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ABSTRACT. Collaborative skills that promote cross-functional dynam-
ics, boundary spanning, and inter-firm cooperation are essential to every
marketing manager. Most courses in the business curricula do not address
the development of relational skills and competencies that support the
ability to cooperate and reconcile diverse interests and objectives as
needed in real world practice. I propose that we revise the fundamentals of
our educational models to support the development of collaborative, co-
operative and relational competencies in our business graduates. A “val-
ues” driven perspective is a must. It entails understanding, examining,
reflecting, externalizing, discovering, accepting and challenging about
our past experiences and beliefs as we refresh our perspective about
things, people, situations, and options. New dimensions a business curric-
ula that sustains a “values” driven perspective must include are: (1) Design
curriculum from a systems thinking perspective, (2) Develop leadership
potential and management capabilities, (3) Nurture and rehearse the use of
different types of intelligences, (4) Foster deep approaches to learning
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when validating educational goals and academic achievement, and
(5) Incorporate value driven decision-making and a sense of spiritual-
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Collaborative skills that promote cross-functional dynamics, bound-
ary spanning, and interfirm cooperation are essential to every marketing
manager. It is also a reality that most courses in the business curricula
and curriculum structures do not address the development of relational
skills and competencies that support the ability to cooperate, reconcile
diverse interests and objectives, and allow for a holistic view of busi-
ness marketing problems as they occur in real world practice.

In this vein, the authors of the previous paper highlight the role of re-
lationship management skills that build collaboration and cooperation
in business and impact the interface of marketing with other organiza-
tional functions and processes. Their claim sparks the re-evaluation of
competencies and skills in the marketing curricula and particularly on
the role of business marketing courses within. Moreover, alerts us on
the consequences of not designing appropriate course content that fos-
ters role-taking ability, interpersonal communication, perspective tak-
ing, responsive ability, and adaptive skills as critical traits that high-
performing managers have mastered.

Relational or interpersonal skills are a must in every business gradu-
ate in order to improve his/her effectiveness as a leader and manager
and to be able to nurture collaborative mindsets in teams, projects, and
alliances. As suggested by Gosling and Mintzberg (2003, p. 58) “to be
in a collaborative mind-set means to be inside, involved, to manage
throughout.” Still, we do not have clear what within the curriculum will
develop those skills and competencies. We could, as the authors sug-
gested, include business speakers, learning projects, case discussion,
and role-playing in the classroom as several means to train students in
such cooperative and collaborative skills. However, serious revisions
regarding orientation and substance in the curricula should precede
these methodologies.

I propose that we revise the fundamentals of our educational models
to support the development of collaborative, cooperative, and relational
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competencies in our business graduates. Schools of business should de-
velop educational models that include knowledge, skills, attitudes, and
values as their core pillars. Technical or functional competency alone is
not enough. Moreover, educational encounters along the curricula should
allow for students to discover, capture, internalize, rank, judge, and
communicate values as new learning advances. In order to have the
ability and competencies to nurture relationships, collaboration, coop-
eration, trust, and commitment, future managers should understand
their meaning, dimensions, mechanisms, and externalities, but most im-
portantly develop an individual position and a sense of believing to-
wards them. Only when this is achieved future business graduates will
exhibit empathy and sensitivity to understand others and the integrity
and ethics to build and sustain interpersonal and business relationships.
A “values” driven perspective is a must. It entails understanding, exam-
ining, reflecting, externalizing, discovering, accepting, and challenging
about our past experiences and beliefs as we refresh our perspective
about things, people, situations, and options. Ultimately, deep thinking
will allow students to recognize that their decisions truly reflect what
they stand for: values, intellectual self, and spiritual self (Kumar,
Ressler, and Ahrens, 2005). Let me suggest the following new direc-
tions that can assist in building business curricula that sustains a “val-
ues”-driven perspective.

