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Abstract

Entrepreneurial communities are social units thare values, experiences, emotions, rituals arditibas. In these

communities, conviviality represents a socializatiool, which can naturally emerge and take shagester a sense of
belonging through the development of social refetiamong its members. Conviviality also can be @ated to the

concept of “embeddedness”, since it creates thditons to give off business relations embeddedadaial relations.

Some lItalian entrepreneurial associations haveiistly experimented the importance of conviviaests. For this

reason, drawing on a review of the literature amal ¢case analysis of a Tuscan association of yoatrgmreneurs

(Gruppo Giovani Imprenditori di Prato), we propasénvestigate how conviviality impacts on socialations making

them ideal social contexts to animate businestioaR
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INTRODUCTION
This paper will investigate the topics of conviutyal Although its interdisciplinary origins, it can
contribute to generate, develop and reinforce $acid business relations within an entrepreneurial
community. We define an “entrepreneurial communag’a community that has a relevant role in
the entrepreneurial processes involving its indisiccomponents. dnnies (1957) underlines how a
community is the result of human will and existgrefore, only through the will of individuals to
associate and to develop a sense of belonging #lso described as a socio-territorial entity
marked by the active presence of individuals apdgulation of firms situated in one naturally and
historically bounded area; this entity is the resfilan historical and social stratification invivlg
people and entrepreneurs who share a homogenaesisgbviews and values (Becattini, 1987). In
these communities, conviviality is a socializatiool, which can naturally emerge and take shape
to foster a sense of belonging through the devedspnof social relations and thus informal
individual relations among different members. Adtog to lllich (1973), conviviality creates “free
space” of collective interaction where people caareise their right to autonomous action and,
more generally, individual freedom, without beingntrolled. Thus, it seems to be a socialization
tool that can be associated to “embeddedness” (@Bedier, 1985) by creating the conditions to
give off the business relations that the sociatr@hs embedd. The aim of our paper is to explore
how conviviality impacts on social relations makithgm ideal social contexts to animate business
relations. More specifically, we explore a locatrepreneurial association that is Gruppo Giovani
Industriali di Prato (GGIP) as expression of a loeatrepreneurial community by asking the
following research questions: a) Which are the nwinvivial activities organized by GGIP? b)
How do they affect social relations and their entddegl business relations? c) Which are the
impacts of the effects deriving from point b) o thusiness networks? The methodology is based
on the case-analysis through ethnographic focuspgférey and Fontana, 1991) involving the
community directors and a substantial nucleus tlepreneur-members. The first part of the paper
deepens the concept of conviviality as tool fori@aation, the forms it can assume and the role of
the actors involved. In the second part, we ilastrthe main results of our empirical research.

Finally, we discuss them and we propose some ¢ioiasiderations.

THEORETICAL APPROACH
Businessrelations, socialization and conviviality
Even though conviviality and business networks appmnceptually distant topics, they have
common connections. Business networks consist s@taf “tangible and intangible investments

that comprise the connected relationships betweere rthan two businesses” (Hakansson et al.
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2009, p. 236). Their structure includes a set ¢brac activities, links, resources, ties and bonds.
Behind business relations within a business netwitrdre are social relations and thus relations
among individuals. Hakansson and Snehota (199%)ifgpthat “the individuals involved in a
business relationship tend to weave a web of patsatationships (p. 10). Ford et al. (2008)
explaining the ARA model, consider interpersonétiens underling business relations as relevant
components. They arise between individuals antlaf tare strong, they can be important for the
“learning” and “teaching” of counterparts about ofgpnities and solutions, as pointed out in some
of the studies of learning in relationships (Dalgtd998, Hakansson and Johanson 2001). In other
IMP studies (Madureira, 2002), it emerges that alonetworks and thus “a set of connected
interpersonal relationships” (Cook and Emerson )9n8olving foreign subsidiary managers
underline business networks since their attendendescribed as having a positive influence on the
coordination of the business relationships. Thegilifate information-exchange, assessment,
negotiation and decision-making. The set of intespeal relations is seen as the result of common
socialization activities. In this regard, Hakansaod Snehota (1995) highlight that “the individuals
inter-acting on behalf of their organizations ifwasiness relationship take on other roles in other
contexts. They take part in other relationshipdoig to professional associations, are relatives,
neighbours or schoolmates, have perhaps develdped types of personal relationships in other
arenas, creating various social bonds in workingced, social and sporting clubs, religious
organizations and the like”(p.15). Thus, businesgtions include social relations that can be
developed and animated by socializing. To the exist conviviality is interpreted as a tool of
socialization, it is just in this latter that itnis a possible tie with business relations. Now it
becomes important to define better the term “caality”. It derives from the Latin “convivium”
and often is translated as a banquet, that is, @& st@ared by many, often as part of a ritual or
ceremony. In historical accounts, convivial meetirgpmbine aspects of friendship, unity and
hospitality. Their consideration in managerial gnes is quite new. Indeed, up to now the main
contributions to the topic have come from the Seld sociology and anthropology. In scientific
works belonging to these fields some researcheve leaplored conviviality as a mediator of
cultural and tourist offerings (LIoyd, 2002, Maiild, 2008). Others have considered the politics of
conviviality as one form of the “politics of the alar” that arises in contexts of rapid change,
diversity and mobility (Williams and Stroud, 201&)onviviality emerges as a feature of a new
cultural food movement. It is associated both whlaring good food, which can in turn be linked to
localism (the social, health and environmental Benef local producers), and with romanticism
(an idyllic rural lifestyle as an antidote to thmeé poverty of urban life) (Germov, William and

