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Abstract

With the expansion of the digital economy, platform-based content creation has become a
common route through which young people participate in flexible employment. However, the
occupational identity of young we-media bloggers remains unstable because platform work
combines low entry barriers, ambiguous labour relations, algorithmic governance and uncertain
income. This qualitative study examines factors shaping occupational identity among young
we-media bloggers in Hangzhou and Shaoxing, China. Data were collected through partici-
patory observation and semi-structured interviews with 20 bloggers active on Xiaohongshu,
TikTok and Bilibili. Fifteen interviews were used for open, axial and selective coding, and five
additional interviews were used to assess theoretical saturation. The analysis identifies five key
factors: perceived occupational competence, occupational development expectations, perceived
occupational meaning, external environmental conditions and platform mechanisms. These
factors operate through the interaction of internal cognition and external conditions: competence,
future expectations and meaning provide internal support for occupational identity, whereas
family attitudes, social evaluation, industry conditions, platform feedback and monetisation
opportunities shape its stability. The findings suggest that young bloggers’ occupational identity
is not a fixed status but a negotiated process formed through content production, platform
feedback and social recognition.

Keywords: platform work; young we-media bloggers; occupational identity; influencing
factors; qualitative research; digital labour

1. Introduction

In an era of platformisation, algorithmic distribution and flexible work, content cre-
ation has become a visible route through which young people seek income, recognition

) Check for updates and occupational possibility. Platform-based flexible employment is no longer only a

supplementary channel; its quality depends on working conditions, platform type and the
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because it also reflects the Chinese platform ecology, monetisation channels and public
discourse surrounding flexible digital employment.

Compared with traditional employment, we-media blogging provides young people
with low entry barriers and more flexible working times. It can therefore partly relieve
pressure caused by youth unemployment and occupational restructuring. However, the
same flexibility and openness are accompanied by ambiguous labour relations, unclear
work boundaries and limited occupational stability. Young people who participate in we-
media work consequently differ in how strongly they recognise blogging as an occupation,
which may affect the long-term stability and development of the industry. This study uses
qualitative methods to analyse the factors that shape the occupational identity of young
we-media bloggers and the mechanisms through which these factors interact.

2. Literature Review
2.1. Real-World Difficulties of We-Media Labour

With the development of the platform economy and the digital content industry, we-
media labour based on short-video, livestreaming and social media platforms has become
an increasingly common way for people in China to participate in employment. Unlike
traditional enterprise employment, which is organised around fixed positions and explicit
employment relationships, we-media labour uses digitised knowledge and information as
key production materials. Critical digital-labour scholarship treats such digitally mediated
activity as labour embedded in communication infrastructures, commodity production and
value creation [2].

We-media platforms do not directly produce most content. Instead, they provide
creators with spaces for display, channels for dissemination and tools for monetisation. As
a result, creators often do not form clear employment relationships with platforms. More
broadly, platform work reorganises labour by mediating market access, task allocation
and evaluation through platform infrastructures [3]. It can expand temporal and spatial
flexibility, but dependence on platforms and uncertain demand also make platform workers
vulnerable to precarity [4].

Three difficulties are particularly important. First, low entry barriers and visibility-
based competition encourage creators to invest unpaid or underpaid labour in self-
branding, audience building and curated self-presentation [5]. Since almost anyone can
enter the field quickly, rapid growth in the number of content producers dilutes traffic and
income opportunities and leaves workers exposed to replacement. Second, algorithmic
distribution and traffic-oriented platform logic strengthen uncertainty in labour outcomes.
Exposure, income and development prospects depend heavily on platform rules and recom-
mendation systems, and labour input does not have a stable relationship with actual return.
Cross-platform evidence suggests that, when algorithmic control exceeds a certain level,
insecurity among gig workers rises sharply [6]. Third, much we-media labour resembles
on-demand and crowdwork arrangements in which workers perform task-based labour
outside standard employment protections [7]. It is often project-based and individualised,
and it lacks clear promotion channels and platform protection. Many workers therefore
treat we-media creation as a temporary experiment or transitional option rather than a
stable career.

