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Abstract
Digital media radically transformed contemporary public discourse, simultaneously opening new opportunities for the participation of women and marginalized groups while creating mechanisms for algorithmic control over content visibility. This transformation highlighted the need to examine the interaction of social media algorithms, socio-cultural ideas about gender, and traditional journalistic practices to understand how modern gendered narratives were formed and maintained. The purpose of this research was to identify and substantiate the role of algorithms as a specific factor in the contemporary media system that shaped socio-cultural and political transformations in public discourse, as well as to assess their impact on media effects and information space management. The study employed historical analysis of gendered narratives, systematization of empirical and theoretical data, generalization to formulate conceptual conclusions, and critical discourse analysis of algorithmic influences on public narratives. Findings revealed that the evolution of gendered narratives in journalism reflected a gradual transition from the marginalization of women’s voices to their partial inclusion in professional media. At the same time, algorithmic mechanisms in social media did not eliminate but reproduced and reinforced existing gender inequalities, determining specific modes of visibility and access to discursive platforms. These results emphasized the need for a qualitative shift toward gender-sensitive algorithms that combined technical optimization with ethical standards of inclusion and democratic participation. Algorithmic social media systems acted as new regulators of publicity, shaping gendered narratives through the interaction of technology, socio-cultural expectations, and market strategies, simultaneously producing an ambivalent space of emancipatory possibilities and structural constraints.
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Introduction
The digital transformation of journalism is one of the key phenomena of the modern communication era, as it radically changes the way information is produced, disseminated, and consumed. Social networks, which have become the dominant channel of interaction between journalists, audiences and algorithmic intermediaries, have gradually transformed from technical tools into independent actors capable of shaping the framework of public discourse. The algorithms that underpin the logic of these platforms perform not only a technological but also a cultural function, as they structure the hierarchy of content visibility, prioritize attention, and model trajectories of access to knowledge (Houben & Prietl, 2023; Lou et al., 2024).
Expanding research on algorithmic influence demonstrates that social media recommendation systems favor content that aligns with traditional gender stereotypes, limiting the visibility of alternative voices (Fosch-Villaronga et al., 2021; Zhu, 2025). Thus, journalism, which has historically reproduced the symbolic marginalization of women and feminine topics (Ceulemans & Fauconnier, 1979; Djerf-Pierre, 2007), is now going through a new phase, when hierarchies of access to publicity are not fixed by institutional editorial barriers, but by the algorithmic mechanisms of digital platforms. However, the digital ecosystem is ambivalent: algorithms can both perpetuate discriminatory practices and open up space for the formation of counter-narratives (Mukhongo, 2023; Noronha & Silveirinha, 2020). Therefore, a key research question arises: how do social media algorithms influence the formation of gendered public narratives in journalism, and how does this influence correlate with the historical evolution of gender hierarchies in the media?
The relevance of this issue stems from the fact that digital media not only expand the space for women and marginalized groups to participate in public discourse, but also produce new forms of algorithmic visibility control; this creates the need for a critical analysis of the interaction between the technological mechanisms of social networks, socio-cultural ideas about gender and historically determined models of journalistic practice.
The purpose of this research article is to identify and substantiate the role of algorithms as a specific factor in the modern media system that determines the socio-cultural and political transformations of public discourse in the digital age. The article is aimed at studying the mechanisms of influence of social media algorithms on the formation of media effects and information space management.

