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ABSTRACT

This study attempts to canvass the discourse used by Hsieh Chang-Ting during the crisis, situations perceptive and attributions to

responsibilities of crisis by voters during the president election of 2008. Using cluster analysis, this study validate whether there exists

significant difference among clusters of constituencies in their judgments on crisis situations and their attributions to responsibilities

of crisis. It is found that different clusters have different cognizances of situations and bases of judgments to attribute responsibilities

of crisis. Most pan-green voters considered that Hsieh Chang-Ting was in a commission situation, whereas pan-blue and politically

independent voters considered him as in an agreement situation. Different crisis cases and voter clusters have different bases of

judgments are held to attribute responsibilities of crisis.
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