These entry barriers also involve affective and emotional labour. Young creators must
continuously display enthusiasm, authenticity and responsiveness to audiences while
absorbing uncertainty about visibility and income. This labour includes not only technical
production but also the management of self-presentation, audience feeling and creator—
audience relationships [5].
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2.2. Occupational Identity and Young We-Media Bloggers

Occupational identity is an important concept in organisational behaviour and career
research. Ibarra defined it as a self-concept formed by occupational attributes, beliefs,
values, motivations and experiences [8]. Subsequent studies have emphasised that profes-
sional identity is constructed through work and identity-learning cycles, and can change as
individuals experiment with and customise professional roles [9].

Prior research has identified three broad paths through which occupational identity is
shaped. The first concerns individual-level factors. Identification research links identity
to self-definition and therefore to how individuals understand their place in occupational
or organisational roles [10]. Positive feedback and achievement experiences in work can
strengthen self-confirmation in a professional role. The second path concerns occupational
development. Expected future career prospects help to stabilise occupational identity.
Social cognitive career theory suggests that self-efficacy and outcome expectations shape
career interests, choices and persistence [11]. The third path concerns organisational and
environmental factors. Work support can strengthen professional identity through job
autonomy and organisational commitment [12]. Contextual supports and barriers at family,
social and institutional levels also shape career choice and occupational identification [13].

In recent years, scholars have extended occupational identity research to flexible
employment groups in the platform economy. Research indicates that many platform
workers operate in networked activity fields, with personalised work motivations, diverse
group composition and loose organisational connections. Gig workers” work identities
can therefore be precarious and personalised, requiring ongoing support and identity
work [14]. For young bloggers, these issues are intensified by task-based content work,
high occupational mobility and dependence on algorithmic visibility, which can make
income and career prospects difficult to stabilise [15].

Studies of social media influencers suggest that young people become bloggers not only
because of opportunities created by the digital economy but also because of needs for self-
expression and social attention. Through continuous content creation and image construction,
young bloggers engage in self-branding and micro-celebrity practices that help position them
as recognisable social media actors [16]. Research on digital freelance work further shows that
such self-positioning depends on the curation of a professional image and the accumulation of
social capital through social media. However, this self-positioning is also tied to unstable digital
work and the continual need to maintain visibility and relationships [17]. From the perspective
of platform mechanisms, young bloggers and platforms do not exist in a simple relationship
of control and resistance. Instead, they interact through technical rules and algorithmic imagi-
naries. Bloggers test platform rules, understand traffic logic and adjust their self-positioning
through account operation, while platforms’ ranking and visibility systems shape what counts
as successful creator practice [18].

2.3. Research Gaps and Present Study

Taken together, existing studies have examined the background conditions and practi-
cal difficulties of youth participation in we-media labour from the perspectives of digital
labour and platform economies. They have also discussed how individual experience,
development expectations and organisational environments affect occupational identity.
Some work has begun to address the bloggerisation of young people and the formation of
occupational identity in platform interactions. However, the literature remains fragmented.
Research on we-media labour often focuses on platform mechanisms and labour instability,
whereas occupational identity research is still largely rooted in traditional occupational
settings. These two strands have not been sufficiently connected.
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Here, “bloggerisation” refers to the process through which young people increasingly
organise self-expression, platform visibility, personal branding and income-seeking around
blogger or influencer-like practices. Existing work on self-branding, micro-celebrity and
algorithmic visibility helps explain why this process links identity formation to platform
feedback and visibility management [16,18].

In particular, systematic analysis of the factors shaping occupational identity among young
we-media bloggers remains limited. This study addresses this gap by integrating the digital
labour context with occupational identity theory. It explores how young we-media bloggers
construct occupational identity through content production, platform feedback, external recog-
nition and future-oriented interpretation. The aim is to provide an empirical and theoretical
reference for understanding occupational identity in new forms of flexible employment.