Literature review
The digital transformation of journalism has significantly changed information, and social media algorithms are central to this process. Far from being neutral technical tools, these algorithms actively influence the formation of gendered public narratives, favoring certain types of content and marginalizing others. Researchers are increasingly emphasizing that algorithmic logic not only facilitates the circulation of news, but also lays down cultural, social, and gender assumptions that reproduce existing inequalities in public discourse (Houben & Prietl, 2023). 
Considerable attention is paid to the role of algorithms in perpetuating gender stereotypes. For example, a systematic review by Lou et al. (2024) shows that recommendation systems often favor content that conforms to traditional gender norms, limiting the visibility of diverse voices. Fosch-Villaronga et al. (2021) demonstrate that Twitter’s automated systems incorrectly identify the gender of users in about 20% of cases, which not only highlights the technological limitations of algorithms but also increases the risks of erasing non-binary identities in journalism and social communications. Similar conclusions are found in Zhu’s (2025) study, where algorithmic personalization on the Douyin platform leads to an information cocoon effect that limits the dissemination of feminist content, favoring sensationalist material over substantive discussion, and thus narrows the opportunities for the formation of inclusive gender narratives. 
In turn, Venice et al. (2025) emphasize the key role of personalization algorithms and recommendation systems in the structure of modern communication networks. They show that algorithmic mechanisms – from collaborative filtering to content-oriented and hybrid models – shape both user behavioral patterns and the logic of access to information. In the context of gendered narratives, this perspective is extremely relevant, as the authors recognize that algorithms trained on historical data reproduce and reinforce biases, including gender biases. In other words, seemingly technologically neutral systems are actually carriers of socially coded inequalities that, on the one hand, enrich the user experience through personalization, but, on the other hand, reproduce stereotypical structures of visibility.
In this context, Wei et al. (2025) note that social media ads have different effects depending on gender differences in perception. The authors argue that women are more likely to respond positively to advertising messages with an emphasis on entertainment and creativity, while men show a higher sensitivity to ads that emphasize the value of a product or service. Moreover, a universal characteristic for both groups is the attractiveness of informative and creative ads. In the context of our topic, these results show that algorithmic mechanisms of targeting and personalization of social networks actively reproduce gendered patterns of communication: they adjust advertising content to gender-specific expectations and also perpetuate differences in the ways of interacting with public narratives.
This problem of representation and marginalization is reinforced by studies of symbolic violence. Houben and Prietl (2023) show that digital technologies can serve as mechanisms of algorithmic discrimination, perpetuating structural gender inequalities through cultural marginalization. Akmeşe and Deniz (2015) demonstrate that online news portals often repeat the patriarchal stereotypes of traditional media, which indicates the continuity of representation patterns from offline media to digital environments. Campos-Pellanda and Bueno Fernandes (2022) use the example of TikTok and Instagram to show how algorithmic curation systematically reproduces gender stereotypes, shaping the visibility and interaction of users, which directly affects journalistic narratives. 
At the same time, algorithms can open up opportunities for marginalized communities. Mukhongo (2023) explores how women in the Global South are using mobile technologies and social platforms to shape alternative narratives, reclaiming and reconstructing gendered representations. Noronha and Silveirinha (2020) use the Delas platform to show how digital journalism constructs postfeminist narratives, demonstrating the dual potential of algorithms: they can reinforce prejudice but also serve as a tool for more inclusive discourse.
The political aspect of gendered narratives is also important. Heckman et al. (2023) analyze media coverage of Kamala Harris and show that partisan polarization reinforces sexist and racial narratives in Republican media, while demonstrating a focus on celebrity status in Democratic media, indicating the interaction of algorithmic reinforcement and political context. In particular, Ging (2019) examines how digital media has simultaneously become a medium for the revival of feminist campaigns and a platform for the amplification of toxic anti-feminism. The paper shows that the technological outposts of social media – algorithmic amplification, visual emotionality, and network effects – have created the conditions for a new “cultural politics of emotion” (Ahmed, 2013) that provides a special intensity of political toxicity. 
In addition, Ging (2019) emphasizes that the key factor was the postfeminist cultural sensibility that has dominated the West in recent decades and, in fact, paved the way for the emergence and spread of the politics of “toxic masculinity”. This concept is crucial for the study of the formation of gendered public narratives, as it explains how the algorithmic logic of social media-with its focus on emotionality, engagement, and virality-enhances the visibility of anti-feminist ideas, creating unequal conditions for the formation of gendered narratives. Ging also emphasizes that, despite the effective responses of feminist initiatives, they remain largely limited by neoliberal individualism and the very algorithmic infrastructure of the media. Thus, this position sheds light on the structural interaction between the cultural politics of postfeminism, the digital economy of attention, and algorithmic mechanisms that create imbalances in public gender discourse.
Instead, Neerukonda and Chaudhuri (2018) emphasize that digital technologies, including artificial intelligence algorithms, cannot be considered gender neutral, as they reflect and reproduce existing social and gender biases. The study emphasizes the “global gender digital divide,” which involves women’s limited access to digital information and skills, further contributing to gender inequality in the digital space. This indicates that technologies are created in male-dominated environments, and this determines both their design and functioning, exacerbating the global gender digital divide. Thus, digital platforms not only reflect structural inequalities, but also become tools for their further consolidation, which is especially dangerous for the formation of public narratives in the digital age.

Methods 
The following methods were used in the research process:
· the method of historical analysis was used to trace the evolution of gendered narratives in journalism from the print press to the digital ecosystem, which allowed us to identify key phases – from the marginalization of women’s voices to gradual inclusion and the emergence of counter-narratives;
· the systematization method allowed us to organize the available empirical and theoretical data and identify the dominant trends in the impact of social media algorithms on public discourses and formulate the issues of this impact;
· the method of generalization was used to formulate conceptual conclusions about the dual nature of algorithmic influence – as a reproducer of gender inequalities and at the same time as a potential resource for the formation of inclusive discourses;
· critical discourse analysis was used to interpret modern scientific approaches to the interaction of technological and socio-cultural factors, which helped to identify the structural features of algorithmic influence on gendered public narratives.

