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ABSTRACT

Against the backdrop of increasing polarization in digital political communication, this
study investigates the persuasion mechanisms of Political Social Media Influencers
(PSMIs). Integrating the Elaboration Likelihood Model (ELM) and Trust Transfer Theory,
we examine how influencer competencies-conceptualized as "Content Planning”" (Central
Route) and "Interaction" (Peripheral Route)-shape electronic word-of-mouth (e-WOM) via

a serial mediation of "Influencer Trust" and "Political Party Trust."

The study employs a quantitative survey (n=861) in Taiwan and utilizes PLS-SEM with
Multi-Group Analysis (MGA). We compare the persuasion paths across three distinct voter
segments: "Traditional Party Supporters," "TPP (Taiwan People's Party) Supporters," and
the "Politically Alienated."

Results demonstrate that the aggregate model (treating all voters as homogenous) is
misleading. The MGA reveals three distinct persuasion models: (1) Traditional Party
Supporters follow a Central Route; their trust is significantly driven by "Content Planning." (2)
TPP Supporters follow a Peripheral Route; their trust is exclusively driven by "Interaction."
(3) The Politically Alienated exhibit a "Trust Firewall"; the critical trust transfer path

(Influencer Trust — Party Trust) is non-existent, causing the entire persuasion chain to fail.
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This study contributes to ELM by demonstrating that political tendency, as a proxy for
motivation, not only determines which persuasion path is preferred but whether the
persuasion model holds at all. Findings highlight the futility of "one-size-fits-all" political

communication, providing critical insights for segmented strategies in a polarized era.

Keywords: Influencer Competency, Trust, Electronic Word-of-Mouth, FElaboration
Likelihood Model, Digital Political Market
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SRV EHEME 7R LR AR SRR A 2 RR (R o PI AR 484 V(S B B BUE (S (ERYRA A b
Bk (B=0.405,p=0.000) + 5 =3 ( p=0.403, p=0.000) L FEE - & ) (p=0.288,
p=0.061) &R 72 R E A - (H (AT [m) Bl o 65 AL 2508 B v JE — 20 o A U (S (R B TR
IR b F— (B=0.471, p=0.000) - 5 i (B=0.317, p=0.030) ~ 5 =7 ( B=0.407,
p=0.000) ¥ FI4 a1 HIE /KA o B Rl lIEE B % = &R 2N B BRI HESEZ
BB EN A EE - FTLUETERGHA —ENEHME - F 1 Fir -
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AERERE

D6 D7 D8 D9 D10 D11

BRETE

HEgeH i ‘// l \ O M3
PT1 PT2 PT3 PTS
D12 D13 D14 D15 D16 D17 D18 D19 D20 D21
1 BF9T4eHE (PLS-SEM fE4D )
F 1 BN ERHE R PR AR S B B 2 M
. y B ) B=
SRR (4 ’ ’ ’
B p B p B p

HEhge -4l (EE 0.224 0.173 0.103  0.801 0.239  0.188
NEREBE -4 O[S 0.184 0.250 0.294  0.434  0.095 0.611
AL EE - EE T 0.405  0.000 0.288  0.061 0.403  0.000
BEEE-T3 0.471 0.000 0.317 0.030  0.407  0.000

= BRI ITA

BRI AT PR ] PLS-SEM W Fi& B (Hairetal., 2021 ) © 55— B2 oy M S A AYSE A -
BRI S0 (S B » f1& Cronbach’s o~ 4 & {5 (CR )~ SFHgss B AL
K. (Henseler, Ringle, & Sarstedt, 2015 ) » 55 [ Bz RS AL 07 -t fBai B {8 2
BEMEST R (BEE p E) - I9h  BEESEURILS ZSEIER - 20T 2R

3T (MGA) » EEE = HBUGTH A BEG Z BRI 2 52 -

H{& (AVE)
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B IRER

Bt sHE BRI ESEL > MR EEERE - R il B AN
A BERE AT 2 ERRE  HE 0 SITZEH T (MGA) > ARSI A FEBUE
HR B SR IR SIS ERVRE 22 © ik > B85 ELM BT8R o alam

