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during, 225-226; rhree main groups
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delivery/bubbles, 186—187; infant
pneumopericardium, 189—-190;
pitched battle over change and use of,
224; power of negative and, 21-22

Positive tone, 102

Posner, Barry, 63

The Power of Story (Loehr), 63

PowerPoint, 53

Pragmatists values, 129—-130
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through, 257-259; open innovatior:
through, 260-262

“Researchers” category, 275

Resisters to change, 224

Ridicule: killing rumore ns:nig, 217-222;
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Motivating action narrative

Speech communications research, 37

Spontaneity: balancing structure and,
50; rehearsal but keeping, 49

Spring, C., 151

The Springboard (Denning), 9, 39

Springboard stories: avoiding main
pitfalls, 79—83; characteristics and
elements of, 63—79; comparing future
stories to, 234, 238—239; incorporating
into presentation, 84—86; role of the,
62-63; template for crafting, 87-88;
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contested, 213; the performance of, 1,
11-12; “poorly told,” 20-21;
presented as inherently valuable, 45;
sharing knowledge through, 30-31,
34t, 181-203; springboard, 9, 60—88,
234; success/positive and failure/
negative, 21-22, 186—190, 224,
241-242; user, 246247, 268. See also
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32, 35; creating integrated narrative
tapestry using, 32

A Storytelling Catalogue narrative
patterns: branding your company, 28,
33t; communicating who your are,
27-28, 33t; fostering collaboration, 29,
34t; leading people into the future, 31;
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37-39; talk is work, 35

Strategy: as business model, 245; for
enhancing story capture, i'6;
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Lou Gerstner’s example of, 43—46

Style characteristics: avoiding kinds of
hedges, 44—45; being yourself, 46;
keeping your storytelling focused,
simple, and clear, 45; presenting story
as something valuable in itself, 45;
voice of conversation model of, 43—44

Style types: raconteur, 41-42; reflexive,
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U.S.S. Cole bombing (2000), 186

Utopia, 247

Vv

Values: collaboration based on shared,
158—159; collaboration facilitated
through shared, 149; distinguishing
operational from espoused, 136—137;
distinguishing personal from
corporate, 134—136; establishing
through action, 138-140; genuine
ethical, 131-132; hardball strategists,
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natural tendencies to create, 228—229;
stories that communicate, 25-26;
template for crafting future story for,
249; why we tell future stories and,
229-232

Visual aids, 53

Voice of conversation model, 43—44

Volkswagen, 117

Von Braun, Christoph-Friedrich, 258

w

Wack, Pierre, 231

Wal-Mart, 129

Walgreens, 115-116

Wall Street Journal, 263

Ward, Victoria, 10

Watson, Tom, 146

“We Shall Fight on the Beaches”
(Churchill speech), 25, 235-236
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