
Storytelling for Workplace Communication
Your practical guidebook for turning everyday messages into compelling narratives that influence, inspire, and get results — designed for 

working professionals ready to communicate with confidence.



WHY THIS MATTERS

The Communication Gap Nobody Talks About
You may have the best idea in the room. You may have done the most thorough research, built the most elegant solution, or identified the 

most critical problem. And yet — if you cannot tell the story of that idea in a way that moves people, it will go unheard. This is the 

communication gap that quietly stalls careers, kills good proposals, and leaves talented professionals feeling invisible.

Workplace communication is no longer just about transmitting information. In a world of overflowing inboxes, back-to-back meetings, 
and shrinking attention spans, the professionals who rise are the ones who can make their message stick. Storytelling is not a soft skill — 

it is the hard edge that separates average communicators from exceptional ones.

The Problem

Ideas get dismissed because they lack context

Data overwhelms instead of persuades

Emails are ignored; messages are misread

Presentations feel like information dumps

Influence depends on title, not clarity

The Storytelling Solution

Context makes ideas land with purpose

Narrative transforms data into decisions

Clear story structure commands attention

Structured communication builds trust

Anyone can lead with the right story

This guidebook exists because storytelling is a learnable skill — not a personality trait. You do not need to be charismatic, extroverted, or 

a natural-born presenter. You need a clear structure, a few powerful frameworks, and the habit of applying them consistently. That is 
exactly what this guide delivers.
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MODULE 1

What Workplace Storytelling Actually Means

Workplace Storytelling

Clarify 
Purpose

Align tales with 
goals

Model 
Behaviour
Demonstrate 

desired actions

Build 
Connection
Create empathy 

and trust

Share Lessons
Communicate 

learnings clearly

Before diving into frameworks and tools, it is important to define what storytelling means in a professional context — because it is not 

about being dramatic, using metaphors, or telling personal anecdotes (unless that is what the moment calls for). Workplace storytelling is 

the deliberate structuring of information to guide your audience from where they are to where you need them to be.

Every time you send a project update, present quarterly results, propose a new initiative, or explain a problem to your manager — you are 
telling a story. The question is whether it is a good story or a confusing one. Good workplace stories have three things in common: they 

have a clear beginning that establishes context, a middle that presents the challenge or insight, and an end that proposes a clear action 

or decision.

1
Context
Set the scene. Where are we? What do we know? What is at stake?

2
Conflict
Introduce the tension. What challenge, gap, or opportunity exists?

3
Resolution
Deliver the answer. What action, decision, or insight resolves the tension?

This three-part structure — Context, Conflict, Resolution — is the foundation of every effective workplace communication. It works 

whether you are writing a one-line Slack message or delivering a 30-minute boardroom presentation. Mastering this structure alone will 

immediately elevate how others perceive your communication. Everything else in this guide builds on this foundation.

"The most powerful person in the world is the storyteller. The storyteller sets the vision, values, and agenda of an entire 
generation that is to come." — Steve Jobs
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MODULE 1 · DEEP DIVE

The 5 Storytelling Formats Every Professional 
Needs
Different workplace situations call for different story structures. A data presentation requires a different narrative architecture than a 
stakeholder email or a performance conversation. The following five formats cover the most common, high-stakes communication 

scenarios professionals face. Learn all five — then choose the right one for each situation.

1
The Problem–Solution Arc
Best for: proposals, project pitches, and initiative briefs. Start with the pain point, describe its impact, then introduce your 

solution with evidence.

2
The Data Story
Best for: reporting, analysis, and metrics presentations. Lead with the insight, not the data. Numbers support the story; 

they are not the story.

3
The Before/After Frame
Best for: change management, process improvement, and persuasion. Paint the "before" clearly enough that the "after" 

feels compelling and necessary.

4
The Journey Narrative
Best for: career conversations, onboarding, and team storytelling. Share progress, setbacks, and lessons — this format 

builds trust and relatability.

5
The Strategic Memo
Best for: written communication to senior leaders. One recommendation, three supporting points, one clear ask. No more 

than one page.
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MODULE 2

Know Your Audience Before You Tell Your Story

Step Two

y

The single biggest mistake professionals make in workplace communication is telling the story they want to tell, not the story their 

audience needs to hear. Audience awareness is not optional — it is the foundation of every effective communication. Before you write a 

single word or build a single slide, you must answer three questions about your audience.

