transformation of
this Chinese cultural heritage site, evoking the sense of Taiwan as a national
community.” Another researcher Tseng, (2016) also points out that Taiwan’s LuKang
Lung-Shan temple (EEFEFELLISF) is a symbol to represent Taiwanese identity rather
than Chinese cultural heritage. The symbol is branding Taiwan not only in culture, but
also in politics.

In addition, one newspaper report indicated that in this video, the frequent
appearance of the thumbs up sign, the slogans of ‘Keep moving forward, Taiwan must
win!’ and ‘Come on Taiwan, Awesome!’, and the theme song namely ‘Keep moving
forward, Taiwan’ also represent Ma’s Taiwanese identity. ‘Thumbs up’ and ‘Taiwan
must win’ fully demonstrated Ma’s determination to build up Taiwan. Trying to
contrast himself with the DPP’s corruption and ideological conflict, Ma uses the
slogan ‘Keep moving forward, Taiwan’ to represent his concern for Taiwan’s future
and to consolidate Taiwan’s power (NewTalk, 4 October, 2011). As for R.O.C.
identity, there was only one quick shot showing the R.O.C. flag in the video.

Thus, it is clear that the video focused on showing Ma’s Taiwanese identity. But
why does Ma need to stress his Taiwanese identity? Due to his Mainlander
background, Ma was frequently questioned by the DPP about his Taiwanese identity;
thus, the public discourse on identity in Taiwan’s 2012 presidential election focuses
more on Ma’s Taiwanese identity than on his R.O.C. national identity. In-depth

interviewee Niu Tse-hsun explains why Ma may have stressed his Taiwanese identity.
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Ma is always attacked as a Mainlander who is pro-China. Thus, Ma aimed to construct a new
discourse ‘both Taiwanese and R.O.C. identities.” Ma also thought this discourse is the better
way for KMT’s successor to solve the identity dilemma in the election. (Niu Tse-hsun)

Another interviewee, Ma’s 2012 campaign spokesman Chuang Po-chung, also
indicates that ‘Taiwan’ is a significant symbol for both the KMT and DPP to satisfy
the public’s expectations. In other words, symbolism utilisation is a campaign strategy
to persuade voters.

Considering the potential influence of this public discourse on Ma’s 2012 election,
it is understandable that, as mentioned before, although Ma and the KMT’s private
discourse of national identity is about R.O.C. identity, Ma’s team used much more
symbolic representations to imply Ma’s Taiwanese identity than to show his R.O.C.
identity in the video. According to interviewee Jack Hsiao’s opinion, in Taiwan, the
public is more interested in the discourse of Taiwanese identity than in R.O.C.
identity.

Jack Hsiao noted that sometimes, Ma’s team avoided mentioning issues related to

China, because the public did not like it. As Hsiao indicates,

Ma’s campaign videos had been designed prudently according to social issues. Ma showed his
love for Taiwan and his concern for the Taiwanese people’s livelihood. In addition, to fulfil the
public’s needs, Ma used different campaign strategies for different generations. (Jack Hsiao)

Discourse analysis based on Van Dijk’s framework:
Van Dijk’s approach to discourse analysis needs researchers to examine three

structures of the discourse in a text. The micro-structure is about the style or rhetoric
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of the text. The macro-structure is the theme or topic of the text. The super-structure
refers to the overall idea of the text.

Regarding the micro-structure of the video described above, the styles of the theme
song and all of the scenes in the video are obviously oriented positively. The video
shows enthusiastic interactions between Ma and his supporters, the sign thumbs up,
the slogans of ‘Keep moving forward, Taiwan must win!’ and ‘Come on Taiwan,
Awesome,’ the smiles of grassroots people, the fast-moving train, and the people
walking fast in a market; all these scenes and signs present a Taiwan with energy and
happiness. Moreover, the scene showing Ma’s worshipping in a temple highlights
Ma’s respect for Taiwan’s traditional beliefs and his sincere Taiwanese identity.

The macro-structure of this video contains two major themes and one minor one.
The first was about the vigour of Taiwan’s rural areas. Scenes depicting this theme
show farmers, fishermen, and small businessmen working diligently in their
hometowns, with people having beliefs and respecting their traditional culture, and
the local economy looking prosperous. Another theme of the video is Ma’s campaign
activities in rural areas. Scenes of this theme show Ma’s worshipping in a local
temple and his enthusiastic interactions with local people. The two themes lead to a
major part of the super-structure in the video. It is a general impression of Taiwan
being a thriving place and Ma fully identifying himself as a popular member of
Taiwanese society. The video shows that Ma can fully assimilate himself into the
lives of grassroots Taiwanese. He worships, smiles, talks and tastes food with local
Taiwanese fervently. It is a campaign video visualizing the abstract concept of

Taiwanese identity in a positive tone.
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One of the in-depth interviewees, scholar Niu Tse-hsun, analyses the campaign

video strategy and indicates that,

Ma’s team made prominent Taiwanese integrity, diligence, and brave characteristics.
It’s a way to connect rustic and honesty with Ma’s kindness, Taiwanese traditional
culture and rural living were used to eliminate Ma’s elite image. In other words, Ma is
part of the Taiwanese people, who always support and recognise Taiwan. (Niu Tse-
hsun)

While the video emphasises Ma’s Taiwanese identity, it is interesting to find that,
as mentioned above, there is still a quick shot showing a local Taiwanese girl joining
a welcome parade for Ma and waving the R.O.C. flag. The style of this scene is also
done in a positive tone. When the scene was put together with other scenes depicting
Taiwanese identity, the third macro-structure was created in the video, that is, among
the local Taiwanese, at least some of them have the R.O.C. identity. This topic then
implies the minor part of the super-structure, that is, the R.O.C. identity. Thus, the
whole super-structure actually consists of Taiwanese identity and R.O.C. identity. It is

a super-structure signifying Ma’s dual identity.

Video 2: Joyful gathering (E{EEEK)
(https://www.youtube.com/watch?v=wKUoPx27Bpk) (first launched on YouTube on

8 September 2011, reaching 4,113 viewing times on data collection day, 15 October.
2018)

Description of the video content:

The length of this video is 1 minute and 1 second. The format of the video is that of
an MTV film. A series of scenes appear one by one to match part of the words of a
song namely ‘Joyful Gathering.’ It is a Minnanyu song mixed with indigenous and

Hakka phrases. The main theme of the song is to urge different ethnic residents in
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Taiwan, including native Taiwanese, Mainlanders, Hakka, indigenous residents, and
new immigrants from mainland China and other countries, to live in peace in Taiwan.
Some words from the song were selected to match the scenes of the video. The

words being selected were as follows.

No matter whether you are native Taiwanese, Mainlanders, indigenous residents, or Hakka,
from generation to generation, hope God protect you. No matter whether you are native
Taiwanese, Mainlanders or Hakka, we are going to sing and dance tonight with no
discrimination. Love others, just like loving your children. This island consists of spectacular
views of mountains and rivers with four distinct seasons. We are all family. Let us sing, and
the singing is charming. Tonight, we are family and fated to get together. Let us have no more
quarrels, I will stay with you.

The words match several scenes in the video, including some Hakka making foods,
indigenous residents dancing and singing at a festival, and an episode of Taiwanese
opera. Images of Taiwanese people of different ages and occupational groups also
appear in the video, including elementary school students, labourers, farmers,
hairdressers, and the owner of a Vietnamese eatery. The video ends with a scene
showing Ma wearing a piece of Tang suit (JF5%2) and using a Chinese brush to write a
four-word campaign slogan, which in Chinese means ‘Come on, Taiwan!’ As Ma is
writing the slogan, the video shows several primary school students standing around
happily. Finally, the video ends with a subtitle consisting of four phrases: ‘Our

Taiwan, Our homeland; Our R.O.C., Our country.’

Discourse analysis based on Fairclough’s framework:
Taiwanese society consists of different ethnicities; all ethnic groups should live in

peace in Taiwan. That is the main theme of this video, which exposes Ma’s
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interpretation of Taiwanese identity in the aspect of ethnic inclusion. The theme song
urges different ethnic groups of Taiwan to see each other as family, because as the
song indicates, all the ethnic groups live in Taiwan and share the natural resources of
Taiwan. Since all ethnic groups are voters in a presidential election, it is natural for

Ma to seek support from all of them.

While the video mainly focuses on showing Ma’s ethnic-integrated Taiwanese
identity, the video also demonstrates his R.O.C. identity. As mentioned before, the
DPP frequently questioned Ma’s Taiwanese identity because of his Mainlander
background. Such questioning was likely to trigger a strong public discourse
concerning Ma’s Taiwanese identity. Thus, it is understandable to see many of Ma’s
campaign videos focusing more on his Taiwanese identity than on the R.O.C. identity.
One of the interviewees, a senior political news reporter Yang Hsiang-jung, points out

his observation on Ma’s dual identity as follows.

Ma sometimes used the word ‘Taiwan’ in his public speech, but the official name of the country
is still the R.O.C. Thus, Ma showed his concern about the legitimacy of the R.O.C. when he
talked about the country’s international status. For example, when Ma discussed the R.O.C.’s
sovereignty and the visa-free treatments offered by other countries in one of his campaign
videos, he let you see the cover of the R.O.C. passport which is printed with the national
emblem. (Yang Hsiang-jung)

Another interviewee, Chung Po-chung, further indicates that the KMT knows the
importance of Taiwanese identity in presidential elections; on the other hand, the
party still insists on the R.O.C. national identity. To avoid being labelled as a ‘pro-
China’ party, the KMT uses the term ‘R.O.C. identity’ instead of ‘Chinese identity’ as

the party’s national identity. As Chuang indicates,

121



Taiwan’s presidential election is a symbolic fight about Taiwan. The KMT could not endure
the DPP dominating the use of the word ‘Taiwan’; on the other hand, the KMT cannot adopt
the label of ‘pro-China party.” Therefore, KMT employs the words ‘R.O.C.” and ‘Taiwan,’
which fit KMT’s core principle and many Taiwanese people’s ideology. (Chuang, Po-chung)

However, the results of the content analysis indicate that, for Ma’s team, the
negotiation bottom line between the team’s private discourse and the public discourse
is: no matter how much a video stresses Ma’s Taiwanese identity, it still needs to
demonstrate his R.O.C. identity in some way. That could explain why the video’s
ending shot shows Ma wearing a piece of Tang shirt and using a Chinese brush to

write his campaign slogan.

Since, as Wu (2014) indicates, the KMT insists that ‘China’ stands for the
‘Republic of China,” the symbolic representation of Chinese culture implies R.O.C.
national identity in this video. In addition, at the end of the video, the subtitles
mentioned above indicate that while Ma does have both Taiwanese identity and the
R.O.C. national identity, for Ma, Taiwan is just a ‘homeland;” whereas the R.O.C. is
the ‘country.’ In other words, for Ma, Taiwanese identity is just a provincial identity

with the R.O.C. identity being the national identity.

Discourse analysis based on Van Dijk’s framework:

The micro-structure, or the style of the scenes and signs in the video are oriented in
a very positive manner, with people of different ethnic groups looking happy and
energetic in the video. The video shows no interactions between the groups;
indigenous residents, Hakka, native Taiwanese, Mainlanders, and new immigrants
just show up in turn in the video. This arrangement seems to imply that, although
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different ethnic groups have their own lives and cultures, as the theme song suggests,
different ethnic groups should live in peace in Taiwan, because, as the song argues,
they share the beautiful natural resources of Taiwan. Interviewee Yang Hsian-jung
believes that the reason Ma showed positive images of different ethnic groups in the
video was to seek the greatest support from voters in different ethnic groups.

The emotional factors can be seen in Ma’s videos, with Ma staying in rural areas,
working with farmers, and chatting with ordinary people to show his concern and love
for this land. Ma uses native Taiwanese symbols to eliminate the disadvantage of his
Mainlander background, which was awkward since the presidents of Taiwan had been
native Taiwanese from Lee Teng-hui (1988~2000) to Chen Shui-bian (2000~2008).
Interviewee Chung Po-chung indicates that Ma’s 2012 rival Tsai Ing-wen has no such

background issue as Ma did. As Chung Po-chung notes,

Tsai is not a Mainlander, she only emphasised that she is a native Taiwanese with Hakka and
indigenous blood. Thus, it was more natural for Tsai and the DPP to emphasise the Taiwanese
identity in Tsai’s campaign videos. On the other hand, because Ma is a Mainlander, therefore,
Ma needed to stress his close relationship with grassroots Taiwanese people in his videos.
(Chuang Po-chung)

The style of the theme song is well-intentioned and encouraging; it highlights the
importance of ethnic inclusion in Taiwan and invites different ethnic groups to sing
and dance together joyfully. All the scenes of the different ethnic groups and the
theme song jointly point to a macro-structure of the video: indigenous residents,
Hakka, native Taiwanese, Mainlanders, and the new immigrants are all Taiwanese!
This topic was parallel to Lee Teng-hui’s (2005) idea of the ‘New Taiwanese

identity.” Lee argued that no matter which ethnic group Taiwanese residents belong
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to, they are all ‘New Taiwanese,” as long as they are willing to engage in Taiwan’s
development and identify with Taiwan’s democratic system.

In addition to the topic of ethnic inclusion, the video contains another macro-
structure (topic) as the heritage of Chinese culture. The micro-structure or the style of
this topic was to show Ma wearing a piece of Tang shirt and writing with a Chinese
brush (calligraphy) in front of young students. This style of presentation has two
meanings. First, Ma has an identity with Chinese traditional culture. Second, Ma
wishes to pass this identity to young Taiwanese. Since, as introduced in the first
chapter of this thesis, the KMT insists that ‘China’ means the R.O.C., Ma’s team was
using the topic of Chinese cultural identity to imply the R.O.C. national identity.
Interviewee Chuang Po-chung explains the meanings of symbolic representations of

the dual identity in Ma’s campaign videos.

Ma’s team use various symbols to represent Taiwanese and the R.O.C. identities. Some of those
symbols are related to culture, such as Taiwanese opera, calligraphy, and reading Chinese
classical literature with Minnanyu pronunciation. Ma integrates both Chinese culture and
Taiwanese cultures, which is a way to show identity tolerance. (Chuang Po-chung)

Chuang also explains why Ma needs to imply the R.O.C. identity in his campaign

videos.

It’s indispensable for the KMT to imply the R.O.C. identity, since the DPP always ignored
R.O.C.- related symbols, such as the national flag, or the formal name of R.O.C. etc. The KMT
celebrated the R.O.C. Centennial in 2011 and continued to promote the reverence of the R.O.C.
in the 2012 presidential election. Both R.O.C. and Taiwan-related symbols are important for
the KMT, the purpose was to proclaim Ma’s love for this country and the legitimacy of this
country. (Chuang Po-chung)
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As for the super-structure of the video, Ma’s team uses the subtitle appearing at the
end to point out that the overall idea of the video is: ‘Our Taiwan, Our homeland; Our
R.O.C., Our country’ That is an explicit expression of Ma’s dual identity. In this
subtitle, Taiwanese identity is defined as a provincial identity, with the R.O.C.
identity being defined as the national identity. This is because, as the subtitle

indicates, Taiwan is just a homeland, while the R.O.C. is a country.

Video 3: A girl with the R.O.C. flag (BiE27%)
(https://www.youtube.com/watch?v=0atkmnEiBz0) (first launched on YouTube on

13 October, 2011, reaching 2,448 viewing time on data collection day, 15 October.,
2018)

Description of the video content:

The length of this video is 8 minutes and 57 seconds. It is a romantic story in which
a Taiwanese boy travels to a foreign country and comes across an overseas Chinese
(ZE{®) girl in a sightseeing spot. The boy likes photography. He always carries the
R.O.C. flag with him when travels abroad. When he takes pictures while sightseeing
in foreign countries, he always puts the flag into his photos. The reason for doing that,
according to the boy’s explanation in the video, is to make sure the flag is visible
abroad. The girl grew up in a foreign country, but her mother came from Taiwan. The
boy then talks to the girl and explains the meaning of the flag. He gives her a badge
and a R.O.C. flag, and then makes an appointment with her to watch a sports game in
a stadium. The boy asks the girl to wear the R.O.C. badge when they meet again.
Then, the video shows the girl waiting for the boy outside the stadium with the badge

on her scarf and a R.O.C. flag in her hands, but he does not show up on time. She is
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disappointed and sticks the flag on a fence near the stadium and then leaves. The boy
rushes to the stadium, but he is late. He does not find the girl but sees the flag. The

video ends with the girl’s gazing at the R.O.C. badge and a monologue that ‘although
the country is so far away and so unfamiliar to me, I still want to see another home of

mine.’

Discourse analysis based on Fairclough’s framework:

This video focuses on showing the R.O.C. identity. From the start to the end of the
video, the R.O.C. flag appears many times. In the video, the main actor of the story
expresses his strong identity with the R.O.C. The main actress also demonstrates her
curiosity with the flag and the badge of the R.O.C. Since the KMT’s national identity
stance is that of the R.O.C. identity, it is understandable that Ma’s team used the
national symbols of the R.O.C., including the flag and the badge, as catalysts of the
romantic story described in the video. In fact, it has been noted that the R.O.C flag
has become much more important in KMT’s campaign advertising for Ma Ying-jeou
(Fell, 2012, p. 48). Verrall (2021, p.115) also finds that ‘Ma administration’s new
emphasis on expressly political symbols like the flag indicates a clear shift to an
overtly nationalist design aesthetic.” Interviewee Niu Tse-hsun believes that one
reason for Ma to imply the R.O.C. identity is to show his diplomatic achievement of
acquiring visa-free treatment for R.O.C. passport holders from many different

countries.

Considering the campaign strategy, the R.O.C. identity was Ma’s advantage because Ma did
have successful diplomatic relations with many foreign countries to get visa-free treatments for

126



the R.O.C. from those countries. It was a niche for Ma to promote his R.O.C. discourse. (Niu
Tse-hsun)

However, in the video, while the boy and the girl talk about the R.O.C., they called
the country ‘Taiwan’ instead of the ‘Republic of China.” For the KMT, Taiwanese
identity is in nature a provincial identity instead of a national identity. Then, why did
Ma’s team arrange for the main characters of the video to call the R.O.C. ‘Taiwan?’
From Fairclough’s perspective, the content of a text might be a negotiation between
an organisation’s private discourse and the public discourse of those outsiders. Thus,
presumably, the KMT knows that although the ‘Republic of China’ is the formal and
constitutional name of the country, the R.O.C. is frequently mentioned as ‘Taiwan’ at
home and abroad. Therefore, there is no need to ask the main characters to call the
country the ‘R.O.C.’ in the video. Besides, the main slogan of Ma’s 2012 campaign
was ‘Come on, Taiwan!’ The name of Taiwan was frequently mentioned in Ma’s
campaign videos; therefore, Ma’s team did not stress that for the KMT, Taiwan is just

a part of R.O.C. instead of an independent country per se.

Discourse analysis based on Van Dijk’s framework:

The micro-structure or the style of this video is quite romantic. It is a love story of
a patriotic Taiwanese boy who meets an overseas Chinese girl whose mother also
comes from Taiwan. The lovers start their conversation on the meaning of the R.O.C.
flag. While travelling abroad, the boy always carries the flag with him; he believes it
is a good way to make the R.O.C. more visible in other countries. The girl agrees with

the boy’s idea, because her mother is from the same country as the boy. The boy is
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late on his first date with the girl; she leaves a R.O.C. flag as a sign of her earlier
appearance.

Thus, the macro-structure or the main topic of the video is an exotic romance
catalysed by the R.O.C. flag. The lovers’ strong identifications with the R.O.C. flag
bring about the super-structure of the video: the R.O.C. national identity. At the end
of the video, the girl is disappointed for missing the boy on their first date. She
decides to visit Taiwan, because, as she says, after all, Taiwan is her second
homeland.

The overall idea of R.O.C. national identity is implied by wrapping it in a love
story. Ma’s team seemed to believe that it was an easier way to promote the R.O.C.
identity. The rhetoric of the story is: we like each other because we all identify with
the national symbol of the R.O.C. It is a little bit artificial but still makes sense in the
story to a certain extent. The scenario is implying to the viewers of the video that
loving your country the R.O.C. may even help you to find a good lover in your life. It
is a soft and dramatic approach to express the abstract concept of the R.O.C. national
identity. Interviewee Chuang Po-chung believes that it is a good idea to use the
R.O.C. flag as a symbolic representation of the R.O.C. identity, because the symbol is

quite tangible.
Some tangible symbols, such as the R.O.C. national flag, ECFA, and visa-free treatment, are

suitable to represent the R.O.C. identity, people can easily understand the relationship between
the symbols and the identity. (Chuang Po-chung)

While stressing the R.O.C. national identity in the video, Ma’s team still let the
main characters call the R.O.C. ‘Taiwan’ in the video. As analysed above, it could be
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a negotiation between the KMT and the public, because it is a fact that the country has
been frequently mentioned as ‘Taiwan’ at home and abroad. That also means that Ma
does not consider the R.O.C. national identity as being contradictory to Taiwanese
identity, because for the KMT, Taiwanese identity is just a provincial identity and the
R.O.C. identity is the national identity.

The discourse analysis of the three entries of Ma’s 2012 campaign videos are
revealed above. Some of the in-depth interviewees’ opinions provide the readers of
this thesis with more insights into the rationales behind the symbolic arrangements of
Ma’s videos.

Regarding Ma’s dual identity, one interviewee, the KMT’s 2012 campaign
spokesman Chuang Po-chung stated that the national symbols of the R.O.C. were
important in Ma’s campaign videos. Chuang stresses that it is in accordance with the
KMT’s principles and Ma Ying-jeou’s idea that Taiwan is our homeland; the R.O.C.

is our country. Chuang argues that

While some people feel that the name ‘Taiwan’ exclusively belongs to the DPP, the KMT still
tries its best to connect the two symbols of ‘Taiwan’ and ‘R.O.C.’ to remind the Taiwanese that
Taiwan and R.O.C. are both important in terms of identity orientation, although, for the KMT,
Taiwanese identity is only a provincial identity and the R.O.C. identity is the real national
identity. (Chuang Po-chung)

According to Chuang, Ma’s dual identity is a strategy to create an integrated image
of the KMT being the party that is more tolerant than the DPP. Besides, Chuang
indicates that the KMT has been trying to remind Taiwan’s electorate that the R.O.C.
is the formal name of Taiwan. In addition, it happened to be the R.O.C.’s 100-year
birthday when Ma started his 2012 campaign. Thus, the KMT launched several

promotional products related to the R.O.C. flag. In addition, some of the promotional
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activities, such as ‘Saving the National Flag’ (&% E&}i£) and ‘To Love the National
Flag’ (E[E]JiE) were all closely concerned with the symbolic meaning of the R.O.C.
Spokesman Chuang believes that the R.O.C is the common denominator for
Taiwanese people, which is Ma’s belief in the R.O.C. national identity.

Interviewee Jack Hsiao, the campaign consultant of Ma’s camp, also raised an
example to indicate the significance of the R.O.C. national identity in some of Ma’s

videos.

One example was that in one campaign video about ECFA, the original version used ‘Taiwan’
as the country’s name, but it didn’t match the core principles of the KMT. Therefore, | amended
the national name from ‘Taiwan’ to ‘R.O.C.” After all, for the KMT, the R.O.C. is the formal
name used in international settings. It was also a tactic to differentiate the KMT from the DPP,
because DPP seldom called the country the ‘R.O.C.” (Jack Hsiao)

As for Ma’s Taiwanese identity, Chuang indicates that

in order to show Ma’s connection with local Taiwanese, the KMT and Ma’s 2012 election team
tried hard to build up a relationship between Ma Ying-jeou and Taiwan’s Ma village in Miaoli.
That was a political tactic. Because Miaoli is a Hakka city and most of the people in Ma village
speak Minnanyu, it naturally enhanced Ma’s relationship with Hakka and the native Taiwanese.
(Chuang Po-chung)

In addition to using multiple languages to highlight the multi-ethnic essence of
Taiwanese identity, Ma’s team uses Ma’s platforms to imply his Taiwanese identity.
As one of the in-depth interviewees, Jack Hsiao, the director of a contracted public

relations company with Ma’s team, indicates,

Ma’s camp believed that loving Taiwan was not just a slogan. Ma’s campaign videos should
let grassroots Taiwanese know how much the Ma administration had done to maintain or
enhance Taiwanese farmers’, labourers’, and fishermen’s rights and profits. Therefore, Ma’s
platforms, including ECFA, the free trade agreements with other countries, and the ‘Ten Golden
Years’ were fully promoted in Ma’s campaign videos, and their campaign effects were
satisfactory. (Hsiao)
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Speaking of Ma’s dual identity, another interviewee, scholar Niu Tse-hsun argues
that the R.O.C. national identity had been used by the KMT to confront the DPP’s

Taiwan chauvinism. As Niu indicates,

although the national identity of the R.O.C. is believed adequate for the KMT, the DPP raises
incredibly strong arguments against it. Because of the KMT’s conviction of the residential
essence of the name of Taiwan, it’s hard to untangle some people’s abhorrence of the KMT’s
refusal to admit that Taiwanese identity is a national identity. Hence, national identity may still
be seen as a controversial issue in Taiwan. Thus, how to use ‘Taiwan’ or ‘R.O.C.” in political
campaign videos becomes a symbolic strategy for both the KMT and DPP. (Niu Tse hsun)

The three interviewees’ opinions confirm that the arrangements of symbolic
representations for Ma’s dual identity are indeed a negotiation between the KMT’s
private discourse and the public’s discourse on national identity. For the KMT, the
R.O.C. identity is the only legitimate national identity; Taiwanese identity is just a
provincial identity. However, to counter-attack the DPP’s accusation of the KMT’s
ignorance of Taiwan, and to urge for votes from all the ethnic groups in Taiwan, Ma’s
team decided to use symbolic representations for both Taiwanese identity and R.O.C.
national identity in Ma’s 2012 campaign videos. The results of content analysis and
discourse analysis suggest that while all of Ma’s 2012 campaign videos contain
symbolic representations of both Taiwanese identity and R.O.C. national identity,
what was negotiable for Ma’s team were two things: the weight of focus on the two
identities, and the non-necessity to clarify the difference between the two identities in

most of Ma’s campaign videos.
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5.2 The Symbolic representations of national identity in Tsai Ing-
wen’s 2012 presidential election campaign videos
5.2.1 Symbolic representations of Tsai’s national Identity

A total of 26 entries of Tsai’s 2012 campaign videos were found on the Internet.
The titles of the videos are listed in Table 5.3. While Ma Ying-jeou implies a dual
identity in his 2012 campaign videos, the results of content analysis show that Tsai
Ing-wen’s 2012 campaign videos only imply Taiwanese identity in all of her 26
campaign videos (see Table 5.4). In other words, none of Tsai’s videos showed any
symbols related to the R.O.C. As introduced in the first chapter of this thesis, for the
DPP, Taiwanese identity is a national identity instead of merely a provincial identity.
Therefore, it is understandable why Tsai’s 2012 campaign videos only contain
symbols related to Taiwanese identity. Just as the R.O.C. identity is a national identity
for the KMT, Taiwanese identity should be identified as a national identity for the
DPP.

Tsai’s Taiwanese national identity is also represented by her platforms or public
policies, signs/slogans, scenes, songs, and languages in her 2012 campaign videos. As
Table 5.4 indicates, Tsai urged the building of a fair and just society (§]7& —{[&/\
IE#FAYFEE). Among the 26 campaign videos, 21videos contain this appeal. While
mentioning this policy, Tsai asserted that the Ma administration had failed to narrow
the gap between the rich and the poor in the first term of his presidency. Moreover,
Ma’s policy of increasing trade volume between Taiwan and mainland China only

benefitted financial groups instead of grassroots Taiwanese. These attacks reminded
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the public that one basic element of Taiwanese national identity is to maintain
economic fairness.

Tsai’s team also used some signs or slogans to reinforce a whole new image of
Taiwan (see Table 5.4). The slogan of ‘Keep on Going, Taiwan’ (5 &4 & A Hi{T)
appeared 23 times in the 26 videos, followed by the slogan of ‘Love Taiwan’ (B &
&) 20 times, ‘Taiwan Next’?* 15 times, and ‘Proud to be Taiwanese’ (&8 A\ JEE
50 13 times. These slogans show Tsai’s Taiwanese national identity and highlight the
name of Taiwan.

One of Tsai’s videos proclaims that ‘Taiwan is our country. We fight for a country
with fairness and justice. We love Taiwan. We are proud of being Taiwanese, and we
need all people to change Taiwan.’ The title of this video is ‘Our Country is Great
Because of You’ (B ZZ[ARM{EK). It proposes Tsai be the first female Taiwanese
president, and she will change Taiwan’s weak status in international society. In sum,
Tsai’s campaign videos remind local people that she is a candidate deeply concerned
about Taiwan.

As Table 5.4 indicates, several scenes in Tsai’s campaign videos also imply her
Taiwanese national identity. Tsai uses Taiwan’s public transportation system for
campaign activities (11 times) and visits the countryside (10 times). In these videos,
Tsai talks to farmers and shows concern for local Taiwanese people as well as
agricultural products. Moreover, beautiful scenery and local features, such as
seashores, mountain views, lighthouses, and trains are also displayed. In addition to

sightseeing, scenes about Taiwan’s traditional culture appeared 9 times, including

23 Tsai’s team used English slogan ‘Taiwan Next.’
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Taiwanese opera, temples, and dragon dancing. All these scenes imply Tsai’s
Taiwanese national identity.

Regarding the songs and languages in Tsai’s videos, Table 5.4 shows that Tsai’s
videos present several campaign theme songs in her videos. All these songs focus on
one appeal: As long as we Taiwanese make efforts to change the status quo, Taiwan
will be better in the future. As for language, Tsai speaks Mandarin (18 times) more
frequently than Minnanyu (5 times) and Hakka (once) in her videos. This is not a
surprise, since she had admitted publicly that she is not a fluent Minnanyu speaker in
2011 and seldom delivers public speeches in Minnanyu. In the videos, Tsai even
speaks Mandarin in Hakka and Indigenous communities. In addition to Mandarin, one
of Tsai’s videos is dubbed into Vietnamese, thereby, stressing that, in Taiwan, the
children of foreign spouses should learn their mothers’ language and culture. The
language used in Tsai’s campaign video are implying her idea of Taiwanese national
identity in the aspect of ethnic inclusion.

In sum, the content analysis results of Tsai’s 2012 campaign videos show that
Tsai’s team tries to use various symbolic representations to imply Tsai’s Taiwanese
national identity. In the next section of this chapter, the researcher uses Fairclough
and Van Dijk’s frameworks of discourse analysis to explore the rationales behind the
symbolic representations appearing in three of Tsai’s 2012 campaign videos. These

videos had the top three viewing times on the data collection day of this study.

Table 5.3 Tsai’ Ing-wen’s 2012 campaign videos

1. Fairness for farmers (45 /& R —%BL/\ )
2. Your keys ({/RAV#ERL)
3. Their distance (ft{f9HYFERE)
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Social housing (1€ {F5)

Taiwan’s big family, it’s good to have new members (& 7&K E, HiKEETF)
It’s good because you (R ELF)

God bless Taiwan (K{H EE)

A warm accompany (REZFEHFE)

9. It’s good to have you (H{RE4F)

10. Non-nuclear homeland: Koto island (FEfZZ[H : FHlER)

11. Hualien and Taitung’s hope ({GiEEBL S HEAVE )

12. The country is great because of you ([ ZZ [R{R M {&EA)

13. Give yourself a chance to change (45 & C.— ([ XU AU Er)

14. Females in charge (Z/4&E %)

15. Make a wish in 2012 ( ZFFE 2012)

16. Long-term care (= HHIHE

17. Unemployment subsidy for youth (5433 AE)

18. Our expectation for a female president (FeffTHAIN A —N1 Z.444%)
19. Hakka daughter will succeed (2% 2L 5. HFEK)

20. I will not forget people’s expectations (Fe & =z A ERAVHEAEY)
21. A collection of Tsai’s campaign videos (ZXJ5 582 F &R
22. To be a winner of the election (% Fufi575EE)

23. The road of determination, it’s good to have you (BXFFAVER, A {REHF)
24. Tt will be bad without you CZ/REHFE 1)

25. Let’s welcome the victory GEFAM 2 =5 F))

26. The future of Taiwan (5 7EHYF3K)

Note: All the videos are collected from YouTube.

o NNk

Table 5.4 Symbolic representations of national identity in Tsai’s 2012 campaign

videos

Symbolic representations of Taiwanese identity:

Platform/policy:
change the unfair situation caused by Ma’s cross-Strait policy (21 times)

Sign/slogan:
Keep on going Taiwan (23), love Taiwan (20), Taiwan next (15), proud to be Taiwanese (13)

Scene:
Taiwan’s transportation system (11), Tsai interacting with grassroots Taiwanese (10),
Taiwan’s countryside scenery (10), Taiwanese traditional culture (9)

Song:
We will change the future someday (485 — HIE& & R7K) (1), [ will join you to support
Tsai Ing-wen (G {RIFFEELR—AE/NE) (1), A better world (1), Persistence (22£F) (1)

Language:
Mandarin (18), Minnanyu (5), Hakka (1), new immigrant language (1)

Overall stance of identity in each video:
Taiwanese identity only (26), R.O.C. identity only (0), dual identity (0)
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Note 1: A total of 26 Tsai’s 2012 campaign videos were found on the Internet and

included in the content analysis. The coding scheme includes 6 categories and a total of 72 sub-
categories.

Note 2: A video may contain multiple platforms/policies, signs/slogans, scenes, songs, and languages.
Note 3: The inter-coder reliability is 0.93. The formula of inter-coder reliability is R=2M/N1+N2
where R is the inter-coder reliability coefficient; M is the identical coding decisions of 2 coders; N1
and N2 are the numbers of coding decisions each coder makes. In this analysis, R=2 x 1740/ (72x26 +
72x26) = 0.93.

5.2.2 The rationale behind Tsai’s symbolic representations of national identity

Video 1: The country is great because of you (https://fb.watch/amIS94qPy1) (the
video was originally launched on YouTube but was removed from YouTube for some
unknown reason) (BIZZRYRM{&X) (first launched on YouTube on 5 January, 2012,

reaching 356,929 viewing times on data collection day, 3 January, 2019)

Description of the video content:
The length of this video is 2 minutes and 22 seconds. This video depicts a series of
scenes showing different people standing on the roofs of their houses or apartments,

overlooking distant scenes. A monologue matches the scenes, saying that:

Standing on the roof of your house, how long have you not done this? Standing on the roof of
your house, take a look at the places you grew up and work. Here is your homeland, some roads
take you to school. You see the basketball playground where you had a date with your first
lover. You also find the alley where firecrackers were set off for your wedding, and the sidewalk
where you picked up kids from school. There are mountains and seas in your homeland with
beautiful sunshine and romantic fog. Standing on the roof of your house, this is your homeland
and your country. Is it a great country? The country is under your feet and needs you to love it,
to care for it. Standing on the roof of your house, here is your country. Take a look at the
incompetent government, you are not afraid of enduring hardship, but you hate unfairness; you
do not care your job is menial, but you hate injustice. Now, we need a fair and just country. We
want the right to work. We want a house in which to live. We are against bullying. We do not
want a terrible judicial system. We want to save stray animals and our environment. We want
a non-nuclear home. We want happiness, and to let our children be proud of living here. As
Taiwanese, go to stand on the roof of your house. Here is your country. Is it a great country?
The country is on your feet, it needs you to love it and change it.

Discourse analysis based on Fairclough’s framework:
As introduced in the first chapter of this thesis, for the DPP, ‘Taiwan’ is not just the

name of the homeland; it is also the name of the country. In fact, during Chen Shui-
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bian’s presidency from 2000 to 2008, the DPP government launched ‘a movement to
rectify Taiwan’s name’ (&8 [F 478 #f). As Hughes (2011, p. 53) indicates, the
movement ‘involved dropping references to “China” and the R.O.C. when referring to
the state and its various organisations.’ In this video, although the name ‘Taiwan’ did
not appear, the monologue clearly reminded viewers that ‘your homeland is your
country.” (B2 RAVZZ[EFIELZZ) This claim is consistent with the DPP’s private
discourse of national identity, that is, for the DPP, Taiwanese identity is the national
identity. Interviewee Lee Hou-ching believes that this video was implying that
Taiwan is the country of Taiwanese, and the country needs a better leader than Ma

Ying-jeou.

Standing on the roof is a metaphor; the video implied leader on this land should lead passengers
moving on; this leader is an intelligent person who overlooks this land (understanding Taiwan)
and clearly knows Taiwan’s next step. Specifically speaking, Tsai was that intelligent leader
who was able to guide Taiwanese people to a progressive future. The DPP believes that the
KMT is the government in exile, and that Taiwanese people need their own regime. The DPP
adheres to the party’s core principle that this land is our motherland, it’s not a big island, though.
Taiwan should be a progressive country full of vivid energy and creative thoughts. We, the
Taiwanese make our own path, which belongs to all Taiwanese people. (Lee Hou-ching)

It is predictable that the DPP supporters agreed with the party’s stance on national
identity; however, how does Tsai’s team negotiate with the public discourse of those
who do not accept the stance on Taiwanese national identity? Three persuasion
strategies are used in this video. First, the video evokes the viewers’ memories that
the homeland under their feet is the place they grew up and started a family. Second,
the video equals the viewers’ homeland to their country. It is persuasive to a certain
extent, because even the KMT had never denied that Taiwan is a part of the R.O.C.

Third, the video raises several public issues the viewers are likely concerned about
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and then encourages them to change the status quo of Taiwan’s politics. It is a

strategy to raise the viewers’ self-perception as political reformers. What Tsai’s team
wishes are that once the viewers take that compliment, they are more likely to accept
the video’s claim that ‘your homeland is your country.” The implication of this claim
is that if you identified with your homeland Taiwan, you should be able to accept that

the Taiwanese identity is a national identity.

Discourse analysis based on Van Dijk’s framework:

The styles of the scenes, the background music, and Tsai’s monologue in this video
are all gloomy. Tsai’s monologue is presented in a slow and serious tone. She
suggests viewers stand on the roofs of their houses to review the places they grew up,
went to school, worked, and started a family. The video shows that those who have
taken Tsai’ s suggestion are quiet, serious, and worried. The rhetoric of Tsai’s
monologue is: this is the place you dwell; you cannot get away from it, so you have to
think and care about what kind of place you are now living in. Then, Tsai brings
about several public issues to remind viewers of the poor performance of the Ma
administration from 2008 to 2012. The argument for Tsai’s attack on Ma is quite
straightforward: the government has caused unfairness, unjustness, unemployment,
ignorance of animals’ rights, incompetence in the judicial system, environmental
contamination, and the potential risk of nuclear energy. Speaking of this video,
interviewee Yang Hsiang-jung explains the rationale behind the symbolic

arrangements.
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The DPP is good at raising emotional ideology discourse to independent voters. National
identity is a long-term formulation that is hard to change. Hence, how to initiate the sensation
of national identity is a task for the campaign. (Yang Hsiang-jung)

In the monologue, Tsai first calls the places people reviewed as ‘your homeland;’
then, she immediately says, the homeland is ‘your country.” Tsai asked the viewers if
it is a great country? Finally, she concludes for the viewers that the country needs to
be changed. Thus, the macro-structure or the main theme is: This is your country; it is
not great because of the poor performance of the government; so, the status quo
should be changed.

The super-structure or the overall idea of the video implies three reminders. First,
people living in Taiwan should have Taiwanese identity, because their life histories
developed in Taiwan. Second, Taiwan is not only the homeland of the Taiwanese; it is
their country. Thus, Taiwanese identity is not only a provincial identity; it is a
national identity. This is certainly the DPP’s basic principle to identify Taiwan as an
independent sovereign country. Third, Taiwanese national identity entails a standard
of living, which means Taiwanese deserve to identify with a great Taiwan instead of a
country full of many different kinds of troubles. In other words, for Tsai Ing-wen,
Taiwanese national identity includes collective accountability of the Taiwanese to
make Taiwan a great country. It is Tsai’s normative interpretation of the meaning of
Taiwanese national identity. The monologue of the video indicates that for Tsai, it is
not enough to recognize Taiwan as ‘your country;’ it is more important to make
Taiwan ‘a great country.’ Interviewee Wu Nien-Jen, one of the producers of Tsai’s

campaign videos elaborates on the rationale behind this video.
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Taiwan is already an independent country. It’s meaningless to argue whether Taiwan is
independent or not. What we do know is that this land is where we live. The priority is to
protect this place, and to enhance our capability. (Wu Nien-jen)

Video 2: The future of Taiwan (&8HIAKK)
(https://www.youtube.com/watch?v=Phw-8CRFx4) (first launched on YouTube on 26

August, 2011, reaching 135,000 viewing times on data collection day, 3 January,
2019)

Description of the video content:

It is a 20-second video. The main scene was shot in Berlin, Germany. The video
starts by showing a wing of a plane with light music, implying someone is going
abroad from Taiwan. A subtitle then appears as follows: ‘Taiwan, where are you?’
After that is a quick shot showing time passing on a clock, followed by several quick
shots showing a person getting off a plane, and waiting to take a subway to the
downtown area of Berlin. The second subtitle appears as follows: ‘Taiwan, what do
you want?’ The next scene depicts Tsai sitting on a sidewalk seat and reading a book
in Berlin, followed by another scene showing Tsai looking at the street view while on
a bus. The third subtitle then appears as follows: ‘Taiwan, where are you going?’ The
video then ends by showing a scene where Tsai is walking on a street in the city with
a smile. The ending subtitle is: “What’s next?’ Tsai’s campaign logo ‘Taiwan next’

also appears at the ending shot of the video. All the subtitles are shown in English.

Discourse analysis based on Fairclough’s framework:
The video shows not a single Chinese character or Chinese monologue. Among

Tsai’s 2012 campaign videos, this one look especially international oriented. Those
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who understand the meanings of the English subtitles should be able to recognise that
the video is showing Tsai’s concern about Taiwan’s future in international society.
The main body of the subtitles is ‘Taiwan’ instead of ‘R.O.C.” This symbolic
arrangement certainly fits the DPP’s private discourse that ‘Taiwan’ should be the
name of the country in the international arena. So, the repeated appearance of the
word ‘Taiwan’ in the subtitles is highlighting the DPP’s basic stance regarding
Taiwanese national identity.