Design Curriculum from a Systems Thinking
Perspective

Relational skills and competencies are not privilege of the marketing
domain. As such, they should be approach not from the functional as-
pect of this discipline but from a more inclusive level of analysis such as
decision making or leadership. Kumar, Ressler, and Ahrens (2005)
have suggested that students become more systems thinkers and deci-
sion makers than problem solvers. Systems thinking is the ability to un-
derstand how systems are structured and how they operate by reflecting
on the relationships between two or more variables. The focus is on
studying the patterns of relationships since everything connects to
everything else. To understand these relationships, interdisciplinary
thinking competency, defined as the management of intellectual knowl-
edge obtained from diverse professional backgrounds is critical (Badal,
2005), and may be incorporated in the curricula through course require-
ments from other disciplines outside business, that is, arts management,
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industrial psychology, sociology, cultural anthropology, cognitive di-
versity, and communications.

Develop Leadership Potential and Management
Capabilities in All Business Graduates

Be cautious to build strong leadership skills over good management
foundation in business students. It becomes imperative to develop “per-
sonal quality” or “inner” growth more than just professional skills. Educa-
tors should design more meaningful experiences from which students can
learn the tacit components of leadership, that is, building relationships, un-
derstanding employees, creating consensus, working with others, and
learning to learn. For this, developing “reflective” mind-sets, as those that
go beyond introspection and are able to perceive familiar things in new
ways (Gosling and Mintzberg, 2003) is essential. However, be sure busi-
ness students learn their disciplines in depth (Mintzberg, 2004).

More importantly, design educational experiences that foster indi-
vidual competitiveness built on strong self-efficacy beliefs and intraper-
sonal competencies and translate capacities into actions and pragmatism.
In this vein, programs that support meaningfully connecting with com-
munities and becoming active and responsible citizens are appropriate.
Community-based research and the service-learning movement may be
the answer to facilitate students’ connection to the real world as they
foster the development of “intentional” leadership that influence peo-
ples’ lives (Paul, 2006). Intentional leadership provokes involvement
and allows for continuous re-evaluation as students reflect, learn, share,
lead, make an impact, and reflect again about the communities they im-
pact, their proposals, and their role within.

Nurture and Rehearse the Use of Different Types of Intelligences

Overall, students have wide range of capacities. Gardner (1999) has
suggested the existence of seven types of intelligences: These are lin-
guistic, logical-mathematical, musical, bodily kinesthetic, spatial, inter-
personal, and intrapersonal intelligences. Recently, Gardner has proposed
that naturalist, spiritual, and existential may be new intelligences. Unfor-
tunately, educational institutions have focused primarily on two types–
linguistic and logical with little attention to the others (Tucker, Sojka,
Barone, and McCarthy, 2000). Education works most effectively if we
take into account that students do not have all the same kind of “minds.”
In fact, building strategies to develop cognitive diversity in the design

98 JOURNAL OF BUSINESS-TO-BUSINESS MARKETING



of curricula, learning objectives, and learning experiences may harvest
richness from individuals.

Emphasis on developing emotional versus cognitive intelligence in
the curricula is a must. Emotional intelligence is “a type of social intelli-
gence that involves the ability to monitor one’s own and others’ emo-
tions, to discriminate among them, and to use the information to guide
one’s thinking and actions” (Salovey and Mayer, 1990, p. 185). Emo-
tional intelligence is a key ingredient of intrapersonal and interpersonal
intelligences. Weisinger’s (1998) framework includes two dimensions:
intrapersonal relates to perceiving one’s own emotions (self-awareness,
self-regulation, and self-motivation) and interpersonal (ability to empa-
thize and mentor and ability to relate well and perceive others’ emo-
tions). The concept of emotional intelligence particularly the complex
capabilities of vision, relationship building, and people development
are seen as critical leadership competencies (Salopek, 2004).

More important, emotional intelligence theory can be incorporated in
the curriculum (Myers and Tucker, 2005) using social learning theory
concepts as suggested by Whetten and Cameron (2002). It can be im-
proved through learning and it requires a great deal of individual deter-
mination and persistence (Latif, 2004) as students integrate the “what”
or left-brain functioning (logic, analysis, linear thought) with the “how”
or right-brain functioning (concepts, relationships, lateral thought) as
total brain leadership.