3. Materials and Methods
3.1. Research Design

This study used a qualitative research design and collected data through participatory
observation and semi-structured interviews. The fieldwork focused on Hangzhou and
Shaoxing, two cities with active digital economies. The study participants were young
we-media bloggers active on platforms such as Xiaohongshu, TikTok and Bilibili, including
e-commerce/review bloggers and content-creation bloggers.

The Chinese research context is important for interpreting the findings. Hangzhou and
Shaoxing are located in Zhejiang Province, a region with active e-commerce, livestream-
ing and digital-content industries. Xiaohongshu, TikTok/Douyin and Bilibili provide
different visibility rules, audience cultures and monetisation opportunities, so partici-
pants” occupational identity was formed within a regional platform ecology rather than
in a generic social-media environment. At the same time, the mechanisms identified
here—competence formation, future expectation, perceived meaning, external recognition
and platform feedback—also connect to international debates on influencer work and
platform-based creative labour.

In the early stage, the researchers built contact with different types of young bloggers
through local we-media training activities and platform-operation communication groups.
With the consent of participants, the researchers observed their content creation and account-
operation practices. The observation focused on content production, operational routines
and interaction feedback, which provided contextual materials for the subsequent analysis
of occupational identity.

3.2. Participants and Data Collection

In the later stage, snowball sampling was used to expand the sample and include
bloggers from different platforms and development stages. The sample selection considered
working duration, content type, educational background and the degree of connection with
platforms or institutions. Following the principle of combining typicality with difference,
the study selected 20 young we-media bloggers for semi-structured interviews. Each
interview lasted between 0.5 and 1.5 h. Fifteen interview records were randomly selected
for coding analysis and model construction, while the remaining five records were used to
test theoretical saturation.

All interviews were conducted in Chinese. Interview materials used for analysis were
translated into English for manuscript reporting, while participant identifiers (P01-P15)
were retained in the coded sample to protect anonymity and distinguish participants during
analysis. The 15/5 split was used to separate model construction from saturation checking:
fifteen interviews were used to build the initial category system, and five additional
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interviews were reserved to test whether the established categories could account for
further materials without generating new main categories.

The interviews focused on participants’ basic information, entry opportunities and
motivations, everyday content creation and account-operation experience, understanding
of occupational identity and expectations for future development. The basic characteristics
of the 15 coded interviewees are shown in Table 1.

Table 1. Basic characteristics of the young bloggers included in the coded sample.

Interview ID  Gender Age Education Blogger Type Years as Blogger Main Platform
P01 Female 26 Bachelor’s degree E-commerce/review 1 year TikTok
P02 Male 26 Bachelor’s degree Life documentary 2 years TikTok
P03 Male 27 Junior college Gaming/e-sports 2 years TikTok
P04 Female 24 Junior college E-commerce/review 1 year Bilibili
P05 Female 25 Bachelor’s degree E-commerce/review 0.5 years TikTok
P06 Female 26 Junior college Entertainment/interaction 1 year Bilibili
P07 Male 28 Bachelor’s degree E-commerce/review 3 years Xiaohongshu
P08 Male 26 Junior college Gaming/e-sports 2 years Xiaohongshu
P09 Female 25 Bachelor’s degree Talent showcase 0.5 years Xiaohongshu
P10 Female 23 Junior college Gaming/e-sports 0.5 years TikTok
P11 Male 26 Junior college E-commerce/review 1.5 years Xiaohongshu
P12 Female 29 Master’s degree Practical teaching 2 years TikTok
P13 Male 27 Bachelor’s degree Practical teaching 1.5 years TikTok
P14 Female 28 Junior college Medical-aesthetic science communication 1 year TikTok
P15 Female 28 Bachelor’s degree E-commerce/review 2 years Xiaohongshu

3.3. Coding and Analytic Procedure

The analysis followed the logic of grounded theory coding. Open coding was first applied
to the 15 model-building interview records to identify initial concepts from participants’ original
statements and to preserve the empirical diversity of the materials. Axial coding then grouped
related initial categories, clarified relationships among categories and generated the main
categories and subcategories. Selective coding was used to integrate these categories around the
core issue of occupational identity and to construct the model of influencing factors.