While the targeted viewers of the video are likely to be those who are concerned
about Taiwan’s international relations; the appearance of Tsai in the video could be
considered a negotiated symbolic arrangement for the grassroots Taiwanese who are
not familiar with foreign issues. For those viewers, at least they could tell from the
video that Tsai seemed to deal with something related to Taiwan in a foreign country.
As long as the grassroots viewers recognised the English word ‘Taiwan’ in the
subtitles, and the word ‘Taiwan’ is symbolically connected with some foreign scenes
in the video, they could get the hint that ‘Taiwan’ is a country name in international
society. What the DPP is trying to promote in this video is the Taiwanese national
identity in the international aspect. As Hughes (2011, p.67) once indicates, ‘Using
English is a way for DPP to promote Taiwan in the international society. The DPP’s
idea of Taiwanese national identity is to strengthen civic consciousness and to
facilitate Taiwan’s role in the processes of globalisation. The DPP uses Chinese or
English characters for the word ‘Taiwan’ at home and abroad to highlight Taiwan’s
sovereignty.” Interviewee Wu Nien-jen adds some points to emphasise the importance

of Taiwan for international society.
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This island is small, but we do our best in the electronics industry. We let people in the world
see us, it’s a way to show Taiwanese power. Many countries need Taiwan’s help, so that makes
other countries stand with us. (Wu Nien-jen)

Discourse analysis based on Van Dijk’s framework:

The style of the video is quite international oriented. All the symbols in the micro-
structure of this video, including every scene and word, are foreign to Taiwanese
viewers to a certain extent, except for the image of Tsai and the meaning of the
English word ‘Taiwan.” Nevertheless, the scenes showing Tsai reading, thinking and
walking in a foreign city lead the viewers to recognise the macro-structure of the
video, that is, the DPP’s presidential election candidate Tsai Ing-wen is concerned
about and engaged in raising Taiwan’s status in a foreign country. Interviewee Lee
Hou-ching explains the need for Tsai to show her capability of dealing with

international affairs for Taiwan.

‘Go abroad’ is a symbol to present Tsai’s vision of international affairs. Tsai’s image is
always that of a capable leader since she played a role as a negotiator dealing with different
foreign affairs and studied in foreign countries. ‘International’ is a symbol to distinguish from
Ma’s cross-Strait policy. Taiwan’s future should not rely on China. The DPP should make
efforts to let the world recognise Taiwan. (Lee Hou-ching)

Making Tsai personally appear in Berlin has three symbolic implications. First, it
creates an impression that Tsai is cable of representing Taiwan in international
society. In the video, Tsai looks very comfortable in a foreign country. The scene
showing Tsai reading a book on a chair by the road in Berlin also implies that she
knows international issues. Second, it also implies that international society accepts

Tsai to be the leader of Taiwan. The scenes show that Tsai can walk and read freely in
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a foreign country without any restrictions. It is an implication that Tsai is welcomed
in international society. Third, the scene shows Tsai looking serious on a bus in Berlin
with the subtitle ‘Taiwan, where are you going?’?* represents her worry about
Taiwan’s status in the world. All these scenes and the subtitles constitute the macro-
structure or the topic of the video: this demonstrates Tsai’s concern about the future
of Taiwan.

Regarding the super-structure or the overall idea of the video, making the word
‘Taiwan’ repeatedly appear with foreign scenes pushes the viewers to think about the
meaning of ‘Taiwan’ in an international framework. That eventually leads the viewers
to understand, from an international perspective, Taiwan itself is a nation, and
Taiwanese identity is the national identity. What this video seems to argue is that if
Taiwan itself is not a country, it is meaningless to worry about Taiwan’s future at the

international level.

Video 3: Let’s welcome the victory GEFR M =E5F))
(https://www.youtube.com/watch?v=7a9Q-VeUw6A) (first launched on YouTube on
12 January, 2012, reaching 135,000 viewing times on data collection day, 3 January,
2019)

Description of the video content:

The length of the video is 1 minute and 39 seconds, and it was launched on
YouTube two days before the election day of Taiwan’s 2012 presidential election.
The video starts with a scene of Tsai’s campaign bus. Then, a series of scenes
demonstrate Tsai’s intimate interactions with her supporters from various

backgrounds, including indigenous residents, grassroots males and females, young

24 Tsai’s team used English subtitle
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boys and girls, and children. The scenes were shown with Tsai’s monologue as

follows.

These days, I appreciate your companionship with me. Let’s forget all the disturbance and split
in the campaign. However, [ will not forget the weight and meaning of every piggy bank you
sent me as campaign donations. I will not forget your every smile, the expressions in your eyes,
and my missions in the future. On January 14, the election day, we will decide the future. We
want victory; we have to win. I am Tsai Ing-wen. [ will keep my promise.

The video ends with Tsai’s image with her campaign logo ‘Taiwan Next.’

Discourse analysis based on Fairclough’s framework:

Tsai reminds the viewers in the video that election day is coming, and she must win
the election. While running for the presidency of the R.O.C., the video shows no
symbols related to the R.O.C. at all; only scenes of Tsai’s campaign activities in
Taiwanese society are shown, and the video ends with Tsai’s campaign logo ‘Taiwan
Next.” Therefore, it could be said that the video is talking about Tsai’s impression and
expectation of the presidential election in ‘Taiwan’ instead of the ‘R.O.C.” Since it is
a presidential election, what is implied as the basic idea of the video is certainly the
DPP’s private discourse regarding Taiwanese national identity. Interviewee Lee Hou-

ching explains the meaning of ‘Taiwan Next’ as follows.

Taiwan next is a slogan to imply that Taiwan needs a new ruling party and a new president who
will guide Taiwan to detach from China’s power. We also used an arrow to present the next
step, which entails that Taiwan must make progress. (Lee Hou-ching)

However, interestingly enough, while Tsai says in the monologue that she must win
the election, she also urges voters to forget all the turbulence and split caused by the

party competition in the election. This urge could be a negotiation between the DPP’s
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private discourse and some voters’ public discourse regarding national identity. After
all, some voters may appreciate Tsai’s personal characteristics or her platforms but
disagree with the DPP’s idea of national identity. This negotiation is understandable

for Tsai’s need to acquire as many votes as possible on election day.

Discourse analysis based on Van Dijk’s framework:

The micro-structure or the style of the video, including the scenes of Tsai’s
interactions with her supporters, Tsai’s campaign slogan, and the meaning of her
monologue in the video were grateful and full of expectation. It is understandable
because election day is coming soon. After a campaign lasting for almost one year, all
the video wants to stress is Tsai’s expectation to win the election. The video shows
that Tsai’s supporters also are hoping she could be the winner of the competition. This
positive oriented micro-structure elaborates the macro-structure or the main theme of
the video: Tsai needs a victory in the election, and she will keep her promise after
being elected as the president of Taiwan.

The video ends by showing Tsai’s name with her campaign logo ‘Taiwan Next.’
Although it is a presidential election of the R.O.C., no symbols related to the R.O.C.
are shown in the video. Therefore, the super-structure or the overall idea is only
related to Taiwan instead of the R.O.C.; it implies that Tsai’s national identity is
Taiwanese national identity instead of the R.O.C. national identity. This implication
actually implies another idea of Taiwanese national identity: the realisation and
legitimacy of Taiwanese national identity depend on Tsai’s victory in the election.

After all, Tsai’s competitor Ma Ying-jeou’s idea of national identity is the R.O.C.
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national identity instead of the Taiwanese national identity. Therefore, as long as the
DPP and the KMT both participate in Taiwan’s presidential election, national identity
will always be a critical issue in the election. Which party’s candidate wins the
presidential election means which party has a stronger power to define or represent a
national identity for the Taiwanese. Interviewee Wu Nien-jen argues that the DPP’s
victory in the presidential election ensures the legitimacy of the party’s idea

concerning Taiwanese national identity.

Taiwan’s democracy succeeds through DPP’s striving. Tsai’s victory means Taiwan’s
democracy and Taiwanese national identity win. The love for Taiwan is the substance of
Taiwanese national identity; only love and the Taiwanese themselves, that is, the voters of the
presidential election, can ensure the legitimacy of Taiwanese national identity. The DPP
believes that the Taiwanese should identify with Taiwan; Taiwan’s freedom and democracy
cannot be destroyed. (Wu Nien-jen)

The discourse analysis reveals some rationales behind the symbolic representations
in the videos discussed above. Some of the in-depth interviewees also provide their
opinions about the symbolic implications of Tsai’s videos. First of all, one of the

producers of Tsai’s videos, Wu Nien-jen says as follows:

Campaign videos are productions decorated by layers of elements, including the initial stance
of the DPP, the candidate’s traits, public expectations, and the opponent’s strategies. (Wu
Nien-jen)

Wu’s opinion indicates that the symbolic arrangements of Tsai’s videos are based
on multiple considerations; the DPP’s stance regarding national identity is one of the
concerns. Second, regarding the scenes about Tsai’s interactions with grassroots
Taiwanese, one of Tsai’s staff, Lee Hou-ching, argues that caring about Taiwanese is

an indicator of Taiwanese national identity. As Lee proposes:
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These scenes remind viewers that Tsai is always standing with the Taiwanese people and
permanently cares about their lives. That was the best way to demonstrate Tsai’s Taiwanese
national identity. While the KMT has a stance on dual identity or a pro-China policy, Tsai’s
videos emphasise that she only cares about the Taiwanese people wholeheartedly. (Lee Hou-
ching)

In fact, researchers have noticed that the DPP has tried to make a connection
between the grassroots in Taiwan and Taiwanese national identity. For example,
Zemanek (2018) points out that ‘grassroots’ is a factor being used for branding
Taiwan. Both Chen Shui-bian and Tsai Ing-wen used the concept of ‘grassroots’ to
imply the national identity issue. ‘The activities could be seen to present “Taiwan” in
minjian (EG[H]), or civil society.” (Zemanek, 2018, p.5)

Third, as for the reason to use ‘Taiwan Next’ as Tsai’s major campaign slogan, Lee

Hou-ching explains that,

Tsai’s team raised various slogans to differentiate the DPP’s policies from the KMT’s allegedly
pro-China policy. The meaning of ‘Taiwan Next’ was not only related to Taiwanese identity,
but also a new era for Taiwan. ‘Taiwan Next” was the main slogan of Tsai’s 2012 campaign.
The logo contains an arrow representing a movement. The arrow meant ‘we should go further
to the next step” and that Taiwan should detach from mainland China’s economic manipulation.
(Lee Hou-ching)

Overall, Wu Nien-jen provides a holistic observation of the basic rationale behind

the symbolic representations of Tsai’s campaign videos.

Tsai’s videos implied that she was more concerned about local people’s lives than cross-Strait
relations. The DPP’s national identity and Taiwanese consciousness entailed the party’s
concern for the Taiwanese. Taiwan’s industrial and technological developments, the young
generations’ future, and Taiwan’s democracy were highlighted in Tsai’s campaign videos as a
contrast to the KMT’s China-centred and elite oriented ideology. (Wu Nien-jen)
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5.3 Overview of this chapter

To conclude this chapter, the researcher wants to make some points about the
research findings introduced in this chapter. First, the findings presented in this
chapter indicate that, regarding the first research question, Ma implied his Taiwanese
identity by urging for a united and peaceful Taiwan. Ma’s team also used some
slogans and scenes of his intimate interactions with grassroots Taiwanese with
campaign theme songs and multiple languages to imply his idea of ethnic inclusion in
Taiwanese identity.

Ma’s R.O.C. identity was mainly represented by the symbols of the R.O.C. flag, the
pictures depicting the R.O.C.’s founding father, and his literacy of traditional Chinese
culture. Following the KMT’s stance on dual identity, all of Ma’s 2012 campaign
videos contained symbolic representations of both Taiwanese identity and R.O.C.
national identity. This research finding indicates that for the KMT and Ma, there is no
contradiction between Taiwanese identity and the R.O.C. national identity, both
identities can exist in Taiwanese society and are all meaningful and valuable to
Taiwanese. However, the content analysis results indicate that, in Ma’s 2012
campaign videos, more symbols are used to represent Ma’s Taiwanese identity than
his R.O.C. identity. Since the presidential election was held in Taiwan, it is natural to
find that, to strive for the greatest votes from Taiwanese voters, Ma put more
emphasis on Taiwanese identity than on R.O.C. identity.

Unlike Ma’s dual identity, Tsai only implied her Taiwanese national identity in her
campaign videos. The major symbolic representations of Tsai’s idea of Taiwanese

national identity are, on one hand, to show her great concern for Taiwanese people’s
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well-being and, on the other hand, to claim that Ma failed to maintain Taiwan’s
economic prosperity and social justice in the first term of his presidency. In addition,
Tsai asserts that Ma’s friendly cross-Strait policy has endangered Taiwan’s
independence and sovereignty. This attack implies that Ma does not have a true
Taiwanese identity. Thus, both Ma and Tsai’s teams make use of specific symbols,
including platforms, specific signs, scenes, songs, and languages to represent the
candidates’ national identity stances. Basically, the content analysis results are
consistent with Fell and Chen’s (2014, p.17) research findings that in Taiwan’s 2012
election, the KMT’s campaign strategy focused on Taiwan’s economic growth and
cross-Strait issues, whereas the DPP concentrated on social justice issues.
Furthermore, the content analysis results indicate two things. First, in Taiwan’s
2012 presidential election, candidates did not always claim their national identities in
their campaign videos. This finding is consistent with some scholars’ research
findings that in Taiwan’s election campaign communications, candidates sometimes
use national symbols to present their national identities (Corcuff, 2002; Fell, 2011;
Sullivan, 2008). Second, the content analysis findings indicate that in candidates’
2012 campaign videos, national identities could be represented by multiple symbols,
including platforms about public policies, signs or slogans, scenes, songs, and
languages. Since more than one kind of symbol could be used in a single video, the
synthesis of symbols and the reasons for the integration could be quite complicated
and thus need to be further explored by a qualitative method like discourse analysis.
The second research question of this study thus asks why Ma and Tsai’s teams have

made use of specific symbols to represent the candidates’ national identities. The
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results of discourse analysis indicate that, first, both candidates have used selected
symbols deliberately to imply specific identity-related discourses. Yu and Hsu (2019)
find that, in 2012, both the KMT and DPP had advertising strategies that appealed to
their supporters. This study also finds that Ma deals with cross-Strait relations in his
campaign videos, but Tsai does not raise any positive suggestions about how Taiwan
should interact with mainland China.

The discourse analysis results also show that both Ma and Tsai’s teams considered
supporters’ expectations for symbol selection. The discourse analysis results, and
some in-depth interviewees’ opinions indicate that the two candidates’ national
identity stances are not only consistent with target voters’ expectations but also
complied with their political parties’ basic principles of national identity. In other
words, both candidates’ national identity appeals fit into the internal and external
social context surrounding the election teams.

Regarding the textual structure of the campaign videos, Van Dijk’s analytic
framework is especially helpful for explaining the symbolic representations of
national identity in campaign videos. The micro-structure in the videos is about the
style or rhetoric of the symbol selections. The discourse analysis shows that in their
2012 campaign videos, both Ma and Tsai’s teams have chosen different styles in
different videos for different purposes.

Overall, the results of content analysis and discourse analysis indicate that the
appeal of national identity in campaign communications is not a simple task for the
candidates in Taiwan’s 2012 presidential election. At the first glance, candidates did

not explicitly express their national identities in campaign videos; nevertheless, the
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content analysis, discourse analysis, and some in-depth interviewers’ opinions
indicate that Ma and Tsai did use specific symbolic representations to imply their
national identities for different purposes. The symbolic representations of national
identity are complicated in that the parties’ principles, voters’ expectations, and
communication effects need to be considered carefully. Therefore, the research
findings presented in this chapter extend our knowledge about the communication of
national identity in Taiwan’s 2012 presidential election campaign. It is what had not
been examined thoroughly and systematically in previous studies. In the next chapter,
the researcher will continue to introduce the research findings about national identity

appeals in Taiwan’s 2016 presidential election.
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Chapter 6. The appeals to national Identity in Taiwan’s

2016 Presidential Election campaign videos

Ma Ying-jeou’s second term of a presidency ended in 2016. Hung Hsiu-chu was
first nominated as the KMT’s candidate for Taiwan’s 2016 presidential election, but
she was replaced by Eric Chu as the KMT’s candidate. In the 2016 election, the DPP
once again nominated Tsai Ing-wen as the party’s candidate. Tsai finally won this
election and became the first female president of Taiwan. This was the second time
Taiwan’s ruling party shifted from KMT to DPP, with the first being in the year 2000.

In this chapter, the researcher first presents the content analysis results to answer
the first research question, which concerns the features of symbols selected to
represent candidates’ national identities. Then, to answer the second research question
regarding why specific symbols were used to represent candidates’ national identities,
the researcher demonstrates the results of discourse analysis of the two candidates’
most popular videos. Some in-depth interviewees’ opinions provide more
explanations for the content analysis and discourse analysis results. Since Tsai Ing-
wen was the winner of the 2016 election, in this chapter, the researcher first presents

the research findings of her campaign videos.

6.1 The Symbolic representations of national identity in Tsai Ing-
wen’s 2016 presidential election campaign videos
6.1.1 Symbolic representations of Tsai’s national identity

Table 6.1 shows the list of Tsai Ing-wen’s 2016 campaign videos. A total of 43

videos have been collected from the Internet. Table 6.2 presents the content analysis
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results of these videos. As Table 6.2 shows, Tsai presented the Taiwanese identity in
all of her 2016 campaign videos. Tsai kept this stance since 2012; it was the DPP’s
basic position of national identity. What can be noted is that although Tsai was
running for the presidency of the R.O.C. in her 2016 campaign, none of her campaign
videos showed any symbolic representations of R.O.C. identity. That once again
indicates that for the DPP, Taiwanese identity is exactly the national identity instead
of merely a provincial identity.

Regarding the campaign platforms or public policies related to national identity in
Tsai’s videos, as Table 6.2 presents, she displays tolerance, cooperation, and
pluralism among Taiwanese people 18 times in her campaign videos, the young
generation’s happiness 13 times, local industry 12 times, and let Taiwan go to the
world 7 times. Unlike Chu’s proposition, Tsai does not propose to increase the export
of Taiwanese products to mainland China to enhance Taiwanese people’s revenues.
That coincides with her emphasis on Taiwanese identity, in other words, Tsai seems
to define Taiwanese identity from an economic angle by stressing the importance of
developing Taiwan’s local industry and the necessity to expand the international
markets of Taiwanese products. One of the in-depth interviewees, a Taiwanese
political communications scholar Niu Tse-hsun observes Tsai’s platforms and

indicates:

Tsai proposed strengthening local economic industry to attack Ma’s pro-China policy.
Compared with Ma, Tsai proposed to export Taiwanese products to international markets. In
addition, Tsai visited rural areas to see local industry, which showed her concerns about the
Taiwanese industry. It’s a strategy to please those who disagreed with expanding the scope of
cross-Strait economic cooperation. (Niu Tse-hsun)
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Among Tsai’s 2016 platforms, the young generation’s happiness is another critical
issue. It has been noted as a successful strategy to reinforce young voters’ Taiwanese
identity. One commentator wrote an article on the Internet forum of Foreign Policy to

indicate that

Tsai owes much of her success to younger voters. They not only want economic reform, but
insist that Taiwan be a ‘normal country,’ distinct from mainland China, which lies across the
Taiwan Strait and considers the self-governing island of 23 million to be part of its sovereignty
territory, one that will eventually be re-absorbed. (Keim, 2016)

The article also attributes Tsai’s concerns about the young generation to the
Sunflower Movement (&[5 {538 /) that occurred in 2014, two years before Taiwan’s
2016 presidential election. The author of the article indicates that the Movement
consists of ‘hundreds of students and other mostly young protesters anxious about the
effect of cross-Strait economic enmeshment on Taiwan’s freedom and sovereignty
occupied the legislature in an attempt to block one of the latest pending trade pacts
with China’ (Keim, 2016). Since the Sunflower protesters are so concerned about
Taiwan’s economic reliance on the mainland Chinese market and its threat to
Taiwan’s independent sovereignty, it is not surprising to find that Tsai stresses her
care for the happiness of young voters in her campaign videos. What Tsai tries to
imply is that she shares the same Taiwanese identity with Taiwan’s young people.
Thus, we can see that, apart from the economic aspect, Tsai’ Taiwanese identity also
embeds a generational consideration.

As for the urge to maintain cooperation and pluralism among different ethnic

groups, as indicated in the last chapter of this thesis, this was a general appeal to
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Taiwanese identity raised by both the KMT and DPP’s 2012 presidential election
candidates. After all, the fact is that Taiwan is a multi-ethnic country which consists
of native Taiwanese, Mainlanders, Hakka, indigenous residents, and new immigrants.
Therefore, to acquire the greatest number of votes to achieve victory, both parties’
candidates proclaim that all the ethnic groups are Taiwanese, and all the Taiwanese
should support the candidates who expressed their Taiwanese identity in election
campaigns. This appeal echoes Taiwan’s former President Lee Teng-hui’s (2005)
appeal that the ‘New Taiwanese identity’ should not be represented based on ethnic
exclusion.

In addition to the platforms, Table 6.2 shows that various slogans were used to
represent Tsai’s Taiwanese identity, including ‘Light Up Taiwan’ (B57=£78) (31
times), ‘Love Taiwan’ (B &7&) (30 times), ‘Taiwan’s Future’ (57& 1K) (27
times), and ‘To Create a Taiwan with Happiness® (gl]75 & &RV A ZK) (26 times).
Most of these slogans clearly represent Tsai’s Taiwanese identity. The main theme or
the most frequently appeared slogan of Tsai’s 2016 campaign was ‘Light up Taiwan’,
which means that, in Tsai’s opinion, at the time when she ran for the presidency,
Taiwan was in a dark age, and she will ‘light up’ the whole country.

As a challenger in Taiwan’s 2016 presidential election, it is natural for Tsai to
criticise the KMT government’s performances in the period 2008 to 2016 and to urge
a ruling party shift in her 2016 campaign. Thus, for Tsai, the meaning of Taiwanese
identity varies depending on the country’s political ecology. From the stance of the
DPP, when the KMT is ruling Taiwan, the country is in a dark age, and the meaning

of Taiwanese identity will be to ‘light up’ Taiwan; when the DPP is the ruling party
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of Taiwan, Taiwan deserves to be identified with, because the DPP president has lit
up the country. Thus, in addition to economy and generation, the political context is
another aspect of Tsai’s idea of Taiwanese identity.

As for the major scenes in Tsai’s videos, Table 6.2 shows that Tsai’s team stresses
people’s hopes for Taiwan’s future (16 times). Along with these scenes are Tsai’s
attacks on the stagnation in Ma’s previous 8-year administration (6 times). Some of
Tsai’s 2016 campaign videos use ‘freeze-framed’ scenes of cars, people, and
streetscapes to display the stagnant situation in Taiwan. In these scenes, Tsai’s team
stress that people expect that their lives can be changed in the future; as Taiwanese,
they believe they deserve a better life that can be provided by the challenger of Tsai
Ing-wen. As Denton, Trent, and Friedenberg (2020, p.77) indicate, the challenger in a
presidential election needs to ‘persuade voters that change is needed, and that the
challenger is the best person to bring about the change.’

Tsai’s 2016 campaign videos also show scenes of her interactions with
grassroots Taiwanese in Taiwan’s rural areas (8 times). These scenes show Tsai going
fishing, picking tea, and tasting Vietnamese cuisine with new immigrants to
demonstrate her concerns about Taiwan’s agriculture and traditional culture. These
scenes seek to indicate that Tsai has a close relationship with the Taiwanese people,
and she was willing to live together with the grassroots. In these scenes, Tsai
expresses her interpretation of Taiwanese identity by showing that she can live in
Taiwan as grassroots Taiwanese do in their daily lives. In addition, since Tsai is a

female candidate, her campaign team has created a feminine and gentle image of Tsai
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in some of her campaign videos. One interviewee, a producer of Tsai’s campaign

videos, Lee Hou-ching, indicates that

Campaign videos should be a product tailor-made for a candidate. For example, Tsai’s image
had to be adorned with more emotional elements. That was why a series of ‘Local Hope’ videos
was created. ‘Local Hope’ was also in accordance with the DPP’s localised strategy. The initial
principle of the DPP was to love Taiwan. Therefore, Tsai went to many rural spots and showed
her concern for grassroots Taiwanese. This series of ‘Local Hope’ videos demonstrated Tsai’s
personal image and the DPP’s main appeal to Taiwan. (Lee Hou-ching)

Regarding songs and languages, as Table 6.2 presents, Tsai Ing-wen’s 2016
campaign videos present a theme song namely Taiwan melody (&8 35454) (3
times) and another theme song called ‘The light of the island’ (B 1K) (once). The
narrations in the videos used Mandarin (31 times), Minnanyu (14 times), Hakka
(once), indigenous languages (once), new immigrants’ languages (twice) and English
(5 times). That seems to imply Tsai’s idea of ethnic inclusion in her Taiwanese

identity.

Table 6.1 Tsai Ing-wen’s 2016 campaign videos

1. Good night wish Taiwan safe (Hi%7 > FH S EZ7)

. Local hope: Light up Taiwan ({E3#h 7 B 408

. Local hope: light up Taiwan: Yuanlin Changhua ({F 755 BL2 5 0&:
FALEK)

. Local hope: light up Taiwan: Linnei Yunlin ({F#F B E0&: EMMA)

. Local hope: light up Taiwan: Luzhu Taoyuan ({Fi#h# B 408 PREET)

. Local hope: light up Taiwan: Dongshan Yilan ({Fi#Z S Bw & L)

. Local hope: light up Taiwan: Taichung ({Fit FFZ B & E: &)

. Local hope: light up Taiwan: Tainan ({Fit &L BT EE: S5F)

. Local hope: light up Taiwan: Chutien Pingtung ({EH 7B &0 FEEITH)

10. Local hope: light up Taiwan: Fataan Hualien ({Fi# 752 Bhw &8, FEE E K#Y)

11. Local hope: light up Taiwan: Shiyu Penghu ({EH1# S BE7 08 FHI7aIH)

12. Local hope: light up Taiwan: Jushan Nantou ({£H.75 2 B 408 BEIETLL)

13. Local hope: light up Taiwan: Chiayi ({FH 7 EZEE: FZH)

14. Local hope: light up Taiwan: Pasikau Taitung ((FH A E R = o5& G HE=ES

15. Local hope light up the world: English version ({E 7 SR H L TESCRR)

W N

O 0 3 N L B~
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16. Three small pigs light up Taiwan (= &/ NEREmBLZ &&

17. Light up Taiwan: Taiwan melody album ( Bisz578E: &ESL98 i )
18. Taiwan melody: go home (&/&FELEHN: [A]5F)

19. Taiwan melody: light point (5 /& E4884H: =8

20. Tsai Ing-wen’s expectancy: treatment for rare disease (J<)RHARF: Z25KR)
21. Tsai Ing-wen’s expectancy: long term care (J%)RHA%E: HEEERS)

22. Tsai Ing-wen’s expectancy: young generation (J<JRHARF: HHER)

23. Tsai Ing-wen’s expectancy: new immigrants (J<)RHARE: i ERR)

24. Tsai Ing-wen’s expectancy: traditional market 1 (FL)REARE: 2GR 1)
25. Tsai Ing-wen’s expectancy: traditional market 2 (FL)RHARE: TG 2)

26. Tsai Ing-wen’s expectancy: light up Taiwan (JL)JRHA: Birea e

27. Tsai Ing-wen’s expectancy: pluralism (BL)RHARF: Zo0k)

28. Tsai Ing-wen’s expectancy: hard working (JL)RHARE: 50 ER)

29. Tsai’s long term care policy 3D version: (Z£55 3 iV HAIERAECR 3D /NFERR)
30. Tsai Ing-wen’s expectancy: safety living policy (FL)RHARE: 240 EFEER)
31. Tsai’s food health policy (ZEHL T HY B LZEEEER)

32. Tsai’s sustainable energy policy (ZXF AN K ERETRELTR)

33. Tsai Ing-wen: Hakka female supports Hakka (Z£9557: B EHEEF N)
34. Romantic the 3" Taiwan provincial road RS2 =45)

35. Meeting Mr. Jen: People anti-SARS heroes (3 {5 ARZHT SARS L)
36. Meeting Mr. Jen: My parent (38 B K" &F: FAYCRE)

37. Public service is indispensable (5 5 BEAY /AR S)

38. Come on! Taiwan team (5 & 1H)

39. All the best (FE{REZ)

40. Following children’s steps (FRE % T7&)

41. Vote for great happiness; chasing for freedom (¥&ZZ A HEEIEIH H FH)
42. Voting for the missing home (S-SRI F Fe—2E)

43. Revival Taiwan (5 & FHH#E)

Note: All the videos are collected from YouTube.

Table 6.2 Symbolic representations of national identity in Tsai’s 2016 campaign

videos

Symbolic representations of Taiwanese identity:

Platform/policy:
tolerance/cooperation/pluralism in Taiwan (18 times), young Taiwanese generation’s future
(13), develop Taiwan’s local industry (12), Taiwan goes to the world (7)

Sign/slogan:
Light up Taiwan (31), love Taiwan (30), Taiwan’s Future (27), To create a Taiwan with
happiness (26)

Scene:

Taiwanese people’s mind/expectancy/support (16), Tsai with grassroots Taiwanese (8),
Taiwan’s agriculture (8), stagnant Taiwan (6)
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Song:
Taiwan melody (5 /&3E4EH) (3), The light of the island (S K5%) (1)

Language:
Mandarin (31), minnanyu (14), Hakka (1), indigenous language (1), English (5), new
immigrants’ language (2)

Overall stance of identity in each video:
Taiwanese identity only (43), R.O.C. identity only (0), dual identity (0)

Note 1: A total of 43 Tsai’s 2016 campaign videos were found on the Internet and

included in the content analysis.

Note 2: A video may contain multiple platforms/policies, signs/slogans, scenes, songs, and languages.
Note 3: The inter-coder reliability is 0.92. The formula of inter-coder reliability is

R=2M/N1+N2 where R is the inter-coder reliability coefficient; M is the identical coding decisions of 2
coders; N1 and N2 are the numbers of coding decisions each coder makes. In this analysis,

R=2 x 2848/ (72x43+ 72x43) = 0.92

6.1.2 The rationale behind Tsai’s symbolic representations of national identity

Just like what has been found in the 2012 campaign videos, as the content analysis
results indicate, Tsai used specific symbolic representations to imply the Taiwanese
national identity in her 2016 campaign videos. In this section, this researcher presents
the results of discourse analysis on Tsai’s top three popular videos on the data

collection day to explore the rationales behind the symbolic utilisation.

Video 1: All the best! (BE/REZE)
(https://www.youtube.com/watch?v=V1TKb1FX4kA) (first launched on YouTube on

17 September, 2015, reaching 110,000 viewing times on data collection day, 2
October, 2018)

Description of the video:

The length of this video is 1 minute and 1 second. It consists of scenes showing the
daily lives of grassroots Taiwanese. The scenes were people waiting for an
underground train, riding motorcycles, walking across a street and a traditional

market, being crowded in a hospital, working in an office, an agricultural land, a
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construction site, a stock market, and a resource recycling site. Also included are the
scenes showing the police cracking down on people’s demonstrations, a middle-aged
man reading a newspaper report about the economic recession, two senior male
citizens playing chess in a park, and a baby playing with her toys. The video then
shows Tsai Ing-wen looking out a car window with a serious look on her face and
then writing the phrase ‘All the best!” in Chinese. The ending shot is an overlook of a
city at sunrise with the slogan ‘To Light up Taiwan, Tsai Ing-wen.’

Along with the scenes were light music and Tsai’s Mandarin monologue as

follows. A few sentences of it were spoken in Minnanyu or Hakka.

The past few years might be the longest countdown for most people; counted more
frequently, and felt longer. People are looking for a government to solve problems;
whereas the government were punishing those who are considered as being
troublemakers. The issues of food safety, economic recession, and public security
appeared one by one. People kept crying. People lived in panic (Minnanyu); felt
unfairness for some fellow’s death (Minnanyu). All the best! (Hakka) I didn’t say
anything (Minnanyu), doesn’t mean I have nothing to say (Minnanyu). It’s because |
am heartbroken (Minnanyu). I’m sorry (Minnanyu)! We had not done enough; not good
enough either. Let me be in charge. All the best! The sky is dark, but it will be bright.
Let’s light up Taiwan!

Discourse analysis based on Fairclough’s framework:

The slogan being raised at the end of the video, ‘Let’s light up Taiwan,” implies
Tsai’s idea that Taiwan was in a dark age when the 2016 presidential election was
proceeding, and Taiwanese identity should be a sense of brightness instead of a
feeling of frustration. One interviewee Kurt Lu, a producer of Tsai’s campaign videos

explains the reason for making this video.

Tsai’s 2016 campaign videos presented people’s expectations to live safely. Because of the
KMT’s rule, and the turbulence of the Sunflowers Movement, Taiwanese people lived in a
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fearful, dark, and hopeless future. However, Taiwan could be lightened, and Tsai Ing-wen will
brighten Taiwan. (Kurt Lu)

Additionally, no symbols related to the R.O.C. are shown in the video, despite the
fact that Tsai was running for the presidency of the R.O.C. The avoidance of R.O.C.
and the implication of Taiwanese identity certainly fit the DPP’s private discourse of
national identity, that is, Taiwan is an independent sovereign country instead of being
merely a part of the R.O.C. Nevertheless, from start to end, except for the slogan,
Tsai’s monologue does not explicitly mention the issue of identity; the way she shows
her Taiwanese identity is to express strong sympathy for the sufferings of the
Taiwanese people. This symbolic arrangement can be considered a negotiation
between the DPP’s private discourse on national identity and the public’s discourse
on daily lives. After all, economic recession, food safety, and public security are more
concrete issues than national identity for grassroots Taiwanese. Producer Lu confirms

this analysis and indicates that,

Taiwan was under a deplorable condition, and people felt disappointed; I just scripted people’s
very frustrating minds in campaign videos, and we are waiting for daybreak which represents
hope.” (Kurt Lu)

If a presidential candidate cannot persuade voters that she has a strong sympathy
for their sufferings in daily lives, how can she make them believe that she does have
Taiwanese identity or concerns about Taiwanese people’s lives? As one

Americanprogress report evinces,

In a general election that pivoted primarily on economic and identity issues, Taiwan voters
elected Tsai Ing-wen to be their next president. Taking 56 per cent of the vote, Tsai’s victory
was fueled by a younger generation that is frustrated with stagnant wages and high rents.
(DeLeon, 26 February, 2016)
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A scholar (Copper, 2020, p.20) also points out that as a challenger, it was a strategy
for Tsai to show her deep concern about the issues Taiwanese people cared about

seriously.

Unemployment, stagnant wages, an increase in low-paying jobs and Taiwan’s companies
hollowing out and moving to China were all on voters’ minds. The DPP pounced on these
issues. Voters were at least somewhat impressed with Tsai Ing-wen’s proposals for a more
efficient and fair economy.

Discourse analysis based on Van Dijk’s framework:

The style or the micro-structure of the scenes and Tsai’s monologue are quite
gloomy and serious. Producer Lu indicates that ‘dark image is a way to present a
worrying Taiwan.’

The scenes show Taiwanese people of different occupational groups living
unhappily and miserable. No smiles appear on their faces. This micro-structure
implies that when Tsai was running for the presidency in the 2016 election, Taiwan
was in a dark age caused by the ruling party of the KMT. This micro-structure
naturally leads to the macro-structure or the main topic of the video, that is, to ‘Light
up Taiwan.’

How can a video with such micro and macro-structure imply Tsai’s Taiwanese
identity? First, all the scenes just depict Taiwanese people’s daily lives, but showing
these scenes means that Tsai understands what kinds of lives people are living in
Taiwan. Tsai’s monologue indicates that she knows that people were suffering from

the problems of economic recession, food safety, and social unfairness; she is not an
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outsider, and she lives in the same country as grassroots Taiwanese. As Copper (2020,

p-12) indicates,

The Democratic Progressive Party (DPP) was better qualified, it was said, by virtue of its DNA,
meaning closer personal ties with the voters at the grassroots level and its history of advancing
democracy from the bottom up.

Second, Tsai apologises in the monologue for not working hard enough to improve
people’s life quality. At the first glance, it seems odd for Tsai to apologise to the
public, after all, the DPP was not the ruling party from 2008 to 2016. Nevertheless,
what Tsai tries to imply is that since she is Taiwanese and a politician in the country,
she feels responsible for the Taiwanese people’s life quality. Lin and Wu (2017,
p.142) argue that Tsai used a strategy to compare with Ma’s ruling weakness.
According to Lin and Wu (2017, p.142), the Ma administration’s poor performance
and KMT’s fiasco in Taiwan’s 2014 election changed some people’s preference for
the KMT.

Finally, as the DPP’s candidate for the presidential election, Tsai promised to bring
about a brighter day for the Taiwanese people; she asked voters to let her be in charge
of the whole country and showed a willingness to ‘light up’ Taiwan. In a sincere
manner, she sought to imply her Taiwanese identity to the voters in the election.
Producer Lu stresses Tsai is a rational person. She likes to prove her ability more than
shouting slogans.

Tsai’s promise to the public indicates that for her, a politician’s Taiwanese identity

is still slightly different from the identity of the public. As a presidential candidate, it
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is not enough for her to just tell the voters that ‘I am also a Taiwanese;’ she also needs

to promise to bring about change and a brighter future for the Taiwanese people.

Video 2: Come on! Taiwan team (&2 I1H)
(https://www.youtube.com/watch?v=ZFQbCdNSKos) (first launched on YouTube on 17

September, 2015, reaching 92,000 viewing times on data collection day, 2 October,
2018)

Description of the video:

This is a one-minute and one-second video. It was first launched on YouTube on 17
September, 2015, eleven days before the DPP’s twenty-ninth birthday. The video was
presented as both a party birthday celebration film and one of Tsai’s 2016 campaign
videos.

The video starts with an image of a cute baby boy who was born in 1986, then, two
scenes show the baby growing up gradually, from an infant who sometimes cries and
messes up, to a little boy who knows how to take care of the elder members of the
family. The baby is certainly a metaphor for a political party, the DPP, and the party
is an important new member of Taiwanese society.

The video then quickly shows Taiwanese farmers in a paddy, fishermen on their
boats, greengrocers in a traditional market, and some labours working at a
construction site; these scenes together with Tsai’s monologue imply that the DPP has
been close to Taiwan’s grassroots since its establishment. The following scenes
describe the party has failed in Taiwan’s elections but never lost its morale. After
talking about the DPP’s story, the video shifts its main theme to show Tsai’s overseas
campaign activities in Chicago and Washington, D.C. In the two cities, Tsai was

meeting and talking to some overseas Taiwanese and American politicians. The video
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finally ends with a scene showing Tsai and her comrades encouraging each other and
being confident of victory in the 2016 election. All the scenes in the video are shown

with Tsai’s Mandarin monologue. The content of Tsai’s monologue is as follows.

This kid, you look at him growing up. He cried and messed up, and needed babysitting. Now,
he gradually knows how to take care of others. Come on! Taiwan team. We don’t need to smear
mud on ourselves, because we stand in mud originally. What we need to defeat is the
predicament of this era instead of any specific persons. Come on! Taiwan team. Head down to
retrospect; keep your head up and strive. Squat, then jump. It is the government instead of the
people who needs competitiveness. Come on! Taiwan team. In the dark, candlelight looks
bright, not to mention lights up all the candles. Come on! Taiwan team. To trust only one person
might cause disappointment; to trust the whole team will bring about hope. Come on! Taiwan
team. The DPP is twenty-nine years old. Happy birthday to the party. Everyone would be happy
when the party celebrates its thirtieth birthday. Come on! Taiwan team.

Discourse analysis based on Fairclough’s framework:

The term ‘Taiwan team’ clearly expresses Tsai and the whole DPP’s Taiwanese
identity. The name ‘Taiwan team’ also implies that Tsai and her comrades are ready
to be the administrators of Taiwan.

Tsai should have no problems sharing Taiwanese identity with the DPP’s
supporters. This has been especially the case since the 2014 Sunflower Movement. As
a Global Taiwan institute report maintains (Lai, 2020, p.14), ‘even though the
Sunflower Movement was a domestically focused political protest against the way the
CSSTA (Cross-Strait Service Trade Agreement) was rushed through Taiwan’s
legislature, the movement’s subtext was, in fact, broader dissatisfaction with and
warning about integration with China, an authoritarian regime fundamentally opposed
to democratic values.’ This social context has been advantageous for Tsai and the

DPP whose national identity coincided with large numbers of Taiwanese people.
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However, could Tsai win the 2016 presidential election and become the leader of
the Taiwan team? No one could be absolutely sure before the election results came
out. The DPP did defeat the KMT in Taiwan’s 2014 nine-in-one election and was
predicted as having a chance to win the 2016 presidential election. As one
commentator (Huang, 2014) observed about the 2014 nine-in-one election, ‘No doubt
the DPP is the major winner, and its share of the popular vote in the 22 districts
surpassed the KMT’s by a significant margin, which projects an optimistic future for
the 2016 presidential election.’

Nevertheless, it was also a fact that Tsai was defeated by the KMT’s Eric Chu in
the 2010 New Taipei City Mayor election. Two years later, Tsai failed again in
Taiwan’s 2012 presidential election. In Taiwan’s 2016 presidential election, Tsai
competed with Chu again. This was her third time competing in an election with a
KMT candidate. The failures in past elections and DPP’s forerunner Koo Kwang-
ming’s (E2E ) suspicion of a female president could explain Tsai’s claim in the
monologue that ‘To trust only one person might cause disappointment; to trust the
whole team will bring about hope.” Talking about the purpose of stressing the

‘Taiwan team’ in the video, producer Lu notes,

It’s an inspiration from a sports tournament; we Taiwanese are fans supporting the Taiwan team
(DPP), that is, players (party’s politicians) should strive for victory. To a certain extent, all
Taiwanese people are on the Taiwan team, we Taiwanese represent our country. (Kurt Lu)

Anyway, it is still odd to find Tsai committed in her campaign video saying that
trusting her might cause disappointment. However, from Fairclough’s viewpoint, the

content of a text could be a product of a comprehensive consideration of the text
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producer’s private discourse and the public’s discourse. For Tsai, she needs to face
the fact that Taiwan had never been ruled by a female president and she had never
defeated her KMT opponents in elections before 2016.

