RLCS, Revista Latina de Comunicacion Social, 81, 474-491

[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

Female sustainability and startups:

analysis of the leadership in

communication by women entrepreneurs

in Spain and Portugal

Sostenibilidad femenina y startups: analisis de la comunicacion
del liderazgo de mujeres emprendedoras en Espafia y Portugal

Rocio Torres-Mancera
Universidad de Malaga. Spain.
rociotorres(@uma.es

BEAD

Estrella Martinez-Rodrigo
Universidad de Granada. Spain.
emrodrigo@ugr.es

BEAD

Claudia Amaral Santos
Universidad de Aveiro. Portugal.
claudia.amaral(@ua.pt

*H

Study supported by the Margarita Salas Recualification Grant from the Spanish Ministry of Universities and the
European Union -NextGeneration EU for the period 2022-24.

Study supported by the Research Unit on Governance, Competitiveness and Public Policies (UIDB/04058/2020)
+ (UIDP/04058/2020), financed with national funds through FCT - Fundag¢do para a Ciéncia e a Tecnologia
from Portugal.

Este trabalho foi apoiado pela Unidade de Investiga¢do em Governanga, Competitividade e Politicas Publicas
(UIDB/04058/2020) + (UIDP/04058/2020), financiada por fundos nacionais através da Fundag¢do para a

Ciéncia e a

Tecnologia, 1.P.

How to reference this article / Standard reference.

Torres-Mancera, R., Martinez-Rodrigo, E., & Amaral Santos, C. (2023). Female sustainability
and startups: analysis of the leadership in communication by women entrepreneurs in Spain
and Portugal. Revista Latina de Comunicacion Social, 81, 474-491.
https://www.doi.org/10.4185/RLCS-2023-1978

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 474


https://orcid.org/0000-0002-7205-5639
https://scholar.google.es/citations?hl=es&view_op=list_works&gmla=AJsN-F6PqBMO8vhlKNHTu5gQQMIcKcMTU6dhU1xj2NjqhHXncrobySWjWFyogPyyVVKM-C_hTDHuKpFProT8njm_VShp6ZAJF7Hl7JEIbkD-NESv79Q3X_U&user=Ty39SXMAAAAJ
https://www.researchgate.net/profile/Rocio-Torres-Mancera
https://uma.academia.edu/RocioTorres
https://dialnet.unirioja.es/servlet/autor?codigo=4406131
https://orcid.org/0000-0002-8063-0525
https://scholar.google.com/citations?hl=en&user=9TV2i-AAAAAJ&view_op=list_works
https://www.researchgate.net/profile/Estrella-Martinez-Rodrigo
https://granada.academia.edu/EstrellaMart%C3%ADnezRodrigo
https://dialnet.unirioja.es/servlet/autor?codigo=3038334
https://orcid.org/0000-0003-2630-294X
https://www.scopus.com/authid/detail.uri?authorId=57214881696
https://scholar.google.com/citations?user=uIYTufcAAAAJ&hl=en
https://www.doi.org/10.4185/RLCS-2023-1978
https://www.doi.org/10.4185/RLCS-2023-1978
mailto:rociotorres@uma.es
mailto:emrodrigo@ugr.es
mailto:claudia.amaral@ua.pt

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

ABSTRACT

Introduction: Innovation in undertaking responsible and sustainable business models is currently at
the top of the list of the European Union's priorities, in line with the Sustainable Development Goals
set by the United Nations in its international Agenda expected to be reached by 2030. The creation
and development of activities, projects, and companies aware of their impact on the planet in the
short, medium, and long term, generate much more value when this leadership comes from a female
entrepreneurial vocation, by enriching and optimizing the value of diversity in the management of
resources, traditionally directed by the male ecosystem. Methodology: a methodological triangulation
is applied through in-depth interviews with international key informants, analysis of digital contents in
the regions of Andalusia (Spain) and Aveiro (Portugal), and the review of previous scientific literature.
Results: The new Spanish-Portuguese startups are still mostly led by men, while the share of female
entrepreneurial leadership represents 26.5% of the total sample. Discussion: although there is a wide
range for improvement in presence and communication, women are increasing their entrepreneurial and
innovative activity. In any case, co-responsibility with the community and care for the environmental
legacy are still latent values for professional differentiation. Conclusions: The research highlights
current international objective data on entrepreneurial corporate digital communication, providing a
complete picture of the reality of women who are committing to business models whose mission,
vision, and values are focused on sustainability.

Keywords: Innovation; Sustainability; Entrepreneurship; Stakeholders; Leadership; Communication;
CSR.

RESUMEN

Introduccion: la innovacion para emprender modelos de negocios responsables y sostenibles es la
maxima actual en la lista de prioridades de la Union Europea, en consonancia con los Objetivos de
Desarrollo Sostenible marcados por las Naciones Unidas en su Agenda internacional para el 2030. La
creacion y desarrollo de proyectos y empresas conscientes de su impacto en el planeta a corto, medio
y largo plazo generan mucho mas valor cuando este liderazgo proviene de una vocacion empresarial
femenina, al optimizar el valor de la diversidad en la gestion de los recursos, tradicionalmente dirigidos
por el ecosistema masculino. Metodologia: se aplica una triangulacion metodoldgica con entrevistas
en profundidad a informantes clave internacionales, andlisis de contenidos digitales en las regiones
de Andalucia (Espafia) y Aveiro (Portugal) y la revision de literatura cientifica previa. Resultados:
las nuevas startups hispano lusas siguen siendo lideradas mayoritariamente por hombres, mientras
que la cuota de liderazgo emprendedor femenino abarca en torno a un 26,5% del total de la muestra.
Discusion: aunque exista un amplio rango de mejora en presencia y comunicacion, las mujeres estan
incrementando su actividad emprendedora e innovadora. En todo caso, la co-responsabilidad con la
comunidad y el cuidado del legado medioambiental son valores de diferenciacion profesional aun
latentes. Conclusiones: la investigacion pone de manifiesto datos objetivos actuales internacionales
referentes a la comunicacion digital corporativa, que permiten ofrecer una vision completa sobre la
realidad de las mujeres que estan apostando por modelos de negocios cuya mision, vision y valores se
centran en la sostenibilidad.

Palabras clave: Innovacion; Sostenibilidad; Emprendimiento; Stakeholders; Liderazgo;
Comunicacion; RSC.