Results
The evolution of gendered public narratives in journalism is a complex process that reflects not only the change in technological formats and the logic of media functioning, but also the transformation of socio-cultural ideas about the role of men and women in society. The research presented in the works of Ceulemans and Fauconnıer (1979), Chow (2003), Djerf-Pierre (2007), Hjarvard (2014), Mutekwe (2012), Rose et al. (2012) allows us to trace how during the twentieth century journalism as a social institution reproduced, consolidated and at the same time gradually transformed gender hierarchies. In the early stages of the development of the printed press, journalism was formed as a field structured around masculine values based on the notions of objectivity, rationality, competition, and authority. These characteristics were opposed to the “feminine” domains of the private, emotional, and domestic, which were embodied in less prestigious thematic niches, primarily sections on home, family, and culture.
The historical evolution of such narratives in journalism during the twentieth century is deeply stratified and ambivalent, as it is associated not only with the gradual quantitative increase in women’s participation in the profession, but also with changes in the structural and symbolic codes that determine the legitimacy of journalistic activity. In the early period, which Djerf-Pierre (2007) defines as the “token woman” era (1900–1950), journalism was an almost exclusively male field. Women in this system played the role of an exception, a kind of “presence marker”, but without the ability to influence the defining standards of the profession. Their activities were concentrated mainly within thematically limited “women’s sections” – cooking, housekeeping, child-rearing, or advice columns, which were symbolically labeled as secondary, less prestigious knowledge. Hard-core journalism-political, economic, and international analytics-remained almost entirely male territory, creating a hierarchy in which women’s voices were structurally devalued. Women’s access to cultural and social capital resources (education, professional networks, material opportunities) was severely limited, which reinforced their “symbolic marginality”, despite isolated cases of pioneering women’s breakthroughs.
The turning point occurred in the second half of the twentieth century with the onset of the “critical mass” phase (1950–1985), when the growth in the number of women in journalism could no longer be ignored by the structure of the field. Historical dynamics show that already at the turn of the nineteenth and twentieth centuries, when newspapers became massive, a double structure of the journalistic field was established: “serious” analytical journalism, which was perceived as the domain of men, and “light” journalism, aimed at a female audience. This division not only reflected social stereotypes, but also shaped them, reproducing in the mass consciousness the images of men as bearers of public authority and women as guardians of the private sphere (Ceulemans & Fauconnıer, 1979). At the same time, the emergence of the first women journalists in the print press meant a gradual expansion of the boundaries of professional identity, although their work remained largely marginalized. Although the vast majority of women remained in the lower positions of the editorial hierarchy, their numbers began to change the balance. This reflected the impact of broader social processes: post-war transformations, expanded access to education, the second wave of feminism, and social movements for equal rights. In the thematic dimension, there was a gradual expansion of women’s presence in “serious” areas, although the symbolic hierarchy between “masculine” political journalism and “feminine” topics continued to operate. In addition, a critical mass of women created the conditions for the emergence of the first female editors and leaders who could influence news selection processes, narrative strategies and the definition of topics in public discourse; this led to a gradual but tangible reshaping of ideas about what constitutes “real journalism”.
In the mid-twentieth century, the development of radio and television added new dimensions to the formation of gendered narratives. The media began to transform from channels of information transmission to powerful tools for modeling cultural norms. TV reports and radio programs presented the public as an arena where men dominated political and economic discourse, while women often appeared as hosts of entertainment or educational programs, further reinforcing the division between “serious” and “frivolous” in journalism. However, it was also during this period that a wave of feminist criticism began, questioning the neutrality of journalistic standards and drawing attention to their deep masculinization. This is mainly due to the beginning of the era of feminization (from about 1985 onwards), when journalism entered a phase where the participation of women is no longer an exception and not just a statistical trend, but a qualitative characteristic of the professional field. Women are occupying media spaces in increasing numbers, particularly in the areas of “soft” topics, but there is a change in symbolic codes: traditionally secondary genres are gradually gaining cultural significance and becoming arenas of public debate. At the same time, women’s voices are increasingly being integrated into political journalism, reporting from conflict zones, and international analysis, which undermines the established notion of the “masculinity” of the journalistic profession. This period is also characterized by an increase in reflexivity: journalism itself is criticized for reproducing gender hierarchies, and there is an awareness of the need for institutional change. Despite the continued dominance of men in top management, the structure of the field is no longer static: the range of voices, topics, and genre formats that determine the vector of public discussion is expanding.
The end of the twentieth century and the transition to the digital age became a turning point when gender narratives began to undergo a systemic reassessment. Online journalism and social media have opened up new spaces for women’s voices, marginalized topics, and alternative forms of publicity. While traditional journalism has long been an institutionally closed system where access to influential positions was controlled, the digital ecosystem has provided wider opportunities for self-representation and the formation of counter-narratives. It should be noted that even in the new environment, the algorithmic logic of social media reproduces hidden hierarchies: visibility and influence often depend on ranking and monetization mechanisms that can reinforce the same gender stereotypes that print or television media used to reproduce. However, the Internet, social media, and digital platforms have opened up access to publicity for those who were previously marginalized by traditional editorial hierarchies. Women have been able to gain new channels to articulate their voices, shape alternative narratives, and mobilize feminist discourses. However, the digital environment has not automatically become equal: algorithmic biases, economic barriers, online harassment, and discriminatory practices are re-creating old hierarchies in new forms. In terms of genre, digital media blur the boundaries between professional and amateur content, opening up space for personalized voices, emotionality, and activist formats that question the traditional model of “objectivity” historically associated with the male ideal of “neutrality”. Thus, the evolution of gendered public narratives in journalism can be traced as a gradual but contradictory process: from clearly structured hierarchies and the exclusion of women from public space to gradual inclusion, but with the simultaneous reproduction of hidden mechanisms of inequality (Figure 1).