Thus, in the video, Tsai urges voters to trust the whole ‘Taiwan team’ rather than
only trust her. It is a negotiation between Tsai’s self-confidence and the public’s

concerns about her capability to win the election and her female leadership.

Discourse analysis based on Van Dijk’s framework:

The style or the micro-structure of the video is active and in a positive manner. All
the scenes appearing in the video attempt to tell the voters that Tsai Ing-wen and the
DPP are more mature than the KMT’s candidate in dealing with political affairs and
willing to carry out their responsibilities as the rulers of Taiwan.

There are two macro-structures or main topics in the video. The first concerns the
maturation of the DPP. The party is described as a baby who was born in Taiwan in
1986. Tsai’s monologue admits that the baby cried and messed up in his childhood
but gradually come to know how to take care of those who need help. This description
is a metaphor to justify all the negative and positive histories of the party. The
metaphor of the baby also implies that the DPP is a member of the family, namely
Taiwan; it is a way to imply the party’s Taiwanese identity, and the identity always
has been there since the establishment of the party in 1986.

Furthermore, showing the scenes of farmers in a paddy, fishermen on their boats,

greengrocers in a traditional market, and labours working at a construction site was to
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further imply that DPP and the grassroots Taiwanese all live in Taiwan, sharing the

same Taiwanese identity. One in-depth interviewee Niu Tse-hsun indicates,

Indeed, farmers and labours are the DPP’s basic supporters. Tsai uses the scenes of
interacting with labours and farmers to develop voters’ favourable impressions; this is an
effective symbolic strategy. (Niu Tse-hsun)

The scenes appear with Tsai’s monologue that “We don’t need to smear mud on
ourselves; because we stand in mud originally.” CRFEZHIEE. FeffT A #LE(EE
2 ##) These words imply the DPP’s native-born Taiwanese identity and they allude
that some other political parties pretend that they have Taiwanese identity. As one of

Tsai’s campaign staff members, Lee Hou-ching says,

The DPP’s love of Taiwan is innate. We don’t have to show our love for Taiwan in campaign
videos intentionally. The DPP’s image is always of a political party with integrity and a party
that loves this country. The KMT is a political party with a controversial national identity; it is
hard to persuade Taiwanese people that the KMT loves Taiwan. The DPP shows a sincere love
of Taiwan. (Lee Hou-ching)

The second macro-structure or main topic of the video is Tsai’s capability to be the
first female president of Taiwan. Scenes about this topic show Tsai’s visiting Chicago
and Washington, D.C. In the scenes, Tsai was welcomed by overseas Taiwanese and
several American politicians. The purpose of these scenes is to show Tsai’s potential
leadership being affirmed in foreign countries and sharing Taiwanese identity with
overseas Taiwanese. Producer Lu further explains why the video depicts Tsai’s

campaign activities in America.

The scenes are inspired by the fact that Taiwanese athletes often strive for international ranking
and victories in international games. Taiwan as a country in the world is similar to an athlete in
international games; we hope that Taiwan can be a respectable member of the international
society. (Kurt Lu)
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When the video attempts to persuade viewers that Tsai is ready to be the president
of Taiwan, it is interesting to find Tsai admitting in her monologue that trusting her
ability might cause disappointment; whereas trusting a team led by her will bring
about hope. Thus, what Tsai tries to argue in the monologue is that it is not enough for
a presidential candidate alone to express her will to light up Taiwan; the whole team’s
endeavour will make the public more confident that the Tsai administration can bring
about a brighter future for the country.

Here we can see how Tsai interprets Taiwanese identity from another angle: from
the administrative perspective, a candidate’s Taiwanese identity means her promise to
the public that the whole team led by her will have the same Taiwanese identity. The
team is named ‘Taiwan team’ in the video, not only to imply the super-structure of
Taiwanese identity but also to indicate that it is a collective national identity of Tsai’s

team instead of merely being Tsai’s personal national identity.

Video 3: Vote for big happiness; chasing for freedom (&= ARSIV S HRE)
(https://www.youtube.com/watch?v=N51d9%km_51c¢) (first launched on YouTube on 3

January, 2016, reaching 58,000 viewing times on data collection day, 2 October,
2018)

Description of the video:

It is a very short campaign video, only lasting for forty seconds. The video shows
several high school female students wearing school uniforms and standing together
with smiles on a school’s playground. Then, they slowly take off their skirts to show
their sports shorts and throw the skirts into the sky. The girls then cheer together for

their behaviours, one of them facing the camera while smiling. The video ends with
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several subtitles, including “You are twenty years old now, go to vote,” ‘On January
16, vote for great happiness,” and ‘Light up Taiwan, Tsai Ing-wen and Chen Chieh-
jen (P 7#{") (Tsai’s running mate).” The scenes appear with light music, but no
soundbites or monologues appear in the video.

The video is actually echoing a small-scale student protest that happened at
Taichung Girls’ Senior High School on 2 October, 2015. On that day, several students
took off their uniform skirts to show their sports shorts in the flag-raising ceremony
on the playground. The girls protested the school’s rule that all the students must wear
skirts when walking in or out of the school’s front gate. The protest was widely
reported by Taiwan’s mass media. Since the school finally allowed its students to
wear sport uniform to come to the school, the student protest has been considered an
iconic event challenging Taiwanese high schools’ traditional norm.

Although the students and their peer groups were not twenty years old yet in 2016
and thus not having the right to vote, the video uses the event to urge first-time voters
in Taiwan’s 2016 presidential election to vote for Tsai. The ending subtitles remind
the younger voters that voting for Tsai is to vote for great happiness, because Tsai and
her running mate can ‘light up Taiwan.” One interviewee, Tsai’s staff member Lee
Hou-ching agrees that the purpose of DPP in making this video is to urge support

from young voters.

We launched the attractive video one month or one week before election day. It was the most
significant video to urge people to vote for Tsai. We targeted the younger generation in 2016
and created specific content for our target audiences. (Lee Hou-ching)

Discourse analysis based on Fairclough’s framework:
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The video fully agrees with young students’ protesting schools’ traditional norms.
The DPP’s private discourse of campaign strategy is to have the greatest support from
young voters in Taiwan. Therefore, it is natural for Tsai’s camp to publicly support
the young students’ movement shown in the video. Ryan Brading (2017) reviews the
history of the DPP’s young voter policy and indicates that since Taiwan’s 2000
presidential election, the DPP created a cartoon figure with the nickname of ‘A-Bian’
to represent the party’s candidate Chen Shui-bian. The party also produced and sold
several products with the logo of A-Bian to the public. These products, using
Brading’s words, ‘were identity symbols that charmed young Taiwanese voters with
their rather innocent and cute designs. They brought together common Taiwanese---
especially the young, who were captivated by the hopes and dreams A-Bian
represented.’ (Brading, 2017).

In 2006, the DPP established the ‘Youth Council’ as the party’s talent pool. The
DPP began offering training programs to enhance the youngsters’ Taiwanese identity.
This is actually a strategy to show the DPP’s value on young voters’ support in

Taiwan’s major elections. Lee Hou-ching adds,

Young voters were brave to proclaim their ideology. They proposed some issues, such as anti-
nuclear, Taiwan independence, Taiwan consciousness and so on. We won'’t fight against their
expressions, because it’s people’s freedom of speech, Taiwan is a pluralistic society with
different opinions. (Lee Hou-Ching)

After the KMT took over the presidency in 2008 and won the presidential election
again in 2012, the DPP had an even greater consciousness about the importance of
young voters’ support of the party. Thus, in the 2014 Sunflower Movement, the DPP

politicians like Tsai Ing-wen, Frank Hsieh (3§{%7£), Su Tseng-chang (%% = E), and
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Yu shyi-kun (i#§7%Z) joined the student protestors outside the Legislative Yuan. As
Brading (2017) indicates, although there has been no evidence to prove the Movement
as being related to party politics, the DPP politicians have supported the student
protestors’ ‘anti-China consciousness’ and their ‘Taiwanese consciousness’. One of
the interviewees, Niu Tze-hsun argues that the Sunflower Movement did have to do

with young voters’ Taiwanese identity.

Because of the Sunflower Movement, Taiwanese identity has been a highly valued issue in
the 2016 presidential election. Taiwan's consciousness up surged in Taiwan; this has been
especially the case for the young, thus providing the DPP with the best chance to promote
their Taiwanese identity. (Niu Tze-hsun)

In fact, Taiwan’s millennials have been recognised by local and foreign media as a
‘born independent’ generation. Anna Fifield (2019), writing an article in the
Washington Post, describes the members of this generation as those ‘who like to say
they were “born independent,” (K. ZA%%) never having thought that their homeland
could be submitted to the People’s Republic of China the way Hong Kong was in
1997.” The DPP certainly realises that the self-identified ‘born independent’ younger
voters share the same Taiwanese identity with the party’s politicians.

Therefore, it is natural for Tsai to support young students protesting traditional
discipline in schools. In the video introduced above, challenging high schools’ rigid
norms is implied as being consistent with Tsai’s campaign slogan to ‘light up

Taiwan.’ It is implied in the video as an action to bring about the brightness of

Taiwanese identity.
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Discourse analysis based on Van Dijk’s framework:

The style of the video is satire. A number of female high school students take off
their uniform skirts and publicly show their sports shorts with smiles on their faces.
They look satisfied with their behaviour and cheer with each other for successfully
overthrowing the school’s rule that sports shorts can only be worn in sports classes.

This micro-structure then leads to the macro-structure of the video through the
subtitles ‘You are twenty years old now, go to vote!” and ‘On January 16, vote for
great happiness.” The underlying connection between the micro and macro-structures
is: You can decide what is the great happiness in your life; that is, you should decide
what to go after. Interviewee Lee Hou-ching, a core member of Tsai’s 2016 campaign

team, explains the purpose of making this video.

We scripted a hopeful scenario for young Taiwanese, but the young should decide whether they
want to change Taiwan’s environment. What we try to say is that the DPP is willing to assist
young people; their votes decide their future. (Lee Hou-ching)

The ending subtitle shows the names of Tsai and her running mate. That further
specifies the macro-structure or the main topic of the video as: On 16 January, go vote
for Tsai; it is a vote for your great happiness, just as you have decided to publicly
overthrow the rigid school norms. Finally, another subtitle ‘Light up Taiwan’ appears
at the end of the video, which implies the super-structure or the overall idea of the
video: to fight against any authoritarian regulations on Taiwanese; that is a core idea
of Taiwanese identity. Just as a commentator of Taiwan’s politics says, in the 2016

election, young voters were
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energized by the Democratic Progressive Party’s ‘Light Up Taiwan’ campaign—which
highlighted the theme of building a robust and vibrant Taiwan—the support of Taiwanese youth
with a definite 21st-century focus meant that Tsai’s election was never in doubt during the final
month before voters went to the polls on January 16. (Americanprogress, deLeon, 26 February,
2016)

What should be noted is that this video especially targets first-time voters in
Taiwan’s 2016 presidential election. In the election, the decisions of 1,290,000 first-
time Taiwanese voters were an influential factor in the election results. Since the
video specifically targets young voters, an effective persuasive strategy is to show that
Tsai shares similar ideas with young people on specific issues of pressing concern to

the youth. Lin and Wu (2017, p.151) also note young voters’ support of the DPP.

Young voters with stronger Taiwanese identities who are more concerned about the issues of
distributive justice and environmental protection enthusiastically have supported the DPP in
recent years (Lin and Wu, 2017, p.151).

That could explain why the video chose the skirt-wearing protest as an example to
demonstrate Tsai’s solidarity with youngsters. Moreover, as a female presidential
candidate, it was even more convincing to find Tsai having sympathy for female
students’ protests against authoritarian rules. Overall, the video demonstrates another
interpretation of Taiwanese identity, supporting the dominated and disadvantaged
Taiwanese, such as the strictly regulated high school female students in their fight for
their right to autonomy. Interviewee Kurt Lu, a producer of Tsai’s campaign videos,

also admits that the video is targeting young voters.

For the younger generation, the DPP uses many symbols to imply Taiwanese identity in
campaign videos. Taiwanese identity is DPP’s core principle, which has already been
assimilated into our minds and our videos. (Kurt Lu)
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6.2 The Symbolic representations of national identity in Eric Chu’s
2016 presidential election campaign videos
6.2.1 Symbolic representations of Chu’s national identity

Table 6.3 shows all the titles of Chu’s 50 campaign videos. They are a record of
Chu’s campaign activities in most of Taiwan’s administrative regions and his
campaign platforms. Regarding the overall national identity stance, as Table 6.4
shows, Eric Chu presents a dual Taiwanese-R.O.C. identity in all of his 50 campaign
videos. This stance is the same as that in Ma Ying-jeou’s 2012 campaign videos; it is
also the KMT’s basic national identity stance. As mentioned before, for the KMT,
Taiwanese identity is a provincial identity instead of a national identity; however,
Taiwanese identity is implied in all of Chu’s 2016 campaign videos. Moreover, Chu’s
campaign's main theme of ‘One Taiwan, Taiwan is the force’ also highlights the value
of Taiwanese identity for Chu and the KMT.

In Eric Chu’s 2016 campaign videos, as Table 6.4 shows, Chu fully demonstrated
that the most important mission for a new leader in Taiwan is to develop the country’s
economy. This platform appears 18 times in Chu’s videos. In addition to the more
abstract appeal of economic development, Chu also claims 14 times to solve Taiwan’s
struggles by launching more specific policies, including helping small business
companies, increasing Taiwan’s international trade, and developing Taiwan’s local
industry. Additionally, Chu emphasises cooperation among Taiwanese (16 times) and
social stability (15 times) in the videos. These policies highlight Chu’s Taiwanese

identity concerning economic development and social integration. As one Taiwanese
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local commentator (Lin, 2016) indicates, Chu’s 2016 campaign platforms mainly

focus on

strengthening Taiwan’s domestic supply chain and advocating further opening toward China.
He believes that any kind of opening measures, be it toward ASEAN, China, Japan or the
United States, will be reciprocated. For Chu, free trade agreements such as the Economic
Cooperation Framework Agreement with China (ECFA), the U.S. led Trans-Pacific Partnership
(TPP) or the Regional Comprehensive Economic Partnership (RCEP) initiative are musts for
Taiwan.

Regarding the signs or slogans in Chu’s campaign videos, Table 6.4 shows that the
signs of ‘Taiwan’s future’ (30 times), ‘An integrated Taiwan’ (27 times), ‘One
Taiwan’ (26 times), and ‘An opened Taiwan’ (22 times), appear frequently to imply
Taiwanese identity. Chu’s campaign videos use these slogans to stress the importance
of a peaceful, integrated, multi-ethnic Taiwan.

Chu’s videos emphasise that all Taiwanese should maintain ‘One Taiwan’ and
develop Taiwan’s economy by maintaining good relations with mainland China and
other countries. People in Taiwan should not live in an environment full of hatred.
Some of Chu’s videos stress ‘open to the world’--- that is, Taiwan should not practise
Chen Shui-bian’s closed-door diplomacy and isolationism. In short, Chu’s videos
emphasise that the Taiwanese should be more concerned about opening up and
strengthening cross-Strait trade instead of internal political struggles. In other words,
Chu’s interpretation of Taiwanese identity focuses on Taiwan in international society.

As for the scenes of Chu’s campaign videos, Table 6.4 reveals that many scenes are
related to Taiwan’s youth (12 times) and the kindness of grassroots Taiwanese (11
times). These scenes urge a prosperous environment for the next generation and could

be a response to young voters’ resurgent political participation in the Sunflower
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Movement in 2014. The appeals of the Movement focused on unemployment,
economic recession, low wages, and mainland China’s alleged threat to Taiwan’s
sovereignty.

The KMT team, therefore, attempts to persuade the electorate in the videos that the
DPP had instigated the Sunflower Movement. Chu’s videos emphasise that the cross-
Strait business was beneficial for the next generation and a prosperous Taiwan.

In addition to the scenes related to the economic aspect of Taiwanese identity,
Chu’s team also use softer scenes like the scenery of Taiwan’s countryside (8 times),
agricultural areas (6 times), and temples (5 times) to represent his Taiwanese identity.

Regarding songs and languages, as Table 6.4 shows, Chu’s team only use two
campaign theme songs to imply Taiwanese identity. As for language, Table 6.4 shows
that Chu’s videos use Minnanyu, Mandarin, Hakka, and indigenous languages in his
videos. As mentioned before, it was a strategy to urge support from different ethnic
groups and an indication of Chu’s idea that Taiwan’s different ethnic groups are all
Taiwanese. As Fell (2018, p.71) indicates, it is an ‘inclusive appeal by using multiple
languages and multiple ethnicities.’

As for R.O.C. identity, as Table 6.4 indicates, Chu does not raise any platform or
policy to imply the R.O.C. identity. He mainly uses the signs of the KMT’s party
emblem (50 times), the name of the R.O.C. (21 times), the R.O.C. flag (20 times), and
the picture of R.O.C.’s founding father (once) to represent the R.O.C. identity.
Moreover, the scenes showing people’s love for the R.O.C. flag (20 times) and the

song of the R.O.C. flag (once) are also used to imply the R.O.C. identity.
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Overall, similar to Ma’s identity appeal strategy in the 2012 election, Chu uses a
synthesis of multiple symbols to represent Taiwanese identity and R.O.C. identity.
The content analysis results also demonstrate that, compared with Ma’s campaign
strategy, Chu also puts more stress on Taiwanese identity than on R.O.C. identity. It is
conceivable since the original KMT 2016 presidential candidate Hung Hsiu-chu was
criticised by the DPP and some of the KMT politicians for raising a too pro-China
cross-Strait policy, the replacement presidential candidate Eric Chu has to present
more about Taiwanese identity in his campaign videos to ease the political turbulence
caused by Hung.

In the next section, this researcher presents the results of discourse analysis on
three of Chu’s campaign videos which reached the greatest number of viewers on the

data collection day of this study.

Table 6.3 Eric Chu’s 2016 campaign videos

. one Taiwan: It must be in time (—E 215 %)

. one Taiwan: Taiwan is the force: Yilan (&85 2 1= HE)

. one Taiwan: To get back an integrated Taiwan (i [2|—{EEE &Y & &
. Your support is my motivation ({R{fJHY Sz Frst 2T AvEN T7)

. one Taiwan: Taiwan is the force: keelung (&/& 5 & 1 &: EHl%)

. one Taiwan: Taiwan is the force: PengHu (&7& 52 1= BAH)

. one Taiwan: Taiwan is the force: HsinChu (& &5t & J1&E: #117)

. one Taiwan: Taiwan is the force: Taichung (£ &% 2 1=: &)

. one Taiwan: Taiwan is the force: Kinmen (& &5t 2 1= £

. one Taiwan: Taiwan is the force: visit US (& &5t &SI &:573F)

. one Taiwan: Taiwan is the force: visit Washington, D.C (&& 52 1= SHEENT)

O 00 3 N D A W N —

—_
—_ O

12. one Taiwan: Taiwan is the force: Hualien (& 7&5t 2 1 &: {0iE)
13. one Taiwan: Taiwan is the force: Taipei (& /&5 2 1&=: &1b)
14. one Taiwan: Taiwan is the force: protect R.O.C. is the force (&/& 5t 2T =, (R TEE

REIRLZE T1E)

15. one Taiwan: Taiwan is the force: start from New Taipei city, to be the NO.1 in the world
aEE IR feerdthss . PHERSE—)

16. one Taiwan: Let all Taiwan do it: healthy lunch GE& &8 & HIS2: SETER)

17. one Taiwan: Taiwan is the force: Pington (& &5 & JI&E: FH)
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18. one Taiwan: Taiwan is the force: defend Chinese ethnic (5785 & 1 &: HFHTER

19. one Taiwan: Taiwan is the force: Miaoli (& &5t/ &

1)

#ﬁ)

20. one Taiwan: Taiwan is the force: Chiayi (5& 5t/ I &E: F5s)

21. one Taiwan: Taiwan is the force: National flag warming movement sequel 1
BERE R BEEERERITEST . —)

22. one Taiwan: Taiwan is the force: Tainan (585 &1 &: &)

23. one Taiwan: Taiwan is the force: find the Taiwan, which belongs to us.

BEREIE: REEREMIA—(E 5

24, one Taiwan: Taiwan is the force: National flag warming movement sequel 2
BEME R BERE TN )

25. one Taiwan: Taiwan is the force: Taitung (& &R EIE: G )

26. one Taiwan: Sports is the force CEEHLE &)

27. one Taiwan: Taiwan is the force: Hong is still here (& /&5 2 /1 &: tEHIBLLEE T7K)

28. one Taiwan: Taiwan is the force: Kaoshsiung (&7/& 5t 2 1= =)

29. one Taiwan: Taiwan is the force: HsinChu: sequel 2 (&& 5t 212 HiT>2 )

30. one Taiwan: Taiwan is the force: Pington: sequel 2 (&/& L& &E: FHE 2 )

31. one Taiwan: Taiwan is the force: New Taipei city (& /&5tE JJ&=: Hribm)

32. one Taiwan: Taiwan is the force: Yunlin (5 &5t/E JJ&E: EH)

33. one Taiwan: We are one family (F¢ff'IE&—22 )

34. one Taiwan: Taiwan is the force: Tainan sequel 2 (&/&5EE & BF 2 )

35. one Taiwan: Taiwan is the force: Miaoli sequel 2 (E&5E 2 T1&: HIEZ ")

36. one Taiwan: Our Taiwan (FfJHY &7&)

37. one Taiwan: Rally for Taiwan’s stability, you are the power

(REBZEME - 1R SLEIE)
one Taiwan: Taipei (& 1L)
one Taiwan: Keelung (F£[%)

38.
39.

EoaWer

40. one Taiwan: Labour’s mind (55 T VER)

41. one Taiwan: Farmer’s mind (B2 K/ VER)

42. one beautiful scenery of Taiwan (&8 25 B A JE &

43, one Taiwan: Mom’s mind (45450 RR)

44. one Taiwan: Taiwan is the force: Nantou (&7& 5t 2 1= © F1Y)

45. one Taiwan: Taiwan is the force: Taichung sequel 2 (& &R EIE ' &F 2 )
46. one Taiwan: Taiwan is the force: Tainan sequel 2 (& &5 E & G2 )
47. one Taiwan: Going to vote together (support our national flag) (—725 A% 2E)

48. one Taiwan: We need a steady Taiwan, please support Eric Chu

(BFEEZENEE  FHZRARILMm)
49. one Taiwan: Taoyuan (Fk[E 1)
50. one Taiwan: New Taipei city G#rILT)

Note: All the videos are collected from YouTube.

Table 6.4 Symbolic representations of identity in Chu’s 2016 campaign videos

Symbolic representations of Taiwanese identity:

Platform/policy:
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Taiwan’s economy (18 times), Taiwanese people’s cooperation (16), stableness of Taiwanese
society (15), solve Taiwan’s struggle (14)

Sign/slogan:
Taiwan’s future (30), an integrated Taiwan (27), One Taiwan (26), an opened Taiwan (22)

Scene:
Taiwan’s next generation (12), kindness of Taiwanese (11), Taiwan’s countryside (8),

Taiwan’s agriculture (6), Taiwan’s temples (5)

Song:
kids have dreams (5 ZH7%T) (1), fight to win (BHtA &) (1)

Language:
Mandarin (26), minnanyu (23), Hakka (6), indigenous (1)

Symbolic representations of R.O.C. identity:

Sign/slogan:
KMT emblem (50), the name of R.O.C. (21), R.O.C. flag (20), R.O.C. founding father (1)

Scene:
people showed love for the R.O.C. flag (20)

Song:
anthem of the R.O.C. flag (1)

Overall stance of identity in each video:
Taiwanese identity only (0), R.O.C. identity only (0), dual identity (50)

Note 1: A total of 50 Chu’s 2016 campaign videos were found on the Internet and

included in the content analysis. The coding scheme includes 6 categories and a total of 72 sub-
categories.

Note 2: A video may contain multiple platforms/policies, signs/slogans, scenes, songs, and languages.
Note 3: The inter-coder reliability is 0.94. The formula of inter-coder reliability is R=2M/N1+N2
where R is inter-coder reliability coefficient; M is the identical coding decisions of 2 coders; N1 and
N2 are the numbers of coding decisions each coder makes. In this analysis, R=2 x 3384/ (72x50 +
72x50) = 0.94

6.2.2 The rationale behind Chu’s symbolic representations of national identity

The content analysis results indicate that Chu uses some platforms, signs or
slogans, scenes, songs, and languages to represent his dual identity. The platform of
economic development, the slogan of ‘One Taiwan, Taiwan is the force,” the scenes
of Chu’s interactions with local people in many cities, the scene showing Chu’s

concern about the younger generation’s future, and the use of languages of different
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ethnic groups all represented Chu’s Taiwanese identity. The R.O.C. flag and national
anthem are the most evident symbols of Chu’s R.O.C. identity. In this section, this
researcher presents the discourse analysis results of three entries of Chu’s 2016
campaign videos to explain the rationales behind these symbolic representations of

Chu’s dual identity.

Video 1: One Taiwan: To get back an integrated Taiwan (FRE—EEESHE
)

(https://www.youtube.com/watch?v=cJOKVclqr6o&t=6s) (first launched on YouTube on
25 November, 2015, reaching 160,000 viewing times on data collection day, 2
October, 2018)

Description of the video:
It is a one minute and fifty-five second video. In the video, Chu faces the camera
and reads a monologue on the topic of ‘to get back an integrated Taiwan.” The

monologue is as follows.

In these years, I have frequently seen two Taiwans. One of them is a Taiwan that needs to be
carefully protected; the other one is a Taiwan which must go abroad for an adventure. One
makes people worry; the other one makes people proud. One is where we argue with each other;
one is a Taiwan where we embrace each other. So often we have faced various dilemmas, how
should we choose? I have been thinking, although some people have said that openness would
bring about danger, we would rather believe that they didn’t say that with malice. Although
some people have said that economic development was Satan; we would rather believe that
those who blocked the Act (the cross-Strait Service Trade Agreement) were not enemies.
Although some people have said that the purpose of participating in an election is to overthrow
the opponent, we would rather believe that participating in an election is to discuss the future
of the country. Although some people would like to divide Taiwan into four or eight parts, 1
would rather work hard to make the two opposite Taiwans return to a Taiwan with warm and
mutual trust. There is only one Taiwan; I also had only one idea, that is, to hold your hands, to
express my thankfulness to Taiwan, and to keep on working hard for Taiwan. I am Eric Chu.

The monologue is matched with light music and several scenes appear quickly

throughout the video. The scenes include the sun rising behind the Taipei 101
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building, a road full of motorcycles, a wind farm, one aeroplane taking off, a street
night view, three quick shots of different scenic views of Taiwan, scenes of urban and
rural areas, a fight in Taiwan’s Legislative Yuan, and a shot of the Chiang Kai-shek
Memorial Hall. The subtitle ‘One Taiwan, Taiwan is the force’ appears at the end of

the video.

Discourse analysis based on Fairclough’s framework:

From Fairclough’s perspective, the negotiation between Chu’s private discourse of
economic development and some people’s fear of economic dependence on mainland
China is clearly expressed in this video. Should Taiwan increase the cross-Strait
economic interaction to make profits for the Taiwanese, or decrease the cross-Strait
trade to guard the sovereignty of the country? There is the two opinions or dilemmas
mentioned in Chu’s monologue. Chu’s personal idea, as introduced above, is certainly
to increase the cross-Strait economic interactions for Taiwan’s good. However, the
2014 Sunflower Movement did reflect some young voters’ fear that the increased
cross-Strait trade would threaten Taiwan’s economic and political independence from
mainland China. Thus, the future direction of Taiwan’s cross-Strait policy was
becoming a factor causing division or even conflict in Taiwanese society.

Facing this situation, Chu chooses not to attack the Sunflower protestors or the
DPP for creating division in Taiwan. Instead, he uses a negotiated and understanding
tone to say in the monologue that the protestors and the DPP are not his enemies, and

that he has no malice. Chu further claims in the monologue that he is participating in
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the presidential election for the purpose of discussing the future of Taiwan instead of
knocking down his DPP opponent.

Chu does not specify the means to integrate divided Taiwan. He only claims in
general terms that he will ‘work hard to make the two opposite Taiwans return to a
Taiwan with warmth and mutual trust.” This position indicates that for Chu, it is
enough to just show his tolerance and understanding of the divided opinions
concerning Taiwan’s cross-Strait policy. Thus, the purpose of this video is to show
that he is a leader with an inclusive Taiwanese identity; he will work hard to integrate
a divided Taiwan into a Taiwan with warmth and mutual trust. This is actually
implying that his electoral opponent, the DPP’s candidate Tsai Ing-wen, is unable or
unwilling to play the role of a communicator able to negotiate or an integrator. One of

the interviewees, Jack Hsiao, explains the purpose of making this video.

The dilemma of the cross-Strait policy and the divided public opinions about the policy caused
difficulty for Eric Chu to claim any appeals strongly. Maintaining a neutral style is better for
Chu to reveal his peaceful and integrated idea for Taiwan. Instead of focusing on policy, Chu
uses an emotional appeal (integration and tolerance) in campaign videos to present his love
for Taiwan. (Jack Hsiao)

As a commentator (Lin, 2016) observes, in Chu’s 2016 campaign, he ‘wants to end
the vicious infighting among the political parties, which he believes causes the nation
to undermine itself and to remain stuck in stagnation.’

In fact, as Lin (2016) indicates, Chu’s personal opinion about the cross-Strait
policy is to ‘advocate further opening toward China,” but he knew that many
Taiwanese are tired of the political struggle in Taiwan. As Brading (2017, p.155)

indicates, after the Sunflower protestors occupied and paralysed the Legislative Yuan,
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‘Anti-Sunflower rallies were organised by people calling themselves “Carnations,” a
flower representing motherhood. They called on the students to leave the Legislative
Chamber so that the public might consider the issue calmly.” Therefore, Chu
expresses his willingness to integrate divided Taiwan into a united country, which
was the main purpose of this video. It is a typical example of the negotiation between
the candidate’s private discourse and the public’s expectation of inclusive Taiwanese

identity.

Discourse analysis based on Van Dijk’s framework:

The video adopts a preaching style for Chu’s monologue. The purpose of using this
kind of micro-structure is to enhance Chu’s seriousness and sincerity in the hope to
get back an integrated Taiwan. From the perspective of persuasive communication
(Hovland, Lumsdaine and Sheffield, 1949), Chu offers two-sided information about
the pros and cons of a more open cross-Strait policy. Hovland and his associates
(1949) find that two-sided information is more persuasive than a one-sided message
for those who are better educated. The video’s preaching style seems to target the
viewers who are better educated and willing to deliberate Taiwan’s cross-Strait
policy. What Chu tries to assert in the video is that the cross-Strait policy is an issue
that can be discussed rationally; there is no need to let the issue cause division or even
serious conflicts between political parties or among the public, because ‘there is only
one Taiwan.’

Chu’s argument brings about two macro-structures or main themes of the video.

The first is that politicians or the general public should communicate with each other
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on the future of Taiwan with mutual understanding and trust; serious opposition does
not help locate the best interest of Taiwan. Second, Chu is the presidential candidate
who is willing to discuss Taiwan’s mainland policy with his electoral opponent and
can even get back an integrated Taiwan as long as he is elected as the president of
Taiwan. Since Chu does not propose any specific measures to integrate a divided
Taiwan, the main purpose of the video is actually to imply a super-structure or the
overall idea of Chu’s inclusive Taiwanese identity. As an interviewee, Jack Hsiao
explains why Chu does not raise any specific measures to ease the struggle between

the KMT and DPP concerning the cross-Strait policy.

Regarding the cross-Strait policy, Chu deals with the discourse in a balanced manner to avoid
irritating members of the public who have different opinions. The video lacks specific
viewpoints, but we have made it a safe discourse. (Jack Hsiao)

Video 2: One Taiwan: It must be in time (—EK& k)
(https://www.youtube.com/watch?v=GBGmc3kkdGw) (first launched on YouTube on 10

October 2015, reaching 160,000 viewing times on data collection day, 2 October,
2018)

Description of the video:
It is a 30 second video. Fast music and several short scenes appeared with Chu’s

monologue as follows.

Sorry, I know I am late, but hopefully, still be in time. Taiwan needs a man who can solve the
country’s problems. To break through Taiwan’s present predicaments, it must be in time!

The video starts with several scenes, including an empty city, several empty chairs
in an empty meeting room, an open book, and a corner of an empty park. Then the
Chu shows up and starts to read his monologue. Along with the monologue were

images of some people, including two senior citizens, a street vendor, a young male
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white-collar worker, a woman holding a child, and several kids. They show up one by
one as they just suddenly saw someone. The video then ends with the subtitle ‘One

Taiwan, Eric Chu.’

Discourse analysis based on Fairclough’s framework:

There is a background story to this video where Eric Chu replaced Hung Hsiu-chu
as the KMT’s presidential candidate in October 2015, three months before Taiwan’s
2016 presidential election day. Chu was the mayor of New Taipei City when KMT
was defeated in the nine-in-one election in 2014. As the chairman of the KMT, Ma
Ying-jeou took responsibility for the defeat and resigned as the chairman of the party.
Chu was then elected as the new chairman of the KMT. In 2015, the party started the
procedures for holding a primary election for Taiwan’s presidential election in 2016.
Since no KMT politician was willing to participate in the primary election, as the
head of the KMT, Chu was expected to be the party’s presidential candidate.
However, Chu did not show up on the deadline for primary registration; Hung was the
only registered KMT politician.

Commentator Rebecca Lin (2016) has written about Chu’s hesitation to join the

2016 presidential election and the consequence of Chu’s decision as follows.

Since Taiwan’s first democratic presidential elections in 1996, it has always been the KMT
chairman who ran for president. ‘After Chu was elected as party chairman and asked me to
serve as secretary-general, | assumed he wanted to step forward to run for president,” recalls
Lee Shu-chuan, who served as New Taipei city deputy mayor and the Executive Yuan
secretary-general before Chu recruited him as his right-hand person at party headquarters. Lee
did not hesitate to place himself in harm’s way by coming to Chu’s aid, but little did he imagine
that Chu would refuse to run on the grounds of uniting the party. At the time, Lee frankly
warned Chu that the blue camp had high expectations of him. ‘If you don’t run, it means you
don’t dare to take the challenge,” Lee told Chu. He predicted that sentiment within the blue
camp would shift from expectation to disappointment and eventually to anger. Chu quietly
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listened to what Lee had to say and then replied, ‘You are too honest; politics isn’t as simple as
you think.’

After Hung was nominated as KMT’s 2016 presidential election candidate, she
started her campaign and raised a new cross-Strait policy as ‘One China, same
interpretation.” (—1[&]3%) This new idea immediately triggered the suspicions of
some KMT politicians and the DPP began attacking Hung’s very strong pro-China
position. Because Taiwan also held the legislative elections in 2016, a number of the
KMT’s legislative candidates started to complain that Hung’s new cross-Strait
platform had damaged their election campaigns. Meanwhile, some KMT members
strongly supported Hung, because, after all, she had been formally nominated as the
presidential candidate in KMT’s 2015 convention. No matter how the KMT explained
the necessity of replacing Hung with Chu, Hung and some KMT supporters remained
resistant. Although Hung argued that her cross-strait policy of ‘One China, same
interpretation’ was not different from the KMT’s cross-Strait policy, some native
Taiwanese KMT politicians insisted that Hung’s statement had alienated the KMT’s
native Taiwanese constituency and independent voters. Commentator Lin (2016)

describes the awkward situation of KMT at that time as follows.

After more than a dozen legislative candidates in northern Taiwan threatened to withdraw from
the KMT should Hung uphold her candidacy, with even Ma interfering, Chu was forced to go
back on his pledge that he wanted to do a good job as New Taipei City mayor and serve out his
four-year term. With his back against the wall, Chu had no choice but to accept the nomination
and join the presidential race. Chu, who prides himself on representing a new generation of
KMT politicians, soon realized that he could not disregard certain historic liabilities. It became
apparent that he was unprepared to deal with the longstanding grudges among the older
generation that threaten to split the party.
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The KMT finally replaced Hung with Chu as the party’s 2016 presidential
candidate in October of 2015. It was not in Chu’s original career plan at that time; his
idea was to complete his second term as mayor of New Taipei City from 2014 to
2018. However, facing great pressure to replace Hung, as the KMT’s chairman, he
had no choice but to accept the party’s nomination as the new replacement
presidential candidate for the 2016 election.

Thus, for Chu, the video analysed here is actually a negotiation between his private
career planning and his comrades’ expectations for his greater political mission. If it
was not a negotiation, it would not be necessary for Chu to apologise in the video for

his late participation in the presidential election. As interviewee Jack Hsiao indicates,

in order to appease the anger of the public, including Hung’s supporters, Sunflower Movement
participants, and KMT’s supporters, Eric Chu’s apology is not only for his late entry as a
candidate but also for the ideological controversy of the Sunflower Movement. (Jack Hsiao)

Discourse analysis based on Van Dijk’s framework:

The micro-structure or the style of the video is to highlight Chu’s apology for
‘being late’ as the KMT’s presidential candidate. Jack Hsiao is the producer of this
video and one of the in-depth interviewees. He explains the rationale behind the low-

key style as follows.

One critical consideration was whether it was appropriate for Chu to say ‘Sorry, I am late’ in
this video since this had been a famous phrase of a mainland China politician after the Sichuan
earthquake. Thereby, whether to use it or not was debated in the video production meeting. The
final decision was to use this phrase because the campaign team thought it could deliver a
sincere apology. (Jack Hsiao)
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Before Chu shows up to talk in the video, several scenes depict an empty city,
empty chairs in an empty meeting room, and an empty park. The impression of
emptiness represents the idea of ‘waiting’ or ‘expectation.” This idea then serves as a
justification for Chu’s appearance in the video.

When Chu starts to talk in the video, his monologue contains two macro-structures
or main themes of the video. The first is his apology for being late as the KMT’s
presidential candidate; but Chu emphasises that hopefully, it is still in time. The
second is more important than the first one, because Chu stresses that, after all,
Taiwan is facing some problems and the country needs a leader to break through the
predicaments facing the nation. The video then shows some people’s sudden surprise
and happiness to find someone coming in front of their eyes. Here the ‘someone’
certainly implies Eric Chu.

The two macro-structures lead to the super-structure of the video, that is, what is
really important is not whether Chu’s participation in the presidential race is late;
rather, it is critical that Chu is the person who can solve Taiwan’s problems. Thus, the
super-structure or the overall idea of the video has been upgraded from Chu’s apology
into a topic of Taiwan leaders’ administrative capability. Finally, the ending subtitle
of ‘One Taiwan, Eric Chu’ brings about the conclusion of the video: Chu is a capable
presidential candidate with a Taiwanese identity. Of course, the purpose of making
Chu apologise publicly is to create an image of Chu as a responsible and honest
politician who is willing to say sorry for his once hesitation to join the presidential
race. This strategy is to imply that whoever claims that Taiwan is the force should

first be a responsible person. Referring to Chu’s strategy of making an apology in
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front of the camera and his final failure in the election, one of the interviewees, a

senior political news reporter Yang Hsiang-chun notes,

Even though Eric Chu strives to turn things around, the social context was predominated by the
DPP. The ‘One Taiwan’ discourse cannot remedy KMT’s feeble situation, nevertheless, Eric
Chu still emphasises that he is a capable presidential candidate. (Yang Hsiang-chun)

Video 3: One Taiwan: Taiwan is the force: National flag warming movement
sequel 1 (BEFENE: BIEBETEHR —)
(https://www.youtube.com/watch?v=BdUQw92tqq4) (first launched on YouTube on 23

December, 2015, reaching 60,000 viewing times on data collection day, 2 October,
2018)

Description of the video:

The video lasts for 52 seconds. It is one of Chu’s campaign videos that implies his
R.O.C. identity. The video is also evidence to say that for Chu and the KMT, the real
national identity is the R.O.C. identity; Taiwanese identity is just a provincial identity.

On 16 January, 2016, Taiwan held presidential and legislative elections on the
same day. The video thus shows Chu and two KMT legislative candidates Wang
Chin-shih (F#£1-) and Hau Lung-bin’s (/i FEXH,) campaign activities in different
cities in Taiwan. At the beginning of the video, Chu launches a campaign rally in
Tamsui (73 7K), a northern district of New Taipei City. It is Taiwan’s winter season,
and Chu has sent warm packs to his supporters, Chu’s campaign slogan ‘One Taiwan,
Taiwan is the force’ is printed on the warm pack. A picture shows that all the
attendants of the rally are waving small R.O.C. flags. Then, a scene shows that
KMT’s legislative candidate Wan Chin-shih has sent warm packs to his supporters in
Pingtung, which is Wang’s constituency. The following scene presents Chu’s wife

sending hot red bean soup to Chu’s supporters to keep them warm, and a middle-aged
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male voter raising his thumb up for the soup. A small R.O.C. flag is printed on the
jacket of Chu’s wife. The video then shows another KMT legislative candidate, Hau
Lung-bin sending warm packs to people in his constituency of Keelung. The last
scene shows Chu sending warm packs to his supporters and their children. One boy
takes the warm pack; people standing near the child are holding small R.O.C. flags.
The R.O.C. flag also appears on the boy’s hat. The video finally ends with a subtitle
‘One Taiwan, Taiwan is the force; the R.O.C. flag warms Taiwan, Eric Chu and
Wang Ju-hsuan (F412;) (Chu’s running mate).” No soundbites or monologues

appear in the video, with rock music having been played throughout the whole video.

