Universiteit

4 Leiden
The Netherlands

From Public Administration to Memes: How does the Taiwanese
Ministries’ meme usage on social media affect citizen reaction and
engagement?

Chiang, Ching

Citation
Chiang, C. (2024). From Public Administration to Memes: How does the Taiwanese
Ministries’ meme usage on social media affect citizen reaction and engagement?.

Version: Not Applicable (or Unknown)
) License to inclusion and publication of a Bachelor or Master Thesis,
License: 2023

Downloaded from: https://hdl.handle.net/1887/4170457

Note: To cite this publication please use the final published version (if applicable).


https://hdl.handle.net/1887/license:7
https://hdl.handle.net/1887/license:7
https://hdl.handle.net/1887/4170457

From Public Administration to Memes

How does the Taiwanese Ministries’ meme usage on social media affect citizen

reaction and engagement?

Chiang Ching

52922339

MSc Public Administration: International and European Governance

Faculty of Governance and Global Affairs

Leiden University

Thesis Supervisor: Dr. Julian Villodre de Costa



Abstract

Social media has become a critical avenue for government to disseminate information,
foster government-citizen communication, and engage the public. This study
investigates the impact of Taiwan’s ministries’ meme usage on Facebook and citizen
reactions and engagement toward those memes. While existing literature has explored
social media’s role in the government’s social media usage and humor’s potential in
digital communication, the role of memes in public administration’s online
communicative strategies remains understudied. This paper reveals that memes can
foster a positive perception of the government, community building, and public
service delivery through conducting a content analysis on the memes posted by the
ministries and the comments reactions to those memes. However, the government
should consider employing humor styles and types that are more aligned with the
citizens’ preferences. These findings provide valuable insights for public
administrators, highlighting the memes’ potential to build the government’s reputation
and initiate dialogue with citizens. This paper contributes to a broader understanding
of the government’s strategies for digital communication, offering practical
suggestions while contributing to the academic communities by revealing memes’

potential in civic engagement and strategic communication.
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1. Introduction

Governments worldwide are increasingly utilizing social media as a means to provide
information, facilitate dialogue with citizens, and engage the public (Mergel, 2013).
Among the various forms of content used on these platforms, memes have emerged as
a particularly potent medium due to their humor, relatability, and viral nature
(Anderson & Lee, 2020). While users of online social media platforms have readily
embraced memes, and studies have been dedicated to investigating their motives and
effectiveness (Leiser, 2022; Mortensen & Neumayer, 2021; Hu, 2023), the usage of
memes by public administration and the effectiveness of this relatively novel strategy
of social media usage remain understudied. Particularly, studies focusing on East
Asian democracies are scarce. Recognizing the theoretical and practical importance of
understanding the effectiveness of the government’s usage of memes on social media,
this paper aims to fill this gap by examining the use of memes by Taiwan’s
government ministries on Facebook and the effectiveness of this strategy on citizen
reaction and engagement. This research is crucial as it informs how governments’
social media usage can be optimized by employing memes with suitable humor types
and styles. It also sheds light on memes’ function in enhancing the government’s
likeability, community building, and public service delivery, opening up avenues for
future researchers on memes’ effectiveness in the government’s strategy in political

communication and social media usage.

Previous studies have extensively explored the role of social media in public
administration, pointing out that social media can be used for information
dissemination, self-representation, public service delivery, and fostering public

engagement (Mergel, 2013; Bonson et al., 2015; DePaula et al., 2018; Criado &
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Villodre, 2020). Furthermore, studies have investigated the various forms of humor
that reside in memes and the potential of memes as a communication strategy,
demonstrating memes’ potential and effectiveness in attracting attention and fostering
communities (Ross & Rivers, 2017; Taecharungroj & Nueangjamnong, 2015).
However, a knowledge gap persists concerning the impact of the governmental
entities’ usage of mems on citizen reaction and engagement. Addressing this gap, this
study poses the following research question: How does the Taiwanese ministries'

meme usage on social media affect citizen reaction and engagement?

To answer the proposed research question, this paper conducts a content analysis of
the memes posted by Taiwan’s ministries and the comments react to those memes.
The research result of this paper contributes to the existing literature by providing
empirical evidence that memes have the potential to facilitate community building,
the government’s likeability, and public service delivery. However, higher meme
usage does not necessarily correlate with more page followers, contradicting
conventional assumptions. This paper suggests that while memes can enhance
engagement through humor, other factors determine the audience sizes of the
government’s social media usage. Practically, this research offers valuable insights for
the public administration into meme’s effectiveness in engaging citizens and
facilitating the government’s favorable impression online. Meanwhile, this research
contributes to the academic community through its research on memes’ potential to
lure citizens into developing a more positive perception and a more trusted relation
with the government, making a step forward in the existing literature regarding social

media usage.



The structure of this paper is as follows: a literature review on the government’s social
media usage and internet memes will be proposed, followed by a section of the
theoretical framework. Then, this paper will proceed to a detailed methodology
section, a section to present the research result, and a section to analyze the obtained
result. Finally, the paper ends with a conclusion with a summary of the research and

suggestions for future studies.



2. Theory

With the rise of social media and the public’s rapid adoption of these platforms, public
administration has shown a growing interest in utilizing social media as an additional
communication channel with their constituents. The following section will delve into
related studies on public administration’s social media usage, citizens’ reactions to
these usages, and the circulation of political memes on social media. Although rich
literature has been dedicated to illuminating the government’s social media usage and
the role of memes on the internet, there remains a research gap in the government’s

meme usage on social media and citizen reaction to it.

2.1 Social media communication between public administrations and citizens

Social media usage has greatly attracted popularity among the global population, and
the public sector has begun to use social media to communicate with citizens and
achieve goals set by institutions. Meanwhile, the public sector’s expanding use of
social media also attracts scholarly attention and wide discussion among the academic
community regarding various strategies and forms of content selected by the public

administration.

Conducting research on the U.S. federal government’s social media usage, Mergel
developed the widely referenced three-category framework regarding public
administration’s social media usage: push (one-direction information provision), pull
(bi-direction interaction), and networking (co-design), which corresponds to the
missions of transparency, participation, and collaboration, respectively (Mergel,

2013). In the research, Mergel discovered that the prominent reason behind the U.S.
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federal government’s use of social media is “to be where the people are,” which
allowed the government to “get the message out to the audiences that might not
normally hear it (Mergel, 2013: 331).” Besides being present on available online
channels to boost transparency, the government also found to use social media to
increase citizen participation (Mergel, 2013). The government officials have realized
social media’s potential to facilitate bi-directional interaction with the public and
receive citizens’ inputs, while Mergel revealed that collaborative engagement between
citizens and public administration is only identifiable in citizens’ active interaction
with government-created content but not vice versa (Mergel, 2013). Namely, the
government placed more focus on passively listening and absorbing comments
provided by citizens, making it more challenging to achieve more bi-directional
interaction and “impossible for social media directors to systematically gage the

impact they are making (Mergel, 2013: 331).”

Although Mergel discovered that many government officials are willing to remain
passive when managing social media (Mergel, 2013), some scholars have discerned
social media’s potential for public service delivery (Criado & Villodre, 2020). Similar
to service provision in the private sector, which utilizes social media to assist with
flight booking, public administration can redirect social media users to governmental
online pages and facilitate public service delivery in this way (Hofmann et al., 2013).
Criado and Villodre’s empirical study on various nations’ local governments
confirmed that social media has the potential to be used for public service delivery by
public administration, despite that this category has not yet occupied the primary
focus for the public sector (Criado & Villodre, 2020). In their paper, “public service

delivery” is defined as public service transactions that happen through social media,
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including services traditionally offered in conventional channels but now on social
media and the co-production process (Criado & Villodre, 2020). More specifically,
this category contains actions like seeking assistance or demanding improvements on
topics related to public service, calls for action, or early warnings on vital events
(Criado & Villodre, 2020). The result of the paper confirms Mergel’s finding that
information provision is the primary social media usage of public administrations,
while simulating interaction comes in second (Criado & Villodre, 2020). Although
public service delivery remains incidental in this regard, there may be unleashed

patenting in this way of social media usage.

While Mergel, Criado, and Villodre think that social media usage can enhance
transparency and facilitate public service delivery, DePaula, Dincellia, and Harrison
expect that public administrations will strategically use social media for symbolic and
presentation purposes (DePaula et al., 2018). Their paper showed that almost half of
the messages published by public administrations on social media can be linked with
self-representation, which implies the actors’ deliberate intention to favorably shape
their impression (DePaula et al., 2018). This type of strategic communication is
expected to enhance the government's likeability, competency, and worthiness by
exchanging symbolic acts like cultural references as the boundary between
government and the public is increasingly blurry, and symbols are growing important
in shaping organizational identity (van Riel & Balmer, 1997). Meanwhile, literature
also pointed out that social media can assist in identity construction (Boyd & Ellison,

2007) and impression management (Nadkarni & Hofmann, 2012).
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Waukish further classified the government’s social media usage into one-to-one, one-
to-many, and many-to-many (Wukich, 2022). Confirming Mergel’s research, one-to-
many information dissemination remains the most widely used strategy for public
administration (Wukich, 2022). Unlike one-to-many, one-to-one interaction focuses
on bi-directional interactions that can be observed when the government actively
seeks citizens’ input or responds to those inputs (Mergel, 2013). Since one-to-one
offers a more interactive dialogue between citizens and the government, it could
provide valuable insights into public policies and trigger unconventional refinement
based on online feedback (Reddick et al., 2017). Many-to-many occurs when the
government engages in larger conversations to develop a more nuanced understanding
of its stakeholders’ perceptions and diffuse rumors when necessary (Mergel, 2017).
Adopting a many-to-many strategy may also facilitate public administration’s
proactive approach to addressing public sentiments and clarifying rumors by
intervening in the spread of inaccurate information (Mergel, 2017). Being able to
effectively select the most appropriate communication modes is important for
contemporary public administration to participate in digital discourse, where many of

their constituents gather.

When the government uses social media platforms to disseminate information and
facilitate interaction, social media empowers citizens by providing a channel to voice
opinions on diverse issues and hold governments accountable (Driss et al., 2019).
Hence, policymakers must engage in this newly emerged channel, especially when
social media has ranked third among the public’s preferred communicative channels
(Bonson et al., 2015). Being present on social media can be perceived as an action

with transparency and accountability, and many governments have presented
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themselves on social media platforms (Bonson et al., 2015). Public engagement is
necessary to achieve successful online community building, and Bonsén, Royo, and
Ratkai’s study has found that the most popular way of interaction on social media is
pressing like, while sharing comes second and comments come last (Bonson et al.,
2015). The research also indicated that the government’s strategy for managing social
media may be somewhat different from the citizens’ preferences (Bonson et al., 2015).
The most posted topics by the public administration are “cultural activities and sports”
and “marketing/city promotion/tourism,” while the citizens are more interested in
topics related to local governance and will directly affect their daily lives (Bonson et
al., 2015). This research also unlinks a bigger audience with larger engagement levels,
and great heterogeneity exists between different local governments (Bonsén et al.,
2015). At last, the paper suggests that local governments should show a willingness to
integrate citizens’ feedback while “actively working on sending their stakeholders
presumably interesting and relevant content in order to promote engagement (Bonson
et al., 2015),” and using memes for policy marketing and facilitate information
dissemination may be an effective strategy for public administration and an

interesting topic that worth more scholarly research.

2.2. The use of memes in social media communication

The contemporary definition of memes can be traced back to Richard Dawkins’s book
The Selfish Gene, which referred memes as “a unit of cultural transmission, or a unit
of imitation (Dawkin, 1976: 142).” Being described as “artifacts of participatory
digital culture (Ross & Rivers, 2017: 6),” internet memes have been widely used as a
handful medium for disseminating ideas, and meme’s flexibility and easiness in

creating and remixing help to attract more online participants to use it to express
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opinions on societal and political issues (Anderson & Lee, 2020).

Recognizing memes’ great appeal to cultures and subcultures, various political actors
increasingly use them for communication. Lin, Yi-Feng, Chang, Shu-Chen, and Niu,
Tse-Hsun researched the impact of employing memes on policy marketing,
discovering that using memes can lead to the audience’s more favorable perception of
the government, and only a small portion rated negatively on the usage of memes (Lin
et al., 2023). Unsurprisingly, youth react most positively to memes, while seniors
react more negatively (Lin et al., 2023). Although approximately one-third of the
interviewees in the study agreed that the government would deliberately deploy
memes to obscure important information about public policies, nearly half of the
respondents agreed that memes assist in enhancing their impression of the message

carried by memes (Lin et al., 2023).

