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The	Manager	
He	is	the	leader	of	the	school,	he	is	
responsible	for	directing	and	constantly	
checking	the	route!	The	qualities	required	
for	the	manager	are:	quality	of	leadership,	
ability	to	manage	staff,	responsible	for	
ensuring	the	achievement	of	objectives	in	a	
continuous	and	fluid	manner,	managing	



the	entire	numerical	part	of	the	study	such	
as	income,	expenses,	salaries,	earnings	...	
The	manager	is	the	figure	who	reports	to	
the	franchisee	monthly	on	the	progress	of	
the	study.	
	
If	you	want	your	staff	to	treat	students	
kindly,	treat	your	staff	kindly.	
	
We	can	define	the	role	of	the	Manager	on	2	perspectives:	internally,	
externally	to	the	school:	
The	manager	takes	care	
Internally	
1	of	staff	leadership	
2	of	the	students	
3	of	the	events	
4	Of	Numbers	and	Sales	
Externally	
1	advertising	and	marketing	
2	relationships	with	other	activities	to	increase	production	and	
visibility	
	
	
	
	

	
	



	
1	the	driving	force	of	the	school	is	the	teachers	

the	manager	must	know	the	personal	work	
goal	of	each	teacher	and	the	goal	of	the	study,	
in	order	to	be	able	to	monitor	and	encourage	
production.	

THE	TEACHER'S	OBJECTIVES	SHOULD	BE:	

1.	Teach	at	least	30	lessons	per	week.	

2.	Make	sure	that	the	student	is	active	with	
lessons,	events,	and	proposed	activities.	

3.	Have	each	student	renew	their	enrollment	at	
least	once	in	a	year.	

4.	Be	directly	responsible	for	bringing	at	least	
two	personal	guests	each	month.	

5.	Bring	at	least	two	recommended	qualified	
people	per	month.	through	students	

6.	Allow	pupils	to	bring	friends	to	school	
activities.	

7.	It	deals	with	the	physical	and	emotional	
growth	of	the	student



 

	
The	Manager	deals	with	the	training	of	both	the	knowledge	and	the	
ability	to	execute	the	staff,	weekly	plans	the	lessons	and	daily	ensures	
that	the	production	is	potentially	aligned	with	the	objectives	set.	

The	objectives	of	each	teacher	must	be	known	by	the	manager,	who	in	
private	interviews	asks	the	teacher	what	the	job	objectives	are:	There	
are	teachers	who	are	motivated	by	the	salary,	in	this	case	the	manager	
must	ask	how	much	this	desire	amounts	and	quantify	it	in	number	of	
lessons!	once	this	has	been	done,	the	number	of	lessons	produced	
must	be	increased	weekly,	motivating	the	teacher!	

Other	teachers	love	to	be	the	center	of	attention,	others	want	to	travel	
and	learn	about	reality	beyond	the	school	itself,	in	this	case	the	
manager	makes	the	teacher	participate	in	teacher	exchanges	with	
other	schools,	rather	than	being	motivated	to	travel	with	students	to	
participate	in	the	Daf	championship	or	other	events	organized	by	the	
parent	company.	

The	Manager	should	meet	all	staff	members	regularly	and	discuss	the	
following:	

1.	Set	goals	for	all	the	projects	that	have	been	planned.	

2.	Assessment	of	student	service.	

3.	Sale	of	introductory	programs,	extensions,	renewals	for	students.	

4.	Any	problems	with	students	



5.	Request	for	more	or	less	number	of	weekly	private	lessons.	
6.	Students	who	can	be	considered	for	external	activities,	evaluation	of	the	
pros	and	cons.	
7.	Students	who	do	not	participate	in	parties,	group	lessons	and	do	not	
bring	guests.	
8.	Guests	and	people	to	whom	school	has	been	recommended.	
9.	Staff	training	on	the	treatment	to	be	reserved	for	students.	
10.	Personal	training.	
11.	Space	to	devote	to	employees	to	discuss	personal	goals,	ambitions	and	
progress.	
12.	Beautiful	appearance,	personal	development,	and	ways	to	deal	with	

these	issues	with	the	students.

