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Discover your Voice at Work  

Leadership eventually comes with a microphone, literally or figuratively.   

It could be in a boardroom, on a conference call or on a platform.  

No matter where we land on the org chart, at some point we’re all communicators.  
And the better we communicate, the better we lead.   

Over the past 20 years of coaching business and non-profit leaders on improving 
their communication skills, I have noticed that there are four types of voices.  Each 
voice has strengths and each voice has weaknesses.  Once we understand our 
voice, it helps us leverage our strengths and avoid the weakness.  As a result, we 
communicate more clearly and we lead more effectively.  

This free test will help you determine which one of the four voices is yours, and 
then we’ll provide a next step to help you communicate and lead more effectively.  
After all, leadership eventually comes with a microphone.  

1.  I most value a communicator who:  
     __ describes what could be (visionary) 
     __ clearly articulates what to do (teacher) 
     __ uses stories to explain what to do (storyteller) 
     __ motives others toward what to do (motivator) 

2.  I have succeeded in presenting content when:  
     __ I have taught the audience. (teacher) 
     __ I have inspired the audience. (motivator) 
     __ I have engaged the audience. (storyteller) 
     __ I have changed the audience. (visionary) 

Voice Quiz



3. A good meeting for me is:  
     __  thorough. (teacher) 
     __  brief and to the point. (storyteller)  
     __  when progress happens. (motivator) 
     __  when the status quo is challenged. (visionary) 

4.  My favorite kind of communicator is a  
     __ Coach. (teacher) 
     __ Visionary. (visionary) 
     __ Preacher. (motivator) 
     __ Leader. (visionary) 

5.  When preparing a presentation, I think in  
     __ words. (motivator) 
     __ pictures. (visionary) 
     __ outlines. (teacher) 
     __ stories. (storyteller) 

6.  When preparing a presentation, I:  
     __ write it out word by word. (teacher) 
     __ develop an outline. (motivator) 
     __ create slides. (visionary) 
     __ don't use notes. (storyteller) 

7.  I prefer to share:  
     __ details. (teacher) 
     __ ideas. (visionary) 
     __ stories. (storyteller) 
     __ purpose. (motivator) 

8.  I prefer to talk about:  
     __ the why. (visionary) 
     __ the what. (motivator) 
     __ the who. (storyteller) 
     __ the how. (teacher) 



9.  People have said I communicate:  
     __ clearly. (teacher) 
     __ compellingly. (visionary)  
     __ compassionately. (motivator) 
     __ creatively. (storyteller) 

10. People who know me well think I am:  
     __ good at implementing change. (motivator) 
     __ focused and detail-oriented. (teacher) 
     __ pleasant and fun. (storyteller) 
     __ motivating and inspiring. (visionary) 

11. What I bring to a meeting is:  
     __ Energy. (motivator) 
     __ Humor. (storyteller) 
     __ Structure. (teacher) 
     __ Vision. (visionary) 

12.  My most important goal in sharing information is:  
     __ facilitating good discussion. (teacher) 
     __ inspiring collaboration. (motivator) 
     __ ensuring progress. (visionary) 
     __ creating solutions. (teacher) 

13.  I work best when I:  
     __  work creatively. (storyteller) 
     __  work collaboratively. (visionary) 
     __ work efficiently. (teacher) 
     __ work quickly. (motivator) 

14.  I prefer listening to:  
     __ Teachers. (teacher) 
     __ Entrepreneurs. (visionary) 
     __ Artists. (storyteller) 
     __ Motivators. (motivator) 



15.  A presenter's job is done when they have:  
     __ covered all the material. (teacher) 
     __ inspired the audience. (storyteller) 
     __ solved a problem. (visionary) 
     __ motivated action. (motivator) 

16.  My favorite part of presentations is:  
     __ studying/preparing. (teacher) 
     __ delivering. (storyteller) 
     __ responding to Questions & Answers. (visionary) 
     __  seeing results. (motivator) 

17.  I am a better:  
     __ listener. (storyteller) 
     __ teacher. (teacher) 
     __ collaborator. (visionary) 
     __ motivator. (motivator) 

18.  Regarding visual aids, I prefer to use:  
     __ Power Point/Keynote. (teacher) 
     __ Props/examples. (storyteller) 
     __ Fill-in-the-blank notes. (motivator) 
     __ Nothing. (visionary) 

19.  If given 30 minutes to present, I will typically:  
     __ use all 30 minutes. (teacher) 
     __ go over the allotted time. (storyteller) 
     __ try to use less than the allotted time. (motivator and visionary) 

20.  Presenting information to an audience is:  
     __ a requirement of my job but not a top strength.  
     __ something I love to do.  
     __ something I like to do but need to improve.  
     __ something I try to avoid.  