Freij, 2010). Regardless of the different perspesti conviviality is an important driver of social
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relationships and therefore of socialization. Témserges from the thought of Ivan lllich (1973)
who considers a convivial community as a free comitguthat gives rise to social relationship as
result of free individual transpositions. In thisyy conviviality can also foster individual credtyv

by contributing to the reduction in regulation,rstardization, dependence, and abuses of power. It
leaves ample space for revealing personal andintEitions and thus, it becomes a conductor of
meaning and a translator of intentionality amoragjvitduals. Only recently managerial studies have
tried to investigate the phenomenon of convivialityousiness relations. In particular, we point out
the work of Guercini and Ranfagni (2016) who deef®n characteristics of conviviality within
entrepreneurial community. This research showsdbaviviality can involve not two but a group
of individuals, it promotes rituals rooted in thiegsure of being together, and consists in formally
organized meetings. It is therefore a collectiteat and formal phenomenon. Members participate
in the convivial meetings periodically; they resp#te associated ritual practices, recount their
experiences, discuss the present and future amglréheir feelings. Conviviality is a socialization
tool for developing entrepreneurial communities atmais, to foster relationships between
companies allowing individuals involved to transtéeir potentialities, while preserving their
independence and freedom. We wonder how conviyjaliis an obvious means of a free
socialization in entrepreneurial communities andstlof generation of social relations, acts on
business relations and more particularly on theness network. Ultimately, this is an aim of our
paper. In order to fulfil this aim, we believe nedat to deepen the relationships that exist between
social and business networks and then investidgederdle of bridge that conviviality can play

between them.

Conviviality, embeddedness and the relation between social and business networks

Socialization fosters trust in interpersonal relas by generating embeddedness that a state of
interpenetration between social and business oektiIntroduced by Granovetter (1985), the
concept ofembeddedness stands to indicate just how far social relatiomdude, and hence animate
business relations. It refers to “the fact thatreeoic action and outcomes, like all social actiod a
outcomes, are affected by actor’'s dyadic relatiand by the structure of the overall network of
relations” (Granovetter, 1992, p. 33). As Lohr (2p@ffirms, “friendships and longstanding
personal connections affect business connectiorsywehere”. Business relations and social
relations have a strong connection: the first azeges be embedded in the second ones. Of course,
we do not exclude that social relations can em&noge business contexts, but the embeddedness of
business relations in social relations open newpeatives about the role of social ties in business

relationships. Social relations can foster busimetations or can make them more fluid. In this
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regard, Macaulay explains that “even where theigsmiave a detailed and carefully planned
agreement which indicate what is to happen if, 8ay seller fails to deliver on time, often theylwi
never refer to the agreement but will negotiatelateon when the problem arises as if there never
had been any original contract” (Macaulay 1963 1p.8esides, we have to consider that as social
relations are the result of the evolution of ineggmnal relationships, the emerging business
relations therefore appear as socially and hisalyicconstructed. IMP scholars draw the same
considerations by having the companies as landwfatkeir studies. As anticipated in the previous
section, according to them social networks aresaerial component of business networks and the
web of personal relations underling business wiati “appears to be a condition for the
development of inter-organizational ties betweey twmo companies” (Hakansson and Snehota,
1995 p.10). Thus, social relations coexist withibess relations and act as mediators of business.
Some studies point out that personal contacts rdtea effectiveness if used as indispensable
mechanisms for favouring business exchanges conigedrby cultural distances between different
countries (Cunningham and Homse, 1986). In padicijérkmann and Kock (1995) demonstrate
that the development of social relationships igexqguisite to enter into some emerging markets,
such as the Chinese, and to be successful in makisigess within them. The main condition for
creating contamination between social and busimet®orks and thus embeddedness, is trust
between individuals. For sociologists, trust is tia result of the so-called “generalized morality”
(Granovetter, 1985, p.489), but instead stems fpersonal relations. For managerial scholars trust
makes it so that “one party's belief that its nesilisbe fulfilled in the future by actions undeken

