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The study focuses on the analysis of gendered electoral campaign strategies in the EU, cov-
ering both European Parliament and national elections in member states. Despite significant
progress in women'’s political representation driven by quota legislation and shifting public
attitudes, the 2024 European Parliament elections registered the first decline in women’s
representation since the institution’s establishment, dropping from 40.7% to approximately
38.7%. This signals that formal access to candidacy does not automatically translate into
electoral success. The aim of this research is to systematize the existing body of scholarly
literature on gendered electoral campaign strategies in the EU, identify the dominant theoret-
ical frameworks and empirical findings, and delineate research gaps for future investigation.
The theoretical framework draws on role congruity theory and the double bind concept,
which explain the structural constraints women candidates face when constructing cam-
paign messages. The review identifies three dominant strategic models available to women
candidates: stereotypic, counterstereotypic, and dual strategies. The analysis reveals that
negative campaigning produces asymmetric effects: voter backlash against women’s attack
messaging is conditional on the level of descriptive representation in a given polity, attenu-
ating significantly where women'’s representation has reached higher thresholds. In digital
campaigning, national political culture appears to be a stronger determinant of online cam-
paign communication patterns than gender. A critical finding concerns campaign financing:
gender quotas, while increasing women'’s candidacies, initially widen the campaign spending
gap by introducing structurally disadvantaged candidates who lack established fundraising
networks. These findings demonstrate that access-oriented reforms without resource equal-
ization mechanisms produce formally present but materially constrained women candidates.
The results are particularly relevant for Ukraine as an EU candidate country whose 40%
gender quota for party lists has not yet been tested in parliamentary elections, highlighting
the need for complementary campaign finance mechanisms.

Key words: gendered campaign strategies, elections, parliament, the European Union,
electoral gender gap, campaign financing.

Introduction. The question of how gender shapes
electoral campaign strategies has become one
of the most dynamic areas of contemporary politi-
cal science research. Despite significant progress in
women’s political representation across European
Union member states—driven by quota legislation,
party commitments, and shifting public attitudes—sub-
stantive disparities persist in how women and men
candidates construct, communicate, and finance their
campaigns. The 2024 European Parliament elections
registered the first decline in women'’s representa-
tion since the institution’s establishment, dropping
from 40.7% to approximately 38.7% [7], signaling that
formal access to candidacy does not automatically
translate into electoral success.

Understanding the mechanisms through which
gender influences campaign strategy is essential for
both scholarly analysis and practical efforts to advance
gender equality in political representation. Campaign
strategies—encompassing messaging, issue framing,
negative advertising, digital communication,
and resource mobilization—constitute the primary
interface between candidates and voters. When these
strategies are shaped by gender stereotypes, they
produce systematic advantages for men and structural
constraints for women, irrespective of formal institu-
tional guarantees. The EU context, with its diversity
of electoral systems, political cultures, and gender
equality regimes, offers a particularly rich analytical

terrain for examining how gendered campaign dynam-
ics operate across different institutional environments.

The scholarly discourse on gendered campaign
strategies draws on several intersecting research
traditions: role congruity theory [5] and the double
bind concept [11] provide the foundational theoret-
ical framework; large-scale empirical studies have
examined visual campaign communication [13],
negative campaigning dynamics [3; 19], and digi-
tal strategies [29]; and comparative analyses have
documented persistent gender gaps in campaign
financing [25; 17]. Despite this extensive body
of research, three significant gaps persist: no sys-
tematic comparative study of women’s campaign
messaging in European Parliament elections, no
investigation of the interaction between campaign
finance disparities and digital strategy adaptation,
and a near-complete absence of research on gen-
dered campaign dynamics in Central and Eastern
European EU member states. The novelty of this
review lies in: first, the systematic integration of four
analytically distinct dimensions of gendered cam-
paigning—messaging strategies, negative campaign-
ing, digital communication, and campaign financing—
within a unified comparative framework; and second,
the derivation of policy implications specifically
relevant to Ukraine as an EU candidate country
preparing to implement its gender quota legislation
in parliamentary elections.
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Aim and Objectives. The aim of this article is to
systematize and critically analyze the existing body
of scholarly literature on gendered electoral cam-
paign strategies in the European Union, identify
the dominant theoretical frameworks and empirical
findings, and delineate research gaps for future inves-
tigation. The specific objectives are: first, to exam-
ine the theoretical foundations of gendered cam-
paign strategy, centering on role congruity theory
and the double bind; second, to analyze empirical
findings on gendered messaging strategies, nega-
tive campaigning, and digital communication in
EU elections; third, to assess the impact of elec-
toral systems and campaign financing on women'’s
campaign strategies; and fourth, to identify gaps
in the existing literature requiring further research.

