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In 2024
we’re being
asked these
questions.
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‘How do we talk
about DE&I?’

I Randstad UK;
2 Institute of Employment Studies;

96% of UK firms
have a DE&I policy
in placel, but
Investment varies

Two specific
questions we’ve
answered recently:

e ‘How should we
talk about DE&I?
We don’t have any
statistics to share.

e How do we focus
on inclusion?’



Shifting sentiment

Aviva Graduates And

aviva Apprenticeships @
Sponsored

We want women to have a real choice,
especially when it comes to their careers.

"
\

They're good at being mé!féup artists.



https://vimeo.com/486011062?share=copy



https://vimeo.com/1001082737
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‘How do we turn
our people into
advocates?’

1 Soclal Media Today:;
2 Hinge Research Institute

86% of employees
participating in an
employee advocacy
program said it
positively impacted
their careers?

Company
content shared
by employees
gets 8 times more
social media
engagements
than original
company posts’



-mployee Advocacy

lecntluencers
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Tech transformation
at LBG

FROM

A HIGH
STREET BANK

Only 21% of survey respondents
saw LBG as offering transformation
& tech challenge

e Survey respondents perceived
L BG as employing contractors
for work of this type

« Recruiter feedback also told us:

- There is a lack of awareness of
scale of the transformation —
we need to tell the story

- There is a perception is that we
are a bit antiguated in our
approach; old tech

- The type of work i1s more
important than career

TO

ALEADING
TECH FIRM

Key audience motivators are
tech & flexibility

« 2/% of respondents in the
omnibus ranked flexible working
as priority factor

« 02% of developers want to be
tech leads, while only 15% want
to be managers, Hackerrank
2020 Developer Skills Report

59% of candidates want to
develop tech skills OTJ,
Hackerrank 2020 Developer
Skills Report

More employers are offering
flexible working, Devskiller I'T
Skills Report 2021




Techfluencer
social playbook

LLOYDS

BANKING GROUP

How to showcase your achievements, increase your
professional credibility, promote LBG to the wider world
and help us become a magnet for Tech, Data & Cyber talent.




Techfluencer
social playbook

4 b

Social Media

Tools, Tips
and Resources

TR Even if you already consider yourself a social media
_D expert, there's always more to learn, and our team

- has put together a refresher guide to cover posting,
particularly on YouTube and Twitter, places we know
prospective talent engages. You'll also find a useful

Using Linkedin My Company

The My Company tab can be found on LBG's Linkedin
channel. It's a trusted, employee only space to help
you stay connected to your co-workers and join the

library of templates and brand-approvad imagas that
you can use to make your posts look fantastic.

conversations that matter most.

Here’s a simple guide to accessing My Company:

1. Go to the LBG Linkedin homepage on your PC or

siaouanpyaa) - aping Asnsoapy anBoood

Optimising your profile your mobile Linkedin app and navigote to the

o When thinking obout optimising your profile, keywords "My Company’ tab next to ‘Home’
() are the best place to start — it's how you'll be found in
search and what you'll be known for. Sg, first you should 2. When prompted, add your LBG work email

address. You will be sent an email to this
address with a verification code

think of 5-10 keywords or phrasas that will enhance

your profile. Then ensure that they appear at least cnce

within the bio/summary/experience sections of your own

channel. 3. Enter the code and click ‘Confirm’. Once
confirmed, you will be able te access curated
content posted by LBG in the ‘My Company’ tab

Linkedin
— The key areas to complete are the header, the summary I:ég':?:q 2’1: dcegrg\?fég’ 2%":(:':(:;9;32;0 if:g:;;?;tent
-— s Wi WA i 4 Sily.

and your experience (these will give you maximum select the content, customise it and click "post”.

visibility across the platform so that your posts can be
found as easily as possible). Your header should contain
your current role. Your summary acts as an executive
summary of your career to date as well as what your
focuses are now. Your experience details your current
responsibilities in your role. Finally, a clear profile picture
is important for building immediate trust.

Sharing the content is easy. To see all the available
content, click 'See all’. Select the post you'd like to
share and click ‘Post photo’ or ‘Post article’ under
recommeanded content.

As part of the Techfluencer programme, we'll also be
running a Linkedin Optimisation session, more details to
follow scon..