by the other party” (Anderson and Weitz, 1989, 12)3 According to them, trust can be enhanced
by commitment that leads to an “exchange partndeweg that an ongoing relationship with
another is so important as to warrant maximum tffat maintaining it” (Morgan and Hunt, 1994,
p.23). A driver of trust and commitment within salaielations lies in the occasions of socialization
that becomes a tacit force of the embeddednes. (B®82) explains how trust arises from
individual interactions detailing that “the aftendrs sessions in the bars and nightclubs are where
the vital personal contacts are established andimaal slowly. Once these ties are set, they are not
easily undone”. IMP researches instead of focajizin socialization as driver of embeddedness
have mainly explored the concept of embeddedneds\as of business networks evolution. More
specifically, they have used embeddedness to metpusiness network dynamics (Halinen and
Tornross, 1998; Sandberg, 2003; Welch and Wilkin&@®4). Assuming that social relations are
bearers of knowledge and contacts, the embeddeddssselations that follow enable to: a) access
to new business networks, and b) affect its ownitipos (Mattsson, 1985) in the participated

business networks. After all, each actor is engagethany exchange relationships with other
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actors; all these relationships define the positbthe actor in the network. The development of
new relationships, through personal contacts, ¢texmge the network position and thus, influence
how individual business actors in the network @lated to one another in terms of their function,
role and identity. According to Halinen and Torre@$998), business network dynamics is due to
other types of embeddednes that they describediti@al to the social embeddedness. They include
the temporal, spatial, market and technologicaleadbdness. Doing this, the authors explore much
more some structural components incorporated imnbss relations even though the study-cases
they propose show how the resulting network evofutnay be also be affected by the social
relations that underline each different embeddesin€sntacts inherited from the past can act as
factor to activate new relations as well as cultdstance may influence existing business
interactions. These effects can be due to the Ismdations developed among individuals behind
companies they belong. Then, since business retatice embedded in a specific market defined in
terms of products/services offered and customengeaed, changes in these latter can impact on
them. Besides, business relations are incorporatetechnological systems whose level of
adaptability favours their maintenance and expamsWelch and Wilkinson (2004) deepen a
particular embeddednes that also Halinen and Té&snr1998) explore: it is the political
embeddedness. This type of embeddedness has adugth content since based on interpersonal
relations. These involve political actors such asehucrats, government members, interest groups
(Hadjikhani and Hakansson, 1996) who can “help fornchange the business network with which
they are connected through facilitating or disruptactivities” (Welch and Wilkinson, 2004, p.
218). Now, before illustrating our empirical anatysnd its results, we proceed to present the
research methodologies we have adopted togethér thét research questions we have tried to

answer.

RESEARCH METHODOLOGY AND OBJECTIVES

Our study is based on a case study (Yin, 2009)noérgrepreneurial community based in Prato,
Italy, an important area for the ltalian fashiorsteyn that is related to an association of young
entrepreneurs that we will call GGIP (Gruppo Giaviamprenditori Prato). GGIP was founded in

1965 and includes about sixty entrepreneurs opeyati textiles and clothing. Its aim is to promote
an entrepreneurial culture among young entreprenbyrorganizing convivial initiatives set on

innovative bases. In order to analyse conviviailitybusiness relationships within the GGIP, we
have organized a focus group (Krueger and Caség)20hich was attended by the President and

six members of the Association. The focus group dilsved to explore the phenomenon under



study through the interaction among the participamd thus, to capture opinions and comments
resulting from a collective confrontation.

The topics discussed during the focus groups wefellws:

(A) History, composition, convivial activities dfi¢ Association;

(B) The conviviality as a bridge between social Andiness relationships;

(C) The convivial relations and their impact onibess networks.

After a warming phase aimed to know in more detfad convivial activities organized by the
Association and the perception of them by the padnts, we have investigated through the
narration of convivial experiences, how social tieles developed during convivial occasions relate
to business relationships. In other words, the $ooti the analysis has shifted on the relation
between conviviality as an instrument of social@atand the embeddedness. Then, in the last part
of the group discussion, we have explored how tmbesidedness might impact on business
networks and then on the network position held witthem. In doing this, we made use of
projective tests designed to facilitate interactimgether with spontaneity and depth of the
information produced. The focus group lasted forudldl hours and 30 minutes. All the resulting
discussions were recorded, then transcribed anlyzaohby the authors. The articulation of the
focus group’s protocol intends to match the infaioraneeds of our research whose objectives are
as follows: (1) expanding the knowledge of conuivils; (2) deepening how the conviviality (as
means of socialization) impacts on embeddednes(anexploring how embeddedness affects
business relations within business networks. Thayais is only apparently exploratory. Actually,

it is contextualized in a research process inididig at least two years that has given rise toipec
publications on the role of conviviality in entrepeurial communities (Guercini and Ranfagni,
2016). The study that now we propose is part of ghiocess. Before presenting our results, we
consider useful to highlight that the authors hpwefessional contacts with the members of the

GGIP, which also institutionally collaborates wabr University.

RESULTS
Therole of conviviality in the GGI P activity

The GGIP is an association among young entreprerative in the city and in the province of
Prato and was born with the aim of supporting tbedl Industrial Association (an association of
representatives of companies operating in thetoeyri connected to the national business union

Confindustria). As pointed out by one of the papants in the focus group “First of all it is an



association of persons and not an associationrapaaies. And this is the main difference between

the Local Industrial Association and the Group ol¥ig Entrepreneurs”.

