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FALL 2018 
STRATEGIC COMMUNICATION 

MGTO-70640 
 

The Eugene D. Fanning Center for Business Communication 
Mendoza College of Business 

University of Notre Dame 

Class Meeting Dates & Times 
Tuesday/Thursday; 1:00-2:50 PM 
Mendoza 159 
http://sakai.nd.edu 
  
Instructor Contact Information 
Amanda G. McKendree, Ph.D.  
Associate Teaching Professor of Management  
Arthur F. & Mary J. O’Neil Director 
126-H Mendoza College of Business 
amckendree@nd.edu 
(574) 631-9153 
  
Office Hours: Monday (10:00 AM-Noon), Thursday (10:00 AM-Noon), and by appointment (best 
arranged by email)  
 
WHAT IS STRATEGIC COMMUNICATION? 
 
Strategic Communication occupies a space between the writing and speaking done day-to-day 
by unit managers and the stratospheric communication expected of senior-level executives as 
they deal with various stakeholder groups. This is communication that senior managers and 
executives of all levels engage in as they employ specific strategies to achieve agreed-upon 
business goals. This is high-level communication that rises above basic tactics used to manage 
the company. In particular, this involves a different kind of thinking when complex or difficult 
objectives are involved.  
 
 
 
 
 

Strategy is what separates one enterprise from another in pursuit of profit, innovation, 
excellence, and market dominance. 

 
Strategic communication increasingly means business. 

http://sakai.nd.edu/
mailto:amckendree@nd.edu
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COURSE GOALS 
 
This is a course in which students will learn writing and speaking skills that communicate 
concepts and processes that will satisfy long-term personal and professional goals. At the 
conclusion of this course, students will: 

• Understand the elements of communication strategy and their connection to business 
strategy, and be able to differentiate strategy from tactics. 

• Understand and appreciate the roles writing and speaking play in the achievement of 
strategic business goals. 

• Identify resources to support writing and speaking assignments, and access current, 
credible information appropriate to audience, purpose, and occasion. 

• Identify individual communication strengths and work to improve communication 
weaknesses. 

• Develop an understanding of the ethical dimensions of strategic communication. 
 
REQUIRED TEXTBOOKS 
 
Alred, G. J.; Brusaw, C. T.; and Oliu, W. E. The Business Writer’s Companion, 8th edition, 

Boston MA: Bedford/St. Martin’s (2017). ISBN: 978-1-319-04476-3. 
Duarte, N. HBR Guide to Persuasive Presentations, Boston, MA: Harvard Business Review 

Press (2012). ISBN: 978-1-4221-8710-4. 
Cases and articles distributed in class and posted on Sakai. 
 
GENERAL COURSE REQUIREMENTS 
 

• We expect you to read the assigned chapters from the textbook and reprints distributed 
in class and to master the material they contain. 

• We expect full and active participation by all students in our classroom discussions and 
presentation feedback sessions. 

• We expect you to attend class. Your instructor may take roll at each meeting session to 
determine who is present and who is not. We also expect you to arrive at class on time. 
This is particularly important, as we expect to begin on time. 

 
ASSIGNMENTS 
 
Grade weights will be distributed as follows: 
 
Writing Assignment #1: Strategy Memo (Due: Tuesday, August 28th)………………………………… 15% 
 
Speaking: Competitive Intelligence Summary (Due:  September 4th, 6th, 11th)…………………….15% 
 
Writing Assignment #2: Strategic Business Proposal (Due:  Thursday, September 13th)……….20% 
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Speaking: Strategic Business Proposal (Due:  September 20th, 27th, October 2nd)……………….20% 
 
Classroom Participation and Professionalism……………………………………………………………………..10% 
 
Final Examination (Friday, October 5th)………………………………………………………………………………20% 
 
Assignment Dates. Please consult the calendar portion of this syllabus for a complete list of 
dates on which you will submit writing assignments and deliver speeches. Your instructor will 
determine speaking dates and the order for speaking assignments. If you have academic 
conflicts, documented out-of-town interviews or special requests regarding assignment dates, 
please let your instructor know as soon as possible. We’ll do all that we can to accommodate 
you. 
 