LLoyds Banking Group | Cclleague Advocacy Guide - Techfluencers | 8




Techfluencer
social playbook

far < P

Ssome
examples of
great content

What does great look

Looking at what's working well for your audience is key to the success of your hiring posts. What works for
Tech may be different to Customer Services. Here's some examples of high-performing content:

Speaking in their own,
authentic voice

Sharing the
"behind the scenes”

E Sharon Doherty | she /et - £ aiawn

- ®

My Bint vrmmal oy Barvimeng G a0 Lwwr wal aum
v

Championing teams
and customers

LLoyds Banking Group | Colleague Acvocacy Gulde — Techfiuencers | 14
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Techfluencer
social playbook

Y4 D

Social media
best practice

01

Interacting with your audience is crucial for
building a strong social media presence. When
responding to comments, make sure to maintain
a positive and respectful tone. Avoid getting into
negative or argumentative discussions, as this
can damage your online reputation and turn off
potential followers. Keep in mind that social media
is a public platform, and any negative interactions
can quickly spread and harm your brand image.

03

When tagging your location on social
media, avoid using specific addresses
or landmarks. Instead, use broad
locations like city or country names.

02

When sharing pictures or videos, be
mindful of your surroundings. Be aware of
what is in the background. Avoid sharing
images that could reveal your location,
such as street signs, landmarks, or

specific locations like a hotel or restaurant.

04

Protect your personal information.

It's important to protect your personal
information on social media. This includes
things like your home address, phone
number and financial information. Be
cautious about who you connect with and
what information you share.

si@auan)yyas) - aping Aapaonpy anboajon

By keeping these practices in mind, you can help protect
yourself and your information while using social media.

LLoyds Banking @roup | Colleague Advocacy Guide - lechfluencers | 21




Aligning to the LBG

content themes

isformation

How are we doing things
differently? Faster? What work
are we doing to become a
leading tech organisation?

Deflon Sengh Takher
Oing n Allany
wOw VWell 9 v
vhat o fab da v

~ 1

& Learning

How are you learning and
developing new skills for the
future? How is LBG supporting this?

Job sharing, Flexible Late-
Stage Careers, Flexible
Summer, Flexible Bank
Holidays & Moments that
Matter, Hybrid Working -
what do they mean to you?

Workplaces

What's going on inside our
workplaces or the transformation
of our offices e.g. Manchester,
Leeds, Birmingham. How are we
incorporating sustainability into
our workplaces?

0 Kelly Mulrooney 2
4 - M anang o .o

How does inclusion show up in
the roles you do around tech or
the projects you are working on?



Techfluencer monthly
workshops and upskilling

LinkedIn profile
optimisation

Creative writing &

Content planning long-form articles

Video & image Expanding networks

LinkedIn badges creation & speaker opps




Techfluencer
participant activity

(sample)

A busy week is coming to an end. We launched registration for our latest
Reboot Hackathon, our keynote tech learning event, on Monday morning with
1000 places for colleagues at Lioyds Banking Group who want to take the
opportunity to learn more about technology. The event in November will be on
the 5th anniversary of our first Reboot, and will be the tenth - and largest -
event we have held, hence it as been titled 'Reboot X'. We're pleased to be
working with our partners at Publicis Sapient and Microsoft once again to
deliver a series of talks, workshops and exhibits as well as a hackathon
competition

When we launched our first Reboot on a cold November morning in 2018 we
had no idea whether anyone would even turn up. It had taken over a month to
register around 350 people for the event, but on the day we had a great turn
out. Fast forward five years and our latest event, three times the size, was fully
booked in just two hours. My team has done an amazing job to handle all of the
requests and queries around Reboot this week and I'm looking forward to
posting our usual event round-up video in early December. You'll also be able to
hear from us on the #NoOrdinaryTech podcast on Spotify in the new year as
we are recording two new episodes at the event.

#NoOrdinaryJourney #EngineerTheFuture

" Reboot

Hackathon

& Ant Pulley (He/Him) - 1st o.08

& Data Visualisation and Insights professional. Tableau Public Ambassad...
Ow-®

Next week | start my three month Shared Parental Leave from Lioyds Banking

Group. Looking forward to turning the emails off and focussing on my two girls

over the summer!
| expect | will be able to manage a viz or two over that time though 2

#noordinaryjourney #parentalleave #dataviz

&C& Natasha Nagra and 168 others 16 comments

.‘ .

i..= Chloe Mulders - 1st so0
Assistant Contracts Manager | Creative Thinker | Advocate for WIBF ...