Besides being a simple but effective way to spread the message to a targeted culture,
memes also offer anonymity for authors, attract divisive actors for information
operations, and give rise to grassroots movements (Davidson, 2012). Beskow, Kumar,
and Carley (2020) observed that memes tend to receive fewer shares and likes during
the U.S. election despite the meme's popularity. They speculated that this may
attributed to users’ avoidance of sharing controversial political memes and publicly
endorsing them, although they claimed that memes spread through mutation and
evolution rather than traditional likes and shares (Beskow et al., 2020). Additionally,
they also pointed out that bots have no significant involvement in propagating

political memes during elections (Beskow et al., 2020).
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Some literature argues that memes can confirm or contest the existing political
landscape and simulate discursive discussion in political conflicts, and this feature
enables memes to facilitate community building (Segev et al., 2015). Thanks to the
inherent humor elements, memes can (de)politicize or attract attention to and from
political issues (Mortensen & Neumayer, 2021). Memes also lower the barrier to
entering political discourse and appeal to more people due to their entertaining nature,
and public administrations or organizations have tried to use this feature of memes to
clarify misinformation (Leiser, 2022). Hu’s thesis revealed that when compared to
pure text, memes perform better in increasing the amicability of information sources

and the willingness to share (Hu, 2023).

Taecharungroj and Nueangjamnong studied the humorous styles within Internet
memes, pointing out that the most common styles are affiliative and aggressive, while
self-defeating can reach the widest spread (Taecharungroj & Nueangjamnong, 2015).
Continuing the above finding, Guan-Yin Lin studied how different humorous types
(affiliative vs. aggressive) influence the effect of policy marketing on different policy
types (less contentious vs. more contentious) (Lin, 2022). Through an analysis of 500
surveys, Guan-Yin Lin discovered that memes with affiliative humor achieve higher
interest, positive attitudes, and shareability than aggressive humor (Lin, 2022).
Moreover, Guan-Yin Lin revealed that affiliative humor performs better than
aggressive humor regardless of the level of controversy surrounding the policy (Lin,
2022). More interestingly, Guan-Yin Lin revealed that the quality of contention is the
most impactful factor in triggering the audience’s interest in the policy and better
persuasion effect (Lin, 2022). Humor elements of memes are just adornments with

minor effects in persuading and interesting audiences (Lin, 2022). Participants of
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Leiser’s study also noted that memes oversimplify complex sociopolitical issues and
may be manipulative to attract people seeking simple answers (Leiser, 2022), and the
study also warned about the possibility of hollowing out public policy understanding

(Lin, 2022).

Despite the humor embedded in memes has increased memes’ online popularity and
willingness to share, Mortensen and Neumayer discovered that the ability to correctly
decipher the humor carried by memes strengthens a sense of belonging and
establishes a clear boundary between “us” and “them (Mortensen & Neumayer,
2021).” Lin Jiu Jay’s essay revealed that political memes are sometimes used as a
form of political expression by viewers and reinforce partisanship. The reinforcement
of partisanship is significant in the behavioral pattern of memes, as over half of the
study respondents only shared political memes with people from the same party or
similar political stance, and this pattern will be more prominent among the more loyal

viewers of political memes (Lin, 2021).

Although there is a substantial body of literature on the government’s strategy in
social media usage and meme deployment, as well as on citizens’ participation and
possible drawbacks in online political discourse through memes, there remains a
research gap in understanding how public administrations deliver messages through
memes and the public’s reaction on the contained humor elements. Furthermore,
much research in the field focuses on cases in Europe or the United States, and an
East Asian democracy remains understudied. Understanding the effectiveness of an
Asia government’s meme usage provides further understanding of meme’s potential in

16



communication between government and the public, offering insights into the
government’s communication strategies in the contemporary era, with attention
becoming more scarce and civic engagement becoming more important. With their
humor and viral nature, memes have the potential to become a useful tool for
governments to attract attention and initiate dialogue with the citizens, and the

ableness to elicit citizen engagement is an indispensable step for any further exercises.
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3. Theoretical Framework

As previously mentioned, the use of memes by public administrations in the context
of East Asian democracies is a relatively unexplored area of research. While there is a
dearth of specific theoretical frameworks for this topic, the existing body of
knowledge on social media usage can provide valuable insights for categorizing and
formulating theoretical expectations. Memes, with their inherent humor, are primarily
used by public administrations to disseminate information, thereby broadening their
reach to audiences who were previously less engaged with government outreach
efforts. Hence, this paper takes advantage of previous research to categorize humor
into four distinct humor styles and seven humor types. Based on previous research on
public administration, this paper also seeks to categorize citizen reactions and
engagement to government-published memes. Since memes attract more attention and
tend to elicit amusement, this paper expects memes to facilitate community building

and public service while enhancing the government’s likeability.

3.1 Information Provision

Memes have been widely utilized for the dissemination of information and ideas due
to their ease of creation and rapid spread (Anderson & Lee, 2020). Public
administration has employed memes to disseminate information regarding public
policies or other less politicized matters related to the government (Hu, 2023). In
2019, a Taiwanese government official proposed the use of memes as a medium for
disseminating policy information or debunking rumors (Hu, 2023). Attempting to
transform the traditionally dull governmental message, the Taiwanese government

now uses memes to decrease the citizens’ burden of digesting governmental messages
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and make the sent message sharable and interesting (Hu, 2023). The humor that
resides in memes brings viewers entertainment and relaxedness, and those feelings
will increase the viewer’s willingness to accept and share the message sent out by the
public administration (Leiser, 2022). Humor in memes can involve people with
serious or contentious topics in a more casual manner since consuming memes is
usually associated with a fun and joyful experience, which the conventional format of
public administration’s message failed to achieve (Leiser, 2022). Humor in memes
also helps mitigate the backlash that public policy-related content may elicit by
downplaying the perceived aggressive viewpoint, even though memes usually fail to
carry complex issues and often oversimplify the matters (Leiser, 2022). The catchy
design of memes attracts more attention, and the memes also lower the barrier to
digesting the message for the viewers through visualizing the messages they carry
(Hu, 2023). From here, one can see that the motive of the public administration’s
employment of memes is to improve the government’s effectiveness in delivering the
message. Using memes is essentially regarded as an improved strategy to fulfill the

government’s mission of information provision.

This dimension of meme public administration can be categorized through Mergel’s
notion of information provision (Mergel, 2013).” This notion indicates the process of
pushing information to the public and enlarging the reached audiences. Here, memes
can be seen as an upgrade on the existing public administration’s push strategies
(Mergel, 2013). Memes help make the existing information provision governmental
initiatives more appealing, attracting more people to view and share the sent message
(Leiser, 2022). As the visualization and humor equipped by memes decrease the

barrier and unwillingness to receive messages from the government, memes help the
19



public administration reach a broader audience that may not be reached

conventionally (Hu, 2023).

Humor

Humor is mostly subjective, and its main purpose is to amuse, raise laughter, and
promote positive sentiment (Reyes et al., 2012). To produce humor, one has to mix
two disparate concepts or situations unexpectedly and unconventionally (Lefcourt &
Martin, 1986). The humor delivery process starts with the sender, who deliberately
selects a particular humor style (Martin et al., 2003) and creates a meme of a certain
humor type (Catanescu & Tom, 2001). The sender will then distribute the created
meme through social media or other channels, transmitting the memes to the receivers
that decode the message (Taecharungroj & Nueangjamnong, 2015). After receiving
the memes, the receiver can respond to them by liking them, commenting on them, or

sharing them (Taecharungroj & Nueangjamnong, 2015).

There are four distinct humor styles: self-enhancing, aftiliative, self-defeating, and
aggressive (Martin et al., 2003). Self-enhancing humor adopts a humorous outlook on
life, even when facing adversity, and aims to amuse the viewers with incongruities
(Martin et al., 2003). Affiliative humor focuses on displaying wittiness and fun to
amuse others while facilitating relationships, which is very different from aggressive
humor (Martin et al., 2003). Although aggressive humor is also a form of humor, it is
less concerned about others and elicits humor through content that is likely to hurt or
make fun of others (Martin et al., 2003). Aggressive humor may also not necessarily

aim to hurt others; it could also be a mere negative description of a certain scenario
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that involves inappropriate behaviors (Martin et al., 2003). Self-defeating humor
expresses aggressiveness toward themselves, amusing others through disparaging

things at their own expense (Martin et al., 2003).

The success of humor and memes relies on humor styles and the humor types
deployed. There are seven distinct types of humor types: comparison, personification,
exaggeration, pun, sarcasm, silliness, and surprise (Catanescu & Tom, 2001). The
name of the seven humor types is self-explanatory. Comparison implies combining
elements to create humor or a humorous situation; personification refers to
personifying inhuman objects (Catanescu & Tom, 2001). Exaggeration means the act
of overstating or magnifying to an unreal extent for humor; the pun is the witty use of
linguistic elements (Catanescu & Tom, 2001). Sarcasm is close to the notion of irony,
while silliness creates humor through absurd expression; the surprise mostly

originates from unexpected situations (Catanescu & Tom, 2001).

3.2 Self-Representation

Since memes can decrease viewers’ critical thinking about the message and the source
of information while stimulating a more positive attitude in the ones who publish
them (Hu, 2023), memes can be a useful instrument for the public administration that
wishes to conduct self-representation. The public administration may employ memes
to show its humor and understanding of the current trend, deliberately creating the
impression that the government is closer to the citizens. Memes can also provide
amusement to the viewers, facilitating viewers’ favorable perception of the public

administration that uses memes (Lin et al., 2023). The shortness and tendency to
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simplify issues and memes can also be used to highlight content that favors the
government while downplaying the less positive information (Lin et al., 2023).
Hence, the public administration may use memes for symbolic and presentation

purposes, increasing their likeability and receiving more applause from citizens.

This dimension of meme usage by public administration can be categorized through
the notion of self-representation, which suggests that the actors deliberately manage
and influence their impression (DePaula et al., 2018). Here, memes can be seen as a
tool of strategic communication for enhancing the public administration’s likeability
and a symbol for shaping favorable organizational identity (van Riel & Balmer, 1997).
Memes help the government to shape an image of a humorous and trendy government
that is close to the general public, and through this way, the government can give its
constituents a good impression. Regarding this dimension, this paper expects that the
citizens will react to the memes with complement. Either compliment the government
or compliment the editors who are responsible for creating and publishing those
memes on social media. Those compliments suggest that the government has

enhanced its likeability among the citizens.

3.3 Citizen Reaction and Engagement

When the government uses social media to disseminate information and enhance
interaction with the citizens, the citizens also seize social media as an empowering
opportunity to offer opinions directly and hold the government accountable (Driss et
al., 2019). Recently, citizens have displayed a growing fondness for communicating

with the government via social media (Bonsén et al., 2015). Hence, the online
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comment section beneath the governmental social media posts becomes an important

observational place to explore the dynamics of citizen-government interactions.

The comment section is expected to be the main channel for citizens to voice opinions
and interact with the government and the memes they publish on social media (Driss
et al., 2019). Citizens’ feedback presented in the comment section can be diverse,
potentially containing comments that play the jokes along with the posted memes,
agreeing with the sent message, disagreeing with the sent message, suggesting the
governments, community building, or even responses with little relation to the memes
and the message carried by them. The comments may also include compliments on
the government or the editors managing the posted memes, which have been

discussed previously under the category of self-representation.

Public service delivery and co-production

As discussed above, citizens who were previously excluded from government
communication channels may use the comment section to interact with the
government after being reached by memes. This interaction may then contain the
potential for public service delivery or co-production. The comment section of social
media platforms offers a more accessible channel for citizens to communicate with
governmental departments, including demanding information regarding public service
or offering suggestions on public service delivery. This accessibility is particularly
relevant given the prevalence of social media, which has been ranked third among the
public’s preferred communicative channels (Bonson et al., 2015). Although this may

not be directly related to the posted memes, the attention memes help attract and
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facilitate public service delivery since the citizens can request information and
provide suggestions regarding public service delivery in the comment section.
Citizens’ feedback can help public administrations improve existing services,

facilitating a beneficial co-production process.

