




Candidates’ activity and engagement 

Facebook remained the most intensively used platform 
among MP candidates during the 2025 campaign. Out of 
10,995 posts published by candidates on Facebook during 
the 30-day monitoring period, only 29.2% were authored by 
women, while 70.8% were authored by men. This gap in 
output was mirrored—and amplified—in engagement 
metrics. Men candidates received an overwhelming 83.8% 
of all comments (519,598) and 82% of reactions (over 6.1 
million), leaving women with just 16.2% of comments and 
18% of reactions.

Instagram continued to serve as a visually-driven and rapidly 
expanding platform for political outreach during the 2025 
parliamentary campaign. Among the 388 MP candidates 
with public business accounts on Instagram, 65% were men 
and 35% were women. Of the 22,723 posts published during 
the official campaign period, women produced only 35.4%, 
while men were responsible for 64.6%. In terms of user 
interaction, the gap was similarly pronounced: of the 173,309 
comments recorded, just 32.1% were directed at posts by 
women, while 67.9% targeted men candidates.

Facebook: Persistent and Evolving Hostility across the 
Electoral Cycle

Throughout the 2025 electoral cycle, Facebook remained 
the platform where women politicians faced the most 
persistent and gendered hostility. During the campaign, 
women MP candidates received 100,755 comments, of 
which 5,561 (5.5%) were hostile. Abuse frequently appeared 
under neutral or policy-focused posts, showing that 
hostility was driven not by political content but by 
gendered norms. The most common attacks targeted 
women’s appearance, competence, and morality, often 
using misogynistic language or reductive gendered 
metaphors.

Hostility remained high after the elections and intensified for 
women in prominent positions. In September 2025, the 
public pages of 27 women MPs generated 32,327 comments, 
including 1,549 abusive ones (4.8%), while women ministers 
received 629 hostile comments out of 16,366 total, 
representing 3.8%. Post-election attacks more frequently 
questioned legitimacy and authority, with a notable rise in 
anti-quota rhetoric, sexualized insults, and delegitimizing 
narratives. Overall, the data shows a clear visibility–hostility 
pattern: the more institutionally visible women became, the 
more intense and personalized the abuse.

In the context of persistent gender disparities in Albania’s mainstream media, social media platforms have become a 
crucial—though imperfect—tool for women in politics to assert their presence, engage with constituents, and amplify their 
policy messages. While traditional audiovisual and online media continue to offer limited and often stereotypical coverage 
of women candidates and officeholders, platforms such as Facebook and Instagram provide more direct channels for 
political communication, particularly during election cycles and transitional political moments.

During September 2025, the disparities in visibility and engagement in social media platforms persisted. For example, from 
a total of 2,560 Facebook posts were published by 87 monitored MPs, 27 women and 60 men, whose public pages were 
active during the monitoring period. Women MPs authored 27.7% of the posts, while men MPs published 72.3% of them. In 
terms of audience interaction, the imbalance was even greater: women MPs received 32,918 comments (19.6%), compared 
to 134,767 comments (80.4%) addressed to men.

Women’s Visibility and Engagement on Social Media

Across all monitored platforms, women candidates, MPs, and ministers were systematically targeted 
with gendered hostility. The patterns observed confirm that visibility on social media increases 
exposure to abuse, while the nature of the attacks reflects entrenched gender norms rather than 
political disagreement.
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Prime-time political talk shows acted as major amplifiers 
of gendered hostility throughout the 2025 electoral cycle. 
During the campaign, social media content linked to 
shows on Instagram, YouTube, and Facebook generated 
1.37 million views, 50,000 likes, and 4,300 comments. 
Comment analysis revealed widespread sarcasm, ridicule, 
vulgar insults, sexualized slurs, appearance-based 
objectification, and persistent gendered gatekeeping, 
including claims that women “don’t belong” in politics. 
Quota-based delegitimization was frequent, targeting 
women candidates regardless of their political affiliation or 
policy positions.

Hostility intensified sharply in the post-election period, 
especially when newly appointed ministers and 
high-profile women MPs appeared or were discussed. 
Engagement surged to 21.4 million views, over 200,000 
likes and close to 10,500 comments. Attacks became more 
explicitly political and moralizing, marked by anti-quota 
rhetoric, delegitimization of women’s authority, sexualized 
objectification, and direct moral condemnation. Platform 
behaviours diverged: YouTube hosted the most aggressive 
and explicit attacks, Facebook concentrated moral 
policing and shaming, while Instagram focused on 
appearance, demeanour, and aesthetic scrutiny.

Digital Backlash around Prime-Time 
Political Debates

As part of this study, several interviews were conducted 
with women candidates, MPs, and party officials, which 
reveal that online hostility is only one layer of the 
challenges women face. Beneath the digital attacks lies a 
set of structural constraints within political parties that 
significantly limit women’s visibility, autonomy, and 
influence. Women consistently described a 
communication environment in which visibility 
opportunities are centralized and tightly controlled by 
party leadership, with men occupying most high-profile 
media slots, including prime-time talk shows and major 
interviews.

Party communication strategies are often designed and 
executed at headquarters, leaving women little room to 
shape their own messaging or respond effectively to public 
narratives. This centralized approach is compounded by 
unequal access to financial and communication resources, 
which restricts women’s ability to conduct sustained 
outreach or build a strong public profile—especially during 
competitive electoral periods. Many women also reported 
feeling discouraged or unsupported when confronting 
attacks, misinformation, or gendered narratives, creating a 
climate in which speaking out carries reputational risk 
while silence feels safer. As a result, women often withdraw 
from contentious media spaces or adopt a more cautious 
public posture, further constraining their presence.

This factsheet presents findings from a mixed-methods study 
conducted by Women's Network Equality in Decision Making (EDM) 
and BIRN Albania with the support of UN Women Albania. The research 
combines quantitative media monitoring, digital content analysis, and 
qualitative interviewing, covering two periods: the official campaign (11 
April–10 May 2025) and the post-election phase (1-30 September 2025). 
The study monitored 40+ online media outlets, 150+ public Facebook 

pages, Instagram accounts of MPs and ministers, YouTube and 
Facebook pages of prime-time talk shows, and AMA’s monitoring of 
news bulletins and TV programming. A total of 3,443 online articles, 51 
talk-show episodes, and more than 30 million social-media interactions 
were analysed. Qualitative insights derive from interviews with women 
candidates, MPs, journalists, and party representatives. Detailed 
methodology and full datasets will be presented in the final report.
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