The GGIP is made up of about 60 members and byssitsni of one of the person interviewed “It is
an important number, but perhaps lower than thelbmurthat the city could express in consideration
of the existing business structure. However, theyaalot compared to other Tuscan groups; GGIP

is the largest group after the GGI of Florence,fbusure it is the best organized”.

Among the members of the association, a signifipamtion constantly and actively participates in
the proposed initiatives: “There are about fortymbers who participate actively, but among these
forty there are some who cannot attend a certai, déhers who participate more often, and some

others that participate rarely”.

From the organizational point of view, the assacmatis led by a President and a Governing
Council including from 1 to 4 vice-presidents. Asirded out by the outgoing President of GGIP,
“the statute does not provide the granting of dpepbwers to the members of the board but in my
office, | created two committees: the first one tas assignment of managing communication and
the other one has the assignment of managing irtgaactivities. This allows us to involve those

who are out of the board and make them participAie. association works when people

participate”. As in any association “The Presideaoy the Executive Board are those that define

policies and strategies to be pursued”.

Focus group participants highlighted flexibilitycathe need of innovation of GGIP compared to the
Local Industrial Union. “The Youth Group is thetaral soul of the Industrial Union. It's the part
that should bring some new elements within a maosgitutionalized group that does a very
important job at the district level, especiallytire case of Prato. Young entrepreneurs should seek

to bring new elements to the discussion”.

The mission of the GGIP is to “develop and promaie entrepreneurial culture among young
people. This means making education within the grolumembers. For this reason it is necessary

to find some interesting ideas to use in their a@mpany and their job”.

The activity of the GGIP is not only directed te members but also to the city: “And then we do a
social activity, especially directed to the citgr example speaking to school students, organizing
some conferences or business meetings. Often, Huotisdties are open to the city. This gives the
opportunity to the association to communicate aspof view on various issues”. Alongside the
training initiatives primarily addressed to the nimrs, the GGIP is committed to promoting
different kind of convivial activities in order facilitate and develop social relationships amdag i

members. As pointed out by one of focus group @pents, the convivial activity is seen as
8



complementary and integrative compared to trainifignis is an association that was founded
within Confindustria therefore, it still has to leaa training objective relating to the creation and
development of knowledge in business managementbagdnd. If we only organize convivial

activities, we run the risk of dismissing the rofdhe association itself”.

Despite that the GGIP not formally attributes aanaple to convivial activities, interviewees still
emphasize its importance: “The convivial side @ thitiatives is always present. Regardless of the
‘Christmas Dinner’ and ‘Summer Dinner’ we try to dwre and, on the other hand there are also
social occasions that should come as a resulttofitgt ... “In all this is evident how the infornia

part, the convivial part, is fundamental”.

These activities appear to be organized very atelyrand they present all the characteristics
identified in the work of Guercini and Ranfagni {B): they are collective, formal and ritual events.

They are collective because they are always adebtdssall members of the association, sometimes
even to other people, and participation is gengrttensive. They are formal as they are clearly
defined in specific formats which are given a naswgh as 'Job and Food', 'Speak Easy' or the
more traditional ‘Christmas Summer Dinner’ and ‘Suoen Dinner’. As pointed out by one person
interviewed: “A particularly successful format thads been used for many years by the GGIP is
called ‘Job and Food'. It is a meeting with a famguiest, in 90% of cases coming from a different
world from the industrial one, and that, througimteonination of ideas, tries to propose interesting
reflection which may also involve the way in whiehch of us does business” ... “In the past we
met entrepreneurs, such as the CEO of GROM, whichgsed a different business model for the
production and sale of homemade ice cream, or titemdafia Commissioner Pierluigi Vigna, who
talked about criminal enterprise, explaining howvés organized and how this organization could
be reflected within the enterprise. We also hodethelangelo Pistoletto, one of the greatest living
artists of contemporary Italian art” ... “In thestarears we met: Felice Limosani, who is a strategi
corporate communicator, digital story-teller, and $peech was very interesting; the grandson of
Adriano Olivetti, who spoke of social enterprisagaviarco Tardelli, FIFA 1982 world champion
who told us about how a sports team is organizbd.last meeting that we organized, had as guest
Edoardo Nesi, the writer, who told us about hiskband how the Prato district has changed during

the years”.

‘Job and Food’ is not the only business convivahifat pioneered by GGIP. As noted by another
focus group participant: “We had meetings that ealed ‘Speak Easy’ in which we invite a
consultant, a character, for example we invitedatiegallerist Moretti, to tell us informally about

his experience”.



In addition to those discussed above, the GGIPnizga other convivial initiatives that aim to

strengthen relations among the members of the grasipointed out by one of the participants:
“For example, we organize some company visits. Wéatify some productive excellence and we
go to visit them all together in order to underdtato find some ideas to replicate. Recently we

went to Ferrari in Maranello and in other productfacilities”.