This dimension of the study can be categorized through the notion of public service
delivery. In their study, Criado and Villodre categorized public service delivery as
transforming part of the traditional offline transaction and co-production process
regarding public service onto social media (Criado & Villodre, 2020). This can
include actions like seeking assistance, demanding improvements on public service
issues, calls for action, and early warnings on critical events (Criado & Villodre,
2020). Here, the comment section below the posted memes serves as a helpful
observational place for the public administration to hear feedback and answer
questions regarding public service. The comment section also enables co-production

processes like absorbing advice on public service delivery.

Community building

Leiser’s research has shown that one of the core motives for using internet memes is
social identity (Leiser, 2022), as correctly deciphering the humor in the memes helps
bond people and differentiate between the in-group and out-group (Mortensen &
Neumayer, 2021). Engaging with memes helps the participants develop and share a
common understanding of the given situations or issues, turning memes into criteria
for determining whether the person is from the same social group (Mortensen &

Neumayer, 2021). Hence, citizens in the comment section below the posted memes
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will show their ability to decipher the humor and play along with it, proving that they
are part of the community and thereby fostering the process of community building.
Citizens may also share relevant information or personal experiences to integrate into
the community and bond with others. Additionally, research also shows that the
behavioral pattern of meme-sharing confirms or even reinforces one’s established
political viewpoint (Lin, 2021), and this tendency can further enhance memes’
function of community building. This characteristic of community building may also
cause the comment section to have more agreeing than disagreeing voices, creating a

space like an echo chamber.

Memes can assist the public administration’s mission of information provision and
improve its impression to the public, corresponding to the notion of information
provision and self-representation (Mergel, 2013; DePaula et al., 2018). Therefore, this
paper expects the comment section below the government-published memes to have
more agreeing than disagreeing voices, and there will be compliments toward the
government and the editors who create memes. This paper also expects that memes’
function of community building will be embodied through the senders and receivers
of memes sharing jokes and relevant experiences while others also attracted by
memes will utilize this communicative channel to request information or provide
suggestions to the government, which may improve public service delivery and co-
production process (Criado & Villodre, 2020). Meanwhile, this paper also has no
intention of excluding the potential occurrence of disagreeing voices, including
resentment toward the government and disagreement on the sent message. By
discussing and integrating these dimensions of meme usage, this study is able to

demonstrate the public administration’s strategy for posting memes on social media.
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4. Methodology

Taiwan has faced challenges with disinformation, motivating the country’s executive
branch to use more heavily on social media accounts to clarify rumors, promote
policies, and engage citizens. Later, the government launched the “meme project,”
which uses humorous memes to disseminate government messages, further
exemplifying Taiwan's innovative approach to digital communication. Taiwan’s public
administrations’ embracement of memes in online government-public dialogues has
made it an interesting case to study government-posted memes’ effect on civic
engagement and reaction. The following section provides a more detailed description
of this paper’s research design, including explanations of case selection, sample

selection, and coding strategies.

4.1 Case Selection

Although Taiwan has long suffered from disinformation due to external threats from
China, the issue of circulating disinformation and fake news only landed on the top of
the agenda when Lai Ching-te began to lead the executive branch in 2018 (Liu, 2021).
Witnessing the rumor accelerated due to the upcoming elections and referendum, the
Democratic Progressive Party (DPP), the Taiwanese political party that Lai served for,
outlined a clear communication strategy for public administration in 2018 (Liu, 2021).
Under this strategy, the government became more vigilant about social media posts,
correcting the rumors and reassuring the policy stances (Liu, 2021). This strategy also

helped to enhance communication between citizens and governments (Liu, 2021).

The public sector’s engagement in social media was more active after the 2020
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presidential election and the COVID-19 pandemic (Liu, 2021). Social media was
utilized as a pivotal instrument for combating misinformation and policymaking (Hu,
2023). Most governmental departments established official pages on Facebook, which
has since become the primary platform for Taiwanese public administration (Sung,
2020). The government’s strategy in social media usage has received impressive
outcomes, as the number of responses to the pages created by the public
administration has surged from 1.61 million in 2019 to 4.3 million in 2020, showing
citizens’ active engagement (Sung, 2020). Although this sharp increase can be
attributed to the public’s increased interaction with health-related departments for
information during the pandemic, this also proved the effectiveness of the

government’s innovative communication strategies on social media (Sung, 2020).

The competitive nature of social media has motivated the public sector to adopt eye-
catching tactics to gain attention (Liu, 2021). The government facilitated the “meme
project” by using humor memes to accelerate the spread of the government’s
messages (Hu, 2023). This project promoted the shareability of government-posted
messages and encouraged each of Taiwan’s governmental departments to use memes
more for facilitating government-public communication (Hu, 2023). Taiwan’s public
sector’s active embrace of meme usage for policy marketing and promoting civic
engagement has made Taiwan a particularly interesting case for researching meme’s
effectiveness in promoting the government’s messages and the public’s reaction to

this strategy.
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4.2 Sample Selection

This paper selected Facebook as the primary objective due to its widespread use
among Taiwan’s public sectors. Taiwan’s governmental departments use Facebook
more than other online platforms like YouTube, Twitter, Plurk, or Blog (Sung, 2020).
Although YouTube ranked second in prevalence among Taiwan’s public
administrations, the engagement rate on YouTube is less than on Facebook, and most
of the content will be published on Facebook rather than YouTube (Sung, 2020). The
government’s strategies for managing social media are mostly built around Facebook
instead of other less used and less engaging online platforms (Sung, 2020). Hence,
Facebook becomes an optimal source for researching Taiwan’s public administration’s
meme usage and civic reaction toward this strategy as government-public interactions
mostly happen on Facebook thanks to its wide communicative effect and the

government’s extensive and strategic use of it.

This paper places the research objective on the national level rather than the local
level to encompass a broader understanding of the effectiveness of public
administration social media usage, particularly meme usage, on the public. Although
research on the local level often acquires a more nuanced understanding of the
situation, this paper desires to provide a more comprehensive perspective regarding
digital governance practices. Focusing on the national level allows this paper to probe
over patterns and trends that may be less identifiable when researching locally, which

1s more segmented.

Moreover, this paper has selected every ministry subordinate to the Executive Yuan,

the Taiwanese executive branch on the central level. Although councils, commissions,
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and other departments are on the same administrative level as the ministries, they are

not included in this paper’s research focus since they focus on serving specific groups

of people or only provide services related to particular issues. For example, the

Veterans Affairs Council and Transitional Justice Commission only consider affairs

affiliated with a very specific group of people or matters (Executive Yuan, n.d.). Since

this paper wishes to adopt a broader perspective, it will only research ministries as

they relate more closely to the public. A more specific explanation of this paper’s

sample is shown in Figure 1. Noticeably, the Ministry of Justice does not have an

official page on Facebook.

Figure 1: Tawain’s Ministries and their Facebook Pages

Figure 1

Name of the Ministry

Function of the Ministry

Translation of its

Facebook page name

Ministry of the Interior

Home Affairs, Household
Affairs, Lands,
Cooperation and People's
Organizations, Police,
Construction, Fire
Services, Military
Services, Immigration
and Emigration,
Architectural Studies,

Police Education and Air

Ministry of the Interior

30



Services

Ministry of Foreign

Affairs

Handling affairs between
our country and other
countries, protecting
nationals abroad, and
pursuing and defending
the supreme interests of
the nation in the

international arena.

Ministry of Foreign

Affairs, ROC ( Taiwan)

Ministry of National

Defense

National defense affairs

Spokesperson of Ministry

and the army to safeguard of National Defense

the country’s territorial
sovereignty and ensure
the safety of people’s

lives and properties.

Ministry of Finance Raising funds for Ministry of Finance of the
government and levying  Republic of China
taxes.

Ministry of Education Educational Affairs and Ministry of Education

Teacher training.

Ministry of Economic

Promoting national

Ministry of Economic

Affairs economic policy Affairs

Ministry of Health and Social welfare and public ~ Ministry of Health and
Welfare health Welfare

Ministry of Culture Arts, publication, and Ministry of Culture
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culture

Ministry of Digital

Affairs

Promoting innovation in
the country's digital

policies

Ministry of Digital

Affairs

Ministry of Environment

Environmental Protection

Ministry of Environment

Ministry of
Transportation and

Communication

Transportation, weather
forecast, postal service,

and harbor management.

Ministry of
Transportation and

Communication, ROC.

Ministry of Labor

Labor union organization,
labor relations, labor
conditions, labor welfare
and education, labor
safety and health, and

labor inspection.

Ministry of Labor

Ministry of Agriculture

The administration of the
nation's agriculture,
forestry, fisheries, and
animal husbandry

industries.

Ministry of Agriculture

(Source: Executive Yuan, n.d.)

4.3 Data Collection

The data is collected from the official Facebook pages of each studied ministry from

the first day of 2024 to the last day of March, and this period is deliberately selected
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for its novelty and exclusion from emergencies. Emergency communication is
unquestionably an important research topic for scholars studying public
administrations, yet emergency communication has reached beyond this paper’s
research scope. Hence, this paper’s selected time has luckily not experienced any
serious national tragedy, enabling this paper to focus on government-public online
communications during ordinary times and decrease the turbulences from external

factors.

This paper’s raw data is collected from the comment sections of the memes published
on ministries’ Facebook pages and then filtered through the Facebook algorithm of
“the most relevant comments.” According to Meta, the company operates Facebook,
comments that are made by one’s friends, coming from verified profiles or pages, or
comments received most responses will be more likely to be deemed as “the most
relevant comments” by the applied algorithm (Facebook, n.d.-a). Thanks to
Facebook’s default setting, the “most relevant comments” will automatically appear
on the top for every Facebook user (Facebook, n.d.-b). Facebook claimed that this
setting made the users more likely to be exposed to high-quality and more relevant
comments (Facebook, n.d.-a). As “the most relevant comments” is the default
Facebook setting and has been applied to every user except those who manually turn
off comment ranking, this paper decides to use the same strategy to select comments
(Facebook, n.d.-b). The drawbacks of applying “the most relevant comments” as filter
criteria will be further explained in the later section dedicated to discussing the

research limitations of this paper.
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After applying the “most relevant comments,” this paper will select the top 5
comments out of all the shown ones. Those five comments will then be manually
coded and analyzed, and the coding strategy applied here will be clarified later.
Noticeably, this paper only analyzed memes, meaning that not all posts published on
the studied Facebook will be included in this paper’s research scope. This paper is
dedicated to analyzing memes’ embedded humor and citizen reaction to Taiwan’s

public administration’s meme usage.

4.4 Operationalization of Variables and Analytical Strategy

This paper’s research variables are citizen reactions and memes, which can be
researched by coding humor and comments on social media, respectively. Four humor
styles and seven humor types will be coded according to the coding strategies
explained in the following paragraphs. Comments below the government-published
memes embodied citizen reaction and engagement toward the government’s social
media usage of memes, and those comments will also be coded based on the

framework developed in the section of theoretical framework.

Continuing the discussion on humor that has previously been presented in this paper’s
theoretical framework, this paper develops coding strategies for four distinct humor
styles. Figure 2 outlines four distinct styles of humor, providing descriptions and
corresponding coding guidelines. This paper’s categorization and coding strategies are
highly influenced by the framework developed in Taecharungroj and
Nueangjamnong’s paper (Taecharungroj & Nueangjamnong, 2015). However, this

paper adds portraits of situations or incidents into the framework since the incidents
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displayed in the government-published memes may occupy more focus than the
characters involved, as the main functions of those memes are rumor clarification and

policy marketing.

In this paper’s coding strategies, affiliative humor is coded as a positive and non-first-
person narrative on characters or incidents since this type of humor involves using wit
to entertain others and foster positive interaction (Martin et al., 2003). Since Self-
enhancing humor adopts a humorous outlook and entertains viewers with
incongruities (Martin et al., 2003), this type of humor is coded as portraying the
incident or the characters positively in a first-person narrative. The coding guideline
for aggressive humor is to portray the incident or the characters with mockery in a
non-first-person narrative, and this mockery can be deliberative or without malicious
intention but to elicit humor (Taecharungroj & Nueangjamnong, 2015). Self-defeating
humor is identifiable when the memes depict the incident or the characters with
mockery in a first-person narrative. Figure 2, attached below, shows the description of

and coding strategies for all four humor styles.