	
We	could	break	down	this	point	of	how	to	motivate	staff	in	the	
following	steps:	
1	Know	numerical	or	tangible	target	
2	make	a	short	(within	3	months),	medium	(over	the	year),	long-term	
(1	to	5	years)	plan	
3	check	weekly	that	the	actions	are	in	line	with	the	set	objectives	
4	gratify	or	reward,	the	celebration	is	necessary	
With	the	teacher	staff,	the	manager	must	have	growth	objectives,	daily	
must	plan	a	path	of	growth	and	improvement	of	the	work	within	the	
school,	dedicating	at	least	1	hour	to		



Study	,	to	simulations,	to	the	improvement	of	the	physical	gesture!	
Recall	that	the	requirements	for	a	DAF	qualified	teacher	are	to	know	
what	and	above	all	how	to	teach,	following	the	vision	and	mission	of	
Danceasfire.	This	differentiates	a	DAF	teacher	from	all	other	dance	
schools	
All	staff	must	row	together	to	achieve	the	school's	goals!	
This	word	is	fundamental	so	that	there	is	harmony	and	collaboration	
in	the	team!	This	is	not	always	easy	to	manage,	many	people	who	
work	together	daily,	sharing	personal	moods	but	also	the	various	
difficulties	that	may	arise	must	be	monitored	by	the	manager	who	
must	understand	how	to	keep	the	group	united	and	motivated	to	
production!	
It	is	advisable	to	make	the	staff	work	in	mutual	respect,	establishing	
an	ETHICAL	friendship	relationship,	I	say	ETHICAL	as	it	must	not	be	
too	personal:	small	dramas	or	too	much	confidence	may	arise	that	
causes	ETHICS	to	fail!	
	
	
	
With	regard	to	the	student	

The	manager	must	deal	directly	with	how	the	
student	is	welcomed	by	the	staff,	how	the	
journey	with	the	school	proceeds,	must	
understand	if	everything	is	going	well	and	the	
student	is	satisfied	with	what	he	is	acquiring	
by	attending	lessons	and	school!	

It	is	important	that	CHATs	are	set	or	chats	in	
which	the	pupil	and	manager	speak	and	the	
manager	personally	verifies	not	only	that	the	



pupil	is	comfortable	with	the	school,	but	could	
propose	events	rather	than	benefit	the	path	
taken	up	to	that	point.	moment	!	

In	the	front	department	the	manager	
specifically	

At	the	third	lesson,	or	at	8	if	the	introductory	
program	is	10	DC	(Dance	Core),	10	or	15	
minutes	before	the	lesson	ends,	take	the	
student	to	the	ballroom,	to	complete	the	
lesson.	What	you	are	really	doing	is	slowly	
introducing	the	student	to	the	point	where	
they	will	suddenly	realize	how	much	fun	they	
are	having.	Right	now	sensitivity	plays	a	very	
important	role.	The	Manager	must	propose	the	
best	plan	and	the	best	sale	which	are	intended	
to	please	the	student	first	and	foremost!	
Consequently,	he	must	know	what	the	student	
is	interested	in	purchasing,	what	his	personal	
goals	are,	what	benefits	he	wants	to	obtain	
from	a	path	with	the	DAF,	and	what	access	
channels	to	use	to	relate	to	it:	REMEMBER	

-	Share	the	Dance	Core	program	(private	
lessons,	group	lessons,	practices).	-	



REMEMBER:	PEOPLE	DO	NOT	BUY	ONLY	THE	
PRODUCT	THAT	IS	WHAT,	BUT	BUY	THE	WHY	
OF	THE	ITINERARY	THAT	MUST	BE	ALIGNED	
WITH	THEM	WHY. 

	
	
IN	THE	FULL	MEMBER	DEPARTMENT	
The	manager	also	takes	care	of	renewal	chats,	
i.e.	students	who	have	completed	the	lesson	
plan	previously	purchased	
Together	with	the	teaching	staff,	he	prepares	a	
small	demonstration	on	the	dances	of	the	level	
that	the	student	wants	to	buy,	the	student	
must	fill	in	a	special	form	with	the	manager	in	
which	the	dances	are	defined	and	the	level	of	
knowledge	of	the	dance	itself	with	the	student!	