21.  I prefer to listen to:  
     __ Comedians. (storyteller) 
     __ Professors. (teacher) 
     __ Leaders.(motivator)  
     __ Entrepreneurs. (visionary) 

22. Above all, a great presentation:  
     __ Inspires. (motivator) 
     __ Informs. (storyteller) 
     __ Instructs. (teacher) 
     __ Involves. (visionary) 

23.  I prefer to work in a:  
     __ quiet coffee shop.  
     __ with a team.  
     __ on a computer.  
     __ with a notepad.  

24.  When presenting, I prefer:  
     __ a podium.  
     __ a table and chair.  
     __ Questions & Answer.  
     __ Nothing but a microphone.  

25.  What question do you prefer to answer most when you prepare a 
presentation?  
     __ "What does my audience need to know? (teacher) 
     __ "What does my audience need to do?" (motivator) 
     __ "What does my audience need to change?" (visionary) 
     __ "What does my audience currently think?" (storyteller) 

26.  As a presenter, I want to my audience to see me as:  
     __ passionate. (motivator) 
     __ helpful. (teacher) 
     __ credible. (visionary) 
     __ relatable. (storyteller) 



27.  I am most comfortable:  
     __ telling stories. (storyteller) 
     __ explaining data. (teacher) 
     __ rallying a team. (motivator) 
     __ describing the need for change. (visionary) 

28.  What style of presenter do you most resemble:  
     __ Steve Jobs (visionary) 
     __  Barack Obama (visionary) 
     __  Oprah Winfrey (motivator) 
     __  Anderson Cooper (teacher) 

29.  When I present, the "win" is for the audience to  
     __ understand me. (teacher) 
     __ like me. (storyteller) 
     __ agree with me. (visionary) 
     __ learn from me. (motivator) 

30.  My presentation style and strength would be most suited in a:  
     __  school. (teacher) 
     __ start-up business. (visionary) 
     __ existing business. (motivator) 
     __ campaign. (storyteller) 

31. The area that needs the most improvement as a presenter is:  
     __ Adequate preparation time.  
     __ Better delivery.  
     __ Content-development.  
     __ More confidence.  

32.  When presenting, I prefer speaking to:  
     __ less than 10 people.  
     __ less than 50 people.  
     __ less than 100 people.  
     __ over 100 people.  



FOR the Community 

Weekly Social Media Guide   

    One of the most personable (and inexpensive) ways to show your community 
that your church or organization is FOR them is by engaging with them on social 
media.  If we’re not careful, we can simply talk about what’s happening inside our 
organization and not what’s happening outside in the community.  This weekly 
guide will help you avoid that and engage with your community in practical, 
personal ways.   

Monday  
   Celebrate someone or something that happened this past weekend in your 
community.   
   Example: If there was a festival or event over the weekend, thank the organizers 
of the event and post a picture of it. Be sure to tag the event so that they see it.   

    Write here what or who you will celebrate on Monday:  
    
___________________________________________________________
____________________________  

Tuesday 
   First, be sure your church or business is following all social media accounts for 
your local schools. They should all have some sort of social media platform.  Then, 
post something about a particular school on Tuesday. Don’t worry about any 
concern of showing favoritism because next Tuesday you will highlight another 
school.   

   Example: By following the social media platforms of your local schools you will 
see what’s currently most important to them. This is a clue of what to promote or 
celebrate about that particular school.  

    What school will you highlight on Tuesday:   
___________________________________________________________
______________________________  



Wednesday  
   Like 10 Instagram photos of people or organizations from your church’s social 
media account.  This goes back to dialogue and engagement. Your church or 
business is engaging with the community by liking their photos.   

    Example: Search a hashtag using your community or city. For example, if you 
live in a city called Suwanee, use #Suwanee and see what it brings up. Simply like 
those photos from your church account.   
      