The convivial activities analyzed above are alsaratterized by a strong rituality. Both in respect
of the format (eg. In the case of the 'Job and Fowd had a meeting with a person of interest
followed by a drink or dinner) and for the repeiitiof events. From this point of view, the GGIP
organizes such initiatives every year but withanitofving a fixed frequency of appointments,
emphasizing the quality of meetings rather thanenggrantity. As noted by one of the participants
with reference to the format Job and Food: “Usualé/organize a couple per year. Sometimes we
have made four, sometimes only one. It also dependbe opportunities that arise”. The attention
to the quality of the initiatives is extremely fddy members of the GGI of Prato: “We try to
organize non-boring activities. The idea is that plrticipant can always find good reasons why he
has to come and participate. If we organize evéms could be made at the University, most
ordinary, or actions which could be promoted byigerepresentatives, this would eliminate the
role of the GGIP” ... “When we invite artists omseone who is not well known, we know that we
will not have the participation that we would expdmecause sometimes the name is used to call
attention. But we’ve always decided to privilege tavel of quality of the meetings”.

Conviviality, social relations and businessrelations

The members attend with great interest the GGl#ainies, especially those of convivial nature,
that are considered fundamental for the creatiod development of social relations among
participants: “For example in the ‘Job and Foodhiat, after job there is always food. The idea is
to stay and have a drink after the meeting, dunhgh people can talk about what they have heard
in the previous speech. This situation lets sa@kltions grow”. For this reason these convivial
activities are often experienced almost as a pretexnaintain relationships with other members:
“The Job and Food or other events, are often seeanaexcuse to share the company of one

another”.

For the interviewees, the social relationship thastablished between the members of GGIP itself
constitutes a satisfactory result and is percea®dn opportunity for enrichment primarily on a
personal level. As observed by one focus groupgggaants: “I think any event that is done should
be used as a stimulus to give an open mind, a ktgna think and to reflect on certain things. This

is the first thing”. In confirmation of the abowemother participant highlighted that: “The firstua
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that is acquired from any meeting, convivial or,ratented to training or other, is this exchanfie o
experiences and then a training and personal gfoRdrticularly interesting is the claim of a third
participant, which draws attention to the importaadtributed to social relations developed under
the GGIP in order to achieve personal and professigrowth: “I have not attended college, but
here | learned how to be an entrepreneur. Untildéwe before |1 came here, | was a person who
worked in a company, maybe today | start to feel agre an entrepreneur. | brought within the
company so many things that | have learned hem,hamne | realized that these could be really

important”.

The opportunity to interact with others who havmikir characteristics in terms of age, profession,
problems faced in the former companies, regardiefise sector in which they operate, is the main
benefit that members of GGIP appreciate and segkaining convivial initiatives. In this regard
one of the focus group interlocutors stressed ttgrsonally | think that the most important
element of participation in the initiatives is anfmntation with people more or less of your age
who therefore tend to have a similar view to yoansd that, for better or worse, they are facing
more or less similar issues related to the lifehaf company, even if they are related to different
sectors”. This thought is shared by another peraooprding to which: “The first thing is the
exchange of views, because | think it is not easlay to find peers who daily have your same
issues, or live your business experiences. ltreg@thing. Then, surely you can talk to people who
are not closed in a company within four walls. Tradkwith them is like opening a window on the
world. These are people who travel a lot ... wherdfore have an overview from which you can
benefit from consequence”. Another aspect that @rages socialization is the use of a common

communication style: “And then we speak the samguage ...".

The central role played by convivial initiativesr fthe activation and development of social
relations between members of GGIP is clearly reizagh “In the end, the most important aspect is
not what can be said around a table rather thémeatide of an event, but that which is transmitted
by osmosis, through non-formal links establishedrahe course of the organized activities. To
know the views of others, other people's experigngained both in the professional sphere and in

private life”.

About the success drivers for the organizationarfvivial social activities, the participants in the
focus group identified several issues, including tjuality of the topics, considered in terms of

modernity and innovation, the exclusivity of théeihocutors and the informality of the initiatives.

About the importance attributed to the quality oitiatives, one of the participants stressed that:

“This group has got a good reputation. If a persgpects that promoted meetings are of good
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quality, even though he does not know the subjeaiten probably he will take part, because he
expects something positive and interesting”. Aspdbiit seem to affect the perception of the
guality of social events and thus promote maximwartigipation of the GGIP members, are their
contemporaneity and innovation: “From the pointvadw of contemporaneity, the topic must be
current than it is happening in the social and ess environment ..., and then must be new, so it
must not have been treated too often in other gts)tetherwise members of the association will
not be interested in the initiative”. An opinionmsiar to the above is expressed by another
participant, according to which: “The fact that angzed events are able to break with tradition is
what I've always sought in the group, because rdditional training events can also be found

elsewhere”.

