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 Abstract 

Literature highlights social network sites (SNS) as an important channel of 

consuming news and receiving misinformation. However, people surf multiple 

SNS daily, such as Facebook, Twitter, Line, etc. People also connect and diversely 

interact with each other, given the characteristics and settings of SNS. Driven by 

the partisan bias, a party and its supporters may be motivated to converge to a 

specific SNS for enforcing the echo chamber. In such a partisan convergence 

scenario, politicized SNS usage may bias the spread of fact-checking and, therefore, 

influence users' level of media literacy. We examine this hypothesis in a pre-

registered national survey (n=1060) of the 2020 Taiwan Presidential Election. A 

media literacy scale, including eight fact-checking items, was created to evaluate 

Taiwanese voters' media literacy during the 2020 campaign. Results show that (1) 

in general, the usage of the private messaging app Line is related to a lower level 

of media literacy. The effect holds across political and non-political misinformation. 

(2) DPP supporters are much more likely to use Facebook than other supporters, 

and therefore (3) Facebook usage is related to a higher media literacy discerning 

DPP-related fake news but not others, and the effect exists beyond the DPP 

supporters.   
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Introduction 

Communicational technology has evolved substantially after the Internet entered into 

people's daily lives in the 1990s. Internet coverage, along with the emergence of the World Wide 

Web, social network sites (e.g., Facebook and Twitter), and instant messaging platforms (e.g., 

Line and WhatsApp), have demolished state borders to bridge citizens from different countries. 

While people acquire information and knowledge from the Internet, the virtual communication 

platforms' accessibility often comes with side effects of facilitating the spread of misinformation 

and disinformation (Lazer et al. 2018). Without a doubt, the dispersion of false information is 

part of our lives now. As misinformation becomes rampant in the political arena, scholars begin 

to study how it would influence the citizens' political behaviors. For example, many worry that 

the misinformation campaigns on Facebook and Twitter could taint the U.S. presidential election 

outcome.  

How do we combat misinformation? Misinformation can harm society like a contagion 

(Törnberg 2018). To prevent the spread and mitigate the damage of misinformation, it will help 

figure out what channels people consume the political information – which misinformation can 

also be spread through daily. People consume political information through offline (TV, 

newspaper, radio) and online channels. The online channel can be further categorized as news 

websites, public social network sites (e.g., Facebook, Twitter, Instagram, Youtube), and private 

messaging apps (e.g., Line, Messenger, Whatsapp). Existing studies often study the spread of 

misinformation or the effectiveness of fact-checking on a single SNS, but people switch freely 

among various platforms in reality. Thus, it is necessary to study people's media literacy (Potter 

2020) –the capability to discerning fake news – across information channels.  
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In this article, we study misinformation and media literacy from a holistic perspective. 

We argue that three intertwining characteristics of SNS may influence people's media literacy. 

The first factor is the publicity of SNS. When people interact with others on Facebook or Twitter, 

their arguments, post likes, and other online behaviors can be observed and responded to by 

other users. Hence, those who post a piece of misinformation publicly may be corrected by their 

friends or even some bystanders on the same public SNS. 

On the other hand, such corrections may appear less frequently when the piece of 

misinformation is spread on private SNS, such as private messaging apps. Under most 

circumstances, we argue that people are less likely to argue with their family members or close 

friends when sending fake news in the chatroom. In short, the level of publicity of SNS 

influences how people behave, which may indirectly influence the spread of misinformation and 

people's level of media literacy. 

The second factor is the partisan convergence of (public) SNS. People explore the world 

through partisan lenses and accept information that echoes their prior partisan beliefs (Cassino et 

al. 2007). When people swipe through different social network sites, they may notice, explicitly 

or implicitly, that their party supporters tend to cluster on a specific site, while their "opponents" 

are more active on another site. People can self-select into particular public SNSs based on their 

political inclinations because they can easily travel between and allocate their time among 

different sites. For example, some reports suggest that conservative and Republican voters are 

more likely to use and stay on Facebook during this year's presidential campaign.1 

 
1 https://www.washingtonpost.com/technology/2020/02/20/facebook-republican-shift/ Access: September 27, 2020. 

https://www.washingtonpost.com/politics/2020/08/28/there-is-dormant-trump-vote-best-place-look-probably-isnt-

facebook-memes/ Access: September 27, 2020. 

https://www.washingtonpost.com/technology/2020/02/20/facebook-republican-shift/
https://www.washingtonpost.com/politics/2020/08/28/there-is-dormant-trump-vote-best-place-look-probably-isnt-facebook-memes/
https://www.washingtonpost.com/politics/2020/08/28/there-is-dormant-trump-vote-best-place-look-probably-isnt-facebook-memes/
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The third factor caused by the former two factors is the partisan fact-checking of the 

SNSs. When partisan convergence happens, partisans on the specific site they dominated are 

more likely to help fact-check the information related to their identified parties. Consequently, an 

SNS user who spends more time on a site with political convergence is much likely to receive 

more correct information about a specific party. Therefore, individuals may have a higher level 

of media literacy by using that SNS, but the effect is conditional on the extent to which political 

convergence occurs on that site.  

