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Abstract 

Taiwan has become a country with high mobile usages on Instagram. The 

increasing population engaging in the social media platform has led to the proliferation 

of influencers. The user-generated content and its image-based environment allow 

individuals to present themselves. The reflective features of exploring self-presentation 

targeted this research towards exploring the social-cultural meanings behind the visual 

pictures on Instagram profiles. Moreover, social media has transformed into a platform 

where parents could seek parenting information. In this research, mothers were the 

primary target group since their comparatively-high engagements among parents on 

social media.  

Overarching self-presentation in this research, the analysis was based on decoding 

the mothers’ manifestations on Instagram and unveiling the motivations of manifesting 

themselves from their narratives. In this qualitative research, online observation and in-

depth interviews on seven Taiwanese mother influencers on Instagram. Findings of the 

two-staged investigations explained the mother influencers’ phenomenon of 

constructing ideal self-presentation on Instagram. Results revealed that Taiwanese 

mothers on Instagram were unaware of they were under the tremendous influencer of 

patriarchal beliefs and thus commodified themselves as the products of patriarchy. 

 

 

 

 

 

Keywords: Patriarchy, motherhood, maternal identity, influencers, Instagram, 
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摘要 

Instagram 在台灣已有⾼度使用率，⽽使用社群媒體的⼈數更是逐年攀升，

其中 Instagram 以影像為主的環境和使用者原創的特性與網紅的產⽣息息相

關，因此，Instagram 網紅值得更深⼊地探究。使用社群媒體的族群在現今也不

僅限於青少年。相較於⽗親，母親傾向使用社群平台汲取養育資訊，也成為此

項研究著重的對象。尤其在台灣社會以及⽂化影響之下，母親呈現自⼰的⽅式

與圖像也會有所不同。研究中以線上觀察以及深度訪談作為研究⽅法揭開網紅

母親自我呈現。此項研究揭露⽗權體制下的母親如何呈現自我並商品化本身成

為⽗權的產物。 

 

 

 

 

 

 

 

 

 

 

 

關鍵字: 母職、⽗權、網紅、社群媒體、東亞、自我呈現 
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Chapter 1 

Introduction 

1.1  Research Background 

 International Telecommunication Union (ITU, 2018) estimated that by the 

end of 2018, 51.2% of the global population would be using the Internet, or roughly 3.8 

billion people, making this a significant achievement. The Internet has brought about 

the prevalence of many types of mobile devices. ITU (2018) further pointed out that 

mobile-cellular subscriptions surpassed 100% of the global population worldwide. 

Simply put, on average individuals possess more than one mobile device. 

With the ubiquitous Internet and the proliferation of mobile devices, the 

population of using social media has been continuously increasing year by year. 

Scholars reported that there were 3.03 billion active social media users among the total 

population in November 2018 (Szymkowiak & Garczarek-Bak, 2019). Taiwan itself 

can be described as a country with exceedingly high mobile usage on social media 

(Huang & Su, 2018). In fact, 76% of the country’s Internet users use social media 

(Taiwan Network Information Center, 2018).  

Social media in the past few years have changed human communication behaviors 

tremendously. Researchers from disparate spheres have investigated social media, such 

as operations, practices, meanings, culture, and the usages of the platforms. In other 

words, social media admittedly cover a topic worth much more discussion. 

Social media are described as a phenomenon (Safko, 2010; Kietzmann, Hermkens, 

McCarthy & Silvestre, 2011), with their origin traced back 20 years ago (Kaplan & 

Haelein, 2010). Diverse social networking platforms have emerged due to the 
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development of ubiquitous Internet access (Kaplan & Haelein, 2010). Online diaries 

and blogs were established early in the epoch of social media (Kaplan & Haelein, 2010). 

Scholars have suggested social media are forms of communication channels 

(Grabowicz, Ramasco, Moro, Pujol & Eguiluz, 2012) and “communication websites” 

(Kapoor, Tamilmani, Rana, Patil, Dwivedi & Nerur, 2018, p.531). Apart from 

entertainment, people can easily access social media for daily updates and news or even 

for bonds among family and friends (Kapoor et al., 2018). Social media indeed have 

facilitated social connections between varied milieu (Boyd & Ellison, 2007; Kapoor et 

al., 2018), whereas a firm social structure could also be facilitated (Kapoor et al., 2018). 

Boyd and Ellison (2007, p.211) defined social media as “web-based services”, 

while Kaplan and Haelein (2010, p.60) referred to social media as “Internet-based 

applications” that are ideologically and technically involved with “Web 2.0”. Obar and 

Wildman (2015) suggested that Web 2.0 is the lubrication of ideology and user-

generated content. Scholars have considered user-generated content as an indispensable 

factor leading to the rise of social media platforms (Daugherty, Eastin & Bright, 2008; 

Christodoulides, 2009; Smith, Fischer & Yongjian, 2012; Whiting & Williams, 2013; 

Greenwood & Gopal, 2015; Fatanti & Suyandnya, 2015). Through the exchange of 

user-generated content, people are allowed to express and communicate quite freely.  

Fatanti and Suyadnya (2015) stated that user-generated content has contributed to 

the emergence of social media platforms such as Instagram. Instagram stands out 

around the globe, being the most popular among social media (Huang & Su, 2018). 

McNely (2012) stated that Instagram is the fastest-growing company among the 

increasing growth of social media sites. Named after the words “instant” and “telegram” 

(Huang & Su, 2018), Instagram was founded by Kevin Systrom and Mike Krieger in 
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October 2010 (Rebelo, 2017). It is a social media application in which users can share 

their photos and videos instantly with built-in filters either publicly or privately. 

Social media have brought about social influences through interactive platforms 

with possibilities of creating and sharing (Fang, Sang, Xu & Rui, 2014). Instagram is a 

platform where people can share their daily lives and experiences through pictures and 

videos. From posting to commenting, Instagram has transformed the way people 

communicate.  

When taken as the source of information, so-called “influencers” have become one 

major element of social media. With people’s increasing need for gathering information 

from social media, trusted opinion leaders like influencers (Gretzel, 2017) have sprung 

up online as a source of advice (Casaló, Cisneros, Flavián & Guinalíu, 2009; Thakur, 

Angriawan & Summey, 2016; Casaló, Flavián & Ibáñez-Sánchez, 2018). What has 

made social media crucial for the rise of influencers is the element of user-generated 

content (Daugherty et al., 2008; Christodoulides, 2009; Smith et al., 2012; Greenwood 

& Gopal, 2015). The exchange of user-generated content allows people to express and 

communicate through social media (Whiting & Williams, 2013), and thus influencers 

can leverage their influence online (Audrezet, De Kerviler & Moulard, 2018). Namely, 

influencers exert their impact on the Internet by videos, blogs, and social networking 

sites (Senft, 2008, p.25). Marwick (2013) noted that social media grant everyone the 

possibility of becoming a famous icon through the Internet and denoted as a niche group.  

Researchers have presented different labels upon influencers (Freberg, Gramham 

McGaughey & Freberg, 2011; Lahuerta-Otero & Cordero-Gutiérrez, 2016; Li, 2018). 

Influencers are known as “microcelebrities” (Rebelo, 2017, p.23) or “opinion leaders” 

(Song, Cho & Kim, 2017). Overall, it is crucial to probe into the aspect of influencers 

when social media usages are so ubiquitous. 
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 4 

Scholars have undoubtedly poured great research effort into the sphere of social 

media usages among influencers and investigated the topic extensively in this digital 

era. In a study by Rebelo (2017), the evolution of social media is said to contribute to 

the proliferation of influencers, such as Instagrammers, and the term “Instafame” (Erz, 

Marder & Osadchaya, 2018, p.9). 

With the instancy of communication, Instagram possesses the benefit of visual 

information (Djafarova & Trofimenko, 2017). Since Instagram is an image-based 

application and is the most reflective for exploring the self-presentation of social media 

users (Djafarova & Trofimenko, 2017). Herring and Kapidzic (2015) also emphasized 

earlier that social media profiles allow self-presentation to take place .  

“Self-presentation is ubiquitous in social life” (Ward, 2016, p.84). On Instagram 

profiles, substantial studies have investigated different users such as athletes (Smith & 

Sanderson, 2015; Geurin-Eagleman & Burch, 2016; Gainor, 2017), teenagers or 

adolescents (Chua & Chang, 2016; Sarita & Suleeman, 2017; Kleemans, Daalmans, 

Carbaat & Anschütz, 2018; Yau & Reich, 2019), and influencers (Abidin, 2016; Tyer, 

2016; De Veirman, Cauberghe, & Hudders, 2017; Audrezet et al., 2018; Erz et al., 2018; 

Cano, 2019; Hurley, 2019). Despite such prominent research, the current study looks 

to fill the gap in this literature from a different angle. It aims to investigate mother 

influencers rather than just influencers.  

Mothers sometimes are the most active demographic group in social media 

(EMarketer, 2015). In a social media report from Pew Research Center that surveyed 

American parents, mothers are considered to be heavily engaged on social media versus 

fathers (Duggan, Lenhart, Lampe, & Ellison, 2015). They use social media as a 

parenting tool when they seek answers to parenting questions (Duggan et al., 2015; 

Djafarova & Trofimenko, 2017). Moreover, women favor seeking support by 
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 5 

developing friendships with other new mothers when they transit into becoming 

mothers (Brunton, Wiggins & Oakley, 2011). They are likely to give and receive 

support through social networks (Duggan et al., 2015). Nowadays, social media are 

more than a tool for parenting or seeking support. More and more young mothers 

engage in social media for blogging and social networking reasons (McDaniel, Coyne 

& Holmes, 2012). 

Regarding mothers’ social media usages, it is inevitable to discuss their 

presentation online. Mothers often display themselves in unreal situations compared to 

reality (Djafarova & Trofimenko, 2017). Djafarova and Trofimenko (2017) found that 

mother influencers with more followers tend to show unrealistic yet ideal images of 

themselves (Djafarova & Trofimenko, 2017). Concerning unrealistic images, Antonis 

(1981) identified that the idealized manifestation of motherhood in the media to society 

is often at odds to reality (Liamputtong, 2006). Smythe (2006) depicted mothers as 

having roles of just changing diapers, washing the dishes in the sink, cooking dinner, 

and doing laundry. In contrast to mothers in real life, our research observes that mothers 

on Instagram typically present their lives with a contrasting exposition, such as 

shopping, enjoying afternoon tea, and dressing fancily. This distinct phenomenon 

intrigued our curiosity, and thus I want to focus on motherly impressions in society. 

According to Liamputtong (2006, p.28), the performance of motherhood is 

culturally involved, which prompts this current study to probe the topic that is specific 

to Taiwan. Johansson (2001) mentioned the different depictions of East Asian women 

compared to Western women. The former are “reserved and shy” without flaunting 

their intelligence and good-looking (Munshi, 2013, p.108). Aside from revealing their 

cleverness and appearance, East Asian women seem to be more aware of serving their 

husbands and children (Johansson, 2001; Munshi, 2013). Therefore, this study targets 
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to take a further look into how these stereotypes affect Taiwanese mothers in self-

presentation on social media. I take an important step to explore mothers from a cultural 

aspect to grasp a better understanding of both Taiwanese mothers and society. 

Few studies have focused on the influence leveraged by society when it comes to 

self-presentation on social media, as well as probing into a more profound aspect of the 

perspectives of mothers.  

 

1.2 Motivations 

This research looks to uncover the current situation of mothers in Taiwanese 

society and discuss the ideologies constructed vis-à-vis Instagram influencers.  

My father works as a teacher at a university, while my mother quit her job a long 

time ago to take care of us. Since my father supplies financial support in the family, she 

feels obligated to manage everything apart from making money. Also, I’m perplexed 

about why a mother is responsible for the chores while a father works outside, existing 

as the phenomenon that prevailed in the patriarchal systems.  

It is intriguing to me that the mothers I’ve followed for years manifested 

themselves mostly in a positive way on Instagram. Compared to my mother’s whinings 

about her living as being a homemaker, the mother influencers shared their lives with 

happy expressions and even fancy pieces of jewelry.  

Instagram mother influencers give rise to the following questions:  Are they 

influenced by good mother ideologies that have long existed in the patriarchal system? 

Is it a kind of self-empowerment when mothers manifest themselves positively to the 

public? Are mothers satisfying themselves through the reproduction of a good mother 

impression?  
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1.3 Scope and Objectives 

This study probes into mother influencers’ self-presentation on social media, 

especially based on their background and motivation. Prominent researchers from 

related fields have presented diverse insights into social networking sites. However, the 

current research approaches the domain from a different angle by focusing on mother 

influencers.  

First, rather than solely identifying the patterns of mother influencers’ presentation 

on Instagram, this study shall discuss the viewpoints from the mother influencers. 

Second, this study provides a more profound understanding of mothers’ tactics and 

perceptions on self-presentation in an online environment via in-depth interviews. 

Third, this study unveils the contextual meanings of such self-presentation so as to 

understand mothers’ construction of self when presenting themselves publicly. 
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Chapter 2 

Literature Review 

 This chapter first discusses the origin of self-presentation. Second, it illustrates the 

theory in an online environment due to the proliferation of the Internet and mobile 

technologies. Third, I review the prominent literature that talk about mother ideologies 

existing in patriarchal systems. Fourth, I discuss the current situation of mothers in 

Taiwan. Lastly, a summary appears at the end of this chapter. 

 

2.1 Influencers’ Self-presentation on Visual-based Instagram 

Erving Goffman (1059) initially brought up the concept of self-presentation in 

1959, but only focused on face-to-face communication (Ward, 2016). The theorization 

of self-presentation originated from Goffman’s study, “The Presentation of Self in 

Everyday Life,” elaborated through a dramaturgic approach (Goffman, 1978). It 

depicted the management of self-presentation as a performance on stage (Goffman, 

1978), focusing on the “role” people solely play (Leary & Kowalski, 1990, p.35). In 

other words, impression management takes place in the presence of strategies and 

tactics of presenting oneself toward a different audience or depending on different 

occasions.  With the strategies and tactics of self-presentation, Goffman stated the 

purpose of disclosing or concealing information to portray oneself strategically and 

desirably is linked to pleasing the audience (Baumeister & Hutton,1987). Aside from 

pleasing the audience, people can also present themselves by matching their ideal selves 

through self-construction (Baumeister & Hutton, 1987).  

Leary and Kowalski (1990) referred to self-presentation as a process of individuals’ 

attempt to control the impression forms of themselves. These scholars specified 
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 9 

impression management as the process of impression motivation and impression 

formation, which include the degree of motivation over which people control their 

images as perceived by others, as well as the process of creating their impression upon 

others (Leary & Kowalski, 1990). They further noted that the influence of both the 

mental and external parts of individuals should be taken into account (Leary & 

Kowalski, 1990). Such a statement amplifies the importance of studying self-

presentation from the mental and external aspects, which prominent researchers have 

done extensively in recent years.  

2.1.1 Self-presentation in an online environment 

With the significance of the theory and the popularity of digital interactions, 

scholars have considered that self-presentation does not just exist in a face-to-face 

environment. They continually have adapted Goffman’s ideas to electronic 

environments and discussed related effects and behaviors involved in the presentations 

of people’s selves (Ward, 2016). Such studies in the literature grant us a more multi-

faceted knowledge of self-presentation.  

Bozeman and Kacmar (1997) found that individuals tend to have a specific goal 

and present their selves accordingly by regulating their self-presentation. People 

regulate their self-presentation very well when they consider self-regulation as being 

vital in the process (Vohs, Baumeister, & Ciarocco, 2005). On the other hand, some 

theorists claimed that individuals could be selective when presenting themselves online. 

Profiles selected for self-presentation in a computer-mediated environment (Hancock 

& Toma, 2009) are a carefully-controlled type of selectivity of self-presentation 

(Walther, 2007).  

People also select photographs in a computer-mediated environment for self-

presentation (Hancock & Toma, 2009; Tyer, 2016). They select their photos 
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strategically to make their profiles more accurate or to possibly match their own 

expectations of themselves. Especially in a social media context, people will construct 

“treasured aspects of themselves” digitally (Toma, 2013, p. 201). White (2016) also 

stated that social networking services have a way of making self-presentation rather 

distinct. Applying selectivity of self-presentation to Instagram’s profiles, scholars 

found that Instagram users are more aware of selecting images to foster their “self-

concept” than in making connections with others (Jackson & Luchner, 2018, p.2). In a 

sense, people might purposely select pictures of themselves on Instagram, which Chae 

(2017) considered to be the process of editing. 

Several studies on Instagram present different roles and characters’ self-

presentation. Smith and Sanderson (2015) examined athletes’ self-presentation by 

analyzing the contents of Instagram feeds. Geurin-Eagleman and Burch (2016) 

examined Olympic athletes’ self-presentation to get a further understanding of their 

behavior and intention toward self-presentation. Related to gender expectations, Gainor 

(2017) also dug into the field of athletes’ self-presentation.  

Sarita and Suleeman (2017) measured the correlation between the need for 

belonging and self-presentation on Instagram via the Need to Belong Scale. Scholars 

have also investigated adolescent girls concerning the manipulation of Instagram 

photos (Kleemans et al., 2016). Hurley (2019) emphasized Instagram as being a helpful 

resource for exploring presentations of identity (Hurley, 2019). The current study thus 

hopes to shed light on influencers’ presentations on Instagram from a more explorative 

way in order to grasp a better sense of participants’ viewpoints. 

Social media have made people become more capable at multi-media 

presentations and changed celebrity cultures through influencers (Li, 2018). People 

who are not recognizable enough in the real world could be famous as an influencer 
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through the Internet (Li, 2018). The proliferation of influencers has contributed to the 

practices of self-presentation on social media. By utilizing strategic tactics of self-

presentation (Senft, 2013), influencers attract followers online (Marwick, 2015; 

Khamis, Ang & Welling, 2017). Instagram grants influencers an opportunity for 

modifying their self-presentations into idealized ones that they could not achieve in an 

offline world (Hurley, 2019). Our study investigates Instagram influencers from a 

different angle and towards a specific aim - Taiwanese mothers. 

For mother influencers, if they tangle themselves up with any socio-cultural factor 

when presenting themselves publicly, then their behavior and perspectives towards 

managing their presentations are more distinct compared to other roles. This is an 

intriguing topic to probe into and thus allows this research to present its cultural 

perception in terms of Taiwan. The next section discusses mothers and their relation to 

East Asian society. 

 

2.2 Uncovering the Good Mother Ideologies 

Celebrated mothers on Instagram mainly share their inspirational pictures, styles, 

and care-free lives (Djafarova & Trofimenko, 2017), instead of the harsh hours spent 

at nurturing kids and doing chores. Djafarova and Trofimenko (2017) noted that the 

followers of the celebrated mothers are obliged to keep positive online images to match 

the “perfect mother” theme on their social media profiles (p.25). Hence, this research 

is curious about the fact that mothers only reveal positive images to the public and 

ponders over whether there are good mother ideologies to follow. 

2.2.1 The common theme 

A “common culture of motherhood” has been derived in the literature, although 

mothering is quite individual and subjective (Thomson, Kehily, Hadfield & Sharpe, 
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2008). Speaking of commonness, the discourse of motherhood is often presented in 

terms of “good mother” (Liamputton, p.26). The ideology of “good mother” is 

pervasive among different cultures and has emerged with a “consistent theme”, such as 

mother’s devotion (Herr, 2016, p.47). The construction of the ‘ideal mother’ ideology 

has considerable influence on mothers’ identities and viewpoints. 

The period in life when women transit into mothers is often perceived as a harsh 

time and can lead them to question about whether they are “good mothers” (Brunton et 

al., 2011). A “good mother” is a woman who grants the priority job as nurturing her 

kids, as portrayed in diverse materials (Chodorow, 1978). Mothers even cover the 

expense of mothering on their own, while fathers are sometimes free from the job of 

child-nurturing (Hertz, 2017). As cited in Kim and Okazaki’s study (2017), Hays (1996) 

referred to motherhood as the paradigm of a good mother, in which “intensive 

mothering” can be “child-centered, expert-guided, emotionally absorbing, labor-

intensive, and financially expensive” (p.8).  

Mothers feel obligated to follow mothering ideologies in patriarchal societies in 

order to prevent themselves from any accusation of being bad mothers (Holmes, 2006). 

A patriarchal system has men focus on work, while women internalize the motherhood 

myths and the necessity of being mothers in their minds (Holmes, 2006). Patriarchy 

unavoidably defines motherhood as being the only function of women (Holmes, 2006). 

Thus, the construction of patriarchy is undeniably a means to revisit good mother myths.  

The definition of a good mother has subordinated women in both traditional and 

patriarchal-dominated meanings through social construction (Holmes, 2006). Society 

regards motherhood as necessary for defining gender, which is a topic that feminists 

have debated over for many years (Holmes, 2006). Finlayson (2016) identified 

patriarchy as a crucial element in feminism, in which feminism is depicted as something 
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people have fought for, but which the status quo has bound them (Finlayson, 2016). In 

a sense, the patriarchal system, which feminism opposes, provides a context for women 

to thrive for their emancipation and improvement in their lives (Finlayson, 2016). 