Discourse analysis based on Fairclough’s framework:

In general, Chu puts more stress on his Taiwanese identity than on his R.O.C.
identity in his 2016 presidential campaign, his major campaign slogan being ‘One
Taiwan, Taiwan is the force.’ It is an extension of the KMT candidate Ma Ying-jeou’s
2012 presidential campaign slogan ‘Taiwan keeps moving.” Since the presidential
election is being held in Taiwan, it is natural for the KMT candidates to put more
emphasis on Taiwanese identity in their campaigns. However, compared with Ma’s
2012 campaign, Chu’s 2016 campaign videos show more R.O.C. flags. As Fell (2018,
p.71) indicates, there is a necessity for Chu to use R.O.C.-related symbols to urge
support from the KMT’s traditional adherents, especially those who originally

supported Hung as the KMT’s presidential candidate.

Chu did need to appeal to those traditional supporters with R.O.C. identities, including those
that had originally supported Hung’s aborted presidential campaign. The R.O.C. flag became
more prominent in KMT ads in the final two weeks of the campaign. Its prime pre-election
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weekend rally was titled ‘National Flag Party’ and participants were encouraged to wear
anything with a R.O.C. flag on it. (Fell, 2018. P.71)

Thus, from Fairclough’s perspective, the video analysed here could be considered a
negotiation between Chu’s campaign’s main theme of Taiwanese identity and some
KMT traditional supporters’ persistence in maintaining the R.O.C. national identity.
When asked by commentator Rebecca Lin about his odds to win the 2016 presidential
election, Chu admits that for him, the campaign is ‘an impossible task (Lin, 2016).’
Chu became the candidate three months before the election day, thereby making his
race run on a very tight schedule. Eliminating the anger of Hung’s supporters is
another tough issue that he needed to deal with in the campaign. After all, he could
not afford to ignore the strong R.O.C. identity of Hung’s supporters and the
traditional KMT followers.

Nevertheless, although the video stresses the R.O.C. identity; the ending subtitle
still contains the words ‘One Taiwan, Taiwan is the force,” and ‘R.O.C. flag warms
Taiwan.’ Thus, for Chu and the KMT, to include symbolic representations of
Taiwanese identity in a video that puts emphasis on R.O.C. identity is also a
negotiation between the two kinds of identities. Interviewee Jack Hsiao notes that, for
Chu, both Taiwanese identity and the R.O.C. identity are indispensable for realistic

consideration.

The R.O.C. symbol is always significant for the KMT candidates, supporters, and some middle-
class voters. Taiwan and the R.O.C can be a co-existent discourse; they are not contradictory.
Considering DPP’s denial of R.O.C. symbols, the KMT must highlight the R.O.C. symbols for
independent voters and also appeal to Hung’s supporters. (Jack Hsiao)
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In fact, we can say that the dual identity itself is KMT’s negotiated stance between
national identity and provincial identity. This negotiation is the party’s survival
strategy corresponding to Taiwan’s democratisation. Just as Batto (2019, p. 85) found

from the long-term survey data collected by Taiwan’s National Chengchi university,

throughout the presidencies of Lee and Chen, citizens with some Chinese identity outnumbered
those with exclusively Taiwanese identity. However, the two lines crossed in about 2008 so
that citizens with exclusive Taiwanese identity became the majority early in the Ma presidency.
Moreover, the gap continued to grow, and by 2014 there were almost twice as many
respondents with exclusive Taiwanese identity as with some Chinese identity. If identity is, in
fact, the most important factor in voting choices, one should expect to see a concrete reflection
of this long-term growth in Taiwanese identity in election results.

Facing such an identity shift in Taiwan’s democratisation, it is not surprising to find
why Ma and Chu need to include both Taiwanese identity and R.O.C. identity in their
campaign videos. As for the question about which identity should be implied more

in a campaign video is a negotiation case by case.

Discourse analysis based on Van Dijk’s framework:

The style or the micro-structure of the video is quite positive and warm. The
background rock music implies that Chu’s campaign activities are lively, receiving a
warm welcome in multiple cities. The scenes of rally attendants waving the R.O.C.
flag and the flag on a child’s hat represent the consensus of the R.O.C. identity among
Chu and his supporters. In addition, the R.O.C. flag appears in campaign activities
where the Chu couple and two KMT legislative candidates distribute warm packs and
hot red bean soup to people. These scenes are shown for the purpose of connecting

the two concepts of warmth and the R.O.C. identity. As interviewee Jack Hsiao
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indicates, the KMT’s presidential candidates always need to show both Taiwanese

identity and the R.O.C. identity in their campaign videos.

Chu’s campaign videos need to show Taiwanese identity and the R.O.C. identity; both
identities are important for the KMT; they are a broad identity appeal to the whole Taiwanese
people. (Hsiao)

The scenes of the micro-structure naturally bring about the macro-structures of the
two main topics of the video. The first is that Chu is a presidential candidate who does
have the R.O.C. identity. As introduced above, Chu needs to show this national
identity stance to KMT’s traditional supporters and Hung’s fans. The best and most
convincing way to complete the task is to make a video showing how he supports the
R.O.C. identity.

The second main topic of the video is that R.O.C. identity can warm your heart. It
is a simple way to explain why the R.O.C. identity is important or even necessary for
the voters of the election. The association between the R.O.C. flag and warmth is
especially meaningful in the winter season when Chu launches his national flag
campaign activities.

Regarding the super-structure or the overall idea of the video, it is interesting to
find that the dual identity is actually the ultimate message Chu attempts to imply.
R.O.C. identity is certainly the major topic of the video; however, the ending subtitles
still contain Chu’s campaign slogan ‘One Taiwan, Taiwan is the force.” In addition,
one subtitle says ‘R.O.C. flag warms Taiwan.’ This subtitle was important because it
suggests that the R.O.C. identity and Taiwanese identity are not mutually exclusive
ideas; rather, the former can make the latter warmer and more inclusive. This
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implicative argument is also a very subtle strategy to remind people that the DPP’s
presidential candidates have no R.O.C. identity, although they are actually running for

the presidency of the Republic of China.

6.3 Overview of this chapter

Similar to the campaign strategies of national identity expression used by the KMT
and DPP in 2012, the two parties’ 2016 presidential candidates also used a synthesis
of symbols to represent their identity stances. The winner of Taiwan’s 2016
presidential election, DPP’s Tsai Ing-wen, implies her Taiwanese identity in all of her
campaign videos. Although Tsai is legally running for the presidency of R.O.C.; she
treats Taiwanese identity as her only national identity; therefore, Tsai avoids any
symbols related to the R.O.C. in her campaign videos.

The research questions of this study ask what and why specific symbols were used
to represent candidates’ national identity. The content and discourse analyses of the
2016 data reveal that first, Tsai proposes platforms to develop Taiwan’s domestic
industry and to expand the export markets of Taiwanese products to more countries
instead of overly relying on mainland China’s importation of Taiwanese goods. This
platform reflects Tsai’s interpretation of Taiwanese identity from an economic
perspective.

Some of Tsai’s videos show her concern about the future and happiness of
Taiwan’s younger generation. The discourse analysis of one video reveals that Tsai
even publicly supports female high school students’ protesting against the school’s

traditional rule concerning uniform wearing. Targeting young voters in campaign
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videos is a strategy corresponding to support for the DPP from younger Taiwanese.
This campaign strategy reflects Tsai’s generational concern about Taiwanese identity.

In Tsai’s campaign videos, many scenes show her having very intimate interactions
with grassroots Taiwanese. It was a campaign strategy both Tsai and her opponent Ma
Ying-jeou used in Taiwan’s 2012 presidential election. On the surface, it seems
natural to show a presidential candidate having a close relationship with the voters;
yet it is actually an important persuasive strategy to imply that the candidates share
Taiwanese identity with Taiwanese people.

As a challenger in the 2016 presidential election, it is natural for Tsai to urge
change in her campaign videos, that is the meaning of her major campaign slogan
‘Light up Taiwan.” In other words, Tsai implies that Taiwan was in a dark age
because of the policies of President Ma Ying-jeou’s administration, which is why she
needs to light up Taiwan for the Taiwanese. Thus, the discourse analysis of this
campaign video of Tsai finds that the video adopts a gloomy style to describe
people’s upset and unhappiness under Ma’s tenure. The reason for creating such a
campaign video is to highlight the necessity of change for the Taiwanese. Thus, we
can see that Tsai’s interpretation of Taiwanese identity is contingent on her status in
the presidential race. When she is a challenger, it is more reasonable for her to claim
that Taiwan is in darkness. This appeal makes her campaign meaningful in terms of
bringing light to Taiwan. In other words, Tsai is implying that Taiwanese identity
should be a national identity full of brightness; no one should be happy to identify

with Taiwan in darkness.
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Finally, the discourse analysis finds that Tsai also interprets Taiwanese identity as
the whole DPP team’s position rather than only her personal national identity. That is
why in a video Tsai asks voters to trust her team instead of only trusting her. In other
words, Tsai believes that it is not enough to persuade voters that she identifies with
Taiwan; she has to promise the voters that after being elected as the president of
Taiwan, all the members of her government would help her to complete the task of
lighting up Taiwan.

As for Eric Chu’s uses of symbolic representations of his dual identity, the content
analysis finds that Chu puts more emphasis on showing his Taiwanese identity in his
campaign videos. He chooses ‘One Taiwan, Taiwan is the force’ as his campaign's
main theme.

After accepting the nomination to be the KMT’s presidential candidate, Chu has
less than 100 days to run his campaign. Within those days, as the topics of his
campaign videos shown in Table 6.3, he spends most of his time visiting voters living
in different cities in Taiwan. Thus, most of his campaign videos look like
documentary films that record Chu’s campaign activities. The main purpose of these
videos is to show Chu’s concerns about the grassroots Taiwanese’ daily lives. It is a
way to repeatedly imply Chu’s Taiwanese identity.

Regarding the platforms proposed in the videos, Chu shows the greatest concern
about Taiwan’s economic development. Although the KMT’s proposal of increasing
cross-Strait economic interaction was questioned or even attacked by the Sunflower
protestors and DPP politicians, Chu still tries to persuade voters in his campaign

videos that the KMT’s mainland policies toward China will benefit Taiwan’s

197



economic development. As introduced earlier in this chapter, Chu believes in the
necessity of keeping Taiwan’s door open to the world, including mainland China. He
actually claims this position in his campaign videos.

However, the slogan of ‘One Taiwan’ reflects Chu’s urge for an integrated or
inclusive Taiwanese identity. As the discourse analysis reveals, in one of his
campaign videos, Chu shows understanding and tolerance toward those who attack
the KMT’s cross-Strait policy. He also demonstrates confidence in decreasing the
political and social cleavage in Taiwan. In the video, he emphasises that the purpose
of his participation in the election is to discuss the future of Taiwan instead of
overthrowing the opponent. The phrase in his monologue that ‘because there is only
one Taiwan’ embeds an argument that those having Taiwanese identity should not
treat each other as enemies. That is Chu’s interpretation of Taiwanese identity within
the frame of the electoral race.

Another finding is that Chu justifies his late participation in the election campaign
by emphasising that, after all, Taiwan needs a leader like him who can break through
the country’s predicaments. Thus, Chu implies that it is not enough for a presidential
candidate merely to tell the voters that he or she is Taiwanese; a national leader’s
Taiwanese identity should be highlighted by his or her administrative ability.

As for Chu’s R.O.C. identity, some of his campaign videos use the R.O.C. flag as
the major symbolic representation of his R.O.C. identity. Although Chu puts more
stress on his Taiwanese identity than on his R.O.C. identity in his presidential
campaign, the R.O.C. flag is shown frequently in his campaign videos. As has been

discussed previously, this is mainly because his replacement for Hung has triggered
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some of the KMT’s traditional supporters to doubt Chu, thinking that he may have a
weak R.O.C. identity. To reduce those people’s suspicions, Chu launches videos to
show his unquestionable R.O.C. identity. Nevertheless, showing R.O.C. identity in
campaign videos does not mean Chu neglects Taiwanese identity. Instead, even in a
video focusing on the R.O.C. identity, Chu’s major campaign slogan ‘One Taiwan’
still appears at the end of the video.

Overall, the results of the content analysis indicate that, similar to the findings
presented in the last chapter, in Taiwan’s 2016 presidential election, both the KMT
and DPP’s candidates not only use the synthesis of multiple symbolic representations
to imply their identities with Taiwan or the R.O.C., but they also tell viewers of the
videos that what the national leader of Taiwan should do based on Taiwanese identity
or R.O.C. identity. The discourse analyses further find that when candidates elaborate
on the meanings of Taiwanese identity or R.O.C. identity in the videos, they
sometimes need to negotiate between the party’s private discourse and some voters’
public discourse on national identity. Moreover, the videos’ micro-, macro- and
super-structures of symbolic representations allow candidates to use storytelling
techniques or dramatic styles to present their interpretations of the meanings of
Taiwanese identity or the R.O.C. identity. These are original research findings that
have not been uncovered in previous studies on the national identity appeal in
Taiwan’s presidential elections. In the next chapter, the researcher continues to
present the research findings of the 2020 data and then provides a conclusion of the

whole study in the last chapter of this thesis.
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Chapter 7. The appeals to national identity in Taiwan’s 2020

presidential election campaign videos

Taiwan’s 2020 presidential election was dramatic and fiercely competitive.
President Tsai Ing-wen is running for her second-term as president facing a strong
rival, the KMT mayor of Kaohsiung, Han Kuo-yu (8%[E%¥ii). Han is an atypical KMT
candidate who adopts strategies differing from those used by previous KMT
candidates. Like Ma and Chu, Han presents a dual Taiwanese-R.O.C. identity in his
campaign videos. At the same time, though, from an academic perspective, the really
interesting and unforeseen finding is that Tsai changed her national identity stance
from that of a Taiwanese-only identity to one of a dual Taiwanese-R.O.C. identity.
Unlike Tsai’s insistence on maintaining Taiwanese identity in 2012 and 2016, this
change deserves close analysis.

In this chapter, to answer the first research question about what symbols are used to
represent candidates’ national identities, the researcher first presents the content
analysis results of Tsai and Han’s campaign videos. Then I will present the results of
discourse analysis to answer the second question regarding why specific symbols
have been used to represent candidates’ national identities. The results of the in-depth
interview are used to provide additional explanations for the findings of content
analysis and discourse analysis. At the end of this chapter, an overview will be
provided by discussing the meanings of the major findings from data analysis. Since
Tsai actually won the 2020 election, I first present the research findings of her

campaign videos.
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7.1 The Symbolic representations of national identity in Tsai Ing-
wen’s 2020 presidential election campaign videos
7.1.1 Symbolic representations of Tsai’s national identity

Table 7.1 shows the titles of Tsai Ing-wen’s 2020 campaign videos. It appears that
Tsai mainly used the videos to urge people, especially her supporters, to vote for her
on election day. Among Tsai’s 24 videos, at least 13 clearly focused on this appeal.
Table 7.2 reveals the various symbolic representations of Tsai’s national identity. It is
interesting to find that Tsai presented either the Taiwanese identity or Taiwanese-
R.O.C. identity in her 2020 campaign videos. This dual identity stance was not found
in her 2012 and 2016 presidential campaigns, where she only demonstrated
Taiwanese identity in her campaign videos.

Since the DPP’s basic stance is the Taiwanese national identity, Tsai’s dual identity
in 2020 became a new proposition of her national identity. Among Tsai’s 2020
campaign videos, although most of them only implied Taiwanese identity, dual
identity appeared 7 times. This proportion indicates that, unsurprisingly, Tsai still
values Taiwanese identity. However, what really needs to be explored is why Tsai
includes R.O.C. identity in her campaign videos. As shown in the previous chapters,
Tsai did not mention anything related to R.O.C. identity in her 2012 or 2016 videos.
Thus, what made her include the R.O.C. identity in the 2020 videos needs to be
explained. One explanation is that Tsai’s 2020 rival, Han Kuo-yu, repeatedly pointed
out that since being elected as the president of the R.O.C. in 2016, she had seldom
mentioned the name of the R.O.C. publicly. In the 2020 presidential election, Han

identified himself as the protector of the R.O.C. and most of his supporters strongly
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identified with the R.O.C. in campaign rallies. This might have stimulated Tsai to
include the R.O.C. identity in her campaign videos to deflect Han’s attack. In
addition, Tsai was believed to have attempted to reshape Taiwan’s political landscape
and to marginalise KMT by raising the new national identity of ‘R.O.C. Taiwan.” As
a commentator, Courtney Donovan Smith (2022) writes on an Internet medium

‘Taiwan News,’

Tsai’s move was a bold and clever stroke. For the first time, the president of the country and
the leader of the DPP were not just laying claim to the R.O.C. as ‘Taiwanese.” The R.O.C. was
being cleaved in two---leaving the KMT the sole major party claiming the period the R.O.C.
was in China as theirs. From a KMT perspective, in a sense, the President and the DPP had
‘stolen’ their legacy and repurposed it as belonging to everyone in Taiwan as a shared
experience, which the President addressed in the same inauguration speech: ‘I want everyone
to know that Taiwan has overcome countless challenges over the past 70 years, relying on not
just one or two heroes, but thanks to countless heroes such as yourselves, working together to
turn the wheels of history. You have helped make Taiwan a happy, safe, and prosperous place
for generations to come.’

Smith (2022) also points out in the same article that

What truly sets Tsai Ing-wen apart is her remarkable ability to disarm, neutralise, and absorb
some enemies---and marginalise the rest. She appears to be counting on---and the KMT still
seems to plan on obliging her---the opposition party to move further and further outside of the
mainstream of Taiwan politics.

Thus, Tsai’s mention of R.O.C.-Taiwan in her 2020 campaign videos is really a
significant finding of this study. The researcher has more discussion on this
phenomenon in the discourse analysis section of this chapter. Regarding the platforms
or public policies related to national identity in Tsai’s 2020 videos, as Table 7.2
shows, Tsai focuses on Taiwan’s democracy and freedom of speech (16 times),
Taiwan’s national defense/ preparation to face mainland China’s perceived threat to
Taiwan (11 times), and the consolidation of Taiwan’s sovereignty (10 times). Tsai

especially emphasises Taiwan’s democracy and freedom in her later campaign. In her
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videos, Tsai invites Internet celebrities and overseas Taiwanese to endorse her
performance and her will to protect Taiwan’s democracy. She uses supporters’
anxieties about mainland China’s suppression of the democratic movement in Hong
Kong to stress that defending Taiwan’s sovereignty is her most important task.

All these platforms are seen as highlighting Tsai’s Taiwanese identity from the
perspective of national security. These policy statements are basically parallel to those
in Tsai’s 2012 and 2016 campaign videos. As I mentioned in the last chapter, when
Tsai proclaims in the videos that Taiwan should protect its own sovereignty,
democracy, freedom of speech, and economic autonomy, she is actually interpreting
the necessity and ideals of Taiwanese identity. As the DPP Chairwoman and the
president of Taiwan, Tsai’s Taiwanese identity has been repeatedly implied in her
2012 and 2016 campaign videos. Thus, for Tsai, the issue of national identity is not
about whether she has a Taiwanese identity. Rather, the issue is about the significance
of Taiwanese identity in terms of the values and ideals of this national identity.

Regarding the signs or slogans related to Taiwanese national identity in Tsai’s
videos, as Table 7.2 shows, Tsai’s videos mainly show slogans about Taiwan’s
democracy and freedom of speech (21 times) and Taiwan’s future (19 times). These
slogans are inter-correlated. They imply that Taiwan’s democracy and freedom of
speech cannot be destroyed and should be protected while facing the threat from
mainland China. The threats implied in Tsai’s videos refer to Taiwan’s undermined
diplomatic relations and it is being excluded from international organisations.
Taiwan’s force, dignity and sovereignty are thus being damaged. Tsai stresses in the

videos that the DPP is not a pro-China party and urges people to vote for her.
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As for the major scenes in Tsai’s videos, Table 7.2 shows that Tsai’s team mainly
presents images of Taiwanese young people (18 times) and Tsai’s supporters (13
times). There are two series of videos related to the scenes. One was 2020 I will go
home to vote, how about you?’ These videos invite young overseas Taiwanese to
present their anxieties and concerns about Taiwan. Tsai’s team also invites supporters
and Internet celebrities to say why they support Tsai. They all mention democracy,
freedom of speech, and Taiwan’s future. Hence, in Tsai’s videos, scenes, slogans, and
platforms are coordinated with each other in campaign videos.

Finally, regarding the songs and languages used in Tsai’s videos, as Table 7.2
shows, Tsai’s camp launches one campaign theme song in her campaign videos to
represent Taiwanese identity. The song describes the confidence and courage of the
Taiwanese people. As for languages, in the videos, the major language is Mandarin
(appeared 22 times), followed by Minnanyu (5 times), Hakka (once), English (twice),
and the languages of Taiwan’s new immigrants (once). The multi-language
arrangement is used to present a multi-ethnic Taiwan and Tsai’s idea of inclusive
Taiwanese identity. In sum, it appears that Tsai uses the synthesis of various symbols
to express her Taiwanese national identity, especially focusing on her will to protect
Taiwan’s sovereignty and the freedom of speech of the Taiwanese people.

In addition to Taiwanese identity, the R.O.C. identity is also represented by several
symbols in Tsai’s 2020 campaign videos. Compared with the national identity appeal
of ‘Taiwanese identity only’ in Tsai’s 2012 and 2016 campaign videos, it is certainly
a significant change, as of Tsai adopts the symbolic representations of the R.O.C.

identity in her 2020 campaign videos. As Table 7.2 demonstrates, the appearance of
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the R.O.C. flag (4 times) and the name of the R.O.C. (once) are used to imply the
R.O.C. identity in Tsai’s videos. Moreover, several scenes are also used to represent
the R.O.C. identity in the videos, including the scenes of people showing their love
for the R.O.C. flag (twice), and the scenes showing Tsai as the president of R.O.C
(once) and the chief commander of the R.O.C.’s military force (twice).

Overall, the content analysis results indicate that Tsai emphasises the significance
of Taiwanese identity by saying that it is an identity being threatened by mainland
China. The turbulence of Hong Kong in 2019 is used by Tsai’s team as a warning sign
of Taiwan’s future. As a commentator, Anna Fifield (2020) notes in the Washington

Post,

Tsai, who was trailing badly in the polls only a year ago, has experienced a sharp turnaround
in her fortunes, partly because the situation in Hong Kong offers a premonition of what could
happen if Taiwan agreed to a similar deal with Beijing.

In her videos, Tsai shows Taiwanese people, especially the young voters’ anxieties
about the loss of freedom of speech and the sovereignty of Taiwan. Then, she
suggests in the videos that the way to secure Taiwan is to vote for her on election day.
Here we can see how Tsai interprets Taiwanese identity as a national treasure that can
only be guarded by her and the DPP. On the other hand, Tsai decides not to avoid the
R.O.C. identity as she did in the 2012 and 2016 presidential campaigns. Completely
avoiding or denying the existence of the R.O.C. identity will just put her under attack
by implying that she does not recognise the legal status of the country under her rule.
To solve this problem, Tsai finally creates a new national identity as a ‘R.O.C.

Taiwan’ identity. It is a synthesis of the originally distinct Taiwanese identity and the
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R.O.C. identity. That is a perfect example to show that, at least for Tsai, national
identity is not a sacred cow that can never be changed; rather, it is a dynamic

construct that can be adjusted when needed.

Table 7.1 Tsai Ing-wen’s 2020 campaign videos

1. Captain Taiwan (A% )

2. We are all in R.O.C. (FZE B 7R F)

3. Caring about Taiwan (B[ 5 7E)

4. Tsai’s accomplishment: Saving Taiwan (/NILE 4R (REE)

5. Love Taiwan from the world ({¢ 15L& F&0&

6. Tsai’s army is recruiting: Vote for Taiwan and Tsai Ing-wen (JEAR 0 EAIATEE, HE
BRI, /RS

7. President Tsai’s campaign song (/Nfaftipigedkth: BB, MEA4)

8. The overseas Taiwanese youth: I will go back to vote, how about you? (Y5 518 F 4F :
T FZEEE, IIRIE ?)

9. The new immigrants are our family; they are the new pride of Taiwan CGHT 13 [ /& FAM
FN, &G

10. 2020 I will go back to vote, how about you? (Japan version) (2020 F& (|5 #:2E, #fS

ruE?) (HA5R)

11. 2020 I will go back to vote, how about you? (U.S. version) (2020 F&[H|ZFHEE, HYR
WE?) GEER)

12. 2020 I will go back to vote, how about you? (Pacific rim version) (2020 I & [0]5 #5F 22,

HRIE?) GRS HR)

13. 2020 I will go back to vote, how about you? (Europe version) (2020 F&[B|FEE, FH
FRUE?) (BIONRR)

14. To guard our future (SFEENEIY3K)

15. 2020 I will go back to vote, how about you? (Canada version) (2020 F&r[BFHHZ, FHS
TRIE?) (MIEKR)

16. 2020 I will go back to vote, how about you? (Taiwan version) (2020 F&r[BFHEE, FHf
TRIE?) (BVERR)

17. We have a capable government (5 ERf, & {EE)

18. Going back to home town again (. ZXIR4)

19. Everyone requests another one (Mister version) (—{[&$17—{[&) (L4 /)

20. Speak loudly (AEEEREE)

21. Everyone requests another one (The chicken chop lady version) (—{[&F17—{&) (ZEHEF:
=)

22. Everyone requests another one (The Chung Ming-shuan version) (—{[&F17—{f) (FEHHET
=)

23. Everyone requests another one (The Gua-gi version) (—{@EHi—({f) (N1 &)

24. Everyone requests another one (President Tsai version) (—{[&$17—{[&) (/N L4445 R)

Note: All the videos are collected from YouTube.
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Table 7.2 Symbolic representations of dual identity in Tsai’s 2020 campaign

videos

Symbolic representations of Taiwanese identity:

Platform/policy:
to protect Taiwan’s democracy and freedom of speech (16 times), to strengthen Taiwan’s
national defense (11), to consolidate Taiwan’s sovereignty (10)

Sign/slogan:
Taiwan’s democracy and freedom of speech (21), Taiwan’s future (19)

Scene:
Taiwanese young people (18), Tsai’s interaction with grassroots Taiwanese (13)

Song:
confidence and courage are our names (5 {ZBHIEAYZ) (1)

Language:

Mandarin (22), Minnanyu (5), Hakka (1), English (2), new immigrants’ languages (1)
indigenous languages (1)

Symbolic representations of R.O.C. identity:

Sign/slogan:
R.O.C. flag (4), name of R.O.C. (1)

Scene:
Tsai showing herself as the president of the R.O.C. (1), Tsai showing herself as the chief
commander of the R.O.C.’s military force (2), people showing love for the R.O.C. flag (2)

Overall stance of identity in each video:
Taiwanese identity only (20), R.O.C. identity only (0), dual identity (7)

Note 1: A total of 24 Tsai’s 2020 campaign videos were found on Internet and

included in the content analysis. The coding scheme includes 6 categories and a total of 72 sub-
categories.

Note 2: A video may contain multiple platforms/policies, signs/slogans, scenes, songs, and languages.
Note 3: The inter-coder reliability is 0.92. The formula of inter-coder reliability is
R=2M/N1+N2 where R is the inter-coder reliability coefficient; M is the identical coding
decisions of 2 coders; N1 and N2 are the numbers of coding decisions each coder makes. In
this analysis, R=2 x 1590/ (72x24 + 72x24) = 0.92.
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7.1.2 The rationale behind Tsai’s symbolic representations of national identity
Tsai’s campaign videos reveal her Taiwanese identity and the attempt to highlight
Taiwan’s freedom of speech and democracy in sharp contrast to mainland China’s
authoritarian political institutions. When the protest against the Extradition Bill broke
out in Hong Kong in 2019, Tsai took the chance to urge ‘Don’t let the status quo of
Hong Kong become the future of Taiwan’ (NEE:E S H YT S A KR & &),
Thus, protecting Taiwan’s democracy and freedom of speech from mainland China’s
potential threat has important implications for Tsai’s Taiwanese identity in 2020.
Regarding Taiwan’s future, Tsai’s videos imply that democracy and freedom of
speech are Taiwan’s values. Tsai’s team invite celebrities to argue that the 1992
Consensus (J1.—-F£5%) equals ‘One county, Two Systems’ (—[E&{q]). Tsai’s victory
in Taiwan’s 2020 presidential election suggests that the fear appeal worked
effectively in appealing to DPP supporters and independent voters. In this section, the
researcher uses discourse analysis to further explore the rationales behind the
symbolic representations of Tsai’s 2020 campaign videos. As I have done in previous
chapters, three videos that reached the highest viewers on the data collection day are

analysed here.

Video 1: Love Taiwan from the world ({¢THE &)
(https://www.youtube.com/watch?v=cBLIrktsI E) (first launched on YouTube on 3

December, 2019, reaching 331,631 viewing times on data collection day, 14 January
2020)

Description of the video:
The length of this video is 2 minutes and 30 seconds. It looks like a documentary

film recording some overseas Taiwanese and foreigners’ impressions of living in

208



Taiwan. A narrative in Mandarin alternately appears with the main actors’ dialogues

in each scene.

The video starts with a scene showing a young female Taiwanese walking down a
corridor in Taiwan’s Taoyuan International Airport. She is about to travel to a foreign
country. The narrator says: ‘Since being born, we all knew ourselves through
knowing the world.” Then, several short scenes appear in turn in the video, including
a young Taiwanese man and a young foreign lady riding a bicycle together in a rural
area of Holland, a middle-aged Taiwanese woman wandering in the Place du Louvre,
and the faces of a male and a female Taiwanese.

The narrator then says: ‘I have left my hometown for an overseas journey. I have
inherited the spirit of an island’s people.” The following scene shows the Taiwanese
girl who appeared at the beginning of the video coming across a foreign male tourist
in the corridor of the Airport. The tourist is looking at writing in Chinese calligraphy
writing on the wall of the corridor. The girl asks the tourist whether he likes the
writing. He replies: ‘It is very beautiful.” The girl then says: ‘We use this kind of
Chinese traditional characters every day.” The narrator then says: ‘Taiwan is a land
which preserves traditional culture.” Meanwhile, a quick shot shows a phrase in the
calligraphic work: Its name is Taiwan (4F0H &7,

The video then shows several scenes to highlight the relative advantages of living
in Taiwan, such as Taiwan’s passport allows Taiwanese to travel to many countries;
Taiwan has hundreds of mountains over 3,000 meters with spectacular scenery;
Taiwan has universal health care; Taiwan good public security; and Taiwan is a
country which values transitional justice (¥ [-%5). One scene then showed a
Japanese cook’s appreciation for Taiwan’s aid after Japan’s 2011 earthquake disaster.
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At last, a scene shows a male Taiwanese journalist taking pictures of Hong Kong’s
2019 turbulence. The narrator then says: ‘I am recording a history of Hong Kong’s
2019 incident. We Taiwanese have made efforts to preserve freedom and democracy
that are not easy to come by. Hopefully, someday, Taiwan can be treated as a real
independent country.” The video ends with the subtitles: Seeing Taiwan from the
world; so, we can love ourselves more, Tsai Ing-wen and Lai Ching-te (F&/%{%)

(Tsai’s running mate).

Discourse analysis based on Fairclough’s framework:

The purpose of this video is to remind voters that, compared with living in other
countries, how good it is to live in Taiwan. It is similar to a comparative
advertisement. The cross-country comparison aims to increase the credibility of the
video.

As an incumbent presidential candidate, it is natural for Tsai to self-affirm the
achievements of the first term of her presidency from 2016 to 2020. The video also
highlights Taiwanese identity by mentioning ‘Taiwan’ repeatedly in the video. At the
end of the video, the narrator indicates that, hopefully, someday Taiwan can be
treated as a real independent country. This expectation clearly signifies Tsai’s idea
that for her and the DPP, Taiwan should be recognised as a country and Taiwanese
identity is the national identity.

However, at the beginning of the video, a Chinese calligraphic work is shown to
the viewers. A young Taiwanese girl even praises the artistic value of the work and

indicates that it is the traditional Chinese characters Taiwanese people use every day.
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It is rare for Tsai’s campaign videos to include any symbolic representations of
Chinese culture. Thus, it can be considered as a negotiation between the DPP’s
Taiwanese identity and the Chinese identity as represented by some aspects of
traditional Chinese culture, such as Chinese characters, in Taiwanese people’s daily
lives.

Referring to this campaign video, an in-depth interviewee, a Taiwanese rhetoric
scholar John Wen explains the reason Tsai’s team mentioned Chinese calligraphy in

the video.

It’s a blurred strategy to disconnect Chinese culture from mainland China. In other words,
Chinese culture does not belong to Mainland China, both Hong Kong and Taiwan share Chinese
culture. Admitting Chinese culture is a preliminary way to integrate Taiwan with the R.O.C.
(John Wen)

As a BBC news report (2011) indicates, ‘Taiwanese people are proud of the way
they have preserved traditional Chinese culture.” The news also cited the words of
Emile Sheng, Taiwan’s former minister of the Council for Cultural Affairs to note
that ‘Chinese culture is the basis of Taiwanese culture, but because of politics, some
people try to deny this.’

In fact, after Chen Shui-bian was elected as Taiwan’s president in 2000, the DPP
had started to put more stress on Taiwanese culture rather than on traditional Chinese
culture as the basis of Taiwanese people’s lives. In her study of cultural policies
before and after 2000, Chang Bi-yu (2004, p.8) argues that ‘the DPP has, since
coming to power, taken many measures to express a more Taiwan-centric position
with the intention of creating cultural meaning and changing people’s values.” Chang

(2004) indicates that, since 2000, DPP has ‘pushed for de-sinification---focusing
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mainly on the policy of Taiwanisation.” Thus, to praise the art of Chinese calligraphy
in the campaign video should not be explained as a change in Tsai or the DPP’s
cultural policy; rather, it is more understandable to consider the praise as a
compromise or negotiation between the party’s original de-sinification policy and the
need to strive for the votes from those who are not totally against Chinese traditional
culture.

In fact, in her political career, Tsai has had experience compromising her national
identity stance. Tsai was the chairman of Taiwan’s Mainland Affairs Council from
2000 to 2004. On 29 May, 2000, when Tsai was questioned by a KMT legislator, she
first indicated that she is Taiwanese. Nevertheless, then, at the same time, Tsai
indicated that ‘T am Chinese, because I read Chinese textbooks when growing up, and
I had a Chinese-style education. However, please don’t forget that Taiwan is a
multicultural society, in addition to the influence of Chinese culture, Taiwan is
affected by many other cultures (The Legislative Yuan Communique, Volume 89, #
41, p. 91).%° These words indicate that, as early as 2000, Tsai recognised the
existence of Chinese culture in Taiwanese society, which can explain why Tsai’s team
agrees to recognise the value of Chinese traditional culture, such as the Chinese

calligraphy work in the campaign video.

25 Legislative Yuan Report 89(41):91 Tsai Ing-wen noted 1. [ am Taiwanese; it’s very important. 2.
With no doubt, I am Chinese in cultural and ethnic sense 3. In politics, I am a citizen of R.O.C. T7.
EBEAERES 89 & 41 A% 01 H ¢ ZEHOUREE] F— > WERE AN BRIFEEZEAET - 5
o s eriE b BEPEA > BLARNE - = FEBUE L - WEPEREAE
K-
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Discourse analysis based on Van Dijk’s framework:

The style or micro-structure of the video is similar to a comparative advertisement.
Tsai’s team highlights the advantages of Taiwanese identity by comparing living in
other countries with living in Taiwan. The dialogues between overseas Taiwanese and
foreigners made the advantages of living in Taiwan or being Taiwanese, such as
having a powerful passport, better social security, and universal health care, more
objective and convincing. This well-being has been repeatedly voiced by both the
DPP and KMT politicians to be well-known by most Taiwanese. When the good
things about Taiwanese identity are confirmed by foreigners and overseas Taiwanese,
the happiness of being Taiwanese seems to be more realistic for Taiwanese voters.

Each of the dialogues between overseas Taiwanese and foreigners creates a macro-
structure or a topic of the video, that is, the merit of being Taiwanese or living in
Taiwan. The macro-structures then lead to a super-structure of the video: Taiwanese
identity is desirable and valuable from a global perspective, because Taiwanese can
enjoy some well-being that is not available in many other countries.

Here we can see how Tsai’s team interprets Taiwanese identity from a realistic and
empirical perspective. Tsai implies in the video that Taiwanese identity is meaningful
because this identity can provide Taiwanese with substantial happiness in their daily
lives. In other words, Tsai does not promote Taiwanese identity as a normative belief,
such as saying that you should have a Taiwanese identity simply because you are
Taiwanese. That is the reason why the video uses the technique of comparative
advertising to imply the value of Taiwanese identity. Finally, at the end of the video,

Tsai’s team adds a footnote to Taiwanese identity by saying that hopefully someday
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Taiwan can be treated as a real independent country. This expectation once again
proves that Tsai considers Taiwan to be an independent country and that Taiwanese

identity is a national identity instead of merely a provincial identity.

Video 2: Speak loudly CREERER)
(https://www.youtube.com/watch?v=jqtpKLSukwk) (first launched on YouTube on 6
January, 2020, reaching 127,869 viewing times on data collection day, 14 January,
2020)

Description of the video:
The length of this video is 3 minutes and 10 seconds. A monologue goes through

the whole video with matching scenes. The content of the monologue is as follows.

This is the lives we are used to living: your son plays electronic games all day; your daughter
and others fight against each other on the Internet every day, and you go home by taking the
last-time Mass Rapid Transit (MRT) train. You are worried originally. However, this year, you
have started to treasure this kind of peaceful life. Just several hundred miles away, every day,
numerous young people are arrested, detained, abused, or just disappear. So, the ‘1992
Consensus’ is ‘One Country, Two Systems.” So, the ‘One Country; Two Systems’ is a
dictatorship. Some people have chosen to keep silent. Some people have chosen to seek a
connection with the dictator. This year, the dictator has spoken loudly. Nevertheless, in the
same year, the democratic camps have got together and spoken loudly. In this year, we finally
have seen the face of the dictator; we also have heard the roar of democracy. This year, we
really have realised for the first time, that no matter how different we are from each other, we
all love the peaceful lives in this place. We all love this democratic and free country. Now, it is
our turn for us to speak. The whole world is watching how Taiwan will speak loudly. Please
take a look at our peaceful lives again. On what ground could we enjoy freedom and democracy?
Please take a look at our children again. The answer is in their eyes. Without any hesitation,
Taiwan will speak loudly that we have chosen to stand by democracy. We have chosen to stand
by freedom. We have chosen to stand by the whole world. On 11 January, 2020, may we be
proud of our consolidation.

The scenes of the video are mostly of the daily lives of grassroots Taiwanese,
especially the activities of young people. One scene shows a male middle-aged
worker reading a newspaper report with the headline saying that the R.O.C. deserves
to have formal diplomatic relationships with other countries. The negative event

described in the monologue and the matched scenes point to the 2019 Hong Kong
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turbulence; the dictators alluded to are the Chinese and Hong Kong governments. The
video ends by showing the names of Tsai Ing-wen and her running mate Lai Ching-te

with Tsai’s campaign slogan ‘2020 Taiwan must win.’

Discourse analysis based on Fairclough’s framework:

Fairclough (2005) emphasises that a text is usually a negotiation of between the
author’s private discourse and his or her recognition of the public’s relevant
discourse. Sometimes the two discourses are consistent; sometimes a negotiation
between the two discourses is necessary for publishing the text. In Taiwan’s 2020
presidential election, for Tsai, the most important discourse was how to defeat her
rival in the presidential race. However, after the Hong Kong turbulence escalated in
2019 and was the focus of news reports in Taiwan’s media, Tsai’s team has to
consider how to respond to the Hong Kong situation to increase the public’s support
of her and the DPP. Thus, strictly speaking, although Hong Kong’s situation was not
directly related to Taiwan’s presidential election, Tsai’s team decided to prioritise the
Hong Kong discourse in her campaign agenda and launched this video. As indicated

by Tsai’s 2020 campaign spokesperson Juan Chao-hsiung,

Hong Kong’s anti-extradition movement was not triggered by us, but we have the same belief
in democracy and freedom as Hong Kong’s demonstrators. We know that Taiwanese people
cannot accept unification between Taiwan and mainland China, and Taiwanese people treasure
democracy and freedom of speech. The DPP has grasped this opinion of the public and then
invites Internet celebrities to echo and strengthen this opinion in relevant campaign videos.
(Juan, Chao-hsiung)

While talking about the video, a Washington Post article (Fifield, 2020) also
mentions the connection between the Hong Kong situation and Taiwan’s 2020

presidential election.
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Voters had seen many videos in the final months of the campaign, but this one caused ripples
because of how starkly it holds up Hong Kong as an example of the kind of future that Taiwan
could face if it agreed to closer ties with China.

In fact, the content analysis results of Tsai’s 2012 and 2016 campaign videos
indicate that Tsai, in those campaigns, did not particularly care about the Hong Kong
issue, Tsai being more concerned about Taiwan’s economic development and social
justice in Taiwanese society. Those were the critical issues in Tsai’s attacks on her
KMT rivals. By the end of 2019, with the Hong Kong turmoil becoming serious, Tsai
immediately changes the focus of her campaign from urging people to vote for her
again to a warning that the status quo of Hong Kong can be the future of Taiwan. This
is actually a negotiation between Tsai’s original campaign agenda and the most
updated public discourse. Tsai agrees to make this negotiation because she can
interpret the Hong Kong crisis as a potential threat to Taiwan’s freedom of speech and
democracy. Moreover, this interpretation is consistent with her enduring opposition to
the 1992 Consensus between China and Taiwan and the idea of ‘One Country; Two
Systems’ proposed by mainland China for governing Hong Kong.

In the video, another negotiation is the appearance of the words ‘R.O.C.” in the
headline of a newspaper article. A scene shows that a middle-aged male Taiwanese
was reading the article attentively. The content analysis results indicate that, among
Tsai’s 2020 campaign videos, the name ‘R.O.C.’ is a symbolic arrangement not
having been found in Tsai’s 2012 and 2016 campaign videos. As indicated above, it is

Tsai’s compromise to sometimes include R.O.C. into her national identity for the
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purpose of marginalising the KMT and striving for support from voters who still have

the R.O.C. national identity.