1mo - ®
?  Workplace Wednesday ¢

The Wolverhampton, Pendeford hub yesterday in the gorgeous Novemeber
Sunshine! It is such a stunning building!

Free Parking on site
= The amazing Gather & Gather team
¢4 Fantastic network of colleagues
£ New Workplace atmosphere Squad
@ Outside seating area

#NoOrdinaryJourney #workplacewellbeing #workplaceculture #LBG

#wolverhampton #WorkplaceWednesdays #worklife

/& NARAYANAN PALANI - 2nd + Follow ¢«
i_@ + Senior Sustainability Engineering Lead @ Harvard B...
I8 >\ . Edited - ®

f=Incredible news that my teams are being selected as Finalist to
#CloudExcellenceAwards <,

#GrowWithPurpose is a mantra that lead us to focus on what matters to
application quality-In my experience, getting talented engineers to teams and
attracting them to contribute to latest tools and technologies are not that easy
and it is not going to happen on day 1. But this has been made possible after a
series of relentless efforts from group of engineers working with me in digital
native app journeys. Asa a result, this incredible progress on
#CloudTransformation led us to be #Finalist to #CloudExcellenceAwards -
read the latest article here: https://Inkd.in/ekGUFRzM

Thanks to Sai Mallick Nandam for being a brilliant QE Lead in implementing
code #reusability through multiple engineering interventions, saumya patni
has been exceptional in testing native applications for improved #accessibility,
#automationCoverage, Adesh Patra has been kind enough in fixing native app
test code, SUHARSHINI JONNALAGADDA has been managing test code
across multiple journeys, proud to see the strong QE leadership from Sandhip
Ravindran, Kunal Nagpal and truly inspiring contributions from Abhishek Tyagi
on Quality Engineering across Cloud Transformation

Truly #NoOrdinaryJourney it has been and proud to be part of
#DigitalTransformation &looking forward to see the final results of the awards

at Thursday 21 September @ Montcalm, Marble Arch

@ Proud to share the full results here -
https://Inkd.in/feuB6m9Yd

. PERSEVERANCE IS THE KEY TO SUCCESS

As a parent | am personally so grateful for this flexibility as it significantly
reduced my worry and stress - like many other parents - who are concerned
about childcare over the summer

Work-life balance is about finding a way to manage the demands of your work
with your personal life. A good work-life balance means you can be happy and
productive at work and also have time for yourself and your family (5

The ability to determine when and where to work greatly contributes to a
healthy work-life balance - especially over the summer holidays when there is
even more pressure to be everything for everyone v

Like many | constantly battle with Mum guilt as a full time working parent and
this has given me the opportunity to have less time commuting and more
precious time with my two beautiful daughters

Thank you Lloyds Banking Group from a Mother, Wife and working woman who
is constantly trying her best to balance work and life and be the best role model

| can be to my two little ladies I

“Never get so busy making a living that you forget to make a life."

#lloydsbankinggroup #lbg #noordinaryjourney #flexibleworking
#flexiblesummer #peoplefirst #peopleandculture #worklifebalance
#mumlife #workhardstayhumble #gratefulheart

‘A AntPulley - 2nd + Follow ¢--
b Data Visualisation and Insights professional. Tableau P...
5d- ®

Well - that went quickly!

As well as today being Halloween, it is also my daughters 1st birthday and my
last day of 3 months parental leave.

I've really enjoyed being able to focus solely on the family and would definitely
recommend doing it if you have the option.

Definitely also an eye opener on the relentlessness of looking after kids 24/7 for
a sustained period of time - kudos to Jen Pulley for doing it for the previous 9
months!

Back to work tomorrow and looking forward to catching up!!

#noordinaryjourney Lloyds Banking Group #parentalleave #parenting




Techfluencer
results by Phase

PHASE 1 - PHASE 2

COMPLETE, HALFWAY,
6/6 SESSIONS 3/6 SESSIONS

210 0,332 99 0,332

participants social reactions participants social reactions

26/40 1,010 06/40 1,010

published content, comments published content, comments
others engaged and/or reposts others engaged and/or reposts

e e

posts posts




\ \How can we embed
%7 our employer brand
2 in our talent
~communities?’




‘How can we embed
our employer brand
in our talent
communities?’