 

2.3 Being Mothers in East Asia 

Liamputtong (2006) stated motherhood is a culturally-derived performance of 

mothering. In a relevant East Asian circumstance, the ideology of good mothers 

represents the traditional role for females (Zuo & Bian, 2001). Given the appropriate 

context of this research, I aim to traverse the discourse of mothers culturally and 

geographically as it relates to Taiwan.  

Studies have shown that mothers in the East Asian context reflect an intensive 

mothering ideology (Kim & Okazaki, 2017). The ideology exerts its significance in the 

discourse of East Asian mothers. Stivens (1998) depicted mothers as “indulgent, loving, 

and nurturant” (p.327). A wide array of examples are given in East Asian contexts, such 

as mothers should pay more attention to what is beneficial for their kids instead of what 

could relax themselves (Imamura, 1996), and mothers should be well-prepared for their 

children’s school life before it has started (Imamura, 1996). The ideology has affected 

women in Japanese society and disciplined them with “full, busy, active” mother 

ideologies, thus failing to give them their free time (Imamura, 1996, p,147). 

Particularly in Asian cultures, the discourse of portraying mothers can be traced 

back to history and religion. To be more specific, intellectuals have dissembled Asian 

culture as “Chinese, Confucian, East-Asian, and Oriental culture” (Johansson, 2001, 

p.94). Confucianism has leveraged a grand influence on women in East Asian countries 

(Lim & Skinner, 2012). Lim and Skinner (2012) stated that East Asian women are 

affected by Confucian patriarchal beliefs to some extent. Confucianism accounts for 
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the ideology of mothers, in which patriarchy-oriented societies emphasize the 

importance of family and obedience to husband and son (Herr, 2016). Confucian 

mothering speaks of the virtue centering around a mother’s devotions and sacrifices to 

the family through cultivating a child’s intelligence and morals (Herr, 2016). 

As for the religious cause, motherhood in Asia is associated with Buddha’s ideal 

relationship between a mother and her child(ren) (Bartholomeusz, 1999). Buddha and 

mothers share the feature of “loving purely (Bartholomeusz, 1999, p. 89). 

2.3.1 Modern women in patriarchal systems 

Referring to the status of mothers, I first take a look at modernism’s impact on 

East women in the past decade and how it collides with mother ideology in patriarchal 

systems. Feminists have asserted that modernity and modern motherhood carry the 

consequence of earlier female power or autonomy loss, which can erode women’s 

situations by the increasing level of “modernity and commoditization” (Stivens, 1998, 

p.328). Chaplin (2001) talked about the debate in a specific East Asian society. 

Japanese women are in an inferior status compared to men, in which emancipation is 

solely on women’s appearance at that time (Chapin, 2001). In another East Asian 

context, modernism in a culture occurs like an investment (Johansson, 2001, p.95).  

Apart from the modernism of appearance, modern women are depicted as failing 

to preserve several characteristics, such as “female characteristics” and “proper charm” 

when they transit from traditional women into modern women (Johansson, 2001, p.107). 

In a sense, modern women need to maintain their femaleness as the essence of beauty. 

Put briefly, women do not obtain real freedom in life, although they can dress up more 

freely. Instead of external beauty, women desire to have freedom inside their souls and 

through their identities. 
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Chinese society has also stressed modern women to mind their obligation at being 

a wife and a mother (Johansson, 2001). A similar idea has influenced mothers in 

Malaysian society as well (Stivens, 1998). Malay mothers are told to mind their “duties” 

of being mothers and maintain their looks decently, as promoted through local 

magazines and government campaigns (Stivens, 1998). The concept of a modern 

woman leads to condemnation and results in the collapse of family values (Stivens, 

1998).  

In the early 1980s, women in specific East Asian societies were not encouraged to 

compete with men (Honig & Hershatter, 1988). The burden of “love, marriage and 

childbearing” became something they need to take good care of instead of having a 

career (Honig & Hershatter, 1988, p.17). Women should center on their primary job of 

serving husbands and children, instead of boasting about their attractiveness and 

intelligence (Johansson, 2001). Influenced by the “happy family” concept, women’s 

roles of being wives and mothers are mostly strengthened throughout history and 

glorified in the East Asian context (Stivens, 1998, p.319). Mothers also grant 

themselves with symbolic value on being housewives in East Asian societies (Lee, 

Tufiş & Alwin, 2010). 

Yang (2017) mentioned that women are treated unequally under at-home scenarios 

in an East Asian society. Studies have investigated the aspect of housework division to 

gain a better understanding of inequality among East Asian women in families. Most 

East Asian wives do more jobs at home compared to their husbands (Qian & Sayer, 

2016). In urban China, highly-achieved wives still do most of the housework (Zuo & 

Bian, 2001). In Japan, the pervasive cultural belief obliges women to bear housework 

duties via marriage and family roles (Qian & Sayer, 2017). Husbands are providers in 

families, so wives are inclined to do more chores than husbands (Zuo & Bian, 2001). 
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The social construction primarily focuses on a mother’s devotion to family and neglects 

her achievements, because the patriarchal system keeps operating under a particular 

ideology of family roles. Certain ideologies not only influence East Asian mothers 

historically, but also influence women in recent times to some degree. 

 

2.4 Taiwanese Mothers in the Modern Era 

Topics concerning mothers in Taiwan are quite diverse. Regarding Taiwanese 

mothers, Lee (2007) elaborated on the discourse of ideal mothers as it is constructed in 

Taiwan. Motherhood is an idea that has long been constructed in a patriarchy system 

(Lee, 2007). The ideology rationalizes the concept that women in Taiwan are born to 

be mothers (Lee, 2007). 

The ideal roles of the family portray married women’s responsibility as domestic 

workers, while men work outside the home (Pan, 2005). This depiction was prevalent 

for most modern women even after the 1960s (Pan, 2005). According to Pan (2005), 

Taiwanese mothers with different backgrounds and jobs share a common belief that 

they are required to do more housework than men in a family. Consequently, patriarchal 

ideology operates as a tradition for most Taiwanese women to follow (Pan, 2005).   

Taiwanese women are said to face a dilemma between career and family after 

marriage (Qian & Sayer, 2016). Most Taiwanese women bear the ideology of being 

good mothers, sacrificing themselves for marriage and family (Yi & Chien, 2001; Hsu 

& Chiou, 2015). Married women make their decisions on whether to still work after 

marriage or pregnancy, which not only involve their attitude towards the issue, but 

mostly concern mother ideology framed as a traditional family responsibility (Yi & 

Chien, 2001). Taiwanese women have to make compromises between family and 

individuals and take devotion toward their family and nurturing kids as their priorities 
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(Yi & Chien, 2001; Lee, 2007; Hsu & Chiou, 2015). As Pan (2005) concluded, being 

mothers means sacrificing themselves. Taiwanese mothers do not dwell much thought 

on their own sake, but mostly about their husbands and kids. Mothers are prone to be 

the ones who quit their jobs for marriage or kids (Yi & Chien, 2001; Hsu & Chiou, 

2015). 

2.4.1 Working mothers and the existing ideologies 

As I have so far discussed mothers’ sacrifice for the sake of family, it 

unquestionably prompts us to look into the aspect of the employment rate among 

Taiwanese women since they have faced pressure to quit their jobs in the past. However, 

the employment rate of Taiwanese women has increased from 45.64% to 50.92% over 

the past 20 years. Apart from higher educational levels and increasing job opportunities, 

legislation has spared mothers from choosing between a career and a family. 

The policy of maternal leave and childcare leave without pay was established in 

Taiwan to relieve women from the pressure of nurturing children and to help them 

return to the workplace with ease (Ministry of Labor, 2017). With the help of 

regulations, the employment rate of women of childbearing age in Taiwan has been 

growing over the past 20 years (Ministry of Labor, 2017). Specifically, among married 

women aged from 15 to 64, the employment rate was 64.5% in 2017 (Ministry of 

Labor, 2017). The increasing employment rate of Taiwanese women reveals the fact 

that the ideology of fathers as providers in a family has gradually changed (Hung, 2015). 

The responsibility of providing financial support no longer just belongs to fathers, but 

to mothers as well. Mothers’ role has transformed into more than just caregivers 

according to the current society, meaning that they are both mothers and workers at the 

same time (Hung, 2015). Nevertheless, the gradually shifting role of mothers has not 

had a tremendous impact on the division of domestic works. 
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Laws and policies in recent years have given mothers more equal environments. 

Mothers are still facing an unbalanced situation since the regulations do not have an 

immense impact on the at-home scenario. As a study revealed, mothers still share a 

higher portion of housework in a Taiwanese family (Pan, 2005; Hung, 2015). Though 

mothers have increasingly become working mothers, they are still required to share 

more housework and be the caregivers in families, because this is rooted in social 

expectations (Hung, 2015).   

Apart from inequality at home, working mothers confront other pressures in this 

patriarchal system. Keyser-Verreault (2018) explicitly addressed the beauty norms and 

mother ideologies that are somewhat intertwined together in our society. Keyser-

Verreault (2018) also brought up the rarity of related research around such topics, which 

reaffirm this research study’s goal to investigate Taiwanese mothers regarding their 

self-presentation. According to that study, the beauty norms have influenced modern 

Taiwanese women’s appearances and behaviors. Several participants confessed that the 

social ideologies of beauty demand Taiwanese women be submissive, soft, and tender 

(Keyser-Verreault, 2018). Keyser-Verreault (2018) further evaluated how motherhood 

and ideal beauty tangled throughout the lives of highly-achieved mothers in Taiwan. 

That study found that Taiwanese women face a dilemma when they feel obligated to 

bear children and stay beautiful at the same time. To be more specific, they feel stressed 

and are concerned about themselves frequently since they are expected to be skinny, 

young, and beautiful (Keyser-Verreault, 2018). They suffer from criticism of their 

failure at maintaining their beauty (Keyser-Verreault, 2018). Moreover, the ideologies 

persuade highly-achieved mothers to act “normal” or be “successful” in Taiwan by 

pursuing beauty. 
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The ideologies overall transform into the criteria forcing mothers to match the 

representation of ideal mothers and to comply with mainstream beauty. Throughout the 

discussion above, a significant issue comes out in the literature. This issue concerns 

how the ideologies imposed on mothers affect themselves, which is worthy of more 

investigation. 
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2.5 Summary 

Mother influencers are now rising at a different side online compared to mothers 

in the past. They share their daily lives on social media via their efforts at managing 

their self-presentation. It is not a one-way activity when users engage in social media 

and produce contents there. In other words, their preference for posting can also be 

molded at the same time. 

 The best illustration of such a case is the encoding and decoding model of 

communication by Stuart Hall. Hall (2001) explained how specific meanings and values 

are produced, disseminated, and interpreted. According to Hall (2001), the audience 

decodes particular messages when they actively immerse themselves in social contexts 

and manufactured information through collective action (see Figure 1). 

 

Figure 1. Encoding and decoding of broadcast structures (Hall, 2001, p.165) 

 

Motherhood is very dynamic. It grants various meanings not just in different 

cultures, but also through the travel of time. Lee (2007) stated that the different images 

of mothers constructed in every specific period in Taiwan are not just discourses in the 
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culture of the masses. They are phenomena happening around them at the same time 

(Lee, 2007). Mother influencers unquestionably deserve further exploration in 

contemporary society.  

According to the index produced by the Executive Yuan’s Directorate General of 

Budget, Accounting and Statistics about gender equality in Taiwan, Taiwan is at the 

highest level among all Asian countries (Drillsma, 2019). However, does this mean the 

mothers in Taiwan have thrown off the ideologies of being good mothers? Do mothers 

no longer bear the burden that patriarchal societies have bestowed upon them? Are the 

mother myths still influencing them without any awareness either fully or partially?  

This study takes a look at the manifestations of mothers and further examines 

easily-accessed social media platforms to search for the meanings and values in modern 

society. To date, the intent of exploring mother influencers’ self-presentation in Taiwan 

is still insufficiently explored, and no studies have empirically addressed the topic from 

a socio-cultural angle. Therefore, I investigate this crucial issue to understand how 

mother influencers present themselves publicly and offer social ideologies through their 

presentation online. 
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Chapter 3 

Research Questions and Methods 

This chapter discusses the process of how this investigation aims to be conducted. 

The current research shall explore how the reproduction of a good mother in Taiwanese 

society influences mothers in the modern era. By looking into mothers’ profiles, I want 

to seek significance in how they portray themselves on social media, especially the 

image-based platform of Instagram. To uncover how socio-cultural norms are 

embedded in their minds, this study’s primary focus is mothers’ perspectives on their 

presentation of selves as well as their Instagram accounts.  

The research plan is to conduct online observations and in-depth interviews with 

mother influencers. Social media empower users to manage their presentations and to 

make an unknown person famous rather quickly. Additionally, different from users 

with private accounts, influencers operate public accounts and have numerous 

followers. Their points of view are more noteworthy and valuable than just mother users 

in general on social media. 

 

3.1 Research questions 

To obtain answers to this topic, more precise information is required to be found 

through relevant questions. I seek to answer the following questions. 

1. What spurs mother influencers to present themselves on Instagram? 

2. How do mother influencers recreate their mother impressions through self-

presentation on Instagram? 
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3.2  Research design 

Based on the purpose of this research, the examinations will adopt a qualitative 

approach. I utilize a two-stage investigation, including online observations and 

narrative inquiries to answer the research questions.  

The qualitative approach provides ‘strong validity’ in investigations, in which data 

are obtained from narratives and everyday stories (Gray, 2003, p. 71). In other words, 

while a quantitative investigation provides preliminary results of the overall population, 

qualitative analysis fills the gap in failing to realize further implications of the 

participants’ knowledge. As Creswell (2014) explicated in the book, the qualitative 

approach can explore and understand “the meaning individuals or groups ascribe to a 

social or human problem” (p.4).  

Data collected from the qualitative approach is said to provide a more detailed 

description for explaining why culture is a specific way (Constable, Cowell, Crawford, 

Golden, Hartvigsen, Morgan & Turner, 2005). Gray (2003) suggested that a qualitative 

approach to cultural studies can dissect humans’ meanings in everyday life and how 

they relate to their identities or even social relations. The flexibility that qualitative 

methods have is suitable for the “dynamic natural and cultural process” (Gray, 2003, p. 

18).  

3.2.1 Online observation 

An observation can get a better picture of the participants. Researchers are able to 

utilize the materials gathered from observations to complement their study (Gray, 2003). 

By observing Instagram profiles, I are able to log essential information, including their 

photos and dialogues in the observation stage, so that I can get acquainted with the 

participants’ backgrounds and be familiar with their social media usages in advance.  
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During the investigation online, I will observe the participants regarding their 

Instagram profiles. An observer means that the process will be running without any 

interaction with the participants. In other words, this type of observation intends to 

eliminate the existence of the researcher in the process (Owen, 2014). Therefore, the 

researcher will not affect the dynamics of the observing situation (Owen, 2014).   

In the modified categories developed by Dewalt and Dewalt (2002), they precisely 

defined the observation type this research shall use toward Instagram as passive 

participation (Owen, 2014). Passive participation takes place when the researcher does 

not have any interaction with participants and acts like a complete observer (Owen, 

2014, p.3). To be more specific, the researcher is on-site and is able to choose whether 

to interact with participants when embarking on passive observation (Owen, 2014). 

However, the level of passive involvement can be elevated since the researcher could 

choose whether or not to interact (Owen, 2014). Passive participation undoubtedly 

inherits the benefit of pure observations and explains the situation that a researcher 

can’t be fully excluded in the environment being observed.  

3.2.2 In-depth interviews 

In the second stage, I will adopt in-depth interviews. More specifically, the 

narrative inquiry method takes place in this investigation since it is appropriate to the 

fields of social science (Constable et al., 2005). Interviews allow one to delve into a 

more profound aspect rather than just the surface when looking to explore “attitudes, 

opinions, and behaviors” through participants’ responses (Gray, 2003, p.94). The in-

depth interviews with the participants follow the semi-structured paradigm in this 

research. Semi-structured interviews perhaps exist as the most widespread type in 

human and social science (Denzin & Lincoln, 2018). They enable researchers to adapt 

interview inquiries and to come up with relevant questions based on participants’ 
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responses. On the other hand, in-depth interviews make questions more answerable by 

extracting participants’ responses in a more profound sense (Gray, 2003). Researchers 

could derive meanings from the participants’ “attitudes, behaviors, and experiences” 

through in-depth interviews (Nolan, Hendricks, Williamson & Ferguson, 2018, p.746). 

As Bryman (2015) noted, in-depth interviews avail researchers with viewpoints to 

optimize the theory.  

Riessman (2008) believed that narrative interviewing could form a more detailed 

analysis instead of merely brief answers or general points. Compared to a quantitative 

approach, interviews exhibit the rareness and preciousness of information from the 

participants. The rareness and preciousness factors strengthen the profoundness of the 

research, which thus enables the researcher to take a closer look at the meanings that 

are created through their stories. Narrative inquiry also allows researchers to investigate 

in an interpretive way (Nolan et al., 2018), as it elicits and analyzes the narratives from 

participants (Lieblich, Tuval-Mashiach & Zilber, 1998). A narrative investigation is the 

design of inquiry from individual life stories (Creswell, 2014). Stories are exhibited as 

part of “flux and flow of identity” (Gray, 2003, p. 109) and represent individuals’ daily 

life (Lieblich et al., 1998; Constable et al., 2005).  

Interview participants can integrate their views of lives during the process of 

narrating events or when responding to questions (Creswell, 2014). Namely, when 

participants account for their life stories, they adopt their identity in society and social 

groups and change their center and lifestyle choices (Nolan et al., 2018, p.747). 

Consequently, narratives grant meanings through their interpretation in a particular 

time frame and are confined within a specific culture when participants share their 

incidents and experiences in life (Riessman, 2008). 
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To sum up the benefits of the narrative methodological framework, it inherits 

detailed and thorough information for the researcher to explore, while granting the 

researcher with fluidity and reflexivity during the research (Nolan et al., 2018). Thus, 

the researcher will be able to find out the socially-constructed knowledge (Nolan et al., 

2018) or shared characteristics, processes, and facts (Campbell & Hart, 2019, p.1683) 

that are revealed among participants’ narratives. 

 

3.3 Participant sample 

To meet the goal of this research, I employed purposeful sampling. As scholars 

have stated, purposeful sampling is a widely-used strategy among qualitative research 

(Palinkas, Horwitz, Green, Wisdom, Duan & Hoagwood, 2015). Specified in 

purposeful samplings, I strategically selected intensity sampling to fit the purpose of 

exploring different types of mother influencers according to the established categories 

on Instagram. The purposeful sampling strategies modified by Suri (2011) indicate that 

intensity sampling aims at developing understandings of the phenomena studied 

(Benoot, Hannes & Bilsen, 2016). Scholars have adopted this kind of sampling to 

identify important participants or participants with many stories (Draucker, Martsolf, 

Ross & Rusk, 2007). Hence, via intensity sampling, this current research selected 

participants who can best uncover the particular phenomenon of culture that this 

research aims to explore. Benoot, Hannes, and Bilsen (2016) believed it is crucial to 

choose intensity sampling as a strategy, because it affects further analysis.   

Scholars have correspondingly regarded intensity sampling as a rich source of 

interest (Suri, 2011; Benoot et al., 2016). As Teddlie and Yu (2007) noted, intensity 

sampling is a means for either seeking representative or comparability.  
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Through intensity sampling, this research invited Taiwanese women with kids, 

who are deemed to be Instagram influencers, to participate in the study, because they 

may be under more pressure when exposing themselves online compared to unknown 

mother users on Instagram. Participants were eligible for the investigation if they met 

the following criterion: Taiwanese mother users with over 1000 followers. Li (2018) 

stated that influencers with 1000 to 100,000 followers are in the “up-and-coming” 

category, influencers with over 100,000 followers are in the “popular” category, and 

influencers with over 1 million followers exert the “highest online influence” (p.535).  

Also, the children of the interviewee are all aged under 12 since Child Welfare 

Act of our country explicitly defined “children” as the individuals aged under 12 

(Executive Yuan, n.d.). The age frame includes the children aged from 0 to 6 who are 

considered as the groups that needs special care, namely can’t be left alone or be taken 

care by inappropriate caregivers (Executive Yuan, n.d.).  
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As the beginning step of the first-stage investigation, this research surveyed 

Instagram for one week to see what mother influencers Instagram recommended from 

its algorithm. Within the 7 days of survey period, the Instagram accounts recommended 

by its algorithm and met the criteria of this research were classified as Figure 2. The 

accounts own by mother influencers with children aged over 12 were excluded. And, 

the accounts own by father or both of the mother and father were excluded. The 

accounts of influencers who are not mothers were excluded as well. 