    Today’s goal is liking ten Instagram photos.  Check off the number with each 
like:   
                            1       2       3      4      5      6      7      8      9     10  

Thursday  
   Re-tweet or post about a local business by saying, “We are proud to have such a 
great business in our community.”  

    What local organization will you Re-tweet on Thursday:   
    
___________________________________________________________
______________________________  

Friday  
    Promote an event or something happening in your community this upcoming 
weekend. Be sure to tag the event so they see it.   

    What event in your community will you promote?   
    
___________________________________________________________
________________________________  



Personal Brand Assessment 

LIKE IT OR NOT  
YOU HAVE A BRAND  

Even if you have no idea what it is, you still have a brand.  

That may feel superficial, but the reality is consciously or unconsciously, others 
assess your appearance, speech, energy, personality, and behavior all the time. 
From those assessments, they form opinions about your likely strengths, 
weaknesses, and capabilities, and decide if they want to further engage with you.  
Brands are helpful. They enable us to sort through options and make associations. 
A brand is a form of a promise. It’s what a product, service, organization, event, or 
individual is known for, whether by design or by default.  
So, even if you have never thought about your personal brand, you still have one. 
It’s what you stand for in the minds of others.  
Often, while you are attempting to get others to focus on an idea or product you 
are advocating, they are still focused on you, trying to decide if they want to be 
connected to you personally. If they have concerns about you, they will probably 
never seriously consider your idea or product. That is why your personal brand 
matters. Your personal brand is often the gateway to your business.  
Building a strong personal brand requires brand intention, brand perception, and 
brand calibration. The purpose of this assessment is to help you identify the 
strength of your brand by:  
1. Becoming more perceptive of your personal brand, 
2. Being intentional about projecting the brand you want to have, and  
3. Calibrating the alignment of your personal brand with the product you 
represent.  



INSTRUCTIONS  

Review the 10 statements listed below. Then, reference the scale below to rate the relevance 
of each statement to you. On a scale of 1 to 10, how applicable is the statement to you?  

0   1   2   3   4   5   6   7   8   9   10  
Never Occasionally Sometimes Most of the time Always  

SCORING:  
After rating the relevance of the questions, add up your total score for the 10 questions and 
grade your personal brand using the following grid:  
85+ Excellent: You are paying close attention to your brand. 
75-84 Good: A few tweaks may take you to the top.  
65-74 Mediocre: You need to identify top focus areas.  
<65 Poor: Time to get some objective brand feedback.  

QUESTIONNAIRE: 
Brand Perception  
1. I am conscious of how my actions influence the way I am viewed by others. 2. I am 
conscious of how my choice of words and tone influence the way I am  
viewed by others.  
3. I am conscious of how my appearance and body language influence the way I am viewed by 
others.  
4. I have received clear feedback about how I am perceived by others.  

Brand Intention 
5. My behavior is an intentional reflection of the brand I want to project.  

6. My word choice and tone is an intentional reflection of the brand I want to project. 
7. My appearance is an intentional reflection of the brand I want to project.  

Brand Calibration 
8. My brand is perfectly aligned with the business, product, or idea I am representing.  
9. I have made personal choices to better align my personal brand with the business, product, 
or idea I am representing.  
10. I have received feedback that I am a model ambassador of the business, product, or idea I 
am representing. 



Organizational Assessment  

The FOR Assessment 
This survey has been developed to help you get the most value from the content of the book. 
The tool combines an assessment of your current situation and strategic questions to help you 
close the gap between the two key questions that can help your organization grow. Begin by 
asking as many of your key internal stakeholders as possible to honestly answer these 
questions. 

Who Should Complete this Survey 
The survey is designed to be taken by key team members who are part of your organization. 
Ideally, those who complete the survey will first read the book to understand the ideas that are 
the basis for the questionnaire. There is value to be gained from all levels in the organization: 

1. Leaders – they are responsible for sharing vision/purpose and for leading other team 
members 

2. Team Members – they experience being part of the organizational culture as well as 
interacting with customers and the community 

3. Other Internal Stakeholders – this includes board members, donors, volunteers, and others 
who are a part of fulfilling the purpose of the organization. 