What Do They Care About?
Identify your audience's core priorities. A 
CFO cares about cost and risk. A product 

manager cares about user impact and 

speed. Align your story to their lens, not 

yours. If you do not know, look at their 

recent communications or ask someone 
who does.

What Do They Already Know?
Calibrate your context. Providing too much 
background bores experts; too little context 

confuses newcomers. Assess their 

familiarity level and pitch your story 

accordingly. Experts need insights; 

beginners need orientation first.

What Do You Need From 
Them?

Every workplace story should end with a 

clear ask. Do you need a decision, approval, 
feedback, or buy-in? If you are not clear on 

what you need, your audience will not be 

either. Define your desired outcome before 

you start building.

Once you have answered these three questions, the structure of your story becomes much clearer. You will know how much context to 

provide, which details to include or cut, and what tone to strike. This audience-first mindset is what separates communications that get 

action from ones that get ignored.
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MODULE 2 · TOOL

Audience Analysis Worksheet
Use this worksheet before any high-stakes communication — a presentation, a proposal email, a stakeholder meeting, or a performance 
conversation. Fill it in honestly, and let your answers shape the structure of your message. You can return to this worksheet every time 

you need to prepare a new communication.

Audience Question Your Answer (fill in)

Who is my primary audience? ___________________________________________________

What is their top priority right now? ___________________________________________________

What do they already know about 

this topic?

___________________________________________________

What might they be skeptical or 

resistant about?

___________________________________________________

What is the one thing I need them to 
do, decide, or feel?

___________________________________________________

What format suits them best? (email 

/ slides / verbal)

___________________________________________________

What tone is most appropriate? 

(formal / conversational / urgent)

___________________________________________________

💡 Pro Tip: If you are communicating to multiple audiences at once (e.g., in a town hall or company-wide email), identify your 

primary audience — the person whose action matters most — and build for them first.

https://www.planetspark.in/resources 5



MODULE 3

Step 1 — Build Your Story Spine
The Story Spine is a Pixar-originated framework that has been adapted extensively for professional use. It works because it forces you to 
move through cause and effect — the natural rhythm of any compelling narrative. It prevents you from dumping information and pushes 

you towards meaning-making, which is what your audience actually needs from you.

Situation
Set the scene with 

current context.

Complication
Introduce the problem 

or tension.

Insight
Reveal the key finding 

or turning point.

Recommendatio
n

State the clear action or 
decision needed.

The Story Spine works at every scale. You can use it to structure a 3-minute verbal update, a 10-page strategy document, or a 30-second 

elevator pitch. The key is moving through all four steps in order. Most professionals skip straight to Recommendation without 

establishing Situation or Complication — which is why their recommendations get pushed back on. People need to feel the tension 

before they will accept a solution.

❌ Without the Story Spine

"We should move to a new CRM system. It will cost ₹8 lakhs but will improve productivity. I recommend we approve this by Friday."

✅ With the Story Spine

"Our sales team is currently tracking 400+ leads across three spreadsheets — causing missed follow-ups and lost revenue estimated at 
₹12 lakhs last quarter. Centralising on a single CRM would eliminate this gap. I recommend approving a ₹8 lakh investment by Friday to 

begin Q3 onboarding."
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MODULE 3 · TOOL

Story Spine Builder — Your Fill-In Template

Once Upon

Because

But

Therefore

Use this template to build the spine of any workplace story before you communicate it. This is your pre-communication planning tool. 

Filling in all four sections takes under 5 minutes and dramatically improves the clarity and impact of what follows. Keep a saved version 

of this template in your notes app or productivity tool for quick access.

Step Write Your Story Here

SITUATION Set the scene Currently, [describe the current state or context] which means 

[what this context implies for the business/team/project]...

COMPLICATION Name the tension However, [describe the problem, gap, risk, or opportunity] 

which is causing [describe the real impact or consequence]...

INSIGHT Reveal the turning point After [analysis/research/observation], we found that [key 

finding or insight that changes the picture]...

RECOMMENDATION State your ask Therefore, I recommend [specific action] by [timeframe] so that 

[desired outcome or benefit]...

