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INTERNATIONAL UNIVERSITY OF JAPAN 
Academic Year 2016/2017 

Course Syllabus for 
Business Communication 

 
Instructor: Mohammed Ahmed 
Guest Speaker: Robert Burnside (if available) 
 
Term: Fall 2016 
Credit: 2 Credits 
Contact hours: Two 90-minute sessions peer week 
Schedule: On Wednesdays, periods 2 and 3  
 

 “Presentation is the killer skill we take into the real world.   It is almost an unfair 
advantage.” — The McKinsey Mind 

 
 
Course Description and Learning Objectives: 
 

The subject of this course is oral presentation as it applies to leaders in organizations. This course 
will help you to analyze audiences, develop arguments, test your ability to persuade and influence 
in speaking, and to improve your overall ability to effectively communicate as managers. Course 
work will primarily involve individual and group presentations, feedback on presentations, class 
participation and discussion. More specifically, at the conclusion of this course, students should: 

 
 be able to speak simply, logically and assertively 
 be more confident, and understand nervousness and be able to work to overcome it 
 be able to structure and deliver a clear, logical, prepared presentation to an audience of 

one or many, based on value to the audience 
 understand the concept of messaging, and know how to find, construct and deliver a 

strong and sticky message 
 understand how, and be able, to constructively address emotion in an audience 

through verbal and nonverbal communication 
 be able to give and receive constructive feedback 
 understand how most of our decisions are made habitually, and that our conscious 

mind has less control than it thinks — and therefore how to address habitual 
behavior in influencing people 

 understand influence, and how to influence decision making and behavior using 
verbal persuasion 

 
Career relevance: 

The course is designed to increase your understanding and awareness about the importance of 
leadership communication, to learn more about the concepts and theories associated with it and 
how to apply them in a simple, practical, logical, and thoughtful way. 

 
 

Fundamental to this is influence, or how you move people to your way of thinking with or without 
formal authority. The success of anything you set out to achieve in business will depend largely on 
your ability to influence others to support, act, fund, buy, vote, or influence yet others.
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Course context or rationalization: 

The short-term benefit of this course will be your ability to formulate and deliver class 
presentations during your IUJ study, and thus increase your own learning and your grades. 
For all, and especially for those working in foreign languages, building good habits in speaking 
structure and messaging will add leverage to your language abilities. 

 
 
Course organization and delivery methods: 

This course is designed to develop both sound conceptual understanding and practical skills. 
Hence, presentation training occupies 50% of the classroom time.   
 
It combines lecture, discussion, interactive exercises and presentations. In addition to text materials, 
selected videos of expert presenters and commentators from TED-talks and YouTube will also be 
used for discussion and modelling purposes.  

 
 

Each week, the sessions will begin with a lecture on key topics. Students will then break into 
groups for practice in applying the learning and in giving and receiving feedback. There is as 
much practice as possible in speaking in group environment, and receiving helpful feedback from 
peers, TAs and the instructors. 

 

 
Assessment and Grading: 

Active class participation is a critical part of this learning and regular attendance is mandatory. 
 
 

Assessments will be made on both absolute and relative competence, i.e. there is emphasis on 
your own personal development and progress as much as your final competence. 

 

 
Grading — 

o Presentations (mid-term and final): 50% 
 

o Attendance: 20% 
o Progress (improvement) during course: 20% 
o Instructors’ subjective overall impression of your understanding and 

communication skill, engagement, influence, demonstrated by involvement in and 
contribution to class exercises and discussions: 10% 

 
 
Prerequisite (for course enrollment): 

This course is primarily for 1st-year MBA students and E-biz students. 2nd-year MBA are also 
eligible. MA students may be accepted if seats are available. There will be a maximum class size 
limit. 

 
Online folders:  

Folders will be set up at the beginning of the course for making documents and video files accessible 
to students taking the course. Video files of in-class presentations will also be made available for 
review and self-assessment.  
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Tentative schedule: 
The course will be structured in terms of five 2-week modules. Each module will cover key topics 
and activities. Hence, the following schedule is organized in terms of 2-week modules.  
 