Translation by Paula Gonzalez (Universidad Catélica Andrés Bello, Venezuela)
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1. Introduction

Stimulus programs for the creation of innovative companies aligned with the goals of the 2030 Agenda
are one of the top priorities of the European Union in the current decade. In this sense, the articulation of
projects and business activities based on models and co-responsible with the planet and the community,
seem to acquire much more value when this entrepreneurship is born, created, promoted, and managed
by vocationally entrepreneurial women.

In a finite world with limited resources, forward-looking companies are aware of the importance of
investing strategically in the "circularity" of their processes, for the benefit of society, taking advantage
of new technological advances (McKinsey, 2022) to extend the life cycle of products and promote the
sustainability of the planet's resources.

1.1. Female leadership

The latest international studies on women's leadership in the business ecosystem show that women are
generating, for the first time in history, higher levels of job change by demand and expressed desire,
even surpassing men in the leadership of this movement of labor change. This break with the rules
of the business game regarding women threatens to bring consequences for companies that fail to
evolve in a significant and sustainable way towards gender equality (McKinsey, 2022, 13-15), through
real values and actions oriented towards respect, equal opportunities, flexibility, wellbeing, diversity,
equity, and inclusion.

Contemporary research on female leadership points out that women have a greater transformational
style than men (Garcia-Sanchez et al., 2019) when it comes to facilitating with greater optimism
and enthusiasm motivation, respect, community bonding, problem-solving, communication of the
company's values, purpose, and mission.

Startup ecosystems have the power to generate a positive impact on activity, the idiosyncrasies of
product and service portfolios, and the economy as a whole, so the interest in emerging startups in
both politics and academia is understandable (Kézai and Szombathelyi, 2021), even if this level of
entrepreneurship has gaps or opportunities for improvement in terms of the proportion of female
founders. In global terms, entrepreneurial ecosystems are not taking advantage of the potential of
human capital in its female dimension (Berger and Kuckertz, 2016), which disfavors the spirit of
growth and development, not only economically for the company but also for society (Audretsch,
2008).

The women's entrepreneurship movement began to be collected in scientific articles in the 1970s,
highlighting that "entrepreneurship is a gendered phenomenon" (Jennings and Brush, 2013, p. 679).
This perspective of inequality seems to be accused by the expectations from the business and family
environment (Aldrich and Cliff, 2003), which impact conditioning the systems of norms, values,
attitudes, and behaviors in and towards women with entrepreneurial desires. Thus, European countries
such as Spain and Portugal continue to show very low rates of leadership intention in new autonomous
businesses, even though they are more balanced than in other parts of the world (GEM, 2022).

To the extent that female-led entrepreneurship increases, it could contribute to a higher quality of
entrepreneurial supply by creating greater diversity, not only by enriching the complementary
gender presence, but also by increasing the approach perspective concerning "products, processes,
organizational forms, and target markets" (Verheul et al., 2006, p. 152).
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1.2. Innovative entrepreneurship towards the SDGs

Authors such as Kollmann and Kuckertz (2006) or Wiesenberg et al. (2020) speak of a "new economy"
that has been emerging for the last two decades, with an increase in the number of start-ups. These
authors identify as common features of this category the fact that they have: a) above-average economic
performance; b) are at an early stage of development (less than ten years); ¢) have a high degree of
innovation; and d) are scalable in terms of business volume and human resources..

These perspectives along with others such as that of Spigel (2017) consider that startups represent an
important engine of economic growth for all countries and regions of the world, which implies a new
culture of motivational stimulus coming from the social, political, economic, and cultural spheres to
increase economic activity.

The Global Entrepreneurship Monitor (GEM, 2022, p. 71) defines entrepreneurship as the essential
engine for society to achieve a state of well-being, health, and wealth; capable of addressing some of
the world's greatest challenges and the Sustainable Development Goals (SDGs) contemplated in the
United Nations 2030 Agenda.

Studies on the relationship between women and the environment have shown that women are more
concerned about the ecological impact and present an ability to find local solutions and manage
natural resources (Ahmad et al., 2021), presenting in general terms a greater ecological sensitivity
and awareness. Accordingly, policies to stimulate entrepreneurship and economic incentive programs
for the creation of environmentally sustainable enterprises led by women (Mertens et al. 2021) should
facilitate the incorporation of these female leadership competencies and skills, given their important
role in both research and innovative development in the preservation of the planet, in tune with the
SDGs.

1.3. Responsibility and sustainable development

Of the numerous definitions on sustainability within the framework of social responsibility, the one
offered by the World Bank stands out:

Corporate Social Responsibility is the commitment of companies to contribute to sustainable
economic development by working with employees, their families, the local community, and
society at large to improve the quality of life in a way that is good for business and good for
development (Petkoski and Twose 2003, p.1).

But the concept of sustainability has been promoted for quite some time within international
governmental bodies. In fact, the United Nations (1987) explicitly mentions sustainability as a key way
to meet the needs of the present without endangering the resources available for future generations, in
environmental, economic, and social terms.

For the 2021-2027 timeframe, the European Commission (2018) prioritizes the following objectives
for all member and cooperating states: 1) smart and competitive entrepreneurship based on innovation,
digitization, and circular economy; 2) a green economy free of carbon footprint; 3) a territory without
mobility barriers, connected and safe; 4) ensuring human rights with special attention to those related
to health and education; and 5) sustainable development in all territories, regardless of their size and
location. To facilitate the achievement of these goals, economic stimuli are offered in the form of grants
to promote businesses and impact projects, which are in turn self-sustainable in terms of their capacity
for self-management of their own resources (Torres-Mancera, 2021) in the medium and long term.
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1.4. Business communication in startups

When talking about brand communication to build a professional image and reputation, several strategies
can be used to promote the reputation of the company depending on the moment of the company's life
cycle (Petkova, 2012), the desire for positioning, the actual construction of the reputation, and the
perceived image of the target audiences, interest groups, or stakeholders (Torres-Mancera and De las
Heras-Pedrosa, 2018).

The business communication model developed by Invernizzi and Romenti (2015, p.224) outlines four
key strategic aspects for effective management of tangible and intangible assets: the alignment of
content and messages between the internal reality and the ecosystem, b) leadership, c¢) innovative
vision, and d) effective communication of the differential value propositions of the entrepreneurial
activity. The capacity, charisma, and personality of the founder(s) (Clark, 2008) also influence and
affect the investment decisions of investors, as well as the customer's buying attitude.

1.4.1. Communicating for sustainability

An increasing number of companies are becoming aware of the importance of green or ecological
measures (Reilly and Hynan, 2014), justice, and the economic development of communities. The United
Nations Sustainable Development Report (2022) which measures the evolution of the 17 Sustainable
Development Goals (SDGs) of the 2030 Agenda; puts the focus on science communication as a lever
for the dissemination of objective knowledge with which to connect with social, environmental, and
economic spheres, stressing the importance of taking care of the interface between science and politics.