Covered topics innovation and the adoption of asigectoral approach in their analysis, end up
affecting the business decision. As observed byresigondent: “We talked about sustainability two
years ago with Pistoletto and after some time timéot of Industrialists of Prato promoted the
detox agreement with companies in the district. dAlked about communication with Limosani,
story teller and digital marketer, and now, regesdlfrom someone who had already done it, many

of us are focusing on the development of this aremur businesses”.

Another element that fosters the attractivenesth®factivities organized is the exclusivity of the
interlocutors with whom the members of GGIP caeratt. Very often, in fact, some of the guests
participating as speakers to social events are danpersons, persons prominent in their fields of
activity, which would be difficult to find in otherontexts: “It matters a lot the uniqueness of the
person who comes to speak. Sometimes there arsionsan which | did everything to participate

because | said to myself: when | get such a chagam?”.

The informality of the convivial initiatives thatepromoted by GGIP, helps to make them live to
the participants as a time of training and persdeaklopment, but lived with lightness and almost
as a diversion: “Participating in these activitieas always given me the feeling to recharge
batteries. | experience it as an opportunity t@xggenate the brain and take a moment for me,
perhaps to talk about something that it is not ealgted with my business operations”.

Another focus group participant focuses on the ingyae of informality of communication used in
the activities of GGIP, which differs significantisom that which is generally used in the initiasv
of the Union of Industrialists (senior): “I thinke point of strength is communication within the
group, which is optimal. A communication less ingtonal than that adopted in the activities
promoted by the Union of Industrialists, but tredtds advantage of the network of the latter”.
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A last but not less important driver of successafial activities, is represented by the presefee o
leader or a cohesive group of people who are ablengage others. Without this, it becomes
difficult to create shared convivial events andssxjuently start the process of socialization. i th
respect, one of focus group participants stredsaid 1As a group we are very good at keeping the
relationship, however, there is always the needoofieone who acts as a stimulus to the group to
promote convivial activities”; another interviewadds that: “As in all companies, as long as there
is one person that drives the group, this goedonhif this person is not there, it becomes difticu

to continue to stay together”.

The occasion of ‘confrontation’ and ‘personal dewpehent’ discussed above, leads to the
development of social relations that may represefavorable environment to the growth of other
types of relationships, such as business. Accorttimne of our interlocutors in fact: “The idea is

to have a drink during which maybe we talk abouatvmerged during the previous speech. This
situation can arise more complex relationships. IMdepends on the trust that is established.
Activities involving the group offer the opportupito know each other better. From this situation
you can think of making the next step, developiagitess relationships and activities”.

Although the mission of the GGIP does not considera goal the establishment of friendly
relations among participants, these bonds ardlstiliesult of shared initiatives and experienéss.
pointed out by one interviewee, in fact: “This Bt intended as an association of friends; however
the GGIP also works well for this reason, because have developed some really important

relationships. | say this with pride, as it set@part from other Tuscan associations that we face”

The bond that has been created goes far beyonchéhe knowledge or the pleasure of spending
time together, but reaches a deeper level. The thas is established among various parties also
derives from an attitude not opportunistically taks the various participants, and this makes them
more willing to opening to others, it creates & sdrfree port from the outside world in which the
members can feel welcomed. As stated by one ointgelocutors, in fact: “I think there is an
affinity among us. | would not go off topic, howeyahen I'm with them, | feel very understood,
however at times in my business | feel a littlenalb

What is clear is that the interviewees recognizethea GGIP something more than a simple
association. They consider themselves like a readnsunity of people who share common values
and experiences, and together face the challerfg®io profession but also of their lives. In this

regard, one of the focus group participants anadtdffhe community is made up of people, the
association is made up of rules. To belong to thmamunity you must share its values, to become

members you have to accept its rules”.
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Theimportance of convivial relationsin developing business networks

The circular causation that connects the existeficecial relations with the potential development
of business relations, is well understood by meslpérGGIP. One of them points out that: “The
first value that is acquired from any meeting, rdigss of whether or not convivial, education-
oriented or otherwise, is this exchange of expesserand then a training and personal growth, as
before said by my colleague. From this situatioan ©e developed more easily some deeper
relationships that may extend to business”.

Regarding this aspect, beyond the effective corzat®dn of business relationships among members
of GGIP, there is a generally positive attitude dods the development of the latter. As observed by
one of the participants: “If | have establishecekationship of esteem and friendship with another
member of the group and in the future | wantedrrmte a project that required a combination of
mine and his skills, surely | would try to work tvihim, why? Because | had the opportunity to
appreciate him in the past and I've already asddsiseskills and values”. The availability of the
GGIP members to establish business relationshifpsegich other is confirmed by another caller: I
think that sharing, today, it is also importantoimsiness strategy. XXX and I, for example, we are
somehow competitors ... we make more or less thee garoduct but we also think about doing
something together. So far we have never done emgytbgether but maybe in the future we will
succeed ... there is the idea to get together tione our businesses. Today, fortunately, among

companies of our territory we find less distrussivaring information about business”.