We argue that this partisan media literacy effect may be less salient on private messaging 

apps – the publicity of the private messaging apps is minimum, so it is harder to form a political 

convergence on a specific private messaging app. Undoubtedly, some users might create several 

hyper-partisan chatrooms on the private messaging apps, but the partisan effect of the SNS itself 

may not emerge owing to the lack of political convergence on the site as a whole. 

To examine these three factors linking media literacy and information consumption, we 

surveyed in Taiwan right before the presidential election on January 11, 2020. The majority of 

Taiwanese citizens use multiple social network sites to consume political information on a daily 

basis, including Facebook, Line, Youtube, Instagram, Wechat, etc. The high level of technology 

literacy provides the environment for studying political convergence. Taiwan is also a hotspot of 

misinformation; Taiwan ranks 1st on foreign government dissemination of false information in 

cross-country expert surveys (V-Dem, Mechkova et al. 2020). The rampant misinformation 

environment should result in variation of citizens' level of media literacy for examining whether 

such a variation is related to people's behavior of using different kinds of social network sites. 

We can also study if phenomena such as political convergence and partisan fact-checking 

emerged on these sites.  
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This article contributes to the existing literature in several directions. First, it finds 

evidence of the influence of misinformation and fact-checking behaviors across multiple social 

media sites and other traditional channels. Additionally, it overcomes a major flaw that the 

previous study focuses on only one platform. Everyone has twenty-four hours a day only. 

Without controlling the amount of time spent on all possible channels, we cannot refute that the 

relationship between media literacy and one specific social media site is spurious. It does not 

follow that people spend less time on one site than on other channels. Besides, examining the 

effectiveness of fact-checking on different channels can help us design better policies and 

strategies to counter misinformation. Last, we create an 8-item fact-checking battery to estimate 

Taiwanese voters' media literacy level during the 2020 Presidential election, which is the first 

attempt in Taiwan to our knowledge.   

This article is structured as follows. We begin by studying whether reliance on traditional 

media, public social network sites, and private social network sites could affect respondents' 

abilities to spot false information when they see it. Then, we analyze to see if any specific social 

media platform is associated with a higher level of media literacy. The last part of the analysis 

focuses on Facebook users and the phenomenon of political convergence, defined as puritans of 

a specific party congregating around a social media platform. We find evidence of political 

convergence – the incumbent party DPP supporters are much more likely to use Facebook than 

other parties' supporters in Taiwan. Consequently, Facebook users are found to be more adept at 

figuring out false information about the DPP.    

 

Theory and Expectations 
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People may behave differently when they acknowledged that their behavior might be 

observed and evaluated by others (Triplett 1898; Latané 1979). Misinformation is spread by 

being shared, retweeted, or sent through the SNS users. Misinformation could be contagious only 

if people decided to share them, and others decided not to counter them or contain them through 

the fact-checking. Since both the sharing and the fact-checking are conscious and observable 

behaviors, the propensity of these behaviors being observed by other SNS users depends on the 

level of publicity of the SNS. 

The previous study shows that people behave differently on SNS owing to the publicity. 

For example, Lottridge and Bentley (2018) study 1,000 Facebook users' online behaviors and 

find that they are twice as likely to share political content publicly as a post than to share through 

private messaging to friends. However, Facebook users tend to behave the opposite when it 

comes to entertainment or local news. In another example, the Pew Research Center shows that 

young people only share their jokes with their friends through private messaging apps, but not 

through public SNS posts. They are less likely to upload selfies to their profile so that they can 

maintain a neat style and personal reputation, but they are happy to pour their selfies into their 

friends' message box (Madden et al., 2013). The level of publicity directly influences the level of 

perceived interpersonal intimacy. 

Since citizens often behave quite differently in various SNS platforms, it should follow 

that those platforms would influence how gullible the public is to misinformation flowing across 

social media. According to the theory of Epistemic Vigilance (Sperber et al. 2010), two factors 

influence the extent to which citizens take in new information: the medium and the relevancy of 

the information. Since information sent privately is often more likely to be read and accepted 
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than public posts, they are less likely to be fact-checked or counterargued by others in the 

chatrooms. Hence, it should have a higher impact on the recipients.  