Phase “token woman” (1900–1950)
Journalism as an almost exclusively male domain; women are present symbolically, mainly in “women's sections”;
low prestige, limited access to resources and career paths.

Phase “critical mass” (1950–1985)

Growth in the number of women, expansion of access to education and professions; emergence of the first female editors; gradual penetration into “serious” topics, but preservation of the symbolic hierarchy and male dominance in leadership positions.

The feminization phase (1985–2000)

Women are becoming a significant part of the profession; integration into political and international journalism; growing criticism of gender hierarchies; rethinking genre structures.

The phase of digital representation of gender narratives (2000–present)
Democratization of access through the internet and social media; women's voices gaining global visibility; algorithmic barriers and online violence; transnationalization of gender narratives.

Figure 1. Phases of evolution of gendered public narratives
Source: created by the author on the basis of (Ceulemans & Fauconnıer, 1979; Chow, 2003; Djerf-Pierre, 2007; Hjarvard, 2014; Mutekwe, 2012; Rose et al., 2012)

In modern historical and communication analysis, there is an increasing need to consider the era of digital transformation of journalism as a separate phase that continues the logic outlined in the works of Ceulemans and Fauconnıer (1979), Chow (2003), Djerf-Pierre (2007), Rose et al. (2012), but at the same time demonstrates qualitatively new characteristics of gender dynamics. Digital journalism, formed at the intersection of the development of the Internet, social networks, algorithmic systems and globalized communication practices, has created conditions for reformatting the very structure of publicity. If in previous phases the main problem was the institutional closure of newsrooms and the symbolic hierarchy of “serious” and “female” journalistic knowledge, now the authors are talking about transforming the mechanisms of access to public space.
The digital phase is characterized by the democratization of content production and circulation, which has allowed women who were previously marginalized to express themselves in new formats – blogs, podcasts, digital platforms, transnational media initiatives. At the same time, algorithmic mechanisms for distributing visibility reproduce hidden hierarchies: the content of women journalists and activists can gain unprecedented popularity and become the object of exclusion due to algorithmic bias or systemic “trolling”. This creates the duality of digital space: it is both open to alternative voices and vulnerable to repressive mechanisms of invisibility.
In terms of genre and narrative, digital journalism breaks down the traditional opposition between “hard” and “soft” topics. Lifestyle, culture, or everyday issues become platforms for feminist discussions, social criticism, and mobilization of collective action. At the same time, political and international journalism in the digital environment is increasingly integrating women’s voices, which allows for a broader scope of public discourse. At the same time, there is growing criticism of the very idea of “objectivity,” which in the classical sense was closely associated with the male ideal of neutrality and restraint. Digital formats create a space for subjectivity, personalized voice, and emotional involvement, which changes the norms of professional legitimacy and at the same time opens women journalists to the risk of devaluation. In addition, the globalization of public narratives is becoming an important factor in the digital phase. Transnational movements – from #MeToo to local feminist initiatives – put pressure on the media, demanding new ways of representing gender issues. However, these processes remain heterogeneous: in countries with strong traditional or authoritarian structures, female journalists may face additional political and cultural restrictions.
Thus, the digital phase can be defined as an era of “digital feminization of publicity”, where the availability of platforms and transnational interaction create preconditions for undermining gender hierarchies, but at the same time reproduce new mechanisms of inequality through algorithms, commercialization and digital violence. It becomes a logical continuation of the evolution of the twentieth century, but at the same time sets a qualitatively new configuration of the field, in which the struggle for visibility and prestige takes place not only within the walls of editorial offices, but also in the global digital space.
In the scientific understanding of the impact of social media algorithms on the formation of gendered public narratives, it is necessary to proceed from the fact that algorithmic systems are not technically neutral information filters, but are morphologically heterogeneous mechanisms of ranking, classification and targeting that embed certain models (modes) of visibility and relevance in the public sphere. First, personalized recommendation systems based on collaborative filtering and interaction signals (clicks, viewing time, reactions) create dynamic feedback loops in which content that resonates with stronger emotional or stereotypical ideas about gender receives disproportionately higher visibility (Kim et al., 2021; Rose et al., 2012; Santosh et al., 2024; Venice et al, 2025); which forms a wave-like process of amplification of gender archetypes, as the algorithm learns to amplify actively monetized forms of representation, including those that reproduce traditional notions of attractiveness or dominance (which is confirmed in detail by observations of how images created by social users reveal stereotypical signs of “attractiveness” of female images and “activity/dominance” of male images). In particular, in the study by Dhanesh and Marschlich (2025), content from “masculine issues” or “feminine issues” shows significantly different levels of interaction among different gender groups, which illustrates the mechanism of algorithmic amplification (Figure 2).