Subsequently,	the	teachers	prepare	the	
number	of	lessons	to	ensure	the	achievement	
of	the	student's	goal!	In	a	subsequent	chat,	the	
quote	will	be	presented	following	the	signing	
of	the	renewal	contract	in	addition	to	the	
decision	on	how	the	payment	is	made,	
recommended	in	advance,	both	in	a	single	
solution,	and	50%,	or	20	early	lessons!	
These	types	of	payment	ensure	the	presence	of	
the	student	in	95%	of	cases!	So	more	advisable	
rather	than	payments	from	time	to	time	which	
increase	the	probability	of	abandoning	the	
route!	
The	manager	takes	care	of	the	events	calendar,	and	with	all	the	staff	
organizes	and	promotes	the	various	activities	of	the	school!	

The	events	must	be	planned	on	the	agenda	1	year	in	advance,	and	the	
event	itself	as	a	Trophy	ball,	rather	than	a	show	case,	must	be	thought	
of	and	planned	at	least	4/5	months	in	advance!	

The	manager	must	know	and	divide	the	various	tasks	in	the	staff	in	
each	event	so	that	everything	is	managed	in	the	best	way,	leaving	
nothing	to	chance!	

Smaller	events	such	as	spotlights	or	monthly	parties	are	designed	to	
bring	new	students	to	school	thanks	to	guests	personally	invited	by	
school	students	

Who	is	a	guest?	

	

1.	a	guest	is	someone	who	has	been	invited	to	attend	an	event,	without	



any	purpose	set	in	the	mind,	if	not	to	have	fun,	the	invitation	can	be	
made	by	a	student	

2.	a	person	who	has	interests	in	the	dance	

On	the	other	hand,	if	we	take	an	approach	thinking	that	this	person	is	a	
possible	new	student,	we	can	transform	our	thinking,	assuming	that	this	
person	has	been	recommended	by	someone	else,	with	a	specific	purpose	in	
mind.	This	can	be	accomplished	with	a	joint	effort	between	teacher	and	
student	based	on	this	type	of	approach,	the	recommendation	should	
include	a	pre-arranged	visit	with	the	specific	purpose	of	holding	a	test	
lesson	as	an	introduction	to	the	dance	or	to	a	course!	In	addition,	if	this	
type	of	approach	is	taken,	we	can	consider	the	recommended	an	
exceptional	customer.	In	addition,	a	guest	may	be	someone	who	visits	the	
school	without	a	specific	purpose.	So	it	could	only	be	considered	curious.	

-	A	recommendation	from	another	student	represents	an	introductory	
lesson	of	the	highest	level	of	success,	a	sure	way	to	increase	the	number	of	
active	students.	Read	the	following	page	carefully.	

In	the	dictionary,	the	guest	is	defined	as	a	person	who	is	received	and	
entertained	by	another,	or	by	others,	during	a	party,	a	dinner,	a	visit,	etc.

	
 

Remember	that	your	students	are	here	mainly	to	have	fun	and	meet	new	
people,	so	change	the	themes	of	the	parties	often,	and	if	possible	propose	
two	of	them	every	month.	The	more	people	have	fun	at	parties,	the	more	
friends	they	bring	as	guests.	The	potential	of	the	guests	is	unlimited.	

Example:	your	school	has	50	to	100	active	students,	and	each	has	10	to	30	
friends.	Potential:	50	students	-	lowest	hypothesis:	50	students	x	10	friends	
=	500	friends	

highest	hypothesis:	50	students	x	30	friends	=	1500	friends100	students	-	
lowest	hypothesis:	100	students	for	10	friends	=	1000	friends	highest	
hypothesis:	100	students	for	30	friends	=	3000	friends	



If	a	teacher	needs	students,	all	guests	should	be	assigned	to	him	until	his	
active	student	count	allows	him	to	have	30	lessons	per	week.	

Some	pupils	RECOMMEND	school	to	some	acquaintances	

This	is	due	to	the	fact	that	the	only	way	to	get	NC	Guests	is	to	ask	them	
directly	to	the	student,	and	this	is	in	stark	contrast	to	the	people	who	enter	
school	out	of	simple	curiosity.	