Despite the large green movement in recent decades, there are few empirical studies on the weight
and impact of attributes related to responsible and healthy practices when measuring consumer or user
decision-making (Olson, 2013). However, according to Rogers' (1993) innovation diffusion theory, it
would be feasible to predict the degree and speed of adoption and consumption of those innovative
products and services, according to the advantages perceived by current and potential customers.

Companies oriented towards the social economy or "fourth sector" (European Commission, 2019)
have the function and moral duty, in terms of co-responsibility, to promote communications to citizens
and stakeholders about: a) advances in research, b) knowledge transfer, c¢) intelligent and conscious
management of resources, and d) the value of talent and committed business leadership. We, therefore,
speak of a new concept of "sustainability communication (SC)" (Golob et al., 2022): understood as a
global social process based on the circular accumulation of inputs and dialogues for a more ecological,
economic, and community life (Ziemann, 2011, p. 92) between different social systems (Godemann
and Michelsen, 2011).

1.4.2. Communication and social innovation

One of the main premises of knowledge transfer, especially concerning innovative advances for the
benefit of society, is proactivity in the communication of science, whether it originates from academia
or from the business environment.

New business models are focusing on hybrid-profitable models (Dionisio and de Vargas, 2020) capable
of innovating and positively influencing sustainability and social change, creating value in a shared
way, improving reputation, strengthening competitive advantages, and responding to the demand of
all stakeholders. Within this context, the social change narrative is presented as a highly relevant
communicative process, which requires putting social innovation into action through a strategic
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approach with clear and attractive initiatives (Wittmayer et al., 2019). Thus, the activities of the
emerging fourth sector in which business purposes are combined with social and environmental ones
require efficient work to communicate the innovative character (Sanchez-Hernéndez et al., 2021) and
the objective impact on the community. The communication of the mission, vision, and values of
the startup or new generation company nurtures in a bidirectional way the purpose of knowledge
transfer, by fostering the innovative capacity consciously within the organization, besides increasing
its potential and value (Ganguly et al., 2019).

According to the approach to science communication offered by Matta (2020), which highlights its
impact on the relationship between governments, professionals, and users when it comes to favoring
positive attitudinal change, the communication of social innovation could similarly stimulate the
solution to social and environmental problems, re-educating production and consumption habits. These
authors emphasize the importance of effective communication through the cooperation of key people
and agents who put scientific solutions into practice at the local level in the first instance. In this way,
dissemination and echo, especially thanks to digital environments, could elevate the R+D++i of startups
from local to global, as a case of success and good practices.

2. Objectives

The main objective of this research is to explore the state of female leadership when it comes to directing
projects that have as a banner the work for a sustainable world, in two countries that are geographically
and historically twinned: Spain and Portugal. This activity is measured by identifying and analyzing
the cyber communication of responsible entrepreneurial leadership. The study of possible correlations
between the activity of startup businesses, the leadership of their creators, especially when they are
women, actions focused on sustainability, the inclusion of innovation as a differential value of startups,
and their communication in digital environments, is established as a specific objective. The following
starting hypotheses are established:

H1: New business models are aligned with the purposes of circular economy and sustainability
promoted by bodies such as the European Union and the United Nations.

H2: Startups value their respect for the environment as a differentiating element and as an element of
proximity to the different stakeholders.

H3: Despite communication and awareness efforts for the empowerment of women in the business
environment, there is a professional gender gap.

3. Methodology

The parameterization of the object of study is materialized through the selection of two samples, one
per country. To this end, we analyze the startups that are committed to adding differential value in two
regions that are highly representative for their high economic activity in their respective countries: the
regions of Andalusia and Aveiro.

The Aveiro district region is one of the largest in the Portuguese country at an economic level (Instituto
Nacional de Estatistica de Portugal, 2022), offering an outstanding level of quality of life and income
and standing out not only for its tourist attraction but also for its university and its high degree of
industrialization. In fact, 55% of the active population is dedicated to this sector. With a surface area
of 2,798 km?, it has a total population of 714,200 inhabitants, which indicates a population density of
255.2 inhabitants/km?. The region of Andalusia, although different in size, with an area of 87,599 km?
and a census of 8,476,718 inhabitants (Instituto de Estadistica y Cartografia de Andalucia, 2022), has
a density of 96.63 inhabitants/km?, which implies a lower population concentration ratio than Aveiro.
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The research is structured according to the ad hoc design of a methodological triangulation based on 1)
in-depth interviews with key informants in both regions, 2) the digital analysis of corporate content in
a digital format related to the innovation and sustainability of startups in Spain and Portugal, and 3) the
analysis of international scientific production before this study, as well as official reports from relevant
international organizations. Such triangulation aims to bring rigor to the study, through the conciliatory
linking of quantitative and qualitative epistemologies (Denzin, 2007).

To offer a methodological approach that is both quantitative and qualitative (see Figure 1), the first step
is to compile a collection of research on the subject, establishing a comparative international temporal
analysis. Simultaneously, the reality of female leadership in the regions is explored, paying special
attention to the difference in corporate digital presence compared to male leadership. For this purpose,
the startups that make up the official censuses of public institutions in both countries, located through
their incubation and acceleration programs of these new business models (Junta de Andalucia, 2022;
Global Entrepreneurship Monitor de Andalucia, 2021; Jornal de Noticias, 2022; StarupBlink, 2022;
Universidade De Aveiro, 2022), are chosen as a sample.

Figure 1: Methodological architecture for the study.

DISENO DE LA " i
INVESTIGACION Poblacién Muestra Enfoque y alcance Fuentes informantes
Estudio !.lderazgo L . Publicas, plataformas,

femenino start | . Distrito de Aveiro y S . .

Hispano-Lusa I : General y centrado en la sostenibilidad | corporativas e informantes
ups regién de Andalucia
clave
Instrumentos recogida datos Andlisis de contenidos Fiabilidad y validez
Trlangula.uon: obstelt\{acuon, entlielwstas gn Total n=213 repositorios oficiales digitales
profundidad y revisién produccién previa

Source: Own elaboration.

At a qualitative level, precise expert information is extracted from members of European Erasmus +
projects of the Universities of Malaga and Aveiro, focused on companies with a sustainable impact on
the community and the environment. Specifically, interviews are conducted in a face-to-face format
with the national and international coordinators and partners of the projects Fair Food for a Smart Life,
and CARE (Consumer Awareness for Responsibility towards Environment).