Some of the questions on the survey require internal stakeholders (leaders and team 
members) to give their perceptions of the opinions of customers and community members. 
They should answer drawing on what they know from customer interaction and all of their 
experiences. Their responses to these questions are still valuable but must be evaluated with 
the understanding that they are putting themselves into the mind of the customer and making 
some assumptions. 

Ideally, the organization should also obtain feedback on these issues from actual customers 
and community members.  

Apply the Survey to the Context 
In this tool, the word “customer” is used for simplicity (rather than using multiple words/
options each time the concept is mentioned). For businesses this may refer to consumers or 
business-to-business customers. In other cases, the term may be best interpreted as 
“constituents,” “supporters,” “members,” “donors,” etc. When “customer” is used, it refers to 
those your organization serves – by providing products or services. 



In this tool “organization” is also used for simplicity and clarity. For many of you this is best 
interpreted as “company” or “business.” For some it may be “church,” or “association.” 

In this tool the designation “team member” is likewise used to make it simple. In your situation, 
these might be “employees,” or “volunteers.” When “team member” is used, it refers to those 
who work together as a team to fulfill the vision of your organization. 

The concept of “sales” likewise may refer also to acquiring new members, patients, donors, etc. 

Instructions for Inviting Team Members to Take the Assessment 
It is critically important to create a “safe context” for team members to complete the survey. 
Only honest and candid responses will be of value. Leadership must provide the safety of 
anonymity as much as possible and share that the purpose is to help us close the gap between 
what we say we want to be known for and what we are actually known for.  

CORE FOR Survey 
Complete each question using the 5-point scale provided. The scoring instructions will be at 
the end of the survey. 

FOR The Customer 

Our Systems and Practices  

1. Is the focus of our marketing and social media on our products or on our customers? 

Follow-up Strategic Questions 
• Are we narcissistic (we love ourselves) or are we fans of customers? Specifically, how is 

this manifested? 
• What specific content in our vision, mission, and core values can help us focus on 

becoming fans of our customers? 
• How can we have a healthy balance of sharing our strengths and capabilities (feeling 

good about/promoting us with being fans of our customers? 
• How do we as leaders communicate and motivate our team to be fans of our 

customers? 

On our 
Products

On our  
Customers

1 2 3 4 5

❑ ❑ ❑ ❑ ❑



• What changes are needed – even in the pillars of our organization (how we view 
ourselves)? 

• Who is responsible for this area? 

2. Is our approach to acquiring new customers focused only on making a sale or do we have 
intentional systems to help us demonstrate that we care about more than the transaction? 
Are our sales efforts and interactions… 

Follow-up Strategic Questions 
o How can we have a healthy balance in our social media strategy between 

promoting the company vs. engaging the customer? 

3. As we provide service to our customers, do we focus mostly on selling them more (a 
transaction) or do we also have intentional systems to help us demonstrate we are FOR 
them (a relationship)? Is our service to customers… 

Follow-up Strategic Questions 
• What specific business rules (systematized actions) are in place to clearly communicate 

“we are FOR you” and “we want a relationship with you?” 
• Where are the opportunities for us to create these systems?  
• At what point on the customer journey can we/should we communicate relationally with 

the customer? 
• How are we leveraging Before, During and After moments of a purchase? 

Mostly 
Transactional

Mostly 
Relational

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Mostly 
Transactional

Mostly 
Relational

1 2 3 4 5

❑ ❑ ❑ ❑ ❑



4. When we analyze messages from our most recent ads/publications/posts (at least our last 
10), does this show we’re only FOR ourselves (how great we are) or in a balanced way also 
FOR our customers (how great they are)? Does our messaging show that we are… 

Follow-up Strategic Questions 
• Are we balancing talking about ourselves and our capabilities (how great we are) with 

talking about customers (how great they are)? 
• What “filters” are in place (can be) to help us test our messaging to make sure to reduce 

narcissism and show we are FOR customers and prospects? 
• For example, of the last 10 Facebook or Instagram posts, how many are about the 

organization and how many are about the customer/community? 

Interaction with Customers 

1. How consistent and effective are our strategies and systems in helping us connect and 
interact with customers to build relationships and intentionally show that we are FOR 
them? 