Listening. An important part of public communication is the willingness and ability of an 
audience member to listen. While your classmates are speaking, whether in a formal, graded 
assignment, or during case analysis and discussion, we will expect you to be a thoughtful, 
considerate, attentive and courteous audience. You will be asked, from time-to-time, to provide 
reaction or critique for your classmates. This means you must listen carefully and reflectively to 
those speaking and try in some way to help them improve. They, in turn, will try to help you. 
 
GRADING PHILOSOPHY 
 
Strategic Communication, like certain other courses offered here at Notre Dame, is 
performance oriented.  Although you will receive substantial exposure through both reading 
and lecture to the theories that underlie effective communication, your grade will be heavily 
dependent on your ability to apply such information in frequent, practical writing and speaking 
exercises.  Your grade for any particular assignment in this course is a reflection of your 
professor’s judgment of the quality of your work. We can grade only on the basis of what you 
give us, not on what you had sincerely intended to do. Deliver your work on time, follow the 
assignment directions, do your own work and you’ll have little trouble achieving the course 
objectives, as well as your own.  You will not find grades distributed on a curve. Your instructor 
is seeking to assess your abilities as measured against the standards of the marketplace. Those 
standards have been developed over a period of more than 40 years, dealing with business, 
government, industry, the press and the public. We are asking you to do what your employers 
will ask of you: prompt, competent, quality work. Your grade in this course will be based on 
your performance as evaluated by your professor. Please be aware, however, that the Mendoza 
College of Business Grading Guidelines call for a grade point average between 3.2 and 3.6 for 
each graduate section. 
 
A grade of “A” is ready for use in a Fortune 500 or major professional services firm. This 
represents exceptional work that exceeds the basic standards of the marketplace. In other 
words, with very few adjustments, you could deliver that speech or use that document 
essentially as you’ve prepared it for class. 
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A “B” document or speech meets the basic standards of the marketplace and represents the 
sort of work your supervisors will demand and your colleagues will deliver each day. Such work 
is basically sound but may require some attention before presenting it to your employers, their 
customers or clients. The issues may be organizational or structural; they may be associated 
with the details of expression; or, you may not have the real needs of the audience in mind. In 
any event, such documents and speeches will work for you, but not before you work on them. 
 
Anything in the “C” range is seriously flawed and does not meet the basic standards of the 
North American workplace without significant revision. A presentation or document of this sort 
could damage your reputation as a competent business communicator if you were to use it 
without major improvements. Work of this sort is simply a non-starter in a Fortune 500 or Big 
Four accounting or professional services firm. You would need to re-think your approach to the 
problem and try it again. To deliver such products would constitute a serious embarrassment to 
you, to your employer and to those who educated you. 
 
Once a grade has been assigned and recorded, it cannot and will not be changed unless 
evidence is provided that your instructor has made an error. A difference of opinion between 
you and your instructor about the quality of your work is not evidence of error. We are 
sensitive to the differences between instructors who will read and hear your work and we work 
diligently as a team to identify and evaluate the same issues in each product. Though complete 
elimination of inter-rater error is very difficult, our objective is to be as fair and helpful as we 
possibly can. 
 
THE ETHICS OF MANAGEMENT COMMUNICATION 
 
Language, as you know, has great power. It can convey impressions, communicate knowledge 
and information. It can transmit feelings and emotion, as well. Language, depending on how it 
is used, can inspire, enrage, inform, persuade, entertain, assure, or offend.  Public speakers, as 
well as those who write for publication, occupy a special position of power.  Their words can 
influence others, urging them to action, or restraining them from acting. Their words can be a 
source of inspiration and motivation to others. Because of this, speakers and writers must 
choose their topics, organizational patterns, evidence, and words with great care. 
 