 

 

Figure 2. The Instagram categories of mother influencers recommended  

by its algorithm 

 

The purpose of surveying the popular recommendations of mother influencers by 

Instagram was to ensure the proper gathering of information among different types, 

which helped me find distinct answers among different categories of mother influencers. 

I aimed to recruit at least three different types of mother influencers among the 

recommendations by Instagram. I would look into the aspect of whether different types 

of mother influencers have different usages of social media. However, only 7 of them 

replied and accepted to participant in this research. To be more specific, 7 participants 
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from Blogger, Personal Blog, and Video Creator categories joined the research. The 

above three categories were defined as the professional accounts on Instagram. On 

Instagram, individuals would proceed to choose their accounts whether they were 

creators or businesses. The above process was to determine the profiles in similar 

professional accounts for the Instagram algorithm. On Instagram, the Creator type was 

best for public figures, content producers, artists and influencers, and the Business type 

were best for retailers, local business, brands, organizations, and service providers. 

According to my experience, individuals are allowed to choose their preferred 

categories and freely define themselves as creators or businesses.  

In a nutshell, the 7 participants in this research chose and displayed their categories 

on profiles according to their wills. As I have observed, the “blogger” and “personal 

blog” mother influencers did not exhibit much difference. The consistent contents of 

these two types of mother influencers would be later discussing in chapter 4 (p.43). 

 

3.4 Procedure 

In this research, I conducted two-staged investigation with online observations and 

in-depth interviews with each participant individually for this qualitative approach. The 

first stage was to obtain the fundamental information from the participants. The second 

stage were in-depth interviews following a semi-structured paradigm. The essential 

data source was derived from both of the observations and the interviews with the 

mother influencers individually.  

The seven participants invited to join the current research were consented before 

the interviews started. The mother influencers from 3 different categories invited by 

Instagram direct message and accepted to join this research. I had observed their 

Instagram profiles to gather fundamental information from March 27th to April 25th .  
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The Interviewee’s children are all aged under 12, and they have over 1000 followers. 

Due to the coronavirus COVID-19 pandemic, all the in-depth interviews were 

conducted online via Skype or LINE as the mother influencers requested. By 

conducting the in-depth interviews in Mandarin, the interviewees were able to share 

more viewpoints and elaborate their perspectives without language barrier. The basic 

information of the interviewees shows as Table 1 (p.30). 

 

Table 1  

The interviewees’ description 

Interviewee Instagram 

category 

Age Marital 

status 

# of 

children 

Children’s 

age 

Current 

occupation 

Date of 

in-depth 

interviews 

#1 

Rose 

Blogger 29 Divorced 1 4Y Clerk in a 

tea shop 

29/4/2020 

#2 

Emma 

Video 

Creator 

35 married 3 8Y / 8Y / 

4Y 

Youtuber 28/4/2020 

#3 

Annie 

Blogger 26 Married 1 10M CEO of a 

jewelry 

brand 

30/4/2020 

#4  

Cathy 

Personal 

Blog 

30 Married 1 7M Former 

Nurse 

18/5/2020 

#5 

Katie 

 

Blogger 38 Married 2 2Y/ 5M Former 

fashion 

buyer 

22/5/2020 

#6 

Anna 

Personal 

Blog 

33 Married 1 3Y Flight 

attendant 

27/5/2020 

#7 

Cara 

Personal 

Blog 

40 Married 2 10Y/ 8Y Former 

PR 

consultant  

4/6/2020 
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3.5 Data collection 

As mentioned above, the investigation involves two stages of data collection.  

3.5.1 Online Observation 

In this stage, I obtained the fundamental knowledge from the mother influencers’ 

profiles. Information revolved around the following question: What are the mother 

influencers presenting on their profiles? 

The primary data collected from the mother influencers’ profiles were mainly 

about the contents they have posted on Instagram. In a sense, the observation took place 

on Instagram. The data source was from the profiles of the influencers who had agreed 

to participate in the study.   

To understand the participants and briefly study their social media usages in 

advance, the observation period of the chosen profiles was 30 days. I logged the data 

as a summary of their profiles in the observation period for grasping a better 

understanding of the participants (see Table 2, p.31). 

 

Table 2 

A summary of the researched interviewees’ Instagram profiles 

Interviewee 

 

The information 

shown on Instagram 

biography 

# of 

followers  

# of 

feeds  

The purpose of the 

pictures & items in 

the pictures 

The visual tactics 

used 

Rose 

(Blogger) 

 

- A KOL, Mother, 

Model  

- Sharing Makeup, 

outfit, travel, and 

baby 

- Linking LINE 

stickers of her 

daughter 

20K 6259 - Sponsoring 

products & 

campaigns:  

1. Beauty 

products & 

cosmetics 

(Facial masks, 

essence, lotion, 

nail polish, 

- Coherent 

color palettes 

- Optimized 

appearance 

(smoothing 

skins) 
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lipsticks, 

foundation, 

heating 

hairbrush, 

brow powder) 

2. Infant & 

children 

products 

(clothes, 

parent-child 

outfits, cereals, 

mouthwash, 

toilet wipes) 

3. Food (cookies, 

fried chicken, 

instant 

noodles, chips, 

4. Daily 

necessities 

(body wash, 

sunscreen, 

shampoo, toilet 

papers, 

toothpaste, 

underwear, 

pads) 

5. Home 

appliance 

(iron,  

6. Stores & 

restaurants 

(dental clinic, 

aesthetic 

medicine, 

appliances) 

7. Services (food 

delivery app) 

8. Exhibitions & 
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movie 

9. Accessories 

(contact lens, 

watch, phone 

case, water 

bottle, 

earrings, 

backpack, 

shoulder bag)  

- Sharing:  

1. Daily life 

(makeups, 

outfits, travels, 

life stories, 

emotions) 

2. Experiences of 

being a mother 

(interactions 

with her 

daughter) 

3. Modeling & 

photography 

Emma 

(Video 

Creator) 

 

-   Virgo  

-   A mother of 3 

sons 

-   fond of white 

color-themed life 

-   Part-time working 

mother 

-   Sharing family 

lives, cooking, baby, 

baking, MUJI, mom’s 

daily, and nail art 

-   Linking own 

YouTube channel 

11.8K 1278 - Sharing: 

1. Daily life 

(camping 

experiences, 

outfits, 

makeups, 

travels, 

emotions, 

errands, 

working 

situations, 

daily 

necessities, 

luxuries) 

2. Experiences of 

being a mother 

- Coherent 

color palettes 
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(her sons, 

outfits of her 

twin boys, 

things she 

bought, 

household 

facilities, 

cooking) 

-  Promoting new 

videos on 

YouTube 

-  Sponsoring: 

household 

facilities 

Annie 

(Blogger) 

 

- An entrepreneur 

- A Stylish blogger  

- Sharing travel, 

lifestyle, and 

design 

- A brand founder / 

blogger in Taiwan 

& Hong Kong 

- Linking own 

YouTube channel 

46.4K 1436 - Sponsoring 

products: 

1. Beauty 

products & 

cosmetics (lip 

balm, 

cosmetics, 

essence)  

2. Fashion 

(clothing 

brands, shoes) 

3. Infant & 

children 

products 

(parent-child 

outfits, book, 

home 

appliances, 

wedding ring, 

baby blanket, 

child safety 

seat, diaper, 

charity) 

4. Accessories 

- Filters 

applied 

- Optimized 

appearance 

(smoothing 

skin, 

slimming 

body parts) 
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(suitcase) 

5. Daily 

necessities 

(toothbrush, 

healthy 

supplements) 

- Promoting own 

products 

- Sharing:  

1. Experiences of 

being a mother 

(nursing 

experiences, 

breast-feeding 

photo, her 

baby, 

maternity 

photography, 

100-day 

celebration of 

baby) 

2. Daily life 

(outfits, 

makeups, 

travels, 

emotions, 

working 

situations, 

daily 

necessities, 

long-distanced 

relationship 

with her 

husband, her 

stories when 

she’s young, 

wedding, 

luxuries) 
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Cathy 

(Personal 

Blog) 

 

- Mommy Nurse  

- Owns a fan page  

- Linking own 

blogsite 

6997 617 - Sponsoring 

products:  

1. Infant & 

children 

products (baby 

bottle, hand 

sanitizer, baby 

blanket, 

pacifying toy 

for infants, 

baby full 

month cake, 

nursing top)  

2. Daily 

necessities 

(healthy 

supplements, 

shampoo) 

3. Food (bride 

cookies)  

- Sharing:  

1. Daily life 

(travels, daily 

necessities, her 

wedding, food, 

outfits, nail art, 

emotions) 

2. Experience of 

being a mother 

(her baby, 

stories about 

pregnancy, 

maternity 

photography) 

- Promoting new 

blogpost 

- Coherent 

color-palettes 
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Katie 

(Blogger) 

 

- Former fashion 

buyer 

- Fashion and 

lifestyle 

influencer based 

in Taiwan 

- Linking own 

blogsite 

102K 10.3K - Sharing:  

1. Daily life 

(travels, daily 

necessities, her 

wedding, food, 

outfits, 

emotions, 

luxuries) 

2. Experience of 

being a mother 

(her baby, 

stories about 

pregnancy, 

maternity 

photography) 

- Sponsoring 

products: 

6. Beauty 

products & 

cosmetics 

(luxurious 

cosmetics, 

essence)  

7. Fashion 

(clothing 

brand, 

luxuries) 

3. Infant & 

children 

products 

- Brighter 

tone of 

photography 

Anna 

(Personal 

Blog) 

 

- A flight attendant 

mommy 

- Presenting 

Instagram profile 

as a book and 

writes stories for 

readers 

- A busy working 

6128 993 - Sponsoring 

products:  

1. Infant & 

children 

products (Body 

wash, toys, 

tableware, 

2. Technological 

- Lengthy 

captions 

- Advocating 

self-love 

and self-

care 
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mom 

- Sharing outfits, 

baby, travel and 

lifestyle 

- Daughter named 

Poppy 

- Linking her 

Spotify/ 

Podcast/shopping 

recommendations/ 

blog site 

gadgets 

(earbuds, 

electric hand 

fan, 

3. Beauty 

products & 

cosmetics 

(lotion)  

4. Daily 

necessities 

(towel, 

medical salve) 

- Sharing:  

1. Daily life 

(travels, daily 

necessities, her 

wedding, food, 

outfits, 

emotions, 

luxuries) 

2. Experience of 

being a mother 

(her baby, 

stories about 

pregnancy) 

 

Cara 

(Personal 

Blog) 

 

- Sharing Travel, 

beauty, lifestyle, 

foodie life 

- Linking her blog 

site and YouTube 

channel of her 

interviews 

18.7K 1245 - Sponsoring 

products: 

1. Luxuries (car, 

jewelries) 

2. Beauty 

products & 

cosmetics 

(lipsticks, 

lotion, 

essence,)  

3. Fashion 

(clothing 

- Mainly 

presenting 

herself 
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brands, shoes) 

4. Accessories 

(watch) 

- Sharing:  

4. Daily life 

(travels, daily 

necessities, her 

wedding, food, 

outfits, 

emotions, 

luxuries) 

5. Experience of 

being a mother 

(her baby, 

stories about 

pregnancy, 

maternity 

photography) 

 

The summary of participants’ profiles should help to get a better idea of whom 

were interviewed and get a deeper understanding of the participants as well as their 

social media usages. Most importantly, the interview questions were derived through 

the observation stage and thus were narrowed down to a more straightforward direction 

for the construction of mother influencers’ self-presentation on Instagram. 

3.5.2 In-depth interviews 

In the second stage of data collection, the data source was from in-depth interviews 

with the mother influencers. Here, I am able to get a better understanding of the mother 

influencers’ perspectives about constructing their identities and self-presentation on 

Instagram.  

To achieve this goal, a list of related questions was asked of the mother 

influencers. Please refer to Appendix 1 (p.50). The mother influencers were told the 

purpose of the research was to understand the current mothers in Taiwanese society 
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and their usage of social media for manifestation towards public. Recorded interviews 

were indispensable materials during the investigation, which I transcribed for 

evaluation and analysis.  

 

3.6 Data analysis 

In this section, the analysis of the collected data followed the methodological 

model of narrative analysis by Lieblich, Tuval-Mashiach, and Zilber’s (1998). I 

adopted the method to analyze the content of participants’ narratives by developing 

salient themes. This categorical approach of analyzing the participants’ narratives 

were “primarily interested in a problem or a phenomenon shared by a group of people 

(as cited in Zacharias, 2011, p. 125)”, which generated profound analysis from the 

participants’ narratives (Lieblich et al., 1998).  

The analysis process undergone through extracting the relevant texts from the 

participants’ narratives, developing main classifications, sorting into categories, and 

drawing conclusions from the analytic results (Lieblich et al., 1998).  
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The primary approach of the narrative analysis was the content of participants’ 

narratives or stories, including the “surface content” and the “underlying or latent 

content”, which defined as categorical-content mode (Earthy & Cronin, 2008). The 

approach was appropriate to answer the research questions in this study for sorting out 

the similarities and the significance among the participants’ narratives. Figure 3 

shows the process of how the information were extracted from the two-staged 

investigation.  

 

 

Figure 3. The process of sorting out the information 

 

3.6.1 Ethical Considerations 

All participants were consented and fully-informed about the research purpose 

before interviews started. The participants joined in this study were requiring to be 

anonymous in this research since they considered themselves as public figures in 

Taiwan. Their real names and Instagram profiles will not be shown in this study.  
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3.6.2 Reflexivity 

In this research, I’m obliged to clarify my position since the researcher’s roles are 

essential in this study. A researcher of a study said to be not only a “coaxer” in the 

research process but a “story-teller” when constructing the research (Gray, 2003, p.109).  

In a sense, the researcher of the current study required to stay self-reflexive throughout 

the research process to ‘go beyond “the subjective” when using our own (and others’ 

experience) in our explorations of cultural process’ (Gray, 2003, p.75). Namely, it’s 

necessary to keep myself in a reflexive state and be cautious within the research process. 

Since I’ll be completely involved in the two-stage investigation, I will continually 

reflect upon the position of myself in the research process. Gray (2003) concretely 

stated that having “reflexive awareness” at every stage granted fairness and ethics 

(p.112). I endeavored to build knowledge true to the participants’ narratives since I am 

both an observer to the participants’ Instagram accounts and an interviewer in the in-

depth interviews. Thus, bearing a self-reflexive mind reminds me of my position in this 

research and avoids myself from being subjectivist. Being continually reflexive 

strengthens the “credibility” of qualitative research, as well as deliberates how the 

research interests were situated throughout the research (Campbell & Hart, 2019, 

p.1685).  
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Chapter 4 

Interviewees and Their Instagram Profiles 

Mother influencers possess different personalities and stories of their personal 

lives. After conducting an online observation of the participants’ Instagram accounts, I 

obtained fundamental information from the participants. This section will introduce 

each interviewee and present insights into their engagements on Instagram. The 

interviewees are introduced with a pseudonym to assure anonymity in this research. As 

Chapter 3 notes, the interviewees are from 3 different Instagram categories: “blogger” 

(43%), “video creator” (14%), and “personal blog” (43%). As I have mentioned in 

chapter 3 (p. 29), the “blogger” and “personal blog” types of mother influencers do not 

exhibit much difference. They share consistent themes, such as sharing their outfits, 

dining-out experiences, and travel photography. 

During the online observation stage, I gained fundamental knowledge from the 

interviewees’ profiles. More importantly, on the basis of self-presentation, I will offer 

a broader illustration on how they present themselves on their profiles and what they 

show in their pictures. The information I collected to understand the interviewees 

comes from their Instagram Stories, Instagram feeds, biographies, personal profile 

pictures, and their interactions with their followers. Table 2 lists a brief summary of 

their Instagram profiles in chapter 3 (p.35). Therefore, this section focuses more on the 

manifestation they have constructed online. Lastly, summaries of the researched 

profiles are provided for understating the participants more fundamentally. According 

to observations online, I retrieved the information and sorted them into three categories:  

the participants, the revealing of their children, and the settings of pictures. 
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4.1 Rose (29, divorced) 

 Rose is the mother influencer I have been following for one year. Rose has been 

sharing her unique style on Instagram for five years. When I saw the interviewee’s 

profile for the first time, I was surprised that the participant is already the mother of a 

3-year-old daughter. She dressed very differently compared to the other interviewees.  

Through the interview via Skype, Rose told me that she was undergoing a divorce 

from her husband. A few days after the interview, I saw the result’s update through her 

Instagram feed. Rose had officially divorced her husband. Rose is currently living in 

Tainan and working in her brother’s tea shop. With the custody of children, she needs 

to make a compromise between work and raising them. Since the interviewee has to 

work in Tainan, her daughter mostly stays with her grandmother on her side in 

Kaohsiung. When she has free time, she goes back to Kaohsiung very often to be with 

her daughter. 

Rose has vibrant colors for outfitting ideas, which she shares almost every day. 

The contents she shares primarily focus on four themes: outfits, sponsored products, 

her daughter, and random thoughts. When it comes to outfitting ideas, Rose has a 

unique style compared to other interviewees. Her doll-like dressing style makes her 

look similar to college students.  
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In the photos, she wears bright and dynamic colored dresses, such as pink and 

purple (see Figure 4). It is hard to see mothers in the offline world wear a similar style 

as Rose. Rose usually stands still in her pictures. She does not do exaggerated postures 

when she shares her outfits. Rose prefers calm and cold facial expression when 

presenting herself. Regarding the facial expressions she has on her profile, there are 

different manifestations for different contents. 

 

 

Figure 4. The Content of Rose’s Dressing Style 
 

Sponsored content is the most significant portion of her Instagram feeds. Rose 

possesses the widest diversity of sponsored products among all interviewees. As her 

profile reveals, her self-presentation is closely involved with the product type. For 

instance, her 3-year-old daughter will join her in the picture if the product is related to 
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infants or children (Figure 5). Unlike cool looks when sharing outfits, Rose creates a 

happy and harmonious atmosphere in most of the sponsored content when promoting 

the products.  

 

 

Figure 5. Rose’s Sponsored Contents 
 

Rose frequently shares her daughter and funny moments on Instagram. She records 

clips and takes pictures for her daughter and then posts them through Stories. Rose is 

very interactive with her followers, as she replies to almost every comment. However, 

it seems that she does not have much time to do live-stream on Instagram since she has 

to work most of the time. 
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4.2 Emma (35, married) 

After sending interview invitations to 40 mothers who met the criteria of this 

research, the current researcher a few weeks later felt the need to seek out more mother 

influencers. Therefore, the researcher’s sister provided this mother’s profile, 

mentioning that this mother is a nice person. That was how the researcher met Emma. 

Emma is a mother of 3 sons who currently works as a YouTuber. Emma was a clerk in 

a duty-free shop at the airport before her first pregnancy. Right after she became 

pregnant, she quit her job. As her husband works outside, she takes on most of the child-

rearing responsibility. Emma decided to be a YouTuber when her kids were of school 

age. She records the things she wants to share and then posts them on YouTube, which 

is where Emma started to accumulate her subscribers. The contents on her YouTube 

channel are mostly about the errands she runs, the tasks she has done, home 

arrangements and utilities, or trips or camping experiences. The videos on her channel 

are all shot, edited, and uploaded by herself. The time she started her Instagram account 

was earlier than establishing a YouTube channel.   

The reason why Emma received tremendous attention on Instagram is because of 

her fame as a YouTuber. Her YouTube subscribers are interested in her daily and thus 

started to follow her on Instagram. Compared to other interviewees, Emma does not 

share many pictures of herself, which is uncommon among Instagram influencers. 

Although Emma’s selfies and self-portraits are fewer than other interviewees, she still 

left clues for me to explore her manifestations. Emma does not position herself as a 

fashion influencer or a beauty blogger and does not have to share a delicate beauty 

inspiration with her followers. However, Emma always puts her makeup on when 

posting a selfie. It seems that Emma also feels the need to maintain her images as a 

public figure on Instagram.   
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As an influencer on Instagram, Emma has very little sponsored content (Figure 6). 

Most of Emma’s contents are inspired by her life as a mother. She shares house, family, 

and daily routines relevant to the videos she created for her YouTube channel (see 

Figure 7). She receives more comments when she shares things about her cooking and 

her house. Most viewers ask how to make a dish or where to buy certain goods.  

 

 

Figure 6. Emma’s Sponsored Contents  

 

Figure 7. Emma’s Main Theme 
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Emma’s frequency of posting is not set in stone, as it is sometimes twice a day or 

sometimes once a week. From her frequency and captions on Instagram, I can tell that 

Emma does not specifically have any plan to share with her followers. Additionally, 

Emma shares photos of her working situation, such as editing her YouTube videos 

(Figure 8). She uses her Instagram profile as a way to promote her YouTube videos. 

The content Emma shares on Instagram has constructed a professional image of herself. 

 

 

Figure 8. Emma’s Working Scenario 

 

Regarding her interaction with followers, Emma seldom replies to their comments 

on Instagram. Instead, she “likes” every comment to show that she has read their 

comments and to make a connection to her followers. 

