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Abstract. The view of women who say that leadership is not part of their life experiences 
has shifted, even though they have to cross various boundaries and obstacles. This 
change was accompanied by discourses on leadership and women in popular new media. 
The purpose of this qualitative study is to explore and interrogate the construction of 
women's leadership in new media.  This research uses critical discourse analysis as a 
method. By borrowing critical paradigms of leadership by Alvesson & Spicer, it will 
explain the positive enabler and barriers, which is attributed to women leaders. As the 
result, new media has become a tool for women to provide post feminism discourse 
about themselves as leaders in public. Findings show that woman's femaleness and the 
behaviors that are judged as leader behavior will determine how women are in the field 
of leadership. The data also highlight barriers that women face when it comes to 
competing for leadership positions. Patriarchal gender roles shaped work-home 
pressures, culturally constituted organizational perceptions of women and their 
leadership potential. Women are subjected to gendered prejudices about their ability to 
lead. Furthermore, women lack ambition and self-confidence so that they inhibit 
themselves, thereby limiting their leadership chances. This research concludes that 
gender capital creates the illusion of women's progress while limiting their progress. 
Finally, there are some practical implications for gender-equality campaigning, as well as 
for the larger policy community.  
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1 Introduction 

Throughout human history, the depiction of women and leadership tends to be negative. 
Many assumptions say that leadership is not part of their life experiences. Through this 
suspicion and stigma, women are only considered capable of completing domestic roles. 
Despite working outside of this often-given reality, women only have few options [1][2]. Over 
time, the views above have shifted. Many women work professionally. Unfortunately, some 
women have to face various obstacles, for example, glass ceiling [3], glass cliff [4], and 
labyrinth [5].  

Socio-economic changes in Asia have resulted in several obstacles for women to gain 
equality in the workplace and their ability to continue working after marriage and having 
children [6]. In the Indonesian context, especially in the pre-reform era, the reality of women 
can be seen through the perspective of social class. Middle-class women's involvement in 
economic activities tended to be less or less visible than upper-class women [7]. In addition, 
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socio-cultural assumptions played a role in shaping women's character, for example, the 
expression of 'Manak, Masak, Macak', which explained the domestic role of women [8].  

Entering the 21st century, the meaning of Indonesian women has shifted. This is indicated 
by the Indonesian Gender Gap Index which is ranks 85 out of 153 countries in gender parity 
[9]. This shift has been accompanied by discourses on women produced by various media in 
Indonesia. At least, a limited understanding of how and where the progress is made, including 
the degree to which women are recognized and identified as leaders, has emerged as a 
discourse. Various studies have explored how the media constructions have a 'reciprocal 
relationship' with the role of women in the workplace [10][11][12]. In addition, the critical 
leadership paradigm has developed. The main focus of critical studies on leadership is the idea 
of gender. This paradigm emphasizes the idea of gender. Gender dialectics plays a role in 
shaping the women's leaderships who are present in the media [13][14].  

In the last three years, the flow of media discussing women and their leadership has 
become increasingly visible and has appeared in spaces for public discussion. For instance, the 
discussion of women in particular in the big headline Lead the Fest spearheaded by 
Pemimpin.id [15]. We see that this discourse works to connect the socio-cultural assumptions 
and the position of women in leadership roles. This study seeks to critically explore and 
interrogate the construction of women's leadership in new media. Our contributions draw 
attention to the broader socio-cultural relationship that differs through popular culture and 
women's advancement. Therefore, the research question asked is how new media describes 
women leadership. 

2 Method 

In this section, the researcher describes the research method that will be used. The 
researcher used a critical discourse analysis approach to collect data and listen to categorical 
themes from the data collected from women speakers whose messages had never been 
discussed before in the literature. The data were coded using themes determined from the use 
of initials and descriptive coding. Finally, the results from the data are documented and show 
possibilities for future research. 

The type of data to be studied is video content. The selection of videos to be studied is 
attempted to answer three questions raised by Macnamara [16] regarding the selection of 
qualitative research samples, namely videos that generally appear on women's leadership, 
videos that are contrary to the ones that generally appear regarding women's leadership, and 
videos that do not consistent or very unique in presenting messages about women's leadership. 