The quantitative study identifies the roles of directors, founders, or CEOs (Chief Executive Officers)
of women entrepreneurs in global terms and by sector of professional activity, initiated in the period
between 2020 and October 1st, 2022. From the official platform "Andalucia Conectada" (Junta de
Andalucia, 2022) and the directories available online about the entrepreneurial movement in Aveiro
(Jornal de Noticias, 2022; StarupBlink, 2022; Universidade De Aveiro, 2022), the lists of startups
identified with transparency and name are extracted, making up a total of n=75 in the Aveiro region
and 138 in the Andalusia region. From these data, the corporate communication about their start-up
activity is explored.

For this data quantification, the content analysis technique is applied to generate objective, relevant,
homogeneous, and systematized information (De Sola and Berelson, 1952; Stemler, 2001) of the
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communications in their digital formats. Based on the results of the in-depth interviews with key
informants, for the total of the 213 companies that make up the Spanish-Portuguese sample, 12
categorical routes are established (see Table 1) for the key concepts of female leadership, innovation,
sustainability, responsibility, inclusiveness, recycling, green and/or blue circular economy. Based on
these criteria, we proceeded to a detailed study of the corporate documentary supports directly related
to the samples that meet the condition of startup of public knowledge in each region.

Table 1: Methodological architecture for the study.

ANALISIS DE CONTENIDOS Palabras clave* Acotacion temporal | Soporte documental

» "Start Up/Emprendimiento"
"CEO/Gerente/Directora"
"Lider/Liderazgo"; "femenino/mujer"
"sostenible/sostenibilidad"
"responsabilidad/responsable"

» Gobiernos regionales

Estudio: empresas de nueva » Incubadoras

creacion en Espafia y Portugal. "deshecho/residuos/reciclar" 2020-2022 » Aceleradoras
Regiones de Andalucia y Aveiro. "innova(cién/ar)" » Universidades
"circular" » Web corporativas

"inclusivo"
"verde/ecoldgico";"azul"

Source: Own elaboration.

4. Results

In global terms, bearing in mind the recent economic crises and the impact of the global confinement
by COVID-19, entrepreneurship shows an appreciable dynamism, with a volume of activity in the
incubators and accelerators of Andalusia and Aveiro of 138 and 75 respectively, although in absolute
terms the official censuses speak of more than 17. 000 start-ups in Andalusia (Global Entrepreneurship
Monitor of Andalusia, 2021) and an undefined figure in Aveiro, although at the national level, the
figure 1s reported to be 154,287 in the whole of Portugal in 2020 (Instituto Nacional de Estatistica de
Portugal, 2022). The preferred sectors for starting the activity of the analyzed startups are similar,
although with some slight variations.

Entrepreneurial leadership in both regions analyzed continues to be primarily male-dominated, with a
very appreciable difference compared to female proactivity when it comes to creating and managing
companies. Thus, the data reveal that 26% of the Andalusian sample of 138 startups is made up of
female creators, founders, and/or CEOs; and in the case of Aveiro, this profile covers 27% of the 75
entities analyzed (see Figure 2).

In the case study of Andalusia, the following order of preferences of sectors of activity (see Table
2), in gross terms, on which the business models devised by the startups are focused is identified: 1)
Technology with a 17% share, agri-food with 14%, and health with 13%. Concerning the activities in
which Andalusian women entrepreneurs, in net terms, stand out, are the sectors of animal care (50%),
graphic design (40%), and education (38%).
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Figure 2: Gender distribution of entrepreneurial leadership in Andalusia and Aveiro.

LIDERAZGO STARTUPS ANDALUCIA

Sin datos
6%

CEO Mujer
26%

CEO Hombre
68%

= CEO Hombre CEO Mujer = Sin datos

LIDERAZGO STARTUPS AVEIRO

Sin datos
12%

CEO Mujer
27%
CEO Hombre
61%

= CEO Hombre CEO Mujer = Sin datos

Source: Own elaboration.

Table 2: Main startup sectors and the proportional ratio of female managers in Andalusian startups.

STARTUPS ANDALUCIA

ACTIVIDAD

RATIO CEOS MUJERES

AGROALIMENTACION

14%

27%

ANIMALES

1%

50%

ARTE Y ESPECTACULO

3%

25%

AUTOMOCION

1%

0%

FINANZAS

2%

33%

DEPORTES

3%

0%

DISENO

2%

40%

ENERGIA

3%

50%

ESTETICA

1%

0%

FORMACION

9%

38%

GAMIFICACION

4%

25%

PUBLICIDAD

1%

0%

SALUD

13%

33%

SERVICIOS RRHH

3%

0%

TECNOLOGIA

17%

13%

TRANSPORTE

4%

25%

TURISMO

9%

23%

VIVIENDAS

2%

0%

OTROS

8%

38%

Source: Own elaboration.

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023.

482


https://www.doi.org/10.4185/RLCS-2023-1978

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

The Aveiro district concentrates the largest number of startups (see Table 3) in the technology (33%),
health and private assistance (11%), and agri-food (8%) sectors. Portuguese female entrepreneurs are
in the majority, in net terms, in the following business lines: architectural design (100%), private
healthcare (63%), and content gamification (50%).

The degree of communication of Spanish-Portuguese startups is another key factor studied in the
research. Accordingly, the digital positioning of the entities that make up the samples is first measured
through official websites. The presence or absence of leadership in general terms, and female leadership
in particular, is tested through content analysis.

Table 3: Ain sectors of business start-ups and the proportional ratio of female entrepreneurial
managers in Aveiro.

STARTUPS AVEIRO ACTIVIDAD | RATIO CEOS MUJERES
AGROALIMENTARIO 8% 33%
ARQUITECTURA 5% 100%
COMUNICACION 7% 20%
CONSULTORIA 4% 0%
ECONOMIA AZUL 5% 25%
ENERGIA MEDIOAMBIENTE | 1% 0%
GAMIFICACION 3% 50%
PUBLICIDAD 4% 0%
SALUD 11% 63%
SERVICIOS RRHH 5% 0%
TECNOLOGIA 33% 15%
TURISMO 7% 25%
OTROS 7% 60%

Source: Own elaboration.

In Andalusia, a total of 20 mentions were collected from the n=138 companies analyzed (see Table
4), and in proportion, together with female leadership, this is only explicitly included in 23% of
the mentions. Of the remaining keywords detailed in section 4 on the methodological design, the
following stand out in order of entrepreneurs' preferences: "innovation" (23%), "sustainability" (21%)
"leadership" (12%), "circular" (11%), and "recycle" (10%).
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Table 4: Analysis of digital content related to Andalusian responsible innovative entrepreneurship
aligned with the 2030 Agenda.

