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5. DEVELOPMENT OF
ENTREPRENEURIAL ATTITUDE
AND KNOWLEDGE: A
HORIZONTAL SKILL

5.1 – Communication abilities,
marketing skills, social networks

Nowadays knowing how to communicate is one of the most
important skills. It is necessary to be able to speak
appropriately with a great variety of people, but also to listen to
our interlocutors effectively. In fact, communication allows us
to interact with other people and transfer information. Without
it we would not otherwise be able to share knowledge or
experience. Communication can take place through various
forms: “verbal” (using the voice); “written” (through books,
newspapers, e-mails, websites, social media, …); “visual” (using
logos, maps, graphs, infographic, …); “para-verbal” (through
body language, gesture, tone and volume of voice) (De Vito,
2017).

5.1.1 – What is communication?

What is communication then? Wikipedia (2018) defines
communication as:

“What allows us to interact with other people; without it,
we would be unable to share knowledge or experiences with
anything outside of ourselves. Common forms of
communication include speaking, writing, gestures, touch and
broadcasting”.

We can summarise it in these key points:
DEVELOPMENT OF
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• It is the normal process of contact between two or more
people

• It is bidirectional (dialogue), not unidirectional
(monologue)

• It can be an intentional process or not
• It can implicate conventional signs or not
• It can take on linguistic forms or not
• It involves non-verbal (gestures, look, …) and para-verbal

language (tone of voice, rhythm, pauses, …).

A study conducted by prof. A. Mehrabian (“Non-verbal
communication”, 1981) has shown that what is perceived in a
vocal message can be divided as shown in Fig 5.1

Fig. 5.1 – Mehrabian’s scheme about non-verbal
communication (Source: authors’ reworking)

So, when we communicate with one or more interlocutors,
what is our gesture? Do we respect physical spaces? Do we
use an appropriate tone of voice according to the various
situations? Are we assertive or too accommodating? There are
numerous aspects to consider. Therefore, communicating is
not a simple act. On the contrary, it becomes even more
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complex from the moment when there are two key elements
not to be overlooked: listening and feedback.

The communication process is in fact a very complex process
(Foulger, 2004): it involves, as we have seen, various aspects
that can influence and condition the message we would like to
convey.

Fig. 5.2 – The process of communication (Source: authors’ elaboration)

Communication is sharing, interaction and feedback.
Therefore, it is not just a one-way passage of news and
information, or even a simple disclosure. If we wanted to
simplify the process, we could say that communication is a
process not linear but circular (Fig. 5.2):

• Message: content of the communication
• Source of the message: issuer
• Message encoding: it is the activity of the issuer to

transform ideas, concepts and mental images into a
message that can be communicated through a shared
code

• Transmission channel: can be understood both as the
technical means external to the subject with which the
message arrives (telephone, fax, mail etc.) and as the
sensory medium involved in communication (hearing and
sight, etc.)

• Decoding: it is the reverse path taken by the receiver that
transforms the message from code into ideas, concepts
and mental images
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• Feedback: it is the interchange that takes place between
the receiver and the broadcaster when the return
information allows the issuer to perceive if the message
has been received, understood etc.

Finally, we could add:

• Noise: communication disorders arising from the context.

5.1.2 – Effective communication

“Effective communication” is the communication that
produces intended or desired result. It is a two-way
process: sending the right message and send it to the right
person. It is important to know the psychology of the people
you are interacting with for communication to be effective.

For communication to be effective it is necessary to know the
circumstances of the counter entity. Effective communication
includes all the aspects of visual, auditory and kinaesthetic
language to appeal the listener. To make effective the
communication, just follow the 7C rule (Cutlip and Center,
1952), summarised in the following scheme (Fig. 5.3).
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Fig. 5.3 – The 7C of effective communication (Source: authors’
elaboration)

The first “C” means “Completeness”. The information conveyed
in the message should be complete for the communication
to be effective. The sender must take into consideration the
receiver’s mindset and convey the message accordingly.
Complete communication enhances the reputation of the
sender and always gives additional information wherever
required, it leaves no question in the minds of the receiver. This
helps in better decision making as it serves all the desired and
crucial information, persuading the audience.