The remaining five interview records were coded after the initial model had been devel-
oped. They were compared against the existing categories, subcategories and relationship
structure to assess theoretical saturation. No new main category, relationship structure or
constituent factor was identified, which indicated that the model was sufficiently saturated
within the available qualitative material.

4. Results
4.1. Open Coding

To preserve the analytic connection to the interview data, initial concepts were ex-
tracted from translated representative excerpts from participants’ Chinese interview state-
ments. After the 15 interview records were organised and analysed, 21 initial categories
were formed, as shown in Table 2.

Table 2. Concepts and initial categories formed through open coding.

Translated Representative Excerpt

Initial Category

I did not think too much at first. I saw others doing it and wanted to try. I did not expect
that I would gradually continue doing it.

A1 Trial entry

Now I have stable monthly collaborations and monetisation, so at least I can support myself

with this. A2 Income return
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Table 2. Cont.

Translated Representative Excerpt Initial Category

I did not know how to make content at first. Later I slowly learned how to choose topics

and edit videos, and then I found that I could do this. A3 Individual competence

Some people keep watching my content and leave comments. That makes me feel needed. A4 Sense of being recognised

At first I thought I was just playing around. Later, because collaborations required regular

updates and responsibility for content, I felt that I was seriously doing a job. A5 Occupational legitimation

I check the backend data every day, including follower growth and conversion, and then

adjust my content accordingly. Gradually I feel that I am seriously doing a job. A6 Platform feedback

Sometimes traffic rises and falls sharply, which makes me anxious. I do not know whether I

. A7 Traffic fluctuation
can continue.

There are many bloggers of the same type. I have to keep thinking of new content,

otherwise I can easily be replaced. A8 Content competition

I can arrange my own time and do not need to clock in. That is still attractive to me. A9 Work autonomy

Sometimes traffic is good, but sometimes it drops and collaborations decrease. This

. . A10 Work instability
uncertainty is quite large.

My family did not support me much at first. Now that they see that I have income, they

have gradually accepted it. All Family attitude

Some people still think this is not a proper occupation, and that still puts some pressure on
me.

A12 Social evaluation

I'hope I can continue doing this for a long time. If I can become known by more people in

the future, that feels attractive. 413 Occupational expectation

In the future I can build a personal IP or lead a team. This path still has development

potential. A14 Development pathway

When I receive collaboration invitations from brands, I feel that this is not simply posting

. . . Al ial coll i
content but something that can genuinely generate income. 5 Commercial collaboration

Fans trust me, so I need to be responsible for the quality of the products I recommend. A16 Occupational responsibility

I repeatedly revise and edit a video, which actually takes a lot of effort. A17 Content investment

When video views increase, followers grow and completion rates improve, I feel a strong

. A18 Achievement experience
sense of achievement.

I can express my own ideas and life, which is something I value highly. A19 Self-expression

The content I share can help others, which makes me feel that this work is meaningful. A20 Sense of social value

A21 Occupational identity

Now when people ask what I do, I directly say that I work in we-media. . .
confirmation

4.2. Axial Coding

On the basis of open coding, axial coding was used to identify the internal relationships
among the initial categories and to build a more systematic theoretical framework. Five
main categories and ten subcategories were generated, as shown in Table 3.

Table 3. Main categories formed through axial coding.

Main Category Subcategory Corresponding Open Codes

Al Trial entry; A17 Content investment; A3 Individual
competence; A4 Sense of being recognised;

C1 Perceived occupational B1 Competence formation; B2

competence Competence feedback A18 Achievement experience
C2 Occupational development B3 Development expectation; B4 A13 Occupational expectation; A14 Development
expectations Uncertainty pathway; A7 Traffic fluctuation; A10 Work instability
C3 Perceived occupational B5 Occupational legitimacy; B6 . A? Occupatlongl legitimation; A.21 OCCU.pathI:la.l.
. . identity confirmation; A16 Occupational responsibility;
meaning Occupational value

A19 Self-expression; A20 Sense of social value
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Table 3. Cont.