Follow-up Strategic Questions 
• What specific strategies do we have in place to connect with customers and form 

relationships? 
• Do we know where we can engage our customers (what social media they use, etc.)?  
• Specifically, where are we connecting with our customers to initiate conversations with 

them? 
• Are we active on social media in the places where we find our customers? 

FOR 
Ourselves

FOR our 
Customers

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Not at all 
Effective

Very 
Effective

1 2 3 4 5

❑ ❑ ❑ ❑ ❑



2. How intentional and effective are we in providing opportunities for and encouraging 
customers to give us feedback? 

Follow-up Strategic Questions 
• Do we clearly convey to customers that we want their input and feedback?   
• Do customers know how to communicate their opinions and perspectives to us? 
• Specifically, how are we doing this? (Social media, conversations, etc.) 
• Who is responsible for this area? (Do we have capable leadership and team members 

here?) 
• What improvements do we need to make? 

3. How intentional and effective are we at systematically listening to our customer’s feedback 
and perspective, to build relationships and show we are FOR them? 

Follow-up Strategic Questions 
• What systems do we have in place to process and understand the feedback customers 

provide? 
• What business rules or systems are in place that ensure we are regularly and carefully 

listening to them? 
• Who is responsible specifically to make sure we listen? 
• What improvements do we need? 

4. How intentional and effective are we at creating sustainable and meaningful individual 
interactions with our customers? 

Not at all 
Effective

Very 
Effective

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Not at all 
Effective

Very 
Effective

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Not at all 
Effective

Very 
Effective

1 2 3 4 5

❑ ❑ ❑ ❑ ❑



Follow-up Strategic Questions 
• Do we follow our customers where they are active on social media? 
• Do we have systems to ensure that we like our customer’s posts? 
• Do we follow and like as much as we post? (What goals do we need to set here?) 
• Are we making any efforts to know customers individually on their terms (their social 

media, where they are themselves)? 
• Who is responsible specifically to make sure we are doing this? 
• What improvements do we need 

How Customers See Us 

(This section of questions can be re-framed so that they are asked to customers – so that 
customers can give the organization their perspective.) 

1. Most of the time, when our customers talk about our organization and our service how do 
they describe us? Are they… 

Follow-up Strategic Questions 
• Do we know what they’re saying about us? How do we know? 
• Where are they communicating about us? 
• What specifically are they saying about us, and why? 

2. Most of the time, when our customers talk about us to potential customers how likely are 
they to recommend and encourage others do business with us? Are they… 

Follow-up Strategic Questions 
• How do we know what is happening here – do we understand when we get referrals? 
• Have we created a “sales force for free” by being FOR our customers?  
• How can we grow our positive word-of-mouth (“sales force for free”)? 
• Who is responsible specifically to make sure we are doing this? 
• What improvements do we need? 

Very Negative Very Positive

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Very Unlikely Very Likely

1 2 3 4 5

❑ ❑ ❑ ❑ ❑



3. Most of the time, when our customers describe our organization, our reputation and our 
brand (identity) how closely does what they say match what we want to be known FOR? 

Follow-up Strategic Questions 
• What are the brand associations (words, descriptions, ideas) customers use to describe 

us? 
• Have we clearly defined what we want to be known for and shared it with every 

stakeholder? 
• Are we intentionally and effectively shaping customer perceptions through our 

messaging and customer relationships – if so, how? If not, why not? 
• How can we ensure that there is alignment between these two critical questions? 
• Who is responsible specifically to make sure we get this right? 
• What improvements do we need? 

4. Most of the time, when they talk about what really matters to our organization how much 
would our customers say we care about them? Would they say… 

Follow-up Strategic Questions 
• What are we specifically doing (if anything) to communicate that we care about 

customers? 
• How do we respond when it’s clear a customer does not feel cared for? 

For The Team 

1. Is our purpose clear and often repeated so that every team member understands what we 
as an organization want to be known FOR (by our customers and our community)? 

Not at all Completely

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Not at all Completely

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Very Unclear Very Clear

1 2 3 4 5

❑ ❑ ❑ ❑ ❑



Follow-up Strategic Questions 
• Have we clearly defined what we want to be known FOR? 
• Can every team member recite clearly what we want to be known FOR? 
• Is our purpose/vision being modeled by the organizations’ leaders? 
• How is our purpose communicated and owned by our team? 
• Do we help team members be part of something larger then themselves? 
• Does what we see in our team space reinforce our purpose? 
• Do we reinforce/celebrate team members’ actions that are consistent with our purpose? 
• Who is responsible for making sure this happens? 