This video collection uses the search function on YouTube. The search used several 
keywords, including women leaders, women leadership, women’s empowerment, and others. 
Data collection was carried out from November 2020 until January 2021. Based on this 
explanation, 40 videos were found. However, researchers limit it to only videos published in 
the last 1 year so that the context is suitable for the present time. Then, videos that are more 
than 10 minutes long will be analyzed. The goal is that researchers can understand the context 
as a whole and have sufficient data to be analyzed. Based on these limitations, the following 
videos were selected: 

 
 
 



Table 1. Video resources 

No Video title Publication 
Date Duration Channel Number of 

Viewers 

1. 
Perempuan dan 
Kepemimpinan (Parts 1 & 
2) 

12 July 
2020 

 
43 Minutes BWM 

Records 22.100 

2. 
Kuliah Kepemimpinan 
“Pendidikan, Etika, dan 
Kepemimpinan” 

7 August 
2020 

2 Hours 37 
Minutes PKN STAN 25.000 

3. Kepemimpinan Perempuan 
di Indonesia dan Dunia 

15 August 
2020 

1 Hours 41 
Minutes Pemimpin.id 1.600 

4. Girls Leadership Class 
20 

December 
2020 

2 Hours 50 
Minutes 

Kemenkeu 
RI 2.800 

5. 
Perempuan Bergerak, 
Mengubah Kehidupan 
Sosial 

22 
December 

2020 

1 Hours 29 
Minutes KompasTV 27.000 

(Processed by researchers) 
 

In collecting the data, the videos obtained were about 10 hours long. Then, the 100-page 
video transcript was used as a data source for analysis. In analyzing qualitative data, four 
processes are starting from assembly data, data reduction, display data, to data verification. 
Assembly data is the process of collecting data from various sources, such as interview or 
observation notes, researcher reflections, various supporting theories, photos, sound 
recordings and transcripts, video recordings, and recordings made by participants [17]. The 
amount of data that has been obtained is quite a lot. Therefore, the researcher summarizes, 
selects the main things, and focuses on important things to find themes and patterns of data. 
This process is called data reduction. Data reduction can be assisted by providing code 
(coding) in certain aspects [18].  

After data reduction, then the researcher can make display data. Data display is the process 
of summarizing and presenting the structure of previously collected data. where the researcher 
makes connections between different pieces of data. The data can be in the form of a graphic 
format, a box containing a summary of the problems that arise and connected with arrows as 
an interconnection pointer, or a verbal quote to describe the problem [17]. Furthermore, the 
last stage in the qualitative data analysis process is data verification. In this stage, the 
researcher searches for alternative explanations from other sources or theories related to the 
processed data. Thus, the conclusions put forward are credible [18].  

Therefore, the validity and reliability of the data in qualitative research use the 
trustworthiness concept. Criteria for achieving trustworthiness are divided into two criteria, 
namely credibility and transferability. Besides, other criteria need to be considered in 
qualitative research, namely saturation and triangulation. Saturation is a criterion for judging 
when to stop taking data sampling in the absence of any extras that could develop a research-
related category. This is illustrated when researchers listen to answers or comments that are 



repeated even though the data range obtained is very wide [18]. Triangulation is a process that 
facilitates data validation through cross-verification which is carried out by comparing 
different types of data (e.g. dialogue with photos) and different methods (e.g. observation by 
interview) to allow for reflection on how much evidence can be corroborated and what 
constitutes causes of difference [17]. This research triangulation utilizes articles or news 
journals related to women's leadership and gender. 

3 Results & Discussion 

Based on the discourse construction of women's leadership in new media (hereinafter 
written only as 'media') in Indonesia, three major themes emerged, namely; 1) Women leaders 
are Figures who emphasize women and prioritize gender equality; 2) Barriers to women 
leadership; 3) The role of the media as postfeminism discourse. 

3.1  Women leaders are Figures who emphasize women and prioritize gender 
equality 

The discourse in Indonesia's new media constructs women leaders as leaders who make 
women's aspects and gender equality an enabler. Women can be leaders like men because of 
their ability as a mother who creates certain abilities. Women are considered more patient and 
strong because they are used to multi-role. This discourse is driven by the condition of women 
who have to make milk and change children's diapers. Women are also considered strong 
enough to withstand the pain of having to breastfeed, get pregnant, and give birth. Then, 
women are also considered capable of building a team because of their motherly nature, 

From being pregnant, breastfeeding, to being a woman, it's like giving birth, it's quite 
painful if I feel it. But women are strong. Women are stronger with pain. (Video 3, Nurhayati) 

… this is the strength of women so we as women don't have to take the masculinity of men 
so that we look great. We already have these values and skills that can make us have an 
impact. So, it's not important about being masculine. The important thing is you just being you 
as a woman (Video 3, Aloysia). 

Based on the quote above, the value of women's leadership lies in the subject of women 
themselves. This discourse tries to reject masculinity as the goal of being a leader for women. 
This discourse is far from the ancient view where women are considered as the other group 
(The Other) who are powerless and detrimental. In other words, this discourse assumes that 
'being a woman' is an advantage for women themselves in carrying out various things, 
including in the realm of leadership. 

