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Abstract 

Within the domain of entrepreneurship, there is a growing acknowledgment of women's contributions. 

However, gender gaps exist, typically affected by cultural conventions and individual characteristics. Women 

entrepreneurs can use the digital age to surpass conventional limitations and utilize digital platforms. The 

advent of digitization enables women to effectively balance work and family responsibilities, providing them 

with opportunities to access global markets and resources and facilitating personal brand development. This 

chapter presents the case study of "Sa Panada Srl," an exceptional instance that effectively utilized digital 

platforms and social media to attain noteworthy accomplishments. This case underlines the impact of 

digitalization in empowering women entrepreneurs, highlighting opportunities and obstacles that women face 

in the digital era of entrepreneurship. 

Introduction 

The recognition and scholarly focus on women's achievements is increasing in the contemporary 

entrepreneurial landscape. Women entrepreneurs have been recognized for their significant global economic 

achievements (Noguera et al., 2013). Nevertheless, the proportion of women in entrepreneurship is still smaller 

than that of men, emphasizing the enduring prejudice that males predominantly control entrepreneurship (Elam 

et al., 2019). Examining gender differences in entrepreneurship has primarily focused on contextual factors as 

the main drivers. 

The context in which entrepreneurial activities occur influences the timing, manner, and individuals involved 

in such operations (Welter, 2011). The institutional context, which includes political, economic, and cultural 

aspects, dramatically impacts women's ambitions to become entrepreneurs. The regulatory environment, 

property rights, and access to financial resources influence these intents. Culture is a significant element that 

can either promote or hinder entrepreneurship (Krueger et al., 2013) and controls the desires and actions of 

entrepreneurs, affecting individuals in many ways. 

Multiple studies have provided evidence that women encounter cultural barriers, leading to a well-

acknowledged disparity between genders in entrepreneurship. Women are frequently limited by stereotypes 

and societal norms that confine them to household duties, caring obligations, and cautious endeavors (Floris 

and Dettori, 2021). These societal conventions influence the characteristics of women, occasionally in 

opposition to the conventional picture of an entrepreneur. 

 

Research at the individual level has investigated the significance of soft skills as predictors of entrepreneurial 

success (Emami et al., 2022). Research has shown that women generally demonstrate a lower interest in 

entrepreneurship and possess fewer entrepreneurial skills, knowledge, and aptitude for self-employment 



(Shinnar et al., 2012). The presence of cultural norms and individual-level factors interweave to discourage 

women from engaging in business. 

Strongly influenced by self-esteem, entrepreneurial intent is crucial in determining whether someone would 

pursue entrepreneurship (Schlaegel and Koenig, 2014). Self-esteem is a concept created by society and is a 

characteristic that individuals possess, which may be developed and strengthened gradually. It emphasizes the 

interaction between personal and environmental elements. Although culture and societal conventions impact 

unique characteristics, people's inherent beliefs have a considerable role in determining their willingness to 

allocate resources toward self-improvement. Female entrepreneurs strive for success in challenging settings, 

prioritizing overcoming cultural obstacles (Mozumdar et al., 2022; Rahman et al., 2022; Floris et al., 2020). 

The emergence of digitalization has the potential to alter the current situation significantly. The advent of 

digital technologies and Information and Communication Technology (ICT) has provided women 

entrepreneurs with enhanced prospects for expansion and progress (Afrah & Fabiha, 2017). The "Female 

Digital Entrepreneur" concept refers to women who utilize the digital domain to identify potential market 

prospects and establish inventive business enterprises (Scuotto et al., 2019). The advent of the internet era 

provides women with opportunities to flourish, pioneer, and engage in fair competition with males. 

Digital technologies have brought about a level of adaptability that has blurred the distinctions between work 

and pleasure. Mobile phones, specifically, have enabled the effective handling of family obligations and 

professional responsibilities (Roy, 2016). Nevertheless, in today's flexible job market, individuals must 

independently organize their duties and establish clear boundaries between work and personal life. 

Unfortunately, women frequently have less authority over their work assignments and timetables. 

While the technology sector was historically male-dominated, the growth of digitization has drawn attention 

to women-led entrepreneurial initiatives. Online environments enable businesses to mask gender, avoiding 

unfavorable gender bias (Haraway, 1989). Additionally, digital technologies allow women entrepreneurs to 

access essential information, lowering barriers (Pergelova et al., 2019). 