Main Category Subcategory Corresponding Open Codes
C4 External environmental B7 External evaluation; B8 A11 Family attitude; A12 Social evaluation; A8 Content
conditions Industry environment competition
C5 Platform mechanisms B9 Platform features; B10 A9 Work autonomy; A6 Platform feedback; A2 Income
Collaborative monetisation return; A15 Commercial collaboration

4.3. Selective Coding and Model Construction

After open and axial coding, selective coding was used to determine the factors
influencing the occupational identity of young we-media bloggers. The typical relationship
structures are shown in Table 4. On this basis, the model of influencing factors was
constructed, as shown in Figure 1.

Table 4. Typical relationship structures among the main categories.

Typical Relationship Structure Meaning

When young bloggers gradually form stable capacities in content creation, expression and
user interaction, they are more likely to understand blogging as an occupation that they can
perform competently and sustain over time.

Perceived occupational competence
and occupational identity

Occupational development When young bloggers can see possibilities for account growth, commercial monetisation
expectations and occupational and personal IP development, they are more likely to include current practice in a long-term
identity plan and to shift blogging from a short-term experiment to sustained operation.

When young bloggers understand content creation as a process of expressing the self,
providing information or generating influence, their labour is no longer viewed simply as
traffic-seeking behaviour but as occupational practice with a value orientation.

Perceived occupational meaning
and occupational identity

When family attitudes become more understanding, social opinion becomes more rational
and the industry becomes more regulated, young bloggers are more likely to develop
occupational identity.

External environmental conditions
and occupational identity

When platforms provide young bloggers with visible data feedback and collaboration
opportunities, young bloggers are more likely to feel included in a platform system and to
understand we-media creation as work with rules and reward mechanisms.

Platform mechanisms and
occupational identity

Factors influencing occupational identity among young we-media bloggers

Perceived occupational
competence

Occupational development

Platform mechanisms :
expectations

Occupational identity of
young we-media
bloggers

External environmental y . :
- Perceived occupational meaning
conditions

Figure 1. Model of factors influencing the occupational identity of young we-media bloggers.
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The “meanings” reported in Table 4 are analytic summaries inferred from the interview
materials and the coding relationships; they are not verbatim transcript excerpts. They
explain how each main category contributes to the formation of occupational identity.

4.4. Theoretical Saturation

Theoretical saturation was assessed by coding the remaining five interview records.
No new main category, relationship structure or constituent factor was identified. This
suggests that the model of factors influencing occupational identity among young we-media
bloggers had reached theoretical saturation in the available qualitative material.

5. Discussion

The coding results show that the occupational identity of young we-media bloggers is
shaped by five main factors: perceived occupational competence, occupational develop-
ment expectations, perceived occupational meaning, external environmental conditions
and platform mechanisms. Perceived occupational competence, development expectations
and perceived meaning mainly concern internal cognition, whereas external environmen-
tal conditions and platform mechanisms concern the external conditions that sustain or
weaken occupational interpretation. Internal cognition and external context work together
in specific occupational practices to shape young workers’ overall cognition and emotional
experience of blogging as an occupation.

5.1. Perceived Occupational Competence as an Internal Basis

Perceived occupational competence is treated here as a form of self-efficacy: a person’s
belief that they can organise and execute the actions needed to perform specific tasks [19].
For young we-media bloggers, especially in contexts with limited team support, competence
depends heavily on long-term autonomous practice and accumulated experience. The
question of whether one can perform the work therefore becomes a key starting point in
the formation of occupational identity.

The interviews indicate that, when young bloggers perceive stable capacities in content
planning, expression and video editing, their confidence in the blogger identity increases.
One participant stated that they initially did not dare to look at the camera and could
not speak smoothly, but after gradual practice they became able to control the rhythm of
content and began to feel that they could do the work well. Occupational competence is
therefore not only a matter of being able to do the work but also of being able to do it well.
Some participants regarded the ability to control content rhythm and attract audiences
steadily as an important sign of occupationalisation.