STARTUPS ANDALUCIA "Liderazgo" "fe:z;ei:'n of S(::;:i?i?;:g,, "rise[;g:)lxslast;ibgli:fd/ resilliie;:/:?ii/lar" "inno;e)xScién/ ec';;/lf')rgdiec/o" "circular" | "inclusivo" | "azul" | TOTAL
AGROALIMENTACION 2 0 7 1 1 5 3 4 0 0 23
ANIMALES 0 0 0 0 0 0 0 0 0 0 0
ARTE Y ESPECTACULO 0 0 0 0 0 1 0 0 0 0 1
AUTOMOCION 0 0 0 0 0 2 0 0 0 0 2
FINANZAS 5 0 0 8 0 0 0 0 0 0 13
DEPORTES 0 0 0 1] 0 2 0 0 0 0 2
DISENO 0 0 0 0 0 0 0 0 0 0 0
ENERGIA 0 0 0 0 0 0 0 0 0 0 0
ESTETICA 0 0 0 0 0 0 0 0 0 0 0
FORMACION 0 1 0 1 2 1 0 0 0 0 5
GAMIFICACION 0 0 0 0 0 0 0 0 0 0 0
PUBLICIDAD 0 0 0 1 0 2 1 0 0 0 4
SALUD 3 3 3 0 0 3 0 0 0 0 12
SERVICIOS RRHH 2 0 0 1 0 2 0 0 0 0 5
TECNOLOGIA 2 0 8 4 0 11 0 0 0 0 25
TRANSPORTE 0 2 3 0 0 0 0 0 0 0 5
TURISMO 3 0 4 0 0 2 0 1 1 0 11
VIVIENDAS 0 0 0 0 0 2 0 0 0 0 2
OTROS 3 0 11 7 13 5 0 14 1 0 54
TOTAL TAGS 20 6 36 23 16 38 4 19 2 0 164

Source: Own elaboration.

From the analysis of digital corporate communications issued by the 75 Portuguese startups (see Table
5), only 7.5% place value on their leadership skills, and of these, only 20% share with stakeholders
that this leadership is originated or intended for women. The keywords favored by the current entre-
preneurial movement in Aveiro are "innovation" (49%), "sustainability" (21%), "responsibility" (9%),
"ecological" (6%), and "blue" (4%).

Table 5: Digital communication of concepts related to responsible innovative entrepreneurship in
Aveiro aligned with the SDGs.

STARTUPSAVEIRD | Lty | "o | oteible | ool | St | o | e | e | it | v | T0TAL
AGROALIMENTARIO 1 0 3 1 1 1 0 1 0 4 12
ARQUITECTURA 0 0 4 0 0 0 0 0 0 0 4
COMUNICACION 0 0 1 0 0 4 0 0 0 0 5
CONSULTORIA 0 0 0 2 0 3 0 0 0 0 5
ECONOMIA AZUL 0 0 5 1 1 5 0 0 0 2 14
ENERG{A MEDIOAMBIENTE 0 0 0 0 0 0 0 0 0 0 0
GAMIFICACION 0 0 2 0 2 0 3 0 0 0 7
PUBLICIDAD 1 0 1 1 0 0 1 0 0 0 4
SALUD 0 1 0 0 0 10 1 0 0 0 12
SERVICIOS RRHH 0 0 0 0 0 0 0 0 0 0 0
TECNOLOGIA 6 0 15 6 0 45 4 0 0 0 76
TURISMO 0 0 0 0 0 0 0 0 1 0 1
OTROS 0 1 0 2 0 3 0 0 0 0 6
TOTAL TAGS 8 2 31 13 4 71 9 1 1 0 146
Source: Own elaboration.
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In absolute percentage terms (see Figure 3), Andalusian startups are positioned as leaders in digital
communications referring to a circular economy (95%), recycling (80%), female leadership (75%),
the inclusion of people (67%), responsibility (64%), and sustainability (58%). From the Portuguese
entrepreneurial perspective, Aveiro startups lead the approach towards the blue economy (100%),
ecology (69%), innovation (65%), and sustainability (42%).

Figure 3: Analysis of digital communication on sustainability and female entrepreneurial
leadership.
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Going deeper into the analysis of the communication of the leadership of women entrepreneurs in
Spain and Portugal, we jointly study female entrepreneurship in Andalusia and Aveiro (Figure 2) and
the official digital content on the value propositions of startups in terms of sustainable innovation and
proactivity in these social and environmental business models (Figure 3).

Of all the Portuguese women entrepreneurs identified in the study, 90% professionally communicate
their activity through an official website under their business name, highlighting in 50% of the cases
the innovative nature of their business model. However, only 15% highlight their leadership skills and
only 10% highlight the fact that it is created and managed by a woman. In the case of the CEOs of the
Spanish startups in the Andalusian sample, 86% officially communicate about their company in the
form of their own commercial website, only 11% highlight the innovative nature of their activity for
society and/or the environment, and only 5% emphasize the female leadership in their business.

In absolute terms, of the total sample of Hispanic-Portuguese women leaders, 88% have their own
website to communicate the business model of the startup they have created and/or manage, 25%
highlight social and/or environmental innovation as a competitive advantage, 9% mention leadership
among their attributes of value, and 7% share the differential fact that it is a company led by a woman
entrepreneut.

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 485


https://www.doi.org/10.4185/RLCS-2023-1978

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

5. Discussion and Conclusions

The data extracted from the gender analysis of female leadership in the Hispanic-Portuguese
entrepreneurial environment coincide and are in agreement and alignment with those previously
extracted by more generic reports such as those of the Global Entrepreneurship Monitor of Andalusia
(2021) and the Global Entrepreneurship Monitor (2022). In all cases, it can be seen that, although there
is still a wide range of improvement for the parity ratio in European female leadership, women are
increasing their entrepreneurial and innovative roles.

Although some authors define "startup" as any innovative company created in the last 10 years
(Kollmann et al., 2016; Spigel, 2017; Wiesenberg et al., 2020) the concept of startups, at least in the
European environment, assumes a shorter period of activity to be contemplated as such, that is 5 years,
as indicated in the new Spanish draft law on startups (El Pais, 2022). And although it is desirable that
they present a high degree of innovation, in the case of Aveiro, only half of them give it value in their
corporate communication tools through their official websites. In the case of Andalusia, the percentage
is even lower. In any case, the most communicated keywords in the study are: 1) "innovation", 2)
"sustainable", and 3) "waste/recycle".