Here	are	some	definitions	taken	from	a	common	dictionary:	Recommend:	
influence	people	who	can	influence	others.	Recommendation:	someone	is	
recommended	to	someone,	or	something.	

1.	For	the	student	it	is	a	question	of	inviting	a	friend	to	participate	in	a	
lesson.	(this	lesson	is	not	paid)	

2.	Obtain	student's	permission	for	the	following.	

3.	This	allows	you,	as	a	teacher,	to	demonstrate	the	level	of	dance	that	this	
person	can	also	

achieve	(this	establishes	a	credibility,	as	he	will	think	"if	my	friend	can	
dance,	

why	shouldn't	I?	")	

4.	At	the	end	of	the	lesson,	the	student	stops	to	wait	at	the	reception.	

5.	The	student	is	asked	for	permission	to	be	able	to	quote	the	same	
introductory	program	he	purchased	for	his	friend	

6.	When	the	student	leaves	the	room,	sit	down	with	his	friend	/	
acquaintance	and	do	not	hesitate	to	discuss	it	

better	develop	the	advice	given	to	you	by	your	student.	

 7.	Write	the	contract,	call	the	student's	friend	and	tell	him	the	good	news.	

8.	Book	the	first	lessons,	be	sure	to	thank	the	student.	

The	higher	the	number	of	your	active	students,	the	higher	the	number	of	
friends	they	will	bring.	Remember	the	saying	"ask	and	it	will	be	given	to	



you". 	

	

To	give	an	example	in	40	hours	per	week	how	the	manager	manages	the	
agenda:	

EXAMPLE	

•	3	hours,	meeting	with	the	Councilor	(Head	of	the	NC	department)	

•	3	hours,	meeting	with	the	Supervisor	(Full	Member	department	
manager)	

•	2	hours,	meeting	with	the	Staff	

•	5	hours,	preparation	of	meetings	•	2	hours,	party	

•	5	hours,	ballroom,	communication	with	students	

•	5	hours,	planning	of	objectives,	activities,	etc.	

•	5	hours,	advertising	and	guests,	marketing	

	5	hours,	administrative	communications,	publications	•	

	5	hours,	troubleshooting	

It	is	important	that	the	manager	also	knows	what	employees	have	to	do	in	
40	hours	per	week.																																											



	

SPECIALIST	/	TEACHING	
	
•	40	lessons	per	week	(duration	of	lessons:	45	minutes)	
•	5	hours,	training	meeting	
•	2	hours,	party	
•	3	hours,	communication,	improvement	of	one's	skills	
SECRETARY	/	receptionist	
•	Collection	of	payments	
•	Keeping	of	records	and	appointments	
•	Telephone	calls	(training	also	to	satisfy	telephone	calls	for	
information	purposes)	
•	Account	/	report	keeping	
•	welcome	students,	environment	and	order	
	

EXTERNALLY	ADVERTISING 	
THE	IMPORTANCE	OF	ADVERTISING	



Regular	and	appropriate	use	of	all	forms	of	
advertising	is	vital	to	achieve	success	in	any	
business.	It	is	in	fact	the	lifeblood	that	will	bring	
new	customers.	

The	best	advertising	areas	for	our	product,	dance,	
are	in	order	of	importance:	

1.	Mass	Media:	Social	marketing	Newspapers	/	
Magazines	TelevisionRadio	

2.	Newspapers	/	Magazines	TelevisionRadio	

3.	Guests	and	people	recommended	by	students	

	4.	Signage	/	Signs	

5.	Public	or	corporate	dance	performances	

You	should	allocate	10%	of	your	expected	annual	
revenue	in	advance	to	invest	in	advertising.	The	
result	will	be	the	flow	of	customers	necessary	for	
the	success	of	your	school.	