However, digitalization's universal cure for gender inequality is being questioned. Gender inequities continue 

offline, influencing women's experiences both in the physical and digital world (Dy et al., 2017). Digital 

technologies can't guarantee offline resources, creating the likelihood offline inequities may be reinforced (Dy 

et al., 2018). Studies on women's entrepreneurship on digital platforms are relatively sparse. Digital media 

have unique characteristics compared to traditional marketplaces and necessitate various operational principles 

(Cennamo, 2021). 

In summary, digitalization gives hope to women entrepreneurs by reducing physical and cultural restrictions. 

Digital platforms enable access to global markets and resources, enabling women to start businesses regardless 

of location or cultural background. Digital tools allow women to establish personal brands and reach a broader 

audience, helping transcend gender-specific preconceptions and expectations. Understanding these 

interactions is crucial to unearth the possibilities and obstacles for women entrepreneurs in the digital age. 



In this context, "Sa Panada Srl" appears as a notable female-founded firm that has effectively embraced the 

digital era, using high technology, digital platforms, e-commerce, social media, and more. Their journey is a 

powerful and inspiring example, presenting a gripping tale that can motivate and encourage women to delve 

into business. "Sa Panada Srl" highlights how the strategic integration of digital tools and technology may 

pave the path to success, making it an influential role model for women seeking to enter the business field. 

 

Literature review 

Women entrepreneurship is obtaining an increasing scholarly interest. While there is a general agreement that 

women entrepreneurs contribute to entrepreneurial activity (Noguera et al., 2013) and socioeconomic 

development (Hechavarria et al., 2019; Rae, 2015), a gender gap still persists (Elam et al., 2019). 

To understand why entrepreneurship is still male-dominated, scholars have mainly focused on contextual 

elements to understand the differences between men's and women's propensity in entrepreneurship. The 

context is crucial since it determines when, how, and why entrepreneurial activities occur and influences 

individuals (Welter, 2011). The institutional context, including political, economic, and cultural components, 

has a significant influence, as well as property rights and access to financial resources (Estrin and Mickiewicz, 

2011; Brush et al., 2009). Nevertheless, culture appears to be the most influential element that can either 

promote or hinder entrepreneurship (Krueger et al., 2013), determining the direction of entrepreneurial 

ambitions and actions (Shinnar et al., 2012; Thornton et al., 2011). The impact of culture on entrepreneurship 

can either strengthen or weaken it, and these influences might vary in perception and experience among 

individuals in society. 

Multiple studies have examined the discrepancies between female and male entrepreneurs, uncovering that 

women face more prominent cultural barriers (Jennings and Brush, 2013). The gender disparity in 

entrepreneurship, as evidenced by Santos et al. (2016), can be partially ascribed to preconceptions and societal 

norms that confine women to household duties, caregiving obligations, and ventures that are less inclined to 

take risks, as stated by Floris and Dettori (2021). These standards shape women's characteristics, frequently 

conflicting with the conventional perception of entrepreneurs. 

Furthermore, researchers have focused on the personal level and highlighted the crucial significance of well-

defined soft skills as predictors of entrepreneurial achievement (Emami et al., 2022). The examination at the 

individual level has given rise to a significant amount of written work, which has shown that women display 

less inclination to start entrepreneurial ventures (Shinnar et al., 2012) and report lower levels of entrepreneurial 

abilities, knowledge, and the capacity to build new firms. Moreover, there is a common perception that women 

possess a diminished power for self-employment, as stated by Verheul et al. (2012). Several of these individual 

variables are intricately connected to the sense of cultural norms and societal expectations. Essentially, women 

frequently avoid business due to the restrictions imposed by cultural standards. 



However, the inclination to start a firm, a significant indicator of engaging in entrepreneurial activities, 

originates from one's self-esteem. It represents the level of confidence individuals have in their ability to do a 

specific action and the outcomes they can obtain with their skills (Schlaegel and Koenig, 2014: 300). Self-

esteem is a social construct (Eagly et al., 2000) and a personal characteristic that may be developed and 

improved over time (Creed et al., 2001; Nungsari et al., 2023), starting from childhood and adolescence (Floris 

et al., 2023; Floris and Pillitu, 2019). This highlights the interaction between the individual and the surrounding 

environment, where culture and societal norms impact personal characteristics. However, individuals also 

possess inherent beliefs about their abilities, which affect their willingness to invest emotional and material 

resources in self-improvement. Empirical research supports that women who start or maintain enterprises strive 

for success, even in contexts with less support (Mozumdar et al., 2022; Rahman et al., 2022; Floris et al., 

2020). This underscores the capacity of women to surpass cultural obstacles and attain entrepreneurial triumph 

by possessing the appropriate mindset and self-confidence. This situation becomes even more pronounced 

when women entrepreneurs identify and take advantage of opportunities from digitization. The digital 

revolution is a significant opportunity for women entrepreneurs to overcome potential obstacles and improve 

their personal views.   