The perception of interacting with interlocutorsavtio not take a purely opportunistic behavior,
promotes the willingness to establish businesdioglships. For example one of the participants
noted that: “... I'm sure that if | call him, hevgs me some friendly advice and will not act as a
supplier”. This aspect seems to be so importarib dging out in the members of GGIP a sort of
repulsion towards those who approach the group tghprimary objective of doing business: “If

someone comes in the GGIP thinking of doing busiresl gaining the trust the other, he is wrong.

Because we believe that those who come here tibdisst business cards is not welcome”.

From the discussion clearly comes up that focusgparticipants consider important the existence
of a strong social relationship for the developmeinbusiness among members of GGIP: “It all
comes down to the value of trust like said befaréhe knowledge that grows up within the group
does not arise into the business, it arises befbie personal level, creating trust, so it becomes
easier to cooperate, compared to what would happdgnanother company with which you are
working, but maybe whose relationship establislsgdst professional and not personal”.
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The existing social relationship represents an dimpbf the commitment of the GGIP members in
order to activate business relations with other ey of the same group: “If | have to do business
with a person | know, | will pay more attention thasual because I'm afraid to disappoint him.

There is also a personal relationship between uisvemt to be sure not to make mistakes”.

As well as in ideal and/or potential terms, the elegment of social relations among GGIP
members also had concrete effects in terms of ingedusiness relationships among them. Such
relationships can be distinguished with respedhéoroles played by the participants, the intensity
of the relationship established among the variott®ra and the scope (the group internal or

external) of business relationship.

Referring to the roles played by members of the 5{ala business relationship, a possibility that
may occur is that two members may be connectedveytacal relationship inside the supply chain
(eg. supplier-customer). This type of relationsinyolves only members of the same group, and is
characterized by an average depth of the relatipresinong participants. This is the case recalled
by one of the respondents, according to whichhéppened to me to ask XXX if he was able to do
for me some lab tests, or to ask YYY if he couldye me with other services or, more simply, to
ask one of the GGIP members a reference about @npénison”. The same kind of relationship is
recalled by another interlocutor: “Some member&GiP are also my suppliers. For example there
is a member of the group that deals with telecomoations. He insisted he has never proposed its
services, then one day | called him and | said: \wbg't you come visit me? and afterwards |

became his client”.

Greater complexity characterizes the initiativegoiming two or more members of GGIP in the
joint development of new business. In this casestnength of the relationship among parties is
stronger and requires a higher level of mutualttiarsd the assumption of a higher risk of
relationship: “In the past there have been sevws¢s where two or more GGIP members created a
new business together, different from the one inciwkeach of them was committed in the past”.
Another the focus group participant also emphasihat “Within the Union of Industrialists of
Prato there is an association that promotes fimgnof business ideas. Thanks to this initiative, |

and another GGIP member are partners in two otliEnbsses”.

The established business relationships cannotbted to GGIP members, but may be extended to
business network of each of them. For example,tiigt developed through social relationship
leads GGIP members to consult their colleaguesatbeg information about potential suppliers. In
this case, the fiduciary relationship reveals aag@ower of the group (which manifests itself et

form of referent power and information power) agaithe individual member. This results in a
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reduction of transaction costs (social but alsoeaac) for potential buyers. As observed by one of
focus groups participants: “Whether to collect mfiation about a service rather than on a person or
a business, before looking up in the Yellow Pagask the other members of the group. Especially

if the information regards activities that | do nsually treat”.

In the same way, business network of each of GG#PMbers could be available to others to
facilitate the development of their company in teroh sales volumes. Sharing, or even reporting of
possible buyers for the products offered by othemimers of the GGIP, involves an assumption of
considerable responsibility for the one who shdrescontacts. Doing so may contribute to the
growth of the company owned by one of the group bemsy but at the same time it threatens the

social and economic relationship previously essdlgld with ‘transferred’ customer.

This is why the quality of social relationship beem presenter and presented assumes a
fundamental importance. An example of a busindssioaship established according to this model
has been well reported by one of our interlocutdfd: look back on my experience, for example,
when | decided to start up my own business, thesesyago, some GGIP or Union of Industrials
members (eg. clothes manufacturers, knitting mélsred with me several sales contacts ... The
fact that many customers had been presented toyrpedple who had already worked with them,
and that these same people had spent good wordst abe, definitely facilitated me the

establishment of business relations with them”.

DISCUSSIONS

The case presented in this paper describes aniexpemwhere conviviality becomes a tool for the
community and for individuals who compose it, emaplthe achievement of some "results" and
assuming certain "characteristics". In additiorh&wing their own structure, community networks
have operational mechanisms among which conviyiaih play an important rale

About the "results" achieved through the tool ohwwiality, the case confirms that participants
don’t consider conviviality as a goal, althoughsasething that is very pleasant. Interviewees still
emphasize its importance: “The convivial side @ thitiatives is always present. Regardless of the
‘Christmas Dinner’ and ‘Summer Dinner’ we try to dwre and, on the other hand there are also
social occasions that should come as a resulttofitgt ... “In all this is evident how the infornta

part, the convivial part, is fundamental”.