In synthesized terms, the initial questions are resolved, with the following answers corroborated by the
survey data:

R1: Regarding sustainability, a moderate percentage (21%) of startups communicate their alignment
with this approach, with the presence of circular economy premises also being residual and minimal
in cyber-communication formats.

R2: Concerning leadership, most of the Spanish-Portuguese startups do not currently value their
ecological vision and proactivity, as a differentiating element of commitment to the environment and
the community.

R3: Female entrepreneurship shows a clear gender gap compared to men, with the female professional
facet being identified in about 25% of the total of each sample. In any case, there are no relevant
efforts to share or champion the role of female leaders in the corporate communications of startups.

The preferred sectors for the entrepreneurial movement throughout the Iberian Peninsula are: 1)
technology, 2) health, 3) agri-food, and 4) tourism. The linking of businesses to the circular economy is
very present in Andalusia, while the conscious leadership for the blue economy stands out as a market
niche in Aveiro.

There is a wide margin for improvement in digital communication capabilities, which would result in
the positioning and visibility of the startups. A great opportunity for differentiation of these startups is
therefore identified if they work their corporate identity linked to concepts related to the SDGs, CSR,
and circular economy for a state of well-being of stakeholders in the present and future.

To give continuity and expand the potential of the line of work opened with this research, the possibility
of expanding the methodological design with other parameters and tools such as direct interviews with
the women who lead the companies identified, as well as the analysis of the evolution of the new
startups over time, can be considered. In this way, it will be possible to delve into the motivational
factors, latent strengths, and limitations they wish to overcome to convert their ideal of sustainable
business into a real socioeconomic and environmental legacy.

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 486


https://www.doi.org/10.4185/RLCS-2023-1978

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

6. References

Ahmad, N., Ullah, Z., Mahmood, A., Ariza-Montes, A., Vega-Mufioz, A., Han, H., & Scholz, M. (2021).
Corporate Social Responsibility at the Micro-Level as a “New Organizational Value” for

Sustainability: Are Females More Aligned towards It? International Journal of Environmental
Research and Public Health, 18(4), 2165. https://doi.org/10.3390/ijerph18042165

Aldrich, H. E., & CIliff, J. E. (2003). The pervasive effects of family on entrepreneurship: toward a
family embeddedness perspective. Journal of Business Venturing, 18(5), 573-596.
https://doi.org/10.1016/s0883-9026(03)00011-9

Audretsch, D. B. (2008). The entrepreneurial society. The Journal of Technology Transfer, 34(3), 245-
254. https://doi.org/10.1007/s10961-008-9101-3

Berger, E. S. C., & Kuckertz, A. (2016). Female entrepreneurship in startup ecosystems worldwide.
Journal of Business Research, 69(11), 5163-5168. https://doi.org/10.1016/].jbusres.2016.04.098

Clark, C. (2008). The impact of entrepreneurs oral ‘pitch’ presentation skills on business angels initial
screening investment decisions. Venture Capital, 10(3), 257-279.

https://doi.org/10.1080/13691060802151945

Comision Europea. (2018). Communication from the commission to the european parliament, the
european council, the council, the european economic and social committee and the committee
of the regions a modern budget for a union that protects, empowers and defends the
multiannual financial framework for 2021-2027.
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=COM%3A2018%3A321%3AFIN

De Sola Pool, 1., & Berelson, B. (1952). Content Analysis in Communication Research. American
Sociological Review, 17(4), 515. https://doi.org/10.2307/2088029

Denzin, N. K. (2007). Triangulation. The Blackwell Encyclopedia of Sociology.
https://doi.org/10.1002/9781405165518.wbeost050

Dionisio, M., & de Vargas, E. R. (2020). Corporate social innovation: A systematic literature review.
International Business Review, 29(2), 101641. https://doi.org/10.1016/j.ibusrev.2019.101641

El Pais. (2022). La ley de ‘start-up’se abre paso en el Congreso con beneficios fiscales para inversores
y para profesionales extranjeros. https://bit.ly/3JW3hhd

European  Comission.  (2019).  Future of Europe, EU budget for the future.
https://ec.europa.eu/commission/future-europe/eu-budget-future

Ganguly, A., Talukdar, A., & Chatterjee, D. (2019). Evaluating the role of social capital, tacit
knowledge sharing, knowledge quality and reciprocity in determining innovation capability of

an  organization. Journal of  Knowledge  Management,  23(6), 1105-1135.
https://doi.org/10.1108/jkm-03-2018-0190

Garcia-Sanchez, I. M., Sudrez-Fernandez, O., & Martinez-Ferrero, J. (2019). Female directors and
impression management in sustainability reporting. International Business Review, 28(2), 359-

374. https://doi.org/10.1016/].ibusrev.2018.10.007

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 487


https://doi.org/10.1016/j.ibusrev.2018.10.007
https://doi.org/10.1108/jkm-03-2018-0190
https://ec.europa.eu/commission/future-europe/eu-budget-future
https://bit.ly/3JW3hhd
https://doi.org/10.1016/j.ibusrev.2019.101641
https://doi.org/10.1002/9781405165518.wbeost050
https://doi.org/10.2307/2088029
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=COM%3A2018%3A321%3AFIN
https://doi.org/10.1080/13691060802151945
https://doi.org/10.1016/j.jbusres.2016.04.098
https://doi.org/10.1007/s10961-008-9101-3
https://doi.org/10.1016/s0883-9026(03)00011-9
https://doi.org/10.3390/ijerph18042165
https://www.doi.org/10.4185/RLCS-2023-1978

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

GEM (Global Entrepreneurship Monitor). (2022). Women s Entrepreneurship Report: From Crisis to
Opportunity. GEM. https://bit.ly/3LICKFr

Global Entrepreneurship Monitor de Andalucia. (2021). Estudio del fenomeno emprendedor.
https://www.gem-spain.com/informes-regionales/

Godemann, J., Michelsen, G. (2011). Sustainability Communication — An Introduction. In: J.
Godemann, & G. Michelsen (Eds.) Sustainability Communication. Springer, Dordrecht.
https://doi.org/10.1007/978-94-007-1697-1 1

Golob, U. Podnar, K. y Zabkar, V. (2022). Sustainability communication. International Journal of
Advertising, 1-10. https://doi.org/10.1080/02650487.2022.2144035

Instituto de Estadistica y Cartografia de Andalucia (2022). Principales indicadores.
https://bit.ly/42Ds2pl

Instituto Nacional de Estatistica de Portugal (2022). Principais indicadores demogrdficos.
https://bit.ly/42DtIVE