🔁 Practice Challenge: Use this template right now with a real communication you need to send this week. Write a rough 

version in 5 minutes. You will be surprised how much clearer your thinking becomes once you force yourself through these four 

steps.
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MODULE 4

Step 2 — Make Data Tell a Story
Data without narrative is just noise. Professionals who can turn numbers into stories are among the most valuable communicators in any 

organisation — because they bridge the gap between analysis and action. If you work with any kind of metrics, reports, or research, this 
module is critical for you.

The most common mistake in data communication is leading with the data itself. You open your presentation with a dense table of 

numbers and watch your audience's eyes glaze over. The fix is simple but counterintuitive: lead with your insight, not your data. Start 

with what the data means, then show the data as evidence.

Find the One Number That Matters
Before your presentation, identify the single most 

important data point. This becomes your headline. 

Everything else is supporting evidence. If you 
cannot name one number that matters most, your 

data story is not yet clear enough.

Name the So What
For every data point you include, ask: "So what does this 

mean?" If you cannot answer that question in one sentence, cut 
the data point. Data only earns its place in a story when it carries 

meaning.

Provide the Before/After Context
Numbers without comparison are meaningless. A 12% drop means nothing 

without knowing last quarter's figure. Always give your audience the 

benchmark — whether it is previous period, industry average, or your own 
target.

End With Action, Not Analysis
Your data story should always end with what should happen next. Even if your role is 

purely analytical, connect your findings to a recommended action. This is what transforms 

you from a reporter to a strategic thinker in the eyes of your audience.
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MODULE 4 · TOOL

Data Story Framework — Checklist
Run through this checklist every time you prepare a data-driven communication — a report, a dashboard walkthrough, a performance 
review, or an analytics presentation. Each unchecked item is an opportunity to sharpen your story before it reaches your audience.

📊 Headline First
Have I written a one-sentence headline that captures the main insight? Does it tell my audience what the data means — not just 

what it shows?

🎯 One Core Number
Have I identified the single most important metric? Is it prominent in my communication rather than buried in a table?

📐 Comparison Context
Does every key number have a comparison — prior period, benchmark, or target? Have I made the comparison explicit, not 
assumed?

✂️ Data Edited
Have I removed every data point that does not directly support my main insight? Is my audience protected from 

information overload?

⚡ Action Ending
Does my data story end with a clear recommended action or decision? Will my audience know exactly what to do next?

"The goal is to turn data into information, and information into insight." — Carly Fiorina, former CEO of Hewlett-Packard

https://www.planetspark.in/resources 9



MODULE 5

Step 3 — Write Stories That Get Read
Most workplace writing fails not because of poor grammar or incorrect facts, but because of poor structure. Emails are too long. Reports 
bury the headline. Proposals require three reads to understand what is being asked. The principles of good workplace writing are rooted 

in storytelling — and once you learn them, your written communication will be dramatically more effective.

The BLUF principle — Bottom Line Up Front — is the most important writing habit you can develop. It means your first sentence states 

your conclusion, recommendation, or most important point. Every sentence that follows supports that opening statement. This is the 

opposite of how most people write, but it is exactly how time-poor professionals read.

BLUF
State your conclusion or ask in the first sentence. 

Never make your reader search for the point.

Evidence
Provide 2–3 supporting points or reasons. Each one should 

directly support your opening statement.

Context
Add any necessary background. Keep it brief. If it does not help the reader act, 

cut it.

Call to Action
Close with a clear, specific ask: what do you need, by when, from whom?

Apply this structure to every professional email, Slack message of consequence, and written proposal. Your writing will become 40% 
shorter and twice as effective. The most common objection to BLUF is "it feels abrupt" — but for professional audiences, directness is a 

sign of respect for their time, not rudeness.
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MODULE 5 · TEMPLATE

The Workplace Email Story Template

From Chaos to 
Clarity

Transform chaotic 
inboxes and inconsistent 

messaging.

Consistent 
Messaging
Ensure all workplace 
emails are clear and on-
brand.

Copy and save this template. Use it for any professional email where you need your reader to act, decide, or respond. Adapt the language 

to your context, but maintain the structure. The power is in the architecture, not the words.

Element Template Text

Subject Line [Action Required / FYI / Decision Needed] — [Topic] — [Deadline if applicable]

Opening (BLUF) I'm writing to [recommend / request / inform you that] [your main point in one sentence].

Context Background: [1–2 sentences of essential context. Delete if the reader already knows this.]