 

H1: (Publicity) People who rely more on private messaging apps rather than public SNS for 

consuming political information will have a lower level of media literacy.   

 

Partisanship is also likely to interplay with the choice of SNS. Since partisans often resort 

to different platforms for learning about political events, their habits will also influence their 

behavior when it comes to false information. For example, Democrats are more likely to have an 

account on Twitter and Instagram, whereas Pinterest is predominantly Republican (Dewey 

2014). Thus, in this upcoming election, some Democrats use Instagram to ware off Trump's 

Twitterstorm (Locker 2019), as Facebook has been flooded with conservatives (Timberg, 2020). 

Research finds that, during the 2016 campaign, Republicans were more likely to believe in false 

information (e.g., Obama is Muslim) if they are heavy users of Facebook (Garrett 2019). Thus, 

citizens should be aware of the political connotations of different social media platforms: 

Previous studies show that such a partisan convergence may cause the echo chamber 

effect (Sears and Freeman 1967; Stroud 2010; Zillmann and Bryant 2013). However, what would 

such an echo chamber effect influences the SNS users' level of media literacy? We argue that 

since partisans are likely to congregate around the same SNS, then it should follow that they 

should be more likely to check, validate, dispute, and eventually reject false information 

circulating around the party they affiliate with. This is primarily because information 

verifications and rebuttals are frequent on their preferred SNS, while more like-minded people 

tend to confront information that is not in favor of the supported party and candidate. Also, 
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partisan users of a particular social media platform are more sensitive to misinformation central 

to their supportive politicians and political party.  

Hence, the political convergence of a specific party on a particular public SNS may help 

this public platform with more fact-checking information around, but the direction of fact-

checking is politically biased. Only the information related to the dominated party and its 

politicians is likely to be fact-checked by its loyal supporters on the SNS, while other floating 

misinformation about the opponents or non-political issues will keep spreading. As a result, uses 

who spend more time on this public SNS would have a higher level of media literacy, but the 

increase is attributed to the political convergence. In short, two hypotheses can be derived from 

the discussion above: 

 

H2: (Partisan Convergence) The party identification can explain the amount of time spent on 

different SNSs. Supporters of one party tend to spend more time on one specific SNS. 

H3: (Partisan Fact-checking) When partisan convergence appeared in one SNS, people who use 

SNS more often tend to have a higher level of media literacy, but the increase is limited to 

the dominant party-related misinformation 

 

Empirical Strategies  

 To examine the three hypotheses above, several pre-conditions for the empirical 

falsification need to be met. First, the misinformation should have been a serious problem in the 

targeted society. If the misinformation does not influence people, the media literacy scale would 

be ineffective, and the potential impact from the SNSs would be unobservable.  
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Second, in the targeted society, people are familiar with multiple SNSs and traditional 

news information channels; moreover, people know how to use multiple channels to consume 

political information. In such a scenario, they could be motivated by their partisanship to choose 

a certain platform and cause partisan convergence. If there is only one dominant SNS in society, 

partisan convergence would be limited due to the lack of freedom.  

Third, in the survey, respondents should be asked how much time they spend on 

consuming political information across all traditional and non-traditional channels. If the 

respondents were only asked to report their behavior on one or two SNSs, we are unsure if other 

traditional channels also influenced their media literacy. For example, if a positive correlation 

between Facebook usage and media literacy level is found, but the amount of time people spent 

on Facebook is complementary to TV consumption, such a low media literacy may be driven by 

watching fewer TV instead of using more Facebook.  

The U.S. is not the perfect case under the consideration of these three pre-conditions. It is 

evident that the misinformation deeply influenced the U.S., but multiple SNS usage is not 

widespread. A 2019 Pew Research survey shows that about 70% of the U.S. respondents use 

Youtube and Facebook, and less than 40% use other platforms.2 Besides, ANES 2016 only asked 

about Facebook and Twitter's usage,3 and the format of the items is different from the traditional 

information channels. ANES 2020 seems to improve the measure and includes multiple SNSs in 

the pilot survey.4 However, the item [socmed] only includes the SNS but not the traditional 

media. Also, the item only asks the amount of time people spending on the SNSs, not the amount 