Figure 2: Coding Strategies for Four Humor Styles

Figure 2
Humor Style Description Coding Guideline
Affiliative Displaying wittiness and Portrait the incident or the

fun to amuse others while  characters positively in a

facilitating relationships. non-first-person narrative.
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Self-enhancing

Adopts a humorous

outlook on life, even when
facing adversity, and aims
to amuse the viewers with

incongruities.

Portrait the incident or the
characters positively in a

first-person narrative.

Aggressive Elicits humor through Portrait the incident or the
mockery that is likely to characters with mockery in
hurt others’ feelings with or a non-first-person
without malice. narrative.

Self-Defeating Expresses aggressiveness Portrait the incident or the

toward themselves,
amusing others by mocking
themselves or disparaging

things at their own expense

characters with mockery in

a first-person narrative.

The efficacy of humor depends on successful cooperation between the humor styles

and humor types. As discussed in the theoretical framework, there are seven distinct

types of humor types: comparison, personification, exaggeration, pun, sarcasm,

silliness, and surprise (Catanescu & Tom, 2001). The names of the seven humor types

are self-explanatory, and their coding strategies are closely followed by their names.

Comparison implies combining elements to elicit humor, and the coding strategy for

this humor type is then detect if the memes’ humor is triggered by comparison
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(Catanescu & Tom, 2001). Personification means equipping non-human objects with

human characteristics, and the coding strategy for this humor style is then to detect if

the memes’ humor is triggered by personification (Catanescu & Tom, 2001).

Exaggeration is identifiable when the memes overstate or magnify subjects for humor,

and the coding strategy is then to detect if the humor corresponds to exaggeration

(Catanescu & Tom, 2001). A meme will be coded as a pun when the meme contains

witty use of linguistic elements, and memes coded as sarcasm should include

identifiable irony (Catanescu & Tom, 2001). Silliness creates humor through creating

absurdity and incongruity, while surprise arises from unexpected situations, and

coding strategies of these two will be developed according to their nature. The coding

strategies of all seven humor types are sorted in Figure 3.

Figure 3: Coding Strategies for Seven Humor Types

Figure 3
Humor Type Description Coding Strategy
Comparison Put two or more elements The meme’s humor
together to create humor.  originates from the
comparison of the
displayed elements.
Personification Attribute human features =~ The meme’s humor
or emotions to non-human originates from the
objects. employed personification.
Exaggeration Magnify the emotions or ~ The meme’s humor

specific characteristics.

originates from
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overstating the emotions

or other elements.

Pun Humorous usage of the Uncommon or witty use
language to mimic similar of the language.
sounds and create new
meanings.

Sarcasm Display obvious irony. Exhibition or statement
regarding obvious
sarcasm.

Silliness Making fun of obvious The meme’s humor arises

absurdity or incongruity.  from the silly elements.

Surprise Unexpected situation or The meme contains a

plot development.

surprising plot or

elements.

This paper also focuses on the ministry-published meme receivers, who are the

citizens of the country. Those receivers express their opinion online by leaving

comments under the memes posted by the ministries, and this paper analyzes by

coding those comments to gain insights into the effectiveness of ministries’ meme

usage and citizen reaction toward this innovative strategy. The coding strategy for the

comments will divide comments into ten categories: complimenting the government,

complementing the editors who create memes, agreeing with the sent message,

disagreeing with the sent message, resentment on unrelated issues, self-expression,

sharing relevant information, playing the jokes, suggesting government, asking

information from government. These ten categories correspond to the theoretical
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expectations formulated in the theoretical framework, and the coding strategy for

coding comments is elaborated in Figure 4.

Figure 4: Coding Strategy for comments

Figure 4
Comment type Description Coding strategy Example
Complimenting The comments The commenter It's really
government complement the admires the reassuring to have
government or government’s a government that
show public trust  efforts or policy can do its job.
in the government.  stances. Thank you for
your hard work
Ul PN
Complimenting The comments The commenter Thank you for
editors complement the admires the memes making such a nice
memes or editors or editors’ illustration, it’s
that create the creativity and great very helpful to
memes. sense of humor. students and
teachers!
Agreeing with the ~ The comments The commenter Shout out to the

sent message

agree with the
message carried by

the meme.

expressed
agreement on the
message carried by

the meme.

Habitat

Conservation

Disagreeing with

The comments

The commenter

This measure will
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the sent message

disagree with the
message carried by

the meme.

expressed
disagreement on
the message
carried by the

meme.

not lead to reduced

housing price

Resentment on

unrelated issues

The comments
show resentment
on issues unrelated
to the message

carried by memes.

The commenter is
resentful of things
unrelated to the

posted memes.

Can the Minister
of Education step
down if he can’t
even show basic
respect? Keeps
interrupting during
the interpellation
and shows no
politeness. Ah,
isn’t respecting
others something
that will be taught

in kindergarten?

Self-expression

The comments
share experiences
or thoughts that
are weakly related

to the memes.

The commenter
shares his or her
opinion or
experiences that
are weakly related

to memes.

What we want to
leave to our
children is virtue,

not money.

Sharing relevant

The comments

The commenter

As a parent, it is a
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experiences share experiences  shares his or her precious
related to the opinion or experience with a
memes. experiences that son who will go to
are related to Dongyin.
memes.
Play the joke The comments The commenter I won’t forget! I
identify the joke in  plays the joke won’t forget
the meme and play together with the because I didn’t
along with it. meme or show win the lottery.
ability to identify
or echo with the
memes.
Suggesting The comments The commenter Thank you for the
government suggest the provides government’s
government suggestions for the quick response to
regarding public government to the rumors about
policies. improve public the lean pork

service delivery.

protein 44 Can
you provide
download points
for the
government's hard-
worked short
videos, so that

people who want




to forward them,
so the people want
to spread the
videos, can get
them quickly?

Thank you.

Asking for
information from

the government

The comments ask
for information
regarding public
policies from the

government.

The commenter
asks questions
regarding public
policies to the

government.

Is it necessary to
report tax after
being jobless for

two years?

4.5 Research Limitations

This paper’s research design is subject to some potential drawbacks. One is the

subjectivity inherent in qualitative methodology, which “recognizes that the

subjectivity of the researcher is intimately involved in scientific research (Ratner

2002: 1).” This subjectivity may interfere in designing coding strategies and

interpretation of the data, as they will both reflect this paper’s perspective that may

slightly deviate from others.

A more significant drawback of this paper is its application of Facebook’s “the most
relevant comments” algorithm when selecting the most pertinent comments. This
algorithm is largely based on the algorithm and personalization, which is derived from
users’ viewing habits (Facebook, n.d.-a). Namely, this algorithm will not always push

the most engaging comments onto the top, and the top comments are shown
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differently for different viewers (Facebook, n.d.-a). Moreover, some posts in the
gathered data have less than five “the most relevant comments,” further limiting the
data this paper can acquire. Recognizing the drawback of Facebook’s algorithm, this
paper has attempted to select comments according to the number of likes they have
received. However, most comments received a diminutive number of likes, rendering
the distinction between posts insignificant and nullifying the effectiveness of this
selection method. Hence, this paper still selects the comments based on “the most

relevant comments” and declares this research limitation here.
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5. Result

Social media now plays a crucial role in the Taiwan government’s strategies of policy
marketing and engaging citizens, and memes have become a novel and potentially
effective tool for the government to disseminate information and interact with citizens
humorously and engagingly. The subsequent sections examined the relationship
between meme usage and the number of followers on Facebook and the frequency
and effect of different humor styles and types. To obtain a more nuanced
understanding of citizens’ responses to government-published memes, the following

sections also investigate the frequency of each comment type.

5.1 Number of Followers and Meme Usage

Given memes’ ability to quickly spread and attract attention, many may expect that
higher meme usage will lead to larger numbers of followers. However, the correlation
between meme usage and the number of followers is not positive. Figure 5 shows that
the Ministry of Health and Welfare has a significantly larger base of audiences than
other ministries, while it only used one meme in the studied period. Meme only
occupies around 1% of the Ministry of Health and Welfare’s total posts, yet it
successfully attracts more followers than other ministries. Ministry of National
Defense, which ranked second in the number of followers among all studied
ministries, only uses two memes, and the percentage of memes is around 2%. On the
other hand, the ministry that uses the most memes is the Ministry of Interior, which
has more than one-third of the total posts that are memes. However, this ministry
ranked bottom in terms of the number of followers. The Ministry of Education and

Ministry of Finance’s percentage meme usage is 33% and 26%, respectively. Yet, they
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all rank after the Ministry of Agriculture, which used zero memes in the studied
period. Consequently, Figures 5 and 6 suggest that more employment of memes does
not necessarily mean more citizens will follow the pages created by the ministries,
meaning that a higher meme usage may not assist in attracting more citizens.
However, this does not imply that memes have no role in engaging citizens. It just
shows that memes may not strongly correlate to the number of followers, and other
factors may influence more on the number of followers for each ministry’s Facebook
page. The great difference between each ministry’s meme usage showcases that not
every Taiwanese ministry adopts the innovative social media strategy of posing
memes. Some embrace the memes more, and some are more reluctant to use them.
This suggests that each ministry may have different strategies for managing social

media and interacting with citizens.

Figure 5: Meme Usage of the ministries

m Total posts in the time span  ® Meme

MINISTRY OF AGRICULTURE
MINISTRY OF LABOR
MINISTRY OF TRANSPORTATION .. NG
MINISTRY OF ENVIRONMENT 80 1
MINISTRY OF DIGITAL AFFAIRS 39 1
MINISTRY OF CULTURE 85 5
MINISTRY OF HEALTH AND WELFARE
MINISTRY OF ECONOMIC AFFAIRS
MINISTRY OF EDUCATION
MINISTRY OF FINANCE OF .. NG Y .
SPOKESPERSON OF MINISTRY OF .. IIINGGGEEEE
MINISTRY OF FOREIGN AFFAIRS, .. IIININGNGNNE 7
MINISTRY OF THE INTERIOR 22 8
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Figure 6: Number of Follower of the Ministries

Ministry of Digital Affairs 1 15000
Ministry of Transportation and.. mss 107000
Ministry of Environment s 118000
Ministry of Finance mmmsm 152000
Ministry of the Interior = 217000
Ministry of Foreign Affairs m—— 273000
Ministry of Labor = 279000
Ministry of Education == 287000
Ministry of Culture ~—— 300000
Ministry of Economic Affairs = 349000
Ministry of Agriculture ~m— 363000
Ministry of National Defense — n——— 413000
Ministry of Health and Welfare - ———————————— 1 500000

0 400000 800000 1200000 1600000

5.2 Employment of Different Humor Styles and Types

With their inherent humor, memes serve as effective tools for information
dissemination and attention-grabbing. Humor, being the core element of a successful
meme, plays a crucial role in audience engagement. This paper, therefore, delves into
the effects of different humor styles and types, which have been thoroughly discussed
and categorized in the previous sections. By presenting the frequency of each humor
style and type, this paper aims to shed light on their influence on citizen engagement

and reaction.

Employment of Different Humor Styles

Figure 7 reveals the frequency of each humor style’s employment, suggesting that
sarcasm is the most used type, with affiliative ranking second. However, there are no
significant differences between the usage frequency of affiliative and aggressive
styles. Although affiliative and aggressive styles have distinct approaches to eliciting

humor, as one emphasizes positive wit and another emphasizes mockery, the
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commonality of the two is their non-first-person narrative. Hence, this paper’s
research shows that Taiwan’s ministries have a strong habit or preference for creating
memes with non-first-person narratives. Compared to non-first-person narratives,
first-person narrative is less used, and self-enhancing style is used noticeably less than
aggressive and affiliative styles.

Figure 7: Employment of the Humor Styles
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Figure 8 reveals citizens’ reactions to each humor style, and this paper quantifies
citizens’ reactions into the number of likes, comments, and shares. The humor style
that receives the most likes is affiliative, with self-defeating ranking second closely.
However, the most used humor style of Taiwan’s ministries is aggressive rather than

affiliative or self-defeating, unlinking the most liked styles with the most used styles.

The humor style that receives the most comments is affiliative, with aggressive
ranking the second. Although self-enhancing does not receive the least likes and
comments, this style receives zero share. This surprising zero can be attributed to the
scarce samples of memes categorized as self-enhancing, as there are only two posts
categorized as self-enhancing and both receive no share. The effectiveness of the self-

47



enhancing style, specifically its ability to attract comments, can be better measured if

further research can acquire more relevant data.