Discourse analysis based on Van Dijk’s framework:

The style or the micro-structure of the video is heavy and serious. Most of the
scenes in the video are just episodes of Taiwanese youngsters’ normal lives, they are
not put together into an integrated storyline. The scenes and the monologue admit that
many Taiwanese young people are not living commendable lives, and that the general
public is living boring lives. These scenes are persuasive to a certain extent, because
they fit some voters’ general impressions of Taiwanese society.

Then, the description of the bland lives of people in Taiwan is contrasted with
Hong Kong’s unquiet situation in 2019. This contrast leads to the macro-structure of
the video: life in Taiwan is living in peace, because the DPP government has
maintained Taiwan’s freedom of speech and democracy. This macro-structure is also
persuasive to a certain extent because the news reports about Hong Kong’s turmoil do
mention some of Hong Kong’s young protestors being arrested and detained by the
police. Furthermore, Hong Kong had become a part of China, being ruled by Beijing
and governed by the principle of ‘One Country; Two systems.’

To make the macro-structure more persuasive, the video describes the Hong Kong
government’s repression of the turmoil as the behaviour of a dictatorship. That is
certainly a rhetorical statement about the Hong Kong government’s management of
social order because the video neither defines what a dictatorship is nor does the

video mention some Hong Kong citizens’ opposition to young protestors’ damage to
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the city’s public assets. Tsai just uses the Hong Kong situation to justify her rejection
of the idea of ‘One Country; Two Systems’ and takes the chance to stress that the
DPP government is the protector of Taiwan’s freedom and democracy.

In addition, the video also implies that, although some Taiwanese young people are
not as diligent as their parents expected, at least they can live in a democratic country
and enjoy the freedom of speech; they, unlike their counterparts in Hong Kong, will
not be arrested, detained, or even disappeared as long as the DPP is still the ruling
party of Taiwan. This is another implication of the video’s macro-structure: the
targeting of support from young voters for Tsai’s second term of the presidency.

Overall, the video is implying a super-structure concerning two things. First,
Taiwan is a country that deserves all Taiwanese to identify with, because, compared
to Hong Kong, Taiwanese people can enjoy the freedom of speech and democracy.
Second, Taiwanese identity must be carefully protected rather than taken for granted
by Taiwanese citizens. While China constantly urges Taiwan to accept ‘One Country;
Two Systems’ for re-unification between the two sides of the Taiwan Strait, the Hong
Kong situation clearly has demonstrated the negative consequences of being
controlled by Beijing. Therefore, Taiwanese voters should protect Taiwan’s freedom
of speech and democracy by supporting Tsai Ing-wen and the DPP, the leader and the

party who resolutely opposes re-unification and ‘One Country; Two Systems.’

Video 3: We are all in R.O.C. (FEREBARER)
(https://www.youtube.com/watch?v=XJKalNOhXhg) (first launched on YouTube on
8 October, 2019, reaching 7,990 viewing times on data collection day, 14 January,
2020)

Description of the video:
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This is a 30-second video which focuses on the R.O.C. identity. Several scenes
delineate how the R.O.C. flag is related to Taiwanese people’s lives. A monologue

appears in the video as follows.

It is in children’s drawings; in the rhythm of youngsters’ dancing; in our daily lives, and in the
travelling packs of every journey. There is no need to fight or make slogans about it.

Then, the video shows Tsai in the presidential palace saying ‘You and I are all in
the R.O.C.” A soundbite of Tsai continues: ‘National defence of Taiwan needs you

and me.” The video then ends with Tsai’s campaign slogan ‘2020, Taiwan must win.’

Discourse analysis based on Fairclough’s framework:

The video was launched two days before the R.O.C.’s 2019 National Day. Thus, it
can be considered a film issued for the occasion by the president of R.O.C. This
campaign video has caused many ripples, because in the history of Tsai’s three
presidential campaigns, from 2012 to 2020, it was the first time Tsai explicitly chose
the R.O.C. identity as the main topic in one of her campaign videos.

The video immediately attracted the media’s attention with Tsai’s 2020 presidential
rival presenting a severe critique, and with Sun Ta-chien ({4 XT), a former KMT
legislator and core staff member of Han Kuo-yu’s campaign team, accusing Tsai of
making a fraudulent appeal for votes with this release of this video (ETtoday, 2019).
Sun’s denunciation reflects the unusualness of Tsai’s demonstration of the R.O.C.
identity. As shown by the content analysis results of Tsai’s 2012 and 2016 campaign
videos, she only implied Taiwanese identity in all of her previous campaign videos.
Then, why did Tsai launch a video to demonstrate the R.O.C. identity in her 2020

presidential campaign? Interviewee John Wen explains this video.
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It's a campaign strategy. ‘R.O.C. Taiwan’ means Taiwan is an independent country. Tsai has
changed the discourse of national identity to target the voters who have the R.O.C. identity or
both Taiwanese identity and the R.O.C. identity. Tsai affirmed her legitimate position as the
R.O.C. Taiwan’s president and the R.O.C. Taiwan’s sovereignty (John Wen).

Liao Tai-siang (ZZ&1F) (Newtalk, 8 October, 2019), one of the spokespersons of
Tsai’s 2020 presidential campaign office, indicates that Tsai has decided to launch the
video for two reasons. First, she wants to declare clearly that, as the president of the
R.0.C., she is continuously making efforts to safeguard the sovereignty of the R.O.C
from the threats of mainland China. Second, the video is a counterattack to the
KMT’s accusation that Tsai does not recognise the legitimacy of the R.O.C. or the
R.0.C.’s flag.

Liao’s explanation actually highlights that Tsai’s R.O.C. video is a negotiation
between her original Taiwanese identity and the R.O.C. identity in two regards. First,
for Tsai, it is undeniable that she is the incumbent president of the R.O.C. at the time
of the launching of the video. Since the name and the flag of R.O.C. are officially
related to her presidency, it is negotiable for Tsai to occasionally recognise the
national symbol of the R.O.C. Second, ignoring or avoiding the national symbols of
the R.O.C. was becoming an excuse for Tsai’s rival to attack her credibility as being
the president of the R.O.C. In addition, it was becoming an issue about her personal
character, with potential damage to her presidential campaign. In fact, in Taiwan’s
2020 presidential election, one significant phenomenon was the appropriation and
strong support of the R.O.C. flag by the KMT candidate Han Kuo-yu and his
supporters. As a reporter (Wang, 2019) indicates in Taiwan’s CommonWealth
Magazine, ‘Han has given people who are patriotic the chance to see national flags at

his side.” Han’s strong support and ubiquitous use of the R.O.C. flag puts pressure on
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Tsai’s ignoring the national symbols of the R.O.C. Thus, although Tsai’s national
identity is Taiwanese identity, she chooses to compromise her personal national
identity with the R.O.C. identity. One of the interviewees, Juan Chao-hsiung, the
spokesperson of Tsai’s 2020 campaign office, explains the reason for making this

video.

DPP supporters use ‘Taiwan’ to refer to the country, but we need to take the ‘R.O.C.” into
account. Young voters accept the term ‘R.O.C. Taiwan.” They have waved the R.O.C. flag in
international sporting games to cheer up Taiwan’s athletes. Furthermore, we want to highlight
that ‘R.O.C. Taiwan’ is undoubtedly a different country from mainland China. (Juan Chao-
hsiung)

In addition, the DPP’s avoidance of the national symbols of the R.O.C. allows the
KMT to monopolise the R.O.C. identity in presidential races, as well as offering the
KMT an excuse to attack the DPP’s loyalty to the country. To break through this
situation and to win votes from those who disliked the KMT’s presidential candidates
but still have the R.O.C. identity, it is a wise negotiation for the DPP to recognise the
national symbols of the R.O.C on some occasions, such as in National Day
celebrations or presidential elections. After all, it is reasonable for the DPP to assume
that at least some independent voters might agree that the R.O.C. president ought to
identify with the R.O.C. As interviewee Juan Chao-hsiung, Tsai’s spokesman, notes,
making a video to recognise the R.O.C. identity is a strategy to urge support from
those who have the R.O.C. identity but dislike the KMT’s candidate Han Kuo-yu. It
was a negotiation between Tsai’s Taiwanese national identity and some voters’

R.O.C. national identity.

Tsai agreed to make some videos containing symbols related to the R.O.C. identity. It was done
to win votes from voters a disliking Han Kuo-yu yet have a strong R.O.C. identity. Tsai has
used the term ‘R.O.C. Taiwan’ as the greatest common denominator of Taiwan’s national
identity to appeal to the greatest number of voters. (Juan Chao-hsiung)

Discourse analysis based on Van Dijk’s framework:
This is a campaign video in which Tsai recognises the R.O.C. identity. In the video,

Tsai admits that she is a member of the R.O.C. However, a deeper inspection of the
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video will find that the micro-structure or the style of the video was to downplay the
significance of the R.O.C. identity or to demonstrate the DPP’s reluctant recognition
of the R.O.C. identity.

The scenes of the video stress that it is normal to see the R.O.C. flag in people’s
daily lives, such as on a kid’s drawing, driver’s license, a person’s passport, or on a
playground. It is also often seen in international sporting games and events such as the
waving of the R.O.C. flag by Taiwan’s cheerleading squads on playing fields. The
monologue in this video is saying that there is no need to fight or to come up with a
slogan for the R.O.C. identity. This micro-structure implies that it is unnecessary to
emphasise the existence of the R.O.C. identity. It delivers the impression that Tsai has
nothing, in particular, to say about the R.O.C. identity. In fact, it is a 30-second short
video in which no deliberation of the R.O.C. identity is included.

Two macro-structures or main topics are included in the video. The first is Tsai’s
pronouncement that you and I are all in the R.O.C., with a scene showing Tsai making
this statement in the presidential palace as the president of the country. In light of
Tsai’s inclination towards Taiwanese identity and her usual avoidance of the R.O.C.
identity, this declaration was so surprising that the spokesperson for Tsai’s 2020
campaign office needed to provide further explanation for the video. However, Tsai is
expressing her recognition of the R.O.C. identity in the presidential palace. It is
actually a purposive arrangement to indicate that it is not an issue for her to mention
the official name of the country, after all, she is the president of the R.O.C. So, the
scene and this proclamation is a way for Tsai to directly counterattack KMT’s

accusation that she does not acknowledge the legitimacy of the R.O.C. However,
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interviewee Travis Fan, a senior political news reporter, indicates that juxtaposing the
terms of R.O.C. and Taiwan is a way to claim that the R.O.C. is Taiwan, although the

Constitution of the country regulates that Taiwan is just a province of the R.O.C.

The DPP’s strategy is to integrate the terms of R.O.C. and Taiwan. To raise the term of ‘R.O.C.
Taiwan’ is to claim Taiwan’s sovereignty in a blurred way. (Travis Fan)

The second macro-structure of the video is Tsai’s other claim in the video. It came
out immediately after Tsai proclaimed that you and I are all in the R.O.C. Tsai’s
second claim is: ‘National defence of Taiwan needs you and me.” Here we can see
how fast Tsai turns the R.O.C. identity back to Taiwanese identity. The critical
implication of this second claim is that the R.O.C. is just an official name of the
country; whereas Taiwan is the place all Taiwanese people need to defend in a
concerted manner.

The two macro-structures then lead to the super-structure of the video, that is, the
integration or coexistence of Taiwanese identity and the R.O.C. identity. In Taiwan’s
2020 presidential election, Tsai’s new reference to the country as the ‘R.O.C. Taiwan’
became the most significant issue of national identity.

In her victory speech on 11 January, 2020, Tsai referred to Taiwan as the ‘R.O.C.
Taiwan, such a beautiful and brave country.’ Tsai also mentioned the ‘R.O.C.
Taiwan’ to international media. After being re-elected as the president of Taiwan,
Tsai accepted an interview from the BBC on 14 January, 2020 and told the
interviewer that ‘We are already an independent country with the name of R.O.C.
Taiwan.’ Thus, the video analysed here is actually a prelude to Tsai’s new concept of

national identity as the ‘R.O.C. Taiwan.” Referring to the idea of the ‘R.O.C. Taiwan,’
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Tsai’s spokesperson Juan Chao-hsiung further notes that unity and solidarity are the
most important appeals for an incumbent candidate like Tsai in the presidential
election. As the president, Tsai is responsible for integrating people who have

different national identities in Taiwan.

President Tsai needs to demonstrate her intelligence as the incumbent president of Taiwan. The
most convincing discourse of national identity needed to emphasise solidarity. This strategy
also might get more votes from the public. (Juan Chao-hsiung)

Juan also points out that although the R.O.C.’s Constitution states that the country’s
territory includes mainland China and Taiwan, the reality is that the government of
the R.O.C. can only control Taiwan, Penghu, Kinmen, and Matsu. Therefore, Juan
argues, the symbol ‘R.O.C.” has to be adjusted from the R.O.C. into the ‘R.O.C.
Taiwan’ to fit people’s image of reality.

Juan stresses that the DPP knows that the national identity of the party’s supporters
is Taiwanese national identity and that they consider Taiwan to be an independent
country rather than just a province of the R.O.C. But Tsai Ing-wen also needs votes
from those who disliked Han Kuo-yu but still identify themselves as citizens of the
R.O.C. Therefore, the ‘R.O.C. Taiwan’ became the greatest common denominator of
Taiwan’s national identity. Yet, Juan stresses, ‘we insisted that our country is not a
part of mainland China, this principle is clear.’

Juan also emphasises that although most of Tsai’s young supporters have
Taiwanese national identity; they should be able to accept the moniker of the ‘R.O.C.
Taiwan.” Juan argues that when Taiwan’s youngsters cheer for Taiwanese players in

international sports games, they wave the R.O.C. flag. Another in-depth interviewee,
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a Taiwanese rhetoric scholar, John Wen, maintains that Tsai’s definition of the R.O.C.
is different from that of the KMT; Tsai uses Hong Kong’s anti-extradition movement

and holds an anti-China attitude in her campaign videos. Wen further argues that Tsai

is not afraid of losing young voters’ support with the identity of the ‘R.O.C. Taiwan’,

as long as she still expresses antagonism towards mainland China.

Overall, the discourse analysis results indicate that Tsai’s 2020 campaign videos
still emphasised Taiwanese identity. The reason some videos compare the lives of
people in Taiwan with those in other countries and Hong Kong is to highlight the
values of Taiwanese identity in terms of Taiwan’s better social security, health
insurance, freedom of speech, and democracy. Another finding is to strive for support
from those who still have the R.O.C. identity and to counterattack the KMT’s
questioning about Tsai’s national identity, Tsai has chosen to recognise the R.O.C.
identity in her campaign communications, as she even has integrated the original
Taiwanese identity and the R.O.C. identity into a new national identity of the ‘R.O.C.
Taiwan.’ In the next section, I present the content analysis and discourse analysis

results of Han Kuo-yu’s 2020 campaign videos.

7.2 The Symbolic representations of national identity in Han Kuo-
yu’s 2020 presidential election campaign videos
7.2.1 symbolic representations of Han’s national Identity

Table 7.3 shows the titles of Han Kuo-yu’s 2020 campaign videos. Three major
categories of topics were included to demonstrate Han’s personal image, his

campaign platforms, and celebrities’ recommendations for Han. Compared with the
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quantities of Ma Ying-jeou and Eric Chu’s presidential campaign videos in 2012 and
2016, Han launched fewer videos in his 2020 presidential race.

Regarding the national identity stance implied in the videos, Table 7.4 shows that
Han implies both Taiwanese and R.O.C. identities in his campaign videos. Among the
13 videos, dual identity appeared eight times and ‘Taiwanese identity only’ five
times. None of the videos only imply the R.O.C. identity. In other words, unlike
KMT’s 2012 and 2016 campaign videos which implied a dual identity throughout,
Han’s 2020 videos implied a dual identity only in some of his campaign videos. But
that does not mean that Han has a different national identity stance from that of Ma
Ying-jeou or Eric Chu. In fact, for Han, the only legitimate national identity is still the
R.O.C. identity, whereas the Taiwanese identity is just a provincial identity.

From the beginning of the 2020 campaign, Han defined his presidential race as ‘a
battle to protect the R.O.C.”(H1ZE B £ HK) In each large-scale campaign rally,
most participants waved the R.O.C. flag or put the flag logo on their clothing. So,
there is no doubt that Han has a strong R.O.C. national identity. At the same time,
Han’s major campaign slogan is ‘Keep Taiwan Secure; Make People Rich.” (& /&2
%4, ANEA#$%) This is the clearest evidence that, like Ma and Chu, Han also invokes
Taiwanese identity in his campaign. Yet, for Han, Ma, and Chu, this Taiwanese
identity is not a national identity but just a provincial identity. As mentioned earlier in
the thesis, KMT’s basic identity stance is ‘I am Taiwanese; I am also a citizen of
R.O.C~

Han’s 2020 videos, as Table 7.4 shows, propose policies focusing on ‘Keep Taiwan

Secure’ (12 times), and ‘Make People Rich.” (11 times) These appeals are the main
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themes of Han’s presidential campaign, with the slogan ‘Make People Rich’ being an
extension to Han’s 2018 Kaohsiung mayoral election slogan ‘Goods go out, people
Come in, Kaohsiung makes a fortune.” (&7, AMEZR, SilfESEAHT) Because the
slogan was effective in the mayoral election, Han extends and uses it in his
presidential campaign. The implication of ‘Keep Taiwan Secure’ involves Taiwan’s
national defence and stable social order. Han does not explicitly mention cross-Strait
policy in his videos; he only emphasises domestic prosperity and stability. Han’s
campaign videos fully demonstrate that the most important mission for a new leader
of Taiwan is to develop the economy. In the videos, most policies are related to ‘Keep
Taiwan Secure; Make People Rich’, these being the main claims of Han’s 2020
national identity appeals. Because the slogans are all about Taiwan, it is a clear
indication of Han’s Taiwanese identity.

Regarding the signs or slogans in Han’s videos, Table 7.4 shows that the name
‘Taiwan’ (8 times) and the slogan of ‘Resume Taiwan’s Glory’ (8 times) appear
frequently. These most frequently appearing signs and slogans also highlight Han’s
Taiwanese identity concerning Taiwan’s economic development and the future
prospects for Taiwan’s younger generations. Han’s videos challenge Tsai’s first-term
presidential performance. For instance, one video urges Taiwan to ‘Resume Glory’
and attacks the DPP for Taiwan’s economic recession and inferior status in the
international society. Han tries to persuade the electorate that he can revive Taiwan’s
economy and international status.

As for the scenes, Table 7.4 shows that, to imply Taiwanese identity, Han’s videos

portray local industry and people (6 times), Mayor Han in Kaohsiung (6 times), and
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Han interacting with grassroots Taiwanese (5 times). The scenes of local industry and
Han’s interactions with the grassroots highlight Han’s non-elite character and his
concern for people’s wellbeing. Han’s interactions with farmers and fishermen are
scenes showing his grassroots image and implying his Taiwanese identity. The scenes
of Mayor Han in Kaohsiung are shown to persuade the electorate that he is a hard-
working politician. Han had left political life for 17 years before being elected the
mayor of Kaohsiung in 2018. He then became the KMT’s presidential candidate in
2019. This personal history makes Han face two critiques---his limited achievements
as a mayor and the label of a runaway mayor. Han chooses to emphasise his
achievements in Kaohsiung to persuade the electorate that he can also be a capable
national leader.

Han shows how he beat the DPP in Kaohsiung and improved the city’s economic
performance. Han received overseas orders for Kaohsiung’s agricultural products,
using them to persuade the electorate that if he becomes the president of the nation,
people’s lives will improve materially. This strategy aims to dissolve his ‘runaway
mayor’ label.

In Han’s videos, two songs and multi-ethnic languages are also used to imply
Taiwanese identity, with the songs demonstrating Han’s identification with Taiwan
and people’s appreciation of Han’s concerns for Taiwanese people. Han speaks
Mandarin in his videos (12 times), however, different languages, including Minnanyu
(twice) and Hakka (once) also appear in the videos to show Han’s respect for

Taiwan’s multi-ethnic groups.
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In addition to implying Taiwanese identity, Han also uses some symbols to
represent the R.O.C. identity. Han does not raise any platforms implying his R.O.C.
identity; however, the R.O.C. flag (6 times) and the name of R.O.C. (once) appear in
Han’s videos. Moreover, the scenes showing Han’s supporters waving the R.O.C. flag
at campaign rallies (5 times) also imply the R.O.C. identity. In Han’s videos, three
theme songs were used to imply Han’s R.O.C. identity. One of the songs namely ‘Den
Tapre Landsoldat’ (in English meaning, ‘I am now going to a war.”) (FRIRAEZ H1E)
matches Han’s self-positioning of his presidential race as a battle to protect the
R.O.C.

The R.O.C. flag is displayed frequently in Han’s videos as an important symbol of
the RO.C. identity; this may explain why Han does not mention the name R.O.C.
frequently in his videos. In fact, in the videos, Han more often calls the country
‘Taiwan’ than ‘R.O.C.’ In other words, Han does not particularly show himself
identifying with the R.O.C.; what he stresses is his concern about Taiwan’s economy
and people’s lives. That implies his Taiwanese identity, even if it is strategic in
nature.

Overall, Han’s campaign videos mainly express his personal charisma, and his
concerns about Taiwan’s security, prosperity, and the younger generation’s future.
Han’s campaign slogan ‘Keep Taiwan Secure; Make People Rich’ clearly indicates
his Taiwanese identity. On the other hand, Han defines his presidential race as a battle
to protect the R.O.C., with the flag of the R.O.C. appearing frequently in his
campaign videos. These are all evidence of Han’s R.O.C. identity. Yet, in his

campaign videos, Han himself emphasises Taiwanese identity more than the R.O.C.
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identity. In fact, Han’s camp has deeper considerations for not over emphasising
Han’s R.O.C. identity in campaign videos. Interviewee Chang Wu-ueh, Han’s chief

consultant, explains the considerations.

First, the national identity issue might intensify social cleavages and exacerbate cross-Strait
tension. In addition, Han does have the same dual identity as Ma Ying-jeou and Eric Chu, but
the campaign context has changed a lot since 2008. The China-U.S. relationship affected
mainland China’s policies toward Taiwan. It also has influenced the support from the U.S. for
the candidates in Taiwan’s presidential election. Thus, as a candidate in Taiwan’s presidential
election, Han needs to determine how to present his national identity, which national identity
can satisfy the U.S. government and Taiwanese voters, and to maintain peaceful relations with
mainland China. (Chang Wu-ueh)

Another in-depth interviewee Niu Tse-hsun also believes that Han’s less emphasis
on R.O.C. identity in campaign videos might be more acceptable to the U.S.

government.

With mainland China basically keeping silent about Taiwan’s presidential election, and with
the U.S. government seeming to strongly support the DPP’s candidate Tsai Ing-wen’s anti-
China stance, Han finally decided not to over emphasise his R.O.C. identity in his campaign
videos but to talk more about his Taiwanese identity in the videos. (Niu Tse-hsun)

Han doesn’t emphasise his R.O.C. identity in any of his campaign videos. The discourse of the
R.O.C. identity might involve relations between Taiwan and Mainland China. Because cross-
Strait interaction and the 1992 Consensus had been stigmatised by the DPP, Han’s camp avoids
making national identity ads. For Han’s camp, this controversial issue is too sensitive to solve.
The safest way is to just stress Han’s Taiwanese identity in his campaign videos. (Niu Tse-
hsun)

In addition, Han does not talk about the KMT’s cross-Strait policies, nor does he
display Chinese and Taiwanese culture in the video. According to interviewee Chang
Wu-ueh, Han’s chief campaign consultant, Han uses the word ‘up’ as the closing
mark of most of his videos, deliberately weakening the KMT’s image in each video.

Chang explains that

the main reasons for doing that are: First, Han is an atypical candidate; he wants to highlight
his personal character instead of strengthening his image as a traditional KMT presidential
candidate. Second, Han’s vice-president candidate Chang San-cheng (5E32F{) is not a KMT
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member then. Third, many of Han’s supporters are not traditional KMT supporters. (Chang
Wu-ueh)

The interviewees’ opinions indicate that Han does have a deeper consideration
about how to imply his Taiwanese identity and the R.O.C. identity in campaign
videos. In the next section, I present the results of discourse analysis on three of Han’s
campaign videos to further demonstrate the rationales behind the symbolic

representations of Han’s dual identity.

Table 7.3 Han Kuo-yu’s 2020 campaign videos

1. Den Tapre Landsoldat (FeERAFZH{E)
2. Starts from the south of Taiwan; to resume Taiwan’s glory (€55 /5 8¢, EIREELEL)

3. Step by step, being a pragmatic person: Li Si-chuan (—20— & Hfl, Z2P0UJI))
4. Policy for the young generation: entrepreneurship, bid for investment (F R, HEHEE5]

://—\r)

5. The shining blue sky (FEHEHTEEK)

6. Waiting for a person (Z—{f \)

7. The navigation of national policies, Taiwan takes off: Celebrities’ recommendations ([
BUENT, BEER: 4 AHEER)

8. Policy of the young generation: young and old live together: social housing (& #R3L1E,
L)

9. Millions of grassroots stand up to the rally party( 7 &5 Euh Ak, BLIE P den €r)

10. Taiwan upgrades, the glory will appear again (FE4fFFE1, 18 )

11. We will let Taiwan be a prosperous country again (4 /KA ¥, =TI EEE)

12. Connecting to international society: student loans ([BIFEHZH, 4 H )

13. Han Kuo-yu’s campaign video: several mayors’ support (# B F it 188 i 5. Wi i =

Vavis

)

Note: All the videos are collected from YouTube.

Table 7.4 Symbolic representations of dual identity in Han’s 2020 campaign

videos

Symbolic representations of Taiwanese identity:

Platform/policy:
to strengthen Taiwan’s national defense (12 times), Taiwan’s economy (12)
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Sign/slogan:
the name of Taiwan (8), resume Taiwan’s glory (8), Taiwan Secure, People Rich (12)

Scene:
Taiwan’s local industry (6), Mayor Han in Kaohsiung (6), Han interacts with grassroots

Taiwanese (5)

Song:
Red flower rain (4L{5FR) (1), waiting for one person (Z£—{@& A) (1)

Language:
Mandarin (12), Minnanyu (2), Hakka (1)

Symbolic representations of R.O.C. identity:

Sign/slogan:
R.O.C. flag (6), name of the R.O.C. (1)

Scene:
Han’s supporters show love for the R.O.C. flag (5)

Song:
the anthem of the R.O.C. flag ([FJi£&X) (1), The shining new blue sky (FEHEHTEEX) (1),
Den Tapre Landsoldat (FeERAFZHE) (1)

Overall stance of identity in each video:
Taiwanese identity only (5), R.O.C. identity only (0), dual identity (8)

Note 1: A total of 13 Han’s 2020 campaign videos were found on Internet and
included in the content analysis. The coding scheme includes 6 categories and a total of 72 sub-
categories.

Note 2: A video may contain multiple platforms/policies, signs/slogans, scenes, songs, and languages.

Note 3: The inter-coder reliability is 0.93. The formula of inter-coder reliability is
R=2M/N1+N2 where R is inter-coder reliability coefficient; M is the identical coding

decisions of 2 coders; N1 and N2 are the numbers of coding decisions each coder makes. In

this analysis, R=2 x 870/ (72x13 + 72x13) = 0.93.

7.2.2 The rationale behind Han’s symbolic representations of national identity

Video 1: Start from the south of Taiwan; to resume Taiwan’s glory ({55 7 H 5%,
HIRE 5 (https:// www.youtube.com/watch?v=2yn0VI1V3g4) (first launched

on YouTube on 2 November, 2019, reaching 647,873 viewing times on data

collection day, 14 January, 2020)
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Description of the video:

This is a 30-second short video. Han Kuo-yu reads the monologue as follows.

My good friends, since [ was elected as the mayor of Kaohsiung City, my administrative team
has cleaned the city’s ditches for 3,000 kilometres, re-paved 230 roads, and launched Taiwan’s
first bilingual education programmes in elementary schools. I hope that after Kaohsiung
becomes better, all of Taiwan will attach more importance to education, care more about
vulnerable groups, and make great efforts to take care of the grassroots people. Kaohsiung has
become better; Taiwan will be better.

Several scenes appear in the video to match Han’s monologue. Most of the scenes
are the records of Mayor Han and his Kaohsiung colleague’s daily work. The video
then ends with the subtitles of ‘Start from the south; Resume Taiwan’s glory,” and
‘R.0O.C. presidential candidate Han Kuo-yu, Keep Taiwan Secure; Make People

Rich.’

Discourse analysis based on Fairclough’s framework:

At the first glance, this is just a short documentary video, showing what Han has
done for Kaohsiung since he took over the mayor’s office in December, 2018.
However, it is actually a campaign video to justify his decision to run for the
presidency of Taiwan. Legally speaking, he had the right to join the 2020 presidential
race, even though he had just started the mayor’s work in Kaohsiung only 9 months
before the 2020 presidential election. His decision to run for the presidency indicates
that he has at least a certain extent of confidence in his victory in the presidential
election.

However, the decision only reflects his private discourse about his personal

political career. People, especially the voters in Kaohsiung may have different
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thinking about Han’s running away to seek the presidency, and the DPP also grabbing
the chance to attack Han for his ‘abandonment’ of Kaohsiung. In this case, the video
analysed here can be considered as a negotiation between Han’s decision for the
presidency and the public’s suspicion about his credibility as a committed politician.
In other words, in the presidential campaign, Han can only show his Taiwanese
identity and the R.O.C. identity as well as his ideal of ruling the whole country to urge
people’s support; he still makes the video to argue that what he has done for
Kaohsiung will predict what he can achieve as the president of Taiwan. For Han, this
is negotiable and persuasive to make sense of Kaohsiung identity to Taiwanese
identity and the R.O.C. identity.

Thus, the video itself indicates how necessary it is for Han to explain why his
identification with Kaohsiung can be or even should be transferred into identification
with Taiwan. After all, as an article in ‘The Diplomat’ (Reichenbach, 2020) notes,
‘Han is accused of neglecting his mayoral duties and abandoning Kaohsiung during
his presidential campaign.’ British researcher Dafydd Fell also indicates in a press
interview (Thomas, 2020) that leaving the mayor’s office of Kaohsiung inevitably

harmed Han’s presidential campaign. Fell notes that

Han’s decision to first seek the KMT nomination for the presidential candidate so soon after
being elected meant that it was inevitable, he would alienate a large section of the Kaohsiung
electorate, including many that actually voted for him in 2018.

Fell and Reichenbach’s observations fully describe Han’s predicament of being

labelled as a ‘runaway’ mayor by his opponent in the presidential campaign. His

decision to launch this video indicates his attempt to negotiate with the public,
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especially the Kaohsiung citizens, by saying that his remarkable achievements in
Kaohsiung deserve to be extended to the whole country. The reason for Han to raise
the slogan ‘Start from the south, Resume Taiwan’s glory’ in the video is to argue that
his Taiwanese identity stemmed from Kaohsiung identity. It was to argue that
Kaohsiung is a part of Taiwan, therefore, a resumed glory in Taiwan entails an even
better future for Kaohsiung.

At last, it is interesting to find that, at the end of the video, Han identifies himself
as the ‘R.O.C. presidential candidate.’ It is a self-identification not found in Ma Ying-
jeou or Eric Chu’s campaign videos. This self-calling appears with Han’s campaign
slogan ‘Keep Taiwan Secure; Make People Rich.” Thus, the content of the video and
all the ending subtitles demonstrate that, for Han, the Kaohsiung identity, Taiwanese

identity, and the R.O.C. identity are all connected instead of mutually exclusive.

Discourse analysis based on Van Dijk’s framework:

The micro-structure or the rhetoric of the video is quite obvious. Han tries to use
this video to persuade people, especially the Kaohsiung citizens, that it is a reasonable
decision for him to run for the presidency after only being elected as the mayor of
Kaohsiung 9 months previously.

In the video, Han reads the monologue by himself. It is a way to show his
willingness to face the public’s suspicions or questions and to explain the decision
personally. The scenes showing Han working in Kaohsiung serve two purposes. First,
they are a reminder of Han’s involvement in the city’s administration. Second, the
visual images of Han working as mayor are more convincing than just a series of

statistics about Han’s achievements as the mayor of Kaohsiung.
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Han mentions three major works that he accomplished in Kaohsiung, including
cleaning the city’s ditches for 3,000 kilometres, re-paving 230 roads, and launching
Taiwan’s first bilingual education program in elementary schools. These are the
works that Han is most proud of, because they are closely related to Kaohsiung
people’s daily lives and the younger generation’s future but had never been completed
before by the former DPP mayors of Kaohsiung. Han's mentioning of these
achievements in the video means that he is confident that the accomplishments are
undeniable.

At the micro-structure level, Han indicates what he has done for Kaohsiung. Those
facts together lead to the macro-structure of the video; that is, of his being an
administrator with unparalleled courage and efficiency. Based on this macro-
structure, Han raises the super-structure or the overall idea of the video as ‘Start from
the south, Resume Taiwan’s glory.” This super-structure has three implications.

First, if he were an incapable politician, he would be unqualified to run for the
presidency of Taiwan. Second, Kaohsiung’s citizens should not only care about their
own happiness; they should be glad to see Taiwan’s other cities become better as
Kaohsiung has experienced under Han’s administration. Third, and the most
intentional for Han, the starting point of Taiwanese identity is to identify with the city
of Taiwan. That is an interesting argument, as this is the first time Taiwanese identity
is defined as a provincial identity that composes of identities with respective cities in
Taiwan. In other words, what Han tries to argue is that he is not abandoning his
mayoral office in Kaohsiung for the presidential palace in Taipei; he is just starting

his work to resume Taiwan’s glory by first making Kaohsiung better than ever.
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Interviewee Chung Po-Chung indicates that anyway, Han has to justify his decision
for joining the 2020 presidential election. Making Kaohsiung identity a starting point

for Taiwanese identity might be the only possible argument for Han.

Han raises the campaign slogan ‘Starts from the south’ to imply that his Taiwanese or even
R.O.C. identity stems from his concerns about Kaohsiung citizens’ happiness. That is a strategy
to justify his decision to join the 2020 presidential election. In other words, Han tries to make
Kaohsiung the starting point of his idea to keep Taiwan secure and to make Taiwanese people
rich; he just tries to argue that he will never abandon Kaohsiung. (Chung Po-Chung)

Another interviewee, a senior political news reporter Yang Hsiang-chun also notes
that it is difficult for Han to justify his decision to join the presidential race. He has to

figure out a way to connect Kaohsiung identity with Taiwanese identity.

Han has to explain why he joined the presidential election after he was just elected as the mayor
of Kaohsiung for less than one year. So, he re-defines his runaway as ‘Starts from the south.’
His rhetoric is that ‘My love for Taiwan starts from my concerns about Kaohsiung.” I wonder
how many Kaohsiung citizens would accept this rhetoric; but Han has no choice but to make a
plausible reason for his decision to run for the presidency. (Yang Hsiang-chun)

Video 2: Den Tapre Landsoldat (FRERFEZEHLE)
(https://www.youtube.com/watch?v=Kozn0q6tf4k) (first launched on YouTube on 18

October, 2019, reaching 370,129 viewing times on data collection day, 14 January,
2020)

Description of the video:

This is a 30-second short video where Han sings his campaign song ‘Den Tapre
Landsoldat’ (F¢IRAF ZEH{E) in Mandarin as the theme song of the video. In the
middle of the video, some people begin singing the song along with Han. The song
was originally a Danish military song. The title of it means ‘A Brave Soldier’ in
English. The song was translated into Chinese over 50 years ago. Many Taiwanese
people are familiar with it. The Chinese title of the song means ‘I am going out to
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battle.” Han has chosen the song as his major campaign song. The lyrics of the song

are as follows.

I am going out for battle; I am going out for battle. A beauty wants to be my company, my God!
A beauty wants to be in my company. You definitely can’t go with me; [ am going out to battle!
If I can survive the battle, I will come back to see you. If the enemy does not invade my country,
how can I leave you for battle? However, every citizen in my country needs my protection.
That is why I have to go out to battle. Aha! Aha! Aha!

Several scenes appear to match the theme song. In those scenes, people of different
genders, ages, and occupations all show a cheer-up gesture. One scene then shows
Han with a very serious expression on his face walking on a grass field and then
looking up at the sky. The video then depicts a mosaic picture where Han and his
supporters are giving the same cheer-up gesture. The ending subtitle of the video is:

Star from the South, Resume Taiwan’s Glory. R.O.C.’s presidential candidate Han

Kuo-yu, Keep Taiwan Secure; Make People Rich.

Discourse analysis based on Fairclough’s framework:

This video looks like a normal campaign video where Han and his supporters are
just showing their resolution to win the 2020 presidential election. However, the
video actually opens up about Han’s difficult decision to leave the mayoral office in
Kaohsiung for the presidential palace in Taipei and serve all the people living in
Taiwan.

The theme song of this video fully reflects Han’s expectation to make a negotiation
with Kaohsiung’s electorate. As an article in the Internet magazine ‘The Diplomat’

indicates (Reichenbach, 2020).
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initially, Han grabbed Taiwan’s attention when he exploded into the limelight as a fringe KMT
player who unexpectedly won the 2018 mayoral election in Kaohsiung, Taiwan’s second most
populated city. This victory was surprising because Kaohsiung has long been considered a
Democratic Progressive Party (DPP) stronghold, with its last KMT mayor being Wu Den-yih
in 1998.

As soon as Han was elected as the mayor of Kaohsiung, his name began to be
frequently tested in public opinion polls for the likelihood of being elected as the
president of Taiwan in 2020. With most polls indicating Han having a good chance of
winning the 2020 presidential election, he finally decided to join the KMT’s primary
election for the presidential candidacy only nine months after having started his
mayoral administration. As mentioned above, it was a difficult decision for Han to
make, because the decision would inevitably trigger the disappointment of some
Kaohsiung citizens, as well as political rival’s attacking him for shirking his

mayoral duties. As the article on ‘The Diplomat’ notes (Reichenbach, 2020),

after announcing his presidential candidacy, early polls showed Han with a nearly 30-point lead
over incumbent President Tsai Ing-wen of the DPP. But eventually, his popularity faltered, and
polls swung in the other direction, leading to Tsai’s landslide victory in January 2020. Now,
voters in Kaohsiung are calling for Han to be removed from the mayor’s office.

The early polls made Han confident in his victory in the presidential election;
however, when Han became the KMT’s 2020 presidential candidate, after just having
been elected as the mayor of Kaohsiung 9 months before. It was natural that some
Kaohsiung citizens opposed and disagreed with Han’s bigger political ambition. Thus,
the video analysed here indicates that Han tries to negotiate by saying that, first of all,
he has been forced to join the presidential race; second, he promises that no matter

whether he wins or loses the race, he will definitely continue to serve Kaohsiung. All

239



these ideas are represented in the lyrics of the campaign theme song. As a news report

indicates (EBC news, 16 October, 2019),

the lyric of the song fully reflects Han’s situation and mood---especially the words ‘If I can
survive the battle, I will come back to see you. If the enemy does not invade my country, how
can [ leave you for battle? However, every citizen in my country needs my protection.” These
sentences can be used to explain why he join the presidential election after only taking over the
mayor's office in Kaohsiung for 9 months.

The lyrics say: ‘If the enemy does not invade my country, how can I leave you for
battle?” Here the enemy’s invasion implies the DPP destroying the R.O.C.’s
legitimacy, and thus, as the protector of the R.O.C., Han argues that he has been
forced to join the presidential election to protect his country. The lyrics also say, ‘If I
can survive the battle, I will come back to see you.” This is a critical part of the
negotiation. What Han tried to persuade Kaohsiung citizens is that if he wins the
presidential election, he will continue to make the city better during his presidential
administration. If he loses the race, he will also come back to serve Kaohsiung as the
mayor of the city. So, what Han wants to imply in the theme song is that he has to
leave Kaohsiung temporarily to fight for the R.O.C. identity; but he will still hold his

promises and identification with Kaohsiung and Taiwan.

Discourse analysis based on Van Dijk’s framework:

According to Van Dijk (2018), the micro-structure of a text refers to the style or
rhetoric of the text. The style of the video is moving and tragic. Han sings the theme
song by himself; the lyrics of the song can be seen as fully reflecting his mood of
finally deciding to join the 2020 presidential election. The lyrics describe a man

forced to go out for battle, because his country has been invaded and his people need
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protection. In the lyrics, the man also promises that if he survives the battle, he will
come home to see his lover. The whole song then shows Han’s rhetoric regarding his
decision to run for the presidency.

The song provides Han with the argument that, because the enemy has invaded his
country and his people need his protection, he is forced to join the presidential race.
This is certainly a metaphorical description of the DPP’s avoidance of the R.O.C.
identity. The description also matches Han’s definition of his presidential campaign
as a battle to protect the R.O.C., and his accusation that the incumbent DPP President
Tsai Ing-wen totally ignores the legitimacy of the R.O.C.

The lyrics of the theme song also contained the man’s promise that if he can
survive the battle, he will come back to see his lover. Han used this part of the lyrics
to imply that no matter whether he wins or loses the presidential election, he will
continue to take care of Kaohsiung citizens and ensure their happiness. This is Han’s
critical promise to Kaohsiung’s electorate; if he becomes the president of the country,
he will not forget the city in the south of Taiwan.

Han chooses the song as the micro-structure of the video not only because it can
function as a symbolic representation for his justification to join the presidential
election, but also because the song is so familiar to many Taiwanese people, so an
explanation of its meaning is not needed. In the middle of the video, some people at
the campaign rally are depicted as singing along with Han, as the video also shows
people of different social backgrounds all giving a cheer-up gesture for Han. This
implies that Han’s justification for the video is understood and accepted by many

Taiwanese people.
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Thus, the song and the images of people together lead to the macro-structure of the
video; that is, Han finally making his decision to run for the presidency of the
country: it was not to run away from his mayoralty of Kaohsiung; it is a soldier to
fight for his country’s legitimacy, and he promises to return if he survives from the
battle. This macro-structure then leads to the super-structure presented by the ending
subtitles of the video: Han is a politician with the R.O.C. identity and Taiwanese
identity. The way he realises the dual identity is to join the presidential election and to
keep Taiwan secure as well as to make people rich. Furthermore, his fight for this
dual identity stems from his identification with Kaohsiung, the largest city in the

south of Taiwan.