Figure 2. Distribution of topics with gender coding in posts and levels of interaction
Source: created by the author based on (Dhanesh & Marschlich, 2025)

Second, news and image ranking algorithms that rely on relevance and recency indicators repertoire institutional imbalances in traditional media: as editorial and photo services have historically reproduced the preference for male images and sources, algorithms that favor indicators of relevance and source status can systematically increase the visibility of men in visual news, thereby influencing audience perceptions of who holds expertise and public power. This dynamic is empirically confirmed in a report by the Pew Research Center, where the visual representation of news outlets’ Facebook posts shows a significant gender asymmetry: men appear twice as often as women in the images that accompany news media posts. Machine face recognition was applied to more than 53 thousand people, and it was found that women accounted for only 33% of all people depicted in 22342 photos, while men accounted for 67%. In content categories, such as economics, the statistics of images with only men reaches 69%, and in entertainment topics, the share of such photos is lower, but there is still a tendency for male images to dominate within the seventeen national news agencies on Facebook that participated in the study (Lam et al., 2019). These dynamics indicate a persistent visual asymmetry that is reinforced by algorithms that use historical editorial patterns as a “sign of relevance”.
In addition, the Opinium study (2023) shows that British society has widespread perceptions of women as emotional and sensitive, and of men as dominant and strong. More than 80% of respondents say that the word “emotional” is more often associated with women, while “dominant” is associated with men (Figure 3). Such stereotypes determine the audience’s perception and also affect automated systems for selecting news and visual materials: algorithms based on the historical relevance and authority of a source can invisibly reproduce the dominance of male images, reinforcing the structural asymmetry of representation of expertise and public power.

Figure 3. Perception of gender stereotypes in British society
Source: compiled by the author based on (Opinium, 2023)

However, it should be noted that there is a predominantly negative public attitude towards gender stereotypes. The majority of respondents recognize them as harmful (53%) and affecting mental health (61%), which emphasizes the awareness of their destructive impact on individual well-being. At the same time, the relatively low rates of agreement with statements about the “importance” (25%) or “accuracy” (24%) of gender stereotypes indicate a decline in the social legitimacy of traditional gender roles. In addition, half of the respondents (46%) feel pressure to conform to gender expectations, which demonstrates the contradiction between individual values and social norms. Thus, despite the evolution of social perceptions and critical attitudes towards gender restrictions, the psychological and cultural impact of stereotypes remains strong; this creates a need to strengthen educational and communication strategies aimed at overcoming gender bias in the early stages of socialization (Figure 4).