Figure 8: Citizen Reaction on the Humor Styles
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Employment of different Humor Types

Figure 9 reveals the frequency of each humor type’s employment, suggesting that
sarcasm is the most used type, with personification ranking second. However, there
are no significant differences between the rest. Comparison, exaggeration, pun, and
surprise have the same usage frequency, potentially suggesting that there is no clear
preference for Taiwan’s ministries in employing those five humor types. This may
suggest that Taiwan’s ministries have not yet developed a strong habit or preference
for using certain humor types. The discussion of Taiwan’s ministries' social media
usage, particularly meme usage, will be elaborated in the section dedicated to

analysis.
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Figure 9: Employment of the Humor Types
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Figure 10 reveals citizens’ reactions to each humor type, and this paper quantifies
citizens’ reactions into the number of likes, comments, and shares. The humor type
that receives the most likes is exaggeration, with sarcasm ranking second.
Interestingly, Taiwan ministries used sarcasm most frequently, with exaggeration
ranking third in the usage frequency. Here, one can see that the most used humor type
may not necessarily be the one that receives the most likes, suggesting a potential gap
between citizens’ viewing preferences and ministries’ strategies for social media

usage.

The humor types that received the most comments and shares are exaggeration and
puns. Interestingly, puns did not receive the most likes, showing that citizen reactions
may vary. Namely, likes, comments, and shares may not happen spontaneously but
depend on citizens’ choices. Moreover, Figure 10 also reveals that citizens prefer
pressing likes more than posting comments and sharing memes. The number of
average likes is significantly higher than the average amount of comments and shares,
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with shares acquired ranking the lowest in numbers. This discovery suggests that
citizens prefer pressing likes over commenting or sharing when interacting with the

memes posted by Taiwan’s ministries.

Figure 10: Citizen Reaction on the Humor types
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5.3 Bot Comment

Some irregular comments alert this paper to the potential occurrence of bot
comments, which may not be generated by humans but by robots. The suspected bot
comments do not occupy a large share of collected data, and they are generally
identifiable. Since bot comments are generated by bots rather than humans, their logic
is often incongruent and chaotic. Besides the cluttered logic, the wording of those bot
comments frequently deviates from the Taiwanese’s habit and shows little relation to
the post they are commenting on, making them more noticeable. Moreover, those
comments are noticeably longer and denser than other human-generated comments,

usually containing a few words. Although some human-generated responses are
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longer, those comments usually display some relation to the posted memes and will

not involve too much conspiracy, especially conspiracy regarding politics.

Unlike human-generated comments, suspected bot comments usually dedicate long
paragraphs to expressing their grievances towards governments or politicians. These
bot comments accuse government officials of being corrupt or accuse the government
of oppressing them and deliberately silencing them with possessed political power. In
most cases, the content of those bot comments is completely unrelated to the posted
memes. Hence, the content of those suspected bot comments will not be analyzed as
they often have chaotic logic that cannot be rationally comprehended. Meanwhile, this
paper discovers that the bot comments mostly occur when the post receives very little
attention or lacks lively discussion, making the bot comments appear in the “most
relevant comments” as there are no other comments to show. Bot comments are less
likely to appear in posts with a livelier discussion in the comment sections, possibly
because there are enough high-quality human comments to squeeze out the bot

comments.

5.4 Comment

This paper researches how Taiwan’s ministries deliver messages in memes and how
citizens react to this novel strategy in the government’s social media usage.
Previously, this paper quantified citizens’ reactions to the number of likes, comments,
and shares. This paper wants to take a step forward by conducting a content analysis
of the collected comments to acquire a more nuanced understanding of how citizens

respond to the memes published by Taiwan’s ministries in their own voice. As stated
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previously, this paper will not analyze bot comments’ content. Hence, this paper

excludes bot comments when counting the frequency of each comment type.

Figure 11 illustrates the amounts of each comment type that appear as the top 5 “the
most relevant comments.” The coding strategies and selection mechanism for
selecting comments have been explained in the section on methodology. Figure 11
shows that the comments react positively to the posted meme types that appear most
frequently. The most frequently appeared comment types are playing jokes,
complimenting editors, and agreeing with the sent messages. All those comment types
have favorable connotations since they either express compliments or agreement. In
this case, playing jokes can be understood as a sign of approval since the commenters
are only willing to play jokes with published memes when they have approved and

admired the contained jokes.

Comments with negative connotations appear less than those with positive
connotations. Even when counted combined, the number of comments that show
disagreement or resentment will still be less than the comment type that shows
agreement. The great difference in the amount of agreeing comments and disagreeing
comments suggests that the admiring voices surpass dissenting voices in the collected

comments, while comments considering public service delivery remain incidental.

Figure 11: Amounts of each comment type

Figure 11

Comment type Amount
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Complimenting government 6
Complimenting editors 18
Agreeing with the sent message 20
Disagreeing with the sent message 7
Resentment on unrelated issues 11
Self-expression 9
Sharing relevant experiences 17
Play the joke 20
Suggesting government 3
Asking for information from the 3

government
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6. Discussion

The discussion section of this paper provides further analysis of the research result
presented in the previous section, discussing the relationship between Taiwan’s
ministries’ meme usage and citizen reactions. This paper suggests that the determining
factor of the audience size, meaning how many citizens the ministries can reach, is not
meme usage but public concern over the issues. Different humor styles and types also
influence citizen reactions and engagement in the memes published by the ministries,
while meme usage also plays an observable role in information dissemination,

community building, and public service delivery.

6.1 Relation between Meme Usage and Number of Page Followers

This paper’s research result has shown that higher meme usage does not correspond to
a larger number of page followers, which can be interpreted as the audience the
ministry can reach through social media and the memes posted online. This finding
may suggest that meme usage has no positive relation or only a weak relation to
attracting more citizens to engage with the ministries’ Facebook pages. From the
research result, one can observe that meme usage is not the most significant factor in
deciding the size of audiences. Yet, citizens’ attention to the issues may largely
determine the number of the ministries’ Facebook pages. Namely, the ministries
responsible for issues the citizens are concerned about will have more followers on

Facebook than others.

The ministries with the most Facebook followers are the Ministry of Health and

Welfare, the Ministry of National Defense, the Ministry of Agriculture, and the
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Ministry of Economic Affairs. Despite the low meme usage, the Ministry of Health
and Welfare has significantly more followers than other ministries. This distribution
of followers can be attributed to citizens’ concern over various social issues.
Academia Sinica, Taiwan’s highest-level research center, published a survey
regarding Taiwanese concern over various social issues (Sinica, 2021). The survey
asked the respondents to rank 32 social issues based on their perceived level of
concern, and the survey then showed how the Taiwanese view those prominent social
issues (Sinica, 2021). The top 5 concerns in Taiwan citizens’ minds are social security,
food security, health care, education, and economic development. Among those
topics, food security and health care are managed by the Ministry of Health and
Welfare, which explains the reason behind its tremendous followers. The pandemic in
2020 also gave the Ministry of Health and Welfare massive attention since it was the
main governmental department dealing with the pandemic and related policies (Liu,
2021). Other ministries with more followers are also ministries responsible for topics
the citizens are attentively concerned about. Although the external threat from China
did not occupy Taiwan’s citizens as much as possible to make the issue land on the
top 5 concerned issues in the nation, cross-strait relations are always an important
issue in the country (Hu, 2023). It is then unsurprising to see the Ministry of National
Defense receive more followers than others. Although memes are known for their
strong appeal to various cultures and rapid spread (Ross & Rivers, 2017), employing
memes solely is insufficient for enlarging the base of audiences in public
administration social media usage. Citizens’ attention and the following engagement
may not be fully attributed to the government’s strategy of social media usage,

including a more novel strategy of employing memes.
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For public administration, one of the primary purposes of using memes is information
dissemination, an indispensable step in policy marketing. Mergel revealed that the
primary purpose of the government’s social media usage is to be present at the places
where people gather, and social media is where citizens gather in the contemporary
era (Mergel, 2013). This paper discovers that citizens are attracted to the
government’s social media pages when they provide information they perceive as
relevant or useful, confirming that citizens mostly gather in places that provide
information concerning their interests or daily lives (Bonson et al., 2015). Moreover,
this finding also confirms Lin’s findings on the effectiveness of memes, which
suggested that citizens’ interest in policy is mostly triggered by the perceived
relevance of information rather than the humor of mems (Lin, 2022). In this case,
humor can serve as a bonus in luring citizens’ attention but is insufficient for being the

sole motive of citizens’ attention and further engagement.

6.2 Employment of the Humor Styles and Types

The research results of this paper reveal that affiliative and aggressive humor styles
are the most used, and there is no significant difference in their frequency. This result
confirms the research results of Taecharungroj and Nueangjamnong’s paper, which
revealed that the most used humor styles were affiliative and aggressive through
researching Internet memes (Taecharungroj & Nueangjamnong, 2015). However, the
approaches of affiliative and aggressive humor styles are distinctively different. The
biggest commonality between these two humor styles is the non-first-person
narratives, suggesting Taiwan’s ministries’ strong preference for non-first-person
narratives. This preference may be attributed to the main purposes of ministries’ social

media usage: information provision and policy marketing (Liu, 2021). When
56



ministries use memes to inform the citizens of specific incidents, measures, or
policies, the memes focus more on issues the ministries wish to promote rather than
personal experiences. Hence, ministries prefer using non-first-person narratives more

than first-person narratives.

Regarding citizen reaction to meme usage, affiliative humor receives the most likes,
with self-defeating humor ranking second. The highest number of comments and
shares belong to affiliative, showing that affiliative is the humor styles that perform
best in facilitating citizens’ reactions and engagement. This corroborates Lin’s
findings, stating that memes carried affiliative humor elicit greater interest, positive
attitudes, and shareability, regardless of the controversial policy or message (Lin,
2022). However, this slightly deviated from Taecharungroj and Nueangjamnong’s
research result, which claimed that self-defeating would reach the widest spread

(Taecharungroj & Nueangjamnong, 2015).

The affiliative humor style may perform this well due to its relatively weak
aggressiveness compared to the aggressive humor style, echoing the paper published
by Beskow, Kumar, and Carley (2020). Beskow, Kumar, and Carley (2020)
hypothesized that memes tend to receive fewer shares and likes during the election
period due to people’s hesitation in sharing controversial memes and publicly
endorsing strong political stances (Beskow et al., 2020). This hesitation to publicly
endorse political stances may be able to provide a plausible explanation for affiliative
outstanding performance. Since the affiliative amuses others through positive wit and
aims to facilitate positive relationships with others rather than mockery, the affiliative

style is less aggressive (Martin et al., 2003). Affiliative style may be perceived as less
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controversial and less militant, and this more friendly style of humor decreases
citizens’ hesitation in sharing and commenting on memes. Therefore, affiliative is the
style that best engages citizens, and Taiwan ministries should consider employing this

style more to enhance civic participation.

Regarding the various types of humor, sarcasm is the most frequently employed,
followed by personification. Nevertheless, no differences exist between the frequency
of using comparison, exaggeration, pun, and surprise. The difference in frequency
between each humor type is insignificant, supporting Taecharungroj and
Nueangjamnong’s research claim of no discernable differences in the usage of seven
types of humor (Taecharungroj & Nueangjamnong, 2015). This may indicate that
Taiwan’s ministries have no strong preference for humor types, suggesting that the
country's public administrations are still exploring the most suitable strategy for
meme usage on social media. Moreover, this paper’s research results show that there
is an existing gap between the government’s usage and citizens’ preferences. The
humor type that receives the highest number of likes is not the one used most
frequently, and the humor types that receive the most shares and comments are also
not the ones with the widest use. Hence, this paper suggests that Taiwan’s ministries

formulate a clear strategy for employing humor styles.

6.3 Self-representation

Although there are some dissenting comments showing disagreement on the sent
messages or resentment toward the governments, this paper’s research has shown that

many of the collected comments, more than dissenting voices, are related to
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agreements on the sent messages and compliments toward the government and the
editors who create the memes and serve as the voice of the public administration. This
paper argues that those favorable comments can prove that meme usage can serve
self-representation purposes for the ministries. The notion of self-representation refers
to the actors deliberately shaping their impression favorably to enhance likeability and
worthiness (DePaula et al., 2018), and the appreciative comments the posted memes
have attracted may assist the ministries to be seen as more liked and trusted. Jason
Liu’s book also revealed that ministries have used memes as a primary tool for policy
marketing and promoting the governments’ achievements (Liu, 2021). Memes, then,
in this context, can be regarded as a trendier and more innovative tool that serves
traditional communicative goals: enhance likeability and shape favorable

organizational identity (van Riel & Balmer, 1997).