Methods. The study employs a structured literature
review. The analysis integrates scholarly publications
and institutional reports, with the theoretical frame-
work drawing on role congruity theory and the double
bind concept as analytical lenses across four thematic
dimensions: campaign messaging strategies, negative
campaigning dynamics, digital campaign communica-
tion, and campaign financing. The comparative scope
encompasses both European Parliament elections
and national elections across EU member states.

Results. The dominant theoretical lens for analy-
zing gendered campaign strategies remains role con-
gruity theory [5], which posits that women face pre-
judice in leadership contexts because the communal
attributes associated with femininity (warmth, empa-
thy, cooperation) conflict with the agentic attributes
associated with leadership (assertiveness, decisive-
ness, ambition). This framework explains why women
candidates confront a structural dilemma regardless
of the strategic path they choose: conforming to femi-
nine stereotypes signals insufficient leadership capac-
ity, while demonstrating agentic traits triggers backlash
for violating gender role expectations.

Schneider and Bos [24] refined this framework by
demonstrating that masculinity functions as an implicit
“backdrop” in political contexts, such that political lea-
dership is coded masculine by default. The implication
for campaign strategy is profound: women candidates
must actively negotiate their relationship to masculin-
ity in every aspect of their campaign communication,
while men candidates benefit from automatic con-
gruity between their gender identity and the default
political prototype. Empirically, the persistence of this
dynamic is confirmed by Eagly et al.’s [6] longitu-
dinal meta-analysis, which found no evidence that
the double bind has weakened over time.

The empirical literature identifies three principal
strategic models available to women candidates:
stereotypic strategy (emphasizing communal traits
and “feminine” policy issues), counterstereotypic
strategy (foregrounding agentic traits and “mascu-
line” policy issues), and dual strategy (combining
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both approaches simultaneously). In the EU context,
the visual dimension of campaign strategy has been
analyzed by Jungblut and Haim [13], whose large-
scale analysis of the 2019 European Parliament elec-
tions (79,500 candidate images across 28 member
states) revealed that women candidates displayed
more communal visual cues while men displayed more
agentic visual traits. Crucially, conservative women
exhibited highly stereotypic visual self-presentation,
suggesting that ideological context interacts with gen-
der to shape strategic choices. Bast et al. [1] demon-
strated that a dual strategy—combining feminine visual
cues with verbally agentic messaging—could success-
fully mitigate the double bind for right-wing populist
women politicians.

A distinct but related phenomenon concerns
the strategic instrumentalization of women’s candi-
dacies by parties. Weeks et al. [30] found that pop-
ulist radical right parties strategically increase wom-
en’s candidacies when electorally vulnerable, using
descriptive representation as an electoral tool rather
than a normative commitment. Meguid et al. [18],
analyzing party manifestos across 30 countries from
1984 to 2022, demonstrated that such parties empha-
size gender rights as “strategic window dressing”
without adopting genuinely egalitarian positions.

The relationship between gender and negative
campaigning represents one of the most consequen-
tial areas. Coffé et al. [3], analyzing data from the Finn-
ish Parliamentary Candidates Survey of 2019, found
that even in one of the world’s most gender-egalitar-
ian political environments, women candidates cam-
paigned more positively while men relied more heavily
on negative messaging. A key theoretical advance
is the reconceptualization of backlash as conditional
rather than universal. Nai et al. [19] demonstrated,
through a comprehensive cross-national dataset (over
700 candidates, 159 elections, 94 countries), that
women receive lower voter support when engaging in
negative campaigning only in countries with low levels
of descriptive representation. In polities where wom-
en’s representation has reached higher thresholds,
the backlash effect attenuates significantly. This find-
ing suggests that representational progress creates
self-reinforcing feedback loops in which higher num-
bers of women in office expand the strategic repertoire
available to subsequent women candidates.