Evidence / Reasoning Here's why this matters: [Point 1] / [Point 2] / [Point 3 if needed]. Keep to bullet points for 

scannability.

Call to Action What I need from you: [Specific ask] by [date/time]. Please [reply / approve / share feedback] by 
[deadline].

Closing Happy to jump on a quick call if helpful. [Sign-off]

✉️ Quick Test: After writing any important email, read only the first sentence. Ask yourself: "If this is all my reader sees, do 

they know what I need?" If not, rewrite the opening.
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MODULE 6

Step 4 — Present Like a Storyteller
Presentations are where storytelling skills are most visible — and where most professionals underperform. The typical professional 
presentation follows a predictable and ineffective pattern: title slide, agenda, data dump, conclusions. This structure treats the audience 

as passive recipients of information rather than active participants in a narrative. Flip the model, and your presentations will transform.

Every great presentation is, at its core, a story with stakes. The audience should feel, from the first minute, that something important is at 

stake and that you have something meaningful to offer. This does not require theatrics. It requires structure, pacing, and a clear point of 

view.

1 Open With Stakes
Start with the problem or opportunity — not the agenda. Make the audience feel the tension immediately.

2 Introduce Your POV
State your central argument or recommendation early. Give your audience a lens through which to interpret everything 

that follows.

3 Build the Case
Use evidence, examples, and data to support your central argument. Every slide should earn its place by advancing the 
story.

4 Address the Doubt
Anticipate and acknowledge the strongest objection to your recommendation. Resolve it before the Q&A.

5 Close to Action
End with your ask, your recommendation, and what happens next. Never end on "Any questions?" — end on your point.

One powerful tool for presentations is the "So What?" slide test. After building your deck, go through every slide and ask: "So what does 

this mean for my audience?" If you cannot answer in one sentence, either cut the slide or rewrite it until its purpose is crystal clear. This 

discipline alone will cut your average presentation length by a third — and triple its impact.
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MODULE 6 · CHECKLIST

Pre-Presentation Story Checklist
Run through this checklist 24 hours before any important presentation. It will take you 10 minutes and will save you from the most 
common storytelling mistakes professionals make in front of an audience. Print it, save it to your notes, or keep it in your presentation 

prep folder.

🎯 Story Structure

My opening establishes stakes within the first 60 seconds

My central argument or recommendation is stated early

Every section of my presentation advances the main story

I have a clear, specific call to action at the end

My closing reinforces my main point — not just "thank you"

👥 Audience Readiness

I know my primary audience's top priority

I have calibrated technical depth to their knowledge level

I have addressed the most likely objection or skepticism

My ask is specific, not vague

I have practiced my opening 3 times out loud

📊 Data Discipline

Each data point has a "so what" attached to it

No slide has more than one key message

All charts have clear headlines (not just labels)

Data is compared to a meaningful benchmark

⚡ Final Check

Can I summarise my whole presentation in 2 sentences?

Is the very first slide compelling enough to earn attention?

Does the last slide end on my message — not on Q&A?

Have I removed every slide that does not earn its place?
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MODULE 7

Step 5 — Storytelling in Everyday Conversations
Most storytelling guidance focuses on formal presentations and written reports. But the highest-frequency storytelling you do happens in 

everyday workplace conversations — stand-up meetings, one-on-ones with your manager, hallway chats with a stakeholder, or a quick 
Slack voice note. These micro-stories accumulate into your professional reputation. Get them right consistently, and you become known 

as someone who communicates with unusual clarity and purpose.

The most useful tool for conversational storytelling is the SCR Framework — Situation, Complication, Resolution. It is a compressed 

version of the Story Spine designed for verbal, real-time communication. You can use it in under 60 seconds once you have practised it a 

few times.

Situation (10 sec)
Set the current context in one sentence. "We have a client review next Thursday and our data pipeline is not 

finalised yet."

Resolution (10 sec)
Offer your proposed action or ask. "I recommend we present a preliminary view and 

flag the caveat clearly. Can I get your sign-off on that approach?"

Complication (10 sec)
Name the tension or problem clearly. "The delay means we 

either present incomplete data or push the review — both 
options carry risk."