 
2 https://www.pewresearch.org/fact-tank/2019/04/10/share-of-u-s-adults-using-social-media-including-facebook-is-

mostly-unchanged-since-2018/ Access: June 20 2020 

3 https://electionstudies.org/wp-content/uploads/2018/12/anes_timeseries_2016_userguidecodebook.pdf Access: 

October 8 2020 
4 https://electionstudies.org/wp-content/uploads/2020/07/anes_pilot_2020ets_qnnaire.pdf Access: October 8 2020 

https://www.pewresearch.org/fact-tank/2019/04/10/share-of-u-s-adults-using-social-media-including-facebook-is-mostly-unchanged-since-2018/
https://www.pewresearch.org/fact-tank/2019/04/10/share-of-u-s-adults-using-social-media-including-facebook-is-mostly-unchanged-since-2018/
https://electionstudies.org/wp-content/uploads/2018/12/anes_timeseries_2016_userguidecodebook.pdf
https://electionstudies.org/wp-content/uploads/2020/07/anes_pilot_2020ets_qnnaire.pdf
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of time for "political information." People may use private messaging apps quite often but not 

necessarily for political information but for family affairs.   

In this article, we test the three hypotheses in the 2020 Taiwan Presidential Election held 

on January 11, 2020. This case offers three unique advantages to studying the relationship 

between media literacy and social media.  

First, misinformation is one of the most salient issues in Taiwan politics. According to 

the 2018 Varieties of Democracy expert survey (V-Dem, Mechkova et al. 2020), Taiwan is 

ranked the 1st on foreign government dissemination of false information. In response, several 

fact-checking agencies and apps were created by civil organizations; Facebook and Line later 

officially recruited some of them on combating misinformation during the campaign (Dickey 

2019).5 Hence, both the misinformation and fact-checking might be much more effective in 

Taiwan than in other countries with a lower misinformation level.  

Second, Taiwan has become a stable two-party system with only one major ideological 

dimension after the democratization in 1996 (Achen and Wang 2017), with a widening level of 

polarization (Wang 2019). The two major parties, KMT and DPP, won the presidency in the 

first-past-the-post electoral system. The incumbent party is altering signals that the citizens can 

figure out the target and recipient of political misinformation.  

Third, Taiwanese people overwhelmingly use multiple social media platforms daily. 

According to a 2019 telephone survey with Internet users by Taiwan Network Information 

Center,6 99% of Taiwanese people use Facebook, 99% use Line, 90% use Youtube, 38% use 

 
5 For example, the performance of fact-checking by Taiwan Fact-Check Center during the campaign was later 

awarded by the International Fact Checking Network. https://www.poynter.org/fact-checking/2020/these-are-the-

winners-of-2020-global-fact-awards/ Access: June 29 2020. 
6 https://report.twnic.tw/2019/assets/download/TWNIC_TaiwanInternetReport_2019_CH.pdf Access: June 20 2020 

https://www.poynter.org/fact-checking/2020/these-are-the-winners-of-2020-global-fact-awards/
https://www.poynter.org/fact-checking/2020/these-are-the-winners-of-2020-global-fact-awards/
https://report.twnic.tw/2019/assets/download/TWNIC_TaiwanInternetReport_2019_CH.pdf?fbclid=IwAR0-km4eU8ExmtTxsZ99NW4RW7QL8eP8dPerudixKa88tDExCQyd3h2orI0
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Instagram, and 20% use WeChat. Compared to the U.S. citizens, Taiwanese people are much 

likely to freely switch between the SNSs, which would cause the emergence of the partisan 

convergence. 

Fourth, given the increased polarization and the habits of using multiple social media 

platforms, partisan voters in Taiwan should be motivated to choose platforms where they would 

find agreeing information and leave platforms flooded with the information they disagree with 

(Cassino et al. 2007; Jerit and Barabas 2012). For example, if a citizen finds out most political 

discussions on Facebook disagree with him, he may reduce time on Facebook and turn to other 

platforms such as Youtube.  

 

Data and Measure 

Overall, 1,060 subjects were recruited through PollcracyLab, an online questionnaire 

platform maintained by National Chengchi University in Taipei, Taiwan. The survey was 

conducted between January 4 to 7, 2020 - one week before the Presidential Election Day. 

PollcracyLab builds and maintains the subject frame based on the Taiwan government's 

household registration records. Because PollcracyLab is established under National Chengchi 

University, a top research university in Taiwan, it can access official household registration 

records for academic purposes. Therefore, all Taiwanese citizens have a non-zero probability of 

being invited for registration by PollcracyLab, a crucial foundation establishing any sampling 

procedure's representativeness. Compared with other opt-in platforms such as Amazon MTurk or 

Survey Sampling International, PollcracyLab recruits Taiwanese subjects from diverse and more 

representative backgrounds.  
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All subjects received $50 NTD (about USD $1.3) after completing this survey with 40 

items. This survey passed the IRB of the author's institution and was pre-registered at OSF 

before implementation.  

