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Abstract

The Internet has been broadly applied in political
communication with the presence of official campaign websites and
campaign social network sites. As most studies have been conducted to
analyze the application strategies, little has been done in the perspectives
of users. This study aims to examine and compare users’ reliance,
motivations and perceived credibility toward official campaign websites
and campaign social network sites.

An online survey method was employed with data collected during
the Five Cities Mayoral Election at the end of 2010. Analytic results
showed no difference on user’s perceived credibility between official
campaign websites and campaign social network sites. However, user’s
reliance and the “social and entertaining” motive in using campaign social
network sites are stronger than the campaign websites. Findings are

further discussed to shed light on the application of Web campaign.

Keywords: political communication, web campaign, social network site,

credibility
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