Three basic principles guide our discussion of ethics in this course: 

• First, we contend that all parties in the communication process have ethical 
responsibilities. 

• Second, ethical speakers, listeners and writers possess attitudes and standards that 
pervade their character and guide their actions before, during, and after their speaking 
and writing.   

• Third, management communication is not value-neutral. What you say, what you write, 
and how you choose to speak and write will have consequences for your audience. Your 
obligation is to speak and write for the betterment and benefit of your audience. To do 
otherwise is a serious ethical lapse for a management communicator. 
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Public communication is held to a higher standard of responsibility than private 
communication.  To speak freely and privately among friends with no expectation that your 
words will become public is one thing. To speak in public or to write for publication with the 
expectation that your words will receive widespread attention is quite another. Please 
understand that public communication is a serious matter, particularly if you occupy a position 
of responsibility. And please know that if words have power to injure or harm others, they can 
inflict harm on the sender, as well. 
 
OTHER COURSE POLICIES AND STANDARDS 
 
Please seek help as soon and as often as you need it. Do not wait until it is too late to help you. 
We are here to assist you with the task of learning and improving your communication skills. 
 
Deadlines. We offer no automatic extensions, make-ups, or incompletes. You will be graded 
down for failing to meet deadlines. If you cannot meet your responsibilities in the course, see 
or call your instructor in advance of deadlines. We know that, from time-to-time, everything 
from a job interview to illness may keep you from attending class. Please let your instructor 
know in advance and he or she will make every effort to accommodate your needs. 
 
Absence. We will have just thirteen meeting sessions in this course. We regard your presence 
as especially important, even if your instructor does not formally take roll at the beginning of 
each class. If you cannot be here, let your instructor know about it in advance. We have found, 
over the years, a remarkable correlation: those who come to class faithfully seem to do better. 
 
Incompletes. As a rule, we just do not award incompletes. They’re genuinely a pain in the neck. 
You begin the new term with the obligations of the previous semester hanging over your head. 
Both instructor and student feel harried and unhappy about the situation. In unusual cases, 
though, such as hospitalization or genuine emergency, an incomplete “X” will be assigned. The 
student must complete all class assignments within one semester or the Registrar will assign a 
grade of “F” unless an extension is approved by both the instructor and the Dean, and we notify 
the Registrar. 
 
Appeals. Your first course of appeal for any grade, assignment requirement, due date or other 
course-related decision is your instructor. If you either do not understand or cannot accept 
your instructor’s decision, you may appeal in writing to the course director. Subsequent appeals 
may be directed to the Associate Dean for MBA Programs and, from there, to the Dean of the 
College. Keep in mind that most administrators will be reluctant to overrule routine, course-
related decisions of their faculty. 
 
Last Drop Dates. Your last opportunity to drop MGTO-70640 will be at the close of business on 
Friday, September 7th, 2018. After that date, you will no longer be able to voluntarily disenroll 
from the course. 
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Problems. Please get in touch with your instructor if you are in genuine distress. Authenticated 
illness or sufficiently sordid personal problems may persuade your instructor to grant you some 
relief from a deadline. We’ll do our very best to accommodate your needs, but we must know 
about them – the earlier the better. 
 
The Notre Dame MBA Honor Code. Much of the educational process in the Mendoza College of 
Business involves group discussion and collaborative activities. Neither the College nor the 
Fanning Center for Business Communication wish to hinder the learning that can and often 
does take place in that environment. Fairness, however, requires that certain limits be 
observed in the actual production of assignments.  In the Management Communication 
curriculum, all but a few writing and speaking tasks are to be accomplished by each student 
working independently. No student should copy another student’s work or represent work 
done by someone else as if it were his or her own. Evidence of plagiarism is cause for serious 
disciplinary action by the College.  
 
Please, do your own work. We strongly endorse and support the principles and process outlined 
in the University of Notre Dame Graduate Business Honor Code. Please read that document and 
use its precepts as a guide. 
 