In the domain of digital campaigning, Sandberg
and Ohberg [23] found that women candidates in
the 2014 Swedish European Parliament election
valued social media more highly than male candidates
but used platforms primarily for partisan promotion
rather than personal advertising. Tsichla et al. [26]
documented that Greek women candidates employed
more personalization, dialogic communication,
and visual expressiveness. Ruiloba-Nufiez and Goe-
naga Ruiz de Zuazu [22], analyzing 2,196 posts from
Andalusian elections in Spain, found that women can-
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didates used more inclusive language and adopted
more emotional tones. However, a particularly impor-
tant finding came from Wallaschek et al. [29], who
compared German and Spanish Instagram cam-
paigns during the 2024 European Parliament elections
and concluded that online campaigns are less gen-
der-specific than country-specific. This redirects ana-
lytical attention to national political culture as the pri-
mary moderator of campaign communication patterns.

The digital environment has simultaneously cre-
ated new forms of vulnerability for women candi-
dates. The Global Disinformation Index [10] found
that during the 2024 European Parliament elections,
women candidates received substantially more hate-
ful and discriminatory comments on TikTok across
France, Germany, and Hungary. Van Sant et al. [28]
documented that Finnish women ministers received
ten times the volume of abuse compared to male min-
isters. Krook [15; 16] conceptualized these patterns
as part of a structural continuum of violence against
women in politics, functioning as a deterrent to wom-
en’s political participation.

Regarding electoral systems and institu-
tional context, Van der Pas and Aaldering [27], in
a meta-analysis of 90 studies encompassing over
25,000 politicians, found that women legislators in
proportional representation systems—the predom-
inant model in EU member states-receive less
media attention than their counterparts in majori-
tarian systems. Jankowski and Marcinkiewicz [12]
demonstrated that gender quotas in Poland’s open-
list PR system increased women’s candidacies but
led parties to place women lower on ballots, effec-
tively undermining the reform’s intent. Devroe et al.
[4] found that Belgium’s quarter-century experience
with quotas improved numerical representation but
left power distribution uneven. The European Par-
liament [8] identified closed-list PR systems with
zipper placement as the most effective institutional
configuration for women’s representation.

Country-specific studies reveal how national gen-
der opportunity structures shape campaign strat-
egies. Reinhardt et al. [21] compared social media
campaigns of right-wing parties in Germany, Italy,
and Sweden during the 2019 European Parliament
elections, finding that national contexts determined
whether parties adopted femonationalist or anti-gen-
derist framing. Kantola and Lombardo [14] docu-
mented how radical right populist parties in the Euro-
pean Parliament employed both direct opposition
to gender equality and indirect opposition embedded
in Eurosceptic discourse.

Campaign financing represents a critically impor-
tant dimension. Sudulich et al. [25] conducted a com-
prehensive comparative analysis covering 28 elec-
tions across 16 countries, and found that women’s
average campaign budgets were €3,110 lower than
men’s (€5,170 vs. €8,280). Notably, voluntary party
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quotas actually widened the gender spending gap
from €2,716 to €4,618, because quotas increased
the number of women candidates without providing
corresponding financial support. Maddens et al. [17]
provided longitudinal evidence from Belgian Flem-
ish elections (1999-2019), showing that the gender
spending gap appeared only after the introduction
of strict quotas and was concentrated among non-in-
cumbent candidates. It took 16 years before the gap
began to narrow. Buckley and Mariani [2] documented
a similar dynamic in Ireland following the 2012 quota
reform. Feo et al. [9] found that Italian women can-
didates relied on more diversified but smaller-scale
donation networks, with incumbency serving as the pri-
mary gateway to corporate donations.

International IDEA [20] identified approximately
30 countries with gender-targeted public funding provi-
sions, finding these effective only when combined with
substantial penalties for non-compliance. France’s
parity legislation with financial sanctions produced
a highly effective model, increasing women'’s candi-
dacy from 25% in 1997 to 42% in 2017. However,
EIGE [7] noted that despite quotas in 10 EU member
states, only Spain, France, and Croatia achieved wom-
en’s MEP representation at or above quota thresholds
in the 2024 elections.

Discussion. The findings of this review point
to several important interpretive conclusions. First,
the persistence of the double bind across diverse EU
political systems confirms that role congruity theory [5]
retains strong explanatory power. However, the suc-
cess of dual strategies [1] in mitigating this constraint
suggests that the bind is not immutable—it can be nav-
igated, though not eliminated, through strategic com-
munication choices.