Video 3: The shining blue sky (IR ETEEK)
(https://www.youtube.com/watch?v=jJFTiah7ksw) (first launched on YouTube on 3
December, 2019, reaching 234,874 viewing times on data collection day, 14 January,
2020)

Description of the video:
It is a 1 minute and 34 seconds video. One of Han’s rock-style campaign songs

permeates the video. The lyrics of the song are as follows.

Walking sweaty on the soil; ploughing every field of heart with footprints. Changing will finally
come, let us create a new blue sky together. Be diligent every moment; the grief and the
bitterness will finally become sweet. Raising your warm hands, let us create a new blue sky.
Walking ahead step by step; never give up all the way. Fearless of a storm, no compromise; let
the future be brighter. Follow me, up! Go fighting, up! Make your dreams bravely; grit your
teeth and break through the limitation. The dark clouds will disappear, and the blue sky will
show up. Follow me, up! To fight passionately and don’t back off. Just stand firm and overcome
the crisis. The day must come!
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The matching scenes are Han’s close interactions with some people, including
policemen, military officers, farmers, labour workers, youngsters, disabled persons
and supporters in the rallies. Several shots show Han’s serious facial expressions. The

video then ends with the subtitle ‘The shining new blue sky.’

Discourse analysis based on Fairclough’s framework:

This video implies Han’s dual identity. What Han tries to show in the video is that
he has both a strong Taiwanese identity and the R.O.C. identity. It is a typical
negotiation for the KMT’s candidates to make in Taiwan’s presidential elections. No
matter what identity the KMT candidates really hold; they must express or imply a
dual identity in their presidential campaigns.

On the one hand, like Ma Ying-jeou and Eric Chu in the 2012 and 2016 elections,
Han shows his concern for and makes real administrative efforts to further the well-
being of the Taiwanese people. Before being elected as the mayor of Kaohsiung in
2018, Han had left Taiwan’s political scene for 17 years, therefore, he shows his
contributions to the Taiwanese people in a montage of retrospective images
highlighting his achievements in his short tenure as mayor of Kaohsiung. Scenes of
this kind depict policemen and military officers paying respects to Han, as well as
Mayor Han joining the disabled’s sports games, squatting on the ground to check the
growth of crops, making safety inspections of public construction, and
communicating with youngsters about their future. All these scenes imply that Han

has made efforts to express his great concerns about the Taiwanese people.
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On the other hand, the video implies Han’s R.O.C. identity by showing the R.O.C.
flag many times on the screen. The flag appears on Han’s neck tag, supporters’
clothing, and almost everywhere in the rallies. What Han tries to imply is that the
R.O.C. identity is not only his personal stance but that of many Taiwanese people.
That is an important message of the video. One of the interviewees Lin Hsiang-pin, a
producer of Han’s campaign videos, explains why the R.O.C. flag appears so

frequently in Han’s campaign videos.

It is stunning to see one million supporters in a rally waving the R.O.C. flag spontaneously;
Taiwanese people eventually have noticed that national identity is a significant issue. (Lin
Hsiang-pin)

As mentioned before, Han defines his presidential campaign as a battle to protect
the R.O.C. That is a strong appeal not found in Ma Ying-jeou or Eric Chu’s 2012 and
2016 campaigns. The content analysis and discourse results indicate that Ma and Chu
focused more on Taiwanese identity than on the R.O.C. identity in their campaigns.
Even when launching videos focusing on their R.O.C. identity, they use styles of
symbolic representations for identity in soft tones. Thus, whether Han’s stronger
appeal to the R.O.C. identity can be accepted by many Taiwanese people becomes a
critical issue in the 2020 election. In this video, several scenes showed Han supporters
excitedly waving the R.O.C. flag at the campaign rallies. The purpose of these scenes
is to imply that Han shares a strong R.O.C. identity with many voters, with it being
not only his personal idea of national identity. Using Fairclough’s (2005) words, Han
uses scenes full of R.O.C. flags to imply that his private discourse of R.O.C. identity

is parallel to many people’s zeal for the same national identity.
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What should be further noted is that, in the video, Han implies two things about the
R.O.C. identity. First, the lyrics of the campaign theme song include the words
‘bitter,” ‘grief,” ‘never give up,” and ‘fighting.” These words are implying that now in
Taiwan, it is not easy to express one’s R.O.C. identity. With the DPP being the ruling
party in Taiwan when Han’s campaign was launched, the theme song is also implying
that the DPP upholds the Taiwanese national identity and suppresses the R.O.C.
identity. Second, since the colour blue refers to the KMT in Taiwan, the R.O.C. flag
and the title of the video ‘The shining blue sky’ together imply that the only way to
highlight the R.O.C. identity is to make KMT the ruling party of Taiwan again. Since
2012, this is the first time a KMT’s presidential candidate reminds voters that the

R.O.C. identity is in danger and the KMT is the only saviour of this national identity.

Discourse analysis based on Van Dijk’s framework:

The microstructure or the style of the video is active and encouraging, which is
fully demonstrated in the lyrics and the rhythm of the campaign theme song. Two
categories of scenes are contained in the micro-structure. The first one shows Han’s
endeavours in the first year of his mayoralty. As most of these scenes have been
reported by the media, they serve as a reminder of what Han has done for the well-
being of people, especially the citizens of Kaohsiung. The lyrics of the theme song
make sense for the scenes implying Han’s concerns about Taiwanese people’s lives in
multiple respects, including farmers’ harvests, the safety of public construction, the
happiness of the disabled, and the future of young people.

The second category of scenes demonstrates people’s zealous support of Han in

Han’s campaign rallies. The scenes show Han’s fans waving the R.O.C. flag in the
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rallies and Han being deeply touched. These emotional scenes also appear in
television news reports. Thus, both categories of scenes are familiar to many voters;
they are an understandable micro-structure.

The micro-structure leads to the understanding of the two macro-structures of the
main topics of the video. The first one is about Han’s achievements as the mayor of
Kaohsiung. The matching lyrics in the campaign song remind viewers that Han has
dealt with official business personally and industriously.

The second macro-structure shows Han as a popular presidential candidate who
shares the same R.O.C. identity with his supporters. The two macro-structures
together lead to the super-structure or the overall idea that Han has both a strong
Taiwanese identity and the R.O.C. identity.

In addition, the campaign theme song further reminds viewers that the blue sky is
covered by dark clouds; therefore, people need to vote for Han to make the blue sky
shine again. Since blue is the colour representing the KMT, ‘shining blue sky’ is a
desire for voters to vote for Han, so the KMT can be the ruling party of Taiwan again.
In fact, ‘shining blue sky’ is another way to say changing the status quo in Taiwan’s
politics. Since Han is the challenger in Taiwan’s 2020 presidential election, it is
natural for him to raise this appeal, just like Tsai Ing-wen did in her 2012 and 2016
presidential campaigns when she was a challenger for the presidency.

However, as Tsai was urging a change in the 2012 and 2016 elections, as the
research findings present in previous chapters, she used campaign videos to imply
that, due to Ma Ying-jeou’s poor presidential performance, Taiwan was in a dark age

and Taiwanese national identity was not bringing about happiness for Taiwanese
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people. After having been elected as the president in 2016 and becoming the
incumbent presidential candidate in the 2020 election, she no longer feels about a
diminished Taiwanese national identity anymore; it was the challenger Han’s turn to
imply that the R.O.C. national identity is suppressed and needs to shine. Thus, as
mentioned before, we can see how presidential candidates have used symbolic
representations to imply the status of national identity, partly depending on their roles

in the elections.

7.3 Overview of this chapter

Compared to the 2012 and 2016 elections, Taiwan’s 2020 presidential election has
been distinctive in terms of Tsai Ing-wen’s new national identity appeal and Han
Kuo-yu’s awkward candidacy. In addition, the Hong Kong 2019 anti-extradition
movement was an influential factor in Taiwan’s 2020 election. None of these
situations occurred in Taiwan’s previous presidential elections.

Overall, the first major research finding presented in this chapter is that, in
Taiwan’s presidential election, candidates use national identity protection to highlight
the significance of their election campaigns. In 2019, Hong Kong broke out the anti-
extradition movement. The DPP’s 2020 presidential candidate Tsai Ing-wen
immediately used this incident to define her campaign as to protect the value of
Taiwanese national identity, specifically referring to Taiwan’s freedom of speech and
democracy. On the other hand, the KMT’s candidate Han Kuo-yu defined his

campaign as a battle to protect the R.O.C. national identity. Han even used this excuse
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to justify his desire to leave the mayoral office of Kaohsiung, only having started
being mayor there for a short period.

While being asked to elaborate on the two candidates’ strategies of using national
identity to urge support from the public, the most in-depth interviewees gave a higher
credit to Tsai. As two of the interviewees, Niu Tse-hsun and a senior political news
reporter Travis Fan indicate, Hong Kong’s anti-extradition movement has provided
Tsai with an excellent opportunity to legitimise her antagonism against mainland
China. Tsai uses this chance to persuade the Taiwanese people that she is the only
leader in Taiwan who has the will to protect Taiwan’s democracy and freedom from
China’s threats to Taiwan. This strategy created a very advantageous condition for
Tsai’s 2020 campaign.

The second important research finding is that candidates represented the scope of
national identity to acquire the greatest votes. When both Tsai and Han started their
campaigns, Han was leading in electoral polls. Since Han identified himself as the
guardian of the R.O.C., and many of his supporters displayed the same national
identity as Han, Tsai decided to prevent Han from monopolising the R.O.C. identity
and accusing her of totally ignoring the legitimacy of this identity. Thus, Tsai raised a
new national identity of the ‘R.O.C. Taiwan’ as a counterattack to Han’s accusation.

According to interviewee Juan Chao-hsiung, Tsai’s 2020 campaign spokesman,
extending Tsai’s original Taiwanese national identity into the ‘R.O.C. Taiwan’
identity is advantageous for Tsai in two respects. First, the new national identity can

appeal to those who have Taiwanese national identity, R.O.C. identity, or both
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identities. Second, the new identity helps get votes from those who disliked Han but
still held the R.O.C. identity.

While Tsai has expanded the scope of her national identity from the original
Taiwanese identity to ‘R.O.C. Taiwan’ identity, Tsai’s rival Han Kuo-yu integrates
the Kaohsiung identity into his original dual identity. In two of Han’s campaign
videos analysed in this chapter, the ending subtitles are ‘Han Kuo-yu, the R.O.C.’s
presidential candidate, Keep Taiwan secure; Make People Rich, and Start from the
South.” This has been the first time a KMT presidential candidate includes a city’s
identity as a part of his dual identity. The purpose of this integration is to promise that
running for the presidency does not mean abandoning the original identification with
the city where the candidate’s administrative career started.

Finally, overall, the major findings presented in this chapter indicate that, as the
researcher argues in the first chapter of this study, in Taiwan’s presidential election,
candidates indeed use symbolic representations to imply their national identities. The
best example is found in one of Han’s campaign videos analysed in this chapter. In
the video, Han says nothing but sings a song to imply that the reason for him joining
the 2020 presidential election is to protect the R.O.C. identity. The abundance of
R.O.C. flags in the video is another symbolic representation of Han’s national
identity. This video is evidence to indicate that, for Taiwan’s presidential candidates,
national identity appeal is usually implied rather than explicitly expressed in their
campaign communications. Thus, for Taiwan’s presidential candidates, as the
research findings demonstrate in this chapter, the question is how to use specific

symbols to imply their national identities for specific purposes instead of whether or
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not to present national identities in campaign communications. In other words, for
presidential candidates, the national identity appeal is actually a part of the campaign
strategy.

In addition, the discourse analysis results indicate that both KMT and DPP’s
candidates used implied appeals to national identity to justify their candidacies in
Taiwan’s presidential elections. Moreover, in Taiwan’s 2020 presidential election,
candidates used or adjusted their national identity appeals as an offensive or defensive
campaign strategy in the presidential race.

In the next and last chapter of this thesis, I make some conclusions regarding this
study and provide some suggestions for future studies on the relevant issues of this

research.
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Chapter 8. Conclusion

8.1 Studying the appeals to Taiwan’s national identity: some original
approaches

After presenting the research findings concerning the appeals to national identity in
Taiwan’s 2012, 2016, and 2020 presidential campaign videos, the researcher now
concludes this thesis by first summarising these findings and then indicating their
academic implications in terms of the contributions to the study on the appeal to
national identity in Taiwan’s presidential campaign communications. Finally, I will
indicate the limitations of this study and make some suggestions for future studies on
relevant topics.

The two research questions of this study are the following: first, what symbols have
been used to represent candidates’ national identities in campaign videos in Taiwan’s
2012, 2016, and 2020 presidential elections? Second, why have specific symbols been
used to represent candidates’ national identities? Or, in other words, what were the
rationales behind the symbolic representations of national identities? A series of
content analyses are conducted to answer the first research question. The second
question is answered by executing discourse analysis on the most popular campaign
videos in the three presidential elections. The opinions of in-depth interviewees and
relevant literature are used as supplementary information to the content analysis and
discourse analysis results. The multi-methodological approach is original for the study
of the appeal to national identity in Taiwan’s presidential campaign communications.

Previous studies on Taiwan’s national identity mainly have focused on exploring

the historical background of Taiwan’s national identity and the evolution of Taiwan’s
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national identity from ethnic nationalism to civic nationalism (Chen, 2013; Corcuff,
2002; Davison, 2003; Hughes, 2011; Rigger, 2003; Schubert and Damm, 2014; Shaw,
2002; Tien and Chu, 1996). Other studies have examined the connections between
Taiwan’s national identity and some other issues like the cross-Strait policy in
Taiwan’s electoral campaign advertising (Fell, 2015; Sullivan, 2007). This study
examines the symbolic features of national identity itself in the context of Taiwan’s
presidential elections and the considerations of these symbol selections. It is a study
taking a political communications approach to fully examine the symbolic
representations of candidates’ appeals to national identity in Taiwan’s presidential
election campaign videos.

In fact, Fell (2011, p. 97) and Corcuff (2002, p. 75) have found that, in Taiwan’s
elections, candidates may not always explicitly express their national identities in
campaign advertising but use some symbolic representations, such as the national flag
or some slogans to imply their identity stances. However, previous studies like these
have not provided more complete answers to the ‘what” and ‘why’ questions about the
symbolic features of the appeal to national identity in Taiwan’s presidential elections.
Answering these questions more fully signifies the major contribution of this study in
terms of providing a deeper understanding concerning the appeal to national identity

from both political and communicative perspectives.

8.2 What symbolic representations were used?
Regarding the first or the ‘what’ research question of this study, I find that in

Taiwan’s 2012, 2016, and 2020 presidential elections, both the KMT and DPP’s
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candidates implied their identity stances in campaign videos by employing different
symbolic representations, including platform/policy statements, signs/slogans, scenes,
songs, and languages. Although in previous studies, researchers have found the appeal
to national identity to be relevant to party agendas or public policies (Beland, 2016;
Fell, 2011; Muir and Wethererell, 2010; Lee, 2005; Perloff, 1998; Smith and Kim,
2006), national symbols (Hawkins, 2010; Isaacs-Martin, 2010; Wiltgren, 2014),
national scenes (Edensor, 2002; Wen and White, 2020), languages (Chiang, 2006;
Davis, 1997; Kloter, 2004; Lai, 2018), and music or songs (Biddle, 2008; Maes,
2018); none of the previous studies have examined what symbolic representations are
combined to imply Taiwan’s national identities. My study thus contributes to the
understanding of the appeals to Taiwan’s national identity by confirming that these
appeals as alluded to in campaign videos utilise a synthesis of multiple symbols
instead of a single symbolic representation. Moreover, my study finds that from 2012
to 2020, some changes in symbol selections are found in both the KMT and DPP’s

presidential campaign videos.

8.2.1 A synthesis of multiple symbolic representations

Regarding the symbolic representations for national identity appeal, content
analysis results indicate that both the KMT and DPP’s presidential candidates used
multiple symbolic representations in their campaign videos to imply their Taiwanese
identity or the R.O.C. identity. It is the synthesis of multiple symbols instead of any
single symbolic representation that created the implied message of the appeal to

national identity.
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In the 2012 presidential election, both of the candidates, KMT’s Ma Ying-jeou and
DPP’s Tsai Ing-wen used multiple kinds of symbols, including platform or policy
proposals, signs or slogans, scenes, songs, and languages in campaign videos to imply
their national identities. Ma’s Taiwanese identity was represented by the slogan of
‘Taiwan, come on, Bravo,’ the scenes showing Ma’s close interactions with
grassroots Taiwanese, and his respect for traditional Taiwanese cultures. Moreover,
the songs and languages used in Ma’s 2012 campaign videos demonstrated his idea of
Taiwanese identity in terms of ethnic inclusion in Taiwanese society.

As for the R.O.C. identity, the content analysis results indicate that Ma implied his
R.O.C. national identity by pointing out his diplomatic achievement of extending
R.O.C.’s unofficial relationships with other countries. In addition, the R.O.C.
passport, the R.O.C. flag, the Tang shirt (fF%~), and Chinese calligraphy works were
used to represent Ma’s R.O.C. identity in his campaign videos.

In the 2012 presidential election, Tsai promoted social justice and fairness as well
as a better social welfare system to improve Taiwanese people’s lives. Attacking the
Ma administration while simultaneously pushing her platforms, she often implied the
country with which Taiwanese people identify should be one where people can have
happy and meaningful lives.

In Tsai’s 2012 campaign videos, the scenes of Tsai visiting Taiwan’s rural areas
and her close interactions with grassroots and young Taiwanese implied that Tsai
shares Taiwanese identity with the Taiwanese people. In addition, similar to Ma’s

campaign strategy, Tsai’s videos also used Mandarin, Minnanyu, Hakka, indigenous
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languages, English, and the new immigrant’s languages to intimate her idea of ethnic
inclusion in Taiwanese identity.

In the 2016 election, KMT’s presidential candidate Eric Chu frequently presented
such slogans as ‘One Taiwan,” and ‘Open Taiwan.’ to signify his Taiwanese identity.
The images of diligent grassroots Taiwanese, the scenes depicting young voters’ lives,
and the scenery of Taiwan’s landscapes were also used to imply Chu’s identification
with Taiwan. Furthermore, Chu used Mandarin, Minnanyu, Hakka, and indigenous
languages in his videos to imply the aspect of ethnic inclusion in Taiwanese identity.

Chu’s 2016 rival was Tsai Ing-wen. In her 2016 campaign videos, Tsai used the
slogans of ‘Light up Taiwan,” ‘Love Taiwan,” and ‘To create a Taiwan with
happiness’ to imply her Taiwanese identity. In addition, Taiwanese identity was
intimated in the scenes which demonstrated Tsai’s interactions with grassroots
Taiwanese. Moreover, Tsai used Mandarin, Minnanyu, Hakka, indigenous and new
immigrants’ languages, and English in her campaign videos, this multi-lingual
strategy reflects Tsai’s idea of ethnic inclusion for Taiwanese identity.

Taiwan’s 2020 presidential election was a competition between the DPP’s Tsai Ing-
wen and the KMT’s Han Kuo-yu. Being the incumbent president of Taiwan, Tsai was
striving to be re-elected to a second term, with Han playing the role of the challenger
in the race. In the election campaign, Han presented both Taiwanese identity and
R.O.C. identity, but none of the videos only demonstrated Han’s R.O.C. identity; this
is because Han was well known before beginning to seek the presidency, and, as he
frequently proclaimed in the campaign, to be the protector of the R.O.C., so, for

balance, he put more emphasis on showing his Taiwanese identity in the campaign
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videos. In fact, Han’s major campaign slogan was ‘Keep Taiwan Secure; Make
People Rich,’ it was an appeal to make voters believe that he is really concerned
about Taiwan’s security and prosperity instead of only caring about the legitimacy of
the R.O.C.

Han proposed a platform for easing cross-Strait relations as a measure to revitalise
Taiwan’s prosperity. As for the appeal to keep Taiwan secure, it is actually a way to
declare to people that he is definitely not a pro-China politician. In addition to ‘Keep
Taiwan Secure; Make People Rich,’ the slogan ‘Resume Taiwan’s Glory’ appeared
frequently in Han’s videos. As a challenger, Han accused Tsai, in the first term of her
presidency, of causing Taiwan’s economic depression and the bitterness of grassroots
Taiwanese. Han used this accusation to highlight his mission of resuming Taiwan’s
glory. He also professed in the video that only when Taiwan becomes glorious again,
the younger generations will have a brighter future.

Han’s videos presented his close interactions with grassroots Taiwanese, these
being mostly with the people in Kaohsiung. As having only recently been elected as
mayor of Kaohsiung when beginning his presidential campaign, Han’s videos
included many scenes of him diligently carrying out his mayor duties. The purpose of
these scenes is to remind people of his hard work on behalf of the largest city in
southern Taiwan; these scenes were also used as evidence of his administrative
capability as a political leader. As for the songs and languages appearing in the
videos, like the strategies of other presidential candidates from both the DPP and
KMT, Han used campaign theme songs and the languages of Mandarin, Minnanyu,

Hakka, and Taiwan’s new immigrants to demonstrate his idea of ethnic inclusion for
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Taiwanese identity. Regarding the R.O.C. identity, when the videos depicted Han’s
making appearances at his campaign rallies, the R.O.C. flag was visible in all of his
supporters’ hands or on their clothing. The national flag was the major symbolic
representation of Han’s R.O.C. identity.

In the 2020 election, when the Hong Kong Anti-Extradition Movement broke out in
2019, Tsai immediately used the incident in her videos to urge The Taiwanese not to
make the status quo of Hong Kong become Taiwan’s future. To imply her Taiwanese
identity, Tsai used slogans about democracy and freedom of speech and ‘Taiwan’s
future’ in her videos. As for the songs and languages used in the videos, Tsai included
Mandarin, Minnanyu, Hakka, and the new immigrants’ language videos to imply her
idea of ethnic inclusion in Taiwanese identity.

The summary of the above research findings indicates that, from 2012 to 2020,
both KMT and DPP’s presidential candidates used multiple symbolic representations
to imply their Taiwanese or R.O.C. identity. In a sense, it is not surprising to find that,
as Peng (2005) notes, in modern politics, televised election advertisements may
contain multiple components, including narratives, sources, scenes, languages, and
music. This study confirms that this is the case for the appeal to national identity in
Taiwan’s presidential campaign videos. What should be noted is that it is the
synthesis of multiple symbolic representations instead of any single category of
symbols that represent candidates’ appeals to national identity in their campaign
videos.

Additionally, as mentioned in previous chapters, in the presidential election

campaign videos analysed in this study, all of the KMT candidates, including Ma
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Ying-jeou, Eric Chu, and Han Kuo-yu used more symbols to represent their
Taiwanese identity than for their R.O.C. identity. It is conceivable that since direct
presidential elections started being held in Taiwan, the KMT has had to put more
emphasis on Taiwanese identity to strive for the greatest support from Taiwanese
voters. Nevertheless, all of the KMT candidates’ 2012, 2016, and 2020 campaign
videos expressed the compatibility of Taiwanese identity with the R.O.C. identity. As
for the DPP’s candidate Tsai Ing-wen, since the DPP treats Taiwanese identity as the
party’s only national identity, it is natural for Tsai to use many symbols to represent
Taiwanese identity in her campaign videos as well. However, the research findings
indicate that both KMT and DPP candidates adopted a dynamic strategy of the appeal
to national identity in the campaign videos. This is discussed in the next section of

this chapter.

8.2.2 Dynamic symbolic representations

The content analysis results indicate that there were no fixed communication
formulas of symbol selection for the appeal to national identity in both KMT or DPP
candidates’ campaign videos. The symbol selections of the appeals to national
identity were dynamic and decided by different candidates in different election years.

For example, in one of his 2012 campaign videos, Ma used a drama to imply his
R.O.C. identity; he himself not being an actor in the drama, it was a romantic story
that featured a Taiwanese young boy and an overseas Chinese girl as the protagonists

with the R.O.C. flag being used as a catalyst of the romantic relationship.
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Nevertheless, in the 2016 presidential election, KMT candidate Eric Chu launched a
video to show his personal R.O.C. identity. In the 2020 election, KMT candidate Han
Kuo-yu implied his R.O.C. identity in some of his campaign videos by showing his
supporters passionately waving the R.O.C. flag.

The change in the appeal to national identity is also found in the ways candidates
define the status of national identity. For example, with DPP presidential candidate
Tsai Ing-wen being the challenger in the 2012 and 2016 elections, she used symbolic
representations, including scenes of unhappy Taiwanese and the slogan of ‘Light up
Taiwan’ to imply that Taiwanese identity was in a dark age because of the Ma
administration’s poor performance. Then, in the 2020 election, with Tsai being the
incumbent president of Taiwan seeking to be elected to a second term, at the early
stage of her campaign, she implied in her campaign videos that Taiwanese identity
was in a secure state. However, when the Anti-Extradition Movement in Hong Kong
broke out in June 2019, Tsai immediately launched a video to imply that Taiwanese
identity is being threatened by mainland China’s communist regime. This case fully
indicates that a presidential candidate may change her appeal to national identity
when the context of the election changes.

In the KMT camp, presidential candidates’ appeals to national identity may also
change in different election years. For example, in the 2012 and 2016 elections, the
KMT’s presidential candidates Ma Ying-jeou and Eric Chu did not imply in their
campaign videos that the R.O.C. identity was in danger; yet, in the 2020 election,
KMT’s presidential candidate Han Kuo-yu implied in his videos that the R.O.C.

identity was risky because DPP avoided proclaiming the R.O.C.’s legitimacy. Thus,
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Han intimated that he began his campaign for the presidency to protect the R.O.C.
identity.

Another interesting finding is that while DPP presidential candidate Tsai Ing-wen
only implied her Taiwanese identity in her 2012 and 2016 campaign videos, she
presented both Taiwanese identity and R.O.C. identity in her 2020 videos. However,
in one of Tsai’s 2020 campaign videos, she proclaimed that she and other Taiwanese
people are all citizens of the R.O.C., this being a national identity stance that Tsai did
not imply in her previous two presidential campaigns. Thus, we can find that the ways
to use symbolic representations for national identity in campaign videos were
dynamic for both parties’ presidential candidates during the years covered by this
research. There were no fixed patterns of symbolic arrangements for the appeals to
national identity; even with stances regarding national identity being temporarily
changed to suit the needs of the campaign strategy.

Moreover, what should be noted again is that previous studies have focused on
examining historical changes with regard to Taiwan’s identity politics (Davison,
2003; Rigger, 2003; Schubert and Damm, 2014; Wachman, 1994) and point out that,
because of the democratisation process, Taiwan’s national identity issue has
undergone a transformation from ethnic nationalism to civic nationalism where the
critical issue is whether Taiwanese identity is a national identity (Cabestan, 2005;
Schubert, 2004; Shen and Wu, 2008). However, my study finds that from 2012 to
2020, while the KMT’s presidential candidates do emphasise their Taiwanese

identity, they still include the R.O.C. identity in their campaign videos. This means
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that the KMT still insists that the R.O.C. identity is the national identity and
Taiwanese identity is only a provincial identity.

On the other side, for the DPP’s 2012, 2016, and 2020 presidential candidate Tsai
Ing-wen, even though she launched a 2020 campaign video to recognise the existence
of R.O.C. identity, the content analysis results clearly show that her basic national
identity stance is still Taiwanese national identity. Therefore, from 2012 to 2020,
what really has changed in KMT and DPP candidates’ campaign videos is not the
basic stances of their national identity stances but rather the symbol selection
strategies regarding their national identity appeals.

After all, from the start of the democratization process in Taiwan, the KMT has not
rejected or avoided Taiwanese identity in election campaigns. Thus, my study
confirms the research findings that have been revealed in previous studies: subsequent
to the starting of the democratization process in the 1980s, the KMT has put more
emphasis on the Taiwanese identity or Taiwanese consciousness in electoral
campaign communications (Rigger, 2003; Schubert, 2004; Schubert and Damm,
2014; Shen and Wu, 2008). However, as my research findings demonstrate, for the
KMT, the R.O.C. identity is still the national identity, and the Taiwanese identity is
just a provincial identity. This is the party’s basic stance, and it has not changed since
2012. As for the DPP, the ‘R.O.C. Taiwan’ identity, as proposed by Tsai Ing-wen in
her 2020 presidential campaign, is a new concept of national identity for the party,
and whether it will be maintained as the formal national identity of the DPP is a

research topic that deserves more examination in the future.
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8.3 Why were the symbolic representations used?

After summarising the findings of the first research question, the researcher now
discusses the answers to the second research question: why are Taiwan’s presidential
candidates using so complicated symbolic representations to imply their Taiwanese or
R.O.C. identity? Do the candidates use symbolic representations of national identity
to accomplish some unspoken goals in their campaign videos? As far as [ am
concerned, several considerations can account for the arrangements of symbolic
representations for the appeals to national identity as I have found in this study. The
first one is based on Fairclough’s notion of negotiating between the party’s ideology
of national identity and the public’s concerns about public issues in election years.
Second, Van Dijk’s notion helps elaborate the textual logic of campaign videos and

the justifications of candidates’ national identity stances.

8.3.1 Negotiating between political parties’ ideologies and public opinion

As Fairclough (1995) notes, the content of a text is usually a negotiation between
an author’s private discourse and the public’s discourse. To make the text more
acceptable for the audience, and also for the good of the author, negotiation is
sometimes necessary as a realistic consideration.

In the first chapter of this study, I cite two in-depth interviewees and other
information sources’ opinions to indicate that, for the DPP, Taiwan is an independent
sovereignty country; although the party acknowledged that for the time being the
constitutional name of Taiwan is the R.O.C., the DPP prefers to call the country

‘Taiwan’ and seldom mentions the R.O.C. in the party’s political communications.
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Therefore, for the DPP’s presidential candidate, the party’s ideology of national
identity is that Taiwanese identity is a national identity instead of just a provincial
identity. However, as explained in the first chapter, to avoid negative reactions from
home or abroad, the DPP’s 2012, 2016, and 2020 presidential candidate, Tsai Ing-
wen, had to negotiate by using symbolic representations to imply Taiwanese national
identity instead of explicitly promoting the idea of Taiwan independence in her
campaign videos. This political consideration basically explains why symbolic
representations of national identity are so important and necessary for DPP’s
presidential candidate Tsai Ing-wen.

On the other hand, for the KMT, according to the constitution of the country,
R.O.C. identity is the national identity, and hence this is the KMT’s ideology of
national identity. Since Taiwan’s constitutional status is only a province of the
R.O.C., Taiwanese identity can only be a provincial identity instead of a national
identity. However, to earn the greatest number of votes from the Taiwanese people,
apart from manifesting and identifying with R.O.C. identity, KMT’s presidential
candidates also need to negotiate by putting more stress on their Taiwanese identity
without unambiguously specifying its nature as provincial identity.

Thus, for both the DPP and KMT’s presidential candidates, raising the appeal to
national identity is not as simple as claiming ‘I am Taiwanese,” or ‘I am a citizen of
R.0O.C.’ in their campaign videos; rather, for the two parties’ specific political
considerations, the appeal to national identity becomes a negotiation between political
parties’ ideologies and public opinion. It is a subtle communicative work fulfilled by

using various symbolic representations.

263



8.3.2 Elaborating a national identity stance for other purposes

Apart from making negotiations between the party’s ideology of national identity
and issues of pressing concern to the public in the election year, the discourse analysis
based on Van Dijk’s (1988) notion also finds that KMT and DPP presidential
candidates use symbols and themes to elaborate national identity in campaign videos
for some other purposes.

Speaking of the discourse of a text, Van Dijk’s (1988) idea is that the author of a
text may use a complicated three-layer structure, from micro-structure (the rhetoric or
style of the symbols in the text), to macro-structure (the themes or topics of the text),
to super-structure (the overall idea of the text), to make the audience understand the
general meaning of the text. In other words, the author may define the overall
meaning of a text by using some symbols in a specific way to show one or more
relevant themes in the text.

Thus, when a presidential candidate attempts to imply national identity as the
overall idea of a campaign video, he or she may use some symbols in certain ways to
raise one or more themes relevant to his or her national identity stance. By doing so, a
candidate may define national identity by some issues for specific purposes, and of
course, all the different purposes aim to reach the same goal: victory in the
presidential election. In addition, the symbols used to imply national identity must be
logically arranged layer by layer to achieve the campaign's purposes. One of the

major purposes is to justify campaign platforms.
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8.3.2.1 Justifying campaign platforms

It has been indicated in previous chapters that, as Taiwan’s former President Lee
Teng-hui (2005) and other scholars argued, public policies may be related to specific
national identities (Beland, 2016; Lin, 2015; Muir and Wethererell, 2010, Perloff,
1998; Smith and Kim, 2006). In Taiwan’s case, the results of discourse analysis
indicate that party platforms mentioned in campaign videos are connected with
implied appeals to national identity.

For example, in Taiwan’s 2012, 2016, and 2020 presidential elections, as the
results of content analysis and discourse analysis indicate, both the KMT and DPP
candidates raised platforms in their campaigns to revitalise Taiwan’s economy. What
the candidates were trying to imply is that when being leaders of the Taiwanese
people or citizens of the R.O.C., (as Han Kuo-yu proposed), such leaders are
responsible for making people rich and prosperous in Taiwan. What the candidates
were trying to propose is that there should be some tangible benefits to people for
recognising that they are Taiwanese or citizens of the R.O.C. Otherwise, what is the

value of Taiwanese identity or R.O.C. identity?

8.3.2.2 Creating an image as a national identity protector

Discourse analysis results also indicate that Taiwan’s politicians used symbolic
representations of national identity to justify their presidential candidacy by creating a
self-image as a national identity protector. Both the KMT and DPP’s presidential
candidates implied in their campaign videos that the national identity, whether it be

either Taiwanese identity or R.O.C. identity, was in a risky or miserable situation that
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needed to be protected or changed by the candidates. For example, in Taiwan’s 2012
and 2016 presidential elections, as the challenger of the elections, the DPP candidate
Tsai Ing-wen implied in some of her campaign videos that Taiwanese people are
living in a country which is not great, and this is because of the Ma administration’s
poor performances. The mood of the videos was gloomy and the images of Taiwanese
people in the videos depicted their frustration and listlessness. In the 2020 presidential
election, after Hong Kong the Anti-Extradition Movement broke out in 2019, Tsai
immediately used this incident to imply in one of her campaign videos that if Taiwan
accepts the 1992 Consensus or the idea of ‘One China; Two Systems,’ the status quo
of Hong Kong will be the future of Taiwan. What Tsai was implying is that Taiwan’s
freedom of speech and democracy is threatened by mainland China; therefore, Taiwan
needs her leadership to protect the valuable substantiation of Taiwanese identity.
Similar to Tsai’s strategy, Han Kuo-yu, the challenger in the 2020 presidential
election, implied in one of his popular campaign videos that he and his supporters’
national identity, the R.O.C. identity, was in danger, because his rival, the incumbent
President Tsai Ing-wen, rarely mentioned or recognised the R.O.C. Then, in the video,
Han intimated that because the R.O.C. identity immediately needed to be protected by
him, he has been forced to join the 2020 presidential election after just being elected

as the mayor of Kaohsiung 9 months ago.

8.3.2.3 Making the appeal to national identity more convincing
According to the results of discourse analysis, Taiwan’s presidential candidates

make specific arrangements concerning symbolic representations of their national
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identities in the campaign videos to make the identity appeals more convincing to the
voters. In the videos, candidates of both parties demonstrated that they could worship,
work, and eat as grassroots Taiwanese do in their daily lives. This is a campaign
strategy adopted by all of the KMT and DPP candidates in the 2012, 2016, and 2020
presidential elections. It was not a cliché in campaign videos; it was a kind of scene
that reinforced people’s beliefs in candidates’ national or provincial identities. What
candidates tried to imply in the campaign videos is that ‘as a Taiwanese or a citizen of
the R.O.C. as you people are, I can do whatever you are doing every day in your

lives.’

8.3.3 Enhancing communication effects of the appeals to national identity
Beyond the reasons for symbol selection indicated above, the discourse analysis
finds that, in some of the campaign videos analysed in this study, the main reason for
symbol selection is to enhance the communication effects of the appeals to national

identity in the videos in several respects, including making the appeals more
appealing to the general public, urging support from young voters, counterattacking
rivals’ accusations, and to urging support from multiple ethnic groups.

American political scientist H.D. Lasswell (1949) has argued that all kinds of
human communicative behaviours bear a purpose in creating some kinds of
communicative effects, such as changing others’ beliefs, attitudes, or behaviours.

As communications researchers, Deighton, Romer, and McQueen (1989) note, using
drama can be an effective way to persuade. In this study, the discourse analysis finds

that Taiwan’s presidential candidates do use dramatized symbolic representations to
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imply national identities in some videos. For example, in one of Ma’s 2012 campaign
videos, the R.O.C. identity was implanted into a romantic story in which the R.O.C.
flag is the catalyst of the relationship between a young Taiwanese boy and a young
overseas Chinese girl.

In fact, for the producers of campaign videos, national identity is indeed an abstract
idea. Unless candidates always want to proclaim their national identity stances
explicitly and rigidly in front of the camera, video producers need to figure out how to
use and integrate multiple audial and visual symbols to represent and imply
candidates’ national identity appeals in an understandable, appealing, and persuasive
manner. Meanwhile, the strategies of symbol arrangements are sometimes needed to
satisfy specific purposes behind the national identity appeals. This is the
communicative aspect of national identity appeal in Taiwan’s presidential elections;
an aspect that has not been fully explored in previous studies on Taiwan’s national

identity appeals.

8.3.3.1 Seeking younger voters’ support

The results of discourse analysis indicate that candidates in Taiwan’s presidential
elections tended to believe that, among the voters in presidential elections, the
younger ones have the strongest national identity, and thus need to be treated as a
particularly important target group in campaign videos. As introduced in previous
chapters, since election polls repeatedly have found that those younger than 30 years
of age mostly have a Taiwanese national identity and throw their support to the DPP

much more than to the KMT. In all three presidential elections that she participated in
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from 2012 to 2020, Tsai’s videos made great efforts to target younger voters by
seeking support and consolidating their Taiwanese national identity. To break through
the DPP’s monopoly of support from younger voters, the KMT’s presidential
candidates Eric Chu and Han Kuo-yu also implied their Taiwanese identity and
serious concern about young people’s future in campaign videos. Thus, we can see
that there was a target segmentation consideration of identity appeal in campaign
videos; young voters enjoy the special caring eyes of Taiwan’s presidential

candidates.

8.3.3.2 To counterattack rivals’ accusations

For DPP’s presidential candidate Tsai Ing-wen, Taiwanese national identity is not a
fixed political belief; it could be transformed to counterattack the accusation of her
avoidance of the R.O.C. identity. As introduced in chapter 7, in Taiwan’s 2020
presidential election, DPP’s candidate Tsai Ing-wen launched a campaign video to
recognise the R.O.C. identity. Tsai joined the presidential elections in 2012, 2016, and
2020. This is the first time she acknowledged the existence of the R.O.C. identity. As
one commentator and an in-depth interviewee indicated, Tsai did it to counterattack
her rival Han Kuo-yu’s accusation that, as the incumbent President of the R.O.C., she
rarely mentioned R.O.C. in her public speeches. Besides, it was a strategy to break
through KMT’s monopoly of the R.O.C. identity and to strive for support from those
who disliked Han but still had the R.O.C. identity.

On the other hand, also in the 2020 election, Han transformed the Taiwanese

identity from a single idea into a continuity composed of sequential identifications
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with Taiwan’s cities. Han’s campaign slogan ‘Starts from the south’ implied this
transformation. The slogan implied and suggested that identifying with Taiwan could
be started by identifying with Kaohsiung, the largest southern city of Taiwan.
According to two interviewees’ opinions, Han tied Kaohsiung identity with the
Taiwanese identity, it was actually a campaign strategy to counterattack DPP’s
accusation of his leaving the Kaohsiung mayor's office for the Presidential palace in

Taipei.

8.3.3.3 To call for support from multiple ethnic groups

Both KMT and DPP’s presidential candidates adopted the idea of ethnic inclusion
as a substance of Taiwanese identity or R.O.C. identity. Thus, we can see that the two
parties’ candidates used Mandarin, Minnanyu, Hakka, indigenous, and the new
immigrants’ languages for the theme songs, soundbites, or monologues in their
campaign videos. This strategy entailed a realistic consideration that Taiwanese voters
are composed of different ethnic groups; therefore, no presidential candidates could

neglect the multi-ethnic nature of Taiwanese identity.

8.4 National identity is not just national identity

Overall, this study uncovers more details and substances of national identity
appeals in Taiwan’s presidential campaign communications. The research findings
indicate that when presidential candidates tried to demonstrate their national identities
in campaign videos, they tended to do it in subtle ways by using the synthesis of

various symbolic representations instead of just explicitly expressing who they are in
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the videos. Besides, national identity appeals are endowed with multiple meanings as
a campaign strategy to win the elections.

In other words, in this study, the most important research finding and a significant
contribution to the study of Taiwan’s national identity politics is that, in Taiwan’s
presidential campaign videos, national identity is not just a claim of national identity;
it is the justifications for presidential candidacy and campaign platforms. It is
especially targeted to young voters and used as a measure to counterattack the rivals’
accusations. The symbolic representations of national identity appeal are arranged to
be convincing and appealing all for the purpose to bring about electoral victory for the
presidential candidates. Compared with previous studies on Taiwan’s national identity
appeal, Sullivan (2008) used four categories, including values, issues, traits, and
strategy to content analyse Taiwan’s campaign advertising and only put national
identity into the category of ‘values.” However, in my study, the issues of cross-Strait
economic cooperation and the potential threat to Taiwan’s democracy and freedom of
speech from mainland China are found related to national identity appeals. The point
is that only when social context is taken into consideration can researchers acquire a
deeper understanding of the whole picture of national identity appeal in campaign
communications.