Sometimes recruiters
can’t see the value of
an employer brand

And they aren’t
shown how to use it

properly




A consistent
employer brand for a
complex organisation

0 vodafone




The core EVP

PRIMARY

1 7
PROPOSITION Together we can

Together we can create a better future. We are restless and passionate

about making the world more connected, inclusive and sustainable. Our human
PRIMARY

NARRATIVE spirit - together with technology - enables us to achieve this. At Vodafone, you

can truly be yourself and belong. You can share inspiration, embrace new

opportunities, thrive and make a real difference.

OPPORTUNITY INNOVATION PEOPLE IMPACT
EVP PILLARS

AND TOP-LEVEL Embrace a world of Think big, take risks to Be yourself, share Make a difference to
DESCRIPTORS experiences that will challenge  reak new ground, enjoy inspiration and belong. people, our business, our
you and help you thrive. an agile environment customers, communities
and create the future. and the planet.

COMPLEMENTED
BY GOOD Competitive pay & benefits | Flexible ways of working | Care for your wellbeing
ESSENTIALS



Building visual
consistency through UGC




The output: Playbook

Contents

Introduction

What is an EVP?

Our global EVP
Our narrative
Tailoring the EVP to your market

Understanding your audience

Audience insights

Aligning our Employer Brand with
the Core Brand

Tagline

Headline structures
Tone of voice

Logo and Icon
Employer brand identifier
Monolithic identifier
Typography

Colour palette

Imagery

The Living Speechmark
Living Type

The Living Patterns
Video

Creative Examples

Employer Branding

Purpose-led communications
EVP pillar-led communications

Always-on channels

Talent Attraction

Make the most of job descriptions
TA examples — Generic

TA examples — Engineering

TA examples

Employee Engagement

Examples

Employee testimonials

People profiles
Project profiles

Evidence-based stories

Stories

11

Youth

Audience insight — Youth candidates
Youth EVP

Gen Z tips

Gen Alpha tips

Creative executions

Youth attributes

Youth imagery

Hashtags

Focus group insights

Assets and templates

Employer Brand Templates

Downloadable design templates

Other considerations

Talking about Spirit
Embedding D&I
Local markets

Appendix

EVP pillar details
Research data

Second release revisions




The output: Playbook — external
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make even bett
connections.
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vodafone UK )

&~ Q. Vodafone UK »

Vodafone UK @
3d-Q

Lorem cing elit. Aenean finibus consectetur mole
stie. Vivamus consectetur mauris ac nisl, id elem
entum solor dolus.

#Quisipsum #togetherwecan See more..

Yes, you really can live
a more baﬂhl'éc:.e;dgifsl‘;‘1

Customer Service Advisers

Lorgm ipsum doler set amet na aliqua. Ut enim ad minim
veniam. Lorem ipsum dolor set amet na aliqua. Ut enim ad

minim veniam amet na aliqua. Togeth
vodafone.co.uk/careers EESIERE

100 comments + 5 shares = 29K Views



The output: Playbook — internal

Now you can feel
even more at home.

Refer a friend.

Lorem ipsum dolor set amet na aliqua. Ut enim ad minim
veniam. Lorem ipsm dolor set amet na aliqua. Lorem ipsum T
dolor set amet na aliqua. Lorem ipsum dolor setna aliqua. ogether we can




The output: websites

O S | G I

Using technology to
transform lives

Help the world to be more inclusive and connected! At

0 Our Teams Students & Graduates Our offer v  Life at Vodafone v Country Operations | S -

Vodafone, we're working towards a more sustainable world
that's better for all.

Our technologies and innovations go much further than

If we Ca n CO n neCt, we Ca n il telecommunications - we put our hearts and imagination into
e y improving learning, healthcare, homes, community,
create a better future. Joinus:

Together we can.

Explore our opportunities [

commerce, the environment and more — for everyone. Join us

today and make a meaningful impact.

Q Search © Location Our teams ©

No matter how good your career is now, we'll help

you take it to the next level. Explore the different

< > B m O




The output: Playbook — stakeholder training

Global EVP and Employer
Brand Workshop

Presented by
Vodafone and
Blackbridge
December 2020




The output: Playbook — stakeholder training

1. One
brand:

Align employer brand with corporate/
consumer brand, vision and purpose.