Second, the conditionality of backlash against
women'’s negative campaigning [19] reveals a positive
feedback mechanism: as more women enter politics,
strategic constraints on subsequent women candi-
dates progressively loosen, potentially accelerating
further representational gains. This dynamic has not
been sufficiently theorized and warrants dedicated
longitudinal investigation.

Third, the finding that national political culture
appears to be a stronger determinant than gender in
shaping digital campaign communication patterns [29]
challenges the assumption that gender-sensitive cam-
paign support programs can be designed universally.
Instead, such programs should be tailored to specific
national contexts.

Fourth, the paradoxical effect of gender quotas
on campaign financing represents one of the most
policy-relevant findings of this review. The Belgian
case [17] — where 16 years elapsed before the spend-
ing gap began to narrow—offers a cautionary timeline:
complementary financing mechanisms should be intro-
duced simultaneously with quota requirements rather
than expected to develop organically.
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Fifth, online violence against women in politics
[10; 15; 28; 16] functions not only as a direct deter-
rent to women’s political participation but also as
a constraint on campaign strategy, potentially limiting
the platforms, tone, and messaging approaches avai-
lable to women candidates.

For Ukraine as an EU candidate country, these
findings carry particular significance. The 2019 elec-
toral legislation establishing a 40% gender quota for
party lists has not yet been tested in parliamentary
elections due to martial law. The European experience
analyzed here suggests that quota-driven increases
in women’s candidacies will need to be accompa-
nied by campaign finance equalization mechanisms.
The absence of research on Central and Eastern Euro-
pean gendered campaign strategies makes Ukraine’s
future electoral experience particularly important for
both scholarly analysis and policy design.

Conclusions. This structured review yields four
principal conclusions. First, the double bind remains
the defining structural constraint for women candi-
dates, though dual strategies combining feminine
and masculine cues offer a viable, if partial, mitigation
path [1]. Second, backlash against women’s negative
campaigning is conditional rather than universal, atten-
uating in contexts of higher descriptive representa-
tion and creating a positive feedback loop for sub-
sequent cohorts of women candidates [19]. Third, in
the reviewed studies, national political culture appears
to outweigh gender as a determinant of digital cam-
paign communication patterns, suggesting the need
for context-specific rather than universal approaches
to campaign support [29]. Fourth, gender quotas with-
out complementary financing mechanisms produce
formally present but materially constrained women
candidates [25; 17].

Future research should address three identified
gaps: systematic cross-national analysis of women'’s
campaign messaging strategies in European Parlia-
ment elections; investigation of the interaction between
campaign finance disparities and women'’s digital strat-
egy adaptation; and analysis of gendered campaign
strategies in Central and Eastern European EU mem-
ber states, where anti-gender movements, religious
conservatism, and post-communist legacies create dis-
tinctive conditions that remain empirically unexplored.
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FeHpepHi cTparterii BUOOPUUX KaMMNaHiu
B €EBponeiicbkomMy Coto3i

lep6yT Hagis AHaToniiBHa LocnioxeHHst 30cepedxeHe Ha aHasnisi 2eHOepHUX cmpameaili Bubopyux kamnaHil 8 €C,
0XO0n/IoK4U BUGOPU 00 €sponapaamMmeHmy ma HauyioHa/lbHi BUGOPU KpaiH-y/eHis. Hessa-
KaHAMAATKA NOMITULHIX HayK, XKal4u Ha 3HadHul rpoepec y noaimuyHoMy npedcmasHuUymsi XIiHOK 3aB0siKU KBOMam

ma 3MiHi cycnifibHUX Hacmpois, subopu 0o €sponapnameHmy 2024 poky 3agbikcysaau
repwe 3HUXEHHs1 npedcmasHuymaa XIiHoK 3 MOMeHMY 3acHyBaHHs iHcmumyuyii — 3 40,7%
00 npub/u3HO 38,7%. Le csiduums, wjo chopmasibHuUli 0ocmymn 00 basiomyBaHHs He 2apaH-
mye eflekmopa/ibHOo20 ycnixy, a OuHamika BubopYUX KamnaHil sidiepae BUpIWaIbHY PO/ib.

