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Abstract : Today, technology does not necessitate change; rather, social media has afforded a new arena and digital tools for
users/individuals to be symbolized and marketed in meaningful exchanges of digital identities. We argue that these symbolic
interactions may afford individuals the ability to create and present less restricted Line person-to-person (P2P) chats than
would be possible in face-to-face communications. Individuals can select flexible influence strategies to market themselves,
which enables them to create and present their digital identities and impressions in alternative ways within a dynamic
sociocultural context. Therefore, this paper aims to explore the novel phenomenon of how individuals market themselves to
manage their digital identities and impressions to connect with other users through the symbolic interactions created by new
digital tools (e.qg., stickers). A netnographic approach was developed by applying a triangulated methodology consisting of user
self-diary reports, in-depth interviews, and observations. Totally, 20 participants (10 females and 10 males) were of Taiwanese
origin, and their ages ranged from 20-47 years old. The findings of this research showed that individuals on Line P2P social
media where traditional cultural gender norms have shifted. Both male and female participants market their modern digital
identities by adopting a combination of flexible influence tactics/strategies when using digital stickers. Some findings showed
that their influence tactics/strategies often flouted Taiwanese cultural gender norms or skirted traditional rules to fit individual
or P2P needs. Finally, these findings potentially contributed to the literature regarding the consumer culture theory and
symbolic interaction theory in digital marketing and social media fields.
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