Notice how the SCR Framework above takes under 45 seconds to deliver but covers everything the listener needs: context, problem, and a 

clear recommendation. Compare this to how most professionals handle the same situation — they either over-explain (3 minutes of 

background), under-explain (a vague "we have a problem"), or skip directly to the ask without building the case. The SCR Framework 

eliminates all three failure modes.
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MODULE 7 · REFLECTION

Storytelling Self-Assessment
Use this self-assessment to identify your current storytelling strengths and the areas where focused practice will give you the greatest 
return. Rate yourself honestly — this is for your own development, not evaluation. Revisit this assessment in 30 days to measure your 

progress.

Storytelling Skill Rarely (1) Sometimes (2) Consistently (3)

I structure my 

communications with a clear 

beginning, middle, and end

☐ ☐ ☐

I lead with my main point 

rather than building up to it

☐ ☐ ☐

I tailor my message to the 
specific audience and their 

priorities

☐ ☐ ☐

I connect data points to clear 
"so what" insights

☐ ☐ ☐

I end every communication 

with a clear call to action

☐ ☐ ☐

I anticipate objections and 

address them proactively

☐ ☐ ☐

I adapt my communication 

format to the channel (email, 

verbal, slide)

☐ ☐ ☐

I keep my communications 

concise without losing 

essential context

☐ ☐ ☐

📝 Scoring Guide: 20–24 = Strong storyteller — focus on consistency. 14–19 = Developing — pick your 2 lowest scores and 

focus there for 30 days. Below 14 = High growth potential — start with Module 3 (Story Spine) and practise daily.
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REAL-WORLD APPLICATION

Case Study — Priya's Transformation
Priya is a mid-level marketing analyst at a tech firm. She is skilled, data-driven, and recognised as someone who "really knows her 

numbers." But in quarterly business reviews, her presentations get polite nods and very little action. Her manager's recurring feedback: 

"Your analysis is solid, but your recommendations don't land." Priya decided to apply the storytelling frameworks from this guide to her 

next QBR. Here is what changed.

Before: The Information Dump

Priya's previous QBR opened with 6 slides of channel performance data — tables, trend lines, and year-on-year comparisons. Her 
recommendation appeared on slide 9 in a small bullet point: "Consider increasing budget for paid social." The meeting ended with no 

decision. The CMO said they'd "circle back."

No opening that established stakes

Recommendation buried at the end

Data without a "so what"

No clear ask or deadline

After: The Story-Driven QBR

Priya rebuilt the same presentation using the Story Spine. She opened with: "We have a ₹40 lakh revenue gap in Q3, and our data shows 
exactly where it is coming from and how to close it." She then walked through Situation → Complication → Insight → Recommendation in 8 

focused slides. Her close: "I need a decision on a ₹6 lakh paid social reallocation by Friday to act before Q4 launch."

Stakes established in sentence one

Recommendation introduced on slide 2

Every data point tied to the revenue gap

Specific ask with a clear deadline

The outcome: The CMO approved the reallocation in the meeting. Priya's manager called it "the clearest QBR we've had in two years." 
The only thing that changed was the story structure — the data and the recommendation were identical to her previous presentation. 

Storytelling did not change what Priya knew. It changed whether people listened.
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COMMON PITFALLS

The 7 Storytelling Mistakes Professionals Make
Awareness of common failure patterns is half the battle. The following seven mistakes show up repeatedly in professional 

communications across industries and seniority levels. Recognising them in your own work is the first step to eliminating them. Each 

mistake is paired with a straightforward fix you can apply immediately.

1
Mistake 1: Burying the Lead
Starting with background and context before stating the main point. Fix: Write your recommendation or conclusion first, 
always. Then add supporting context beneath it.

2
Mistake 2: Data Without Meaning
Presenting numbers without explaining what they mean for your audience. Fix: For every data point, add "which means..." 

and complete the sentence before including it.

3
Mistake 3: No Clear Ask
Ending communications without specifying what you need from the audience. Fix: Every communication must end with a 
specific, actionable ask — even if it is just "please acknowledge receipt."

4
Mistake 4: Wrong Level of Detail
Providing too much information for an executive audience or too little for a technical one. Fix: Complete the Audience 

Analysis Worksheet before every high-stakes communication.

5
Mistake 5: Ignoring Objections
Presenting only the upside of a recommendation without addressing obvious risks. Fix: Add one slide or one paragraph 
explicitly titled "Risks and Mitigations" before your final ask.