This finding also supports data from Hofstede Insights [19]. Indonesian culture is 
collectivist with a high power distance. Indonesia has a masculinity level of only 46%, which 
means that Indonesian people have a higher level of femininity such as high empathy and 
sympathy, friendly, and nurturing. 

Women's leadership develops into leadership that is driven by women and is 'femaleness'. 
That is, women who become leaders should use their 'subjects as women' and 'attributes of 
femaleness'. Gender leadership explained how femaleness as a form of contained cultural 
capital is associated with leadership. It describes subtle changes in women's social position as 
leaders [14].  

However, discourse still provides space for men to do things that women cannot (probably) 
do. by providing an understanding of gender equality. Gender equality between women and 



men is analogous to left and right shoes. This leadership role is also considered a cultural role, 
so opportunities in any field should be equal. The only difference is the means of 
reproduction. 

Yes, men and women are like left and right shoes. You can't walk in your right shoe, can 
you? So that should be leveling. Because if the men's right shoes are higher, the women's 
shoes are lower, so the way is not good. (Video 4, Sri) 

We must realize that the position between women and men is equal, no one is creating 
something new for us, but is maintaining what we have achieved that men and women are not 
different, we are the same, the only difference is that reproduction only. So I think the 
opportunity for men and women in any field is very wide open… (Video 5, Indah) 

 
Based on the research findings, the attribution of leadership to women in this context is 

based on women. This certainly provides legitimacy for female leaders to enter the realm of 
male-dominated leadership. Taken together, the assessment of women's leadership is an 
implicit comparison with masculine leadership. 

3.2  Barriers to Women Leadership 
The obstacle most often felt by women leaders is the situation/organization theory [20]. 

Such cultural stereotypes and socialization affect their self-confidence, career aspirations, 
work-life balance goals, and belief in their leadership potential [21]. Women leaders also still 
feel underestimated by those around them due to stereotypes related to femaleness that women 
have.  

On the one hand, women must be firm if they want to be leaders. However, if you are 
assertive, it will be considered "fussy", "emotional", or "nonsense". If it is not supported by 
other aspects, it seems that women are appointed to be a failure/rise to fail. As a result of 
stereotypes, women have to try twice as much to be recognized for their abilities. 

If you want to find someone to be given a continuous assignment, this woman is firmly said 
to be wow, this is a ‘talk too much’ ma'am. This person is just nagging, bossy. If a man is firm, 
they say, wow, he's this firm. So, we see that stereotyping women causes them to have the 
same qualifications, she described, their attributes are different. That again was in an 
atmosphere that is male-dominated (Video 4, Sri). 

 
Along the way, in my life and career as a woman, you have to show twice as good as a 

man to get the same position. If you are the leader but you are a woman, people will ask "can 
she be a woman or not?". But if you try that the male choice doesn't come up with that 
question, then if you become a female class leader, you have to work hard to show that you 
can (Video 4, Sri). 

 
The next obstacle is social role theory [20]. Their leadership can be hampered because of 

conflicting roles as wives and mothers. The perceived barriers can be described in the 
metaphor of the maternal wall. This metaphor provides a clear picture of how women's careers 
are negatively affected by women's need for a break in work which is necessary for 
motherhood [22].  

Family and work are equally important for us. In the end, there is a work-life balance. So 
maybe we sacrificed a lot, maybe when you were single you could do it, but once you commit 
to another person to form a family and you know that you have, commitment come the 
consequences right (Video 5, Sri) 

 



In Indonesia, women have double burden activities. Do not be considered luxurious, 
because on the one hand we are required to take care of our husbands, to take care of our 
children, but this must be kept perfect (Video 1, Motik) 

 
The dual role of women does not only come from the organizational environment where 

women work. However, it is in the regulations. Marriage Law Number 1 of 1974 article 31 
paragraph 3 explicitly states that the husband is the head of the family, while the wife is the 
housewife. The husband is obliged to protect his wife and the wife is obliged to manage the 
household as well as possible [23].  

The findings show that the dual role narrative leads to the construction of the figure of a 
"good female leader." This woman is described as being able to carry out her functions and 
duties as a good wife without neglecting her responsibilities in the realm of leadership. This 
supports previous research. Gender-specific roles (breadwinner vs housewife) are ascribed to 
both men and women. Each forms their behavioral expectations and beliefs about their talents 
and skills. 

Other obstacles felt by women leaders also often come from themselves. This is called 
person-centered theory [20]. This situation occurs when women lack ambition and self-
confidence, thus hindering themselves. 