The intersection of digitalization and women entrepreneurship 

The advent of digitalization and the extensive utilization of Information and Communication Technology 

(ICT) have become influential factors, offering women entrepreneurs exceptional opportunities for personal 

advancement, business expansion, and achieving gender equality with their male counterparts (Afrah & 

Fabiha, 2017). The use of new technology has led to the emergence of novel ideas, one of which is the concept 

of the "Female Digital Entrepreneur." This remarkable individual is described as a female entrepreneur who 

skillfully explores the digital realm to discover market opportunities and create creative companies, as stated 

by Scuotto et al. (2019). The concept of "Women Digital Entrepreneurship" is a significant socioeconomic and 

technological development. It emphasizes the inherent capacity of women to identify and take advantage of 

opportunities, combined with the revolutionary impact of emerging digital technology. According to Paoloni 

et al. (2019), this collaboration can transform current enterprises and generate innovative solutions for societal 

problems, overcoming the usual obstacles women face in starting their firms. 

Fundamentally, the advent of the digital age has introduced a new epoch of opportunities for women in 

entrepreneurship. It offers a platform for women to excel and provide new ideas while still being on par with 

men in the ever-changing fields of business and technology. 

Digital technologies have been piloted in a new era characterized by increased job flexibility, blurring the 

traditional boundaries that once separated work and leisure. Women face distinct opportunities and challenges 

during this shift as they strive to maintain a delicate equilibrium between their work and familial obligations. 

The convergence of adaptable work arrangements and the increasing prevalence of digital technologies has the 

potential to enhance women's work-life balance. However, in today's world of flexible employment, 

individuals are increasingly required to independently establish and organize their job responsibilities while 



defining the limits between their professional and personal lives. The research highlights the disparity between 

men and women regarding control over work assignments and schedules, indicating that the current work 

environment has not fully adapted to the changing expectations of women in modern society (Roy, 2016). 

Historically, the technology sector has primarily been driven by initiatives led by men, as evidenced by experts 

such as Moghaddam (2010) and Wang and Degol (2017). Nevertheless, due to the swift rise of digitization, 

there has been a growing scholarly interest in entrepreneurial pursuits led by women. This is driven by the 

hopeful belief that digitalization will potentially reduce gender inequalities. Some argue that digital 

technologies have the potential to make entrepreneurship more accessible to everyone, which might lead to a 

decrease in the gender gap. This idea is supported by Castells (2010) and Mole and Mole (2010). 

Haraway (1989) emphasizes that gender might be obscured in the digital domain. Entrepreneurs often have the 

option to conceal their gender in digital settings, enabling them to maintain anonymity or create a digital 

persona different from their real-life identity. This phenomenon has been documented by Dy et al. (2017) and 

Martin and Wright (2005). This concealment can help women evade negative views arising from gender bias. 

Furthermore, modern technologies, namely the Internet, can provide women entrepreneurs with a wide range 

of essential information needed to run a business effectively. Pergelova et al. (2019) have observed that 

women-led initiatives often face exclusion in traditional settings regarding market trends, consumer 

preferences, and business development chances. Insights encompass these areas. Therefore, digital 

technologies can somewhat alleviate informational obstacles for women entrepreneurs (Pergelova et al., 2019). 

In addition to accessing information, operating a digital business can also lead to an improved work-life 

balance, offering increased flexibility and independence in terms of when and where work is performed, as 

stated by Rajahonka and Villman (2019). 

Nevertheless, contemporary academic perspectives have highlighted that digitization may not be a universally 

effective remedy for reducing gender inequalities. Emerging research indicates that the disparity in digital 

participation across genders is closely connected to the real-world contexts in which female entrepreneurs are 

firmly embedded. This includes several elements such as social, political, and cultural circumstances, as 

examined by Dy et al. (2017, 2018), McAdam et al. (2020), and Ughetto et al. (2020). Dy et al. (2017) found 

that gender disparities in offline contexts can limit the capabilities of women entrepreneurs, affecting their 

experiences both in the physical world and in the digital domain. 

