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Introduction
There is a significant gender gap in Ukraine in the field of
political leadership and management. The lack of women among top

leaders can be explained by the biased attitude of the public towards
women's leadership and the effect of gender stereotypes (Тkalych,
2016).
Perhaps the women themselves, claiming to be a leader, are not
sufficiently prepared for self-presentation and self-promotion in

political leadership and management? Perhaps their gender identity
is not flexible enough?
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Our interest in onlinecommunication is due to the fact
that this practice of selfpresentation opens up new
opportunities for women leaders,
and also allows them to actively
experiment with their gender
identity for the consciousness of a
more harmonious image of «I am a
leader». We hope that the results
of the research will help to find
ways to develop the formation of
women's ability to effectively
present themselves for target
audience

The present research
The gender factor in leadership research has been taken into
account since the beginning of the 21st century. At this time a new
branch of psychology arose - the gender psychology of leadership.
Modern gender psychology of leadership includes several
areas of research:
• research of the behavior of the leader (Eagly, 1987; Zubin, R.M.,
Venkat R.K., 2014)
• research of the gender identity of the leader (Koenig, A.M., 2011;
• cross-cultural leadership research (Foldy E.G.2012, Loong K.L., 2011;
Bongiorno R., David B., 2003) Lupano P.M.L., Castro S.A., 2015)
• research of the personality of the leader (Lips H.M., Keener E., 2007);
• the study impedes women's leadership (Afolabi A.O., 2013).

Contemporary gender studies draw attention to the
emergence of gender identity in interpersonal interaction. In
an Internet space, a person makes personalities that form
new facets for self-identification (Voysrunskyi. 2005). Internet
communication allows the user to experiment with their own
identity, to create "virtual subjects" of communication, which
is often different from personal identity, and from the real
self-presentation of users. The Internet provides the
opportunity for a person to move away from many grounds
of social categorization: sex, age, socio-economic status and
ethnicity. It is the possibility of maximal self-expression up to
unrecognized self-change. It is this advantage that attracts
social network users (Zao Sh., Grasmuck Sh., Martin J. (2008).

The aim of the research: to study
the features of creating a virtual
gender self-presentation of womensocial leaders in the process of online
communication.
The material for the research was the
personal pages of the Facebook social
network of women winners of the
National TV project "New Leaders of
Ukraine".

Stages of the study:
1. At the preparatory stage, an analysis of the
results of the evaluation of the participants'
initiatives by the public and experts was carried
out.
2. At the main stage for further research, we
selected 36 women with the highest rating of
leadership. Next, we signed up on their Facebook
page, got full access to the content and analyzed
it. The research was conducted during the active
phase of the project, when the self-presentation
and communication of women-leaders with the
public was topical.
3. Comparative analysis of self-representations of
women-leaders of the project, from various
spheres of social leadership, with different
popularity.

Research methods:
- content-analysis of the personal pages of women leaders in
the social network "Facebook".
Criteria for analysis:
• self-representation of the gender role (wife, mother, sister,
married, in a relationship, single);
• self-presentation of the leadership role (leader, head,
manager);
• characterization of relations with husbands, children,
colleagues);
• topics of career and business success;
• attitude to the open expression of emotions;
• topics of assistance to others.

Results
• 27% of the project participants are women. The
share of women's initiatives is greatest in the
traditionally women's sphere: social security and
care, education, protection of the rights of
vulnerable groups of population, cancer patients,
orphans, animals and historical monuments
In all other areas, women are not very active. The
smallest share of women's initiatives in traditionally
male fields: strategic management, public
administration, military affairs, sports, economics, IT
technologies.
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• A third of the winners of the project were women
leaders. And the majority (two-thirds) of the winners are
men. The winners were determined by the Internet
voting of the public and the experts' estimates.
• Among the projects that have been highly evaluated by
experts, women's and men's initiatives are represented
by an equal measure (25 * 25). They were evaluated
according to the criteria: relevance and quality of the
program, competence, charisma, persuasiveness of the
leader.
• At the same time, only one in four women's initiatives
received high public support in Internet voting. The
public is more loyal to men's initiatives and less trust in
women's leadership. It is interesting that, the projects of
women leaders, which were highly appreciated by
experts, did not find support among the public.
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Analysis of content of pages of womenwinners of the project:
• Women leaders have a wide range of virtual
contacts. Their Internet pages can be viewed
as a platform for mass communication.
• Only a third of the pages analyzed contained
information about the family status or status in
the relationship. Women leaders pay more
attention to informing about their
competence, professional status and
education.
• The content of most of the pages analyzed
contains information from personal life (about
children, family, girlfriends, personal life
events), about the emotions with them
connected, but much more emphasis on
business activity and its results.

• Popular female leaders are more active in communicating
with subscribers, more often share their emotions with them,
they easily attract the audience to support, offer their help.
• Virtual gender self-presentation of the female leader is the
result of balancing between the rules of gender roles and the
norms of leadership. In the traditionally female sphere, the
balance consists of three types of images: 1) the female
leader, merciful, caring, sacrificial, devoted himself to serving
others; 2) a leader who can successfully combine different
roles (mother, wife, girlfriend, leader) 3) the woman leader
realizes projects in partnership with the spouse;
• In areas where the gender role and leadership do not match
each other, women tend to reproduce in the virtual identity
the male leadership standard with an emphasis on female
attractiveness: 3) a successful, competent, reformer leader
and at the same time an attractive woman.

Conclusions.
The only personality reality in a virtual environment
is the reality of self-presentation. The content of
personal pages helps to create an image of an
effective leader in a virtual audience. In a virtual
environment, a female leader can improvise with an
identity, as well as with a gender component. In
women's traditional leadership spheres, women are
more free to build virtual identities, while in other
areas they are more rigidly tied to the norms of
masculine leadership.
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