News Consumption 

To begin with, all subjects were asked about their media consumption of political 

information across seven different channels: four traditional media (newspaper, radio, television, 

and news website) and three new online platforms (Facebook, Line, and Youtube). The question 

description is, "How much time do you spend on the following media for political and election-

related news daily?" The options include (0) Never use (1) Under 30 minutes (2) 30-60 minutes 

(3) 60-120 minutes (4) More than 120 minutes.  

Media Literacy Scale for 2020 Taiwan Presidential Election (MLS2020T) 

After the news consumption question, all subjects were then asked to judge whether eight 

news is fake or real. We follow Guess et al. (2020) to create an eight-item fake news battery for 

the 2020 Taiwanese Presidential Election. Table 1 shows the description of the eight items, 

whether they are true or false, and the percentage of respondents that correctly answered the 

item. Each item includes around 60 to 74 Traditional Chinese characters. Item 1 and 2 are non-

politics and health-related, 3 and 4 are about China, 5 and 6 are about the 2020 KMT presidential 

candidate Han Guo-yu, and 7 and 8 are about the 2020 DPP presidential candidate Tsai Ing-wen. 

All news pieces had been fact-checked by at least one of the major fact-checking sources in 

Taiwan.  

On average, the 1060 Pollcracylab respondents got 5.69 out of the eight questions in 

MLS2020T. The correct answer percentage is significantly higher than 4 (one-tail t-test p < 

0.001), indicating that the respondents do not randomly guess on all the items. The distribution 
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of the number of correct answers is shown in Figure 1. In this figure, it is clear that the number 

of respondents got all correct, and all incorrect answers were few. Therefore, the MLS2020T 

scale will not underestimate the respondents' ability owing to the upper limit. Besides, the 

distribution in Figure 1, albeit not a standard normal distribution, is still wide enough to capture 

the different levels of media literacy among Taiwanese respondents. Hence, we sum up the 

correct answer as each respondent's media literacy level during the 2020 Taiwan Presidential 

Election. The distribution can be found in Figure 1. 

 

Table 1. The items in MLS2020T and % of Respondents answered correctly 

Item Description T/F % Correct 

Q1. Parents! Be careful of the Youtube! Many famous cartoons on Youtube were edited 

and inserted bloody, violent, or obscene plots, which is harmful to your kids! 

 

T 62% 

Q2. The smallest viper is usually found in green bell peppers! Don't be the victim of the 

environment! Please open your green bell pepper carefully every time you are going to cook 

it! 

 

F 93% 

Q3. The new Costco grocery store is open in Shanghai. For the first day of business, it 

offered 1,000 roast chicken, but only 300 people paid for it. Where are the remaining 700? 

The chicken bone was found everywhere in the restroom and on the shelf! 

 

F 70% 

Q4. Zero gas! Zero electricity! The Pride of China! The pure-air-driven car is finally 

invented in China! We no longer need to go to the gas or electricity station! Spread it to the 

world to surprise the foreigners! 

 

F 90% 

Q5. Taiwan news media never reported this…we report it on our own! Pro-Han slogans are 

hanging all over New York City! The biggest electronic board on the Time Square is the 

ROC National Flag! The U.S. fully supports Han for President! 

 

F 92% 

Q6. The most down-to-earth politician! Kaohsiung Mayor Han received a $130 million 

campaign donation from more than 20000 individuals. Han understands the ordinary 

people, so ordinary people donate to help Han win! 

 

T 49% 

Q7. Tsai never graduated! Tsai modified her own certificate and pretended she has 

graduated for thirty years! She is a cheater from nobody to the president!  

 

F 77% 

Q8. Ms. Hot rocks the crowd! Tsai cooperates with Youtubers and many videos received 

more than 100k hits! Tsai was called the most friendly president of all time by Taiwanese 

and even Chinese netizens!  

 

T 36% 
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Figure 1. Distribution of the correct answer in MLS2020T 

Demographics 

After the battery MLS2020T, all subjects were asked to report their party identification. 

The previous study suggests that it is necessary to specify the order of treatments and all 

questions related to group identification (Klar et al. 2020). However, we do not see an explicit 

threat that our questions may influence the respondent's self-report party identification. Our 

survey was conducted just one week before the presidential election, and voters need to choose 

their preferred party in the proportional representative legislative election. Hence, the 

respondent's party identification is already salient before the survey. Besides, MLS2020T 

balanced the number of items from the two major parties.  