Examining the constraints of digital technologies in reducing the gender gap, Dy et al. (2018) contend that 

these technologies cannot guarantee the presence of resources and opportunities intimately associated with 

offline situations, such as political, social, or cultural circumstances. This raises the fear that digital technology 

may unintentionally exacerbate the disparities experienced by women entrepreneurs in their offline contexts. 

The distinction between the offline and online domains is not easily defined; hence, the conduct of female 

entrepreneurs in digital settings is unavoidably influenced by the offline conditions that encompass them. For 



example, their social status or standing might substantially influence their behavior and performance in the 

online realm. 

Although there have been significant developments in recent studies on women's entrepreneurship in the digital 

domain, there is still a lack of comprehension of how women entrepreneurs interact with technology on digital 

platforms. Digital platforms, considered very significant in digital technologies (Nambisan, 2017), have 

witnessed a growing influx of women entrepreneurs venturing into this dynamic sector. These platforms 

possess unique product, structural, and technological attributes in contrast to conventional markets, which 

require a substantial deviation from existing operational norms (Cennamo, 2021). Due to the swift growth of 

digital platforms and their significant influence on the economy, it is crucial to carefully analyze and consider 

the gender dynamics within the digital platform industry. 

From this standpoint, digitalization is a promising solution for female entrepreneurs. The advent of the digital 

revolution has fundamentally transformed the entrepreneurial terrain, presenting unparalleled prospects for 

women to participate and prosper in business. Digitalization reduces the limitations imposed by geography 

and traditional corporate infrastructure. Female entrepreneurs can develop and operate firms from their homes 

or remote areas, freeing themselves from societal constraints that may have hindered their entrepreneurial 

aspirations in the past. Furthermore, digital platforms allow women entrepreneurs to reach worldwide markets 

and access a wide range of financial and educational resources. By simply clicking a button, they may establish 

connections with mentors, investors, and consumers from around the globe. The availability of digital 

connectivity enables women to develop and expand their enterprises, regardless of their physical location or 

cultural circumstances. 

Furthermore, digital tools and technology enable women entrepreneurs to develop their brand and extend their 

influence to a broader audience using various online marketing methods, social media platforms, and e-

commerce websites. The utilization of digital marketing and e-commerce has the potential to assist women in 

overcoming gender-specific preconceptions and societal expectations that may have hindered their progress in 

the conventional business realm. 

The successful case 

Business is constantly changing, and sure tales of entrepreneurship are a wellspring of motivation for everyone. 

The narrative of Laura Achenza and her daughters Valentina and Martina serves as a remarkable illustration 

of how fervor, ingenuity, and diligent effort can metamorphose a concept into a worldwide triumph. Laura and 

her daughters are the innovative individuals responsible for the success of 'Sa Panada Srl,' a firm that has 

achieved remarkable expansion, enabling them to fulfill their aspiration of selling panadas globally. 

Foundations of Tradition 

The story developed in the lovely town of Oschiri, in the northern region of Sardinia, Italy. This community 

is well-known for its unique culinary heritage and profound historical origins. Oschiri is a location where 

customs are revered, and gastronomy is an integral facet of the society. The "panada," a savory pie packed 



with hog flesh and prepared by baking it with steam in the oven, is considered a culinary treasure in the village. 

Laura Achenza, born in 1966 in Oschiri, was deeply exposed to the customs and tastes of her birthplace during 

her developmental years. Laura's youth was imbued with the fragrant essence of panadas, carefully crafted by 

her grandparents and mother for significant occasions, such as weddings and festivities. Laura safeguarded the 

family's valued practices by paying close attention and handing down this unique culinary history from one 

generation to the next. 

An Entrepreneurial Vision 

In 1989, Laura's enterprising nature and determination prompted her to undertake a transformative adventure 

that would alter the trajectory of her life and her family's future. She decided to commence producing and 

selling panadas from her little 60-square-meter workshop. The lofty objective was to globalize the product. 

Laura was an indefatigable visionary, demonstrating an exceptional disposition towards invention, a proactive 

nature, and a tendency for taking risks. She was able to attentively cater to customer demands, foreseeing their 

wants and preferences. 

In the first stages, Laura encountered a pivotal moment when she briefly withdrew from the business to 

prioritize her role as a mother. Nevertheless, upon her arrival, she faced the difficulties of overseeing a 

workforce characterized by a lack of self-confidence. Notwithstanding these hindrances, Laura's ardor and 

commitment intensified. She surmounted the challenges and imparted her expertise and wisdom to her two 

daughters, Valentina and Martina. 