Platform-provided data feedback further reinforces this competence perception. Re-
flection on views, completion rates and follower growth turns content production from a
casual activity into occupational practice that requires strategic judgement and accumulated
experience. In this process, young bloggers use competence as a core basis for understand-
ing the occupation. We-media labour shifts from being imagined as dependent on luck or
external conditions to being understood as practice supported by professional ability. Such
competence building also involves forms of free and relational labour because creators
must continually learn how to connect with audiences before returns are stable [20,21].

5.2. Occupational Development Expectations as a Guiding Mechanism

Occupational development expectations guide the formation of occupational identity
among young we-media bloggers. In an era in which flexible employment continues to
expand, we-media labour is situated in an unstable occupational environment. Traffic
fluctuations, changes in platform rules and shifts in collaboration opportunities create
substantial uncertainty. Development expectation is therefore not simply about income.
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It concerns the imagined viability of blogging as a path: how far the path can go, what
supports continuation and what it may become in the future. This expectation is closely
tied to visibility labour and to the platformisation of cultural production, through which
creators must adapt cultural content to changing platform infrastructures and market
signals [22,23].

When future expectations are formed, young bloggers begin to understand content
production and account operation as occupational investment characterised by individual
agency and movement across social spaces. Once editing and publishing content changes
from casual behaviour into a stable work task, occupational identity can move from a
wavering state toward relative stability. Conversely, when development expectations are
difficult to establish or the future path is highly ambiguous, the emotional attachment
and belief structure underpinning occupational identity can be shaken. The threat of
algorithmic invisibility further explains why creators may experience career planning as
unstable even when they work continuously [24]. The interviews therefore suggest that
occupational development expectations act as both a guiding and regulating mechanism in
identity formation.

5.3. Perceived Occupational Meaning as an Ideational Factor

Perceived occupational meaning refers to an individual’s understanding and judge-
ment of whether work has practical value and social meaning [25]. A positive sense of
purpose and meaning can support career development and occupational action, whereas a
negative understanding may hinder occupational behaviour and career development [26].

The interviews show that young bloggers’ occupational identity strengthens when they
understand online content production as work with practical value, such as transmitting
information, sharing experience or providing emotional value. Perceived meaning is
formed through at least two pathways. The first is a result-meaning pathway. Views,
follower growth and commercial returns enable bloggers to see that their labour is not
ineffective but has been recognised and valued. The second is a concept-meaning pathway.
As bloggers gain a deeper understanding of industry operations and the division of labour
in we-media work, they come to see blogging as a labour form with a complete occupational
process, including scripting, filming, editing and operation. In this sense, we-media work
is no longer treated as a temporary or subsidiary activity but becomes included within the
category of occupation.

5.4. External Environmental Conditions as Practical Support

External environmental conditions include family, social and institutional contexts in
which young we-media bloggers produce content and operate accounts. These conditions
include changes in family attitudes, feedback from publics and audiences, industry devel-
opment and policy or public opinion environments. External conditions do not directly
determine occupational identity, but they strongly affect its stability and continuity.

At the family level, when attitudes in intimate relationships shift from doubt or
rejection to understanding and recognition, the burden of explaining the occupation is
reduced. The blogger identity is less frequently challenged by evaluations that frame it
as improper work. Participants reported that family members became less opposed once
they saw regular updates and income. At the broader social and institutional levels, as
the number of we-media participants grows and the industry becomes more normalised,
public views of young bloggers become more routine. Reduced stigma and lower identity
pressure allow young we-media bloggers to maintain occupational emotion and belief
more steadily.
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5.5. Platform Mechanisms as Organisational Support

Occupational identity is not only derived from internal cognition; it is also main-
tained through identity work within organisational and occupational contexts [27]. For
young we-media bloggers, platform mechanisms operate through algorithmic distribution,
data feedback and commercial collaboration systems, providing a work environment that
combines flexibility with rules.

