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(KLC), 224

Story titles: “Amen!” (Ketner), 189—190;

“The Biomimicry Story” (Wells), 82;
“Boney Billy” (Erbert & Gerbert),
180-181; “Cartoon Story” (VSM),
178; “Changing Jobs” (DeLaMater),
51; The Chivas Legend (Zantingh),
172, 176, 181; “The Cry Story”
(Jones), 40; “Developing the
Bazooka” (Ward), 70-71; “Discour-
agement & Depression: Turning It
Around in the Operating Room”
(Beverage), 28-30; “Diversity as a
Kaiser Permanente Value Born on
the Home Front of World War I1”
(Debley), 133—134; “Don’t Be a
Bob” (Cuny), 57; “Don’t Lose That
Patient!” (Serafino), 80; “A Good
Man Is Hard to Find” (Davis),
72-73; “Honest Is as Honest Does”
(Riddle), 53; “How to Make Stories
Real” (Frank), 166; “The Hurricane
Story” (Orlando Regional Health-
care), 12-13; “I.D.E.A.S.: The
Story—Chapter One—Birth”
(Allen), 143—144; “Is Our Name
Telling the Right Story?” (Shaw), 96;
“Kitty Crates” (Love), 5; “Nasrudin’s
Key” (Rosen), 203; “A Powerful Pro-
posal Story” (Frey), 64-65; “Pre-
Wedding Jitters” (Lands’ End), 9;
“Reviewing Promotional Materials”
(Gandhi), 220; “A Risk Well Worth
Taking” (Russell), 26-27; “Robbie
Tries to Communicate” (Boyle),

34, 35; “The Story of Leo” (Folse),
20-21; “Swept Off Your Feet” (Fein-
gold), 197-198; “Taking Care of
Mary Ellen” (SPCC), 127, 129, 139;
“Tar Pit Story” (Ballast), 94; “The
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