
A

AARP Services, Inc.: benefits of using
stories to build teams, 44; growth
challenges faced by, 33; “hard-hat”
metaphor used at, 41; search for sto-
ries to inform strategy, 145–146; sig-
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gold), 197–198; “Taking Care of
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198–199; learning the power of, 49;
modeling, 19; problems with popu-
lar books on, 204; relationships
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Two-way storytelling, 207–208
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ways of thinking and behaving, 195,
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suring results at, 139; stories used to
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127, 128
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