— ~ RRBLRTA (IR

AN FEBEBE RS EANE B EB RS ERNE - fTARSZ
Cronbach’s o 71/ 0.836 Z 0.958 2 ~ CR {E /1 0.902 % 0.963 [ » &1 0.70
FHFI1% (Hairetal., 2021) » fEXUE 518  AVE 414 0.675 % 0.810 2 i - #9E> 0.50
=4 (Fornell & Larcker, 1981 ) » BrR B 4§ B AP U sOs LI HRU - (5 5 B eI
2 o

= BRGEEET

BRGHA Z SRR AL AT GE RANER 3 AR - AW e E RN A B AR R4
IR RE ) > BERRRR ICRR (IR T & Bl G TR - o A4 R T LA (B L R Z EIT
BHRIEIREST 5 (p=0.154,p=0.183) B " G EEE Sy , (B=0.227, p=0.053) HYEHZE % - 1M

THEALEIEE ) A T BEEE L H T BEEE ) RIBEEETT T UG e-WOM 1T
Ry BRSNS > @A EEHBEEEAEEERFZE (p=0.395, p<.001)  HEHE
EHEUE e-WOM 1T RABE IEFFE (B=0.436, p<.001) - [Nt - HI B H2 A fk
37 > {B H3 B2 H4 G50 -

=~ ZEHEDHT (MGA)

RBRat A B ERTF R 2 E R - R IREERFE TSR - 403 3 At
N AE TIPS RUCE RS b M T NEHEIRES) ) (B=-0.171,p=0.606) = " g
FIRE ST, (B=0.254,p=0.444) ¥t "L FI(E[E | (VBB RERE - B > T HEL]
B B TEEGE ) (B=-0.035, p=0.690) & "EEEE , ¥ " BUEG e-WOM 1T 5 |
(p=0.011,p=0.902) TRAFHE L - LEERGH - BN = R ERTE 2 HP?
HEARREENS A LS E E MR (Motivated Reasoning ) & & 250 i FEAE
IR » (FEAR G2 EHSANSCE  HEAERHEELEANGEEEREGE
FAEHE—DELDUE e-WOM {75 - 2EHTR:RHEA (Biased Elaboration) {42
( Deng, Huang, & Cheng, 2022 ) °
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F+tx 8 RBE—IF

72 MEHEFEEER
G B A BB
Cronbach’s a CR AVE Cronbach’s o CR AVE
ESSSTE )= 0.958 0.963 0.703 0.958 0.963 0.704
A ERE 0.954 0.960 0.709 0.953 0.959 0.703
PMEALAEE 0.906 0.934 0.779 0.910 0.937 0.788
B (ST 0.929 0.946 0.779 0.941 0.955 0.810
e-WOM 17 0.871 0.921 0.795 0.881 0.926 0.807
{40 BUE R 4 & RRERTFE
Cronbach’s a CR AVE Cronbach’s o CR AVE
ESSS e 0.952 0.958 0.675 0.953 0.959 0.681
A ERE 0.947 0.954 0.677 0.950 0.957 0.689
MEALAEE 0.889 0.923 0.751 0.899 0.930 0.768
B EAE T 0.908 0.932 0.732 0.929 0.946 0.778
e-WOM 17/ 0.836 0.902 0.754 0.878 0.925 0.804
3 GERSEA R AREEEE
B 1B 4 BEEAER ®SEEFEE HHRBEFETFE 2 RAEFRTSE
B(p) B(p) B(p) B(p)
NE R EFETT— 0.154 -0.171 0.367 0.097
AN Yic (0.183) (0.606) (0.041) (0.427)
O EhRE ST — 0.227 0.254 -0.081 0.452
AR i (0.053) (0.444) (0.659) (0.000)
ML A S E— 0.395 -0.035 0.366 0.599
[ A =Ran (0.000) (0.690) (0.000) (0.000)
HEEE— 0.436 0.011 0.415 0.639
mp (0.000) (0.902) (0.000) (0.000)
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RSB R SRS T T NERERE T L B T RAL (B, R AEEIER
s (B=0.367,p=0.041)  {H " TEIRES) | $H ¥ T EALFI(ERE ) S R ABEERE (B=-
0.081,p=0.659) - [LAh - " WAL H(FE | ¥ " B (S (L, (B=0.366,p<.001) & "B fE
£ ¥ TBUG e-WOM 17y 5 (B=0.415,p<.001) & B&E - LS RBUR > G
Rrg i A oh LB IS HY R B A > BT AAETP BEUE e-WOM 17 HHYIBRE T A SGT
Hyhn' B BLER G L G EME R AR E R E T -