Invernizzi, E., & Romenti, S. (2015). Adopting an entrepreneurial perspective in the study strategic
communication. In: D. Holtzhausen y A. Zerfass (Eds.), The Routledge Handbook of Strategic
Communication. Routledge. https://doi.org/10.4324/9780203094440

Jennings, J. E., & Brush, C. G. (2013). Research on Women Entrepreneurs: Challenges to (and from)
the Broader Entrepreneurship Literature? Academy of Management Annals, 7(1), 663-715.
https://doi.org/10.5465/19416520.2013.782190

Jornal de Noticias. (2022). Diretorio de empresas Aveiro.
https://infoempresas.jn.pt/Distrito AVEIRO.html

Junta de Andalucia (2022). StartUps de la region. https://cutt.ly/D1gGm60

Kézai, P. K., & Szombathelyi, M. K. (2021). Factors effecting female startuppers in Hungary.
Economics & Sociology, 14(4), 186-203. https://doi.org/10.14254/2071-789X.2021/14-4/11

Kollmann, T., & Kuckertz, A. (2006). Investor relations for start-ups: an analysis of venture capital
investors’ communicative needs. International Journal of Technology Management, 34(1/2),
47-62. https://doi.org/10.1504/ijtm.2006.009447

Matta, G. (2020). Science communication as a preventative tool in the COVID19 pandemic.
Humanities & social sciences communications, 7(1), 1-14. https://bit.ly/31ru6jF

McKinsey (2022). Women in the Workplace 2022.
https://www.mckinsey.com/featured-insights/diversity-and-inclusion/women-in-the-workplace

Mertens, A., von Krause, M., Denk, A., & Heitz, T. (2021). Gender differences in eating behavior and
environmental attitudes — The mediating role of the Dark Triad. Personality and Individual
Differences, 168. https://doi.org/10.1016/j.paid.2020.110359

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 488


https://doi.org/10.1016/j.paid.2020.110359
https://www.doi.org/10.4185/RLCS-2023-1978
https://www.mckinsey.com/featured-insights/diversity-and-inclusion/women-in-the-workplace
https://bit.ly/3lru6jF
https://doi.org/10.1504/ijtm.2006.009447
https://doi.org/10.14254/2071-789X.2021/14-4/11
https://cutt.ly/D1gGm6o
https://infoempresas.jn.pt/Distrito_AVEIRO.html
https://doi.org/10.5465/19416520.2013.782190
https://doi.org/10.4324/9780203094440
https://bit.ly/42DtlVE
https://bit.ly/42Ds2pI
https://doi.org/10.1080/02650487.2022.2144035
https://doi.org/10.1007/978-94-007-1697-1_1
https://www.gem-spain.com/informes-regionales/
https://bit.ly/3LICKFr

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

Olson. (2013). It’s not easy being green: the effects of attribute tradeoffs on green product preference
and choice. Journal of the Academy of Marketing Science, 41(2), 171-184.
https://doi.org/10.1007/s11747-012-0305-6

Petkoski, D., & Twose, N. (Eds.). (2003). Public policy for corporate social responsibility.
http://web.worldbank.org/archive/website01006/ WEB/IMAGES/PUBLICPO.PDF

Petkova, A. P. (2012). From the ground up: building young firms’ reputations. In: M. L. Barnett y T.
G. Pollock (Eds.), The Oxford Handbook of Corporate Reputation, Oxford University Press, (pp.
383-401).Oxford.

Reilly, A. H., & Hynan, K. A. (2014). Corporate communication, sustainability, and social media: It’s
not easy (really) being  green.  Business  Horizons, 57(6), 747-758.
https://doi.org/10.1016/j.bushor.2014.07.008

Rogers, E. M. (1993). The Diffusion of Innovations Model. Diffusion and Use of Geographic
Information Technologies, 9-24.

Sanchez-Hernandez, M. 1., Carvalho, L., Rego, C., Lucas, M. R. y Noronha, A. (2021). Social
innovation and entrepreneurship in the fourth sector: Sustainable best-practices from across the

world. Springer International Publishing.

Spigel, B. (2017). The relational organization of entrepreneurial ecosystems. Entrepreneurship:
Theory and Practice, 41(1), 49-72.

StarupBlink. (2022). Startups Western Europe Portugal Aveiro. https://bit.ly/3TzqvN5

Stemler, S. (2001). An overview of content analysis. Practical Assessment, Research & Evaluation,
7(17), 137-146.

Torres-Mancera, R. (2021). Relaciones publicas y comunicacion para un fundraising sostenible.
Perspectivas internacionales: estudio de casos desde Esparia, Paises Bajos, Reino Unido y
Meéxico. UMA Editorial.

Torres-Mancera, R. y De las Heras-Pedrosa, C. (2018). Las relaciones publicas y el fundraising como
estrategia de gestion para las colecciones privadas de la Universidad de Oxford. Obra Digital,
15. https://doi.org/10.25029/0d.2017.149.15

United Nations. (2022). Department of Economic and Social Affairs. Sustainable Development. Global
Sustainable Development Report 2023. https://sdgs.un.org/gsdr/gsdr2023

United Nations. (1987). Report of the World Commission on Environment and Development: Our
common future. http://www.un-documents.net/our-common-future.pdf.

Universidade De Aveiro. (2022). UA incubator companies.
https://www.ua.pt/en/incubator/companies%20https://www.t6s.com/priojumpstart2022

Verheul, 1., Van Stel, A., & Thurik, R. (2006). Explaining female and male entrepreneurship at the
country level.  Entrepreneurship and  Regional Development, 18(2), 151-183.
https://doi.org/10.1080/08985620500532053

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 489


https://doi.org/10.1080/08985620500532053
https://www.ua.pt/en/incubator/companies%20https://www.f6s.com/priojumpstart2022
http://www.un-documents.net/our-common-future.pdf.
https://sdgs.un.org/gsdr/gsdr2023
https://doi.org/10.25029/od.2017.149.15
https://bit.ly/3TzqvN5
https://doi.org/10.1016/j.bushor.2014.07.008
http://web.worldbank.org/archive/website01006/WEB/IMAGES/PUBLICPO.PDF
https://doi.org/10.1007/s11747-012-0305-6
https://www.doi.org/10.4185/RLCS-2023-1978

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

Wiesenberg, Godulla, A., Tengler, K., Noelle, I. M., Kloss, J., Klein, N., & Eeckhout, D. (2020). Key
challenges 1in strategic start-up communication: A systematic literature review

and an explorative study. Journal of Communication Management, 24(1), 49-64.
https://doi.org/10.1108/JCOM-10-2019-0129

Wittmayer, J. M., Backhaus, J., Avelino, F., Pel, B., Strasser, T., Kunze, 1., & Zuijderwijk, L. (2019).
Narratives of change: How social innovation initiatives construct societal transformation.
Futures, 112. https://doi.org/10.1016/j.futures.2019.06.005

Ziemann, A. (2011). Communication Theory and Sustainability Discourse. In: J. Godemann, & G.
Michelsen (Eds.), Sustainability Communication. Springer, Dordrecht.
https://doi.org/10.1007/978-94-007-1697-1_8

AUTHORY/S:

Rocio Torres-Mancera
Universidad de Malaga. Spain.