Revolutionary Advancement 

Laura disrupted the conventional path by introducing various panadas, leading to a significant change. This 

entailed integrating various components, including hog meat, varied vegetables, peppers, artichokes, potatoes, 

and even shrimp. The purpose of this diversification was to actively include customers in the process of 

creating products, taking into account their changing preferences, including those who follow a vegan diet. 

Initially faced with local condemnation, this deviation from tradition surprisingly resulted in a significant 

increase in client orders, requiring streamlined manufacturing techniques to fulfill the expanding market 

demand. 

The task of shifting to mass production was a significant obstacle, considering the conventional, labor-

intensive, and time-consuming process of creating panadas. Nevertheless, propelled by her steadfast dedication 

to expansion, enduring viability, and aspiration to develop a worldwide market for panadas, Laura initiated the 

exploration of novel concepts and methodologies. Her goal was to enhance production while maintaining the 

core principles of tradition, creativity, and the product's exceptional quality. 

Technological advancements leading to transformation 

Laura's limitless capacity for innovation became a powerful motivator in her pursuit of global achievement, 

requiring her to adapt to evolving circumstances. Laura harnessed the power of technology by designing and 



implementing new equipment that transformed the manual production process into a highly efficient 

mechanical one. Implementing this transition brought about a revolutionary change in the production process, 

resulting in a substantial increase in output while maintaining the customary quality closely associated with 

Oschiri's panadas. 

Customers who were used to the traditional handmade approach first resisted the introduction of these 

technological innovations. Notwithstanding these obstacles, Laura and her daughters diligently endeavored to 

reassure buyers that the product's quality remained unaltered. Gradually, the revised panada was embraced, 

resulting in a significant enhancement of the market conditions. 

Global Expansion: A Pursuit for Worldwide Reach 

The story of triumph highlighted a crucial realization: the current workshop was insufficient for the rapidly 

growing firm. Laura perceptively recognized the need for a larger and more contemporary manufacturing 

facility. This significant move signaled the beginning of a fresh phase for the company. Accompanied by her 

daughters, Valentina and Martina, 'Sa Panada Srl' commenced its venture into international markets. Laura and 

her girls embraced a motivating motto: 'The pandas shall triumph over the globe!'The family's successful 

business venture continued to prosper, intending to attract worldwide audiences on the brink of realization. 

Promoting the advancement and influence of women in the field of business. 

An essential aspect of this success story is the crucial role performed by women in business. Laura Achenza 

and her daughters Valentina and Martina embody the strength and determination of women entrepreneurs. 

They overcame societal conventions and challenges in the profession to become significant contributors to the 

culinary field. Laura stood out as a pioneer in her town, defying conventional gender roles, particularly in the 

conservative village of Oschiri, by venturing into entrepreneurship. Her ingenuity, propensity for risk-taking, 

and aggressive attitude were critical in driving the company's expansion. Valentina and Martina's inclusion in 

the firm further challenged and overcame gender restrictions. Valentina oversaw human resources, quality 

control, and marketing, demonstrating her aptitude for leadership and organizational abilities. Martina has 

taken on the commercial and administrative manager role, another example of the family's dedication to 

promoting gender equality and diversity in the business. 

Technological progress and worldwide influence 

The trajectory of 'Sa Panada Srl' did not conclude with the expansion of its production facilities. Laura, 

Valentina, and Martina acknowledged the capacity of technology to connect with a worldwide audience. They 

harnessed the potential of the internet and social media platforms to establish connections with clients on a 

global scale. By maintaining a dynamic internet presence, they effectively reached a more comprehensive 

range of people, disseminating the narrative of their traditional yet inventive panadas. 



The family also utilized e-commerce, establishing a digital platform allowing customers to order their panadas 

from anywhere conveniently. This action represented a notable change in the distribution of pandas, as it broke 

away from territorial limitations and enabled their merchandise to be sold in global marketplaces. 

The emergence of a gastronomic revolution 

Laura, Valentina, and Martina expanded their internet presence and diversified their product line by producing 

a wide range of new flavors and varieties of panadas. They modified their offerings in response to customer 

feedback to cater to a wide range of tastes and preferences. The family recognized that achieving long-term 

success in the global market required a dedication to ongoing innovation and adaptability to changing 

consumer needs. 