6
Mistake 6: Weak Openings
Starting with "So, today I'm going to talk about..." which wastes the highest-attention moment in any communication. Fix: 
Open with a question, a striking fact, or a one-sentence statement of stakes.

7
Mistake 7: Passive Closings
Ending presentations with "Any questions?" rather than reinforcing your key message. Fix: Close with your 
recommendation restated, then invite questions. Your message — not a question — should be the last thing they hear.
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QUICK REFERENCE

Your Storytelling Toolkit at a Glance
Bookmark this page as your go-to quick reference for any workplace communication challenge. Each framework is mapped to its ideal 
use case so you can select the right tool instantly, without flipping back through the whole guide.

Framework / Tool Best For Core Structure

Story Spine Proposals, strategy briefs, project 
pitches

Situation → Complication → Insight → 
Recommendation

SCR Framework Verbal updates, one-on-ones, quick 

conversations

Situation → Complication → Resolution 

(under 60 sec)

BLUF Writing Emails, Slack messages, written reports Conclusion first → Evidence → Context → 

Ask

Data Story Framework Analytics, metrics presentations, reports Insight → Headline number → 

Comparison → Action

Presentation Arc QBRs, board decks, stakeholder 

presentations

Stakes → POV → Evidence → Objection → 

Ask

Audience Analysis Pre-communication planning for any 
format

Who / What they care about / What I 
need from them

Email Template Professional emails requiring action or 

decision

Subject → BLUF → Context → Evidence → 

CTA

⚡ The 5-Minute Rule: Before any important communication, spend 5 minutes with the right framework. The ROI on those 5 

minutes — in clarity, credibility, and results — is extraordinary. Make it a non-negotiable habit.
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SUMMARY

Key Takeaways — Your 7 Storytelling 
Commitments
This guidebook has given you the frameworks, templates, and tools to transform your workplace communication. But knowledge 

without action is just interesting reading. The following seven commitments are your bridge from learning to doing. Start with one this 

week. Build from there.

1
Always Lead With Your Point
State your recommendation, conclusion, or ask in the first sentence of every written and verbal communication. Your 

audience's attention is highest at the beginning — use it.

2
Build Every Communication on Situation–Complication–Resolution
Whether it is a 3-line email or a 30-slide presentation, this three-part structure is your foundation. Never communicate 

without it.

3
Analyse Your Audience Before You Communicate
Spend 3 minutes completing a mental audience analysis before any important message. Know what they care about, what 

they know, and what you need from them.

4
Give Every Data Point a "So What"
Never present a number without completing the sentence: "Which means we should..." Data earns its place only when it 
carries decision-relevant meaning.

5
Close Every Communication With a Specific Ask
Vague endings produce vague outcomes. Every communication must end with: What do you need? From whom? By when?

6
Anticipate and Address Objections Proactively
Think of the strongest argument against your recommendation and address it before your audience raises it. This is not 

weakness — it is credibility.

7
Practise Daily in Low-Stakes Moments
Use the SCR Framework in your next team stand-up. Apply BLUF to your next routine email. The frameworks become fluent 
through repetition in everyday moments, not just big presentations.
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NEXT STEPS

Your 30-Day Storytelling Practice Plan
Transformation does not happen from reading a guidebook once. It happens from deliberate, consistent practice applied to real 

workplace situations. This 30-day plan gives you a concrete action for each week so that by the end of the month, storytelling has 
become a natural part of how you communicate — not something you have to think about.

Week 1 — Foundation
Learn the Story Spine. Apply it to one real communication this week — a proposal, an email, or a meeting update. 

Compare it to how you would have written it before.

Week 2 — Audience Focus
Complete the Audience Analysis Worksheet before every communication this week. Notice how it 

changes what you include, cut, and emphasise.

Week 3 — Data Stories
Apply the Data Story Framework to any report or analysis you present this week. 

Lead with your insight. Cut data that does not support it.

Week 4 — Full Integration
Build or rebuild a real presentation using the full Presentation 

Arc. Use the Pre-Presentation Checklist before you deliver. 
Retake the Self-Assessment and compare your scores to Day 1.

Your story is not just how you communicate. It is how you are remembered, trusted, and given opportunities. Make it worth 
telling.

This guidebook is part of the PlanetSpark Professional Communication Series. For workshops, coaching programmes, and team training, 

visit PlanetSpark. Share this guide with a colleague who would benefit from stronger workplace storytelling.
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