 Apart from the partisanship, all other demographic variables, including age, education 

level, father's ethnicity, and gender, were already collected by Pollcracylab when the respondents 

were recruited into the frame before the survey. The distribution of demographic variables is 

shown in Table 2. There are more males, middle-aged respondents, and supporters of the small 

parties in our sample than the population in Taiwan. 

 



15 

 

 

 

 

 

 

 

 

 

 

 

  

 

Results 

H1: Publicity and Media Literacy 

 Table 3 shows four OLS regression models' results explaining the Taiwanese 

respondents' level of media literacy. Among the models, traditional media (newspaper, radio, 

television, and news website) have no impact on the respondent's media literacy level. On the 

other hand, new online platforms such as Facebook and Line significantly influence the accuracy 

of responses in MLS2020T. A respondent who relied more on Line for political information 

during the 2020 presidential election has, on average, a lower level of media literacy. The result 

holds when partisanship and sociodemographic background are controlled in the model (4).  

 Among partisans, KMT supporters have a significantly lower media literacy level than 

non-partisans and other partisans. The result is robust across models. There are two explanations. 

First, it might be true that KMT supporters indeed have a lower level of media literacy for some 

Table 2. Descriptive analysis of the PollcracyLab subject (n=1060) 
Gender Male 

Female 

625 (59.0%) 

435 (41.0%) 

Age 

 

20~29 

30~39 

40~49 

50~59 

60 up 

103 (9.7%) 

288 (27.2%) 

318 (30.0%) 

223 (21.0%) 

128 (12.1%) 

Education Elementary or None 

Middle School 

Senior High 

Junior College 

College and up 

3 (0.3%) 

4 (0.4%) 

99 (9.3%) 

158 (14.9%) 

796 (75.1%) 

Father's Ethnicity Mainlander 

Non-mainlander 

169 (15.9%) 

891 (84.1%) 

Party Identification KMT 

DPP 

New Power Party 

Taiwan People's Party 

Taiwan Statebuilding Party 

Other parties (< 4% each) 

Non-Partisan 

 

274 (25.8%) 

269 (25.3%) 

130 (12.3%) 

156 (14.7%) 

61 (5.8%) 

102 (9.6%) 

68 (6.4%) 
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reason. It is also possible that the MLS2020T battery is biased against KMT supporters. 

However, there is no significant difference between DPP supporters and non-partisans. Hence, 

the partisan bias in MLS2020T needs further investigation. 

 

Table 3. OLS explaining the level of media literacy 
 DV: N of the correct answer in MLS2020T 

 (1) (2) (3) (4) 

Newspaper n.s.  n.s. n.s. 

Radio n.s.  n.s. n.s. 

Television n.s.  n.s. n.s. 

News websites n.s.  n.s. n.s. 

     
Facebook +++  ++ n.s. 

Line - - -  - - - - - - 

Youtube n.s.  n.s. n.s. 

     

KMT  - - - - - - - - - 

DPP  n.s. n.s. n.s. 

NPP  n.s. n.s. n.s. 

TPP  n.s. n.s. n.s. 

     

AGE, EDU, SEX    YES 

     

Constant 5.819*** 

(0.131) 

5.727*** 

(0.073) 

5.853*** 

(0.145) 

5.674*** 

(0.346) 

N 1060 1060 1060 1060 

Adjusted R2 0.016 0.026 0.035 0.054 

* p<0.05  **  p<0.01 ***p<0.001 

 

 To further investigate public and private social media's impact, we rerun the OLS 

regression models in Table 4 to explain the respondent's performance in each item in 

MLS2020T. The dependent variables are whether the respondent answered the question in the 

correct direction (1-4). Table 4 shows that Line users got six of eight items wrong – including the 

respondents' understanding of the DPP (Q7 and Q8), KMT (Q5), China (Q3 and Q4), and the 

non-political question (Q2). The result is consistent with H1 that the private messaging app is 

negatively related to media literacy level, and the negative effect exists across issue domains.   
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Table 4. OLS explaining the level of media literacy by scale item 
 DV: Answer toward the correct direction (1-4) 

 Q1 

Youtube 

Q2 

Snake 

Q3 

Costco 

Q4 

Air Car 

Q5 

Han NY 

Q6 

Han $$ 

Q7 

Dr. Tsai 

Q8 

Tsai YT 

Newspaper    - - - - - - +   

Radio       - - -  

Television         

News websites  +  + +     

         

Facebook   -    + + + + + 

Line  - - - - - - - - -  - - 

Youtube      + + - -  

         

KMT + +  + - - - - - - + + + - - - - - - 

DPP    + + + + + + - - - + + + + + + 

NPP    + + + + + +  + + +  

TPP    + + +     

         

AGE, EDU, SEX YES YES YES YES YES YES YES YES 

         

N 1060 1060 1060 1060 1060 1060 1060 1060 

Adjusted R2 0.047 0.017 0.031 0.087 0.122 0.120 0.295 0.174 

* p<0.1  **  p<0.05 ***p<0.01 

All n.s. are left blank. 