From the aspect of aesthetics, Emma lightens the tones of her photographs to them 

appear consistent. From her house utilities to her Instagram profile, she presents her 

fondness of white-colored theme through the pictures. Moreover, there is one thing I 

noticed when Emma shares photos of her children. She does not expose their faces if 

she wants to share her children on Instagram. Emma mostly takes pictures of her 

children from the back. Alternatively, she captures the scenes from other angles to 
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avoid exposing her children. Emma is careful about keeping her children’s privacy in 

the online environment (see Figure 9).  

 

 

Figure 9. Emma’s Content of Sharing Her Kids 

 

4.3 Annie (26, married)  

Annie has a son and is now pregnant with another baby. At the age of 26, Annie 

is currently both designer and CEO of her own jewelry brand. She is also a fashion 

blogger with an agency contract and has established her own YouTube channel, which 

is linked to her biography. Annie is an entrepreneur who started her own jewelry 

business early at the age of 19. Three years later, Annie succeeded in branding her 

jewelry and launched it on the market. Currently, her husband lives in Hong Kong and 

works there. 

I met Annie from the sponsored content of Instagram. Annie has been using the 

function of “promote” on Instagram to improve the visibility of herself and her jewelry 

brand. Annie figured that Instagram is the best option for an individual businessperson 
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with a tight budget. Creating an account of herself and showing her lifestyle is her own 

marketing strategy of increasing brand awareness. 

Annie describes herself as a lifestyle blogger, in which her contents cover 

outfitting ideas, foreign trips, and family on her profile. The holistic style of Annie’s 

presentations changed after the birth of her baby boy. Annie’s portrait is tied to her 

baby these past years. She presents a large number of pictures together with her baby. 

(Figure 10). In the photos of Annie holding her baby boy, she always laughs. Moreover, 

she looks relaxed when carrying her baby.  

 

 

Figure 10. The Content of Annie Sharing Her Outfits with Her Baby 
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Her profiles in recent years have become more commercialized compared to the 

startup year. Infant product sponsors interest in her frequent sharing of her baby. Annie 

has been sharing more sponsored items due to the birth of her baby. Furthermore, she 

uses her profiles as a marketing tool. She shows her fashion style with items from her 

brand as a way to promote the brand and herself (see Figure 11). 

 

 

Figure 11. Annie’s Content of Her Jewelry Brand 

 
4.4 Cathy (30, married) 

Cathy was one of the recommendations from Instagram’s algorithm, whose son is 

the youngest among all interviewees’ children. Her former job was as a nurse. Cathy 

had worked in a hospital for six years and several years ago decided to change her 
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career path into an online clothing shop. She started her business career by selecting 

clothing in South Korea and then selling them online. Cathy stopped working due to a 

planned pregnancy one year ago. Currently, she is fully concentrated on her influencer 

career and pouring all efforts into nurturing her kid. Additionally, she writes blog posts 

on another platform where she mainly shares and promotes infant products. 

Cathy started her influencer career due to the increasing number of followers. 

Cathy shares a lot of travel photography and outfits of herself. She has attracted 

followers with her consistent and coherent color scheme, for which she believes that a 

visual impact is way more compelling than words on Instagram. The contents Cathy 

generates mostly relate to travel, outfits, and daily life (see Figure 12).  

 

 

Figure 12. Cathy’s Lifestyle Photography 
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Cathy began to share maternity knowledge on her profile when she confronted the 

transition into motherhood. She also established an Instagram account of her baby and 

linked it to her biography. More importantly, she introduced herself as a mother and 

nurse in her biography, thus revealing her aim towards exerting professional influence 

online. The explicit description of herself also shows the persuasiveness of her 

experience and knowledge. 

When Cathy shares her nurturing tips, she especially tries to create a more credible 

image of herself. She has established several specific hashtags to sort the feeds related 

to her baby. These feeds primarily demonstrate how to nurture a baby properly. When 

Cathy posts pictures of infant meals, she also reveals her baby is eating the food (Figure 

13). Cathay shares detailed instructions along with closer shots of the infant meal. The 

image Cathy has created for herself as a mother influencer is more than just being pretty 

and bright on social media. She tries to devote herself to the virtual mother community 

and present her motherhood identity through the feeds. 

 

 

Figure 13. Cathy’s Content of How to Make the Infant Meals  
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Cathay shares detailed instructions along with closer shots of the infant meal. The 

image Cathy has created for herself as a mother influencer is more than just being pretty 

and bright on social media. She tries to devote herself to the virtual mother community 

and present her motherhood identity through the feeds. 

Apart from the professional knowledge, Cathy also shares many instant clips of 

her baby through Stories. The presentation of Cathy and her baby creates a bidirectional 

force. It helps Cathy receive more sponsored products that are infant-related, 

strengthening her identity and image in return.  

 

4.5 Katie (38, married) 

Katie is a well-known blogger for shopping recommended by the Instagram 

algorithm. Katie has introduced a wide variety of products on her blog, where she 

presents herself a shopaholic. Katie was rather famous for being a fashion buyer for 

almost ten years before leaving to give birth. Working in the fashion industry allows 

Katie to accumulate her fashion knowledge and proceed with the influence career.  

Being a fashion buyer has triggered her motivation to leverage social media as a 

channel of influence. Her skill at analyzing different products and fashion items has 

helped her influencer career proper. Katie quit her job as a fashion buyer when she 

wanted to fully concentrate her time and energy on her baby. She also has had more 

time to share her lifestyle on Instagram. Katie incessantly leverages her influence even 

when she was pregnant.  

The beginning of an influencer career started with her sharing on Instagram and 

her prestige in the fashion industry. Katie is very productive in generating fashion-

oriented content. Moreover, she introduces herself as a former fashion buyer in her 
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biography, specifying her purpose of manifesting her specialty. Katie presents a lot of 

street styles and luxurious styles on her profile (Figure 14). 

 

 

Figure 14. Katie’s Fashion Outfits 

 

Moreover, she posts instant fashion information and provides dressing ideas for 

different occasions through her posts. People come for fashion tips or outfit inspiration, 

although the items Katie possesses are mostly luxuries. The contents and experiences 
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related to fashion also attract sponsors to collaborate with her. More than just promoting 

their products, the sponsors also invite Katie to participate in fashion events as a 

celebrity. Showing herself at fashion events collides with the image of ordinary mothers 

(see Figure 15). As a mother influencer, Katie has established noble and fancy identities 

on her profile. 

 

 

Figure 15. Katie’s participation in the Fashion Events 
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The aesthetic sharing of selfies has continued after giving birth to her baby. As a 

mother influencer, she also started sharing the contents of her children, including child-

rearing thoughts (Figure 16). On her profile, Katie has created plenty of her hashtags. 

The hashtags classify her trips, outfits, lifestyles, random feelings, especially mothering 

life, and her children. 

 

 

Figure 16. Katie shared her nurturing tips 
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4.6 Anna (33, married) 

How the researcher met Anna was also from Instagram’s algorithm. Anna is a 

flight attendant. In the biography section, she explicitly writes that she shares her outfits, 

nurturing tips, and life on her Instagram profile. Anna wishes that her Instagram profile 

can be a book where Anna is the writer writing stories for her followers. She lives in 

Tainan when she does not have to work. Currently, Anna is spending her time resting 

and staying with her family due to the COVID-19 pandemic. In her biography she links 

her podcast and YouTube channel as other ways to exert her influence online.   

On Anna’s profile her manifestation of self involves pictures and selfies visually. 

She also creates the presentation of self in a more textual way. Anna shares lengthy 

captions compared to other interviewees (see Figure 17). The caption’s length is similar 

to a small story, even when she shares an outfit of the day. Aiming her profile as a book 

full of stories, Anna utilizes texts to create a more vivid image of herself.  

 

 

Figure 17. Anna’s Lengthy Captions 
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Similar to other interviewees, Anna smiles a lot in her pictures and also presents 

happy scenarios of family life. Anna and her daughter’s photos show a sense of 

harmony, which looks like they are always happy together (see Figure 18). Furthermore, 

she is constructing herself as empathetic and considerate through her elaborate words. 

Anna shares her stories in great details. In Anna’s captions, we do not see any negative 

sentiment even as she has described herself as a sensitive person. Instead of sharing 

negativity, the texts seem to be encouraging and motivating. She presents a warm and 

friendly self by shaping a positive self on her profile. 

 

 

Figure 18. The Content of Anna’s Daughter 
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4.7 Cara (40, married) 

Cara is special. She is the most famous among the participants, because she is also 

known as a celebrity. Being an Instagram influencer was not her priority. Her first intent 

was establishing a Facebook fan page after she quit her job. The idea of changing her 

career path was mainly due to her willingness to share her life with kids.  

The prestige of Cara comes from two aspects. One is as a mother influencer herself, 

and the other is her husband. Similar to Katie, Cara’s job grants her the opportunity to 

get closer to fashion. Cara has been a part of the fashion industry for a long time, as she 

was a senior PR for a luxury brand. The job made her closely relevant to the newest 

fashion trends. The experiences of holding events or creating campaigns also allow her 

to accumulate connections and establish a professional image in the fashion industry. 

Apart from being involved in the fashion industry as a previous PR, she is a famous 

man’s wife. Her husband is a well-known radio host, DJ, musician, and psychologist. 

More importantly, her husband is the son of a great illustrator and writer. Thus, her 

reputation is beyond any simple description. Her influence has leveraged various 

platforms. Years ago, Cara established a blog site with a friend to share cooking recipes. 

Moreover, she has been participating in events and interviews as a celebrity. Recently, 

she has a YouTube series that shares her marriage and relationship with her husband. 
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As mentioned before, Cara has established a Facebook fan page, where she mainly 

shares her kids and family. The contents revealed on Cara’s Instagram profile are very 

different from what she shares on Facebook. In contrast to Facebook, Cara is the main 

character on her Instagram profile (Figure 19). She shares pictures of just herself and 

discloses her desire to separate the identity of motherhood from herself on Instagram. 

As an Instagram influencer, she shares her outfits, fashion items, travels, and life 

experiences. In these photos, Cara always looks confident and bright from every angle.  

 

 

Figure 19. Cara’s Selfies and Portrait Photos 
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Cara is quite active on Instagram. She does live-stream sometimes and saves them 

as IGTV. In these videos, Cara interacts with her followers very dynamically. She tries 

to answer every question that people ask her. Regarding the comment sections, Cara 

also replies to almost every comment down below her feeds, even if some of them are 

just emojis. She seems very active on Instagram, despite that it is not where she makes 

most of the profits. 

 

4.8 Summary: Commonalities and Discrepancies 

Building up an attractive profile is not as easy as it seems. It requires technical 

operations, personal attractiveness, and much more. By constructing their presentations 

on Instagram, these mother influencers disclose either similar traits or different features. 

From the researched profiles, I briefly classify several features according to 

commonalities and discrepancies.  

4.8.1 The participants 

As discussed beforehand, the mothers do not reveal themselves in this image-

based environment as mothers we see in the offline world. The first thing to elaborate 

upon is the participants’ appearance. The participants are all attractive, even though 

they categorize themselves differently on Instagram. The participants fit Taiwanese 

beauty norms, which expect mothers to look thin and young. Moreover, the participants 

present their flawless looks confidently on their profiles. Sophisticated makeup, 

glowing skin, and even timeless physical appearances fill up their pictures. Apart from 

physical appearance, the mothers also present their happy mood and pleasing captions. 

Rather than manifesting their sad or sentimental feelings, they choose to show just their 

bright sides or gentle tones through the feeds.  
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 The mothers also show their different styles for outfit ideas. When the participants 

share their outfits, they have different tendencies of styling. Anna does not present any 

luxurious items when she shares her styles with her followers. On the other hand, Annie, 

Katie, and Cara share plenty of luxuries on their profiles, including high-end clothing 

and accessories. As for the postures or the facial expressions they exude, the mother 

influencers have varied preferences. Katie and Cara pose exaggeratedly or dynamically 

in their content. They show themselves spinning in the pictures with a flowing skirt or 

squatting down with a confident facial expression. On the other hand, Emma, Rose, 

Cathy, and Anna pose reservedly with a gentle smile or a calm face.  

4.8.2 The revealing of children 

All participants reveal their mother-child relationship in their pictures. That is how 

I could identify them as mother influencers. These contents involve maternity 

photography, nurturing tips and stories, interactions with kids, family trips, sponsored 

product promotion, and sharing of outfits. Most of the participants reveal their children 

very frequently. The mothers in these pictures are always happy and bright with their 

children. Moreover, with a caption about meaningful mothering stories, the participants 

manifested on Instagram look patient and kind towards their children. The mother 

influencers do not show the chaotic scenes that most mothers confront in reality, 

especially when taking care of their babies. 

The mother influencer’s children also take part in their sponsored content in some 

way. Taking Rose as an example, who has the greatest portion and the widest diversity 

of sponsored content among the participants, she repeatedly promotes sponsored 

products with her daughter. Both the mother and her daughter smile or laugh in these 

pictures. 
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4.8.3 The settings of the pictures 

The places where the participants take their photos contribute to a salient theme. 

The photography on the researched profiles occur in many scenarios. Commonly, all 

the participants in this research share their outdoor pictures. Even Emma, a YouTuber 

about home-setting scenarios, shares foreign travels and camping pictures on her profile.  

These mother influencers, who have specifically identified themselves as lifestyle 

bloggers, share more pictures that are taken outside. Annie, Cara, and Katie present 

plenty of foreign travel photography, fancy dining-out pictures, participation in high-

end brand events, and visiting famous check-in spots like beautiful coffee shops. The 

portion of taking photos outside surpasses the at-home scenarios among these mothers. 

In travel photography, the mothers are always smiling and meticulously dressed. 

Moreover, the ambiance created through the mother influencers’ smiling face and 

relaxing pose seems enjoyable and pleasing. This type of pictures reveal that the mother 

influencers are having a wonderful and desirable experience. 
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Chapter5 

The Mothers’ Perspectives and Motivations 

This chapter reveals the findings from both observations and interviews. The 

analysis will embark on the emerging themes since I have previously introduced the 

participants and their Instagram profiles. The implications will come from analyzing 

participants’ perspectives and attitudes and their visual content on profiles. Participants’ 

views are essential resources in this research, because their motivations and purposes 

cannot separate from the presentation of selves. Moreover, the impression management 

of content provides salient hints for accomplishing the analysis. Finally, since the 

research focuses on unveiling the socio-cultural meanings behind the mother 

influencers’ self-presentation on Instagram, the contradictions the participants have 

made will be critically elaborated upon in order to discuss the consequential influence 

of the participants’ impressions made on Taiwanese society. 

According to Goffman (1959), individuals portray themselves due to different 

positions. Specifically, when participants put themselves on a stage, they manage their 

impressions differently. On Instagram, the mother influencers can construct their 

images easily without a great cost. Moreover, it provides opportunities in which 

mothers can fulfill their purposes of impression management. 

The summary of the researched profiles in the last section offers a preliminary 

understanding of how they portray themselves. Since this research is based on 

understanding the mother influencers’ self-presentation, it is also crucial to delve into 

their perspectives. 
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5.1 Benefits and Rewards 

Several participants’ presentations of self are considerably associated with the 

benefits and rewards they can obtain from manifesting themselves. Their goals of 

overcoming the mother isolation, benefiting economically, and transforming the 

traditional mother discourse are explicitly conveyed through interviews. Furthermore, 

their profiles have become a means of empowering mothers nowadays. To grant a more 

profound explanation of their viewpoints, I will continue with the mother influencers’ 

impressions and expand upon several issues accordingly.  

5.1.1 Overcoming the mother isolation with social support 

Two participants mentioned that the reason why they present themselves on 

Instagram is to engage with other mothers on Instagram. The first participant, Rose, 

mentioned that her sharing helps blossom the connections with her followers: 

“I’m happy that I can share myself on Instagram. When I became a mother, I felt 

depressed a lot. Meanwhile, my husband had to work. I stayed alone with myself 

pretty often. Instagram has become a place where I can share my feelings and get 

acquainted with other mothers.”  

Rose’s pregnancy was unplanned. She did not expect that she would be pregnant 

at the age of 24. Rose’s wedding was arranged in a rush, which resulted in a lack of 

communication with her husband. She revealed that she shared herself, because of her 

isolation from the world. The sharing of herself has improved the predicament of 

staying alone, for which she could receive support in the virtual world with no 

boundaries. Similar to Rose, Katie also shared her mothering life frequently with her 

followers:  

“I share everything close to the ‘ME’ in reality. I also like to share random 

thoughts like small and trivial stuff in life and complaints about my husband. I 
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even established a hashtag called negative energy (fu neng liang) for him. Many 

mothers sent messages to me, saying they felt the same way and complained about 

their husbands. I feel connected to them.”  

Receiving feedback from other mothers is Katie’s motivation for sharing herself. 

Self-presentation is a way to bond with other mothers online. The contents Rose and 

Katie have generated are not solely about sharing their lifestyles, but are also about 

being supportive and connecting to mothers in the virtual world. These two participants 

reveal their stories and connections with other mothers since they regard themselves as 

their followers’ friends. In return, the participants’ mental health has also benefited 

from presenting themselves online. As mother influencers are under tremendous 

pressure, they might not share specific things online, but they still share their personal 

stories with their followers. When I asked Katie and Rose why they post specific 

content, they revealed that their self-presentation is mentally beneficial.  

Sharing their stories on social media is about creating bonds with other mothers 

and empathizing with other mothers’ worries or exhaustion in their mothering life. The 

factor that triggered Rose and Katie to share their mothering life with other mothers in 

the virtual world resulted from mother isolation, which most mothers confront in a 

patriarchal system like that in Taiwanese culture. As reviewed in Chapter 2, women 

suffer from isolating themselves when they become mothers. Mothers feel an inability 

to be social since they are bound to their kids (Campbell & Hart, 2019), especially those 

who are “geographically or socially isolated from friends and family” (Madge & 

O’Connor, p.17).  

More scholars have granted relevant insights to explain the situations of the above 

two participants. Since mothers are hard to find new connections with other parents in 

the real world (Campbell & Hart, 2019), they seek support by utilizing social media 
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communication. The instant communication in the electronic environment facilitates 

the emergence of a virtual community. Baum (2004) suggested that information 

exchange through online groups for social support is a form of establishing 

communities and relieving. As cited in Nielsen, social support serves as an 

indispensable element of successful parenthood and can led to better maternal health 

(2015, p.7). Social support includes the structure of one’s social life, such as family and 

other functions like emotional support (as cited in Nielsen, 2015). Specifically, in social 

media, social support is “appraisal support” and “social integration,” which mean the 

availability of someone to talk to and the network of individuals who share interests 

and concerns (as cited in Nielsen, 2015, p.6). Through connecting with other mothers, 

mothers can maintain a healthy mental state. 

As a Taiwanese society phenomenon, the participants’ isolation and tendency to 

seek online support are accompanied by the ideology that exists in the patriarchal 

systems. A traditional household pattern exists in the Taiwanese system. A Taiwanese 

traditional household pattern means “an adult son to live with his parents and a ‘marry-

in’ daughter-in-law (Sandel, 2004, p.367). As a marry-in daughter, the tight connection 

between herself and her family is gradually loosened by physical distance. Moreover, 

isolation could occur when so-called “mother duties” occupy the mother’s life, since 

mothers’ discourse in patriarchal systems glorify their obligations and sacrifices 

throughout history. The duty of nurturing children and doing chores, or even 

compromising by leaving the workforce, worsens the isolation. Rose shared an incident 

related to this situation:  

“One time my husband was looking after our daughter since he took a day off. 

However, I found out he was sleeping in bed all day. My mother-in-law asked me 

not to blame him. She believed that ‘men just can’t take good care of kids, because 
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that’s women’s job.’ I was perplexed about the response from my mother-in-law. 

If my husband doesn’t know how to raise kids, he can learn. I’m not born to be a 

mother, either.” 

In a patriarchal system, mothers follow particular traditional beliefs. Rose 

explained that she felt it to be unfair to have such thoughts about women. Women are 

not born to be mothers. Women learn to be a mother. Rose believes that the job of 

nurturing a kid does not belong to mothers only. Namely, Rose still suffers from the 

traditional beliefs since her mother-in-law disagrees with her. The traditional belief has 

remained embedded in the previous generation like Rose’s mother-in-law. According 

to Rose, it is evident that her thoughts on motherhood are very different from those of 

her mother-in-law. However, she has chosen to obey since she thinks she should listen 

to the elders, especially her husband’s mother. This belief has something to do with 

Confucianism as well.  