Figure 4. Results of a survey of British users on gender asymmetry in social media
Source: compiled by the author based on (Opinium, 2023)

The combination of technological and social factors confirms that media algorithms do not exist in a vacuum, but integrate cultural and historical patterns that reflect inequality. As a result, women are more likely to remain invisible in the visual content accompanying news and, accordingly, are less represented as carriers of expertise. This dynamic persists even in modern digital environments, where algorithmic optimization should minimize subjective editorial priorities.
Thirdly, network amplification mechanisms based on the social graph and homophily give rise to clusters – information echo chambers within which certain gendered narratives are consolidated and radicalized; Such clusters can both consolidate feminist or emancipatory discourses and act as a “medium” for the spread of misogyny, and algorithmic content promotion mechanisms generally tend to amplify more emotionally charged and conflictogenic content, which increases the risk of aggressive, non-constructive gender narratives dominating certain segments of the platform (Ging, 2019). This trend is confirmed by the analytics presented in Fosch-Villaronga et al. (2021) on algorithmic biases and incidents that record the amplification of misogynistic content by social media algorithms.
It is also worth noting that visual classifiers and content mitigation modules based on computer vision models largely reproduce the biases of training datasets: this leads to systematic misclassifications or differential moderatorial culling of images and videos related to different genders, thereby changing the “evidence” base for the journalistic narrative (Fosch-Villaronga et al., 2021; Scheuerman et al., 2019). The consequence is that not only what stories end up in the information field, but also what visual evidence is considered “suitable” for publication is determined by the algorithmic infrastructure and its historically based biases (as reflected in research on the characteristic gender features in social images and their impact on user experience management).
In addition, advertising targeting systems that analyze profiles and behavioral signals target gender-coded content to specific demographic groups, allowing for the financial monetization of stereotypical narratives while simultaneously perpetuating them in local information ecosystems; this channel of economic reproduction makes algorithmic pressure on editorial decisions doubly powerful, as both editorial logic and commercial interests can encourage biased representations (Guo, 2022). Based on these mechanisms, the theoretical notion of algorithms as “rehearsal machines of public importance” allows us to see that the variability of algorithms (Table 1) – that is, differences between types of recommendation, ranking, network amplification, visual classification, and targeting systems – generates cognitive and representational multiplicity: different platforms produce different modes of visibility that, in conjunction with the historical structure of journalism, modify archetypes of public voice based on gender.

Table 1. Generalization of key types of social media algorithms in the context of public narrative formation
	Type of algorithm
	Essence
	Impact on journalism
	Public narratives
	Context of application

	Recommendation algorithms
	Analyze user behavior, preferences, and interaction history to select content
	Contribute to personalization of news presentation, but reduce the diversity of sources
	Create “information bubbles” and amplify echo chambers
	TikTok For You Page, YouTube recommendations

	Filtering algorithms
	Filter out unwanted, questionable, or potentially dangerous content
	Control the publication of sensitive materials, but may restrict freedom of speech
	Regulate the availability of information, create “digital censorship”
	Automatic moderation systems Twitter/X, Meta

	Ranking algorithms
	Prioritize content in the news feed
	Change the order of appearance of journalistic materials, reducing “organic” coverage
	Influence agenda setting and visibility of certain topics
	Facebook News Feed, Instagram Feed

	Amplification algorithms
	Use the effect of virality and social connections to amplify certain content
	Create an asymmetry of content visibility, prioritizing materials with high engagement and distribution rates, which makes journalistic practices dependent on the criteria of algorithmic virality
	Facilitate the rapid spread of narratives, polarization, and audience mobilization
	Twitter/X Retweets, TikTok Trends, Facebook Shares

	Advertising targeting algorithms
	Use Big Data to analyze demographics, interests, and behavior
	Influence the commercialization of journalism by shifting the focus to profitable topics
	Increase inequality in access to information, facilitate manipulation
	Meta Ads, Google Ads

	Trend algorithms (identifying popular content)
	Determine which topics become “trending”
	Can encourage journalists to adapt to popular topics
	Create a mass effect, spread narratives quickly
	Twitter/X Trending Topics, TikTok Trends


Source: compiled by the author based on (Fosch-Villaronga et al., 2021; Guo, 2022; Kim et al., 2021; Santosh et al., 2024; Venice et al., 2025)