Moreover, while Corcuff (2002) listed political doctrine, official commemorations,
history textbooks, and banknotes as symbols of Taiwan’s democratisation and the
transition of national identity under Lee Teng-hui’s administration; my study finds
that more symbols had been used to represent national identity in candidates’

campaign videos. As the research findings of this study suggest, in Taiwan’s
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presidential campaign videos, the symbolic presentations of national identity appeal
are subtle and delicate, and we just start to know more about the details and
implications of the appeal.

In the next section, I will point out some limitations of this study and provide some

suggestions for future relevant studies.

8.5 Limitations of the study and suggestions for future studies

The major limitation of this study is the difficulty of interviewing more relevant
persons for the research. As I mentioned in the research method chapter, some of the
candidates’ campaign staff members and the producers of campaign videos were
unwilling to be interviewed by me for personal reasons or confidential considerations.
Another limitation is that since Taiwan’s 2020 presidential election had just ended not
long ago, not many research findings about the election are available as references for
this study.

Finally, while this study has contributed to a deeper understanding of national
identity appeals in Taiwan’s presidential campaign videos, two suggestions could be
made for future studies on the relevant topic to this research. First, after knowing
more about the nature of national identity appeals in candidates’ campaign videos,
scholars may use surveys or focus group interviews to investigate voters’ reactions to
the national identity appeals in campaign videos. This kind of research may help
researchers to know more about the communication effects of the appeals.

Second, in her 2020 presidential campaign, Tsai Ing-wen presented ‘R.O.C.

Taiwan’ as a new national identity. This is different from DPP’s traditional stance on

272



Taiwanese national identity or KMT’s traditional R.O.C identity. Rather, it can be
considered as an integration of the two major parties’ national identity stances.
Although this may just be a tactical move in Tsai’s campaign, her electoral victory
does suggest another research path, that is, may this newly suggested national identity
be accepted by most of Taiwan’s people in future presidential elections, and if so,

what does that mean for the transformation of Taiwan’s identity politics?
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*Part of the interviewees’ opinions are translated into English and used as
auxiliary information to the research findings of content analysis and discourse
analysis.

All the translations have been checked by a proofreader.
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2. Interviewee: Tsai Ing-wen 2012 Campaign leader, Lee Hou-ching
FERE XEEFE (B KEH)
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3. Interviewee: 2012 Ma Ing-jeou campaign spokesman, Chuang Po-chung
LAt #F5A
Interviewed date: 2 February, 2019
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4. Interviewee: 2012-2016 Ma Ing-jeou and Eric Chu’s campaign producer, the
president of WeCan PR company, Jack Hsiao EEfE1F @ EEARHEERE
Interviewed date: 23 April, 2019
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5. Interviewee: 2016 Tsai Ing-wen’s campaign producer, Director Kurt Lu & 7%/
A
Interviewed date: 15 February, 2019
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6. Interviewee: 2016 Tsai Ing-wen Campaign leader, Lee Hou-ching
PEE HEAIETOESE E—KEIM)
Interviewed date: 17 January, 2019
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7. Interviewee: 2016 Ma Ing-jeou Campaign spokesman, Lee Ming-hsien
FHE #5A
Interviewed date: 21 December, 2018
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8. Interviewee: Scholar who is proficient in Political communication and campaign

ads, Niu Tse-hsun 2255 $fHAIE) (55—KEH)
Interviewed date: 12 December, 2018
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9. Interviewee: Senior political journalist, Yang Hsiang-chun
TR EAELE
Interviewed date: 15 April, 2019
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10. Interviewee: 2020 Tsai Ing-wen’s campaign propaganda deputy executive, Sidney
Lin MESIHEIRATR
Interviewed date: 11 February, 2020
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11. Interviewee:2020 Tsai Ing-wen’s campaign spokesman, Juan Chao-hsiung
bt 5 ABIT &
Interviewed date: 14 January, 2020
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12. Interviewee: 2020 Han Kuo-yu’s campaign producer, Lin Hsiang-pin
MOMEE SIEA
Interviewed date: 13 January, 2020
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13. Interviewee:2020 Han Kuo-yu’s chief campaign consultant, Chang Wu-ueh

SR AR
Interviewed date: 13 January, 2020
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RS HRERINGS - BIE— MEYPSR - XEES > SCERMAET > A
B > EREEGRSERFRE o AT PR o SEPSt - EEERR
£ BEREEE BRI HIEE A o BEERE > FBLOET o FEART > K
RIS - UMEM A EE SRR - EEREUAR S — BRI - (HERE AR
wo ryRRE S BRI o DA TRECEIRENT - MU A - 5B
A HELE - A EIIFIR - JZAEMTERIIE -

B AR EHEECCE - NAGEER(ERE - HEEB A EFHR
3 BB IRE DB SR - FREIERIPRE > ME N EEAELD
AREENIGE - R A RESEEM - HEELE - RE - REEGEGRETT
Ko BAULATRE - EIETRNIESS LR —2Y > HAFRZRE - =16
HIE T - ARIMERBIFIREDT - MFERGRHESL - TESEBOEH
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PESEL BRI IACHR L 03K (R SRR TT - st B R A MR
% BEETSOERY SR AR - T ER A -
W BB EEEE - 2T BTER SR
B EEFFNE - BT ERAA S TS FEEES -

BBLEAIR > EEEMRIEEANS - W RSB S0 - PRI
AR DR ~ B - 5> AESIRERE AU ARL - PRI g
B R A S A o AL R T 5% > WA RS A -

B REEEER A B - /A B BRSO R AR S
NEHEREE > W RILATRRIER - EIRRD - PREEE SR
i o ARESEH UP 1959t > Arllpt A I REAVER - FERTESIERELL
SN - ER IR B RS - SREBUSIEEE - NI A VE MEEEP
% FRHHES  BRESTERSAEES  #RrtAER > HIEEAE
FTEBIB T - MEERTR > S9EBEERIP S - 2018 FEBE R SERE
» DRI AE A i M S B AN R AR AT - it AN s T - N2 A
% WREAEER - A EHE R AR -

BEESCE > dEEE - RS RUERERIETR - [N Ry BE B A S BRI AR A A —
B WPREFTHFUL > 2 B8REGEEME > AESUEMETRE -

I o BEEREE RN > (CREHFRE S R A A RE » SRR EH A - WS
BEIRE AR o AP HI - ERMLLEZESE R TR > R EEFES
ANBER R » B HMELLE1REA 10 BRI SR - IMTEVFRILERIE
et > BIFRE CEIRE T KEHBRE - WIREHRMMEREREAERE -
LR N RERR IR ES R - AHEAH Y RZ M &Rm2 B0 H S8 AT HY
A EiEf P A o SRAEEREEE S

14. Interviewee: Political communication and speech communication scholar, John
Wen i {ZH#f

Interviewed date: 13 January, 2020

BUARE S MHAEE S HE LA RXKRAIARE o ME—HAERES LR - A
RN AERRUERET - BEEEASENER - et - #5 -
REhE - EAERIERRE T BIEREE > SUrARRE R A S
AL RIEERE - BTSSR ERA S S - ASEITESR - B2 IRETE
B — BBl - SRR R EEH I R R ) Al [ S s A 2
PABEL > EREEEBNZ IS S - (BAWHE AT DU METRRS - flan © BErysEdg
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[ > TP o AR SR AYEE > R ARVEVAE —E /I -
FTEL > FEHAERIE S B EE B2 (AT

WA RS T HIRF RIS R - Ny 8 REHE S B T AT R E A
—BRHY - il AU RAEE A HE AR, > 2008 ERliaMiZ il EH 2
ARCRECP R o H A SR O B AR RRHY - BT DA A2
JEEGHG e - AIRSFEEARASEPBIRRE - 1 EFBRE - EMAE
fRZEM » EHEKR  ZHECHPEREEE - HE M EREER TR T
EIAPERIBUAE RS » EAZEFOE R TR R AN HAM A s B A e —
B o ZICUHAYERITRES o BRI A AR RS AR A IR
Bk DIRTPATPEERR > NMEEIIHZ /P REER - FREREE M %
hEAIL - PEREEAE ERE > HhERBRE LT EEAEA—E
Y o MBS FARE - R EER - e FRE > N Dl — IR
BER BT L non-voter »  EHEEH A EE o ERUESRESERE - HFTARE
(BB SRS & — 20y > Eedl - 88 AR B IE S - INIE - MR e i
ERAERF RS AR FORAY - FrbAn] gE TP 8 R & E RERk i B 1 th A R B &
o SR TR MR TP EREDR CBUE - EEAERIEEE > AL
PR - IE(EEIZAYE o (BESEEIRER T EREEEE - PGl hEg At A —
BBt RS EIE - e R s E ~ PEORRE RIS MEAIE A -
BAEMEEE ORI RS2 TEIREAE S FriliER A RIsey > KE
RFEIE N > SOREVEEERREE - FPERVERe g IS - EETRES L dual > 2%
P A SRR SRR - ZEIOGEUAN S BEE AN AT o AR -
SHCEER o e DIEMEAA FER -

HEGAHEE - Aiasm LRERR > REANETH S /DR e B R
TRFTIEAYBEEE RIS - AL \ IR RIS EIR 2 ChE R RHY - A A EEEf —
RHY > MEGEREEFARITE - MEEMHERERE - fUEER
SUEAAMEIETR - BMERAFERECERAN > BAFEESRRN AR
B RSB A EBH AR » FRe Ny T B E R PR E]
BEE AT REE M ERGATEER - PRI SRR - EEEEIS E Lo
By AL B EE AR T EREICAARNVESE - BEANSEHIPRE
MEERA NP > HEEAERAEME > ARAHREER -

HRERER > HHERBNGEL KR - SEASRFECHVER
amill > ARFEAIAGEPRE - NEBEEE - AHERAAGETHEE -
BB EMECRAEE F R AR - FSIMEA IR REEEAY A SR4G 1R -
HERIGEE R > IR EH RS - W G RZ 2R -

/

ST
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15. Interviewee: Senior political journalist and the head of political centre in TVBS,
Travis Fan ZEEGHH BUAHULEE
Interviewed date: 28 January, 2020

ERHEE R’ HE RN &8 - i EREZ PR -
HIREAE RN EEE T - P ARIRERLE TR - ah E S0 3 R E
MEEBMEHE L > FEARE - SRALAVAE > PEREREEEIMS
DTG RE P REIEIE 1911 546 - @A RS EAHIRRE - JEAEE > X
VRN - —BEWH > R - SR E R ZE T
@ o EWEEAERSH > 2 VEEEAE - REERES  HEE > FEA
REAREZ KA - WIFTEDL SRS, — B HIRYESS - Sy mEs -

BIRE N EFT I BESTEAR - B AL > SRR - SA R H
BIZRERE o Bl o AREEIRES - R R (o RARATLIgE > A2
HIFRI - MIEZAKWE - B E THE2—BIWH - ERIZEEE - 2 A
K2 o BEEI EEL R TE

KOBRENIZEEIRE » BEICERM TR R S - BRI bt g -
Ry ILERARGET - BEANH T RAETHER > HEEERENE
U o KOREL ~ SIEIRE . FEEAARER - BREVSA AR - RRILZEEEEE
GRER - e BReE > EFEAAHACER . HEEEER T - PR
B R RN EB T thERIER S E IS - etex > B
AR ZE T o WY > TS RELEECE TR  (REEZRE - (IRt A —E G
> BAEMERERY - ERPR? 288 ? HAEfEMksal - ek
HEIN - EAPSRZE RS - 22550 ¢ [MEE S AGIRE > RE&HEERA
IEREETESR - INIEREERIR S - IS B RE G 2] - oA
Ao SRR T - BAEES > GREAENTEABRSEH)

TERE - #&eE - FPEREGEDRE ? REGE - REEZ
g - HAVREETIGE TS - 0V HELER— &L EREEIL
egRhEa b AEsE  EEEEEEEENTERE - FUEHHR
i - BRI -

NEE T TVBS » BERRE -EEHEEA MES - &k = KEEFHRA
fix o HEHSOH NEGR 0 B MERERP G o NSELLEH) - RESAE - siEg
{EFITRRGHIAG - EFCURABEGE AT - FRHEAL - FERARE - RIE
AR MERHROBAVENS - BIREHVEOEIR - B2 Rz - BT
REMAT ? REGEVE—MERAMATE > &fFtk - HJREANANEE - db
'ERISER L -
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REEMGRY > HREmUERRE - 75Z1lr > ARIAN AR
AAZ > LR - HURE AV ERRE R > DRI - BRETIZARE
RESZEGAES - MIROTEEE - 28 RERAGEYY - FiEAHE
e ERAHFIEEIC - B @RS ATHER - BREOFEA
EEEOHEALAERE - WIS HATY - SCRFERTS - G - ARG piEsiE
FMy - EEIPSREL  BIREMEEN - R FRASTREERL

H o RESEBUSKERST - REEGEL > GFEAZRH - BREEFUE
il

SREERT R o BT R AGREE > WU R o MR et
] LIRSS > (HRl Ay - 2200 g S plc ol e e > K
BREL B I HORAG ZE IR Bl - SC BT EEERR ? Bl ESEK
B 7B NEERN o (BEISCIFIEIRS - BTHELT  IZARTHY
RHtAER AT EAET - HREHEABE A ELE - fJREA AR E - M

EENIARE 2BIRE - REEAERICAA A2 -

BIRHE - PEREESHEEL > FEEE - FRAMREZ . ARUEEET
FERE A UBTITE - HEEMTE—E - BEFEEEN - BREREEHEE
& o REERES o] LIUJHIESL -

16. Interviewee: Scholar who is proficient in Political communication and campaign
ads, Niu Tse-hsun 52 SHAIE) (55 " KEHE0)
Interviewed date: 17. January, 2020

LS NE R FER/ VR - ERN R SERERIHE B > 5158
4SRRI Y  HESEEA > HEEEHE - Ut EPRME
5o RN - WA ECHY T REE - etk o S FRCRRERE -
WLl 494 > HlES - BEfESIS - #EHE 19 F0H
H > FENEGEEEE T - BB —HET  RE > BEAH - HERRIR% kuso
SRR R —HIEIRY kuso > R - JPREE > ML RV 0 2R R
T - AL IRIRIEA S RIA Frag M E i -

s = R EE - ST - —FSEREE SR > AE
W > BECENHEY  ERTERIEINAIEBOR - Lk - — &
*® - NIEHBEEHITRE . — PRI AMARE - EEEE > HI5F
o RIS TR > BEREE 0 WLIAEEES > AEURMEMImALZE
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BECEIREZ » A FIZEEDT A - AL - EEISCRIIHIR A IR AR
B - JoBRAVIRGE - BT RE S W AR R RS AR S T U i & = -
P22t - SERIGARE IR - IR T EIETCHIN GRS H (15
T EE EEREBE SR ORI > BRI S > SR AR
Al - KiEEaERE - i hEREAVEERAR FELAIER - B
SCEREEM T FERREENEEESEREH - MERPREERT - BRP
SIS EERE > GBLE A\RAREEN - BAmWmI - HAEREGER -
BHEVH > ZERER 5T - TEEEGHET > MRl > REORST - B
BER - K5 (THEMEBESETR > RESEE - RIS > REERR
T AR > AR - ALSITT B DRI 2% R -

SRS Wt s > AW EREEIUET Bas(t - SEEAVEE -
B EREEA TR EF ? A N LBIRESE - SR IERE T A 2T -
L~ MO EREERS - ABd TS - BT ATRE -

EHHIEy C AR EEEPRERDARE - Z20VEE - i - EFERR
AL - EHEsaI > ksl AESEEGEIgEE - B REIHE -
AT RRE R e JERRNEE - —oEE - KE - 8
[zt > EEse TARIFEVIES) - TERBEIAERALE > MR
FEHERRGE - BEEEEINS SR EBENREEZE - REEYES
A - EEPCCATIELEREE o ZEPOCART H H R PR S P RS R -
Roixr - SFEE N Z R - (RAGEEAVEEIR - SR ERRE eI > IRIG(R
By 7 o AR EG R > SHSHRTR T SR TTARRGRT o SEREREY
iy o HACERE > SYRRGERRER > SCiEMFRE AR - WEIROE > W
AE - BN AZ SO CE TN AL - fthH CHY LS TR > BCEtg
AR AL - €K - IEAERRE T Bl ? RAREREETILS
> E2IUmAEER - MBI FEBORYAMNAEE » RRHRN e (EEEL
TR FTLUEEA T AN GHEIR - Z2FOCEREEG B0 - &R
BRANN AT » N GERAHNEH T NIBWEELRMET 7 K& -
R BRSSO R R AR A A B Eh B » B REAENE - AU RESR DART
0y > BHE5RE T - BT Z 2 ? BIVERE > HRES—EAS B
A BRIEEE T AR HENR T o ZFO IR ERE (R - B
e~ SEMEMEREZEME - AR WEESEE - AEES -
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APPENDIX B --- Video Transcript

Ma Ying-jeou’s 2012 videos

1. Joyful gathering (#X5:#K)
JFER » BRN » Fi R > FEREEA IR - R - HGRAE -
—IRBREREIR  A IR > B RN o WFESUNEE - SRR
oo JR3E 5T~ S~ NI - BB —REN - BENEL > 6
T o
WS > TERIZKIE - EAY P EE R > PERY KB o B - WA o R
R > BSAFNITA -

2. The song of national flag (|& k=)
BEACE 28 > ANATERE - QERILAGHRE - AR08 N OIS0 B RN 2kE © /1
JAARE R > BRI AR ~ ED - B TH R o S S B R -
BBV > SR H 2 R Az H PR -

3. Love the national flag (& i)
BAAGHR o BCIT RV BEE > ITHRAN o B A BSERG AR > BT AT > R ERYG
ERIBIE o ST ETEAS - BARBISK o ST A G AN B RN >
AR R R > R A IR ST b 3 R B R A

4. Study Confucian analects (GEZ )
ANIIA 25 HE AR B B LR R ACE o AL o PSS . — AR RETR
HE o AREREA B B KA EEE o HASCEERRFRIGRT > BEIRRESCE > G
R o

5. Taiwan, come on, bravo (& & Nh)
Ay o A R AR BEEE AT - RBE > A S 0 E 2 A IETEHE
HE o AN AR > RN ERE o A B AR o E e ~ E - R3E
Ze3 > B RAZIR o BERET R RARA > BB KRN « HE
[ B AE SLBE > — T A b B o iR B AR BN o RiRER S
NREWGE
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10.

11.

12.

Keep moving forward, Taiwan (£ & 4548 [7] 5 1)

B AR 0 FE o BERUH I S EEIK o 1) HiEr %% v WS OKHLR S
BAAL > AN R— R o FEA ~ B ~ f645 ~ |l - SE5ESEM - A
RARME o B0 - 58— <M -

The forum of young generation’s policy (¥ 48K G E)
IR L BT EAL o BEEVCERFE o BRI BB > Wi R AT
o B AERY R o AR B Z NREAL ~ & NEBIHBIR o B IR
P~ fRERGHE o FIOPARE E RN ESED) o 113 Bl - EREZ TEEME
7 o

Speech in front of a temple (J& [ % /5)

j&“:’é’])ﬁﬁ? FAR R I o R - BEEEY - BN - BULE ~ ki
BENERFSR - HHRIT %ﬁﬁ?ﬂgﬁﬁlx‘@ﬁ% o WA AL T LR 4T HE R AR

B o L RGEELF > AR E TR B IR o WS I -

Taiwan, come on, Bravo part 2 (£1&/iH:&: part 2)

BiEK o BIS T > fE—E MK » SN > S > 8N
HifT > B8 —Em o

We are family FXMEFE—FKN)
BEMMGE > FEREHE > BEREEFERAE - BHEEE - ROC 467
HAEEILHE - AEMAERE > AmA— -

%

L—L‘
A\

]

Book and newspaper stall (E#i#5E)
PISMBI N A B R B G TE - B kKE ~ 3 - 00 - AR O PR
RRHN o B NNEIR > Taiwan B 452 3 R o

Golden ten years: sustainability, reducing the wealth gap, good dwelling, safe
life, integral government, full scape construction, education (#4144 K4

. WER, R, RERE, REBNRE, RERE, HER)

R AAERIETESA o HiREIER > B35 > 2020 FAREIRBIR © RAA4E
RRETA - meH4F > BARE  FHENEITR o REETAE - BRI S
KIEME » TR - AR TR - Bk H > #PEREES T
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13.

14.

15.

Ao SERMME o RRTEIRETA o MEPLRMER - Zagi o A
PR SO REBEIRES > R IRARES o BAEBUNEAMAT RN ° AR - 3RITBUN
REE > THRRIENE o BRARE - IRIMRT T o HE T FEEE - ARt
RIS o ARG ARG - KR A > ADETEZSE - R
B~ HAORE K~ 15K K~ WOBEARE ~ BB - BB - A8
FHh o 2R mPSERES I MBBRES A Eae
AF o ARG -

Visa and love (%58 )

PRATEA A Y66 o et ~ ARAT o« — BB PS8R T > SEEBI LA # -
JEHR o LA o ERGET o PR AR 2R > PR REER - SERE
HEREINRE - REHTT % > MREBEZZEEWE - SEBRE > 1T
BRI BEIR - EA#RIREZ > A 100 Z{E 7% - visa free for you » RTTHE
BBl R BB o S4-117 > ZAEN > MEEERATRRAVIRIE o v R s A1)
2 e

A girl with the R.O.C. flag: part 1 and part 2 (B &%, L, F)

BRLE - BEHEIRITHEE BT - BBHES - BAMER - B ZEEEE IR
i BREREAHE - LEHEER - BBGEGHUENEE - —BEF
IR > BRI > R L Z B S o % b T RG> A BB SN
BB LB o TR REGE - BISGAR - 35 - IFPRAR 7 — {8
Ko R G > S04 o AMESRRE - BRI S - KRR 0
—IRREHE - BEFEBRY > AEARSENR - ARG E ISR E
WP o BRUEIH > M - MR ZEIE - FHBIBERS b - %48

Yy > PEREAIER IR B R HIHIAL > A HPaE e

Animations of policies (in Mandarin and Hakka): social welfare (5% #3541
miE: AvEiR, KihR)

B =AF > i RO \4E o FHER > A IR ekl > ey
eI
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16. Animations of policies (in Mandarin and Minnayu): young generation (&
HEFRE: BEE 65
BMBUNBB=AR > R RO \4F - A s » ok 124 B> HHEL
DR > LR -

17. Animations of policies (in Minnayu and Hakka): Female policy ({5 &) 3 I
ZhE: B, Kan
BB AR i RO R\ 4E o SR IR > LRk - TUptLL T e #
HE - RIZEEK -

18. Animations of policies in Mandarin and Minnayu: (B ff B &% : B3RS,
[ FIFI)
BRI AR i RO 5\ AF o B8P RR RS o B R IR R 5
JC © ECFA > RaEfn ~ ZR%E ~ BVH A AT T RRE > RIEHERE -

19. I am a Taiwanese: Pai Bing-Bing (2578 \: HikUk)
B A > BER L - FEIEME R SR T3 - 5 TR -
EAR T > EFRBGESERER o A O > WO o Fo b 3 R B
R TRGEAN > HEGHE -

20. 1 am a Taiwanese: Sun Tsui-Feng (F /2618 N: FR32JE)
FRBEAN > AOBARAKRE > HIIREHE - SHE N - RIS EFEAN
TAFHE o ERAEA LA > AR BUAETERE - MEEE L -
BERRMLZELTRIRE - REGEAN » REPERBPBER -

21. We are Taiwanese: Huang Chun-Tsun Puppet theatre (FA & & N: &
{ﬁiﬁfﬁﬁ%ﬁ)
AR > SEMAE - SN HREERA - CREGEAN - hHERE
E’J@l% o B RARMFINHLTT » T E AT LT o TP EERBEIRE R > FRMEE
BEA > PERBIEE -

22. Breakfast restaurant (L& %)
THRAEREERFBNE > EERES > HOBBRA - GG —FEANBERE
i o N —RAUARN - JLRIFEHE - Eﬁ—%%ﬁ%‘fﬁﬁfgﬁ o RO FRA RS I,
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23.

24.

25.

26.

27.

28.

P AITERE - I 2ot e - S5 ENRRA > HEBY L EE LB - dr A c s

Night market (1§ %)

RTAERRRE > B E - 2RI - @ﬁﬁ TS o REIER HE
R FREAARA - S HHRBEL AWEE - RIS > RAOVFHETR -
YEB SR - 20K /\TJ\H“%J%% RRDF > BUFEEDF - JREIES
ARG o S 18 B X L5 Hh SR 0 B — A

Learning Minnayu (% §5E5E)

Arey - BRI GEEEM > RE AR o RA LIRS G FE R E
%o ARLRSUE o MERAREIL RN E S - BERASMEE 0 AR
IRl o LA TR > B MM A sEHRy - 228 &3 g Lo Al
LR AR o R BREE - H1 - ARERN > & HMEE - FRARE
HEEEEA - BEAEBERT - B ERETar B - REE > FIi -

Learning Hakka (2.3 & i55)

AR ARRE > —EFHER - MBEIERA G - MEE - e b
HRSRE > Bh 5 LU o B ERE R A B > BRE > SUBIREE < iE T
H o RRGEGEMNBREEG o T80 8 A B EGE S AR B o
AEIOREREY - AMO - BRIEERE > IFEREMA - BRT
f# > R R AE o AR

To say ‘Thank you’ in Hakka (RS2, $&/F4H0)
KHL o FINREE) o PIEREE > AKIE ~ JRAERKIR o BER.O - R
HRN o sFiiiE Tl > BAM—00 » AL L F# -

The loyalty temple in Hsinchu G477 %8 M 2% L)

TRE > FR o BEIMIET - BEIAMBRRS » 1610 - Bl ~ TR T
oo RERMEE > SECKNE > BUENRET - SERERL > IER
RIBL > SEIGET 2 2 A B AR A

Diplomacy of fruits (in Mandarin and Minnayu) GK 3335 BsE, 658
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29.

30.

31.

32.

PR RS R - B RO A  BSIEAR I SA » 21 » HARNGIIZ -
JREL ~ EGE o S B LW o BRI > KRR o EREHEE 4 o K
JKHRBY A mi > SR HBIHES 4 » B - GEICRRIGERE > &
TH RO AT IRRRE -

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Chiang Yen-
Ting (ZTLBAGE, RMMBEGEN: {LEE)

AWML FIRHTTN o FAR R FMIHAREZRTTA o HERER
KHIHTT > FRAGEIMZN - ARBK—EHER - REQHEME > RARD
—EGERE - —ER - HEMhEM o % BRZZERE > KA
e o AR ARREREL - REGEA > TRPERBEBR -

HH

gl

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Lin Tao Min
(ELBAGEN, RIPHEREEAN: HEH)

SRBIN » BB - WAIMARE L TC - fRRIRE - IFBIRA — BT ZIE R R
M o SZHERAE > IR IR - B EEMEIREIR S - HIEEGH
AT N EE - SULRIEE S > FROVEHE G¥ BT - Wi i) 3 BUE 2 A
HEH - A NER - NEER A - RRFZ > FEE AT
%> AMHER > ERMERYE - RAPHERE S E > REBR > BE
BEAN > FOtEPHERBEBER -

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Ma Ying-Jeou
(ELBAGEN, RMHEREEAN: K

[BIAL ~ BALAR o SeAHEEIE N > EERHIRPY - BRIV #REBIHIR - FRH
TR AR E G > RAEGE R - WITHNHE - B ERZ
P ES A o A EES A ER AR AT LU SR o g R
BRI ER - GERRME S LR E > FRBITIL > B2 R 1
R HEGEA -

Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Ma Ying-Jeou
(ELBAGEN, RIPHEREEAN: K

EERAMZHRMA » AEREHEERERAN - ERE L4 > ERRXANEMR
2RV o FARAEVEFRIA >t —EME o ANEHEINEE - B - /%505
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i BIBE - AR TAIERIR o BRI - FORM - WA ANLRESR
o JErP R B R > o ‘:?{*5* 2 YNil} Y

33. Pluralism, and tolerance of Taiwan’s love; we are Taiwanese: Chan Che (%
THAGER, RMMESEAN: £R)
W ZAERT > AR R AL - ARG o EARREGHAEAES W - [ 2
AIRBRACE A RAER ~ PISERE > Mlie A FERRMERE - A
BN AR B B R N A B BAR K » TR b N~ RSEHERE - RIEREAN -
FTEES M RPERBPBER > TREGEA

34. A sharp return: Mandarin (in Hakka, and Minnayu)
BRI AR EE SOOI S TR el o Sl > D05 kg
o A BOCALIEEA S A - REBDEA LA - H 18% X
18%7if i » AN I8%It M A DS > 15 LAY o rp3ERBURR CBUN - BfAR
HUOHT AL B o 5088 b e R AR AT A - S AC S 0 RO SRS RN 2

35. A brave Taiwanese: Daniel chases his dream (3 BUB 22 &1 A : Daniel)
TR > DGR » AERS > Bk A g FN > BT - BN
—HRg o REINA > TAERRIE IR % - RARA LA E A ETOET -
I - AR EER AN - FATLUESH CREE -

36. A brave Taiwanese: Liang Yu-Ping chases his dream (BECEEZR &8 \: §
3F)
5% BIRUNAG > HAR I 2] S A o RPN RESERE - BUNFAMHBINCE
WS ELEE o BIWEA NESCRR > A A > E Rl - B =4
BN SR R S A A — A - BUNS T B IR > BEHE = 4R
BUORHMED) o B« A HatE i L HIm AT LUE S H C SR -

37. Rice wine: the good memory in our life CKifi: A 75 AYEIFEC 1)
BREBEIAR T > ORIEEBREG > AR H F— % o — i 180 K& > HIAHIER T
R > BRI o ORI ARG B > BIET DU o 200 HnE o 264 B
o BRI -

38. Happy paradise (|Jt4% K %)
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39.

40.

41.

42.

JERANZ > G - BT REER E » HF A o S - FRHR
FEMANE > ZIERERAMARS » Em HE TR o PRI > TR
BERE o WAMHEA FIERIEDL > P HIPRGER Y - JFAERTE= TR - Ak
P SHE NS B > FF B SEARRK

Seeing Taiwan: Ho Su-shen talks about Ma Ying-Jeou (F i 2 5% 00 FS 9 /i
e, BREGER)

FRATBEB BRI > B TR BRI QEANNETE - QEK TSR
RIBFARIES - & HERGREETTMABERE > B4R W B2 LUK R
R > REFHEIEE - BEARMM B AERERERE - B HE SME
H AL > BERZEM o HAHI R BIKRE - RS E H i 5 0 e ik o) B B
o RN AARAE TEMETE - HEETTIEE S A iLiEE - Bl
B O e KB, > JERA SR 85

Keep resting assured: Li Kai-fu talks about Ma Ying-Jeou (F il i FEoE
Ju: R, BETELR)

RIS NAERCE W% G AL - A DUAER RIF R - MEMBEERAE KRR
Th o MR Z TR > ERAKEGERILNR - MmEpiEflsk  E-EC
AU o FRSTAEMTER > EAMGTE o R Z0E Rl S A 48 A\ 5 fth > fhf&
R A A > MR BUERETT o BB > O B ILIRE Ak
IE

The Ten Golden Years : Lin Tsu-chia talks about Ma Ying-Jeou (&P 585 #Y
I MHLE, HETER)

HEERBENRK > NMERKEAEZE > RIZEN BRI
T o RAMIERIRRRERLF - BURBRE RHRIE —i& - Rf1/E ECFA 2
AT ? RAMIE MR A RERE > BRI Z M RIENE > RERRER
b o BEFMTFIR - BANKHERIR > RABIERASE T > WETHSTH - IR
Ahees - AAFENEE > ZARNEEEHRE - AUFEHEFTAAS > BT
LA BAEPHEARSERNRE S o 2SS B SRR T - R ARG -

The sincere diplomacy: Huang Mao-hsiung talks about Ma Ying-Jeou (3
AR RSB Su: B, SRARALZHR)
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43.

44,

45.

46.

BEH H A BB R CACE AR AN TAEAME I BT I > SLFI B 3k - Al
RN E G o BIRAEM HANE B E W E > HA ik BEIRREL
TR EGER MG E R EIRR o AR HARN RASE - HA AR > i
AR RS - RETT > WAL BT E SR ERI L - BERE1EL
HANEZ & E L fEiMiE—T7 - 2K BRBHR—EEMIETEDL - 3
FERLFIEHE - BEAAL > R AEBERZER -

Determination: Lai-Cheng talks about Ma Ying-Jeou (& i 5%k i F5 98 i
FHBL, PUL)

ANER N RIRH; > ZA G BRCE o BIeILRy 1 B RO AN ") VA ER A
PGB ] o R o SHERG LB - R o A EER
] > WL AR AN BRI o PRI F Rt A BB o HAR o R
8 —E BB - B3> RMBEERM > BEFNEMARBEREG - K
TEFHR B FIEE RN - RVE—EAMRORSE > R840 R AT
BLpa o (HIERED > MERE M T o STEN RSB -

A brave Taiwanese, Peng-Chieh chases his dream (BECEZE S8 A\ : 260
Hpk A NI AR - BIIRIEENAE - 40T > &7 RES8 A H
A BATHE - RAMBAFASLF > —HE > EHPA - 2400 2 HoAth
A o EE MRS - BRIAZEEER L NET LUESH O 2
AB o

Huang Chun-tsun talks about Ma Ying-Jeou (FXFrsBak iy o fu: EEHER
A1)

IS R TH AR A P o Sl > REIEEME > SPEWEAC » 2R
e NN A8 00 o e e A (AR BB > IR 25 5 SR ) O A D L - 1
PN —HEMRENS > RESENRW - Bibh—Egi > gaAREE
& AT AR o SR B > bR EAE - R — IR BR
L e

The atmosphere of democracy: Yang Chih-liang talks about Ma Ying-Jeou
PRSI BER, REFRAR)
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47.

48.

49.

50.

S1.

52.

AR R RERIRE » T LUENIARBATR o (HEEA 8L B AT IOE
SRR RIZN - AERAEHAYZER] > AMTER - U E i
R R R BARK o FEISCER RIS - RIEABIBUL o AREH Eratssn s -
EESURIE > BAHN > BEREFHA » ARG - BIEIUHEEK - b
AT PLEIE R > FREEERII -

Yang Chih-liang: Raising Taiwan up ({5 K: [ BT
o EERTFHIB e o AR o i —E IR SRS o

Real characteristics: Ye Chin-chuang talks about Ma Ying-Jeou (F i 52 5% 09
BRIRS: ER)I, HEHRE)

BERETT 55 o ORI ER R AR > SARERIEN - BIE AR - iR
FE B ETUERAA o IR E o LR E AR - HE TR - EAL 0 HE
N BHBNE R o Ml RE R B0 > R i B s ks 5

ZCER S R BRI T - A AREHR AT NN » B EENE AT
JB - b CUERREK - EREEREIO - BRI -

Yang Chih-liang: the abstinence of power (#7:& F: fitilHE J15)
RRE SRR K - AH R AR IS 7 R TR # B0 B A EEH AT - HEH
JEFRIERTERE > BitIHES) - 15 Bk -

Beautiful island GEE )

SRR > RAMEENEES - S APRIRERE - B AR
e B SER BB BRI NITA > BEINME - BB sEEK
WRk > DIRILAK - R0 ETTT > B —EM -

Persistence (BX3515)
I AT BRI BRI » T ~ ANBRR(E ~ 4THF - B - RIRRE—E - &
MR > B~ 4438~ B - ZFHAR - — B ER BRI — o

Core principles (#%.CME1HES)

B RAIEREAIRK - M1 - 2K - RAVFEIARRL - SRS » A
B sk UM > PERESENN 0 BN o AR - WATE > BRK 0 B
A ERRL > FHRHIARH
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53.

54.

55S.

56.

57.

S8.

Saving national flag (J54 B i =)

BB - B e o DIRTHE LR o B4 - iR o (RERIE - SR O
RN > A CRIBS LAY N - O BHAR I BB - BUBHHN - A0 R R E
J8 > A TEIR BB - MR > BT BT MR > B TD o B
i hEERE T R E

Humanitarian diplomacy: Chu Chih-yang talks about Ma Ying-Jeou (%732
ARSI IL: RETE, NESRZR)

BERARZE > RSB BISET - ZEERER - BB - B HAR
SKHERK > BARGELR N E = NIRRT o RN ORIBTE - B T HAR
ZEMERBUNT © 423 > LG HAGH -

Pai Bing-bing talks about Ma Ying-Jeou (I PRk A S E fu: Bvkuk B o
JL N3

BRE > RMBEIMEERARELES - RIOZEEA - EREFHEC - RME
AL RETS » MAETERRAS > R —H 4 M F AR — S i
e o B ANGENL » 3 RRREEMR > A —EZ SRR - 2R
BF o BERUERMA LM PERBERMABEIK - M —BRHERXME
BT RREGHE -

Policy: Cancer screening (B{45 R 5: JEhE fite)
VUSRI e B e > AR AR o BB AR - BREGHE -

Fast forward (in Mandarin, Minnayu, long and short version): ({Jtigis
ms Bty AR

2011 > MESGEEEAT AR N o GHREEE > 4548 > /N> SR o TS 0
IR 2003 4F o ROEEBBU\AE > MUERIET « RTEkiEllk - 23K% 5
EEPHPU/INGERZ R o RS LR EEINPU/INEZ R » M3 BB R ZOR - Al —
PRI B - K8 R AR > IR R - B ERIER - KEIRE
P o ROBEERBUFEEAS I REEE -

Whose coat? (A K E)
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59.

60.

61.

62.

PG 5 13 IR BRI T-hak > ZE3eSCH s - H i R
ﬂﬂﬁﬂ}i% %E B Q2 ROE A SR ? — RN RS A A 2

N

Happy to work; happy life ('Hi%ﬂﬁ%ﬁ%%gﬁ)

NI > HTHISLERR - anE B ERRANE > BERF— A
7= I N AV ﬁiﬁi;&%ﬁjﬁ ° FE@ﬁ)ﬂE@ﬁ i WA TR AIZ
o —H BT R LIS o ARAY ORI FERE - R A T A
HRBE > BEdR > BRES TG » AT EESE > S8k TR
JE o AR B o HBVRI R A LR

Gulliver (5 #5%)

2000-2008 FOESEBEL > —HEPNABEE N - AR S F B RE R R
REFI 2R AAR o B REPUEL - BEASUwng - sRAbni s /i - ECFA » 124
RAE - RKHE T BEEEEAN > BRAEITHANGKETEINEA
PR - AF-RMOE - GERIEN -

True Taiwan: The Taiwan spirit to strive for the descendants (B &i&:
HE I SR

MIESFERR > IRABRERM AU > PRBOURTM A G R - Ik
NEBER TEHRELRMUEKE - hHERBERMIBEE > KESGH
g o FTWHEALTRMEFNEERM > GEMGTEES > G508

Mo GEE T GERY > SERE > HESIE > NEW > Bl o HEE
gt > FRT—REEYE > BBEEE > TP N E - RERM > BRI > A
o A REAERRK > B G EA - R RO IER S RE > Hml
BT > FOSEE L hEREEE > AEEEL > TREE
Fatf o

Happy farmers (5.2 R)

RH > EE > NERAMTER - MR LZEM - AERTHTT - FHE
MMEARE] > AR > RE T IR K - SHERE - RAAES 8t
FERRE A T4 o JRE S TS » FUEORIRSE » BT DAIFRAM B B - RN AR
IETEWOR > M G WA IR > — @ R BRI E > R RR

IIEI
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63.

64.

65.

66.

67.

Golden Ten Years : Keep the value of happiness added (& & 4: Esg@A
{5 4491E)

T > BIBTE » SRR - FENBIR » REWR KA EMERE - BN T
B4 > 1A o BEERANERCR » ERERAOEY - —REFEATE
AR EWE > FEAHE > B4 -

The best partner (E 4151 5)

BEER - BEAE > GPRY R TT DL — R T BRI IR A
AERE N RZD  BUKBK > #HEER—22 > I EAHE R E 1515 - ECFA >
RAE 142 > KCRIMERME 42 (8 BA782E > HRIBES - IfERISS 1 > &
NRBERTE -

Come on, Taiwan (£ 7&07H)
BRTE - Ay > BN > FIEEAGE M - P EEK > BER > fEEIE > —
SEfm 0 PEERE R SR -

Wife (54%)
i35 P SEUAE IR > LURT— RS HIRIEY > R %1 > S csdr
ARIET) - I A - FEE -

Ma Ying-jeou and Chou Mei-ching prey for Taiwan (J§3E /L F 36F B & 1E N
R

RISV > — 7R ﬂiﬁaibéé Eﬂﬁﬁ WA R - HroREE LW E—YIN
B> IEHAAER - B E G EARACER EIEE o 1R AR LI
—@%%ﬁ°ﬂﬁﬁ’gﬁ%ﬁ—%@ﬁﬁﬁﬁ°éﬁﬁﬁﬁﬁ’%%ﬂ@
FEF MU

68. Vote for ourselves (g — =Kk H )

HETNTREIHE > BXRGE - B RIMDHEBTHAK o ZFHREK > SHE
N RPN o NRiZas i > it RS R o — B EE iR E)

B oo WEBA ORGSO o Bt o KB HUE - AR

i~ FEEAR > B
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Tsai Ing-wen’s 2012 videos

1. Fairness for farmers (%52 R—25AF)
B BR - FH - IRERE - B RHER AR o S0 - EFE -

2. Your keys (5 #4@ 2b)
Ko 8 o TR EE o FEAE > fRPLMHE Taiwan Next > BITEIRE
KA o

3. Their distance (ftf/"] % 5 i)
NHL o NFEE 2 > AAFEE) > BREL > NP FWAE AR o AP
AR & AT o Taiwan Next > FYERERK -

4. Social housing (1 &1 E)
FANEPRERET - ZHELEER > #edEE 1 lAE - REFIERE - KE
B B EREE o Taiwan Next » BIYEIRERIK o

5. Taiwan’s big family, it’s good to have new members (518 KKJE, GHk R
HIT)
W o 55 RAERIAR o TR BEBIRE 5 30k > N3 B © Taiwan
Next > BIFERERN o

6. It’s good because you ({1 3EL4F)
HER ~ R B SEHIE - 8 LY RAER > THARG K- B
R~ 8 fEF (ks HiF—EAa1K -

7. God bless Taiwan (RAG & 1)
BETAFIE > BT o ZOOCERSIH o AT > HHREERN AR - 8
B o Taiwan Next o BREEAEIPY - REEFH G - R > EH - HIF B
BIR > AR - S#ESE > HOEEHE - BERMAL > HOES
# o BREB > BEE LA -

8. A warm accompany (J&BEFH{E)
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BN ARG B - Taiwan Next » B /\FR o EFE > 22K
o HIF—BRAR o S04 o BMESTRRE o FEELGR o FINR I  HLFAHE
5o SERESENN > HRN o

9. It’s good to have you (G /R E1F)
SR o WEEH > GEBAN > FAER > B AR o SRS A
Boo A o ZRIOCHRE o PERESEIN o RURAUONE o BALRE R - BCE -
S BB~ BRR - BRAN - iR~ B R K B EAEATE -

10. Non-nuclear homeland: Koto island GEfZ 5K E : BlEE)
BIEPREARK o A o AR ~ BUGR ~ ZENIK - 38 - NNET - KE >
BEAA W T3 L R o UK - AR o KK
RWARE o DFHHETE - SERHEAESREEE o BRFEER—E > 2R %
BERIHE - 2025 JEBIR [ -

11. Hualien and Taitung’s hope ({b3EHL & R #A )
B EIK o FAEREE - FIERRK > 8 > a8 EEREETE -
FEH o I o R B > AL RMEZ - M ERED) - NEHS) -
ARGy ~ ABE ~ B o AFEATE AR 8RR - EHER - GEE—
LHAKR o Taiwan > TFINEFK > &S —IFA%E -

12. The country is great because of you (JH xR F R M K)
vl BTEME > BRGR TAERIMTT  KE > AIAE - Bt BE > 5t 7RI
KE -~ ARRBER > BIRERYE ? B IEAERT » 5 ZERA 5 th i i iy
BRI R - R MAERIBOR > ARG (R IR R A 2 FRYBUR
IR IER » MBEAPFERWER o TEE > BT KEE o AEZREER
o BRI EERE > ¥R o EBE TR ASEAN > B IRIE
Ko BIZKMERN ? BIFEIEEIRAT » TEARRE M - S f -

13. Give yourself a chance to change (%5 H C.—1{FrZ 2% b &)
ETUE OB > BT 2 i SR - TAE - ok &
AR - A8 FIVEREE TS 2 4 O RO e 4333
OB BT - Taiwan Next » BUERCEARAC » BBLATIEH -
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14.