In addition, each week will consist of two sessions, as follows: 
First session: Interactive lectures 
Follow-up session: Applications & practice 

 
 
 

Topics & activities I (Weeks 1-2)  
Communication, presentation, persuasion  
Presentation purpose, strategy, planning 
Understanding the audience 
Messaging; making a pitch 
Applications & practice session:  Voice training; making a pitch within 30 seconds 

 
 

Topics & activities II (Weeks 3-
4) Assertiveness—what, why, how 
Influence 
Feedback habits 
Elevator speech 
Applications & practice session:   Elevator speech; feedback practice 

 
 

Topics & activities III (Weeks 5-6)  
Core thinking, core messaging 
Sticky messages and how to find them 
Presentation structure & flow 
Mid-term team presentations and feedback (video recorded) 

 
 
Topics & activities IV (Weeks 7-8)  

Story telling 
Emotions in decision-making and how to appeal to them 
Habitual behavior vs. the executive mind 
Nonverbal communication—what, why, how 
Empathy 
Applications & practice session: Story telling presentations; delivery skills (non-verbal 
communication in presentations) 

 
 

Topics & activities V (Weeks 9-10)   
Bringing it all together: 

Credibility, logic, and emotion in presentations 
Coordination and flow in team presentations 

Resources (including online multi-media resources) for self-development of 
presentation knowledge and skills 

Final team presentation consultations with the instructor 
Final presentations and feedback (video recorded)  
Course wrap-up 
Course evaluation 

Required textbook  
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(students must buy a copy this book) 
Powertalk Training Resource Book, by Robert Burnside 

 
 
Required cases: 

The Toronto-Dominion Bank: Customer Service Index (A) 
Disneyland Resort Paris: Mickey Goes to Europe 
[Note: The mid-term and the final team presentations will be based on these cases.] 

 
Other textbook resources  

During lectures, selected ideas from the following books will be used, and their applications to 
making effective presentations. These books will be available as reserved materials in the library for 
the students to read on their own.  

○ Brain Rules, by John Medina. Pear Press, 2009. 
○ Influence: The Psychology of Persuasion, by Robert Cialdini. HarperBusiness, 2006.  
○ Influencer: The New Science of Leading Change, by Joseph Grenny, Kerry Patterson, David 

Maxfield, Ron McMillan, Al Switzler. McGraw-Hill, 2013. 
○ Made to Stick, by Chip Heath and Dan Heath. Random House, 2007. 
○ Presentation Zen (2nd edition), by Garr Reynolds. New Riders, 2012. 
○ Presenting to Win, by Jerry Weissman. Pearson Education, 2009. 
○ Resonate, by Nancy Duarte. John Wiley & Sons, 2010. 
○ Slide:ology, by Nancy Duarte. O’Reilly, 2008. 
○ Talk Like TED, by Carmine Gallo. St. Martin’s Press, 2014. 
○ The 7 Triggers to Yes: The New Science Behind Influencing People’s Decisions, by Russell 

Granger. McGraw-Hill, 2008. 
○ The Power Presenter, by Jerry Weissman. John Wiley & Sons, 2009. 
○ The Presentation Secrets of Steve Jobs, by Carmine Gallo. McGraw-Hill, 2010. 
○ The Science of Story Telling, by Gideon F. Ror-mukwai, 2015.  
○ The Story Factor: Inspiration, Influence, and Persuasion Through the Art of Story Telling, 

by Annette Simmons. Basic Books, 2006. 
○ The Story Teller’s Secret, by Carmine Gallo. St. Martin’s Press, 2016. 
○ To Sell is Human: The Surprising Truth About Moving Others, by Daniel Pink. RiverHead 

Books, 2012.  
 
Online Video Resources: 
Selected videos from the following sources will be used for in-class discussion and modelling purposes. 
Students will be given tips on how to use these resources for continued self-development. 

○ PechaKucha 20X20 at http://www.pechakucha.org/ 
○ TED Talks at http://www.ted.com/ 
○ Toastmasters International at https://www.toastmasters.org/ 
○ YouTube videos at https://www.youtube.com/ 

 
Experts Websites: 
Students will be introduced to the following websites for continued self-development. Practical tips on 
using these online resources will be offered.  

○ Andrew Dlugan’s Six Minutes website at http://sixminutes.dlugan.com/ 
○ Carmine Gallo’s website at http://gallocommunications.com/ 
○ Craig Valentine’s website at http://www.craigvalentine.com/ 
○ Garr Reynolds website at http://www.garrreynolds.com/ 
○ Jerry Weissman’s website at https://www.powerltd.com/ 
○ Nancy Duarte’s website at http://www.duarte.com/ 