WRITING ASSIGNMENT #1: STRATEGY MEMO 
 
You must analyze and write a response to Case Study 16-05 (A), Chipotle, Mexican Grill, Inc:  
Supply Chain in Crisis.  You are a senior communications manager for Chipotle Mexican Grill, 
Inc. who has been asked to provide advice to Steve Ells (Chairman and Co-Chief Executive 
Officer) and Montgomery F. Moran (Co-Chief Executive Officer) regarding the issues they and 
the company are now facing.   
 
Your business strategy memo should contain the following elements: 

• A summary paragraph disclosing the key recommendations offered in your analysis of 
the issues in the case. 

• A background section providing details essential to a reader’s understanding of what 
happened, including the basic facts of the case.   

• A discussion section addressing the implications of the facts and assessing both critical 
issues and stakeholder interests. This should be the largest section of your 
memorandum. 

• A recommendations section listing actions recommended in response to the case and 
specific, by-name or by-department ownership of those actions. Suspense dates for 
completion of the actions may be included, as well. 

 
Your work will be judged on whether you have met the business expectations of the North 
American marketplace on three criteria: organization, expression, and support. Your memo 
must be appropriately organized so that it is easy to read and understand. Your diction and 
language choice, as well as sentence and paragraph structure must support that goal, as well. 
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Finally, the evidence and arguments you select must support your one, central contention and 
should be plainly explained, easy to follow, and appropriately documented and sourced. 
 
This is an individual, graded assignment for which you alone are responsible. No one else, 
whether enrolled in this course or not, may assist you in researching, composing, organizing, 
proof-reading and producing your final documents.  A sample memo will be supplied in class.   
 
WRITING ASSIGNMENT #2: STRATEGIC BUSINESS PROPOSAL 
 
Your second writing assignment asks for you to either analyze or propose a business strategy. 
You will select an industry and a publicly traded company for your proposal. You may select 
either a business strategy already implemented and analyze the reasons for its success or 
failure, or propose a business strategy not yet implemented and offer a plan for its 
implementation. The Business Writer’s Companion, 8/e offers a full discussion on proposals, pp. 
120-133. Your approach should consider the following ideas: 

• Analyze your audience carefully to determine how to best meet your readers’ needs or 
requirements. What requirement, need, or opportunity will this proposal satisfy? 

• Write a precise purpose statement at the outset to clarify your proposal’s goals. 
• Divide the writing task into manageable segments and develop a timeline for completing 

the tasks. 
•  Review the descriptions of proposal contents, structure, and types in your textbook 

(Alred, et al). 
•  Focus on the proposal’s benefits to readers and anticipate their questions or objections. 
•  Incorporate evidence to support the claims in your proposal. 
• Select an appropriate, visually appealing format (See “layout and design,” Tab 7). 
• Use a confident, positive tone (Tab 10) throughout the proposal. Do not depend on 

personal opinion or unsupported assertions to carry your argument. 
 
Your final document, including headings, summary or purpose statement, proposal and 
supporting evidence should be 4-to-5 pages, with one-inch margins throughout. Attachments, 
appendices and exhibits should not be included in your page count. 
 
Recent corporate strategic initiatives may be found in the popular business press (Bloomberg 
BusinessWeek, The Economist, The Financial Times, The Wall Street Journal) as well as 
corporate sources (corporate website, SEC 8-K filings, investor disclosure materials), and trade 
journals (Science Daily, Aviation Week & Space Technology, Automotive News, et cetera). 
Examples of strategic initiatives (successful and unsuccessful) might include: 
 

• A recent initiative by Wal-Mart, Inc. to follow the lead of successful competitors and 
bring higher priced, designer clothing, accessories, and housewares into Wal-Mart 
Stores. Other, base-level and mid-level retailers, such as Target Corporation and J.C. 
Penny Company Inc., have experienced considerable success with recognized designer 
brands, ranging from Missoni to Martha Stewart Living Omnimedia, Inc.  
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• A heavily funded strategic initiative by Target Corporation to expand into the Canadian 
market, competing with Loblaw Companies, Hudson’s Bay Company, and Empire 
Company. Could Target experience the same success with its designer chic and upscale 
discounting north of the border? 