Foster Deep Approaches to Learning When Validating
Educational Goals and Academic Achievement

Deep approaches to learning have a strong impact on strategic learn-
ing in business students as they complement each other rather than be-
ing mutually exclusive (Rodriguez, 2006). A strategic approach refers
to the intention to achieve the best grades possible by adapting to the as-
sessment demands (Entwistle and Waterston, 1988) and has a competi-
tive motivation alone. A deep approach suggests that the intention to
understand the material is motivated by the subject matter. When stu-
dents are deeply motivated to learn they will think creatively and criti-
cally; and they will use a deep strategy (Zhang and Sternberg, 2000). As
a consequence, they maximize understanding by focusing on meaning
and integrating new learning with previous knowledge (Evans, Kirby,
and Fabrigar, 2003) and develop the ability to be a versatile learner, one
that recognize different academic tasks and designs the appropriate
learning strategy (Entwistle, 1977).
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Deep approaches to learning are consistent with understanding, re-
flection, and critical reflection (Leung and Kember, 2003). A possible
explanation is that deep learners develop self-regulatory practices and
use meta-cognitive strategies to supervise cognition during task execu-
tion (Bouffard, Boisvert, Vezeau, and Larouche, 1995). Most impor-
tantly, business students that use this deep learning approach develop
strong intrapersonal self-efficacy beliefs (Rodriguez, 2006). Curricula
should be designed to ensure that students adopt a deep learning ap-
proach, are intrinsically motivated to learn, and engage with the content
on a personal level (Hodgeson, 1997). Under this approach, students are
able to attach a personal meaning to the learning task.

Value Driven Decision Making and a Sense of Spirituality

A “values” driven curricula will bring together logical thinking with
ethical thinking. Students will recognize that the assumptions that sus-
tain their reasoning must be verbally discussed. This reflection process
will question and enlighten about interests, duties, virtues, and rights.
Unfortunately, our educational models does not require scrutiny of the
assumptions while making decisions (Kumar, Ressler, and Ahrens,
2005) fostering a value-free analysis.

When leaders exhibit integrity, the needs and activities of the people
they lead must transcend their own needs (Stefano and Wasylyshyn,
2005). Integrity relates to the individuality, personality, or character. In-
tegrity calls for moral standards that entail the sense of personal agency
or stake, especially with respect to other people. We achieve an inner har-
mony, knowing our actions are helping others as well as ourselves
(Kumar, Ressler, and Ahrens, 2005). The authors refer to this as the ulti-
mate level of human knowledge–spiritual. The development of rela-
tional skills and competencies will require that our graduates move
from “doing” knowledge (one that applies techniques to solve prob-
lems) to spiritual knowledge where moral and ethical responsibilities
are inherently part of the solution.

THE ROLE OF FACULTY
IN BUILDING STRONG RELATIONAL SKILLS

I believe that we as educators should focus our efforts in the design of
educational climates that favor the development of emotionally mature
business graduates. Previous research has shown that faculty expecta-
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tions set directions for students’ intellectual and social growth and
themselves become motivational drivers (Rodriguez, 2005). Emotional
competencies will flourish as new learning experiences that sustain in-
dividual autonomy are designed. Emotional resilience will permit stu-
dents to tolerate the demands of the curriculum in an effort to generate
socially skilled candidates that foster harmonious social networks.
Emotional honesty will guide open communication and sustain trust-
worthy relationships. Emotional stability will foster conscientiousness,
reliability, and integrity as factors that permit the resolution of conflicts
derived from misaligned values (Abraham, 2004).

The best educators produce a sustained and substantial influence on
the way students think, act, and feel. In helping students build their own
identities good teachers discover, appreciate, and work with the individ-
ual values that each student exhibits. They set high standards, nurture stu-
dents’ self-efficacy beliefs, and build rewarding and sensitive learning
environments that impact positively students’ academic performance.
But most importantly students’ interpretations of their surroundings
shape their inner selves. So, let us go back to the drawing table and revise
our teaching and learning maps to focus on educating well-rounded grad-
uates who will provide value to their organizations, be agents for change,
and appreciate people. In this endeavor, our challenge is to blend the
emotional and social competencies with intellectual, managerial, and
technical ones. It is time to revise the psychological contract with our stu-
dents. Let us educate them and they educate themselves about the relativ-
istic “meaning” of each business relationship, as we encourage them to be
active learners towards their individual growth.

REFERENCES

Abraham, R. (2004). “Emotional Competence as Antecedent to Performance: A Contin-
gency Framework.” Genetic, Social, and General Psychology Monographs, 130,
117-143.