[OOLeHTKa Kadepy NONITUYHNX HayK
Ta icTopii
KuiBCbKOro HaLioHa/IbHOTO YHIBEPCUTETY

GyAiBHNLITBA | apXITEKTYPN Mema docnidxeHHs1 — cucmemamu3aysamu HasisHUll KOpryc HayKoBsoi imepamypu wWooo
npocn. Mo.itpsiHux Cu, 31, 2eHO0epHUX cmpameaili sBubopyux kamnaHili 8 €C, BusHayumu OOMIHaHMHI MmeopemuyHi
Kwuis, YkpaiHa pamKu U eMripuyHi 3Haxioku ma okpecaumu 00CIOHUYbKI /1akyHU. TeopemuyHOH OCHOBO
ORCID: 0000-0001-9776-3386 9oc/1i0XXeHHs € meopisi Po/Ib0BOI KOH2PYEHMHOCMI ma KOHyenyisi ModsiliHo20 38’s13yBaHHs,

SIKi MOSICHIOKOMb CMPYKMYPHI 0OMEXEHHSI, 3 IKUMU CMUKarMmMbCsl XiHKU-KaHOudamku npu
chopmysaHHi nepedBubOPHUX NMOBiIOOM/IEHb. BusisneHo mpu doMiHaHMHI cmpameaiyHi
Mooesi, 00CMynHi XiHKaMm-KaHoudamkam: CmepeomuriHy, KOHMPCMEPEOMUITHY ma OyasibHy.
AHai3 rokasye, Wo HezamusHa («amakyoda») 8u6opya pUuMopuUKa CMBoPIOE acCUMEMPUYHI
echekmu: BUbGOPYi He2zamuBsHO cripuliMaromes «amakyHHi» MosiOOMAEHHST KaHOUdamoK
Jluwe 8 KpaiHax 3 HU3bKUM pisHeM rpedcmasHuymsa XIiHoK y nosimuyi, mooi sik y kpaiHax
i3 Buwum npedcmasHuymBom yeli echekm 3Ha4HO rocaabmoemscs. Y yughposux subop-
YuX KaMnaHisx HayioHa/lbHa MolimuyHa Ky/ibmypa BUsIB/ISIEMbLCS] BA2OMILUUM YUHHUKOM
BU3Ha4YeHHs1 Modesiell OHnalH-KoMyHikayil, Hbx eeHoep. KpumuyHo sax/iusuli BUCHOBOK
cmocyemsbcsi hiHaHCcyBaHHS1 kKamnaHil: 2eHOepHi KBOMuU, 36i/IbLLIYHYU Ki/lbKicmb KaHOuda-
MOK, Ha MoYyamkosoMy emarni MOXymb OCU/II08amu Po3pus y sumpamax Ha KamnaHito
MiX KaHOuGamkamu i KaHoudamamu, OCKi/IbKU 00 BUBOPYO20 NPOYECY 3a/1yHatombCs XIHKU
3i cmpyKkmypHO 0bmexeHuM 0ocmyrnom A0 pecypcis | 6e3 ycmasieHux Mepex 3asy4eHHsi
Kowmis. Pechopmu, wo 3abesnedytoms docmyr, ajse He CynpoBodXymbCsi MexaHiamamu
BUPIBHIOBAHHST PeCYpPCi8, CMBOPIMbL cumyauito hopMasibHOI MPUCYMHOCMI KaHAUOGamoK
6e3 pea/sibHO20 PecypCcHO20 3abe3nedeHHs. Pe3ysibmamu 00C/idKeHHS € 0CO6/UBO akmy-
anbHUMU 07151 YKpaiHu sik KpaiHu-kaHoudama 8 €C, de nepedbayeHa 3akoOHOAaBCmMBOM
40-8i0comkosa 2eHOepHa kBoma 07151 napmiliHux cruckig uje He 6yna anpobosaHa Ha
napiameHmcebKux subopax, wo pobums esponelicbkuli 00CBI0 KPUMUYHO BaX/1UBUM 0151
PO3PO6KU CYMymHIX MexaHi3mig ghiHaHCOBOI NIOMPUMKU KaHAUOamok.

Kntodosi criosa: 2eHOepHi cmpamezii Bubop4ux kamnaHill, subopu, napiameHm, €sponed-
cbkuli Coro3, enekmopasibHull eeHOepHuUl po3pus, hiHaHCyBaHHSI KaMnaHid.

[aTta nepLuoro HaaxomKeHHs1 cTaTTi 40 BuaaHHs: 16.02.2026
[Jata npuinHATTS cTaTTi 40 APYKY Micnsa peueHsyBaHHsA: 20.03.2026
[Jata ny6nikauii (onpuniogHeHHs) ctarTi: 27.04.2026
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