2. How intentional and effective are we at building a healthy organizational culture where 
team members feel the organization is FOR them?  

Follow-up Strategic Questions 
• What intentional cultural values have we identified which reinforce that we are FOR our 

team (and individual team members)? 
• How do we validate that team members whole-heartedly believe the organization is 

FOR them? 
• If team members do not feel cared for, how do they convey this safely to leadership? 
• What systems have we built to ensure healthy people and a healthy culture that is FOR 

team members? 
• Who is responsible specifically to make sure we are doing this? 
• What improvements do we need? 

3. Is our organizational leadership characterized more by belief in team members and their 
ability to fulfill the organizational purpose; or by giving them specific mandates to follow?   

Follow-up Strategic Questions 
• Why is our leadership culture as it is? (What has caused this?) 
• Is this an area of growth for our organizational leaders? 
• Are we hiring team members who fit our purpose and who are FOR customers? 

Not at all 
Effective

Very 
Effective

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Mandates Belief 

1 2 3 4 5

❑ ❑ ❑ ❑ ❑



•   How can we help our team members become more confident and competent so 1919
that belief in them can continue to grow? 

• Who is responsible specifically to grow our team and a healthy organizational culture? 
• What improvements do we need? 

4. How intentional and effective are we at listening and responding to our team members; do 
we value and welcome their ideas and innovations?  

Follow-up Strategic Questions 
• What opportunities and channels have we created for our team members to give us 

their feedback and ideas? 
• How do we communicate and demonstrate to team members that we value their ideas 

and contributions? 
• Can we give examples of where team members ideas were heard and implemented to 

make an impact? 

Scoring 
Score each area individually. For each sections (groups of 4 questions) there are 20 possible 
points. Use the following instructions to help you apply what you have learned in the book. 

Not at all 
Effective

Very 
Effective

1 2 3 4 5

❑ ❑ ❑ ❑ ❑

Score Status Actions

17 – 20 Advanced 
(Higher FOR SCORE)

• Your team is generally following FOR principles, 
celebrate what your team is doing right.  

• Identify areas needing improvement – set goals to 
become expert (5) in all areas.  

• Review the corresponding section of the book for 
practical ideas to create more focus and growth in 
lower-scoring areas. 

• Shore up systems to ensure that FOR principles 
are executed consistently.



  

13 – 16
Developing 

(Moderate FOR 
SCORE)

• Your team is making progress and should be 
encouraged that you can be a FOR organization. 

• Begin with areas where scores are lowest – lead 
your team through the sections of the book that 
apply to these. 

• Work together to set goals and create systems to 
address areas of weakness. 

• Maintain discipline where scores are higher so as 
not to lose momentum in these areas. 

• Be sure to identify a champion who will 
passionately promote the CORE FOR within 
your organization.

8 – 12 Stalled 
(Lower FOR SCORE)

• Be honest abut your organization’s priorities – you 
need to change. Look for the ways narcissism 
infects your processes, systems and interactions.  

• Review the prologue of the book to understand 
the reasons to focus on the CORE FOR with the 
organization’s leaders. 

• Ask your leadership team to make a commitment 
to the Core FOR – to do the hard work to 
become a FOR organization. 

• With this commitment in place, identify the areas 
of relatively higher scores that can be starting 
points to move forward. 

• Look for opportunities to build systems that 
address the CORE FOR using the corresponding 
sections of the book to learn practical 
suggestions. 

• Learn to celebrate even small wins that show the 
impact of being FOR others. You must create a 
belief within your team that you can transform 
your focus and then your organization.

1 – 7
Weak 

(Negative FOR 
SCORE)

• Your organization is upside down and needs to 
make a 180° turn in some critical areas. Only then 
can you grow and be FOR the right things (like 
your customers and community). 

• You need to decide if this model is for you – will 
you commit to the CORE FOR? 

• If your organization wants to live the values 
presented in the FOR construct, use the 
instructions for the Stalled group to move 
forward. 
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