• Starbucks Coffee Company recently launched a menu-board initiative in the Seattle, 
Washington area to test the viability of beer and wine sales after 4:00 p.m. in its coffee 
shops. Would the conversion of a coffee house into a wine bar in the evenings prove 
successful? 

 
Many other examples appear in the business press each day. Conduct some careful research 
and find one that interests you. 
 
SPEAKING: COMPETITIVE INTELLIGENCE SUMMARY (Informative Presentation) 
 
Background. The Competitive Intelligence Summary is essentially an informative presentation. 
An Intelligence Summary is designed to provide your classmates with detailed information 
about how a public traded company of your choice makes money.  Additionally, you will 
describe in some detail the marketspace in which that company competes.  This assignment 
should explain how the company you’ve chosen makes money, what their sources of revenue 
are and how they manage their cost structure.  Some questions to consider include the 
following:   What’s their strategy? Which markets do they compete in? Do their market 
interests overlap into other industrial categories? Is the market for their products or services 
growing, mature, or declining? What’s their strategy for securing additional or at least stable 
market share?  What’s their value proposition? What’s their capital financing strategy (debt 
instruments, public equity issuance, private equity)? What’s their plan for growth in market 
share (organic or acquisitions)? What do you (or the experts you consult) see as the risks and 
opportunities in that competitor’s current business model?   
 
Intelligence Summaries are not generally intended to persuade an audience. They are intended 
to inform. Therefore, you should not become an advocate on behalf of one particular position, 
trend or business model in this speech. Your job is simply to inform an audience that expects to 
make up its own minds about the subject at hand. 
 
Assignment. You must select a publicly traded company that will be of interest both to you and 
to your audience. You must research, organize, write and deliver an original informative 
Intelligence Summary that identifies and explains that company’s revenue strategy. Your 
objective is to answer a basic question: how does this company make money? In addition to an 
explanation of their revenue strategy – sometimes referred to as a “business model” – you will 
be required to describe and explain the marketspace in which they compete. 
 
Time Requirement. The speech must be no less than six minutes but no more than eight 
minutes in length. You will be penalized for delivering a speech that does not meet this 
requirement. 
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Speaking Dates and Times. Your instructor will determine the method for selecting the day and 
time you will deliver your Competitive Intelligence Summary. Please consult with him or her to 
make certain you know exactly when you are expected to speak. 
 
Visual Support Requirement. Your speech must be supported by visual materials that are 
professionally prepared and appropriate for your topic and presentation. For this speech 
assignment, you may wish to consider computer-based presentations, such as PowerPoint, 
Prezi, Keynote, or others. Please keep room size in mind when designing font size and graphic 
displays. 
 
Outline. You must produce a one-page typed outline of your remarks to the class. Please 
submit this document to your instructor as you rise to speak. It should include the following: 
 

• An outline of your speech that includes main points and key sub-points. In the outline, 
be sure to include your section number, name, speech title, your introductory remarks, 
main points, key sub-points, and your concluding remarks. Do not simply print a 
PowerPoint outline; that information will be contained in the paper copies of your 
transparencies (see point number three, below); 

• A brief but proper list of the principal research sources cited in your speech; 
• Paper copies of your slides printed six-per-page. 

 
You will be penalized if you fail to submit the outline and paper copies (six-per-page) of 
transparencies as you rise to speak. 
 
One additional thought: it’s fine to compose your speech and your PowerPoint graphics on the 
University’s central server, but please back up all of your materials on a flash drive of your own. 
Do not depend on the network being available at precisely the moment you will need it most. 
Additionally, you might consider e-mailing a copy of your slides to yourself that you can retrieve 
via G-mail. 
 