Conquering Obstacles 

Nevertheless, the journey toward achieving worldwide fame was not without obstacles. In 2014, 'Sa Panada 

Srl' encountered a situation that required a process of reorganization. The organization experienced a 

tumultuous period due to family troubles, economic downturns, and market complications. However, the 

women in charge of the firm displayed unwavering determination and resolve to conquer these obstacles. 

The family implemented difficult choices, such as discontinuing agreements with major distribution partners 

and prioritizing creating novel items and rebranding efforts. They worked relentlessly, streamlined prices and 

resources, and managed logistical parts of the firm. Their ability to adjust and strategic cognition played a 

crucial role in reorganizing the organization and guaranteeing its continued existence. 

An international phenomenon 

The family's dedication to progress extended beyond technological improvements and reorganization. They 

recognized that diversification was crucial in increasing their firm even more. 'Sa Panada Srl' successfully 

addressed the issue of limited shelf life by introducing frozen panadas, significantly expanding it from 10 days 

to an impressive 18 months. The introduction of this strategy was initially met with doubt, as the tradition had 

traditionally been to sell panadas in their fresh state to ensure their genuineness and excellence. Nevertheless, 

the family's resolute attitude and inventive methods of packaging and promoting convinced customers that the 

frozen panadas were just as wonderful. 

Synergy and Novelty 

The family created a refined version of their product by working with Sardinian chefs, enhancing its 

attractiveness; implementing this strategic strategy allowed 'Sa Panada Srl' to penetrate the restaurant and hotel 

industry, where panadas were not traditionally available. The family's adaptability to changing consumption 

patterns and commitment to promoting their traditional yet health-conscious product was vital in driving them 

toward worldwide success. 

An expanding network of franchises and ongoing expansion 



The family's resolute dedication to growth led to the establishment and expansion of a franchising network. 

This milestone is significant, as it signifies the determination of the second generation to expand the firm. 

Valentina and Martina played pivotal roles in the company, resulting in a substantial revenue increase of almost 

230% compared to previous years. 

An Intense Familial Connection 

Valentina and Martina, despite their contributions to the company's expansion, persisted in including their 

mother, Laura, in making decisions. By adopting a collaborative approach, they could effectively utilize the 

assets and knowledge of each family member. Their cohesive alliance fostered a robust connection that 

promoted uninhibited conversation and the free exchange of ideas and opinions devoid of apprehension. 

The Subsequent Stage of Expansion 

Valentina and Martina recently participated in the conference titled 'The Values You Bring In.' This event 

represented a notable generational transition as Laura transferred ownership to her daughters and marked the 

beginning of new possibilities for the company, including introducing a new brand. 

The Influence of Social Media and Electronic Commerce 

Laura, Valentina, and Martina utilized social media and the e-commerce platform 'Sardaland Food' to expand 

their company's reach, 'Sa Panada Srl,' on a global scale. These digital resources were crucial in driving their 

firm to unprecedented achievement. 

The Achenza family utilized the extensive reach of social media platforms to take advantage of the significant 

opportunities offered by a solid online presence. Facebook, Instagram, and Twitter have evolved into more 

than just marketing tools; they have become dynamic platforms for engaging with a broad worldwide audience. 

The family saw that social media had a greater purpose than simply promoting their brand. It provided a 

platform to establish a community of devoted supporters who shared their enthusiasm for exceptional cuisine 

and valued customs. 'Sa Panada Srl' created an authentic and accessible brand that connected with people 

worldwide by using appealing images, enticing recipes, and behind-the-scenes glimpses into their production 

process. 

One notable characteristic of their approach was their authentic involvement with their followers. They did not 

perceive it as a unidirectional communication route. Conversely, they engaged proactively with their audience, 

addressing criticisms and seeking feedback. This bilateral conversation facilitated their connection with clients 

and yielded priceless insights into consumer preferences. 'Sa Panada Srl' showed dedication to providing 

exactly what their consumers wanted. 

The E-Commerce Revolution: 'Sardaland Food' 



'Sa Panada Srl' demonstrated its dedication to expanding globally by strategically partnering with the e-

commerce platform 'Sardaland Food.' This platform provided a digital shop, allowing them to go beyond the 

limitations of physical storefronts and local distribution networks. 

'Sardaland Food' served as more than just an online marketplace; it was a means to access a broader range of 

potential customers. The platform facilitated a streamlined e-commerce experience, allowing customers from 

around the globe to effortlessly purchase products from 'Sa Panada Srl' with no effort. This transition 

represented a notable divergence from traditional product distribution methods and created fresh opportunities 

for worldwide growth. 