£ TR ERT SR, T DR ) W T HATEE , BAERMEENIER
s (B=0.452,p<.001) > B "NEMEIRES) ) HIRE THLAAIEE  FRAEREXE
(p=0.097,p=0.427) - fL4p > T YL FI S | ¥ T BUEL(S (L, (B=0.599, p<.001) LIk [ B
HET BT BUA e-WOM 178, (B=0.639, p<.001) & & L EHE 8 - ILAEREBUR
R E SRR R IBIERR (WEBREEENTT) 1F AR - WA BEE
L2 AMEERRE L EEUE e-WOM 1Ty » 23 S AIEYF EVE F - #EE (Heuristic)
st IR EEARE

Gie Loy Tas iR - BN IRAE B AL A (B 1E - ML A EBRBEEE - B
EEHEUE e-WOM Y =R (% L - A E Y B fr i e 8 2 4 F R & - L HS
H6 J H7 &G SFF -

{h ~ &iom BT o

AR FE4S &R AT e MR Y B (S (RS o - PRET UGB AG4T IAE ( NA S EL
FhEE ) M B EEHEBUE M TR WS R T e A ERE R 2 EE - &5
RIGREALBUATIGH T IRGE(LBUE | 81 T EESME ) S  BURE kR B R T
RS - FEBEEEES > A EREE R s B R ER TS E
— RS R HE L SE 2 HY{E 4+ (Chang, Silalahi, Eunike, & Riantama, 2024 ) - {¥
FASBAI > A N(E S HE B PUAMMEE - MEEE— P EBUE TR B
o (EEREE G BEETT B EAEh 2 T EEE S F T E NS ESE S -
R EEREUR > WAL A #RsE S AR 8~ —20 23 73 HAE K ,(Dovidio,
Saguy, West, & Gaertner, 2012 )  Hrft » SEESEEARTEUR T @A AIEE ) A% TS
FEEE ST, 81T BEhRE ) BIE 8 (H1 ~ H2 ROL) « ATl R R B 45 SR s i
THEABUETSNE N - BER A [FBUE R RS BN BV R A - 2
ML BTy " A RE{RER 4 (Ecological Fallacy ) Blpg{CIM%E (Sanchez &
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Pomraning, 1991 ) « & :/H 52 AY S RERS B0 A 2 BEAG AT > AH EAOMAYIE I & B2
BRAGBENAEE SRR ERS B EE R e B 2R E - i BT
BRI (MGA) Z 0 EME - fREE MGA S3iréd R - B iy & 2N E B O BeE S
WAL A TSRV B S AR > BURH 2 T @it iR | (Kunda, 1990) B2 " BEIEME
P22 ; (Nickerson, 1998 ) [R| o M {478 B {47 & 50 R AEALHY N IR RE R & 2 B ] (3
J& > BUR OB ER MR B A [ - AR WRRERGE NS > GHBEEETE
AEE - B IE BRI TS (L > B AR R (Petty & Cacioppo, 2012) > X
astiRIEd TEEEEIE ) EE E R o B TEREERE S (Horton & Wohl, 1956)
Efert & O B nT RE EUARER MR - B AR 18 S S BB BUA T 5 T E (B R 2 Tk
Hl o IEAh - fE T RS ) R bR A A > BUAKIAL Y SARI S SRR R EE T
s MERRE Y RAEE — T Y] (Mukherjee & Althuizen, 2020 ) - FEHKLIEERZ R E (S (T
EBEHVIE DL AN AR S G2 G HERER AV [E] > 53R R IE A2 R AT
SRFUSCEE - ERETT Ry Al BE 8% 2 WO SR QB P SR il B E AL AR S F
HYERRER - SRR HILGHY 2 g B 88 B IE W & B AR S B - E SR
RHVHERFEAEEGERILEE  KimeE E—EEPrREE  EESEEmyE - =5
R B T BRI AE M A (RS — E AE AR 5t [E