This paper’s results have shown that appreciative voices surpass dissenting voices in
the studied comments section, and this situation can be attributed to memes’ ability to
debilitate viewers’ critical thinking on the messages carried by memes and the source
of information (Hu, 2023). Moreover, memes also encourage viewers to develop
positive perceptions of the senders of memes (Lin et al., 2023), which, in this case, are
the ministries. Consequently, memes have become a useful tool for ministries to
enhance likeability. The ministries use memes to enhance likeability by showing their
wit and willingness to adopt the trend, and memes also help the ministries not only

adopt using social media but also learn to take advantage of it.
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6.4 Community Building

A significant portion of the collected comments showed their approval toward the
memes in ways that can facilitate community building, referring to playing jokes and
sharing experiences. Leiser’s research assured that correctly deciphering the jokes in
memes is an important step in establishing and consolidating online group identity
(Leiser, 2022). When the ministries create and publish the memes, showing their
ability to catch the trend and make memes based on the trendy jokes, the commenters
in the comment section echo by playing along with the memes to show their
understanding of the jokes. This common understanding of the memes and the jokes
in those memes is then the basis of community building, and this understanding also
serves to distinguish who is in the same social group and who is not (Mortensen &
Neumayer, 2021). In this context, this community building may encourage livelier
citizen engagement and higher public trust since the citizens regard the ministries as
standing on the same side as them. Moreover, some commenters in the comment
section are willing to share their personal experience to the comment sections. This
further facilitates community building and bonding with the groups. Citizens’
willingness to share their personal stories in the comment section showcases that the
memes posted by the ministries can echo the public’s lives, and the public and the
government then form a community based on common knowledge of the memes and

also common living experiences.

6.5 Public Service Delivery and Co-production

The collected data contains a few comments that reveal the unlocked potential of

online public service delivery. This encompasses public service transactions like
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seeking assistance or requiring action on matters related to public service that were
previously conducted offline but have now been transferred to online social media
platforms (Criado & Villodre, 2020). In the studied comment sections, there are
comments asking for information related to taxation and other issues related to public
services, and there are comments suggesting that the government can provide
information in ways that are more convenient for the citizens to share. Although those
comments mostly deviate from the topics of posted memes, the ministries will reply to
them with the answers they are seeking or refer them to whoever is responsible for the
issues. This suggests that the comment section on social media with responsive
governments can facilitate public service delivery on social media, helping those

citizens with needs but may not be able to access the information themselves.

Citizens react to government-posted memes with potentially unrelated requests
regarding public service since they may be unfamiliar with the public service and the
operation of public administrations. Those citizens were previously unreached by the
public administrations but are now reachable due to memes and social media.
Moreover, citizens not only passively wait for the answers but actively provide
constructive suggestions to the government on improving information provision
regarding public policies. In the collected comments, one can observe the potential of
public service delivery and co-production behind citizen reaction and engagement in

the government’s meme usage.
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7. Conclusion

Focusing on Taiwan’s ministries, this research delves into the relationship between
meme usage and public reaction toward this strategy on social media. This study aims
to understand the frequency of employing different humor styles and types and their
influence on the size of the followers and citizen engagement, providing insight into
the role of memes in governmental online communication strategies. This study
contributes to the broader understanding of social media strategies in public
administration by highlighting memes’ function in fostering a favorable perception of
the government, community building, and public service delivery through deploying

humor.

On a practical level, this research offers actionable insights for governmental entities
to enhance their favorable reputation and citizen engagement by appropriately
utilizing memes on social media while suggesting that governments should align their
humor styles with public preferences. Moreover, this study emphasizes memes’
potential to improve public service delivery and debilitate critical thinking. These are
two avenues worth further investigation, and this paper contributes to the academic

communities by revealing memes’ potential in aspects previously understudied.

However, this paper suffers from several limitations. One of the main limitations of
this study is the reliance on the current sample of memes and corresponding memes,
which amount has been limited due to Facebook’s algorithm. Moreover, the scope of
this research is confined to the specific context of Taiwan, potentially limiting the

generalizability of the findings to other regions. Hence, this study suggests that future
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research should broaden the research scope by including cases from various regions.
Further studies could also explore the long-term effects of meme usage on public trust
and cooperation, examining how the relationship between the government and the
public evolves over time. Moreover, future studies should consider cross-case studies
to compare the engagement level of governments that employ memes and the
governmental entities that do not, offering a more comprehensive understanding of

the effectiveness of the novel strategies of employing memes on social media.
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Appendix A. Taiwan’s Ministries and their Facebook pages
Facebook | Translation | Responsible | Followers | Total | Meme | Meme
page of the name | department posts percentage
name
PIBCED Ministry of | Ministry of | 217000 22 8 36.36
the Interior | the Interior
ANZES | Ministry of | Ministry of | 273000 77 1 1.3
Foreign Foreign
Affairs, Affairs
ROC
( Taiwan )
BRI % | Spokespers | Ministry of | 413000 98 2 2.04
PN on of | National
Ministry of | Defense
National
Defense
th#FEELER | Ministry of | Ministry of | 152000 27 7 25.93
FAELER | Finance of | Finance
Republic of
China
& | Ministry of | Ministry of | 287000 21 7 33.33
Education | Education
LEHEES | Ministry of | Ministry of | 349000 57 1 1.75
Economic | Economic
Affairs Affairs
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HA4ER] | Ministry of | Ministry of | 1500000 | 73 1.37
el Health and | Health and
Welfare Welfare
SZAEES | Ministry of | Ministry of | 300000 85 5.88
Culture Culture
Befir 25 | Ministry of | Ministry of | 15000 39 2.56
il Digital Digital
Affairs Affairs
RIS Ministry of | Ministry of | 118000 80 1.25
Environme | Environmen
nt t
ZZAEL | Ministry of | Ministry of | 107000 97 0
Transportat | Transportati
ion and | on and
Communic | Communica
ation, ROC. | tion
EZLUEEl Ministry of | Ministry of | 279000 46 0
Labor Labor
== il Ministry of | Ministry of | 363000 158 0
Agriculture | Agriculture
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Appendix B

MECES (Ministry of the Interior)

Number

date

meme

Humor style

Humor type

like

comment

Share

site
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215
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6 Mar

Affiliative

Personificatio

n

849

85

31
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AR AL
HREBRIKR
L, RftEs?

Ll

Affiliative

Silliness

393

39

24
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om/moi.gov.tw/posts/pf
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wl

104
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Sarcasm
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22
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105
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Self-
defeating

Sarcasm

1000

13

93
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108 23 Jan PRI, | Aggressive Comparison | 557 23 19 https://www.facebook.c
om/moi.gov.tw/posts/pf
~ . bidOrp4;jbQkAWUsKS
e ——— qR3qeXMNvfJeTkSn5
EFREALER
bX3KCWma9vgqD2fL
mmkeW5bkgqMgbstdp
1
Ministry of Foreign Affairs, ROC ( Taiwan )
Number date meme style type like comme | share site
nt
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e tw/posts/ptbid020XVVqUrktaRq3Q9

B

0020QneiHo8 TVvyxAmDwc8afKzz
B4Qz KKtkFCxSmntzwTwSVI

75




Spokesperson of Ministry of National Defense

Number date meme style type like comme | share site
nt
301 22 Mar i Affiliative Comparison | 909 73 20 https://www.facebook.com/MilitarySp
okesman/posts/pfbid02iKXVpLfInSV
mbGRoktGSAMS59ImiK9AjSSETb6LX
BHrzG7EQvap4ulzszresY GpqqXl
302 29 Feb IELTTIILFTITER Affiliative Exaggeratio | 561 32 17 https://www.facebook.com/MilitarySp
n okesman/posts/pfbid02ymAACREjLx
FkKLS2ZAzahFDEKTIJilEvtupZx5V
y hZ9XQX3yxT5arjiiimrf7pnoy8l
Ministry of Finance of the Republic of China
Number date meme style type like comme | share site
nt

76




401

14 Mar

|

Aggressive

Pun

1000

107

163

https://www.facebook.com/mof.gov.tw
/posts/ptbid02bU12yPnGgVcAdTMYit
HderFQb47jdSLFZhQXAZPzqXi9nY
dNACZtAZKoMBdBaTpKI

402

7 Mar

ANV 3
SATRRREESNERT
113,315 eRIFRGAEE |

Affiliative

Exaggeratio

n

5100

86

296

https://www.facebook.com/mof.gov.tw
/posts/pfbidOhUi19j) YpPxF3aqnyaWjkz
Z73GvxuTRsJRLq77bkTTo2ddV9g4N
8ShiURjgYcZ12t]

403

26 Feb

-
Rt

EEERRANETH

A e
ton o

Self-
defeating

Sarcasm

419

40

33

https://www.facebook.com/mof.gov.tw
/posts/ptbidOFdaoQwwcWMLM{fHJifg
770KpKbh9Z4TgGugdHNmxCkJxTU
3ryFTnytwzhM6qW882ml
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404

14 Feb

Self-
3 defeating

Sarcasm

550

18

28

https://www.facebook.com/mof.gov.tw
/posts/ptbidOitenqjbng7XUSsG6sTzNP
QfZi1QpNC3QziSbmUrndz2GnELBg

BJRRkt1pUxSmEVNI

405

10 Feb

W Aggressive

Surprise

229

24

14

https://www.facebook.com/mof.gov.tw
/posts/pfbid04iGrXgEYtjcivydgnUJQf
vpUSbIGVL1d2wiuETQQmJ60Jee6Yq
1JGTdWcJEw9orkl

406

5 Feb

ﬂﬂ"ﬂﬂﬁ ﬁ“lﬁiﬁl S e l f_

' "% K defeating

Sarcasm

1000

46

51

https://www.facebook.com/mof.gov.tw
/posts/ptbid0344A6zW2t2YS58QRN2L
PaSEKafS7j5noxamkP6bWcTUNHpiC
gvNhjF4ABFWFhghrHB31
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407 9 Jan g Self- Sarcasm 2900 19 152 https://www.facebook.com/mof.gov.tw
ey defeating /posts/pfbidOUWFf5phqcM3yRnZKJH
= 6& FotQahmYsA3n1DSbyFCXhWXXGEQ
L sPHug3f2SiZes6BIpqCl
Ministry of Education
Number date style type like comment | share | site
501 20 Mar '| Self- Surprise 532 117 30 https://www.facebook.com/www.edu.tw

defeating

W/ (;lﬁ:e |
A AR~ 30

/posts/ptbidOpdbj 1 fndGhZFiBmP66Ues
497Y9Y 9ExjtHm20WpY 3kfinF48k7tn
3SxEYpFaaS9ZUl
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502 1 Mar Aggressive | Surprise 884 60 66 https://www.facebook.com/www.edu.tw
/posts/ptbid02G4UwDw84k6B60oezvLp
jFViFppMvgbDddBc1q2w7KLAcRrEk
ikKuziP4dvplJgYCcl

503 14 Feb Affiliative Personificati | 377 39 109 https://www.facebook.com/www.edu.tw

on

/posts/ptbid02R87NINfLzDZ15Q1kwz
k6pVKAWwnpINDBGbeCjrgNkDulJw
PHbJ2jneGAKWGBGZ9KTI
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VRIEW
HFHR
CRERE
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EHRRGE T MRS
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PRRRAT
RBURRT
CRABERE

Wil FAL R RER A
Y R

PRESE
HEERBE

FM 8RR ER
RAD. BT REERENIHAE

PN
Fo.q

ADBERBY
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504 11 Feb 9 “ Aggressive | personificati | 157 13 10 https://www.facebook.com/www.edu.tw
°s on /posts/ptbid04gRB2EQP7MnNprskNV
; KDbLjbmQ3whpjY 7jwUcAhnFPGj62f
wRsbFr8jxzhfHq7vGl
505 25 Jan Aggressive | personificati | 265 20 31 https://www.facebook.com/www.edu.tw
on /posts/ptbidOgarpiDgb2gTPNDpYJYgr
39CCIvXZCvwyjvZZ3wqRQcp3AcW4
YaZ3aMXAJnW9hXhX1
506 22 Jan Aggressive | Personificati | 1100 27 84 https://www.facebook.com/www.edu.tw
on /posts/ptbidOnxBez8 Cm1RpcpdbK C2t

FPEETERRMERD !