How You Will Be Graded. As with your other assignments, this will be evaluated against three 
basic criteria: organization, expression, and support. Specifically, in order to receive a “B,” a 
speech must have a clear focus of topic, a well-defined sense of purpose, an understandable 
introduction, at least two main points, an understandable summary or conclusion, and must be 
easy to follow. In addition, it must be adequately expressed, both in diction and delivery. 
Further, the speech must be suitably supported with credible, current, understandable 
information. 
 
The greater the variety and credibility of your support, the better. Speeches that are clearly 
superior may receive a grade of “A.” Speeches that fail to achieve the minimum standards in a 
majority of categories or which fail profoundly in at least one of the requisite categories will 
receive a lower grade. 
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Appropriate Dress. In presenting this speech, we will expect you to appear in suitable 
professional, business attire. There is considerable latitude afforded to you in selecting the 
clothing that business colleagues would regard as appropriate. Clearly, though, you must 
present yourself in the way you would if you were addressing a gathering of modern business 
professionals.  
 
Assignment Options. Choosing a firm to speak about should be a relatively easy task, but it’s 
one you should give care and thought to. The place to begin is with your own interests, 
experiences, and background.  Please keep in mind that our intention is for you to become 
knowledgeable about an industry in which you intend to work. Further, we hope for you to 
become familiar with the leaders in that industry, their competitors, their products and 
services, and the issues that dominate conversations among those who work in the industry. 
The more you know, the better your chances for a management position that fits your 
interests, skills and ambitions. 
 
SPEAKING: STRATEGIC BUSINESS PROPOSAL (Persuasive Presentation) 
 
Background. The Strategic Business Proposal is intended to provide your audience with a 
strategic initiative you might propose for a publicly traded company in an industrial category of 
your choice, or an analysis of the success or failure (to date) of an initiative already undertaken. 
This is, essentially, the spoken version of the paper you wrote earlier in the semester, delivered 
as a speech with visual support. 
 
Assignment. You must select a strategic business issue and persuade your audience to adopt, 
change, or reinforce their position on that issue. You may, alternatively, select an initiative 
already undertaken and construct a persuasive argument (complete with compelling, 
documented evidence) around why the initiative succeeded or failed. You will be required to 
research, organize, write and deliver an original speech on a topic of your own choosing, as long 
as it is directly related the paper you wrote earlier in this course. Please note: you may not 
simply read your speech from a manuscript. This speech must be delivered extemporaneously. 
Your speech must be strategic in nature and may not be a simple sales pitch. To repeat: no 
sales pitches. Some form of visual support for your presentation is required for this assignment. 
 
Time Requirement. The speech must be no less than seven minutes but no more than nine 
minutes in length. You will be penalized for delivering a speech that does not meet this 
requirement. 
 
Outline. You must produce an outline summary of your remarks. Please submit this document 
to your instructor as you rise to speak. It should include the following: 
 

• An outline of your speech that includes main points and key sub-points. In the outline, 
be sure to include your section number, name, speech title, your introductory remarks, 
main points, key sub-points, and your concluding remarks. Do not simply print a 
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PowerPoint outline; that information will be contained in the paper copies of your 
transparencies (see point number three, below); 

• A brief but proper list of the principal research sources cited in your speech; 
• Paper copies of your slides printed six-per-page. 

 
You will be penalized if you fail to submit the outline and paper copies (six-per-page) of 
transparencies as you rise to speak. 
 
How You Will Be Graded. As with the other presentations, this one will be evaluated against 
three criteria: organization, expression, and support. Specifically, in order to receive a grade of 
“B,” your presentation must have a clear focus of topic, a well-defined sense of purpose, an 
understandable introduction and overview of the problem or opportunity, an understandable 
summary or conclusion, and a clear, unambiguous recommendation.  Your speech must also be 
easy to follow. In addition, your presentation must be adequately expressed, both in diction 
and delivery. The speech must be supported with credible, current and understandable 
information. The greater the variety and credibility of your support, the better. 
 