As discussed in Chang’s study, Chinese culture influenced by Confucianism seeks 

“social harmony” among social connections, especially when the system is practicing 

the ideology of “familial obligations” and “social propriety” (2001, p.156). Namely, 

Rose feels the need to comply with her mother-in-law. The relationship between a 

mother-in-law and daughter-in-law is intense in patriarchal systems. Gallin (1994) 

investigated the relationships between mother-in-law and daughter-in-law, mentioning 

that a mother-in-law often disciplines a daughter-in-law severely and bitterly when she 

has into the home of her husband. Taiwanese daughters-in-law sacrifice their welfare 

to avoid conflicts and the condemnations of not behaving morally. More importantly, 

Taiwanese women desire acceptance from their mother-in-law (Sandel, 2004). The 

system has perpetuated women’s desire to be a favorable person when living with their 

husband’s family as a married-in person.  
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5.1.2 Benefiting economically even in different financial echelons 

Apart from mentally beneficial, the participants revealed that they could also 

benefit economically from being influencers on Instagram. As Cathy mentioned, she 

thought it was a good opportunity for homemaker mothers. Homemaker mothers could 

earn extra money from receiving sponsors. Cathy believes that being a mother 

influencer is perfect for her, because she does not need to spend much time working 

since she is busy taking care of her baby. She also has learned that it is good to receive 

sponsored products, because she does not have to spend money on pricey infant 

products. 

Cathy shared another story with me. She would intentionally post a photo of her 

and her son together in a car to attract sponsors. She revealed a message about how she 

can drive, and that needed a safety seat for her baby through the photo (see Figure 20). 

As Cathy shared, “It is not a bad thing when you present yourself purposefully on 

Instagram.” She is inclined to share content relevant to her mothering life, making 

profits from her profiles.  

 

 

Figure 20. Cathy’s Sponsored Content of a Baby Safety Seat 
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Similar to Cathy, Rose and Annie also gain economic benefits significantly from 

their profiles, in which they have different types of sponsored content. Rose has the 

widest variety of sponsored content from different companies, while Annie’s sponsored 

content is mostly about her jewelry brand. Rose, a divorced mother with child custody, 

carries the responsibility of taking care of her daughter. Divorced women like her bear 

tremendous economic pressure. Scholars have found that divorce results in “significant 

economic declines” for women (Warrener, Koivunen, Postmus, 2013). As a mother 

influencer, Rose endorses many kinds of products, thus increasing her income. Rose 

mentioned her thought on receiving sponsors:  

“I don’t mind to accept lots of sponsored products. I can make profits from 

promoting them. That’s a great thing. As long as it’s not illegal or too sexual…” 

Rose’s statements reveal that she is happy to be sponsored since she could benefit 

from it. However, collaborating with sponsors as an influencer is not enough for her 

and her daughter’s living. To maintain a stable financial situation, Rose needs to return 

to the workforce. A single mother is inclined to face the dilemma of taking care of kids 

and working at the same time. Namely, Rose made a compromise when it came to her 

daughter and job.  

“I think I’m luckier, comparing to other single mothers. I can work in my brother’s 

tea shop. I don’t have to worry about finding a decent job. Most importantly, I 

don’t have to worry that no one can look after my daughter when I work. My 

mother is willing to look after my kid. I feel grateful.” 

Rose’s mother takes care of her daughter most of the time, because Rose works in 

her brother’s tea shop in Tainan. As mentioned before, Rose’s mother stays in 

Kaohsiung, and so Rose cannot see her daughter every day. The above excerpts also 

reveal the dilemma among mothers when they want to re-enter the workforce. In the 
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study of Warrener, Koivunen, and Postmus, factors such as mothers being the primary 

caregiver for children and a lack of quality and affordable childcare worsen the 

economic situation among women (2013). Divorced women confront obstacles when 

they want to re-enter the workforce since they need to take care of children and their 

work simultaneously. 

The traditional belief of a household pattern further worsens a mother’s financial 

situation. Vogler (1998) suggested that males are associated with taking on a financial 

provider role throughout history, signifying their great value in a family. Since mothers 

are not the primary breadwinner in a family, they must sacrifice for the family. In 

contrast to Rose, being an influencer has helped Annie’s business to grow. Annie is an 

entrepreneur of her jewel brand and frequently promotes her jewelry as a fashion 

influencer. The sponsored content is mostly about her jewelry brand and often comes 

with feeds or stories. Annie demonstrates the styles by wearing her jewelry. Sometimes, 

she elaborates on her inspiration for designing a product. She noted her motivation of 

starting her influencer career:  

“At first, I just wanted to promote my jewelry brand. I think being an influencer 

was a quick start. The pictures can convince people that I’m good at aesthetics.” 

Annie’s motivation for being an influencer was straightforward. She thought it to 

be more convincing to show herself with her brand. Moreover, her self-presentation 

sometimes reveals her start-up stories. The texts are mostly about the hard work of 

being an entrepreneur. The immense content related to her brand led me to dig up more 

about her start-up stories. Annie continued with another incident:  

“At the beginning stage, there were so many things happening at the same time. I 

needed to arrange the counter, create more designs, and pay my employee at the 
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same time. So, I asked my family to help me. I feel fearless with the support of my 

family.” 

As an entrepreneur, Annie started her business when she was only 19. At such a 

young age, it was problematic that Annie did everything on her own. Annie revealed 

that it was challenging for her to embark on a business without family help in her start-

up. The pursuit of her dream required a considerable sum of money. It would be hard 

to achieve if her family did not give her any financial support. The excerpts revealed 

that Annie’s family was comparatively well-off in this system. With financial support, 

Annie succeeded in fulfilling her dream as a CEO of a jewelry brand. Along with 

Annie’s background of living in a wealthy family, her achievement elevates her status 

under the hierarchical structure today. Annie’s success shows that women can also start 

their own business and achieve on their own. The case reminds us of that participants’ 

self-presentation should be also taken account into when transforming the traditional 

mother beliefs in patriarchal systems. In the next part, I will speak of how the 

participants transformed the traditional mother beliefs into new mother impressions 

according to their motivations. 

5.1.3 Transforming the traditional mother beliefs 

Women have historically suffered the most among deprived groups in the world 

(Mandal, 2013, p.17). Mothers are underestimated for their achievements in life, in 

which their glorifications are only signified by the presence of children. I recall Cara’s 

assertion of her identity. First, Cara bestowed a specific identity on herself: “On 

Instagram…I think I’m a modern woman.” Surprisingly, Cara has a specific image of 

herself when sharing on Instagram. Cara’s image leads to the preference of manifesting 

herself primarily on Instagram. On Cara’s Instagram profile, she does not share her 

children frequently. Most of her pictures are portrait pictures taken by others or selfies, 
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which are different from the other mother influencers’ profiles. Cara continued that her 

aim of sharing herself is not easy to achieve: 

“I share my travel photos on Instagram; sometimes, my followers are curious 

about my children and whether they came with me or not. I am kind of speechless 

when seeing the comment. I just want to share the moment, about myself, on ‘MY’ 

profile.”  

When facing questions of curiosity from her followers, Cara’s struggle of 

primarily revealing herself becomes explicit. Her followers’ constant surveillance on 

Cara inflicts more significant pressure on revealing the mother-children relationship on 

her profile. Applying Foucault’s (1977) theory to this case, Cara’s followers serve as a 

specific power to “control, transform, and condition an individual” by “rules, norms, 

checks and surveillance” (as cited in Currie, 2004, p.225). Furthermore, the followers’ 

questioning of Cara lubricates the belief of patriarchal motherhood. Valuing the 

presence of children, mothers should stay focused on their children subconsciously and 

simultaneously. Making an emphasis on herself, Cara’s implicitly reaffirms that 

mothers are experiencing identity loss when they are married and have kids. According 

to Cara, being a modern mother means the capacity to retain her own life and even her 

identity.  

The theme about transforming the traditional mother beliefs emerged in other 

participants as well. Some participants aim to transmit specific messages through their 

self-presentations. As discussed, the mother influencers share their relaxing outdoor 

experience, personal styles, or beautiful appearances. These images result from their 

will to spread self-love and self-care concepts. Correspondingly, Rose shared her views 

upon these mother impressions with me: 
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“You can see lots of mothers dressed up beautifully on Instagram, including me. I 

feel it’s okay to stay with your friends more often, dress up for yourself, or travel 

around. Do not sacrifice for anyone, even after you get married.” 

At the time of the interview, Rose was divorced. She acknowledged what that kind 

of loss might be when getting married. In addition to being fully devoted to family, 

Rose valued her lifestyle, even after she got married. In a similar vein, Katie also 

explained such an idea with her transition into a mother: “I will not abandon the things 

I love, even if I become a mommy.” The statement indicates that she could keep her 

hobbies, even if she was the caregiver in the family. Katie was a former fashion buyer. 

Her attitude towards mothers’ sacrifice is similar to Rose’s. Katie’s thoughts over 

herself are also expressed through her photography, as she shares numerous fashion 

outfits and items: 

“I like fashion. I can still share it with my followers. I can still be a fashionable 

mommy like I used to.”  

Katie’s impression of being a fashion mother was explicitly conveyed during the 

interview. More than that, Rose and Katie transmitted the idea that mothers today can 

still embrace the things they love through their manifestations. The underlying reason 

could attribute to the traditional mother beliefs as a caregiver or homemaker in a family. 

To achieving the maternal role as someone who kept a family organized, the mothers 

in this system could sacrifice themselves and forget their previous lifestyles. Rose and 

Katie disclosed that their concept of sacrificing themselves has gradually faded. 

Being a mother influencer could also be purposeful. Anna aimed to become an 

influencer to perform a new mother impression on Instagram. She tried her best to 

transform the traditional mother belief: “…I told my followers that mothers should be 
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independent, financially, and mentally.” Through Anna’s conversation, I could see her 

strong desire to transmit her value to other Taiwanese mothers. Anna emphasized:  

“Just like I said, I share many values about self-care and self-love. I regard this as 

one of the purposes of being a mother influencer online. I want to tell all the 

women and mothers out there that they deserve more love for themselves, and they 

should care more about themselves.” 

Anna had a specific purpose when presenting herself online. She carries out a new 

maternal image of mothers when she presents her pictures. As introduced in the last 

chapter, Anna writes more extended captions than other mother influencers interviewed 

in this research. Her enthusiasm for transforming women’s motherhood mindset has 

become the primary reason she writes for her followers on Instagram. Furthermore, 

Annie wants to convey a specific message through her content: 

“I want to be a fashionable mommy. Even in my at-home photos, I want to present 

myself more fashionably. I don’t want to look too awful when I’m home. I want 

to tell people that we can still stay fashionable when we’re home.” 

According to Annie, she urges that mothers can still be beautiful even if they are 

just at home. After experiencing marriage and pregnancy, mothers are more likely to 

forget to dress up for themselves. The emphasis focuses on mothers who can dress up 

for themselves, even though nobody is watching. Annie tries to establish this 

impression among mothers, which further promotes her image of self-love. The 

participants all shared their goal of manifesting themselves with me since they believed 

they could particularly transform the traditional mother beliefs.   

Among the above excerpts, one can see that these mothers have advocated 

reforming the mother identity by preserving their original identity. In a sense, women 

experience an unavoidable loss when they become mothers. Previously, scholars found 
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that the process of altering women’s identity into mothers’ identity involves “fracturing” 

or “reformation,” which makes it hard for them to preserve their “established identities” 

(Laney, Hall, Anderson & Willingham, 2015, p.131). Consequently, women face self-

loss when they become mothers (Laney et al., 2015). The self-loss that most mothers 

experience results from the beliefs in this patriarchal system. Mothers in a patriarchal 

systems are praised for being child-centered and family-oriented, in which motherhood 

should include their own sacrifices.  

 

5.2 Summary 

The participants’ perspectives have granted me overwhelming implications of 

their self-presentation on Instagram profiles. These mother influencers’ self-

presentations have helped them to overcome their mother isolation by connecting with 

other mothers online. The mother influencers have also benefited economically through 

presenting themselves. Moreover, their presentation of self has visualized their goal of 

transforming the traditional mother beliefs without great cost. As mother influencers 

online, their efforts in creating new mother impressions highlight the contrasting 

meanings behind their images constructed on Instagram. The motivations and factors 

that have spurred the construction of their images deserve more exploration. In the next 

chapter, I will provide the findings with a profound sense related to the socio-cultural 

aspect.
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Chapter 6 

Do New Images Mean New Mothers? 

The previous chapter has dwelled on participants’ motivations and perspectives to 

discuss their self-presentation. The participants’ curation of content has contextual 

meanings on their motherhood and maternal identities, albeit relatively new. The 

participants’ effort in constructing their relatively new mother impressions is also rather 

impressive. Nevertheless, in the journey of soliciting the participants’ perspectives of 

their online maternal images, I find there is more to tell behind their manifestations. 

Relevant themes emerge to implicate the social expectations of motherhood in this 

system. Unveiling the pressure and influence inflicted among participants is the premise 

of this chapter. Scholars found that motherhood is “increasingly subjected to 

surveillance” (Grant, Mannay & Marzella, 2018, p.431). Therefore, this section’s 

analysis will cover the overarching severe surveillance and social scrutiny among 

mothers nowadays. 

 

6.1 The Maternal Identity Construction 

Büyükkuşoğlu (2017) noted that “the motherhood identity gets ahead of any other 

possible identities of women after women have given birth” (p.53). In other words, the 

construction of maternal identity is closely associated with children. McMahon (1995) 

defined that children are “the social objects of great cultural worth,” which transmit the 

symbolic power of altering women’s identities (as cited in Gueta, Peled & Sander-

Almoznino, 2016, p.2). Apart from the participants’ already established identities 

discussed in the previous chapter, their self-presentation still casts some traditional 
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beliefs upon maternal identity. Cara regarded herself as a modern woman, reasserting 

her identity to me: 

“I share the things related to my children, but I also share many things about 

myself, such as fashion, lifestyle, and other things I like. I think the image of 

myself presented is as a modern mother.” 

As one could see, Cara’s self-identity shifted during the interview, from “woman” 

to “mother” in the above excerpt. Cara’s followers have influenced her self-presentation 

on Instagram to some extent. The resolute tone of mainly sharing about herself has 

modified into a slightly gentle idea under her followers’ scrutiny. Serving as a force to 

spur her maternal identity, her followers have fortified the expectations of “good 

mother ideology” in this system. Without noticing the compliance of social 

expectations, Cara’s motherhood consciousness is a concrete example of maternal 

identity construction.  

Cara’s modulated identity had me rethink patriarchal motherhood:  Is a woman 

doomed to lose her self-identity when children signify in ideal motherhood? Cara’s case 

shows that the mothers themselves should be dismissed since their children serve as a 

more significant value for creating their self-presentation. In a similar vein, the other 

participants are stuck, muddling about trying to attain the ideal maternal role. The 

contents related to the mother-children relationship frequently appear on the 

participants’ Instagram profiles, which prompt their maternal identities ideally. 

The images of a “good mother” appear to be the participants’ consensus. The 

mother influencers have poured enormous effort into constructing an ideal maternal 

identity by signifying their care and love for children. As cited in Currie’s study, women 

shared related features as being “consistent with ‘good’ or traditional mothering” (2004, 

p.225) - that is, mothers in this system aspire to attain their good mother certification. 
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The criteria of being a “good mother” include “loving, good listener, in control, gives 

advice, patient, spends time with a child, supportive, role model, just and fair, 

responsible, organized, self-sacrificing, involved in child’s life, and knowledgeable 

about parenting” (as cited in Liss, Schiffrin & Rizzo, 2013, p.9). The above definition 

has sublimed motherhood by chaining it to the presence of children permanently. 

The participants have demonstrated how they have attained their aspiration of 

being a good mother with their highly-commercialized career. Having been introduced 

in Chapter 4, Cathy likes to share helpful tips about nurturing. She identifies herself as 

an expert related to mothering life on Instagram. As someone who could provide 

professional advice with her followers, Cathy was willing to share more about her baby: 

“Because I’m a nurse, people will seek nurturing or nursing information from me, 

especially from the photos of me nurturing my baby. I’m happy that I can help 

them. You know, doctors in the hospital are busy, so the mothers prefer to ask me. 

I can provide instant and helpful information for them.” 

According to Cathy, becoming a mother influencer means helping mothers in this 

society. She could relate to her followers’ worries and understand the mothers’ concern 

about not obtaining instant assistance from the professionals.  

Followers’ inquiries explain the mothers’ pursuit of becoming a “good mother.” 

Cathy’s followers have honored her with the title of professional influencer, which 

prompted her mother-children content. Namely, the followers’ engagement in seeking 

professional information has incarnated Cathy as a role model for motherhood and 

resulted in the structure of ubiquitous patriarchal mother beliefs. In a similar case, Katie 

also revealed that she needed to be responsible for providing accurate information. 

“Since I am a mother influencer, I need to be more aware of what I post online. 

Other mothers will buy what I bought and recommended for their kids. So, I need 
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to be extra careful about what I shared and provide a useful and real experience 

with my followers. I feel responsible for them.” 

Katie has asserted her identity as an influencer, which makes her more careful 

about what she shares with her followers online. When she shares infant products, she 

attempts to provide real feelings and helpful instructions about using them. The 

motivations behind Cathy’ and Katie’s sharing deserve more exploration of the social 

context. To achieve this, I shall look into the internalizations of the mother belief among 

the participants. Two participants shared their firm beliefs of being a mother in the 

patriarchal system: 

“I think it is because I am the one who gives birth. It’s our nature. So, I think it is 

more appropriate for me to look after the baby compared to my husband.” (Cathy) 

“Men just can’t take care of the kids. I believe that we, mothers, should take care 

of our children. It’s our nature.” (Emma) 

According to the excerpts, Cathy and Emma agreed on being the primary caregiver 

in a family. Cathy and Emma were both ones who willingly left the workforce for child-

rearing duties. Cathy and Emma internalized the specific motherhood concept to justify 

their presence as a mother and reinforced the “function” of being a mother in this system. 

Mothers are a synonym for caregivers in a family. 

It also has something to do with their motivation to be an influencer. As someone 

who frequently shares professional nurturing information with followers, Cathy 

sincerely believes that mothers are better at looking after children. Emma shares many 

pictures of the dishes she has cooked, the arrangements she has made in the house, and 

the errands she has ran during the day. She presents her homemaker life consistently 

with what she has revealed on her YouTube channel. The underlying meanings reside 

in the “selling of their motherhood.”  
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Annie’s self-presentation interweaves with overwhelming amounts of her child’s 

manifestation. In Annie’s story, her husband even told her that the baby was her best 

accessory since she takes pictures mostly with her baby (please refer to Figure 21). The 

revealing of children on her profile is a significant maternal image for verifying her 

maternal identity. These mothers feel the need to maintain their maternal images as 

good mothers for their influencer career. Khanom (2010) referred to the traditional 

culture as a commodity. The participants’ commercialized images of being a good 

mother aim to attract more followers. Through the followers’ consumerism of ideal 

motherhood, their contents of mothering life have become a way to promote their 

prestige and increase earnings.  

 

 

Figure 21. Annie’s Story  
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In a nutshell, maternal identity construction is more straightforward than before, 

specifically through social media. More than just tangling the mothers themselves with 

the good mother ideology, the participants’ commercialization of maternal images is 

also the byproduct of their maternal identity construction aspiration.  

 

6.2 The Mother-blaming Culture 

In this research several participants unveiled the phenomenon that mothers are 

bound to meet certain social expectations. Moreover, they felt the need to adjust their 

self-presentation suitably. Cara, as the most famous influencer among the mother 

influencers interviewed, once shared with me her hesitation when manifesting herself: 

“Sometimes I hesitate a lot when posting myself, especially when I am in my bathing 

suit.” She continues with the question that puzzled her: “I wonder if it will be too 

exposed.” Cara found that being careful about her images online is an obligation of 

being a mother influencer. Again, the mother influencers suffer from severe 

surveillance and scrutiny from their followers. To explain such a situation, Anna shared 

what she had been confronted with: 

“There was one time I shared a conversation with my mother-in-law. My mother-

in-law dressed my daughter that day. It was a T-shirt with a Peppa Pig on it. I 

thought it was tacky. Moreover, a mother blamed me for the act of laughing at my 

daughter. I felt it was inappropriate. You can suggest to me, instead of attacking 

me.” 

In Anna’s case, it is clear that she as a mother is prone to greater condemnation 

with matters concerning children. Anna admitted that being a mother influencer is 

tough for her, because people would come to her and tell her what to do. The blame is 
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something she cannot not deal very well with as an influencer online. She feels sad 

when confronting such situations. 

To deal with such surveillance, the mother influencers are inclined to present their 

content more carefully and deliberately, especially content related to their children. To 

be more specific, the mother influencers tend to avoid stigmatizations by curating what 

they present. Scholars examined mothers on Instagram and found that those who share 

problematical subjects suffer more criticism from the Instagram community (Djafarova 

& Trofimenko, 2017, p.25). Mothers find it hard to disclose their motherhood problems 

since condemnation marks them as lacking a “maternal instinct” or failing to be mothers 

(as cited in Collett, 2005, p.333). The mother influencers’ attitudes towards presenting 

their children cannot be separate from mother-blaming. Mother-blaming refers to the 

judgmental culture based on mothers’ responsibility for “children’s action, behavior, 

health, and well-being” (as cited in Gueta et al., 2016, p.2).  