6. Show,
don’t tell:

Use employee stories and
user-generated content, and empower
social amplification and candidate-to-
employee/peer-to-peer communication

and engagement, to demonstrate
EVP, values and behaviours,
and culture/employee experience.

2. One seamless
narrative:

Align what’s said externally
with what'’s said internally.

7. Tailor
messaging:

Local content for local people,
specific messages for segmented
audiences/key personas, delivered

with a global framework that creates
consistency of core themes.

3. Aim
for fame:

Choose what we want to
be famous for as an employer
and prioritise those themes.

8. Bold
creativity:

Experiment with new ideas,
new mediums, favour video and
user-generated content, know when
to be playful and disruptive, draw
inspiration from cultural movements
and trends and keep it authentic
at all times.

10 principles for bringing our EVP and employer brand to life

4. Address
“What’s in it for me?”:

Always be audience-led: what really
matters to candidates and employees?
EVP needs to be super-clear,
comprehensively expressed and
upfront, and embedded across all
touch-points, so that future talent
can easily access and evaluate it.

9. Maximise impact
of own channels:

Strengthen EB Digital footprint,
champion messages with global
appeal on global platforms. Leverage

consumer channels where appropriate.

5. Provide
evidence:

The most impactful employer brands
differentiate by demonstrating HOW
they deliver their promises: the policies,
experiences, details, facts and stats
that show our promises are authentic
and we deliver against them.

10. Measure, iterate
and optimise:

It’s a journey, be agile, and evolve
strategy as necessary.
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First year results







‘How can we make a
disparate
organisation talk
with one voice?’

Streamlining a story

Big organisations can . :
5 Org can be inauthentic

be complex




You're at the
neart of It




We developed an EVP with four key pillars:

You're at the
neart of it
BEING VALUED AND HEARD

e )-’ ..r\. %V}‘*“{qk“ {{V.—-’VT o5 fi\—-,?‘f‘ C" (‘Ja‘—-:d a-s\ V?fyt: ?_
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The results: Bringing the brand to life
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You'’re at the heart of it

DNV




The results:

10

Employer Brand Playbouk

o F

INTRODUCING THE
EMPLOYER VALUE
PROPOSITION (EVP)

iving colleagues ownership

Glossary of employer
brand terms

We don't expect you to be an expert

in employer branding. So here are the
definitions for a list of terms you are going to
hear a lot, but may not be familiar with.

& Emgloyer Brand Playtc ook

Employer brand
The reputation that you have as an employer.

Employer value propasition (EVP)
The reasons why people should join
and build a career at your organisation,

EVP pillars

Evidence-based statements that underpin the central
proposition and can be used to drive the construction of
headlines in employer branding material.

Headline

A line of text, usually linked to an EVP pillar and/or business
area, which intraduces or sums up a piece of employer
branding content.

Rivals for talent/competitors

Those organisations, whether they are in your
commercial sector or not, who seek recruit
the same types of candidate as you.

Using the Employer Value
Proposition (EVP)
to promote DEI

Photography

When choosing photography, you should
try and select imagery that captures our
diverse workforce. When looking ata
campaign or a series of communications,
our workforce should be represented in
authentic ways. Remember that people
looking at our photography from outside
the business will assume that the imagery
we choose is representative of the
people who work here. It's important that
they see people they can identify with.

35 Employar 3-and Plavknak




The results: Giving colleagues ownership

Whits

MYk 0o/ 00
RGB: 255 /2357253 a 0
HEX: #ftsts RGB: 0753/ 145

Our tagline

Our tagline is 'You're at the heart of it".
This key component of our employer

Our colour palette

Our colour palette reflects the idea of
a 'broader view' through using colours

HEX: 8003591

brand sums up what it feels like to work of your career —— that represent the sky, land and sea. This

at DNV. It expresses our EVP, as well path by exploring is represented by the consistent use of D s

as our humble price, our integrity, the the opportunities our light blue, green and dark colours 40101010
that excite you. e ;::;mnm

learning opportunities we offer and our
values. Just like our customer centricity
principles, it has our candidates and
employees at its heart. And, when
coupled with a headline, it also gives us
the flexibility we need to talk about any
aspect of our business.

The words in our tagline have been
carefully considered in order to ensure
they relate back to cur core EVP
statement and pillars.

.

respectively.

Primary colours*

We have seven primary colours; Sky blue,

Land green, Sea blue, Dark blue, White,

Cyan and Black. Here's how to use them. ..