Guests	and	personally	recommended	people	are	a	
formidable	source	of	new	customers.	A	guest	is	
someone	who	has	been	invited	by	you,	your	staff	or	
your	students	to	participate	in	an	event	or	activity	
proposed	by	the	school.	There	may	or	may	not	be	a	
cost	charged	to	the	guest.	Typical	activities	are:	

-	Party	with	guests	-	Group	lesson	for	guests	-	
Showcase	-	TROPhY	Ball	-	Spotlight	

A	person	who	is	personally	recommended,	on	the	



other	hand,	represents	a	visit	to	the	school	by	a	
person	to	whom	your	study	has	been	recommended.	
It	can	be	a	friend	or	acquaintance	of	a	satisfied	
student,	who	wants	to	share	a	lesson	with	him	at	no	
cost	to	the	newcomer.	When	a	student	recommends	
school	to	loved	ones,	it	is	a	great	compliment	to	you	
as	if	he	were	saying	to	you,	"Thank	you	for	the	
wonderful	service	you	offer	me."	

	

PRIORITIES	IN	ADVERTISING

 

In	order	of	importance	we	list	the	different	advertising	media	available	to	
you.	

	

1.	social	media	

Get	the	receptionist	to	report	daily	on	social	media	about	activities,	
promotions,.	School	events	and	more	that	give	value	to	the	DAF	study	

Paid	listings	are	very	effective,	important	to	keep	pages	alive	by	updating	
content	and	activities	



	

2.	CONSTANT	INSERTIONS	ON	DAILY	NEWSPAPERS	

	

If	there	is	more	than	one	newspaper	in	your	area,	use	the	most	important	
and	widespread	one	and	insert	your	advertisement	in	the	main	news	
section.	Keep	your	listing	and	catalog	it	in	a	binder	by	adding	the	following	
information:	

-	Date	of	the	advertisement-	Size	of	the	advertisement-	Cost-	Number	of	
information	calls	received	-	Number	of	scheduled	appointments	-	Number	
of	registrations	obtained	

This	information	is	very	important	for	planning	the	next	advertising	
campaigns.	It	may	be	useful	to	meet	the	director	of	the	newspaper,	or	the	
manager	of	the	advertising	spaces,	to	evaluate	the	best	position	and	days	
for	the	insertion	of	your	advertising.	

3.	TELEVISION	AND	RADIO	(Evaluate	if	the	main	TV	station	is	accessible)	
Use	the	radio	station	with	the	widest	range	of	listeners,	unless	television	
has	an	affordable	cost	for	you.	The	best	means	of	communication	is	usually	
also	the	most	expensive.	

The	presence	of	your	advertising	space	on	books	related	to	charities,	
schools	and	community-related	organizations	actually	represent	donations	
and	must	be	kept	to	a	minimum.	They	should	only	be	used	when	
convenient.	They	usually	represent	double	the	cost	compared	to	other	
types	of	media.	It	would	be	better	to	offer	a	dance	show	for	them	than	to	
buy	these	types	of	ads.	

4.	MISCELLANEOUS	ADS	

Your	total	advertising	costs	must	be	at	least	10%	of	your	economic	
revenue	projection.	This	is	an	important	requirement	for	the	
franchisee.	Reduction	in	local	spending	will	be	tolerated,	in	order	to	
maintain	a	higher	and	more	targeted	national	advertising	plan.	

ADVERTISING	GUIDELINES	

1.	Don't	post	ads	continuously.	We	advise	you	to	use	the	advertising	
promotion	every	6	months	(January	and	June).	Publish	your	
advertisements	for	a	period	of	3	weeks,	which	will	give	you	plenty	of	



time	to	manage	new	students	correctly,	with	kindness	and	
organization.	

2.	Your	advertisement	must	be	institutional	in	nature	and	may	
contain	the	following	sentences:	

-	First	free	lesson-	Free	trial	lesson-	Demonstration	lesson	without	
cost	-	Without	purchase	commitment-	Try	our	service	before	buying	
it-	The	money	will	be	returned	if	you	do	not	reach	your	goal	

3.	It	is	best	to	place	your	advertisement	in	the	space	dedicated	to	
general	news,	but	the	answer	you	receive	may	lead	to	a	shift	to	other	
sections:	

-	First	choice:	General	news	

-	Alternative:	Sports	section	

-	Alternative:	Section	dedicated	to	women	

-	Alternative:	Entertainment	section	

If	you	offer	an	appropriate	service	to	your	students,	you	advertise	
your	school	correctly	and	constantly,	you	get	external	guests	and	
make	your	pupils	understand	to	recommend	the	school	to	relatives	
and	friends,	you	are	patient,	you	treat	the	members	of	your	staff	with	
kindness	and	trust,	which	in	turn	they	will	treat	the	students	like	this!	