Badal, A. (2005). “Using Interdisciplinary Thinking to Improve Strategy Formulation:
A Managerial Perspective.” International Journal of Management, 22, 365-375.

Bouffard, T., Boisvert, J., Vezeau, C. and Larouche, C. (1995). “The Impact of Goal
Orientation on Self-regulation and Performance among College Students.” British
Journal of Educational Psychology, 65, 317-329.

Entwistle, N.J. and Waterston, S. (1988). “Approaches to Studying and Levels of Pro-
cessing in University Students.” British Journal of Educational Psychology, 58,
258-265.

Carlos M. Rodriguez 101



Entwistle, N. (1977). “Strategies of Learning and Studying: Recent Research Find-
ings.” British Journal of Educational Studies, 25, 225-238.

Evans, C.J., Kirby, J.R. and Fabrigar, L.R. (2003). “Approaches to Learning, Need For
Cognition, and Strategic Flexibility Among University Students.” British Journal
of Educational Psychology, 73, 507-528.

Gardner, H. (1999). Intelligence Reframed. New York, NY: Basic Books.
Gosling, J. and Mintzberg, H. (2003). “The Five Minds of a Manager.” Harvard Busi-

ness Review, 81, 54-63.
Hodgeson, V. (1997). “Lectures and the Experience of Relevance.” In The Experience

of Learning. Implications for Teaching and Studying in Higher Education, eds. F.
Marton, D. Hounsell, and N. Entwistle, Edinburgh: Scottish Academic Press.

Kumar, S., Ressler, T. and Ahrens, M. (2005). “Systems Thinking, a Consilience of
Values and Logic.” Human Systems Management, 24, 259-274.

Latif, D.A. (2004). “Using Emotional Intelligence in the Planning and Implementation
of a Management Skills Course.” Pharmacy Education, 4, 81-89.

Leung, D.Y.P. and Kember, D. (2003). “The Relationship between Approaches to
Learning and Reflection upon Practice.” Educational Psychology, 23, 61-71.

Mintzberg, H. (2004). Managers not MBAs: A Hard Look at the Soft Practice of Man-
aging and Management Development, San Francisco: Barrett-Koehler.

Myers, L.L. and Tucker, M.L. (2005). “Increasing Awareness of Emotional Intelli-
gence in a Business Curriculum.” Business Communication Quarterly, 68, 44-51.

Paul, E.L. (2006). “Community-based Research as Scientific and Civic Pedagogy.”
AAC&U, 18, 12-15.

Rodríguez, Carlos M. (2005). “Self-efficacy Beliefs, Institutional Climate, and Faculty
Expectations as Determinants of Academic Achievement in Business Students.”
Working Paper Series, Report SOM 1-2005, Delaware State University.

Rodríguez, Carlos M. (2006). “The Impact of Academic Self-Concept, Expectations,
and the Choice of Learning Strategy on Academic Achievement: The Case of Busi-
ness Students.” Working Paper Series, Report SOM 1-2006, Delaware State Uni-
versity.

Salopek, J.J. (2004). Social Intelligence. Training & Development, 58, 17-19.
Salovey, P. and Mayer, J.D. (1990). “Emotional Intelligence.” Imagination, Cognition,

and Personality, 9, 185-211.
Stefano, S.F. and Wasylyshyn, K.M. (2005). “Integrity, Courage, Empathy (ICE):

Three leadership essentials.” Human Resource Planning, 28, 5-7.
Tucker, M.L., Sojka, J.Z., Barone, F.J. and McCarthy, A.M. (2000). “Training Tomor-

row’s Leaders: Enhancing the Emotional Intelligence of Business Graduates.”
Journal of Education for Business, 75, 331-337.

Weisinger, H. (1998). Emotional Intelligence at Work. San Francisco: Jossey-Bass.
Whetten, D.A. and Cameron, K.S. (2002). Development Management Skills. 5th. edi-

tion ed, Upper Saddle River, NJ: Prentice Hall.
Zhang, L.-F. and Sternberg, R.J. (2000). “Are Learning Approaches and Thinking

styles Related? A Study of Two Chinese Populations.” The Journal of Psychology,
34, 469-489.

doi:10.1300/J033v14n01_09

102 JOURNAL OF BUSINESS-TO-BUSINESS MARKETING