Secondary colours*
Qur secondary colours are used for:

¢ Information graphics such as tables,
graphs and diagrams

4 * Categories and chapters in publications .
(always sparingly on finer details) T e ; Sne e rasia

RGR 145 1 SRR, 180 i RO IRES 3E1 /G

£2  Employer Srand Playbook

Earning our reputation
every day:

Our reputations are
connected. The mora you
raise ourindustry leading
standards, the more you
reinforce your position as
an expert in your figld.

Being valued and
heard:

We trust your voice
to guide us and give
you the recognition

youdeserve for

the central role you

play in our success.

Background imagery

When we use background imagery in our
marketing material, it should accurately
represent the work that we do.

You can use imagery that includes interesting
textures, however refrain from using imagery
which is too busy. Simple shapes and subjects
work better.

Aerial shots

We can use imagery that is shot from

above. These should be shots of real world
environments. If you include any ships cr
aircraft, please ensure they are related to the
work we do. Some examples are shown here.

NB. There is an exception - you can use an
image of the sky that includes an aircraft,
instead of an aerial shot if relevant.

Much of this imagery can be found in our
brand library. However, we must be careful
not to utilize the same images found in other
bhranded content too often. Therefare, we
can supplement our work with imagery of a
similar style found on licensed high-quality
stock photography websites.

62 Employer 3rand Playkeok

* On the Transformation Graphic on
a Dark Blue background

Important note: Use the chart found in the colour

palatte guidelinas here:
https://brandcentral. dnv.com/brandcenter/en/

dnvglgbe/component/default/44016

58 Emplayer 3-and Playhook

Our tone of voice

We have five main principles for our tone
of voice:

SHARE KNOWLEDGE
INNOVATE

BALANCE

BE INCLUSIVE
SIMPLIFY COMPLEXITY

o N

5&  Employer Brand Playbook

R 4910k : 5 y el

Saadvomy

YR 4341501500
G0 03, 200
e

SHARE KNOWLEDGE

DNV is a trusted voice, becauss we communicate wisdorn through language and actian. We are zomfortable using
terminolagy such as ‘expertise’, ‘axplare’, learn’, insights’, *knowladge’, scientifie, research’, Tacty), ‘studies’ and ‘acadamic!
However, we always remain humble and cbjective, caretul to never talk down 1o or sway the reader.

INNOVATE

We always look to the future, Innovative thinking requires fresh and forward-thinking ways to communicate it. This is
reflectad in words and phrases such as ‘growth’, 'advancamant’, ‘journey’ and 'building’ and “outlcok’. The more craative and
innovative we can ba when we communicate, the more people will respond to what we are saying.

BALANCE

We will always balance glokal, local and societal needs with our customers’ business needs. This balancing act requires skill,
awareness and cbjectivity. Our tone of voice will reflect this skill by using factual, balanced and trustworthy language with no
spin or exaggeralion, deployad in a way that is fair and genuine.

BEINCLUSIVE

As atruly global business, unity and tearnwork are our greatest strengths. Our Ltone of voice must be encouraging and
truthful - using collective, inclusive, sharing language. 'We', for example, reduces the distance betwsen the reader and the
wiriter. This must be reflectad in the way we communicate.

SIMPLIFY COMPLEXITY

Qur tachnical expartise s second 10 nane and DNV s ruly passivnate about this. Qur tana of voice, howaver, shauld use
technical terminology with care. Even technically minded audience aren't necessarily engaged by technical messages when
we only have a few initial seconds to attract their attention. Presenting complex information in simple terms is a powerful
cammunication ool
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The creative solution
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It’s what we do.
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The creative

Hero campaign graphic Way of working-specific hero graphics

It’'s what we do. Tiny moments. Massive respect.
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The creative
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The creative
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All colleague launch

Decktop screensaver Posters, digital wallpaper and table talkers
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All colleague launch

Posters, digital wallpaper and table talkers
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All colleague launch

Manager guide: Appreciative Inquiry

nager’s guide to small conversat
hat inspire positive ways of workins
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STORYTELLING
EXERCISE
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5-10 minutes

Choose one of the following
questions and ask if anyone has ¢
story they’'d like to tell. The storie

don’t have to be momentous; tin
moments are equally important.
Give people time to think.




All colleague launch

STORYTELLING Tips for running an enjoyable session:
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The Reveal
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