PUBLIC	RELATIONS	

 

It	is	vitally	important	to	meet	the	people	with	whom	you	are	in	business	on	
an	advertising	level,	to	better	organize	the	business	and	obtain	the	best	
results.	



1.	Managers	and	directors	of	newspapers,	publishing	companies,	managers	
of	sports	departments,	supervisors	of	advertising	departments,	sellers	of	
advertising	spaces,	directors	of	tennis	clubs,	golf	…………	..	
2.	Manager	of	program	broadcasters,	radio	station	managers	and	
journalists.	
Remember	these	people	often,	even	by	sending	greeting	cards	for	the	
holidays,	it	is	an	excellent	form	of	public	relations.	
4	Shops	or	businesses	in	your	area	that	are	renowned	for	brand,	customer	
service	.........	
You	have	several	methods	available	to	expose	your	service	to	the	public:	
-	Directly	through	the	students	who	are	your	best	supporters	and	who	are	
best	placed	to	influence	others.	
-	By	means	of	personal	guests,	friends,	relatives,	etc.	-	Using	the	Mass	
Media,	newspapers,	television,	radio,	etc.	-	Through	special	parties	and	
other	activities	in	your	school.	-	By	offering	dance	demonstrations	in	clubs,	
schools,	TV	shows,	etc.	-	Developing	dance	groups	outside	the	school.	
	
Since	the	manager	is	the	one	who	must	communicate	continuously	not	
only	with	the	staff	members	but	also	as	we	have	seen	with	the	
students,	with	people	outside	the	DAF	structure	but	who	certainly	
help	the	school	itself	and	its	increase,	they	must	be	aware	of	a	high	
degree	of	communication	

COMMUNICATION	

Communicate	to	your	students	with	kindness	and	understanding.	

	

In	communication	it	is	important	to	know:



	
1	Verbal	communication	

2	Non-verbal	communication	

3	paraverbal	communication 
 

 
 Communicating means making common, making others 

participate in something. 
 It does not mean having only a good ability to express oneself 



(knowing how to speak) but also having a good listening 
ability (knowing how to listen). 

 The parameter that indicates the effectiveness of 
communication is the response obtained. 

 Communicating produces a change: in fact when we 
communicate something to someone we expand the 
information available to him, confirming or modifying his 
opinions about us and the world. 

 We allow them to get to know each other better, therefore 
we facilitate changes that can have different aspects. 

 Communication can be assimilated to the stimulus-response 
scheme: it consists of the passage or transfer of information 
from one individual to another. 

 Therefore communication occurs when two or more people 
share the same meaning. 

 Communication is therefore an exchange of social values that 
takes place according to pre-established rules, using 
language (verbal communication) and behavior (non-verbal 
communication). 

 Verbal communication: verbal communication uses, as the 
words themselves say, speech; therefore to communicate 
effectively it is important that all the subjects involved in 
the interaction use the same communication code. 

 Communicating effectively does not just mean "knowing how 
to express yourself", but it is extremely important to observe 
some rules. 

 The speeches must follow each other regularly in respect of 
the alternation of shifts: when there are many to speak, the 
word space must be able to be used equally by everyone; one 
must speak one at a time, without overlapping and without 
interrupting who is conducting a speech. 

You have to listen and pay attention to what the interlocutor says. 
We must stick to the topic we are talking about. 
We must be clear, there must be no voids in speech and no 
excesses of speech; one must say neither more nor less. 
Non-verbal communication: non-verbal communication refers to 
everything that has nothing to do with speech, they are part of 
this: 