Since society is continually imposing the pressure of being a “good mother” on 

mothers, modifying their presentation has become the primary rule among the mother 

influencers. Relating this issue to Cathy and Katie, they mentioned similar scenarios: 

“I had shared an Instagram story of my baby sleeping face down. I acknowledged 

that once other mothers saw the situation, they would judge me. So, I immediately 

clarified myself in the next Instagram story. I clearly stated that I did keep my 

baby safe and made sure his face turned back to the upper side the next second.” 

(Cathy) 

“I remember that a friend of mine once shared content about her baby sleeping 

face down. She then received feedbacks from other mothers like, ‘how can you let 

a baby sleep like that’, or ‘do you know sleeping face down will lead to the death 

of a baby?’ In my opinion, these mommies are just like overreacting social justice 
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warriors (jeng yi mo ren: a term to describe individuals who impose their morals 

and values upon others and make judgments). I mean, what kind of mother will 

kill their children or make their kids suffer? I just felt so upset and speechless.” 

(Katie) 

When the mother influencers put themselves on the Instagram stage, followers 

examine their motherhood performance. Cathy is aware of the judgments she might 

receive online for fear of being blamed by other mothers. Katie’s excerpt signifies the 

struggle most mothers confront when they fail to meet social expectations. These 

mother influencers fear negative evaluation from others when presenting themselves 

online. Furthermore, incidents have explicitly pointed out that mother followers also 

take part in the blaming culture, even as they are mothers themselves. As surveillance 

increases, it constantly stigmatizes and condemns the mother’s failure to meet social 

expectations. In addition to subjecting to children, there are more constraints placed 

upon mothers nowadays.  

Mothers in patriarchal systems carry the burden of meeting social expectations. 

Moreover, since influencers bear tremendous social pressure, they need to be aware of 

their images online. Applying Goffman’s impression management to Instagram as a 

social media platform, the participants’ profiles are the stage where they exhibit ideal 

motherhood. Scholars found that individuals manage to present their positive aspects 

of selves by stabilizing the best possible impression on others (Ma et al., 2017). Strictly 

speaking, the mother influencers desire prestige and social attention from others and 

also assure themselves to remain positive (Song et al., 2017). Overarching the self-

presentation theory, people regulate their “performance” when facing different people 

in order to retain a “good public image” (as cited in Cañigueral & Hamilton, 2019, p.2). 

In a sense, individuals alter their behavior to sustain “a positive public image,” when 
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people are watching (Cañigueral & Hamilton, 2019, p.2). Namely, under the scrutiny 

of social judgment, the participants are more concerned and restrain themselves more. 

The most significant theme is sharing positively. As their primary consideration 

on Instagram, the participants need to be cognizant about their manifestations by 

avoiding negative content. Prominent research offered insights into why people share 

positive content online. The positivity of the contents provide “positive social benefits” 

and “well-being” to others online (as cited in Thoumrungroje, 2017, p.8). Moreover, 

particular posts, such as positive content, achieve positive feedbacks (Thoumrungroje, 

2017). When users seek positive feedback from their followers, they choose not to share 

negative content online (Djafarova & Rushworth, 2017). 

Scholars have alleged that Instagram is a positive kind of media (Kutthakaphan & 

Chokesamritol, 2013) in which its community includes abundant inspirations and 

supports articulating good news that mothers seek (Djafarova & Trofimenko, 2017). 

Moreover, since people can regulate the contents on their profiles desirably, they favor 

to present themselves in a more positive way (Gonzales & Hancock, 2011). Djafarova 

and Rushworth (2017) also found that users on Instagram prefer to keep positive 

presentations of themselves, similar to the mother influencers’ habit of exhibiting selves. 

The pressure inflicted on the influencers is of great concern, which is also why this 

research targeted mother influencers. Rose, Emma, and Anna shared their views on 

positive presentations on Instagram: 

“I don’t like to share negative things on my profile; or, I will not put my stories 

directly. I will be more reserved for my emotions if I want to share something sad 

or any other negative feelings.” (Rose) 
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“If I have arguments with my husband or my kids, like some little fights, I choose 

to share it with a more peaceful tone. Alternatively, I will not post it. I do not share 

negative things with my followers. I prefer to share interesting stories.” (Emma) 

“I share certain values like women should care more about individual stories. 

These stories can sometimes be serious. They may contain negative sentiments. I 

will transfer those sentiments more positively - for example, sharing encouraging 

words. I want to keep my profile more positive.” (Anna) 

Rose confronted the isolation that led to the manifestation of her personal stories 

on Instagram, but she did not want to present them negatively or directly. She felt 

obligated to be reserved online. A similar idea also emerged on Emma’s idea of not 

exposing specific contents, such as fights with family. In addition to avoiding negativity, 

Anna, as a woman who advocates self-love and self-care, treats her self-presentation 

seriously. According to Anna’s aim of sharing these types of stories, positivity is 

required to encourage her followers. Anna manages her self-presentation carefully. 

Annie mostly manifests smiley faces and happy mother-child interactions to 

stabilize a positive presentation. She shared her desired impression: “I want people to 

feel that I’m a happy person, sharing happiness with others.” More importantly, the 

tendency of positive presentation emerges not only on Annie’s profile. All the 

participants in this research presented themselves similarly to Annie. However, Annie 

is the only one who is aware of her deliberate online image for creating impression. She 

spoke of her purpose forthrightly, while the others did not speak of their goal of sharing 

things positively. Positive self-presentation also indicates that the participants do not 

have the real freedom of presenting themselves. 
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6.3 Commodification of the New Maternal Images 

It is therefore not surprising that commodification takes place when striving to 

create new impressions. The participants admitted their purpose of transforming the 

traditional beliefs, albeit ignoring the fact that they are commodifying themselves. 

Strictly speaking, the revealing of their appearance, possessions, and lifestyles 

comprises this theme. As discussed, good mother impressions are a product of the 

culture. In a similar vein, the participants’ new maternal images are not safe from 

commercialization. 

The mother participants were not aware that they are incessantly presenting their 

followers with the images of ideal body shapes. As Khanom (2010) referred, “The 

human body has become a commodity” (p.62). Appearing in versatile scenarios, the 

participants are always attractive. Schlenker and Leary (1982) argued that people tend 

to present themselves by appearing reasonably attractive. Cathy believes that 

maintaining an attractive appearance is essential in her mothering life. She shared her 

thought with the interviewer: 

“I want to reveal myself as a young and beautiful mommy. I want people to look 

at me and say, ‘Wow, are you a mother? You look like you haven’t given birth 

yet’. That’s why I take good care of my appearance and treat myself strictly. I 

exercise a lot and control my diet very seriously, even when I just gave birth to 

my son two months ago.” 

Having the youngest child among the participants, Cathy explicitly mentioned her 

desired impression when other mothers see her of looking young and beautiful. 

Moreover, she is strict with herself in keeping a fit body. Khanom (2010) explained 

that the body has become a “vehicle for consumerism”, in which culture has 

commodified the human body as a product (p.62). Ideal mothers are also expected to 
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lose weight after pregnancy (Prinds, Nikolajsen, & Folmann, 2020). In Reischer and 

Koo (2004), bodies are transformed into icons of social value, social power, control, or 

even products under social pressures. Women’s bodies are symbols of the social norms 

of attraction, such as fat, which is an undesirable trait within women (Bordo, 2003).  

Mothers not only seek the best impressions through their appearance, but also their 

possessions. The underlying meaning behind their possessions serves as an “extended 

self” and is used in self-evaluation (as cited in Isaksen & Roper, 2012, p.123). Scholars 

suggested that the possessions used to judge “the self” play a significant role in other’s 

evaluation (as cited in Isaksen & Roper, 2012, p.124). Annie, Cara, and Katie identified 

themselves as influencers who shared fashion items.  

Luxury is the dominant theme among several participants’ fashion styles. As 

Allison suggested, the positive perspective regarding a luxury product could transfer 

the idea of who they are (2008, p.3). In a sense, luxuries convey an individual’s status 

(Allison, 2008, p4). Inherent to the concepts, the mother influencers gained their 

reputation by presenting themselves with luxuries. Scholars argued that new 

possessions increase “feelings of self-worth” (Isaksen & Rower, 2015, 125). The 

pictures entail their aim of sharing as well as signaling their status. The entitling of 

social status is transformed into goods for trading their reputation under the “gaze.”  

Mentioning social status, Annie is the salient example. As discussed in the 

previous chapter, Annie’s ideal impression in at-home scenarios is as a fashionable 

mommy. Annie’s representation of herself at home runs in contrast to the mother 

discourse that is in present-day society. Mothers are capable of all kinds of housework, 

but at the same time can they be pretty? A question arises: “Is it even possible to be 

pretty when you sweep off the spider webs on your ceiling?” Annie as an influencer 
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also has a babysitter and foreign helper at the same time. This significant factor portrays 

her wealth. Annie shared with me her current mothering life: 

“I have a nanny to look after my son. I also hired a foreign cleaner in my house. 

When I go out, I’ll ask my assistant to accompany me. She takes care of my 

pictures. Moreover, if I go out with my baby, I’ll ask the nanny to look after my 

son.” 

Through elaborating on her current life, it is evident that she continuously lives in 

a financially-sufficient situation. She does not have to take care of most of the chores 

at home. Moreover, she does not look after her kid most of the time. The pictures reveal 

that she could be fashionable at home, hinting that she had an assistant take them of her. 

Compared to most of the homemaker mothers, she is capable of affording the great 

expense of hiring a nanny, a foreign cleaner, and an assistant. 

There is also a contrasting image of most Taiwanese mothers. In reality, mothers 

occupy themselves with so-called mother duties and regard doing chores and raising 

children as their obligation. In contrast, Annie’s new maternal images turns out to be a 

product restrained the mothers in this system.  

Moreover, the participants’ photographs are mostly taken outside to displaying a 

wonderful lifestyle. Their mothering life presented on Instagram is significantly 

different from the mothers we see in the offline world. According to the participants, 

the photos taken in beautiful coffee shops, fancy restaurants, and foreign countries are 

closely related to self-love. The “curated lifestyle image” had indeed become 

commodified products for marketing and capitalism, which restrain followers (Cao, 

2020, p.140).  
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6.4 Summary 

Mothers who experience pregnancy go through altered identities that spark their 

“mother instinct.” The “surveillance” significantly pushes mothers to present 

themselves with ideal maternal images. Their content presented online indeed complies 

with aspiring motherhood, which can meet their mother identity and new maternal 

images. In other words, reflecting upon the images the mother influencers construct 

through their Instagram profiles, it becomes crystal clear that they have not gotten rid 

of the traditional beliefs and good mother ideology. They are aware of the surveillance 

inflicted upon themselves. Social expectations leverage their self-presentations and 

modulate them into positive, professional, and attractive ones for fear of condemnation 

and stigmatization.  

When it comes to the images of an ideal mother, the mother influencers exert more 

influence on transmitting new impressions by their new maternal images. In order to 

transform the long-existing traditional mother beliefs, they promote the idea of self-

love and self-care. As the pictures are different from what most mothers do in the real 

world, the content with contrasting mother images has become material for selling their 

ideal maternal images to the public. When they present themselves, the undergoing 

commodification signals their sublimity of being a mother and a role model for other 

mothers. Mothers are coined as a subject “responding to the individualistic pressures of 

contemporary society”, in which they develop themselves as “infantilized” and “sexual 

desired” subjects. (Littler, 2013, p.238). 

To gain a more profound understanding of the participants’ images, I would like 

to elaborate more on the contradictions made through the recreation of new impressions. 
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Chapter 7 

Conclusion 

This research has adopted a qualitative approach to understand maternal 

impressions’ motivations and to deconstruct the underlying meanings behind mothers’ 

self-presentation. Concerning the topic’s strict surveillance, I recruited seven mother 

influencers to solicit answers to the research questions. The research started with 

reviewing self-presentations on Instagram and continued with a socio-cultural 

discourse of mothers in patriarchal systems. Next, I briefly introduced the participants 

and their Instagram profiles. Lastly, critical insights are extracted to explain the impacts 

of these Taiwanese mother influencers. The analysis started with the information 

obtained from both online observations and in-depth interviews among the seven 

Taiwanese mother influencers on Instagram.  

This study’s findings highlight the interviewees’ motivation towards presenting 

themselves on Instagram. It also involves other mothers’ online and social expectations. 

In order to provide detailed findings of this research, I explicate the answers to the 

proposed research questions as follows. 

 

RQ1:  What spurs mother influencers to present themselves on Instagram? 

After obtaining both visual and verbal data from the participants, I find several 

factors encompassing their motivation to present themselves online. The mother 

influencers share some resemblances behind their content, albeit with varied 

manifestations on their profiles. To detach themselves from any restrictions and to 

empower themselves, the mother influencers have sought solutions via social media 

and the virtual peer community. The information exchanges have facilitated the mother 

influencers’ willingness to share themselves with the reading public. Moreover, with 
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the aid of mobile technology, their desired impressions have become easier to attain. 

The factors that have spurred the mother influencers to present themselves tangle 

together with patriarchal beliefs’ underlying meanings. As patriarchal beliefs continue 

to exist, the mothers are unable to spare themselves from being influenced.  

First, the traditional household pattern has leveraged mothers’ isolation, meaning 

they are unable to fully attach themselves to their family, friends, or even their previous 

lifestyles. Physical remoteness or mental gaps exert a significant influence upon their 

mothering life. As a marry-in daughter, these mothers thrive on being a favorable 

individual to their mother-in-law, but having to bear long embedded traditional values, 

the mothers-in-law also subliminally influence their daughters-in-law. In Rose’s salient 

case, she has suffered from a collision between modern maternal beliefs and traditional 

patriarchal myths as a marry-in-daughter. Consequently, the confrontation has 

worsened her isolation as a mother and led to the manifestation of herself online. Such 

experiences motivate the mother influencers to establish connections with other 

mothers in the Instagram community. Peer support helps maintain the mothers’ mental 

health, which improves their predicament of “being alone” under the structure.  

Second, these mother influencers are motivated to present themselves due to 

economic benefits, as the purposeful motivation for attracting sponsors allows them to 

earn more money. Moreover, they are able to construct their images according to the 

products they desire to have, as Cathy explained. Economically benefiting from the 

influencer career helps the homemaker mothers and provides the single mother with a 

better living. Rose, a single mother, has significantly maintained her financial situation 

with the earnings as a mother influencer. In contrast, even though her family is already 

comparatively wealthy, Annie has utilized her fame to promote her jewelry brand, 

which has led to her entrepreneurial career success.  
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Third, the mother influencers wish to help other mothers through their own 

professions. They are inclined to share their profiles that contain professional 

information. For example, Cathy likes to present herself and her baby with nurturing 

tips, while Katie likes to share products she uses herself. The aspiration to be ideal 

mothers for their followers results in their constant sharing of motherly life. 

Fourth, the mother influencers’ self-presentation on Instagram helps them to 

retrieve their already established identities. Closely related to the traditional mother 

belief in this system, children and family are at the center of a mother’s life. These 

influencers feel that mothers in this society are destined to forget their previous 

lifestyles and sacrifice themselves in order to keep a family “organized” as a caregiver 

or even a homemaker. In a sense, they thrive on reforming the mother impressions 

through their content.   

 

RQ2:  How do mother influencers recreate their mother impressions through 

self-presentation on Instagram? 

The mothers’ pressure of being confined by traditional mother discourse has 

driven their ambition to transform the mother impressions through new maternal 

images. Visualizing a mothering life can be done by embracing relaxing moments, 

delicious food, high-end clothing and accessories, and an attractive appearance. 

Transmitting self-love and self-care caters to the above contents. This kind of portrayal 

often creates a care-free feeling and pleasing ambiance. However, the Instagram 

contents offer specific socio-cultural meanings.  

Under strict surveillance, the mother influencers have not changed their traditional 

beliefs nor eliminated specific motherhood restraints. They reveal themselves as being 

professional, bright, patient, and kind, especially in their pictures with their children. 
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The contents reveal their motherhood, which affirms that the mother influencers are not 

free from patriarchal social expectations.  

The new maternal images prevailing in their content contrarily do not show that 

traditional motherhood and good mother ideologies have a significant influence on 

them. The images instead aim to transform the long-existing mother beliefs and recreate 

mother impressions. However, the recreation of mother impressions through their new 

maternal images in fact becomes more binding on the mothers. Leisure time, outdoor 

activities, and attractive appearance thrive in the participants’ Instagram profiles since 

their followers seek ideal maternal images from the participants. Their contents create 

an illusion that the perfect mothering life is easy to attain. Moreover, their self-

presentation implies a fear of failing to meet social expectations. Being afraid of 

stigmatizations and condemnations labeling them as “a failure to be a mother” also 

contributes to their deliberate impressions. The mother-blaming has greatly compelled 

the mother influencers to create an ideal, positive self-presentation.  

  

7.1  The Consequences and Implications of the Phenomenon of Instagram Mother 

Influencers 

By soliciting the underlying meanings behind the influencers’ self-presentation, I 

have probed into these mothers’ motivations for presenting themselves online and 

constructing their maternal beliefs. The traditional mother discourse or the long-

existing good mother ideology is still perpetuated in the system, for which the mothers 

find it hard to eradicate. I have found that several types of consequential and implicated 

information are neglected by the mothers presenting themselves online. They are not 

aware that they are the products of the patriarchal beliefs. 

 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 97 

7.1.1 Creating a spontaneous mother fantasy  

When I asked the mothers if they manifest themselves purposely on Instagram, 

several replied with a negative answer, but they specifically mentioned several images 

related to the maternal instincts they aim to present. A contradiction thus emerges. 

Mothers have inevitably framed themselves under the patriarchal system - that is, new 

impressions do not emancipate the mothers from traditional values. The mother 

influencers’ impressions have become more ideologies in this system. The participants 

reveal their wonderful life, which is full of beautiful clothing, high-end accessories, 

fancy restaurant experiences, and travel photography, as ways to love themselves. 

Furthermore, the participants’ profiles are full of attractive maternal images, such as 

being slim and beautiful, looking young and positive, and pursuing wonderful lifestyles. 

They have given themselves into consumerism in the name of transforming the 

traditional mother beliefs, demonstrating the influence of patriarchy. 

 It is intriguing to ponder over whether the mothers can attain a life like that in 

reality. Moreover, the participants’ contributions to the dominating beauty criterion and 

professional mothering images constitute the illusion that they believe it is easy to 

achieve in their mothering lives. Additionally, to attain the ideal maternal role in this 

system, mothers might have to go down the proverbial rabbit hole. The intensive 

representation of new maternal images on social media is the source for speculating 

about consumerism’s best impression. The followers of these mother aim to seek 

inspiration from these mother influencers, yet, conversely, they could fall into the 

predicament of trying to achieve this “fantasy.”  

7.1.2 Othering the mothers who have failed to meet social expectations 

The maternal images created by the participants have confined the mothers into 

hierarchical groups. Whoever is unable to match their impressions is subordinated in 
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the process of social stratification. Concerning the consequence that the participants 

have created, othering is a term with which I would like to conclude. As Brons (2015) 

argued: 

“Othering is the simultaneous construction of the self or in-group and the other or 

out-group in mutual and unequal opposition through the identification of some 

desirable characteristic that the self/in-group has and the other/out-group lacks 

and/or some undesirable characteristic that the other/out-group has and the self/in-

group lacks. Othering thus sets up a superior self/in-group in contrast to an inferior 

other/out-group, but this superiority/inferiority is nearly always left implicit.” 

(p.70) 

The participants’ fabulous lifestyles and attractive appearance on their profiles 

turn out to be the new maternal images that Taiwanese mothers should consume. The 

participants recreate the mother impressions through social expectations on maternal 

images, in which the othering takes place among the mothers who cannot meet the new 

impressions. Furthermore, the participants with luxuries are mostly in the higher 

financial echelons. The lower echelon mothers may find it hard to achieve a luxurious 

lifestyle when the mother influencers become their maternal role model. Their pictures 

of including luxuries are insinuating images that intensify the stratifications among 

mothers in this system.  

Unable to be set free from the patriarchal beliefs, the traditional mother beliefs are 

still deep-seated in the participants’ minds. The mother influencers have constructed 

their maternal images deliberately and carefully to avoid othering from their mother 

followers. The professional motherhood demonstrated on the participants’ Instagram 

platforms reveals that the othering is exerted on both the mother influencers and their 
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followers. Without acknowledging the undergoing process, the mother influencers fall 

prey to patriarchal beliefs. The fear of a negative evaluation from other mothers is 

significantly displayed on the participants’ Instagram profiles. Their manifestations 

become an activity under intense surveillance, continuously strengthening the mother 

myths and generating more maternal concerns due to the aspiration for ideal 

motherhood in a contemporary structure. 