The second “C” means “Conciseness”. Conciseness means
communicating what you want to convey with the smallest
number of words. It is necessary for effective communication.
Concise message is more appealing and comprehensive to the
audience: messages are non-repetitive in nature.

The third “C” means “Consideration”. Effective
communication must take audience into consideration by
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knowing the viewpoints, background, mind-set, educational
level, etc. Consideration implies stepping into the others’ shoes,
ensuring that the self-respect of the audience is maintained
and their emotions are not harmed. Consider the needs and
requirements of the audience to achieve an effective
communication!

The fourth “C” means “Clarity”. Clarity implies emphasising
on a specific goal or objective at a time, rather than trying
to move away from track. This skill helps to understand the
message easily. Complete clarity of thoughts and ideas
enhances the meaning of message, coming with the use of
exact, appropriate and concrete words.

The fifth “C” means “Concreteness”. Concrete
communication implies being specific and clear rather being
fuzzy and general. It shows good level of confidence and helps
to strengthen the reputation of the organisation. Concrete
information cannot be misinterpreted.

The sixth “C” means “Courtesy”. Courtesy means being polite,
kind, judicious, enthusiastic and convincing. It reflects the
nature and character of the message sender and it is the same
as give respect and expect the same. Courtesy is not at all bias
in nature.

The last “C” means “Correctness”. Correctness in the
communication implies that the correct information is
conveyed through message and it boosts up the confidence
level of the sender. Correct information has greater impact on
the audience, free from grammatical errors and use of
appropriate and correct language. It requires the precision and
accurateness of facts and figures used in the message.

Today, communication does not focus more exclusively on

160 | ENTREPRENEURIAL ATTITUDE AND KNOWLEDGE



the individual and on what s/he says, but on the context in
which it is inserted. The human being is considered within
a system of relationships, communities, social groups, which
generate behaviour and reactions.

5.1.3 – Marketing

Defining what Marketing is in a few words is quite difficult as
there are many definitions. One of the most effective is a word
game (McCharty, 1960):

“Marketing is putting the right product/service in the right
place at the right price at the right time for the right people by
the right way”.

Marketing is the communication between a company and
the consumers’ audience that aims to increase the value of
the company or its merchandise or to raise the profile of the
company and its products in the public mind.

The purpose of marketing is to induce behavioural change
in the receptive audience. Doing marketing means listening,
interacting, transmitting value and communicating with
consumers/users (i.e. those who buy and use products or
services), studying their needs and preferences to be able to
satisfy them in the best way, inducing a change in their
behaviour. It is the consumers/users, therefore, with their
needs and desires to be pivotal around which the marketing
revolves (Fig. 5.4).
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Fig. 5.4 – The 8 steps to improve marketing skills (Source: authors’
elaboration)

Now let’s move on to the concept of Digital Marketing, starting
from the definition – which is not as obvious as it would seem
– of digital marketing.

According to Wikipedia: “Digital Marketing is an umbrella
term for the marketing of products or services using digital
technologies, mainly on the Internet, but also including mobile
phones, display advertising, and any other digital medium”.

In a nutshell: Digital Marketing is that particular set of
marketing techniques that use new media to promote a
product or service, a brand or an organisation.

Talking about the importance of digital marketing in recent
years is almost superfluous. Indeed, having a commercially
effective online presence is absolutely essential today and it
is for any business. It is even true for professionals; thus the
concept of personal branding was defined.

5.1.4 – Social Media

Social media represent a change in the way people learn, read
and share information and contents. In social media there is
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a fusion of sociology and technology that transforms the
monologue (one to many) into a dialogue (many to many) and
the people from users into publishers of contents. The digital
marketing through social media (Social Media Marketing) has
the goal of stimulating/generating conversations with users,
putting closer sender and receiver of a topic/message.

Social Media are important for digital marketing, changing
the relationship between the producer/supplier of goods and
services and the consumer/user. This is because now more and
more people use the Internet for every type of need and
especially the Social Network, a growing trend especially
thanks to the use of mobile devices (smartphones and tablets)
in different moments of everyday life.