gestures, facial expressions, physical appearance, posture, 
orientation and distances in space, clothing, five senses etc. 
The elements that are extraneous to the spoken language allow us 
to understand something more than a person, since they are 
communicative aspects that have a remarkable effectiveness. 
In fact, one should think that non-verbal communication 
represents 55% of a communicative exchange, 38% is represented 
by the tone of voice, while only 7% depends on speech. 
It can therefore be said that the communication exchange 
depends for 93% on non-verbal communication, the remaining 7% 
on verbal communication. 
We use to dress differently according to the situations, we resort 
to a large amount of inflections of the voice, we keep a certain 
distance from the others, we gesticulate, we move in different 
ways and rhythms in the space, we seek or avoid the looks, we 
modulate pauses or silences if necessary; even the furnishings of 
the workplace allows us to make more general inferences. 
A fundamental characteristic of non-verbal communication is the 
usually involuntary nature of the information that the 
interlocutors provide about themselves: it is inevitable to make 
gestures, have changing facial expressions and so on. 
The most expressive elements of body language are: 
• Arms 
• The hands 
• Facial mimicry 
• The attitude 
• The voice (timbre, tone, speed) 
• Hearing (listening) 
• The sense of touch 
• Smell 
• The sight (the gaze, the eyes) 
• Clothing 
• Tic 
Sweating 
• The redness 
• The tremor 
• Posture 
 



 
 
 

 
 
 
 
"It is impossible not to communicate". In any relationship situation 
in which at least two people are present, each behavior, whether 
vocal, gestural or postural, takes on a communicative meaning 
that has effects on the other. 
There is no "non-behavior", activity or inactivity, words or silence, 
gestures, gaze and posture all have a message value; influence 
others and others, in turn, cannot fail to respond to these 
communications. 
So also the physical characteristics, for example the color of the 
skin, the height etc., communicate something to us. 
It is clear that: decisions, assessments, reactions or impressions of 
a person are formed and enriched by the effect of non-verbal 
messages. 
Through them, in fact, the individual collects elements on the 
status and personality of his interlocutor, on the emotional 
disposition, the favorable or hostile attitude towards him and, 
finally, on the dynamics of ongoing communication. 
Based on all this, reactions and response behaviors are 
determined. 
The importance of these signals is that they lack a real grammar, 
a regulation in the coding of non-verbal communication, therefore 
they are less controllable and probably more genuine. 
It therefore becomes very important to be able to use a second 
channel in addition to language, as it allows us to strengthen the 
content of a message. 

• Another very important factor to pay attention to when 



communicating is the way we manage the space around us, 
how we use it and organize it; because this also speaks of us 
and the cultural conventions with which we are bearers. 

• Proxemics: the organization of distances between people is 
defined as "proxemics". 

• In the interaction between two or more people, there are 
four possible areas of distance, for each of which there are 
different modes of communication, in which the five senses 
are involved. 

• • Intimate distance: it is a very close distance with the 
interlocutor, not exceeding 45 cm. The presence of the other 
is evident and can sometimes be involving, it is the area that 
the person considers to be his property. Normally it is the 
distance between boyfriends or, in any case, between two 
intimate people. 

• • Personal distance: it goes from 45 to 120 cm, the position 
that people take in their spatial relationship, it is indicative 
of social relationships or mutual feelings, but also of the two 
things together. This area extends from a threshold just 
beyond the interval that allows you to easily touch the other, 
to a limit where two people can touch each other shaking 
hands by extending their arm. Normally it is the distance that 
separates people while they work. 

• Social distance: it is generally the distance in which impersonal 
affairs are dealt with, usually maintained in occasional meetings. 
It is also the distance that makes it possible to continue working in 
the presence of others without appearing rude; it is the distance 
that separates us from strangers. Generally ranges from 120 to 
360 cm. 

• Public distance: from 360 cm onwards, clearly beyond the 
sphere of involvement. It usually corresponds to the maximum 
distance possible between two people in a given environment, for 
example when we are in a restaurant. 

• Teach your students with kindness and tenderness. Distances 3 
and 4 are of utmost importance, because they are the ones to be 
used most with the students. 



	

	

• 
Some non-verbal cues: 
• The attention that a person shows towards a listening situation can 
be understood from the body posture. For example: bringing your 
upper body forward is an indication of attention. 
• Rating: it is linked to the lips and to the so-called analog kisses; or 
nibbling his lips means "I would like but I can't". 
• The tongue: it indicates a strong appreciation for the person, the 
topic covered or the situation. 
• Fiddling with an object (pencil, ring, etc.) indicates interest. 
Running a hand through your hair is connected to the desire for 
involvement. 
• Interest is related to the sense of smell, therefore to the area of the 
face near the nose; on the contrary if you rub your finger under your 
nostrils. 
• Reflection: it is an internal dialogue and is manifested by circular 
micro-movements. When you touch your chin there is more reflection. 
Of course these meanings are not a fixed rule, you have to 
contextualize them to a specific situation. 
 