The site was a conduit linking Oschiri's customs with the global community. The family presented their 

distinctive culinary heritage to a worldwide audience using 'Sardaland Food,' providing a sample of Sardinian 

cuisine. Customers could savor the pleasures of Oschiri without needing to leave their homes, thanks to the 

convenience of online ordering. 

Valentina and Martina fully capitalized on this platform with their proficient online marketing strategy. They 

regarded it as a sales channel and a platform to enlighten customers about their panadas' extensive history and 

traditions. They recounted the tales of Oschiri, their ancestral lineage, and the fervor poured into each panada. 

They used a narrative-based marketing strategy that effectively connected with clients, augmenting the 

perceived worth of their goods. 

E-commerce: Overcoming Geographic Limitations 

The advent of e-commerce revolutionized the operations of 'Sa Panada Srl.' It eliminated geographical 

limitations and enabled the family to access previously unattainable markets. Now able to serve local 

consumers and Sardinian expats yearning for a familiar flavor of their homeland, adventurous gastronomes, 

and individuals seeking an authentic and traditional gastronomic encounter. 

The family's panadas gained worldwide popularity through the website. Customers from distant parts of the 

globe can now enjoy these delicious delicacies, fully experiencing the distinct flavors of Sardinia. The global 

demand for 'Sa Panada Srl's' products was sparked by the accessibility and convenience offered by e-

commerce. 

Valentina aptly expressed, "Our objective to dominate the world is not only focused on sales; it is about 

disseminating the essence and spirit of our family and village to the entire planet. 'Sardaland Food' has served 

as the means through which we have surpassed boundaries and transformed this aspiration into a tangible 

achievement." 

The family's triumph on the e-commerce platform demonstrates their ability to overcome challenges creativity, 

and adjust to new circumstances. 'Sa Panada Srl' is not simply engaged in selling panadas; they are actively 

promoting and sharing a significant aspect of their cultural heritage with a global audience. Utilizing the 



influence of social media and online commerce, they have successfully converted their passion into a 

worldwide gastronomic phenomenon, thereby achieving their aspirations. 

Further reflections 

Sa Panada exemplifies how a female-led corporation with traditional solid roots has utilized technology and 

digitalization to propel itself into the global commercial sphere. Sa Panada excels in crafting "panadas," a 

cherished traditional Sardinian delicacy, skillfully blending ancestral customs with contemporary techniques, 

showcasing the seamless coexistence of antiquity and modernity. 

Established and propelled by female entrepreneurs, Sa Panada is a tribute to women's tenacity and flexibility 

in business. Their expedition highlights the remarkable capacity of companies women manage in the era of 

digital technology. Amidst the ongoing gender gaps, Sa Panada has successfully challenged stereotypes and 

societal expectations by utilizing technology and digital platforms to enhance its traditional products and 

extend its influence beyond local boundaries. 

The commitment of Sa Panada to safeguarding Sardinia's historic legacy while integrating contemporary 

elements is genuinely inspiring. By employing state-of-the-art technology and advanced digital marketing 

tactics, they have successfully preserved the originality of their panadas while simultaneously transforming 

their manufacturing, distribution, and consumer interaction methods. Integrating social media, e-commerce, 

and other digital platforms has been essential, allowing businesses to engage with a worldwide audience and 

foster a loyal fan base. 

Sa Panada has successfully adapted to the changing dynamics of the business world by embracing digitization. 

Their account highlights the ability of technology to enable women entrepreneurs to surpass conventional 

limitations, connect disparities, and exhibit their products and cultural legacy on an international stage. The 

story of Sa Panada serves as evidence of the significant impact women have in the corporate world, 

demonstrating their ability to adjust, create new ideas, and succeed in the era of digital technology. 

 

Conclusion 

Within the domain of women's entrepreneurship, where traditional beliefs and societal norms have historically 

hindered progress, digitalization has emerged as a powerful catalyst, breaking down obstacles and enabling 

women entrepreneurs to thrive. This study examined women entrepreneurs' various hurdles, emphasizing how 

cultural norms, personal characteristics, and self-confidence influence their desire to become entrepreneurs. In 

the face of these difficulties, digital possibilities have arisen as a source of optimism, transforming the 

environment and providing unparalleled potential for women to prosper. 