7.1.3 Circulating pressure 

Circulating pressure appears like a vicious circle as in Figure 22. The circle starts 

with the mother influencers’ images exhibited on their Instagram profiles, contributing 

to new mother impressions. The pressure of pursuing new impressions among the 

mother followers has reinforced the new mother impressions in this system. Eventually, 

the new impressions have resulted in the mother influencers’ pressure to transmit more 

new impressions or to maintain their impressions. In a sense, the mothers today suffer 

more pressure when new impressions are created visually on Instagram. 

 

 

Figure 22. The circulating pressure on the mothers in Taiwan 
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As we can see visually on Instagram, the mother influencers with high follower 

counts share consistent themes and features - that is, the maternal images the mother 

influencers manifest are intensely intertwined with their followers. The mother 

followers’ aspiration to meet the new maternal images leads to the mother influencers’ 

motivation to transmit new impressions. With the help of pictures, the mother 

influencers could deliberately convey their new impressions on Instagram. Furthermore, 

Instagram’s algorithm recommends a similar type of mother influencers when a mother 

follower follows a mother influencer, dominating this new type of mother impressions 

in this system. The mother influencers’ new impressions will haunt the mothers in this 

system, especially the mother influencers themselves. 

7.1.4 Double-binding the mothers 

In addition to the journey of attaining the fantasy, the mothers are immersing 

themselves in a double-bind world. Specifically, when women confront their 

motherhood for the very first time, they experience a brand-new identity in life. As 

cited in Johnston and Swanson (2003), a double-bind emerges when expectations and 

condemnations are tied together (p.244). Continued into motherhood, it is 

consequential that “motherhood roles and ideologies [a]re contested” (as cited in 

Johnston & Swanson, 2003, p.244). Therefore, a double-bind arises from the mother 

influencers’ profiles. 

The double-bind that emerges on the mother influencers is closely associated with 

ideologies in this system, in which traditional beliefs and new mother impressions 

operate simultaneously. To be more specific, the mother influencers have generated a 

new image of mothering life, in which they are living their mothering life leisurely and 

carefreely. On the other side, the mother influencers have endeavored to carefully 
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project their professional motherhood. The two different manifestations on Instagram 

are cementing the double-bind and bewildering their mothering lives today.  

Campbell and Hart (2019) found condemnation over mothers’ attributes to the 

mother ideology. In their study, the researched mother went out with her friends for the 

first time after 10 months of isolating herself from family and friends; however, a 

stigmatization was inflicted upon her for not staying home with her child (Campbell & 

Hart, 2019, p.1687). According to the participants’ images of living a care-free and 

relaxing life, these actions are not socially expected. The pressure of being double-bind 

reveals that traditional beliefs and new impressions are incessantly colliding - namely, 

being an ideal mother is more demanding than before. 

Contemporary society expects mothers to be omnipotent today. The question 

arises:  Is it ever possible for mothers to meet every social expectation? The 

participants seem to create new impressions through visual images on Instagram. They 

have ignored the fact that the constructed impressions are still products under the 

patriarchy. To conclude, I recall Douglas’ statement:  “I think motherhood is the 

unfinished business of the women’s movement” (as cited in Morales, 2004).  

There is more pressure being inflicted upon mothers nowadays. The mothers 

confine themselves with new impressions while aiming to be free from the traditional 

mother discourse. The socio-cultural influence on motherhood is striking even in this 

modern era.  

 

7.2 Contribution  

There are few studies in Taiwan investigating mothers’ manifestation on 

Instagram. This study is able to unveil the current situation of Taiwanese mothers 

through their presence on social media. Furthermore, an analysis of their self-
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presentation grants insights into the construction of motherhood. Critical perspectives 

are provided in discussing mothers’ motivation behind social media engagements. This 

research is dedicated to mining and deconstructing mothers’ representation of 

themselves under the patriarchal structure. It allows for further study on exploring 

Taiwanese mothers’ identity in online environments. 

  

7.3 Suggestions for Future Research 

It is a relatively new trend in Taiwan that mothers are engaging in Instagram. As 

the engagements for seeking parenting information on social media increase, it is also 

crucial to look into other purposes for adopting Instagram as the platform channel. The 

current researcher has found that many mothers have established accounts for their own 

children, even babies. Future research can investigate why mothers create accounts for 

their kids and further probe into unveiling the mothers’ well-being. The other side of 

the coin is that investigations can target the followers’ perspectives more profoundly, 

under which the mother influencers’ images are incessantly bombarding them.  

 

7.4 Limitation 

I acknowledge several limitations in this study. The first limitation is that all 

interviews were conducted online either by Skype or LINE due to the COVID-19 

pandemic. It is a pity that I could not interview the participants face to face and 

experience the sentiments or their stories more deeply. Second, I contacted the 

participants and interviewed them in Mandarin Chinese, which produces slightly 

different tones and emotions than Taiwanese, which is the other spoken language in the 

country. The third limitation is that the sampling size may not be able to overall fully 
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cover mother influencers. However, I have attempted to present the accurate meanings 

from these interviewees’ narratives and built their knowledge accordingly. 

  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 104 

Reference 

伊慶春、簡文吟（2001）。已婚婦女的持續就業：家庭制度與勞動市場的妥

協。台灣社會學，（1），149-182。DOI: 
http://dx.doi.org/10.6676%2fTS.2001.1.149 [Yi, C. C. & Chien, W. Y. (2001). 
The Continual Employment Patterns of Married Women in Taiwan: A 
Compromise between Family and Work. Taiwan Sociology, (1), 149-182.]  

行政院（無日期）。兒童保護。取自行政院兒童網。網址

https://kids.ey.gov.tw/Page/65EDA08CD3A84758 [Accessed 11 May 2020] 

何梅俐（2018）。追求美貌與變成母親：台灣女性的一個兩難以高文憑的都會

女性為例。臺灣人類學刊，16（1），51-112。取自 
http://readopac1.ncl.edu.tw/nclJournal/GetPDF?tid=A18028761&jid=69200580
&eid=6ec7ce021878a0fb8a8ee7c1914848cd [Keyser-Verreault, A. (2018). Quest 
for Beauty and Becoming a Mother: A Painful Paradox for Highly Educated, 
Urban Taiwanese Women. Taiwan Journal of Anthropology, 16(1), 51-112] 

李芳瑾（2007）。誰的媽媽不「模範」？台灣 「理想母親」形象的論述建構。

（碩士論文）取自 http://140.128.103.12/handle/310901/2890 [Lee, Fang-Chin. 
(2007). Whose Mother IS Not “Model”? The Discourse Construction of “Ideal 
Mother” in Taiwan. Master’s thesis, Tunghai University.] 

洪惠芬（2015）。新世代臺灣母親的處境與挑戰：就業母親在照顧與工作之間

的文化矛盾。臺灣社會福利學刊，13（1），87-149。

DOI:http://dx.doi.org/10.6265%2fTJSW.2015.13(1)3 [Hung, H. F. (2015). The 
Situation and the Challenges of New-Generation Mothers in Taiwan: The 
Cultural Contradiction of Employed Mothers as Caregiver and Worker. Taiwan 
Journal of Social Welfare, 13(1), 87-149.] 

許碧純、邱皓政（2015）。照顧子女的代價：母職對臺灣女性薪資影響的貫時

性分析。臺灣社會學刊，（56），53-113。 
DOI:http://dx.doi.org/10.6786%2fTJS.201506_(56).0002 [Hsu, P. C. & Chiou, 
H. J., Cost of Childcare: A Panel Study on the Effect of Motherhood on Wages 
of Taiwanese Women. Taiwanese Journal of Sociology, (56), 53-113.] 

勞動部統計處。近年我國女性勞動參與狀況（2018 版）【資料檔】。 
取自 https://www.mol.gov.tw/media/5759086/近年女性勞動參與狀況.pdf  

潘淑滿（2005）。台灣母職圖像，女學學誌：婦女與性別研究，（20），41-
91。DOI: http://dx.doi.org/10.6255%2fJWGS.2005.20.41[Pan, S. M. (2005). 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 105 

Images of Taiwanese Mothering. Journal of Women’s and Gender Studies, (20), 
41-91.]  

Abidin, C. (2016). “Aren’t these just young, rich women doing vain things online?”: 
Influencer selfies as subversive frivolity. Social Media+ Society, 2(2), 
2056305116641342. 

Abidin, C. (2016). Visibility labour: Engaging with Influencers’ fashion brands and# 
OOTD advertorial campaigns on Instagram. Media International 
Australia, 161(1), 86-100. 

Allison, G. M. (2008). A cross-cultural study of motivation for consuming 
luxuries (Doctoral dissertation, Lincoln University). 

Alshawaf, E., & Wen, L. (2015, July). Understanding digital reputation on Instagram: 
A case study of social media mavens. In Proceedings of the 2nd European 
conference on social media ECSM (pp. 19-27). 

Audrezet, A., De Kerviler, G., & Moulard, J. G. (2018). Authenticity under threat: 
When social media influencers need to go beyond self-presentation. Journal of 
Business Research. 

Bailey 2nd, J. A. (2003). Self-image, self-concept, and self-identity revisited. Journal 
of the National Medical Association, 95(5), 383. 

Bartholomeusz, T. (1999). Mothers of Buddhas, mothers of nations: Kumaranatunga 
and her meteoric rise to power in Sri Lanka. Feminist Studies, 25(1), 211-225. 

Baruah, A. A. (2017). TRAVEL IMAGERY IN THE AGE OF INSTAGRAM: AN 
ETHNOGRAPHY OF TRAVEL INFLUENCERS AND THE “ONLINE TOURIST 
GAZE” (Doctoral dissertation, Department of Anthropology and Sociology 
SOAS, University of London). 

Baum, L. S. (2004). Internet parent support groups for primary caregivers of a child 
with special health care needs. Pediatric nursing, 30(5), 381. 

Baumeister, R. F., & Hutton, D. G. (1987). Self-Presentation Theory: Self-
Construction and Audience Pleasing. In B. Mullen & G. R. Goethals (Eds.), 
Theories of Group Behavior (pp. 71-87). New York, NY: Springer New York.  

Benoot, C., Hannes, K., & Bilsen, J. (2016). The use of purposeful sampling in a 
qualitative evidence synthesis: A worked example on sexual adjustment to a 
cancer trajectory. BMC medical research methodology, 16(1), 1-12. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 106 

Bordo, S. (2003). Never just pictures. The feminism and visual culture reader, 454-
465. 

Boyd, D. M., & Ellison, N. B. (2007). Social network sites: Definition, history, and 
scholarship. Journal of computer-mediated Communication, 13(1), 210-230. 

Bozeman, D. P., & Kacmar, K. M. (1997). A cybernetic model of impression 
management processes in organizations. Organizational behavior and human 
decision processes, 69(1), 9-30. 

Brons, L. (2015). Othering, an analysis. Transcience. A Journal of Global 
Studies, 6(1), 69-90. 

Brown, Z., & Tiggemann, M. (2016). Attractive celebrity and peer images on 
Instagram: Effect on women’s mood and body image. Body image, 19, 37-43. 

Brunton, G., Wiggins, M., & Oakley, A. (2011). Becoming a mother: a research 
synthesis of women’s views on the experience of first time motherhood. London: 
EPPI-Centre, Social Science Research Unit, Institute of Education, University of 
London. 

Bryman, A. (2016). Social research methods. Oxford university press. 

Burck, C. (2005). Comparing qualitative research methodologies for systemic 
research: The use of grounded theory, discourse analysis and narrative 
analysis. Journal of family therapy, 27(3), 237-262. 

Büyükkuşoğlu, S. (2017). Influencers on Instagram Turkey: performing the ‘iconic 
mother’ and the ‘iconic woman’ (Doctoral dissertation). 

Campbell, K. A., & Hart, C. (2019). Presenting the Good Mother: Experiences of 
Canadian Adolescent Mothers Living in Rural Communities. The Qualitative 
Report, 24(7), 1681-1702. 

Cañigueral, R., & Hamilton, A. F. D. C. (2019). The role of eye gaze during natural 
social interactions in typical and autistic people. Frontiers in Psychology, 10, 
560. 

 Cano, M. (2019). Instagram & Beauty Micro-Influencers: Strategies of Self-
Presentation Used For Personal Brand Development.  

Cao, K. (2020). The Constructed Lifestyle Image: An Examination of Mass Media, 
Online Social Influencers, and the Commodification of the Self. Crossings, (4), 
137-150. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 107 

Casaló, L. V., Flavián, C., & Ibáñez-Sánchez, S. (2018). Influencers on Instagram: 
Antecedents and consequences of opinion leadership. Journal of Business 
Research. 

Chae, J. (2017). Virtual makeover: Selfie-taking and social media use increase selfie-
editing frequency through social comparison. Computers in Human 
Behavior, 66, 370-376. 

Chaffey, D. (2019, September 18). Global social media research summary 2019. 
Retrieved from https://www.smartinsights.com/social-media-marketing/social-
media-strategy/new-global-social-media-research/.  

Chahal, M. (2016). Four trends that will shape media in 2016. Marketing Week. 
Available from: http://www. marketingweek. com/2016/01/08/four-trendsthat-
will-shape-media-in-2016 [Accessed 1 May 2018].  

Chan, J. (2000). The status of women in a patriarchal state: The case of 
Singapore. Women in Asia: Tradition, modernity and globalisation, 39-58. 

Chang, H. C. (2001). Harmony as performance: The turbulence under Chinese 
interpersonal communication. Discourse studies, 3(2), 155-179. 

Chaplin, S. (2001). Interiority and the ‘modern woman’ in Japan. Images of the 
“modern woman” in Asia: Global media, local meanings, 55-77. 

Cheung, T. T. (2014). A study on motives, usage, self-presentation and number of 
followers on instagram. 

Chodorow, N. (1978). Mothering, object-relations, and the female oedipal 
configuration. Feminist Studies, 4(1), 137-158. 

Christodoulides, G. (2009). Branding in the post-internet era. Marketing theory, 9(1), 
141-144. 

Chua, T. H. H., & Chang, L. (2016). Follow me and like my beautiful selfies: 
Singapore teenage girls’ engagement in self-presentation and peer comparison on 
social media. Computers in Human Behavior, 55, 190-197. 

Cohen, R., Newton-John, T., & Slater, A. (2017). The relationship between Facebook 
and Instagram appearance-focused activities and body image concerns in young 
women. Body Image, 23, 183-187. 

Collett, J. L. (2005). What kind of mother am I? Impression management and the 
social construction of motherhood. Symbolic Interaction, 28(3), 327-347. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 108 

Constable, R., Cowell, M., Crawford, S. Z., Golden, D., Hartvigsen, J., Morgan, K., ... 
& Turner, R. (2005). Ethnography, observational research, and narrative 
inquiry. Writing@ CSU. Colorado State University Department of English. 
Retrieved February, 10, 2006. 

Constantinides, E., & Fountain, S. J. (2008). Web 2.0: Conceptual foundations and 
marketing issues. Journal of direct, data and digital marketing practice, 9(3), 
231-244. 

Creswell, J. W. (2014). Research design: qualitative, quantitative, and mixed methods 
approaches. 4th ed. Thousand Oaks, California: SAGE Publications. 

Currie, J. (2004). Motherhood, stress and the exercise experience: Freedom or 
constraint?. Leisure studies, 23(3), 225-242. 

Daugherty, T., Eastin, M. S., & Bright, L. (2008). Exploring consumer motivations 
for creating user-generated content. Journal of interactive advertising, 8(2), 16-
25. 

De Veirman, M., Cauberghe, V., & Hudders, L. (2017). Marketing through Instagram 
influencers: the impact of number of followers and product divergence on brand 
attitude. International Journal of Advertising, 36(5), 798-828. 

Denzin, N. K., & Lincoln, Y. S. (2018). The SAGE Handbook of qualitative research 
fifth ed. 

Djafarova, E., & Rushworth, C. (2017). Exploring the credibility of online celebrities’ 
Instagram profiles in influencing the purchase decisions of young female 
users. Computers in Human Behavior, 68, 1-7.  

Djafarova, E., & Trofimenko, O. (2017). Exploring the relationships between self-
presentation and self-esteem of mothers in social media in Russia. Computers in 
Human Behavior, 73, 20-27. 

Draucker, C. B., Martsolf, D. S., Ross, R., & Rusk, T. B. (2007). Theoretical 
sampling and category development in grounded theory. Qualitative health 
research, 17(8), 1137-1148. 

Drillsma, R. (2019). Taiwan ranks first in Asia for gender equality Retrieved from 
https://www.taiwannews.com.tw/en/news/3640695.  

Dubois, D., & Ordabayeva, N. (2015). Social hierarchy, social status, and status 
consumption. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 109 

Duggan, M., Lenhart, A., Lampe, C., & Ellison, N. B. (2015). Parents and social 
media. Pew Research Center, 1-37. 

Eagle, R. B. (2019). “Have you tried ginger?”: severe pregnancy sickness and 
intensive mothering on Instagram. Feminist Media Studies, 1-3. 

Earthy S and Cronin A (2008) Narrative analysis. In: Gilbert N (ed.) Researching 
Social Life (3rd edn). London: Sage Publications, pp.420–439. 

Edwards, L. P., & Roces, M. (2009). Women in Asia: Critical concepts in Asian 
studies. Milton Park, Abingdon, Oxon: Routledge. 

Ellison, N., Heino, R., & Gibbs, J. (2006). Managing impressions online: Self-
presentation processes in the online dating environment. Journal of Computer-
Mediated Communication, 11(2), 415-441. 

EMarketer. (2015, September 24). The Pressure Is On for Mothers on Social Media. 
Retrieved from https://www.emarketer.com/Article/Pressure-On-Mothers-on-
Social-Media/1013023.  

Erz, A., Marder, B., & Osadchaya, E. (2018). Hashtags: Motivational drivers, their 
use, and differences between influencers and followers. Computers in Human 
Behavior, 89, 48-60. 

Fang, Q., Sang, J., Xu, C., & Rui, Y. (2014). Topic-sensitive influencer mining in 
interest-based social media networks via hypergraph learning. IEEE 
Transactions on Multimedia, 16(3), 796-812. 

Fardouly, J., Willburger, B. K., & Vartanian, L. R. (2018). Instagram use and young 
women’s body image concerns and self-objectification: Testing mediational 
pathways. New Media & Society, 20(4), 1380-1395. 

Fatanti, M. N., & Suyadnya, I. W. (2015). Beyond user gaze: How Instagram creates 
tourism destination brand?. Procedia-Social and Behavioral Sciences, 211, 
1089-1095. 

Finlayson, L. (2016). An introduction to feminism. Cambridge University Press. 

Freberg, K., Graham, K., McGaughey, K., & Freberg, L. A. (2011). Who are the 
social media influencers? A study of public perceptions of personality. Public 
Relations Review, 37(1), 90-92. 

Gainor, K. (2017). Self-presentation of male and female athletes on Instagram: A 
continuation of gender roles found in advertisements? Honors Projects in 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 110 

Communication. Retrieved from 
http://digitalcommons.bryant.edu/honors_communication/20  

Gallin, R. S. (1994). The intersection of class and age: Mother-in-law/daughter-in-law 
relations in rural Taiwan. Journal of Cross-Cultural Gerontology, 9(2), 127-140. 

Geurin-Eagleman, A. N., & Burch, L. M. (2016). Communicating via photographs: A 
gendered analysis of Olympic athletes’ visual self-presentation on 
Instagram. Sport management review, 19(2), 133-145. 

Gimenez, M. E. (2018). Feminism, pronatalism, and motherhood. In Marx, Women, 
and Capitalist Social Reproduction (pp. 159-187). BRILL. 

Goffman E (1959) The Presentation of Self in Everyday Life. New York: Anchor.  

Goffman, E. (1978). The presentation of self in everyday life (p. 56). London: 
Harmondsworth. 

Gonzales, A. L., & Hancock, J. T. (2011). Mirror, mirror on my Facebook wall: 
Effects of exposure to Facebook on self-esteem. Cyberpsychology, behavior, and 
social networking, 14(1-2), 79-83. 

Grabowicz, P. A., Ramasco, J. J., Moro, E., Pujol, J. M., & Eguiluz, V. M. (2012). 
Social features of online networks: The strength of intermediary ties in online 
social media. PloS one, 7(1), e29358. 

Grant, A., Mannay, D., & Marzella, R. (2018). ‘People try and police your 
behaviour’: the impact of surveillance on mothers and grandmothers’ perceptions 
and experiences of infant feeding. Families, Relationships and Societies, 7(3), 
431-447. 

Gray, A. (2003). Research practice for cultural studies: Ethnographic methods and 
lived cultures. Sage. 

Greenwood, B. N., & Gopal, A. (2015). Research note—Tigerblood: Newspapers, 
blogs, and the founding of information technology firms. Information Systems 
Research, 26(4), 812-828. 

Gretzel, U. (2017). Influencer marketing in travel and tourism. In Advances in Social 
Media for Travel, Tourism and Hospitality (pp. 147-156). Routledge. 