The analytical imperative for the study of social media algorithms is to combine quantitative algorithmic audit (creating controlled accounts and tracking reputational feedback from the system), corpus content analysis with gender classification of visual and textual elements, and network mapping of amplification flows. This hybrid approach allows us to identify which patterns of visibility exist, but also to trace the mechanisms of their generation (for example, to establish under what conditions a recommendation algorithm systematically increases the display of content with traditional gender markers or when computer vision models discriminate against female images). The political and ethical dimension is also important : research interpretation should distinguish between technical “phenomena” and social responsibilities of platforms and media, as interventions can range from technical correction of training datasets to editorial rearrangement of publication policy principles and revision of the advertising space monetization model (Weale, 2024). That is why social media algorithms should be seen as autonomous but interacting factors that structure contemporary gendered public narratives; their variability determines different modes of representation, and thus different opportunities (and risks) for the democratic quality of public discourse.
Thus, it is important to highlight the problems of the impact of modern social media algorithms on the formation of gendered public narratives (Table 2). The identified problems indicate that the algorithmic architectures of social media are not neutral: they structurally reproduce and reinforce gender asymmetries. Recommendation, ranking, amplification, and visual classification algorithms function as selection and prioritization mechanisms that create a discursive bias in favor of traditionally “strong” (male) voices. As a result, an uneven map of public space is formed, where women’s and alternative narratives are either marginalized or reduced to secondary status.

Table 2. Problems of the impact of social media algorithms on the formation of gendered public narratives
	Problem
	Manifestation in social media
	Consequences for public narratives

	Algorithmic bias
	Recommender systems increase the visibility of content that reproduces stereotypes (men as experts, women in visual/emotional stories)
	Reproduction of traditional gender roles; reduced visibility of female/non-conforming voices

	Unequal amplification
	Viral mechanisms amplify content that corresponds to mass perceptions, often of a sexist nature
	Deepening of information bubbles, reinforcement of misogynistic narratives

	Digital censorship
	Filtering algorithms are more likely to block feminist, LGBTQ+, and other “sensitive” materials
	Restricting the accessibility of alternative voices, displacing progressive discourses

	Market commercialization
	Advertising targeting is directed at more solvent audiences, which leads to the “marginalization” of women’s topics
	Decreased institutional support for gender equality journalism; undermining the democratic quality of the public sphere

	Visual discrimination
	Computer vision algorithms inaccurately classify women’s images, underestimate visibility indicators
	Formation of distorted representations that reduce the social significance of female figures


Source: compiled by the author

In this context, the development of a fundamentally new concept of “gender-sensitive algorithms” appears as an objective response to the diagnosed problems at the stage of digital transformation related to the reproduction and consolidation of gendered narratives. In today’s media environment, algorithmic systems are no longer just tools for technical optimization of search or content recommendation; they have transformed into sociotechnical mechanisms that structurally determine the modes of public visibility and set the parameters of public discourse (Neerukonda & Chaudhuri, 2018). For example, adjusting recommendation engines to avoid the dominance of male images in news feeds (Lam et al., 2019), or adjusting amplification models so that they do not reinforce toxic anti-feminist narratives (Ging, 2019). The introduction of such an innovative logic will not only neutralize algorithmically reproduced stereotypes, but also lay the foundation for a more inclusive and democratic digital public space. That is why there is a need to integrate indicators of sensitivity to equality and inclusion into their architecture. Gender-sensitive algorithms should be understood not as a purely technical improvement, but as a new paradigm for designing social platforms that combines algorithmic learning with social and ethical standards of representation (Wei et al., 2025).
Their conceptual difference lies in changing the very logic of algorithmic selection: from focusing solely on performance, popularity, or engagement metrics to taking into account structural equality in access to public space; which implies adjusting existing recommendation and ranking models so that the representation of women’s and marginalized voices is not reduced by statistical marginality in data samples. In particular, machine learning should use expanded datasets with a balanced representation of different socio-gender groups, as well as introduce special correction factors that compensate for algorithmic biases in favor of traditional, hegemonic narratives (Pérez-Sánchez & Sánchez-Maroño, 2023). This approach not only eliminates the effect of digital discrimination, but also creates conditions for a more pluralistic and inclusive media space.
This concept goes beyond a narrowly technical dimension and should be institutionalized. It is about creating a system of multi-level oversight that includes academic research, independent audits of algorithms, and public responsibility of platforms for the quality of representation. At the same time, this concept is in line with current trends in the development of artificial intelligence, where the key challenge is not so much the speed or efficiency of computing, but rather ensuring its social justice and compliance with the principles of a democratic society. Therefore, gender-sensitive algorithms should be seen as a critical tool for digital democracy that can resist marginalization and stereotyping, and contribute to a more balanced system of public narratives in the 21st century.