Psychologist and International Industrial Doctorate in Communication with a stay at the University
of Oxford. Executive MBA from IE Business School, Master's Degrees in Business Communication
and Advertising, HR Management, Local Economic Development and Strategic Management, and
Innovation in Communication (Extraordinary Award). Researcher and teaching collaborator with stays
in the Netherlands, Portugal, and Mexico. Margarita Salas Scholarship at the University of Granada.
She has more than 20 years of professional experience; she is a collaborator in European Erasmus +
projects for the international culture of sustainable development, and a member of the research group
SEJ-628 Open communication in startups led by women, competitive strategies for differentiation and
innovation.

rociotorres(@uma.es

Orcid ID: https://orcid.org/0000-0002-7205-5639

Google Scholar: https://bit.ly/3mSE6De

ResearchGate: https://www.researchgate.net/profile/Rocio-Torres-Mancera
Academia.edu: https://uma.academia.edu/RocioTorres

Dialnet: https://dialnet.unirioja.es/servlet/autor?codigo=4406131

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 490


https://dialnet.unirioja.es/servlet/autor?codigo=4406131
https://uma.academia.edu/RocioTorres
https://www.researchgate.net/profile/Rocio-Torres-Mancera
https://bit.ly/3mSE6De
https://orcid.org/0000-0002-7205-5639
mailto:rociotorres@uma.es
https://doi.org/10.1007/978-94-007-1697-1_8
https://doi.org/10.1016/j.futures.2019.06.005
https://doi.org/10.1108/JCOM-10-2019-0129
https://www.doi.org/10.4185/RLCS-2023-1978

RLCS, Revista Latina de Comunicacion Social, 81, 474-491
[Research] https://www.doi.org/10.4185/RLCS-2023-1978 | ISSN 1138-5820 | Year 2023

Estrella Martinez-Rodrigo
Universidad de Granada. Spain.

Ph.D. in Audiovisual Communication and Advertising, Professor at the Department of Information
and Communication of the Universidad de Granada, in the Faculty of Communication and
Documentation. She is responsible for the Research Group "Cyberculture, communicative processes,
and audiovisual media" of the Junta de Andalucia" (SEJ-508). Her research lines and publications
focus on audiovisual communication and social networks, and science communication, paying
attention to its social, cultural, and educational effects. She has participated in various national and
international research projects and has directed several doctoral theses on these topics.
emrodrigo@ugr.es

Orcid ID: https://orcid.org/0000-0002-8063-0525

Google Scholar: https://bit.ly/410NdLb

ResearchGate: https://www.researchgate.net/profile/Estrella-Martinez-Rodrigo
Academia.edu: https://granada.academia.edu/EstrellaMart%C3%ADnezRodrigo
Dialnet: https://dialnet.unirioja.es/servlet/autor?codigo=3038334

Claudia Amaral Santos
Universidade de Aveiro. Portugal.

Has a Ph.D. in Linguistics/Terminology from the University of Aveiro (UA) and NOVA Social
School of Sciences and Humanities (NOVA-FCSH). She has been an Adjunct Professor at the Aveiro
Institute of Accounting and Administration (ISCA-UA) since 2001 where she lectures Languages for
Specific Purposes. She coordinates the Languages and Social Sciences team and International
Mobility programs in her department. Claudia Amaral Santos is a member of the research unit on
Governance, Competitiveness, and Public Policy (GOVCOPP) and a collaborator of the research unit
on Languages, Literature, and Cultures (CLLC) at the University of Aveiro. She participates
regularly in several international projects and her main research interests are focused on education
and internationalization, consumer behavior, innovation, and sustainability.
claudia.amaral@ua.pt

Orcid ID: http://orcid.org/0000-0003-2630-294X
Scopus ID: https://www.scopus.com/authid/detail.uri?authorld=57214881696
Google Scholar: https://scholar.google.com/citations?user=ul Y TufcAAAAJ&hl=en

Received: 19/01/2023. Accepted: 03/03/2023. Published: 21/04/2023. 491


https://scholar.google.com/citations?user=uIYTufcAAAAJ&hl=en
https://www.scopus.com/authid/detail.uri?authorId=57214881696
http://orcid.org/0000-0003-2630-294X
mailto:claudia.amaral@ua.pt
https://dialnet.unirioja.es/servlet/autor?codigo=3038334
https://granada.academia.edu/EstrellaMart%C3%ADnezRodrigo
https://www.researchgate.net/profile/Estrella-Martinez-Rodrigo
https://bit.ly/41oNdLb
https://orcid.org/0000-0002-8063-0525
mailto:emrodrigo@ugr.es
https://www.doi.org/10.4185/RLCS-2023-1978

e Revista

5 Latina

de Comunicacion Social

Related articles:

Barrientos-Béez, A., Parra-Lopez, E. y Martinez-Gonzélez, J. A. (2020). La imagen y empoderamiento

de la mujer en el sector turistico. Revista Internacional de Investigacion en Comunicacion
aDResearch ESIC, 22(22), 164-175. https://doi.org/10.7263/adresic-022-09

Cervantes Sintas, M. (2020). La comunicacion desde el consejo de administracion: estudio empirico

sobre la legibilidad de los informes de sostenibilidad en espafiol. Revista de Comunicacion de la
SEECI, 53, 103-134. https://doi.org/10.15198/seeci.2020.53.103-134

Garcia Orosa, B. y Gallur Santorum, S. (2019). La presencia de la mujer en las informaciones de los
de los cibermedios europeos de Espafia, Italia, Gran Bretafa, Portugal y Francia. Revista Latina
de Comunicacion Social, 74, 403-417. http://doi.org/10.4185/RLCS-2019-1337



http://doi.org/10.4185/RLCS-2019-1337
https://doi.org/10.15198/seeci.2020.53.103-134
https://doi.org/10.7263/adresic-022-09