15.

16.

17.

18.

19.

20.

21.

22.

Females in charge (Z1:E %)
B o BEE > Zo T ERIEE > BT EESE o FERIEAEL > & ANEBE - By
MBS > WFERE o AR AR - FOEEHEES NS -

Make a wish in 2012 (FFJfH 2012)
I —4F > RAERRE » FEAER - MFHAIEE KA - B T/E - §
e o RN > AEAZEEE o KK > B8 - g LB E S

77 ° a better world » change future » Taiwan Next o

Long-term care (=1 i)
RS > BUFEHREET > 400 {5 > HHm B » Al > A\ —E i
R > NPIES ©

Unemployment subsidy for youth (42 2EHHY)
SRR TAE AR » BEARISSEHERG > AP IER -

Our expectation for a female President (Ff" I3 A — L 444%)
SAE > BERE WAL 0 TRIER o WSE - BENEESE o SRR 0 B 0 =8
NFE e BIZBRR%E > AERTREE - S8 -

Hakka daughter will succeed (B 5% 2 5d i BEK)
BRAN > BREES > Kogk o W BRFK > EXRMHE > ER XY > [
Bh O EE O PNEMBRER o BRIk 0 INE O SE o REAREREL -

I will not forget people’s expectations (Fx /A &= 50 A\ I )
BKR > EE PR R o ANFEBE 0 R EARR > NI BA
JE o 32N TIES  JBI A SIS o Taiwan Next » BIYEPEARK -

A collection of Tsai’s campaign videos (535 Y 58 52 Fr &iiH)
HSCHRBHER > LR~ AFEEON ~ KEL S R 0 RE ks o IUE LA
PTG AH -

To be a winner of the election (5% 5 ;355)
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23.

24.

25.

26.

BRI > 2B o B HA o SR KHD > ROERRI G RAE—E o 48
THIES - R E o BNRAERE - BSR4 - BT UL RAER
TERREHI TR > AFEEARYARZE » SIHIRA > AR > BIRACSE - B
W WRAEAREE - RMANEE - TN EAE -

The road of determination, it’s good to have you (24558, IR ELF)
PEREAT > EEHEBEME > FER > KRR G & - G A AEEHE
BEEHE > AW RERNMTT - £ —HEZGEEENAE > B2
BENREN » —EER R o B —ERE R RIREE > ERRK - REE
A —EEHIRIARAK « 1115 > ZISCRIRA > 4190 - WEEgwik - /TR
Ko HPl - GE T HRAEEEZEEAHENEE - Jif > —%fF

K e

It will be bad without you JZ /R 1)

GNH > E—R o BRI - DB O BEETERATHE - A
T E AR BT - 2B SRR A - B
BRZRA - RE > BIREFTIHR—F - GERIFAT -

Let’s welcome the victory (GEF M0 [a] B A1)
B > BRIE o JEREHEAE o AR o BT RN - =8N BRAE
o INBEN > REE o KRR PRERK o BUEPEARK -

The future of Taiwan (718 i R K)
BERT R AR M o SRR S AR K -
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Eric Chu’s 2016 videos

1. One Taiwan: It must be in time (— &R 5 %)

AR 7 T AT S ) EI (RN ER AR 28 A > IR ] R A I

2. One Taiwan: Taiwan is the force: Yilan (&5 2 /1 &: HEH)

BEEITOIEA G - MR - PHEHE - THREE -

3. One Taiwan: To get back an integrated Taiwan (% [B] —{E#4 1 £ 1E)

WEGHE - —EREMS B > S AR - —(ERENAMAE - AR - W

R » BTV o SRR > A o AT HBE SR > GBI

ARAE o R 5 H FT R4 2SI AR\ 5 9 o FoT LI B I B LA 2 - 5

HA—E > B KRR TF - G E  BEHEHES T -

4. Your support is my motivation (R "] i 2 F:t 2R IR 1 E)

JERNES > BN HAE o (HEALH - SLEFSBRE - H )6

BE MUK o @A o HAEABHRENT I 0 KR AT -

5. one Taiwan: Taiwan is the force: keelung (§i& 52 J1&: FEfE)

BT A - BX Mg FER - iER - MESE KT
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PR - BOL A B - KOBIERE - BRTIOREE o P23 TR » B > R

ABRATRCA TSR o WA > TR PR & -

6. one Taiwan: Taiwan is the force: PengHu (& &2 J1E: &)

WU ER > EERSK - BN > HOWEBIE - WP E ~ KPH ~ G R EE 523

{LRYRERS - BB EX SR RERBOLE - PR R BDE R -

7. one Taiwan: Taiwan is the force: HsinChu (& &5t 2 & #1)

BAORAER KA o BSOS B R > FR B R R -

=,

8. one Taiwan: Taiwan is the force: Taichung (§i& i 1&E: &)

TR BT &Y M ER G - JHEH b 3 R 55 IE R B -

ARERHEEY > HEEITY -

9. one Taiwan: Taiwan is the force: Kinmen (& &2 1E: €M)

JERER o ARSI ~ B ~ FiRAIF ~ &M &R~ 55 -

10. one Taiwan: Taiwan is the force: visit US (5i3€)

11000 23 BLiAR > sl E R 3 REIA B - A —E a8 ~AEI L - &

ZYERL > AERALRPY -
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11. one Taiwan: Taiwan is the force: visit Washington, D.C (&85 2 1 &: 5%

Ji)

MR - 5~ B4 - ST - SRR G REN SR -

12. one Taiwan: Taiwan is the force: Hualien (&85 2 1 &: f£3)

AR - R > E o) KT FERE K o

13. one Taiwan: Taiwan is the force: Taipei (&5 2 1&E: &4b)

BHCH G ¥ > TS AP - JER B - SRR P R RE - —UIREE

MR » BIERARBIEDHRETE o BT 0k - BURZMITH > P H A bk

HDZ
o]

14. one Taiwan: Taiwan is the force: protect R.O.C. is the force (§i&5i 2 &,

PR b RS S )

ARG RS o FHE R HE R o L) AR SR AR B K 0 AR

HERE - AN - ERERMEEIA T B ERHE - RMBLEHT

BT R - AL - REPRERE o BERCE b R RBIIZL A -
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15. one Taiwan: Taiwan is the force: start from New Taipei city, to be the NO.1 in

the world (SR Jy&: fERTIbH3E PRILFE —)

BEEYHERE — ~ KEE— > Ftnims— -

16. one Taiwan: Let all Taiwan do it: healthy lunch (GE % &EHME RS EFE

)

B REBRHIARAE o B QBB o Pl 4T > il 5 1 RESEHIR K -

TERTALT A2 - el e Qe s -

17. one Taiwan: Taiwan is the force: Pington (& &2 18 i)

ARG EET . ABE M-

18. one Taiwan: Taiwan is the force: defend Chinese ethnic (§{& /2 f1E: #4

HhE RR)

o RO AR o TP RBIIRAS > BERRIRIRAIRT 1) > DOPHERBEATE - &

REREFENY - BBHNK -

19. one Taiwan: Taiwan is the force: Miaoli (532 /1 &: W)

SR, o NEBRBIG - AEIREYUE L 0 NEREUERIREZE o JARE 0 &

PR T RAHA L - S OSAH IR NIRRT M@ E A
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SR FTIARRHY o

20. one Taiwan: Taiwan is the force: Chiayi (&2 1 &E: F3%5%)

BENEAEC et R R > ERAit R - GEARTIE - BOECERL -

Bk ok BRI T~ BRAEE > — R AR

21. one Taiwan: Taiwan is the force: National flag warming movement sequel 1

(R i BIRRRIRITEN SR Z —)

B B o AR Am 38X BEBE R L > B B > {RPR S ¥ -

=,

22. one Taiwan: Taiwan is the force: Tainan (82 f1&: 6/H)

BB BE BB o RFuli AR T HERBIHARAE - AFFITH > A HAAENER - &

175 2 -

23. one Taiwan: Taiwan is the force: find the Taiwan, which belongs to us.

(REHENE HRPEREATHIR—E 518)

BRAEEG > NEERSLGAR MR o FERLGH - A —EEH -

A3 FN IR, o S AT R+ AN A5G MR o 48T A 2 A e R R R T

A—EEHE > FEA EFRETPR > 55 1A 1 F B o AREIREE > FRATHRARGS > Bt

UL —HR 5y o BACR R — 8R4 > FEERE A PR —E 5 > A AR BAR Y
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—ER > VREIANE AR T 0 o LR TP T Y ot > — EHR R B

REF R o R AEAS R » SRRRMEAR BB AL o IR R AR —E 5

24. one Taiwan: Taiwan is the force: National flag warming movement sequel 2

(R m: BIRRERITEN SR Z )

C) v e SRR S S PN PN SN 1) S ) S o P R X W] )

HAR A &

25. one Taiwan: Taiwan is the force: Taitung (&2 1 &E: §H)

#hE ~ A FAER - QWRBDE o T REE AR R NFERS S -

26. one Taiwan: Sport is the force GE@E) it /& 1 &)

SRR T4 > BBGS E  PNESFALEAKR - BIEE @ -

27. one Taiwan: Taiwan is the force: Hong is still here (& &2 J1&2: FHEIHIGK

MR

Hh o RO R IR S B~ RARE S o PR R BRI A R 0 R,

ERAEK -
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28. one Taiwan: Taiwan is the force: Kaoshsiung (£i&5i 2 18 Hi)

IR~ S5 TR > APIEE > B T N AGEREATHE

29. one Taiwan: Taiwan is the force: HsinChu: sequel 2 (§&E 52 & T2

=)

FRE ~ ACATTET o P REWAS —E BUTRWRFE ~ KR - Ha e -

30. one Taiwan: Taiwan is the force: Pington: sequel 2 (&2 &: FH2Z)

AR R AEARBCEEE - BASE R

31. one Taiwan: Taiwan is the force: New Taipei city (§{& 2 1E L)

AR BB - - SEEERQERE  ARISE > RS IEIREH

=

p=qit

dbriv > R R - REEHTAEITA 0 > CASTHE 2 2 B i KR BB T -

32. one Taiwan: Taiwan is the force: Yunlin (§& 52 f1&: )

A RIEREY TR - ISIBHEE LS - KT HEMPHERRE - &2

KRR AT

33. one Taiwan: We are one family (F£/f12—% \)
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BT ER T B SOAS - SRR S o A1 T ECER R > AR o FAEORE

R HEMEE > BERZ P MG E » BE A — o one Taiwan > we are one

SR MK~ A RER Ak o B ERRMGE - S Fog -

wif o ERTAMH A8 o BiREE - BN o PR  FOA— -

34. one Taiwan: Taiwan is the force: Tainan sequel 2 (&2 1&E: L)

22
=

i BERE - B - ZER IR -

p=({3

35. one Taiwan: Taiwan is the force: Miaoli sequel 2 (&2 1&: HEZT)

B LR AR > — MR TR HER o 51N RERE o Bl - & - 2 LR

i

36. one Taiwan: Our Taiwan (F&f" i) 5 1E)

AR < B EME RALE M HALBBREIT AR - BRI - RN SPEA

JER - BTG ~ G > F5GH - FERGS - GEARONSREt  f

FE RN 330 A0 AT T S 5 T 0 0 B 4 i - AN AIE M B I > AT R

BEANER ~ 48 LB B RBEMAERNR » MK G - 69800 HE

BAER & IR 8L - Bl S AR A FE AR & AR K - PHERE one

Taiwan > ] —2 % T —ROGHES T > REGEERKNIE -
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N
%

37. one Taiwan: Rally for Taiwan’s stability, you are the power (& & 1& 2 M E o

% HRIIE)

[ REE S > AT SR 5 4 o R RV B BRI 4~ 04T > H B - Tlove Taiwan

REK By MAE © BEFHAE - HEE PR - I IS RO BEEE o

HERB 0 W E TR H H WAL 0L A B A o

38. one Taiwan: Taipei (& dt17)

FRAAZ BERI B > SEIR] ) B e B SR R - BB AR R -

Hh o RO B > WA P IO E A RO RO R > RS BE AL (R B

ZHUE N

39. one Taiwan: Keelung (%)

Bnh MY - AR RO B R A ST AUP R SRR A T B

ROR BB o By TP RERE - B T RKBIRIAE > By 7AW > — Ui -

40. one Taiwan: Labour’s mind (Z£J&.0VE )

ACTERRAE A % ~ A B HL o UG T USSR A IR ERYG - B RS - T

A B RS O o SRR A PR EE  E /AR A % ECFA >
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SLELH B I BRI - B R AURAL BAE A E T

KRBT - 6 > BHREG - BT AEENE - AEALHBE -

41. one Taiwan: Farmer’s mind (J2 R0 )

B EMEE  RIEEEIR - OB o K T ORI > SO o

42. one beautiful scenery of Taiwan (& 18 &35 B 1) B &)

fEHR T BN AT - SEBEEESE - BIEAAIEE L AL R E M R BRI AT > B R R

8 B 5 R ) JE 5% o SFREIE 5 ¥ 208 A v O A D - B I AR NI (E E > o

AR EENZOEE -

43, one Taiwan: Mom’s mind (358500 5)

AEGRE T RGN > RARBERE ) - REFBERAZT AR EERK - &

T EEBE RS T o EMARAUR L T IER IR SR -

44. one Taiwan: Taiwan is the force: Nantou (§&E 2 1&E : )

AR S5 B B AR R BT o B o DRREHE - BIBCR BRI HOR -

45. one Taiwan: Taiwan is the force: Taichung sequel 2 (&M EE : 2

=)
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46. one Taiwan: Taiwan is the force: Tainan sequel 2 (82 1&E: ML)

B8 RMHCRT o B - SEEESK LRI -

47. one Taiwan: Going to vote together (support our national flag) (— 75 F: 4% 25)

PR o EARRMAE » K T RERE - K TRMBRA > BT HHE -

48. one Taiwan: We need a steady Taiwan, please support Eric Chu (55222 &8

538 W SRR SLAW)

S 2 U o B - GEIA > RAVFIZ IR AR o A

LRI -

49. one Taiwan: Taoyuan (#k[E 1)

[ R o R B R L o [ B B » R LR o ROL M R RS

50. one Taiwan: New Taipei city GB7dLTH)

BB - SR E R - B~ BEERANIER -

‘-I:lll
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Tsai Ing-wen’s 2020 videos

1. Captain Taiwan (&K )

AR > B HEE o RTPELHEBE - AWE A T8 - SCRE

BHABELRE - TN NER » $2FF GDP FHUIMA CPTPP - Ff—i&4TRERIHE

fit line 2 ptt o FH B — o BOWHR > KERPE > FRREEE - R

FERMESS B AL o 5 bR ACSk o AL e KRR \AEN 20 BT o FHERRFTE -

TS SRRE AT o B R R Tt BRI R - 2K B AR A

REHMN > REGEKRE - WRRBESBES ) BEBESERE - F

HoEYa > RMEAZEERE - HABRE > BRARAK - BR HE - R

fHiRL o start on the bottom start from the underground - EXESFESE o

2. Weare all in R.O.C. (HF 3R EA 55 F)

BEIHERA T N 7R > e v 2 R A AT - P 3 RIS MRT - s b RS

[P LA AR RORAE I R 235 A -

3. Caring about Taiwan (B.0 &)

B IR o SR IR RN RO S MR R AR —HRATRE -

HE AR B I E AR A - TREMES > OGS B REMIES - 18
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B G RS Bl S LA o B0 B BURETALERR > FEARED—

B HENEN - EUEVUAETRIRTE 0 T3 R BOAE - ERREER

JREESV B BRE o AEBRE o —HEORE - FRGH > HRRLEE

REMAL > BIRUEFERRE - S0 BOGHE REERRMMER -

BEICHEEIERE > FRREABRE - TR WHRKEROE

B IR -

4. Tsai’s accomplishment: Saving Taiwan (/NREBAS: (R & 1)

FEYCCHUAR I > SR o BB BLESRAN G 0 PR HAR IR SR A o ZKISCH

ZHARD > BUERM R EERE o REEABOYE 0 EEME o SN -

5. Love Taiwan from the world ({1 & | &)

RS MG T - SER UL L e RIMBERRTTE &

BEOREF > APESREEAHER - R > ZHEAHEOEAZSE - BR

T SRR A RE AT > ERE R B ARBER - HAZAEAER) o £

NEBBRLIREL - EGH » ROV TERAZWRERAH - FEAHE

EMEBSR o AR SR IS R A o (A G FAT T LUE

BHT - RS LA -
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6. Tsai’s army is recruiting: Vote for Taiwan and Tsai Ing-wen (JZ R 5 5% B 7648

5 BEEE R, R/ —iRE)

SRR > WRMARREEE o RERECAREM A - A AT DR R o W

B H HEIREE o AN R AATE B - AT > SEHREREK -

BB RE > RN —IRE -

7.President Tsai’s campaign song (/NJE4a 45 e akth: A{E B HL, I 4)

2 2020 NIAR BB < S BEEL WA - CEEHEL R4 {EIE

Wk 7% Fire EX. il - JUK#/EIEZ 765 © #KIE Sam Yang /Bl : #5KIE

Sam Yang OP : k48 55 4% FIRE ON MUSIC FHEEFRIMEAEE / IO NEES 7

AL M S ORI A / SR TR G RAEEER / R

A ET A MR /A LR E REFEERNT /| — 5 Rbifr

|

[E=
erP

SRR IDE S [ B RBEFTE R AR B OBRE) &

=\

RBP4/ PRSI S IE REREEEE / FEEMY bk

AUERAE / BRRARMEIF A RURRI AL S/ R EE RIEEAER A

FAKAF | PR REFEHNT [ — SR 17REA BT

W E ey /R TR R R / Brr O BRE) R BB R 4

[ BB G E G Bl AL/ A LRI BB/ AmArE
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AT I / A IR PR E G 0 RaEREESXNT /|

FEBLAT AT B IR E ay / W5 a7 s LR/ BUAY O BRIk

B) BRGNS / BoREEM S EIEG AFEBRN ) GEEA -

8.The overseas Taiwanese youth: I will go back to vote, how about you? /&

EEE  RFRIRBEE, R ?)

SERERCR B9 27 K o iSRS AR A o AR MFEE S L DL BN O B E R R

FERK o FdrE B > AT RS MR T ARG PR R > HEM LIS SR AR <y i

MR E NG - A MBS WS - ERETR A& TG

PR RS R SREIMT RN A B W - RE R -

Pl IR LB o REIKEN N SN A TRE B IS BE/NE IR o AP Il et

R ORRNE? BN EAERE o WAMEGEE o BEEERIRN M - 4

T RZIRE R R o RIMEENAE > BEEEAE EAAERN 55

H ko FRBEHA R PR EEN S > IR IR0 o AR MR 2 ] A AR

RO E RO o TER S aEh o BB R E L 80E ¢ WA

PR B TR — 0 > MEPR I K Ry R BEE o FETIN 1946 AEREIRE T3t

FERE o MR R AE 44 R4 o ARG BEI AR 30 4F o

AR EAHLE 23 4Fo WERELEEE FHIFAE DGR BEEHET |
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BEINREEE HEIEF R o o RAE S AT E T AR L T PR -

BLHPER) T —fE# s > ] r& HEHR o SGEREMIK o RITEEHRE

fib o FRAE > FERESE RS EF R ZE RS L FRATERAIEL o FRAM [l 2k

T BREET

9.The new immigrants are our family; they are the new pride of Taiwan ({1 &

RHRMHRN, & EEHER)

AERERMA RN > BEEREEH | DNICRHE L R i s ——

b

L Gk
=

WERH > LIZEER ~ EDJERE - Mk~ RS - BURERSE TR RGE S (WEh L

I 6 MEEE) o I A 1990 FERMRRBAR BB > Wik ROZ AW S FERREL -

RRER ~ MEE R > FEHGENE o ESOY R B RS -

1% A A AT S L~ B iSRRI QA8 R TE S A

RiE LA H CRE R o M ERAMEELS 1 H ORI EZRE - 5y G e,

TR o A EEIER R R RO RE TR R BB ~ FAS - AR SR

Mo AT B R CAGEME 50 BN - B R RA I 30 A ER

BRI RN o INFERSS A TR R 1 BOR A R R i B R R E

Mo [a] IRF0 DA A AN (] ) B MR 1 B > A S M A e ) R = i iy

TR R FE N AN Ela > B R 5 BV AR RO BB T IR IS LA /N 2
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P | o i PR T I S R AN B B R o M B R RIS - B

AF BN REASE ' o R R 7 B4Rl i e AR R > A

T By BRI RS ~ 5 o IR iE b R T AR A oS B A

jE A RAE T = AHE > ERARMC - FIEZER A% TR A A W

I EAIREN FM— RS AR — RO G 1 BrE FoM 45 Wi 8 B K

POVEIRE R E R BRI GE SR HB R E RN G5

10.2020 I will go back to vote, how about you? (Japan version) (2020 3 & B % #

=, ARIE?) (HAS)

TBRAEHATRAE T ARABORE - (e B4 88 > GEN IR E

o) TEERFEFR > SRS o | TLARIEP B AR - IRIRESZ

IR B BIIFIA A e | TEEWT DI - BRI REME BUREE T > Wl

AR T = ) TREBHEFEER Y > HAR RO EERBEE TSR A2 G

REAMEEZICHIARA o | TRFPRIR—F HRBRERE - | BRIk

BETEF BT HCOLENRKE > 5 FESR E > PRIk

—ﬁ

HEFIRRIE > IR IR — R E 5 - SR~ IA ST HA—

HRE QBN E o BEFERA R - AAETR MRS - MR H A
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TAERI BN - ARBEEAN ~ TRERN ~ ZKE L - AER ~ B - Gl

Y. ABPTRFIURAT 4R 5 AR MTBE > B 35 1 T 5% B A Y 5 7

Ao TERATE GBS - IRIRE ?

11.2020 I will go back to vote, how about you? (U.S. version) (2020 % & [0] 5 #

=, ARIE?) GEBIR)

HMEEA D - 55 TPF > HAER S AEMTE » #MOBEMMHEEA - TR,

2016 47 SE Bl - BE > IR EAEAT - S EHIRBTE AR » Fr AB R 2

S o (HEPE R A B > 5 R 0 2 N\ BLHE B T — (U b~

HOHR > 5 MR R S B LF - FoA 580 > BN RARLTR > 35 v LLB 2 DA 2

FHE I B > 0 E B R RAE T AR T » ) - REMVE SRR

Bt THRAEAA) TARRERIRIER o fiv B4 — KA DL B G # IR R —

55T > PrLLBAREA O G ETE BRI B AL SR8 > BURHE 5 SR

Al ASERREESRA AL BRI S P R - IR 2

BUR$ AL FISHY B AT > Amazon ~ google 25 R ANSEHLE B - WOLBUR i BEUAE

BUR A B ARHERTAY - iR SRR - SR TA B B R o ) B B I

¢t A SIS P A Ry A Py 7 VA S R S PV SRS R Sk I L EE oS

2 WG O BB INSEBHBLE AN B 5 S B AR E 1 s
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12.2020 I will go back to vote, how about you? (Pacific rim version) (2020 % &

BRI, ARYE?) BRRFEER)

RERFAER BTN EILI > FHRELMES ZRTEM M MRSRAT EIER > T

RERl o FREE A FRRAEN > L B o RRAEISNE I H R B

BT B TE R PR Y > RS — (BN T B > R R AR L SN

MEEBEER > EGEI —IIFHRERRIES] > IFERT S BT R—F -

A NG - HZ0A AREEFRAK B R > FOCEREVE A4k b

N E—% G EAE SRR o i AR B EEE - SEIRRZ MR AT KA

TR | - B2H FEEERERR - BEEEMKERE > —HTHA

R o TIRAMTEIm G o ARIRNE 2 |

13.2020 I will go back to vote, how about you? (Europe version) (2020 3 7|5

B, TRWR?) (BN

EIEBINE B8 > MR S KSR - MM EREE R G > BT T

A —5E o DRREIGHIM - RO NEFHBIREINE - AR - REEH LK

BRI A JRANTE 58— BRAE A BB > (B Sl LU I BUE R R 3

FRE - BRI RBSE o 1997 4 I A: > [FAEE S EORERRS TP i > {HAn 43K,
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14K B A AR AR RS ARG - 2020 FREr [ 5CHEE - IRRIe 2 ) - S

SEyAibAg o [READMGAFE DN > EREE T HR AMAe

o UHRAFEA - AEAEH - BRI R PRI - REAHR

ERENTE > A HARENTICET o | - MO5H > BHR o DiE R SRS

Y AU BRI BRI 2GR 2 7 U BT

[ty

HRE AP A IEAEZ DA F R - 2020 - GEEH - BI4E 1 H 11 H » g

BB IRE 2 ) - FEREER YRR o ZELEUA 0 A REEEI R K A C IR

BT TRMEE KB > IRRVE 2 | 1997 4F Hi A Rl 4R T A BOHE SRS T ] -

MARME BB - SRS o ANMERHRENENR > REAHRR

EAEMA > AHPRESTEEE - RMEIEBEHEGFRELN > &

THEWER THEAANE - B TR EARRE - RBIHH B - —

FERR o AR EIR LR GE AR

14.To guard our future (57 1) A )

IR BT NEISS T~ B B - s REMIRE ~ FamE > —f8 TA M

HTE ~ JEREHRE ~ NLTEIR ) HUAHE Sl TAMHIARAC > RS R A T Ay

AR A STl AR AR AR SR BARSE » B4R 1T A 11 H > GRS

—E B A > IO R R > SO 3 SREK SO 0 LK

w5
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HAOMRFIR R B REEBEASW 14 5 RIES W > —FIETEQEARNA -

R A REEERE - AR RESTHE - BUEAREA AT

R B EE > AR BRI E > SEEREERERR - B

IR 2 BAMT AT LT RER AR B A 147

15.2020 I will go back to vote, how about you? (Canada version) (2020 & [0 5%

B, ARRWE?) (INERGR)

B B PR T RV B E R o NIRRT 0 TRRAELA

LA > HGR G I RE A R AT B S R B TR B SCAY o J 28 A A

N o o B R AT R R = | Y SRR ARG B A B

LMEREHB AR Z SN ATR o TR > BALFES B BB AR b BT/

o Frsp Lot r Bl > Al T SRS SRR 0 IR 58

% MR BFEMBR o WMTRRAR T > FraHZ B imeEs o 24 0 16

KPR P A (BB > BRI » MR TR & WERAMERES - 1 NE

INEER & E 2T 5X BREESE - M 2B - VR AN B e T & 5 A

BB SRAY > R TEMALAERTE o T3RE BRI > BIRe 2 | BEBRER AR

AL PRSI S A  AR TR A SR R FRAEE R SR )

B i R AR SRR B
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16.2020 I will go back to vote, how about you? (Taiwan version) (2020 & [1]5¢

B, TMRIR?) (BE85)

Bl 17 K > % BEREGETFAERAITEY 1 o A0 A S B i HAH R

T FEIE R ek T A B o /NSRRI A I > RS ORI > A R

SEN ~ REEDN ~ FEDN ~ W - B B B B AU K S

%) > KA EEFEFRABEHAR T o MMTEEITE EX > —HEH - £

Te BRI MBI IR AR B P R A TR

e m R BEE - BRURIE 2 ) RAMIERAE - EAREES 7T - St Es

AEIENA R Z N BN RS - TR > e BB - P S AL B R AR

Bt > BRI o RN ERBUAER > AT & IR

FE B - #Pu A - R IR

~

BRI B K R LML R B HIXE -

BEHR KA RBEA A o A E Q8 RE7ER B LRI A 27

17.We have a capable government (5B ff, &)

FAMF BT A2 S| SR SR - Sl /NSRS = AR AR BBR » (H

WM RGHEIRF IR > AR - B8E ~ iR - AR T %

W HREOE - REEERE. . CERER G BRI RAAEE > St eiE=

R RHES o AR FAEHER A LRI TREERZ ) ERRAE
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) HBON gy > LIRERGR THSH B - it TBelE ) e s

%% MBUNEARSNBUR > A S BER YO BRI B0 L G E

B TEBERES > RN | AEIF R - BUE RPN | ) AR

RN H IR - N IER SL BB KA - SEER BB 14 K > B

FEQEALG IS - SRR IR IR W I FEREBOAAY > A

BRSO IE S MR BB R - HREMES#ERE | CHBUN &1

H W w c ROGE FBEREE BERALL > SEIFREAE

BRI A - e mefioas - DR ONLL o S 8 T AR R Y

A o AEURARAR AR - IR E AR PSR F i o A RAT R B X

R BEMBRRAMBREE o AERANBKE - AEWAIEE - 5

HOeHEE - RWABHEE AT o SHEEERIEE SiRRA R

IE > BRWEFA RS E SO B U o /M SEAS ESS - AR RETR

AT o BIWEHEERERTE > B~ M KEEERE o GRG0 HEW

A o BEIFREA > BIERRIF IR o FBEMGE . BEP AL &

W R EAE > BITERRIFIIAE o 5G 5 F3KRE - 8 MHIAEIRE Kb -

BT E KNG o RIBICEAKME - MENFELQEE - tefs '

FEM o HUEWARE) - HOTEL WAfilh > MERT AT KR IR - FiACOKKA
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IR = AETE A AR = o BB EUE 2RI 0 BUFW R B E HE

fi o JENFRRL MG > I RAEBUMN L RS IR o R R RYEEHE > I

HEE > FIHREE o AWIHEES. AR, ABIEERES.. GIE... G5

AL AR ABIRESRE. AR BEER RN BERE

FIFALF ... FETOED SEBEREBIRITTIEAL....  SUBREE Rk

W RGRELS MAHRE R o TEBETROE o AL BB

MR R o BHERLIE LT > AISHAREEAREIC - BAIERE > P

A RHESERR > REMUES > REEEAT... o gEMREs - #

WAL - QEIFEESE  BUEERIFRE - SBMAEE - BEFA

W o BEIFAEA > BIER BRI o

18.Going back to home town again (— KR %)

TCEUBE » RIBAFE 1 o FESMRE ~ TARRIR > FERDEEREN > B

T WERERER > FHEK - JUERRE > J7 R YIE - FER M TAEH

SRR ERAMEE 2 S e T IEIR BME o A EEA o A TAREKET > FA

KK o —RKBTEZE > Tk ARREIERRMBZE - 1A 11 H - EH 10

Ko —fEB—E - RN EEERBFAE o —IRBERH > —IKEBERA o HHM

FEREYIRE . HB TSP ER R o ERAA TAERFEE > KM~ AR
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KT ER o K TAEHEEL AR » FRPHATE | BIRFEK o — KBRS

T—RARERMEIERR o BIFERE > BIFAFE > HEEK

19. Everyone requests another one (Mister version) (—{fHhi —1{) (Je45)

AR RIFH - HARMBT R - BEERE > SIS ERRE N S0

FESRBE R L o HAE IR A B R B - G HIL ISR - RS REE

P ARG o AN 486 JeApat o HACRHE > I O SOB % 1Y

AR R AR RIS R A 2% o B TIE R A 214 B

WER RS BN REMEE - TR R ~ BEAC

w

AR - 486 SE/EuitiAR T » 1 H 11 H > Mg £ MEREF# G EHRAR

Ao EERAFIRE AT R RAIMA R EBEERATIE L 1A 1L H > — @

Pl BT & BT EE > HREE - SEERFAEAREE - BT

4 o FMEEARRAE: > WMWA HCHET > WHEREL AT

T Ll RAEMER > BAEFHEHGEIRE - AET#ES

i}
# -

20. Speak loudly (K& FREH)

LA WA AR TR S - FER T A BSMIHTT RPN o IEFER]
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MR > 546 H o SRR TS > B BESOY A IR > FAE

AR R FS > BERHEE - BRRSERNL W FE R

AP EEA AR 1A 11 HIRK > At A SR A 8 5 8 o bR E 2 2

AMZRE > T P BB A D R > G E N R A2 - 1 11 HR

Ko B2 B TG —BmH ) o RAFEE NI X > R T

SUBPRIR B A b BRI RMN TR » RMOESEAN > M H AR

A3 AREAREBS o HERRAMTEA - BN LURE TN - ERAEE > 7

HIEt FRAES > FAENEEMOERE - 1A 11 H > FRERK > JA

SRR > BT AR B T AW R EE - B8 uirEit R R

b TR R A E AT AR o FAM U A o AT R v R AR T AR

SE 208 —4F > TR BIBR R R SG o HLPR B A T %

ERGEH B RENEG ; FABBUGFERL DR RE]) o BB

ik HEABENERAS AR IERREE @ - HiEE 44 R

E R AR AR SRS o WU 2 B o A IR B AR E B

BV i 36 PR B RO > B2 AR o FRAMHEARSEZ L ILEoR — B o A

A I EE T BB o FERER b UGBS B SR o 2020 4F > B

SETE AR B SR R ERERS > 1A 1L H > ZIREEE - g TR
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G o R BRITES - LWRBREMEBIEANER > (REARREC - HEL

P E SRR AR - BUERE A BONTERITAE > BRBORM - 8RR

o BEEE S BURHE o AL IR BRI > JRAE B A A

B o ALENEIRTUIR - ALORIREN - B A MR SIS o (H

WAEE —4F > REBELEEAK - KEEES - SBBNH > FAVFI & B ulire—i >

ﬁ!&;

BREEE - KIROGH > BAFHEBHERE - ROBHEHASERAER - &

MEEEMREA HRBER o it REER G &SRS - AT

B MM R > FE i E R > AR -

P19 2 L B 6 -

21. Everyone requests another one (The chicken chop lady version) (—{fHi—1)

(HEHELRAR)

bR RO R Y FRAK > HUA 66% o 1T HLASER EERER AN > AFES AR Y

PEERBF AL - BESCER A FERIERIE 7 0 WK B S R R A

Koo i S AR - BELA R G IR B R A o AT RE M MRS AR B

6 o ARG P A e A R TR o il B ME - BB P 2P > 2R

MBLATANN - BREERRAR > #ifR @Onedayili HERA S > AZUNE

S8

HOW R > M2 W RBEAR > WEAERIZES - A NSESR &K
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2 Bl N o IRADEHERI N RS H B REN » sEBBIAAE O

HIA > BEOARIEI T > SR PORRRI SR - BT a8 > BHIREE -

22. Everyone requests another one (The Chung Ming-shuan version) (—/@& i —1F)

(BRI )

BN A M RERKAS o BEEREEHRIAR LK » EH05 RS 20 5K

BE T > AEHE HREGKAS - B Bt M ARE A C B RRJT

A BRARE o BURPIEERE o MRIRARE E CUCE RIS > M2

dtah o R F B — RS MR R SRR R i 3 o SRR HRIUE !

UISRARAS AR GH A N HREE PR BRI AR 2R > Rl Bl N S IR - 35 e By 7 U R LR -

23. Everyone requests another one (The Gua-gi version) (—{EHi—1f) (W FH5)

BIAH N RAHEEE o AT REE AR L MR ~ R EFERS © B

BLHD > (B R AFHOINE o SEIRSEARARE 24 E/NRFRNE AN Z R L © (g rE 5

BB A 75— RN LM TR IR FERTRE AR > BB AR

WIS o EEEHS > R AT DU REUE o IRIESE M E R B 4 MG

o B DUH R EHUE SR BE A A B IR I BB IR N - RAREK > A
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HEREZ RS G DA ERME A AR EILS = BEZ NEE -

AT 24 /NFFEAEEF > —EE R A —(E RS UE R ER A -

24. Everyone requests another one (President Tsai version) (—{H;—{#) (/N 44

Hi)

BB E > BEREE RN R R o BB RTHY R AR %] > /NIERA

AR A AL SCOMATES © BAMBUESAT RE - W LUE@BEEERE § CRY A -

RO R RTRE > AR iy BEL I T8 1 5 B0 A€ PR (R > oA Mo 20y i

2 o RERAENRZ > SERTERMZEAZ DIAE > RMEHE—ERIER #

E QWA - GFEMREA MR - REGRMERE - L#H -

IF

e IR > AT G RF ] o GEFRAN R RS SR | RS T 0 A&

WREIER » B EEREG o REER > RMOBAETIRESHEEE

B DARME—EAN > SARKEICHZ > BEZANER - ZHFHER R
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Han kuo-yu’s 2020 campaign videos

1. Den Tapre Landsoldat (3% ¥ 725 HH4iF)

SR e [ RIEE AL | - A QB A ILBR b - BB

SRR A IR M > BURSRIE S IR ZE - 2R b IR R A 5EE 1 9% - 5

A NRATE - fEmr it > IR RSO0 -

2. Starts from the south of Taiwan; to resume Taiwan’s glory (/5 J7 Hi 2%,

BABL)

w A E B - K SRR A A IO R AR

it

HEEH > A ERifE i 2% > ROBWRENAT  BOSBREE - KK
AP IE IR - e m T B A #a -

FRE a8vikaE A A+

3. Step by step, being a pragmatic person: Li Si-chuan (—3 —5 % & Hifit 2=0Y

N

v T R TR AR D15 > b3 e A AR o TR DA BCAR AR > e N LR T

B RS SE M A TE R
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4. Policy of young generation: entrepreneurship, bid for investment (F4E£2

HEEIE)

W EIERE T ARG F R R HIE - B A 1k [ 5

WA NRAE ) b EERBIBIE - R WABEAIZE . SRIES -

VLo AL MET AL T H 4R > 4R 7 =@ e WA > ) difrE T

EATEI > UHEAGHNEH > BAERARZE - RREGEELSHEERE

BHAEREARISE - EAFIRANRIRER - R - L ARSIl o RN 4

WA MRAAIE > RESEMERNREE D - [ ROEHEEIE > &

FOWNREBE > RO L NHEREE - B BREE S RER

WK > BMEESEE BN EREAEO > Pl B RAHHER

518 R G# AL H AETEE B AN TR e RS EL g

FEETRE - RhPBEmABE L [l Ls - ARAE) ~  FEAM

SHBL A o

. The shining blue sky (IR HT#K)

A e AR o R B R IR DI ER R AN ROR BT o B B R 0 D

Je B A M S
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6. Waiting for a person (Z—1f \)
TR AT S A TR~ TR RAE R BRI -
P~ AR S NI o NS RIRE 5 0 o SRR BTSN - Jen R -
AP 2 R B S8 A e — R MR K o 52 1 b SR B S o s bR i
i o

7. The navigation of national policies, Taiwan takes off: Celebrities’

recommendations (B B4, GEEMR: 4 AHEER)
AR 0 BT CEFE > WRRREERR > BT IR
PR RO M o B TBbE R PET - 3 R AR L B4t
YRR RMA A AR o BREIZEH > A ERERGEER T > E R
AN o REAEREE N » REGLEPRERE - BE 8 A LB
IEZ) o BIREEE > WURARE G IR BRO A A ERZ S B A 7T LLUE R B2
FOTETE > AR BHARBEE o R b INBB0E 1198 - EE N > S#is

NEAEE -

8. Policy of young generation: young and old live together: social housing (& £ 3L41:,

HEHEE)
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PEBER AR > FARBOK 5 MR S AR AR INSE - R TR Rt

HEEOK o %20 o MBUEAE NFIAERE N B AR R

9. Millions of grass-roots stand up to the rally party (75 £ i B0k H AR, B 558 i

)

HE S BB o R R R

10. Taiwan upgrades, the glory will appear again GEIF 3, SiEFE)
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11. We could let Taiwan be a prosperous country again (G5 G ¥, EEEHIR

B/ )
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12. Connecting to international society: student loan (|3 BS42:00, 24 5 7K)
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13. Han Kuo-yu’s campaign video: several mayors’ support (&5 |50 i 5258 & 1 %

HHRR)
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