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distribute questionnaires to women aged 18-45 across the 

country from October to December 2024. A total of 320 

paper and electronic questionnaires were distributed, and 298 

were recovered. After removing the questionnaires with 

logical contradictions and invalid answers, 281 valid 

questionnaires were obtained, with an effective recovery rate 

of 94.2%.

3.1.Stigma types 

The survey shows that 68.3% of female users have 

experienced professional capability doubts on social media, 

with frequent scenarios including sharing workplace 

achievements (42.1%) and expressing industry views 

(35.7%). Typical comments include "women only get 

promotions through connections" (53.2%) and "technical 

positions are not suitable for women" (29.8%). In terms of 

platform distribution, workplace apps (such as LinkedIn) 

account for 37.6%, while comprehensive platforms 

(Weibo/TikTok) account for 62.4%[4].. 

Figure 1. Distribution of types of occupational denigration 

among women

The survey shows that 79.7% of respondents have 

experienced appearance evaluations. Among these, posting 

selfies (61.3%), fitness check-ins (24.5%), and fashion 

sharing (14.2%) are the most common scenarios that trigger 

such evaluations. From an offensive perspective, weight 

(47.8%), age (33.1%), and skin tone (19.1%) are the aspects 

most frequently evaluated. These appearance evaluations 

have a significant psychological impact on respondents: 34.6% 

have reduced their frequency of posting on social media 

platforms, and 12.9% even show tendencies towards body 

dysmorphia. Typical comments include negative age-related 

evaluations like "Still looking young at 30," which receive 

the highest number of likes, accounting for 28.4%; while 

"Before vs After P-photos" is a common topic in popular 

posts[5].. 

Figure 2 Survey data on appearance evaluation 
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Data shows that 55.9% of women have been criticized 

for their private lives, with the focus of trials centered on 

marital and romantic choices (48.3%), parenting methods 

(31.5%), and consumption habits (20.2%). In terms of 

discourse characteristics, stigmatizing labels such as 

"materialistic woman" appear 217 times, while traditional 

disciplinary remarks like "good women shouldn't go out at 

night" account for 39.7% of critical comments. 

Figure 2 Analysis of moral judgment content 

3.2.deep reason 

Social media, as an extension of real society, inevitably 

becomes a field for the dissemination of traditional gender 

perceptions. Surveys show that in occupational denigration, 

appearance humiliation, and moral judgment against women, 

there are deeply ingrained gender stereotypes. For example, 

statements like "female leaders rely on connections" and 

"technical positions are not suitable for women" in questions 

about professional competence essentially exclude women 

from core competitive fields, perpetuating the traditional 

division of labor where "men handle external affairs while 

women manage internal matters." In moral judgments, labels 

such as "materialistic woman" and "good women shouldn 't 

go out at night" impose mandatory constraints on female 

behavior, reflecting society's dual standards for women's 

morality —— similar consumption or social behaviors by 

men are often not met with equal criticism. This mindset is 

amplified through the openness of social media, where users, 

either anonymously or under pseudonyms, discipline women, 

reinforcing traditional gender hierarchies in digital space[6].. 

In addition, the algorithmic mechanisms of social media 

further solidify gender biases. Platforms optimize content 

recommendations based on user interaction data (such as 

likes and comments), and gender-discriminatory statements 

often receive more interaction due to their controversial 

nature, thus being prioritized by algorithms. For example, 

negative comments about women's appearance are more 

likely to spark debates and gain more exposure. This 

"traffic-first" logic allows outdated gender stereotypes to be 

"legitimized" through repeated dissemination, creating a 

vicious cycle. More notably, some female users also 

unconsciously internalize these stereotypes, such as morally 

judging their peers' romantic choices, reflecting how 

traditional gender culture has deeply penetrated the 

subconscious of women.

Social media's unique dissemination model exacerbates 

group polarization. Under the dual influence of anonymity 

and algorithmic recommendations, users tend to cluster in 

"information cocoons" with similar views, leading to 

collective condemnation of women. For instance, after a 

female blogger shares high-spending behavior, the comment 
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