MnCCuBc7Ec6ZRjsjcwYtgndxHtagD
DkxLgKU6aRYGMxvPI

82




507 15 Jan °| Aggressive | Sarcasm 456 32 40 https://www.facebook.com/www.edu.tw
/posts/pfbid0C1nq3d6Z7FJaiTWjepDx

bQfHfozDHEKy8CGeInRQW2v247ck

9sx51yPwWAF5JdSRwl
Ministry of Economic Affairs
Number date style type like comment share site
601 24 Jan Self- Comparison 908 60 X https://www.fa
i enhancing cebook.com/m

oea.gov.tw/vid
€0s/34471523
5042155

83



Ministry of Health and Welfare

Number date meme style type like comment share site

701 20 Mar Silliness 334 49 X https://www.fa
cebook.com/m
ohw.gov.tw/vi
deos/4281698
73204647/

Ministry of Culture
Number date style type like comment | Share | site
801 6 Mar { Aggressive | Sarcasm 4800 315 177 | https://www.facebook.com/www.moc.

gov.tw/posts/ptbid02kisvGwhSPF655
gGmtWCCmsRiKhBWifSTCqtoM8K
n8Wen2irrAs694jKD8bx VsCxtl

84




802 19 Feb W - AR | Affiliative Sarcasm 1200 49 165 https://www.facebook.com/www.moc.
: gov.tw/posts/ptbid02dnmSnimG8Kz9r
. /' < 6Q7gT7q8BuDzD9AW7VcW126j3prz

MA70LASiB16xDjH3zpzgepl

l]’% u/"k {? y JHSZpZgep
803 7 Feb Affiliative Pun 223 18 X https://www.facebook.com/www.moc.
gov.tw/posts/398986579200339:39898

6579200339

804 24 Jan Affiliative Pun 183 10 8 https://www.facebook.com/www.moc.

gov.tw/posts/pfbidOEVjHajqWhZqDk
V88e2xDLh46jGmBzQZHuYmUUFf
KQFEt4Sv7HuaRMPf65pk1r25pl
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805

17 Jan

Exaggeratio

n

1000

601

303

https://www.facebook.com/www.moc.
gov.tw/posts/ptbid0Lo3 AVudjwMzW

UeJ1UGbMi9G88pcz8mwpXykSwRv
Rr52GCaV1dH4qexXDCSAX8mZWI
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Ministry of Digital Affairs

Number

date

meme

style

type

like

comment

share

site

901

15 Feb

“’_s& 2

MEE EERET - BRI 7
sz

Aggressive

Sarcasm

627

43

19

https://www.fa
cebook.com/
moda.gov.tw/
posts/pfbid02t
WMSnmmkG
L1H2d4tZa7d
AUmnPEseX
TgMAS5YbGst
EcdKF4yS8df
4xUudV3B6
WxFoTlI

Ministry of Environment

Number

date

meme

style

type

like

comment

share

site

87




1001

23 Jan

‘ |\\

“?%LL

Self-defeating

Personificatio

n

261

12

12

https://www.fa
cebook.com/
MOENV.TW/
posts/ptbid02
NxoEa7ne7V4
EayDFBF7b3
4ByJiQYTI1Q
mZFspSFPacn
ijL36ctZBMx
a2yk7k4jgPl

88




Appendix C

(Suspected bot comments will be colored in light blue, and those comments will not

be translated since they will not be included in the later content analysis)

Coding color: complimenting the government (orange), complementing the editors

who create memes (dark orange), agreeing with the sent message (green), disagreeing

with the sent message (dark green), resentment on unrelated issues (purple), self-

expression (grey), sharing relevant information (brown), playing the jokes (yellow),

suggesting government (dark purple), asking information from government (red).

Ministry of the Interior

date

meme

Humor style

Humor type

Top 5 comment

Translation

29
Mar

i

AN
\m%&tfg§ﬁ§%§
\\eBis s

Affiliative

Surprise

B ER R
NHHALTE -

BB EETTH
W BT
BURF AL R
G AR R
AR o 55
PRSE S BURFER
irEEHEETT
S NI EEZPR
SR -

BUFEAL BT
ERAEEH
{TEETT A
BIFE 4 AE
RS E Y
e R
L LA
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REE

WA ERRY

V;E;%’W’f’q;?%%% 7
ARERKEY 1/

aa e o S
[EEANEE]
s e R R
B MR LE
P - 4
TERTE O HE)
KR AR
ol
NBER e 8
113 £ 8
AT ANRE
= "REFE
NG S
NEEA T4
AN '
e EEE LA
B {EHEEER
BHVEE  E
R JE (IR FE L
RERE > HE
A ETH
AE~AE
REBIRAE 2K
E > MEEE
EoRziavES
> ANEIRR
8K X
HOREEE > [Ny
IERE SRR
ERIAEEE
4 FblE
(EpRAE e
B - FH A
= B

i

\zl

;

Al
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B EEIERE
HAFEELAS A
BEEEE
£ - BEAME
CEE (S
EEFIN S
ERp = AV
ANEHEFA
BAEEHE
BT FTASHSS
EEKEE &
R
7 FpEA
A BT
R o W R
T RE
SRR

e ?2227?

)

. NEEEA

RESHi IS
SE - R
i BRI 1155
BRI B
BN EHE

AE?

| BEBTIRE

HHIAEREN
R R ETR
pAIESE - 2%
PR E T
T I

EEIR
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1 BUNE
(WA= PPN =
B NEWE
il > B
{ir BE Ay fi o 2
HE{TERA
BEHE &
i RIBURF AL
DN AP
0755 LIRSS
HEZS T A FIFI
T ARRIRER
SRR
BT ERALAR
BITE 7
IZZE R IE R E
EHTEAE
F > BURFEAL

R b

(et B &
LB 1t &
BRSO
SARBLI M55
THEA - B
AR B
HE AT E
R BUF
B EITH
= LB -
BUFA S E
N IA
BUEBUFE
(WALTEEL: I
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AT HER T
M5 e dA
HEBHER
55 TIPSR
MR - B
JFEAL—HE LA
EE AR
A BEFEE
[m - HEA
BHRABN
BERIEERA
HEBHEA
FiiE GER
SEEE AR
Js&) o A
SHbEHBUF
H O
Ik o BUN
R 55 T
B A b A=
ARSI
TIE AR
il EUNE
NSRS
EFES T
[F] < Lo
AERERER
77> BURFEAL
AR AR
BT B
JFERALATE 5
NERERAE
B LAERSS TR
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DA - A
BURF B & &
STE 7 AR e
F5 T BURF
HITRRANEE
STEJTHER
BT EREE
BHJE fmbE
EITEEAR
B A B BA
EREHRER
W 8155 T
JHERA L U
BT ST B
HAL B
EHREON,
FHE R BUTRE
PRI H i
AL RAIRYVE
T BT
AL BAIHVE
TRALRTF -

. BUNEMIAIE

HABETE
SR FH ER Al HER S
Z LA AN EY
& BURFERAL
IO PN ==
1T EREH
HE 7S
T e Eﬁﬁ‘%ﬁi
& ANEH
ERREDUE
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HEROER RS

RIAIYKfE—
REC  HE
(UIAESIE =R
ANHE g —
BRIEU 2R
ARSI
i - RAR
HIEis RaF K
SR E
SRR
SR
(IR AR
fiF o
6 B Affiliative Personificat | |. JEEEHILRE 1. Shout
Mar ion out for the
. Good Habitat
Conservati
on
2. This
joke is
(UK P really old
. HEZRHEAE | XD
% o [EEkes | 3. Good
g | IS
, really
HERKIET :

\ reassuring
FIDRIIEIE | (o have a
HE governmen

t that can
do its job.
Thank you
for your
hard work
:‘Q\‘ ¥ J.
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5.1 know I

shouldn't,
but it looks
really
tasty... I
hope that
in the
future, the
restoration
will be
successful
enough to
make it to
the dinner
table!
14 s e | Affiliative Silliness 1. Rk %4 | 1. The
Feb L Fij 921 KXHEE | Chelongpu
FVEEEENTETE | Fault,
SIS LN which
gi o e caused the
s (E TR | 921
TEIEIERF4EIS | earthquake
S TR | twenty
o EEat years ago,
—(E{F 55494 | passes
ANFEETHIEERD | through the
e Taichung
o HER DL | Taikeng,
TE—{EHEK and I don't
W5 > [E3%IF | understand
EHENE at all that
this place
*There is no other | is still
relevant comment | continuing
to build a
town and a
metro. This
is one of

96




the stories
of

Taichung
where
nobody
seems to
have
explored
how a
wasteland
turned into
gold, and I
suggest
that we can
make a
special
episode of
this story,
which is
supposed
to be very
watchable.
13 Aggressive Sarcasm 1. Name
Feb (it was tagging
someone else)
*There is no other
relevant comment
11 Self- Sarcasm . THEES -5 | L
Feb defeating (0= AEELE) | Thinking a
FHPAZE = S/ | 1ot Tt is
AR | important
PSS | not to
it )] misuse
2. FRMEELE property.
THUERE > A | Should use
EhE a small
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*There is no other

relevant comment

amount of
money for
different
kinds to
buy cheap
goods.

2. what we
want to
leave to
our

children is

virtue, not
money.
9 ) Aggressive Exaggeratio | *There is no other
Feb || f_) n relevant comment
@k b0 b
ﬂ; m:‘?""ﬁ
7 Affiliative Pun 1. ®— » IR
Feb BEGEIvNERE:]
I
*There is no other
relevant comment
23 P, | Aggressive Comparison 1. thanks
Jan : | for
sharing
BFRRRLER , do
you
2. A screenshot want to
strongly go to
criticizes Ma the
Ying-jeou, who mounta
was Taiwan's in to

98




president from
2008 to 2016

build a
snowm
an,
remem
ber to
put the
SNOW
chain
on the
car
first,
good
work,
good
luck.

Ministry of Foreign Affairs, ROC ( Taiwan )

date

meme

style

type

Top 5 comments

Translation

14
Mar

HEEINGOEHE?
L g

Affiliative

Comparison

1.

WP —
Bh > HARH
% |

Name (it was
tagging
someone else)
Rk T
fr..?

1.

If I were
a little
younger,
I would
really
like to

sign up.

2. Name

Training
protégés
for the
Green

party?

Spokesperson of Ministry of National Defense
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date

style

type

Top 5 comments

Translation

22
Mar

Affiliative

Comparison

l.

4.
5

pINEEIINEEE D
TAE

e TR =l NCIANE
F g o A
gt Al
SBE@%E 'EIT‘ b)
TERFE 5
TG 2 REE
RZ0E

1. Come
on,
work
hard

2. Freshma
n 008,
no
drawing
on
hands,
ready
for the
lottery,
Kinmen
Defense
Comma
nd

3. Asa
parent,
itisa
precious
experien
ce with
a son
who
will go
to
Dongyin

4. Very
mysterio
us

5. Thanks
for your
hard
work,
national

army
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29
Feb

BRABBEEARLERIANER

Affiliative

Exaggeratio

n

4. [
5. §& !

1. Thanks
for your
hard
work,
national
army
Haha
Should
say...han
dsome
voluntee
rin the
national
army,
handso
me
guys...
come
here,
oh!

4. Wish
every
year is a
safe
year

5. Good!

Ministry of Finance of the Republic of China

date

meme

style

type

Top 5 comments

Translation
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14 Mar

Aggressiv
e

Pun

R - B
Tk
SEUUR AT -
EF E
AR 7
ELICh £

. Thank

you for
your hard
work,
Ministry
of

Finance

. This

measure
will not
lead to
the
reducing
housing

price

. Four legs

for the
money,
two legs
for
human,

unreacha
ble

. What can

ten
million

buy?

. The point

is to
payment

amount

7 Mar

SRR AN BB S RS
13,315 eRIFRAEE |

Affiliative

Exagg
eratio

n

i M E A2 T
B 7 IEERFRE 2
i M R AU
fik ?

N
ERAE | A5 !

BATS

. Isit

necessary
to report
tax after
being
jobless

for two

102




years?

. Where to

change
address?