Presentations that are clearly superior may receive a grade of “A.” Those that fail to achieve the 
minimum standards in a majority of categories or which fail profoundly in at least one of the 
requisite categories will receive a lower grade. 
 
Speaking Dates and Times. Your instructor will determine the method for selecting the day and 
time you will deliver your Strategic Business Proposal. Please consult with him or her to make 
certain you know exactly when you are expected to speak. 
 
Appropriate Dress. In presenting this speech, we will expect you to appear in suitable 
professional, business attire. You have considerable latitude in selecting the clothing that 
business colleagues would regard as appropriate. Clearly, though, you must present yourself in 
the way you would if you were addressing a gathering of modern business professionals. 
 
FINAL EXAMINATION 
 
The final examination in Strategic Communication will focus on all readings assigned during the 
module.  The exam will include 50 multiple-choice questions. 
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STRATEGIC COMMUNICATION 
MGTO-70640-01 / Tuesday-Thursday 

Module I, Fall 2018 
 

Date Class Session Topics Readings/Assignment Due: 
Class Session 1: 
Tuesday, August 21st 

SYLLABUS DISTRIBUTION & 
COURSE OVERVIEW 
 
CONNECTING COMMUNICATION 
WITH STRATEGY 

 

Class Session 2: 
Thursday, August 23rd 

STRATEGIC WRITING: 
PRINCIPLES OF PLAIN ENGLISH 

Porter, What is Strategy?, 
HBR Strategy (pp. 3-21; On 
Sakai) 
 
Thomas & Stephens, An 
Introduction to Strategic 
Communication (On Sakai) 
 
Duarte, Section 1:  
Audience 

Class Session 3: 
Tuesday, August 28th 

PREPARING TO SPEAK Duarte, Section 2:  Message 
 
DUE:  WRITING 
ASSIGNMENT #1:  
STRATEGY MEMO 

Class Session 4: 
Thursday, August 30th 

CASE EXERCISE:  TACO BELL 
CORPORATION 

Hallahan, et al., Defining 
Strategic Communication 
(On Sakai) 
 
Argenti, et al., The Strategic 
Communication Imperative 
(On Sakai) 

Class Session 5: 
Tuesday, September 4th 

COMPETITIVE INTELLIGENCE 
SUMMARY 
   

Duarte, Section 3:  Story 

Class Session 6: 
Thursday, September 6th 

COMPETITIVE INTELLIGENCE 
SUMMARY 
 

 

Class Session 7: 
Tuesday, September 11th 

COMPETITIVE INTELLIGENCE 
SUMMARY 
  
 
 

Duarte, Section 4:  Media 
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Class Session 8: 
Thursday, September 13th 

STRATEGIC COMMUNICATION IN A 
DIGITAL AGE 

Neilson, et al., The Secrets 
to Successful Strategy 
Execution, HBR Strategy 
(pp. 81-94; On Sakai) 
 
DUE:  WRITING 
ASSIGNMENT #2: 
STRATEGIC BUSINESS 
PROPOSAL 

Class Session 9: 
Tuesday, September 18th 

PERSUASION AND SPEAKING TO 
INFLUENCE 

Duarte, Section 5:  Slides 

Class Session 10: 
Thursday, September 20th 

STRATEGIC BUSINESS PROPOSAL 
   

 

Class Session 11: 
Tuesday, September 25th 

STRATEGIC COMMUNICATION:  
PERSONAL BRANDING 

Duarte, Section 6:  Delivery 

Class Session 12: 
Thursday, September 27th 

STRATEGIC BUSINESS PROPOSAL 
 

 

Class Session 13: 
Tuesday, October 2nd 

STRATEGIC BUSINESS PROPOSAL Duarte, Section 7:  Impact 

Class Session 14: 
Friday, October 5th 

FINAL EXAMINATION 
Location:  159 Mendoza 

 

 