 

Among partisans, it is not surprising that KMT and DPP supporters' answers bias toward 

their preferred party. DPP supporters are much more likely to answer correctly statements that 

benefit DPP and oppose KMT and China; the opposite pattern appears among KMT supporters. 

On a different note, partisanship barely influences the respondent's understanding of non-

political issues. The above analyses also suggest that the MLS2020T scale captures the political 

factors in the misinformation during the campaign, consistent with previous studies that 

partisanship may bias the information processing and the consumption of misinformation among 

citizens (Shin et al. 2018; Guess et al. 2020).   

Overall, we argue that the negative correlation between Line usage and media literacy in 

Taiwan is owing to the low level of publicity on Line. Line is a private messaging app, so it is 

harder to do the fact-checking in the private chatrooms. People are also under pressure to fact-
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check other members – who might be their relatives or classmates – in private messaging apps. 

Hence, the results in Table 3 and Table 4 support H1. 

H2: Partisan Convergence 

Table 5 shows the OLS regression models explaining media usage by partisanships and 

socio-demographics. The dependent variables are the media usage items. In contrast, the 

independent variables include the dummy for four parties who received more than 5% of the vote 

in the 2020 election and age, gender, and education level.  

Table 5. OLS explaining media usage 
 DV: Frequency using the media for political and campaign information (1-4) 

 Q1 

Newspaper 

Q2 

Radio 

Q3 

Television 

Q4 

News sites 

Q5 

Facebook 

Q6 

Line 

Q7 

Youtube 

KMT     - - -   

DPP   + + + + + +   

NPP        

TPP     - -  - 

        

AGE, EDU, 

SEX 
YES YES YES YES YES YES YES 

        

N 
1060 1060 1060 1060 1060 1060 

1060 

 

Adjusted R2 0.028 0.018 0.071 0.015 0.051 0.010 0.007 

* p<0.1  **  p<0.05 ***p<0.01 

All n.s. are left blank. 

 

Among all major information channels, Facebook is the most politicized – DPP 

supporters are much more likely to use Facebook than non-partisans. In contrast, KMT and TPP 

supporters are significantly less likely to do so. 

In contrast, there is no significant difference among partisans in their use of Line and 

Youtube. Also, DPP supporters are much more likely to consume political information through 

television and news websites, but the difference between KMT and non-partisan is non-

significant. There is no significant gap in how partisans consume political information on 

newspaper and radio. 
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To sum up, Table 5 offers support to H2. In Taiwan, DPP supporters are much likely to 

use Facebook more, while the KMT supporters tend to spend less time on Facebook.  

H3: Partisan Fact-checking 

The combination of Tables 3, 4, and 5 offers evidence of partisan fact-checking – the 

third hypothesis (H3) in our article. Before the 2020 presidential election, DPP supporters are 

much more likely to use Facebook to consume campaign information than other parties (Table 

5). Meanwhile, Facebook usage is linked to more accuracy on the DPP related questions (Q7 and 

Q8 in Table 4), controlling for partisanships and demographic background. The result implies 

that Facebook users are much more likely to receive the correct information or fact-checking 

information regarding DPP presidential candidate Tsai Ing-wen during the 2020 election. The 

partisan fact-checking effect spread beyond the DPP supporters, captured by the significantly 

positive coefficient of Facebook usage. Other media platforms did not have a similar pattern. 

Since more DPP supporters stay, discuss, and exchange political information on 

Facebook, anyone who uses Facebook is much more likely to get DPP-related information. As a 

result, Facebook users are much more likely to consume information and fact-checking 

information about DPP politicians. 

 

Conclusion and Discussion: Media Literacy and the behavioral feature of SNSs 

In this paper, we tackled the interaction among media literacy, social media, and 

partisanship concurrently. We used a battery of questions to study the impact of misinformation 

during the 2020 presidential campaign in Taiwan. We find that using private messaging apps 

such as Line is associated with a lower level of media literacy in all questions, politically or not. 