Why use social media? Because:

1. Information is multi-channel: an advanced
communication must employ different channels, giving
each one a peculiar role within a homogeneous and
coherent plan

2. it is an integrated strategy: it means that the presence in a
social platform will have to be coordinated with that in the
others (in times, type of service offered, etc.) linking them
with offline marketing activities (events, advertising, … )

3. it allows to listen to people’s needs and relate with them:
the Social Media Manager is a communication officer who
knows how to write well and how to relate with users at
different levels

4. it allows to build a custom-tailored information:
understanding your starting situation, defining long-term
objectives, understanding a definition of targets,
positioning, contents, etc.

5. it allows to measure results: constantly monitoring the
progress of the campaign based on quantitative and
qualitative parameters.
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Which Social Media is best suited to our needs? As in
television and paper advertising, even in web marketing, it is
fundamental to know how to choose the right channels. You
need to know your audience and what’s on Facebook, LinkedIn,
Twitter, etc. As you know, every social platform is different in
many ways: first of all, what we want to communicate and
for which recipients’ category. Let’s try to explain in a funny
way the differences between the 6 most used social platforms,
through the example of a user who wants to communicate to
the world his way of eating:

Fig. 5.5 – Different way of conveying messages on different social
media platforms

If he were on Twitter he would write a sentence like “I need to
eat”: in fact, Twitter is a social networking and microblogging
service created in 2006 that provides, through the platform of
the same name, a personal page updatable via text messages
with a maximum length of 280 characters (previously it was up
to 140 chrs).

If he were on Facebook he would write “I have just eaten”,
making his friends aware of his action just taken: Facebook, the
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most popular among social networking services, was created
in 2004 with the aim of relating the students and former
university students, sharing common interests with “posts”,
organized according to the workplace, school, university, etc..

If it were on FourSquare instead he would write “This is where
I eat”: Foursquare is a social network founded in 2008 and
based on geolocation available via the web and mobile
applications, where users can perform a “check-in” (registration
of the own GPS position).

If he were on Quora he would then write: “Why am I eating?”:
Quora is a social network founded in 2009 where users can post
questions and answers on any subject. The platform groups the
questions and answers by topic and allows users to vote or add
comments.

If it were on YouTube it would instead write “Look at me
when I am eating!”: YouTube is a web platform, founded in
2005, which allows the sharing and viewing on the network
of video (video sharing). Users can also vote and comment on
videos.

Finally, if he were on LinkedIn he would write “I’m good at
eating”: LinkedIn is a social service launched in 2003 mainly
used for the development of professional contacts and
relationships. On LinkedIn, the user can upload their
curriculum vitae and describe their experiences and skills.

To be successful in social media it does not mean having
a large number of “likes” or “followers” but transforming
interaction into measurable results. It means having the ability
to maximise the exchange with its users, listening to them
and observing the market from a privileged position. Once you
have learned to move in this “social space” and master its tools,
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you will be ready to invest time, money and hopes in a high-
profile social media marketing activity, which will allow you to
take measurable actions in line with your pre-set goals.

5.2 – Teamwork and problem solving

5.2.1 – Teamwork

Let’s start from the literal meaning of “Teamwork” which is, in
fact, the crucial point. It is a group of people working in synergy
to reach together one or more common objectives. Working
together is the best way to build something, to realise a project,
to present a proposal to a consumer/user. But it is not always
easy to get along and in harmony with the different facets of
the individual characters.

The word TEAM can be considered as an acronym “Together
Everyone Achieve More”. In TEAM the individuals do not retain
their individuality but unite themselves and their skills in favour
of the “goals” to be achieved; it is a group of individuals working
together to solve a problem, meet an objective, or tackle an
issue.

Working in a team generates several advantages:

• The whole is more than the sum of parts: the advantage is
that of working with a group of people with different
experiences and skills who work together to achieve one
or more common objectives

• Individuals contribute with different talents, knowledge,
experience, contacts, etc.: opening up to the possibility of
learning from each other; but also enhancing the skills of
each individual, which improves learning from other
colleagues

• Working as a team imply better results can be achieved:
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