The results that emerge more clearly can be groapksst into three main issues:
a. conviviality andsocial relations between members of the group;

b. conviviality and relations between ty@up and thebroader society of which it is part;
16



c. conviviality and individual and collectivearning processes.
Conviviality is not seen as an aim by the GGIP,fbuits members it can become an important part
of their personal experiences. “This situation Istscial relations grow”, commented a focus group
participant. For this reason these convivial atiigi are often experienced almost as a pretext to
maintain relationships with other members: “The dold Food or other events, are often seen as an
excuse to share the company of one another”.
Conviviality is an essential ingredient in the ¢r@a of an environment that supports learning
processes and contributes to the growth and legiynof the GGIP members in a broader context
of economic, but also social and political, relaio This is valid in general for the associations,
even though in the case investigated the convidi@ension assumes particular importance: the
activity of the GGIP is not only directed to its migers but also to the city, for example speaking to
school students, organizing some conferences andss meetings. This gives the opportunity to
the association to communicate its point of viewarious issues.
Through conviviality, it is possible not only toalm notions, but also to develop deeper
relationships and thus, learn from the others. Wiaat you learn? Not only information, but also
judgments and choices on specific topics, for exampout market trends and competition. The
continued attendance also leads to share the grdagewhich such judgments are formed. As one
interviewee remarked: “I have not attended colldgg, here | learned how to be an entrepreneur.
Until the day before | came here, | was a persoa wbarked in a company, maybe today | start to
feel as | were an entrepreneur. | brought withie tompany so many things that | have learned
here, and here | realized that these could beyreaflortant”.
As it is known, the formation of judgments is ofteased on heuristics that can lead to distortions
(Tversky and Kahneman 1974; Kahneman 2011), buf, thamany cases, can be effective
(Gigerenzer 2007; Gigerenzer and Brighton 2009)it opossible to know both the points of view
that the others have on the topics discussed, thetimethods used to deal with them, by sharing
heuristic rules of evaluation and decision thatvenéfied in a network of relationships and than ca
also be effective in a particular context (Guer@003; 2012).
The opportunity to interact with others who havmikir characteristics in terms of age, profession,
problems faced in the former companies, regardiefise sector in which they operate, is the main
benefit that members of GGIP appreciate and seéfaining convivial initiatives. If an approach
followed by an individual is successful, listenitiyhis experience makes his point of view as an
object of imitation in the community. In other weyrdthey share so many judgments and rules

gained in the experience of community memberdhastules followed to define them.
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Learning does not indicate mandatory rules and resatin an open environment where everyone
can individually and collectively question them. thie same time, this kind of rules can give a
support to deal with the uncertainty and complettigt business actors have to face.

About the "features" of the convivial mechanism ggimey from the case under study, it results
factors such as:

a. The rituals related to the convivial processes;

b. The impact of social relationships on businesaionships.
The rituals lie so much in building convivial forinenat in the repetition of events. The ritual
coexists with informality and the creating of roldst are partly defined (Chairman, Committee
Coordinator), partly emerging (who stimulates) padly external (guests).
Conviviality is activated by the search of a nopeticial hybridization. Conviviality is activated
in relation to an event to strengthen the possigsliof a deeper knowledge of the guest speakers as
special characters involved in the different meginThe convivial knowledge implies much more
than being a spectator to a meeting with speakens create a link, albeit weak, with the hostss thi
is why you have shared food and ideas with themondt individually, but also as a group. The
genesis of the conviviality relationships providssong ties" with (some of) the other components
of the group; then it fosters "weak ties" with (iber components and with) the "external" guests

in the convivial occasions.

The patrticipants to the focus group agree on thetfat existing social relationship represents an
amplifier of the commitment of the GGIP membersiider to activate business relations with other
members of the same group. The impact on busireaons includes both “vertical” (buyer-
supplier relationships) forms both the joint creatof new business.

CONCLUSIONS

The current research is an attempt to explore tleehanisms of sharing generated by
conviviality and their impact on social and bussastworks. The analysis we propose is part of an
exploratory research that is focalized on the stfdyonviviality in different business communities
located both in Italy both in other countries. Thosr paper suffers from an ongoing research
process that aims to investigate the impact of stality on the embeddedness and thus, how
convivial relationships together with their rituaéxchange of knowledge and ties produced, affect
business relationships. However, regardless ofwidsr analysis, it emerges that in the fragmented

social context, conviviality may constitute an epteneurial resource of strategic nature. The
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convivial meetings help to know the markets anéigsume new reading keys of business issues.
They become moments of a problem-solving sharing.tikis reason, we propose to deepen their
knowledge and the mechanisms that they can genamadeg participants not only at a social, but

also at a business level.
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