Discussion
The results of the study demonstrate that the digital transformation of journalism is changing the technological conditions for the production and consumption of information and radically affecting the evolution of gendered public narratives. Historical and communication analysis has shown that digitalization processes are a logical continuation of the transformations of the twentieth century, when journalism gradually left the masculinized space of “serious” news and began to integrate women’s voices into political, economic, and international discourses. At the same time, the digital era is characterized by a radical restructuring of the mechanisms of access to publicity: social networks, blog platforms and digital media are becoming new arenas where gender narratives are formed, consolidated and transformed (Ceulemans & Fauconnıer, 1979; Djerf-Pierre, 2007; Hjarvard, 2014; Rose et al., 2012).
Our results confirm that social media algorithmic systems play a central role in structuring digital publicity, and their activities are not technically neutral. Recommendation, ranking, filtering, and amplification algorithms create dynamic interaction loops that amplify emotionally charged content by replicating historically enshrined gender archetypes (Venice et al., 2025; Fosch-Villaronga et al., 2021). In this context, algorithms can be seen as “rehearsal machines of public importance” that simultaneously construct visibility and shape cognitive and representational multiplicity: different platforms produce different modes of visibility that modify archetypes of public voice based on gender. For example, Pew Research Center data shows a persistent visual asymmetry in Facebook news posts, where men are represented twice as often as women, especially in political and economic headlines (Lam et al., 2019).
The identified mechanisms of reinforcing stereotypical images confirm the assumptions of previous studies on algorithmic discrimination: personalization and targeting algorithms prefer content that meets culturally and socially enshrined gender expectations (Houben & Prietl, 2023; Lou et al., 2024; Wei et al., 2025). Moreover, the digital ecosystem acts as a dual arena: on the one hand, it allows marginalized communities and women journalists to form alternative and emancipatory narratives (Mukhongo, 2023; Noronha & Silveirinha, 2020); on the other hand, algorithms, economic motivation, and online harassment continue to reproduce structural inequalities and increase the visibility of aggressive, conflictual gender narratives (Ging, 2019; Guo, 2022).
The findings are consistent with the concept of the “cultural politics of emotions,” which describes how social media algorithmic mechanisms amplify the political and emotional intensity of content, creating a special regime of digital toxicity (Ahmed, 2013). Our observations demonstrate that this digital “feminization of publicity” is accompanied by the simultaneous reproduction of algorithmic biases that create new barriers to inclusive gender discourse. This dual potential-from emancipatory empowerment to repressive algorithmic influence-underscores the need to consider algorithms not only as technical but also as socio-cultural agents that interact with historically entrenched media structures (Neerukonda & Chaudhuri, 2018; Zhu, 2025).
In addition, the results of our study demonstrate that algorithmic logic is radically changing the genre and narrative map of journalism. The traditional opposition of “serious” and “light” content in the digital environment is blurring: Lifestyle, culture, and everyday life are becoming an arena for feminist discussions, social criticism, and collective action mobilization, and political journalism is increasingly integrating women’s voices. At the same time, digital formats stimulate personalized subjectivity that undermines the classical standards of objectivity and neutrality historically associated with the male ideal of professional journalism (Chow, 2003; Mutekwe, 2012).
Thus, the digital transformation of journalism is creating a new configuration of public space, where the struggle for visibility and influence takes place simultaneously in the global digital environment and in local information ecosystems. In this context, the algorithmic mechanisms of social media play the role of a critical node in this transformation: they can both empower the voices of marginalized groups and reinforce gender inequalities by replicating and modifying the historically formed structures of the journalistic profession. The findings of this study emphasize the need to critically think about algorithms as socio-cultural agents and integrate gender equality principles into the design and regulation of digital media systems.

Conclusions
The study suggests that the digital transformation of journalism is a multidimensional process in which algorithmic social media systems act as new regulators of publicity, selecting and hierarchizing content based on commercial and behavioral logic. In this context, gendered public narratives do not emerge spontaneously, but are the result of a complex interaction between technological capabilities, socio-cultural expectations, and market strategies of the digital economy.
The results of the analysis confirm that algorithmic logic is a carrier of socially constructed biases, which, when embedded in personalization and recommendation systems, reproduce stereotyped patterns of gender roles. At the same time, digital platforms create an ambivalent space: on the one hand, they expand opportunities for emancipatory and counter-narrative practices, and on the other hand, they perpetuate invisible forms of structural violence through mechanisms of algorithmic discrimination and restriction of access to alternative narratives.
The scientific novelty of the results obtained is to substantiate the thesis of the algorithm as a specific factor in the modern media system, which has both a socio-cultural and political dimension; this opens up the prospect for further study of the media effects of the digital age, as well as the management of public discourse through algorithms. It is in the realm of critical rethinking of the interaction between journalism and algorithms that the authors should look for answers to the question of the possibility of forming truly inclusive, pluralistic and democratic information ecosystems in the twenty-first century.
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