 
Paraverbal 
 
The importance of the voice is given precisely by its metacommunicative 



function: it manifests and induces emotions in the interlocutor, it can 
arouse empathy, detachment, attention, distraction, trust, agitation. 

The paraverbal language indicates the set of sounds emitted in 
communication and the importance of the voice is given by different 
aspects: 

1 tone, which is influenced by physiological factors (age, physical 
constitution) and context: for example, a person of high social level who is 
speaking with a lower social level will tend to have a more serious tone of 
voice; 

2 The frequency, and also in this case the social aspect has a strong 
influence: a subject who is talking to a superior will tend to have a lower 
voice frequency than normal; 

3 The rhythm, which gives the words spoken more or less authoritatively 
in a speech. Speaking at a slow pace for example, inserting pauses 
between one sentence and another and perhaps even slightly lowering the 
volume of the voice, gives a tone of solemnity to what is said compared to 
using a higher rhythm. In the analysis of rhythm in paraverbal language, 
the importance of pauses must also be considered. 

4 silence, it too is part of the paraverbal language and its characteristics 
can often be highly ambivalent and above all the social and hierarchical 
aspects play a fundamental role.



 
 
 
MASTERING	THE	NUMBERS	

The	results	of	a	business	are	expressed	through	
numbers.	Any	business	activity,	whether	
manufacturing,	service	or	retail,	can	be	analyzed	by	
numbers.	

What	you	need	is	a	sensitivity	for	numbers,	
regardless	of	any	formal	skills.	In	fact,	it	is	precisely	
because	you	may	not	be	an	expert	in	the	accounting	
field,	that	you	will	have	to	develop	your	
understanding	skills	of	what	is	going	on	in	your	
business,	to	perceive	the	numbers	with	tact.	



Familiarize	yourself	with	the	projections	of	your	
business,	you	will	begin	to	understand	why	
numbers	play	such	an	important	role.	It	could	also	
be	said	that,	knowing	how	numbers	relate	to	our	
business,	the	challenge	of	reaching	them	will	be	
even	more	interesting.	

SET	YOUR	OBJECTIVES	ON	THE	BASIS	OF	THE	
NUMBER	OF	YOUR	CURRENT	TEACHERS	
PROFITS	AND	GENERAL	GRAPHIC	300.000	EURO	(examples	to	be	

evaluated	in	relation	to	all	numbers)  

Let's	base	ourselves	on	75	lessons	sold	and	taught	every	week	at	90	Euros	
=	6.750	Euros	per	week	6.750	Euros	per	week	x	50	weeks	=	337.500	Euros	
per	year	75	lessons	taught	per	week	x	50	weeks	=	3.750	
The	profit	is	calculated	by	subtracting	from	90	euros	the	actual	cost	of	the	

school	obtained	in	the	previous	point  
	Starting	from	the	top	to	the	left	with	respect	to	the	reader	we	have	
1	the	slice	of	the	profit	which	should	concern	22%	
2	General	expenses	10%	
3	Rental	costs	9%4	Royality	dal	7	al	10		%	



5	Advertising	10%	
6	39%	staff	costs:	manger,	teachers,	receptionist	
	
this	example	can	be	used	and	modified	according	to	the	numbers	of	
the	school	itself!	
To	manage	the	school	numerically,	all	entries	and	exits	must	be	
recorded	daily	in	order	to	have	a	detailed	account	of	all	the	numbers!	
In	the	Daf	material	we	also	have	a	sheet	divided	by	department,	the	
manager	must	weekly	record	all	the	production	numbers!	
Monthly	the	manager	with	the	franchisee	must	present	the	whole	
prospect	of	the	school	in	order	to	act	immediately	if	there	were	any	
significant	deviations	from	the	set	target!	