The incredible path of Sa Panada Srl, led by Laura Achenza and her daughters, Valentina and Martina, serves 

as a monument to the potential of female entrepreneurship in the era of digital technology. Their transition 

from a modest artisanal enterprise in Oschiri to a worldwide food phenomenon showcases the transformative 



effects of digital transformation. Through strategically utilizing technological tools and electronic commerce, 

they generated a profitable online business and successfully connected the divide between the online and 

physical domains, fundamentally transforming the culinary sector. 

Further Research  

Within the domain of women's entrepreneurship, where traditional beliefs and societal norms have historically 

hindered progress, digitalization has emerged as a powerful catalyst, breaking down obstacles and enabling 

women entrepreneurs to thrive. This study examined women entrepreneurs' various hurdles, emphasizing how 

cultural norms, personal characteristics, and self-confidence influence their desire to become entrepreneurs. In 

the face of these difficulties, digital possibilities have arisen as a source of optimism, transforming the 

environment and providing unparalleled potential for women to prosper. 

The incredible path of Sa Panada Srl, led by Laura Achenza and her daughters, Valentina and Martina, serves 

as a monument to the potential of female entrepreneurship in the era of digital technology. Their transition 

from a modest artisanal enterprise in Oschiri to a worldwide food phenomenon showcases the transformative 

effects of digital transformation. Through strategically utilizing technological tools and electronic commerce, 

they generated a profitable online business and successfully connected the divide between the online and 

physical domains, fundamentally transforming the culinary sector. 

Additional investigation  

Although Sa Panada Srl's instance provides exciting insights, additional research is necessary to investigate 

the intricacies of female entrepreneurs in online environments thoroughly. Subsequent analysis can examine 

the effects of electronic advertising strategies, influencer alliances, and consumer interaction techniques on 

women-led businesses. Furthermore, analyzing the impact of mentorship and support networks in the digital 

domain might offer practical knowledge for cultivating a favorable environment for female entrepreneurs. 

Furthermore, it is crucial to examine how gender intersects with other variables such as ethnic background, 

socioeconomic standing, and race in digital entrepreneurship. Assess the impact of these overlapping identities 

on women's experiences and possibilities on online platforms to develop inclusive policies and programs that 

help mitigate inequalities. 

Furthermore, further investigation can enhance the understanding of the following subjects: 

1. The Impact of Digital Resources on Business Growth. Subsequent study attempts could explore the precise 

influence of digital tools and technology, such as online social networking platforms and electronic commerce 

software, on the success and development of enterprises. Acquiring a more profound comprehension of 

how these digital technologies contribute to the expansion of entrepreneurship, particularly in the culinary 

sector, has substantial potential for scholarly research. 

2. The Influence of Online Networks. Additional research could delve into the function and influence of social 

media groups or supporters in molding the accomplishments of digital entrepreneurs. Examining the elements 



that contribute to the resilience and involvement of these communities, as well as their potential impact on 

enterprises, could yield valuable insights. Moreover, investigating the fluctuations in community dynamics, 

especially in companies that exhibit gender prejudice, offers a promising field for research. 

3. Exploring the interplay of gender in the context of digital entrepreneurship. To thoroughly analyze the 

gender dynamics in digital entrepreneurship, especially in industries that have historically shown bias towards 

a particular gender, it is essential to conduct targeted studies. Research could explore the distinctive obstacles 

and benefits female entrepreneurs encounter in digital spaces, which differ from what they meet in 

conventional physical firms. 

4. The ability to recover quickly from difficulties and maintain uninterrupted business operations. It is crucial 

to analyze how entrepreneurs, particularly women, handle and overcome obstacles such as losing money or 

operational failures. This includes utilizing these setbacks as chances to reorganize and expand their 

businesses. Studying the tactics used to maintain corporate operations and achieve success during challenging 

times is crucial. 

5. The promotion of long-term environmental and societal well-being. Further scholarly study is necessary to 

examine the increasing trend of sustainability and social responsibility in business. Looking at how firms 

integrate environmentally sustainable and socially conscious practices into their operations and the resulting 

influence on brand success is essential for thoroughly comprehending ethical business procedures in modern 

times. 

To summarize, Sa Panada Srl's entrepreneurial experience is a prime example of how digital opportunities may 

effectively surmount obstacles and bring about significant change. Their narrative surpasses the limitations of 

the gastronomic sector, serving as a source of motivation for female entrepreneurs worldwide. In the ever-

evolving digital era, it is crucial to prioritize diversity, promote self-confidence, and leverage the power of 

digitalization. These actions are essential in establishing an inclusive environment for entrepreneurship, 

enabling women to flourish, create, and attain long-lasting success. 
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