Gueta, K., Peled, E., & Sander-Almoznino, N. (2016). “I used to be an ordinary 
mom”: The maternal identity of mothers of women abused by an intimate 
partner. American journal of orthopsychiatry, 86(4), 456. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 111 

Hall, S. (2001). Encoding/decoding. Media and cultural studies: Keyworks, 2. 

Hancock, J. T., & Toma, C. L. (2009). Putting your best face forward: The accuracy 
of online dating photographs. Journal of Communication, 59(2), 367-386. 

Hartley, J., Burgess, J., & Bruns, A. (Eds.). (2015). A companion to new media 
dynamics. John Wiley & Sons. 

Heino, R., & Gibbs, J. (2006). Managing impressions online: Self-presentation 
processes in the online dating environment. Journal of Computer-Mediated 
Communication, 11(2), 415-441. 

Hendrickse, J., Arpan, L. M., Clayton, R. B., & Ridgway, J. L. (2017). Instagram and 
college women’s body image: Investigating the roles of appearance-related 
comparisons and intrasexual competition. Computers in Human Behavior, 74, 
92-100. 

Herr, R. S. (2016). 2 Confucian Mothering: The Origin of Tiger Mothering?. 
In Feminist encounters with Confucius (pp. 40-68). BRILL. 

Herring, S. C., & Kapidzic, S. (2015). Teens, gender, and self-presentation in social 
media. International encyclopedia of social and behavioral sciences, 2, 1-16. 

Hertz, R. (2017). Mothering, Ideologies of. 10.13140/RG.2.2.32711.29605. 

Holland, G., & Tiggemann, M. (2017). “Strong beats skinny every time”: Disordered 
eating and compulsive exercise in women who post fitspiration on 
Instagram. International Journal of Eating Disorders, 50(1), 76-79. 

Holmes, C. (2006). Born to do it? The social construction of motherhood (Doctoral 
dissertation, Department of Women’s Studies-Simon Fraser University). 

Honig, E., & Hershatter, G. (1988). Violence against women. Personal Voice, 273-
307. 

Huang, Y. T., & Su, S. F. (2018). Motives for Instagram Use and Topics of Interest 
among young adults. Future Internet, 10(8), 77.  

Hurley, Z. (2019). Imagined Affordances of Instagram and the Fantastical 
Authenticity of Female Gulf-Arab Social Media Influencers. Social Media+ 
Society, 5(1), 2056305118819241. 

Imamura, A. E. (Ed.). (1996). Re-imaging Japanese women. Univ of California Press. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 112 

International Telecommunication Union. (2018, December 7). ITU releases 2018 
global and regional ICT estimates. Retrieved from 
https://www.itu.int/en/mediacentre/Pages/2018-PR40.aspx. 

Isaksen, K. J., & Roper, S. (2012). The Commodification of Self-Esteem: Branding 
and B ritish Teenagers. Psychology & Marketing, 29(3), 117-135. 

Jackson, C. A., & Luchner, A. F. (2018). Self-presentation mediates the relationship 
between self-criticism and emotional response to Instagram 
feedback. Personality and Individual Differences, 133, 1-6. 

Johansson, P. (2001). Selling the “modern woman”: Consumer culture and Chinese 
gender politics. Images of the “modern woman” in Asia: Global media, local 
meanings, 94-121. 

Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and 
opportunities of Social Media. Business horizons, 53(1), 59-68. 

Kapoor, K. K., Tamilmani, K., Rana, N. P., Patil, P., Dwivedi, Y. K., & Nerur, S. 
(2018). Advances in social media research: past, present and future. Information 
Systems Frontiers, 20(3), 531-558. 

Khamis, S., Ang, L., & Welling, R. (2017). Self-branding, ‘micro-celebrity’ and the 
rise of Social Media Influencers. Celebrity Studies, 8(2), 191-208. 

Khanom, A. (2010). Postmodern visions: consumer culture’s (re) making of the gaze. 

Kietzmann, J. H., Hermkens, K., McCarthy, I. P., & Silvestre, B. S. (2011). Social 
media? Get serious! Understanding the functional building blocks of social 
media. Business horizons, 54(3), 241-251. 

Kim, J. H. (2015). Understanding narrative inquiry: The crafting and analysis of 
stories as research. Sage publications. 

Kim, J., & Okazaki, S. (2017). Short-Term ‘Intensive Mothering’ on a Budget: 
Working Mothers of Korean Children Studying Abroad in Southeast Asia. Asian 
Women, 33(3). 

Kleemans, M., Daalmans, S., Carbaat, I., & Anschütz, D. (2018). Picture perfect: The 
direct effect of manipulated Instagram photos on body image in adolescent 
girls. Media Psychology, 21(1), 93-110. 

Küng, L. (2008). Strategic management in the media: Theory to practice. Sage. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 113 

Kutthakaphan, R., & Chokesamritpol, W. (2013). The use of celebrity endorsement 
with the help of electronic communication channel (Instagram): Case study of 
Magnum ice cream in Thailand. 

Lahuerta-Otero, E., & Cordero-Gutiérrez, R. (2016). Looking for the perfect tweet. 
The use of data mining techniques to find influencers on Twitter. Computers in 
Human Behavior, 64, 575-583. 

Laney, E. K., Hall, M. E. L., Anderson, T. L., & Willingham, M. M. (2015). 
Becoming a mother: The influence of motherhood on women’s identity 
development. Identity, 15(2), 126-145. 

Leary, M. R., & Kowalski, R. M. (1990). Impression management: A literature 
review and two-component model. Psychological bulletin, 107(1), 34. 

Lee, K. S., Tufiş, P. A., & Alwin, D. F. (2010). Separate spheres or increasing 
equality? Changing gender beliefs in postwar Japan. Journal of Marriage and 
Family, 72(1), 184-201.  

Li, R. (2018). The secret of internet celebrities: A qualitative study of online opinion 
leaders on Weibo.  

Liamputtong, P. (2006). Motherhood and “moral career”: Discourses of good 
motherhood among Southeast Asian immigrant women in Australia. Qualitative 
sociology, 29(1), 25-53. 

Lieblich, A., Tuval-Mashiach, R., & Zilber, T. (1998). Narrative research: Reading, 
analysis, and interpretation (Vol. 47). Sage. 

Lim, H. J., & Skinner, T. (2012). Culture and motherhood: findings from a qualitative 
study of East Asian mothers in Britain. Families, Relationships and 
Societies, 1(3), 327-343. 

Liss, M., Schiffrin, H. H., & Rizzo, K. M. (2013). Maternal guilt and shame: The role 
of self-discrepancy and fear of negative evaluation. Journal of Child and Family 
Studies, 22(8), 1112-1119. 

Littler, J. (2013). The rise of the “yummy mummy”: Popular conservatism and the 
neoliberal maternal in contemporary British culture. Communication, Culture & 
Critique, 6(2), 227-243. 

Locatelli, E. (2017). Images of breastfeeding on Instagram: self-representation, 
publicness, and privacy management. Social Media+ Society, 3(2), 
2056305117707190. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 114 

Ma, J. W., Yang, Y., & Wilson, J. A. (2017). A window to the ideal self: a study of 
UK Twitter and Chinese Sina Weibo selfie-takers and the implications for 
marketers. Journal of Business Research, 74, 139-142. 

Madge, C., & O’connor, H. (2006). Parenting gone wired: empowerment of new 
mothers on the internet?. Social & Cultural Geography, 7(2), 199-220. 

Mandal, K. C. (2013, May). Concept and Types of Women Empowerment. 
In International Forum of Teaching & Studies (Vol. 9, No. 2). 

Manovich, L. (2016). Designing and Living Instagram Photography: Themes, Feeds, 
Sequences, Branding, Faces, Bodies. Instagram and Contemporary Image, 
Part, 4. 

Marwick, A. E. (2013). Status update: Celebrity, publicity, and branding in the social 
media age. Yale University Press. 

Marwick, A. E. (2015). Instafame: Luxury selfies in the attention economy. Public 
culture, 27(1 (75)), 137-160. 

Marwick, A., & Boyd, D. (2011). To see and be seen: Celebrity practice on 
Twitter. Convergence, 17(2), 139-158. 

McDaniel, B. T., Coyne, S. M., & Holmes, E. K. (2012). New mothers and media use: 
Associations between blogging, social networking, and maternal well-
being. Maternal and child health journal, 16(7), 1509-1517. 

McNely, B. J. (2012, October). Shaping organizational image-power through images: 
Case histories of Instagram. In 2012 IEEE International Professional 
Communication Conference (pp. 1-8). IEEE.  

Mehdizadeh, S. (2010). Self-presentation 2.0: Narcissism and self-esteem on 
Facebook. Cyberpsychology, behavior, and social networking, 13(4), 357-364. 

Munshi, S. (2013). Images of the modern woman in Asia: Global media, local 
meanings. Routledge. 

Nielsen, R. C. (2015). New mothers and social media: the effects of social media 
consumption and production on social support and parental stress. 

Nolan, S., Hendricks, J., Williamson, M., & Ferguson, S. (2018). Using narrative 
inquiry to listen to the voices of adolescent mothers in relation to their use of 
social networking sites (SNS). Journal of advanced nursing, 74(3), 743-751. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 115 

Obar, J. A., & Wildman, S. S. (2015). Social media definition and the governance 
challenge-an introduction to the special issue. Obar, JA and Wildman, S.(2015). 
Social media definition and the governance challenge: An introduction to the 
special issue. Telecommunications policy, 39(9), 745-750.  

Owen, G. T. (2014). Qualitative methods in higher education policy analysis: Using 
interviews and document analysis. The Qualitative Report, 19(26), 1-19. 

Padoa, T., Berle, D., & Roberts, L. (2018). Comparative social media use and the 
mental health of mothers with high levels of perfectionism. Journal of Social and 
Clinical Psychology, 37(7), 514-535. 

Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, 
K. (2015). Purposeful sampling for qualitative data collection and analysis in 
mixed method implementation research. Administration and policy in mental 
health and mental health services research, 42(5), 533-544. 

Prinds, C., Nikolajsen, H., & Folmann, B. (2020). Yummy Mummy—The ideal of not 
looking like a mother. Women and Birth, 33(3), e266-e273. 

Qian, Y., & Sayer, L. C. (2016). Division of labor, gender ideology, and marital 
satisfaction in East Asia. Journal of Marriage and Family, 78(2), 383-400. 

Raymo, J. M., & Iwasawa, M. (2005). Marriage market mismatches in Japan: An 
alternative view of the relationship between women’s education and 
marriage. American Sociological Review, 70(5), 801-822. 

Rebelo, M. F. (2017). How influencers’ credibility on Instagram is perceived by 
consumers and its impact on purchase intention(Doctoral dissertation).  

Reischer, E., & Koo, K. S. (2004). The body beautiful: Symbolism and agency in the 
social world. Annu. Rev. Anthropol., 33, 297-317. 

Riessman, C. K. (2008). Narrative methods for the human sciences. Sage. 

Robinson, P. A. (2008). A postfeminist generation: young women, feminism and 
popular culture. 

Safko, L. (2010). The social media bible: tactics, tools, and strategies for business 
success. John Wiley & Sons. 

Sandel, T. L. (2004). Narrated relationships: Mothers-in-law and daughters-in-law 
justifying conflicts in Taiwan’s Chhan-chng. Research on Language and Social 
Interaction, 37(3), 365-398. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 116 

Sarita, S., & Suleeman, J. (2017). The relationship between the need to belong and 
Instagram self-presentation among adolescents. UI Proceedings on Social 
Science and Humanities, 1. 

Schlenker, B. (2003). Self-presentation/in HANDBOOK of Self and Identity/by M. 

Schlenker, B. R., & Leary, M. R. (1982). Social anxiety and self-presentation: A 
conceptualization model. Psychological bulletin, 92(3), 641. 

Sekhon, T., Bickart, B., Trudel, R., & Fournier, S. (2015). Being a likable braggart: 
How consumers use brand mentions for self-presentation on social media. 
In Consumer psychology in a social media world (pp. 51-67). Routledge. 

Senft, T. M. (2008). Camgirls: Celebrity and community in the age of social 
networks (Vol. 4). Peter Lang. 

Senft, T. M. (2013). Microcelebrity and the branded self. A companion to new media 
dynamics, 346-354. 

Smith, A. N., Fischer, E., & Yongjian, C. (2012). How does brand-related user-
generated content differ across YouTube, Facebook, and Twitter?. Journal of 
interactive marketing, 26(2), 102-113. 

Smith, L. R., & Sanderson, J. (2015). I’m going to Instagram it! An analysis of athlete 
self-presentation on Instagram. Journal of Broadcasting & Electronic 
Media, 59(2), 342-358. 

Smythe, S. (2006). The good mother: A critical discourse analysis of literacy advice 
to mothers in the 20th century (Doctoral dissertation, University of British 
Columbia). 

Song, S. Y., Cho, E., & Kim, Y. K. (2017). Personality factors and flow affecting 
opinion leadership in social media. Personality and Individual Differences, 114, 
16-23. 

Stires, L. K., & Jones, E. E. (1969). Modesty versus self-enhancement as alternative 
forms of ingratiation. Journal of Experimental Social Psychology, 5(2), 172-188.  

Stivens, M. (1998). Modernizing the Malay mother. Maternities and Modernities: 
Colonial and postcolonial experiences in Asia and the Pacific, 50-80. 

Suri, H. (2011). Purposeful sampling in qualitative research synthesis. Qualitative 
research journal, 11(2), 63. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 117 

Szymkowiak, A., & Garczarek-Bąk, U. (2019). Ambivalent attitudes towards social 
media. Annales Universitatis Mariae Curie-Skłodowska, sectio H–
Oeconomia, 53(1), 111-118. 

Taiwan Network Information Center. (2018, November 29). Taiwan Internet Report 
[PDF]. Retrieved from 
https://report.twnic.tw/2018/TWNIC_TaiwanInternetReport_2018_EN.pdf  

Teddlie, C., & Yu, F. (2007). Mixed methods sampling: A typology with 
examples. Journal of mixed methods research, 1(1), 77-100. 

Thakur, R., Angriawan, A., & Summey, J. H. (2016). Technological opinion 
leadership: The role of personal innovativeness, gadget love, and technological 
innovativeness. Journal of Business Research, 69(8), 2764-2773. 

Thomson, R., Kehily, M. J., Hadfield, L., & Sharpe, S. (2008). The making of modern 
motherhood: Memories, representations, practices. The Open University. 

Thoumrungroje, A. (2014). The influence of social media intensity and EWOM on 
conspicuous consumption. Procedia-Social and Behavioral Sciences, 148, 7-15. 

Toma, C. L. (2013). Feeling better but doing worse: Effects of Facebook self-
presentation on implicit self-esteem and cognitive task performance. Media 
Psychology, 16(2), 199-220. 

Tosun, L. P. (2012). Motives for Facebook use and expressing “true self” on the 
Internet. Computers in human behavior, 28(4), 1510-1517. 

Tyer, S. (2016). Instagram: What Makes You Post?. Pepperdine Journal of 
Communication Research, 4(1), 14. 

Vincent, C. (2010). The sociology of mothering. The Routledge international 
handbook of the sociology of education, 109-120. 

Vogler, C. (1998). Money in the household: Some underlying issues of power. The 
Sociological Review, 46(4), 687-713. 

Vohs, K. D., Baumeister, R. F., & Ciarocco, N. J. (2005). Self-regulation and self-
presentation: regulatory resource depletion impairs impression management and 
effortful self-presentation depletes regulatory resources. Journal of personality 
and social psychology, 88(4), 632. 



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 118 

Walther, J. B. (2007). Selective self-presentation in computer-mediated 
communication: Hyperpersonal dimensions of technology, language, and 
cognition. Computers in Human Behavior, 23(5), 2538-2557. 

Ward, J. (2016). Swiping, matching, chatting: Self-presentation and self-disclosure on 
mobile dating apps. Human IT: Journal for Information Technology Studies as a 
Human Science, 13(2), 81-95. 

Ward, J. (2016). What are you doing on Tinder? Impression management on a 
matchmaking mobile app. Information, Communication & Society, 20(11), 1644-
1659. doi:10.1080/1369118x.2016.1252412  

Warrener, C., Koivunen, J. M., & Postmus, J. L. (2013). Economic self-sufficiency 
among divorced women: Impact of depression, abuse, and efficacy. Journal of 
divorce & remarriage, 54(2), 163-175. 

White, A. N. (2016). Gendered Self-Presentation on Social Media: A content analysis 
of Tweets from UNLV Men’s and Women’s Athletic Teams. 

Whiting, A., & Williams, D. (2013). Why people use social media: a uses and 
gratifications approach. Qualitative Market Research: An International 
Journal, 16(4), 362-369. 

Wikström, P., & Ellonen, H. K. (2012). The impact of social media features on print 
media firms’ online business models. Journal of Media Business Studies, 9(3), 
63-80. 

Yang, J. (2017). Gendered division of domestic work and willingness to have more 
children in China. Demographic Research, 37, 1949-1974. 

Yau, J. C., & Reich, S. M. (2019). “It’s Just a Lot of Work”: Adolescents’ Self-
Presentation Norms and Practices on Facebook and Instagram. Journal of 
Research on Adolescence, 29(1), 196-209. 

Zacharias, N. T. (2011). Qualitative research methods for second language 
education: A coursebook. Cambridge Scholars Publishing. 

Zuo, J., & Bian, Y. (2001). Gendered resources, division of housework, and perceived 
fairness—A case in urban China. Journal of Marriage and Family, 63(4), 1122-
1133. 

Zytko, D., Grandhi S.A., and Jones, Q. 2014. Impression Management and Formation 
in Online Dating Systems. In Proceedings of European Conference on 
Information Systems. AIS.  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 119 

Zytko, D., Grandhi, S. A., and Jones, Q. G. 2014. Impression management through 
communication in online dating. In Proceedings of the companion publication of 
the 17th ACM conference on Computer supported cooperative work & social 
computing, ACM, New York, NY, 277-280. DOI= 
http://dx.doi.org/10.1145/2556420.2556487.  

  



‧
國

立
政 治

大

學
‧

N
a

t io
na l  Chengch i  U

niv

ers
i t

y

DOI:10.6814/NCCU202100128

 120 

Appendix 

Appendix 1  

Below is the question list for the in-depth interviews with the Interviewees. 

1. Can you tell me about what it is like to be a mother influencer on Instagram in 

Taiwan? How do you feel about it? 

2. What motivated you to be an Instagram influencer?  

And, what motivated you to post and share on Instagram? 

3. In your opinion, what is remarkable about being a mother influencer on Instagram? 

4. When you share something about yourself , what is your concern? What things will 

you consider to share or not to share when it’s about manifesting yourself on 

Instagram?  

5. Do you have any specific tactics or strategies of managing your profile, especially 

when showing yourself through pictures?  

6. What influence did you aim to leverage to others on Instagram? Is there any 

specific message or aspect you would like to reveal through your profile? 

7. What are the challenging issues when being an influencer on Instagram and a mother 

at the same time? How do you deal with this? 

8. What or who supports you to be a mother influencer on Instagram? 

  Or, what or who obstructs you to be a mother influencer on Instagram? 

9. What do you think is necessary to be a mother in Taiwan? Have you ever told to 

follow any stereotypes or frames, especially as an influencer online? 

11. When you think of being a mother influencer in Taiwan, what are your overall 

concerns and reminders about yourself? 

12. Lastly, is there anything else that you feel is important to say or want to share? 
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Appendix 2 

Interview Consent Form 
NATIONAL CHENGCHI UNIVERSITY 

The International Master’s Program in International Communication 
 

Dear Participant,  
You are being invited to participate in a research study exploring the 

management of mothers’ self-presentation on Instagram. This research is conducted 
by Sally Wang of the International Master’s Program in International Communication 
Studies (IMICS), National Chengchi University (NCCU).  

There are no perceived risks if you decide to take part in this research study, nor 
are there any costs for participating in the study. The information you provide will 
help the researcher to understand what perspectives mother influencers have and what 
issues influence them to construct their presentation on social media. Please read the 
following information and then sign the form for certifying that you approve to 
proceed with the interview. 

1. Your participation in this study is voluntary and will involve the completion of 
an interview that should last around 40 minutes.  

2. Due to the research purpose, the interview will be recorded and transcribed. Your 
answers are used for research purposes only. Everything is assured to be secure 
and confidential.  

3. The transcript of the interview will be analyzed by Sally Wang, who is the only 
investigator of the research. Those allowed to access the interview transcript will 
be limited to Sally Wang and research assistants.  

4. Your words may be quoted directly in the study, but any content or direct 
quotations from the interview will be anonymous.  
I sincerely appreciate your time and effort in this research. If you have any 

further questions or concerns about this study, please contact me. Thank you very 
much.  
Principal Investigator  
Sally Wang 
Graduate student of IMICS, NCCU, Taiwan 
Tel.: +886 937-769-485; E-mail: 106461010@nccu.edu.tw 
 
Please sign below if you are willing to participate in this project.  
Name                   Signature                Date  

_____________________    _____________________    _____________________ 