SGomE > AVTREERER © (DEDATZER T RRE ) AEU ARG EALEBUE
5 P HEE - 4SS AL TT AR BIEA - AUt — T - (Q5RE T
ELM fERUG BB R T HVEANYE - R "B ARE ) (PREGEIE) M EFEHRRRE
BARR IR IR TR AU - R E S AR (S BT - HAIEEER > o I ES RAERE AR —
TERYZE BRI - BEEGVEAVHESR A 7T RE G 3 A DU AR RE (R ERIR © Q)EERE T (B 1E ) FEBUA
RGPy A - HIREELE (L2 AT e B B (S (T R BB B AT By © ()T
H A EIRRERR IR R - M B BURRITE R R B TRt | FE - HEEAE - AT
geiE R T TR RIEE | WS ERBUAEEIE.OA TR IERCBER AN S E A
IRE LB RAE - & BUGMMHZEE T EE RGEEE > ML R A g A &
EEREEBUGE) SRR REIH -

— ~ WRER

AW EE B BE B A ~ HERT ] e MR AL (SRR BUG (RIS A B R &
BT - RAKFTR AL T BRI B AR A ) RBUA AR T AVENREERE - MR
PREEE DT > DAbRi h SR LR [ R A A (BT AR R A UR LRV 2 - pEAh > R
WA THEBIERE ) B PRETEEET 5 A HERR R = U ] U R i (R LU
EEAVE R -
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FEE A > B S (o 188 A FEPRHI o3 AL ol - 5 S 5 HIUE B0 ff 4 2l = K
SRR B ABE IR AL S EE S —EEZE 5 A - E A sE EPkAR ELM /Y
S B fm i E U M AL > HOR (b EFEREBURARE + R R
& 15 IR B T B B A A SR B AR E B b S SR (B (B (- (HEERE T = > (€ ELM
HY AR & 5 BUE AR R B E R SR TR B RE B B R FC 4L AE T R BB FERE 1S B
BEESRRAE - AETERBUAHEA A EF A N T B8 G BEE - P HEE
ELREANT] > A Re e KA SCRP RSB AE M PR T 7] (5 FE B IR B ) » A2 SRR U5 1w Al e
D "B EERE - BEA R EEREGE AN RS R YERAE T - DURSE BUA
b - HEBOREM G EE - BUGHENZETEM S 2 R R A - BUTHEEE
R IR RETECR BRI A RE & - [BER A NE BB FEA > B TRk
BUa ) s A ataminE - RRBUBTT BB T 15 EUEAS | BT EERAR(E L DU E
B2 BT EEVBUR AR -

=~ WIFEIRG R KGR TT

AFtFe skt st - Haffr 2025 £ 1 4 -7 A8 10 AAVESEIER - 8
PRI ER A B DEBR IR A8 oy T RE A BE AR R R, > (BJR W BE AR 2R R P80 > BIVEETA S e filifiE
A E M N BUG 0 (R RIAENEAEM) & N 08 RY F I M 3UE
(Jungherr, 2015 ) > SR AE 23RS EHRRERYENE L - RACHTERAEE IBHEL » LLEERL
R B R RS I RV E MR = R - 15N > DI ER BN BN E B A - R
ARG T ~ BE—-BEFEEMSRRGER - REETHEEE - R AL
ﬁ)éﬁfbﬁfﬁ’]éx%%% HERRDBEANHMEIR > R ETE LT

» DUBREG AU A (R BUG B AG BRI T 1Y 2 Ve B AR i 1
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