On the one hand, we-media creation provides a high degree of autonomy in time
arrangement and content selection. Young bloggers can produce content according to
personal preferences. On the other hand, platforms use data indicators, such as views,
completion rates and interaction rates, along with income settlement, task goals and collab-
oration invitations, to embed free creation in a quantifiable and feedback-based operating
system. These mechanisms reflect a broader social media logic and a new screen ecology
in which platform metrics, commercial intermediaries and audience flows jointly shape
cultural production [28,29]. Platforms therefore do not only constrain individuals directly;
they also guide content adjustment through feedback and benefit distribution. Data feed-
back provides a basis for content adjustment, while income and collaboration opportunities
increase the certainty of returns. At the same time, creators often rely on informal inter-
pretation of platform behaviour, including what has been described as algorithmic gossip,
to manage visibility under opaque ranking systems [30]. These mechanisms shift content
production from scattered experimentation toward more regulated occupational practice.

This interpretation is consistent with Bishop’s recent account of “influencer creep,” in
which optimisation, authenticity and self-branding increasingly shape creative work beyond
conventional influencer labour [31]. In the present study, similar pressures appear in participants’
reliance on platform data, continuous content adjustment and efforts to remain visible while
presenting an authentic persona.

5.6. Practical Implications

Because the empirical material is drawn from young we-media bloggers in China,
the practical implications are directed primarily to Chinese creators, platform operators,
training organisations and policy actors concerned with flexible digital employment. For
international self-content creators, the implications should be read comparatively: similar
mechanisms may apply where platform visibility, self-branding and monetisation shape
creative work, but institutional conditions, labour protections and platform ecosystems
differ across countries.

The findings have several implications for improving the occupational identity of
young we-media bloggers and for promoting flexible employment as a high-quality em-
ployment pathway. First, professional competence should be strengthened. Training in
script writing, expression, platform rules and data review can improve young bloggers’
grasp of content production and platform operation. When young people develop clear
competence judgements and mastery experiences, their confidence in blogging as work is
strengthened.

Second, young bloggers should be guided to form rational occupational expectations
and extensible development goals. By reflecting on creative experience, development
stage and growth trajectory, they can better understand their current position and future
direction. This may transform vague expectations into clearer and more rational career
planning. Third, the value and labour meaning of we-media content should be emphasised.
Young bloggers should be encouraged to move beyond a single focus on traffic and income
and to recognise the communicative and social functions of content creation, including
knowledge sharing, information provision and emotional support.

https:/ /doi.org/10.3390/s0c16070212


https://doi.org/10.3390/soc16070212

Societies 2026, 16, 212

11 0f 13

Fourth, the external environment should be improved. Changes in family understand-
ing, public evaluation and industry rules can reduce negative labels attached to blogging
and increase the social acceptability of the occupation. At the same time, platform data
feedback and commercial collaboration opportunities can help young bloggers experience
a rule-based system similar to formal work. When external evaluation becomes more
rational, operational rules become clearer and platform embeddedness becomes stronger,
occupational identity is likely to deepen.

5.7. Limitations and Future Research

Several limitations should be noted. First, the study is based on qualitative interviews
with young bloggers in Hangzhou and Shaoxing, and the findings should not be treated
as statistically generalisable to all we-media workers. Second, the coded sample included
15 interviews, with five additional interviews used for saturation testing; a larger and
more diverse sample would help examine whether the model applies across regions,
platforms and content types. Third, the study relies on self-reported experiences and
participatory observation, which may reflect participants’ retrospective interpretations
of their work. Future research could combine qualitative interviews with longitudinal
observation, platform data or comparative analysis across different forms of digital labour.

6. Conclusions

This study explored the factors influencing occupational identity among young we-
media bloggers through participatory observation and semi-structured interviews. The
analysis identified five factors: perceived occupational competence, occupational develop-
ment expectations, perceived occupational meaning, external environmental conditions and
platform mechanisms. These factors jointly shape occupational identity through the interac-
tion between internal cognition and external context. The study suggests that occupational
identity among young bloggers is not naturally stable but is continuously constructed
through content production, platform feedback, social recognition and future-oriented
interpretation. Improving competence training, guiding realistic expectations, strengthen-
ing value recognition and optimising platform and social environments may support the
long-term development of young we-media bloggers in flexible employment.

Opverall, the findings show how a China-based case can contribute to wider discussions
of platform labour by specifying the conditions under which young creators come to treat
content production as occupational work rather than temporary online activity.
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