. Editor

good

. It’s very

funny!
Good!
Haha

. Annoying

, such a
vivid
portrait,
wait! The
two black
shadows
behind

arc

26 Feb

EPRNSBNETH

g
00’

(%

Self-
defeating

Sarcas

m

1. 2B EAE

. No this

problem

. May I ask

the
winner of
the ten
million
dollars to
support
me? [ am
currently
preparing
for the
Police
Special
Examinat
ion, |
work

during the

103




day and
study at
night, |
don't have
much
time to
study, and
I am a bit
tired
when [
get home,
I sleep for
half an
hour and
then get
up to
study, last
year [

was
0.1666
short of
the
admission
standard,
I envy the
full-time

student!

. Iwon't

forget! I
won't
forget
because I
didn't win
the
lottery.

. Haha, I'll

never

forget it.

104




5. There are

voices in
my head
14 Feb Self- Sarcas 1. What's the
defeating | m holiday? It's
HIE 22 FEJE TR RATEL | tomorrow's
df O FEERE | work day,
aefsE @ annual leave
TR | s over...
) 2. The
E5cie(E DR | microphone

It B A RS
T HiRAmmEIE

Qs

>

£

a
rer
i

N
q

=
b)
t)

/N
=

(

has a style of
the ministry
of finance
().
Remember to
set the alarm
clock at
night.

3. there's a
big difference
between
having
special days
off or not.

4. after
reading this
“work start
tomorrow”
seems to be
not sad,
haven't it full
of positive

energy ¥

105




hahahahahah
ahaha &

5. good luck
on the 5th
day of the
Lunar New

Year

10 Feb

W | Aggressiv

7

MRTIRRAERT B

€

Surpri
se

EEBELT I E @
S EERE N ST |

. BEE "Bt

HEER 77

1. this dragon
is so cute

2. this dragon
is nice

3. Kevin, is
that you?

4.7
Dragonballs
in Orange
collected

5. Tlove “7
Dragonballs
are all

collected”!

5 Feb

SRAGE( R - SRR E

o

Self-
defeating

Sarcas

m

. BT PR R R

HAESRE b
aA ] LM IE A2 ]
LIpe By 2o 8l
{EEVRIRZ /T ak
IR L EEERPN
A DUPREREU G52
ARG

1. don't call
me, there's
everything in
my dreams.
2. I'm afraid
that all my
foster dogs
will become
drug-sniffing
dogs

3. thank you
for the
government's
quick
response to
the rumors
about the

106




lean pork
protein 4
Can you
provide
download
points for the
government's
hard-worked
short videos,
so that people
who want to
forward
them, so the
people want
to spread the
videos, can
get them
quickly?
Thank you.
4. Murphy's
Law Upgrade
5. I'm scared

too

bl
b

~

bl
bl
b
b
bl

bl
b

An

-

bl
b
b
bl

An  Aan

w v

(K
Q] «

9 Jan

M2FRZRFASBERR
R#E—F

1134 113481
N \x \,.

 — R —EARBET

BHTZD | BB EEEBE

Self-
defeating

Sarcas

m

3. HEIE®

1. the
contrast
between
open/closed

eyes is too

(wrong

emphasis)
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2. I think
there should
be tears in
my eyes on
the last

day ....

3. when I
declare my
tax.

4. You have
to blink a lot
when you
make a
declaration.
5. Taiwan

(Tw)

Ministry of Education

date

style

type

Top 5 comments

Translation

20 Mar

Self-
defeating

Surpri
se

l.

B [ B0 B el 22
,L}TJ/dTITI L FE
SHVRTRE ?
K BHIEFEBE
e LB J’ﬂﬂ
AR
I 2
B T Bk
A ? BRI
AR LR 2 R
A ?

e

B

1. When is
the Ministry
of Education
going to deal
with the issue
of the
Children's
Welfare
Foundation?
“It seems that
its main
business
should be
children's
welfare.
Shouldn't it

108




be under the
management
of the
Ministry of
Health and
Welfare?

2. why don't
you save my
life? Why do
you let those
bullies treat
others?

3. only wait
until the wife
is pregnant
and in pain to
talk about the
hard work
and the
greatness of
it; why didn't
you use birth
control in the
first place?
I've already
said it very
politely!

4. I'm
physically
challenged,
and I've been
bullied,
stripped of
my pants,
poked in the
dickens, and
moaned

maliciously

109




when people
get close to
me, so how
can [ avoid
that at
school? It's
impossible,
school is like
society, you
adults can't
solve it, what
more can you
ask for?

5. Can the
Minister of
Education
step down if
he can't even
show basic
respect?
Keeps
interrupting
during the
interpellation
and shows no
politeness.
Ah, isn’t
respect others
something
that will be
taught in

kindergarten?

110




1 Mar Aggressi | Surpri | 1. WEAHT 26T E[EE | 1. you need
ve se Ig the owner's
2. FAIAA—EH % | permission to
HI¥e) ) take a
3. BEET 108 ER4MAH | picture,
SRR ERE | right?
S 7 el 108 B | 2. there's a
A RESENZ| cute dog
{FTERZE R E - hook in front
of us.
3. Did every
5. SRR A | parent agree
NBEEEEZR | tothe
Pl HCIPIEANEEL | creation of
il IPAREEE | the 108
A syllabus?
Abolish the
108 syllabus
and don't
make
children's
schoolwork
difficult. 4.
(image of a
dog saying
no)
4. (image of a
dog saying
no)
14 Feb Affiliativ | Perso | 1. SHE#/NETLESEE | 1. thank you
e nificat FOESZ - 552 | for making
ion AERIERIADE S | such anice
By ! illustration,
2. GlERmEASA | it's very
EFHE @ helpful to
students and
*There are no other teachers!
relevant comments 2. Sleepy
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LTS
ARREH RIS
*MRBNE

MoTiER iR 5T
MRCENTNTERE . SEHGS TAERTE
SHEARETRMRES  GTELNNLA: ALK
ERARANCRUEA . ROTFTALDLTNE

Bt eEan
it

M5
o BEFAZBEATTG
LA 9 THLRMAS  LERS
TYRNE X - RO BN

VREEBH
B
REnE

faTiER iR 5T
PARRESTUAT AR EHRROED - BEDS
SR TETORANE LARLENER  LER
TEEHARL RHFT TR
"R

PRBUERT
CRRBEEE

2 !Eﬁll." Xl/‘ IQHF I'll? ¢ 30

HEEREE

A

HEETARMCEIOE  GIATMRAT
EREAEYARGIR: AN ok BE
FUSERRAD . T RECRENHIE
A

Vampire is so

cute

11 Feb

FD“
uqa,mﬁi!ﬁﬁ““ﬁ

Aggressi

Ve

perso
nificat

ion

*there are no other

relevant comments

1.Happy new

year
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25 Jan

Aggressi

ve

Perso
nificat

ion

*there are no relevant

comments shown

22 Jan

fFPEETERRMERED !

Aggressi

Ve

Perso
nificat

ion

EERTE - HEE
HETHEBEA 44
B R (TR HEf THESE
AEAREE ? 5T
TEERRCHET ~ #034
E AR T LAGE @

*there are no other

relevant comments

1.

1. I really
don't
understan
d. The
Ministry
of
Education
has
introduce
d air-
conditioni
ng in
every
class, but
why does
it not
promote
the use of
monitors
in every
class? My
son was
beaten up
at school
and there
was no
monitor
to prove
it.
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15 Jan o | Aggressi | Sarcas | 1. /5 © @ 1. Thanks to
1| ve m 2.0 PRSI/ NEELES | the editor
SLEHLE T
3. EEFE BE 2. it's right
e for my son to
y ik *there are no other learn how to
relevant comments handle pink.
3. the
drawing is so
cute, it's
awesome!
Ministry of Economic Affairs
date style type Top 5 comments | Translation
24 Jan Self- Compar | |. = 1 1. good work
|| enhancing ison 2. ¥FET 2. hard work
3. i EEGEUE | 3. Twant to try
4. fFbmEcATE | it out
EREEE! 4. I'm lucky I
5. A have a live
electrical
license.
5.excellent
Ministry of Health and Welfare
date meme style type Top 5 comments | translation
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20 Mar

Self-

enhancing

Sillines

S

W

REUVABIE
FRIF AR
FEGE o TR
1B AR
BHYEEER
@
EIET | B
R EA
it I
ACG #1F4
B -
4u i Ir I/:TWJH o)
A DAfFEY
gy 2 AR AL
1 P
INREEE
(GS(BEDSEL
REEAR
ﬁiﬁﬁurﬂ\§£
H EHRIRS
@ (R
,]L\z =0 A
I
MESESE T
BB 2

r[[ﬂ’)&...
LL==

1. not daring to
g0 on air in
public to
appease and
make a
consensus that
no one will
admit to 4

2. laughed my
ass off! The
response to the
child abuse
case was like a
sloth, and the
control of
ACG was like
lightning.

3. when will
this committee
be disbanded?
It's a useless
government
organization.
4. your child
protection is
making people
lose their
smiles.

5. the director
of the Ministry
of Health and
Welfare's
Protection
Department,
Mr. Zhang
Xiuyuen, a
person who is
beyond the
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constitution,
who is coy in
the face of
reality, and

who strikes

fircefully at the
virtual...
Ministry of Culture
date meme style type Top 5 Translation
comments
6 Mar | Aggressiv | Sarcasm 1. HXK 1. spring is like the
e %k}t | stepmother's face my

144 | grand mom taught me
‘4% | 2. atouch of cold and a
201 | touch of heat
62 3. 1ibelieve

2. %% | 4. sometimes cold,
£ | sometimes hot
~—%% | 5. the ministry of
ZEL | culture please offer

3. WA | more Taiwanese classes

4. —iF
]
=
I 224,

5. HGE
XAk
Il
k=
st
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19 Feb WX - ARSI Affiliative | Sarcasm 1. we're all called
Quack, Quack, Quack
2. I think I've heard it
all the way to
Hanafuda.
3. I just asked my mom,
it's really Duck Mee
Dee
4. learn this!
4 ¢4 | 5. my mom says it's
73 Abibi.
il
#
%5 -
B
SR
tF
5 |
GRS
Ha
N5
BRIK
(Abibi
Y~
7 Feb Affiliative | Pun . E | 1. All wishes come true,
1 good luck comes.
Ak 2. Happy Chinese New
4f4#H | Year
H27 | 3. Happy New Year
#rt: | 4. Do you have the file
[h4E | of the image so that I
A1 | can download it for my
P4 | Facebook background?
i5 M | 5. There is the Huang
H T'u-shui's “Daughter of
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Nectar”! = Have a
good day with art!
Happy New Year!

24 Jan

Affiliative

Pun

i !

*there are
no other
relevant

comments

1. you're a genius,
editor!

2. ah~~~ sing!

3. good. 4!

4. who know this are
old

*there are no other

relevant comments J'
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17 Jan

= Affiliative

Exaggerat

10on

IE
=2
5%
i
fryE

N
=== Jre]
v

b
¥
(H
JURH
¥
J5)
RaE
NI

1. “Beast of the Clouds:
Guardian from the
Ancient World”. “The
Name of the Moon”
support jointly National
Taiwan Comics.

2. recently read Gouzi's
“Tz1%% Go”, I really
like the special theme
of Taiwanese comics.
3) Nguyen Quang Min's
“Use Nine Citrus Shop”
is very touching and
uplifting.

4. “Moss Café”, which
evokes touching
feelings with tiny
greenery.

5. “Tomoe's Umeya
Chronicles 2” is a
fascinating story in
terms of architecture

and cuisine.
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Ministry of Digital Affairs

date meme style type Top 5 translation

comment
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15 Feb Aggressi | Sarcasm | 1. {[{Jif) | 1. It's coming soon,
S f g C 7117 | May is coming!
R AR SE#E | 2. Thank you very
I | much for all that the
~ minister and the team
have done for
Taiwan's information
safety. thank you
3. the next holiday is
Sunday, February
18th.
4. (an image of a
thumb up)
3.
B3]
22
H 18
' B
HAR |
4. (aimage
of a
thumb
up)
*no other
relevant
comment
Ministry of Environment
date meme style type comment Translation
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23 Jan

Self-
defeating

Personific

ation

- N =

IR

7 |

- NRE

v e
=AMER
HEe

B

fE U

~XDD
4
INRF
gl
KEE
ALY
i &

1. the editor's drawings
are very artistic.

2. the editor is really
good at everything he
draws ®*

3) like!

4. it's a style XDD

5. It's so cold and my
hands are shaking and
the editors are still able

to draw so well & &
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