Because we sometimes feel that for example there is an opportunity, yes, we are like "ah 
no, I'm not ready" like that. "Ah no, maybe later I might fix myself first, prepare this, prepare 
it. (Video 3, Ayu) 

 
Sometimes the woman tends to be like "I've been helping, the important thing is the 

program is done, the important thing is the organization is running, the important thing is the 
job is done." Sometimes we, as women, hesitate to appear in front of us to show that I am the 
one in charge, and then we divide the task for those people. (Video 3, Aloysia) 

 
The patriarchal discourse considers women to be unable to become leaders because of their 

culturally naturalized role as wives/mothers/caregivers [24]. Women feel they have to fit in, so 
they discriminate against themselves. For example, choosing to quit your career to prioritize 
family. From the findings, one of the informants chose to be resigned. 

So after I had 3 children, I had a little trouble leaving because the factory was on the 
Bogor highway. Finally, I chose to resign (Video 3, Nurhayati) 

 
This belief shows that women will face more consequences if they pursue a career The 

informants finally chose to prioritize family and the responsibilities within it. This also 
complements the research from Smith et al. [25], which states that there are two beliefs of 
women where they believe that there are obstacles they face during their careers. This belief 
will affect the attitude taken, the attitude of acceptance and resignation. 

3.3  The Role of The Media as Post feminism Discourse 
Every message carries an implication, something implicit [26]. Herein lies an analysis of 

the ideological dimension of the message. Each text structure (media content) has an 
"underlying" meaning, opinion, and ideology. 

In this research, women leaders argued that the difference in choosing public and private 
roles was a conscious choice of women. Women must have the same opportunities or access 
as education, self-actualization, and taking part in society. If all access has been opened, it will 
create equality between men and women to be able to take part in the public sector. They are 



trying to transform traditional gender roles along with the increasing proportion of women in 
leadership [23].  

The narrative describes the ideology of postfeminism wrapped in gender equality. Gender 
equality reflects a concern that women and men have equal opportunities to make choices and 
work. Postfeminism is a symbol of women's freedom and independence from patriarchal 
oppression and has begun to show true women's honesty without pressure and dictation from 
anyone [27].  

The involvement of women leaders in webinar activities to empower fellow women allows 
the spirit to change traditional gender roles. Their involvement in communication in this 
public space at least shows the 'gaps' that women take to change the patriarchal culture [28].  

The channels in this research (Kemenkeu, Kompas TV, CXO Media, Leader.id, PKN 
STAN, and BWM Records) play an important role in disseminating changes in cultural values 
including gender roles (gender mainstreaming). They do so through female leaders. The 
transmission function (socialization and education) is a function that shows the power of the 
media in influencing audiences [29]. How leaders are constructed in the media will have an 
impact on the audience and affect the 'acceptance' of women as leaders [14].  

4 Conclusion 

Based on this research, several conclusions have been obtained. First, women's leadership 
develops into leadership that is driven by women and is 'femaleness'. That is, women who 
become leaders should use their 'subjects as women' and 'attributes of femaleness'. 

New media actively represent, promote, shape, and influence the understanding of 
women's capital, the arena of leadership, and even participate in the process of creating 
women's perspectives themselves. The existing Youtube channels also invite and strengthen 
the norms or values that exist in society. Empowerment and support through webinars 
delivered by women leaders are believed to be able to help Indonesian women to be strong in 
facing their problems, especially competition in the leadership arena. With the power of 
women, without trying to borrow the ways of men and be hostile to men. 

The obstacles faced by women leaders include the following. Gender stereotypes and 
patriarchal culture lead society to believe that men perform better than women in higher 
positions. This stereotype also results in the emergence of gender role expectations. Working 
women are required to do domestic work perfectly. As a result, women experience role 
conflicts due to double burdens. This is exacerbated by organizations that discriminate against 
women with limited facilities and policies that are not in favor of women. With such a huge 
burden in all aspects, women often burden themselves and try to adjust to what is around 
them. 

The main theoretical contribution of this research is to advance research on gender 
leadership. Previous research has shown how female and feminine capital can be associated 
with women and how women become agents in the use of this capital [14]. This research 
extends this understanding by illustrating how forms of gender capital operate dialectically. 
The media use feminine capital to promote women as leaders but use women's capital as a 
constraint. Women are described as being able to take advantage of feminine capital to be 
identified as leaders. They continue to be marginalized through the attribution of women's 
capital. Implicitly, gender capital creates the illusion of women's progress while limiting their 
progress. 



The researchers realize that there are still shortcomings in this study. Therefore, the 
researchers suggest the need for other research in exploring the construction of women's 
leadership in new media. More research needs to be done on people who consume text in new 
media. This is expected to be able to see whether the construction of women's leadership in 
this new media affects the leadership aspirations of the women who watch this show. This 
research focuses on the intertextual analysis of one platform. Perhaps the next researcher can 
explore women's leadership patterns in various other platforms. 
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