We also find evidence of partisan convergence on some social network sites. DPP supporters use 
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Facebook more than other partisans. As a result, we evidence the effect of partisan fact-checking. 

Facebook users are also found to be able to differentiate false information about the DPP and 

have a higher media literacy level. We do not find similar results on other platforms. The 

following discusses some implications and limitations of this study.  

Why doesn't the same effect appear on television and news websites, the other two 

channels which DPP supporters also tend to use? The results from Table 3 and Table 4 show that 

television and news websites, along with radio and newspaper, fail to improve respondents' 

media literacy systematically. The answer might be due to the interactive nature of social media. 

Even though mainstream media outlets may offer authentic information, they are often quite 

inept at responding to false information. Moreover, false information tends to appear and re-

emerge sporadically (Shin et al. 2018), so the mainstream media is less likely to spend much 

time covering and correcting it. On the contrary, when a piece of false information appears on 

social media, users can quickly respond to it by providing or sharing the fact-check information 

to debunk it. Therefore, using more traditional media to gain political knowledge does not 

increase the level of media literacy.   

The behavior feature of Line could also help explain why we do not witness political 

convergence on it. The Line is a private messaging app, so users are free to form several private 

chatrooms. Compared to Facebook, the interactions and information exchanges on Line enjoy a 

higher level of privacy. Hence, it is harder to fact-check the false information on Line, and 

people are less likely to encounter information than their own prior beliefs. This feature helps 

explain why the Line negatively impacts people's media literacy in both political and non-

political domains, as shown in Table 4. Our result is also consistent with previous studies that 

fake news is spreading faster through private messages (Carlson 2019).  
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Overall, our results suggest that a certain level of "publicity" of social media is necessary 

for the platform's political convergence. On Facebook, people can choose to post political news, 

fake news, and fact-checking information publicly, which may randomly and unintentionally 

influence other readers' perceptions. In this scenario, people are much more likely to encounter 

political information than their prior beliefs. As a result, it may increase the media literacy level 

for some and push away others from staying on this platform. Our results speak directly to the 

previous study, showing that people are more likely to post political-related information publicly 

but share the insider joke privately (Lottridge and Bently 2018). Therefore, we suggest that a 

similar convergence may also appear in the platform with a similar publicity level as Facebook, 

such as Twitter and Instagram. As a result, even the social media with a higher level of publicity 

may help improve media literacy; its impact may bias toward a specific party with more 

supporters on that platform. 

For social media with a lower level of publicity, such as Line, Whatsapp, Wechat, its 

private nature may prevent the emergence of political convergence biased toward a specific 

party. However, it is not surprising that users on these platforms are much more likely to form 

their echo chambers and exclude information opposite to their existing beliefs. Hence, its impact 

on media literacy may remain negative. 

Going forward, the impact of "streaming social media" – Youtube, Twitch, and Tiktok – 

needs further investigation. These platforms have a high level of publicity since almost every 

post is publicly available. Everyone can click the video, leave a comment, and argue with other 

comments. However, the network structure on Youtube and Tiktok is highly centralized. Posting 

a video needs a higher level of editing skill than a text post, and it takes time to respond to others 

through another clip. Therefore, the information exchange through Youtube may be slower than 
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Facebook or Twitter, which slows down both the efficiency of fact-checking and the emerging of 

political convergence.  

Nevertheless, we may not exclude the possibility that political convergence will happen. 

Since October 2019, many streamers and their fans and supporters left the dominant online game 

streaming platform Twitch and moved to other streaming platforms such as Mixers or Ging 

Gong. Some left the Twitch for the opportunity for more exposure, some for a better contract, 

and some are motivated by political reasons – their political belief contradicted to Twitch or is 

closer to other platforms.78 Since these streamers can mobilize their audience to the new 

platform, it is possible to form the political convergence on some of the streaming platforms in 

the long run.  

  

 
7 https://www.polygon.com/2020/1/27/21043450/twitch-streamers-leaving-mixer-facebook-youtube-ninja-shroud-

disguisedtoast Access: July 2 2020 

 
8 https://www.ttshow.tw/news/59985/ Access: July 2 2020 

https://www.polygon.com/2020/1/27/21043450/twitch-streamers-leaving-mixer-facebook-youtube-ninja-shroud-disguisedtoast
https://www.polygon.com/2020/1/27/21043450/twitch-streamers-leaving-mixer-facebook-youtube-ninja-shroud-disguisedtoast
https://www.ttshow.tw/news/59985/
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