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The Relationship between the Active
Audience and the Image of the National
Military

Ying-Hsuan, Chen

Division of Chinese Politics, Military and Warfighting Concepts
Abstract

In recent years, the MND has focused on image building. In addition
to increasing public support for the National Military and maintaining good
military-civilian relations, the improved image of the National Military is
also conducive to social support for national defense policies.

However, negative news has repeatedly damaged the image of the
MND in the public mind. In addition, cognitive warfare is being waged by
those who intend to undermine Taiwanese society’s confidence in the
government and weaken the public’s determination to defend Taiwan. The
government has established a response and fact-checking mechanism and
quickly clarifies false information. However, while it is inexpensive for
people to create fake news, responding and clarifying is costly. Therefore,
it is imperative that long-term public opinion observation and
understanding of why people are concerned about national military and
defense information are conducted so that adequate information
dissemination can be planned and public trust built.

This paper finds that the stronger the public's motivation to pay
attention to national defense information and participate in national
defense affairs, the better their impression of national defense is, affecting
public support for national defense policies. In addition, demographic
characteristics are also important influencing factors. The better the image

of the National Military in people’s minds, the higher their confidence in

of



the national defense of Taiwan. Therefore, when disseminating
information, the MND can strengthen the image of the military by
enhancing interaction and considering how to satisfy the public’s
motivation and demand for national defense and national military
information, to further establish an excellent military-civilian relationship
and effectively respond to the challenges and threats of the Chinese

Communist Party’s cognitive warfare.

Keywords: Uses and Gratification Theory, the Image of the National
Military, TNDS
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