Page 1 - Home Page
 
<Opening section – 4 images and text will animate one after another in the same area> 
 
a. We help ALIGN your workforce with your organizational goals.


[image: ]

 
b. We help EMPOWER your human capital to reach their peak performance.
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We IMPROVE training performance, engagement and outcomes.

[image: ]
 
We craft IMPACTFUL, SUSTAINABLE and MEASURABLE learning experiences.

[image: ]
 
<Button 1: Schedule a Consultation>       
 
Who Can We Help?

Organizations that believe in lifelong learning and empowering their human capital. TLP helps organizations create an organic, sustainable and performance-oriented learning ecosystem with learners at its heart.

<Our Services>
 
<Images with captions>
 

[image: Market]  Needs Analysis


 
[image: Analysis ] Strategic Planning 
 
[image: Connection ]Learning Ecosystem Building
 
 
[image: Designer ]Instructional Writing
 
[image: Report ]Graphic and Media Design
 
[image: Technical Support ]eLearning Development
 
[image: Statistics ]Learning Evaluation
 
<blog for each of these above will be linked later>
 
Delivery Formats 
 
[image: Elearning ]Self-paced Training/E-learning
 
[image: Videoconference ]Instructor/Virtual-led Training
 
[image: Course ]Video-based Training
 
[image: Gamification ]Game-based Training
 
[image: Simulation ]Simulation-based Training
 
[image: Onboarding ]Onbaording & Everboarding
 
[image: Compliant ]Compliance Training
 
[image: Leadership ]Leadership Training
 
<1 Portfolio video for each of these above will be linked>
 
<Blogs>
 
[image: ]

How your employees perceive your L&D efforts?


[image: ]

2. Needs Analysis - Invest Now to Save Future


[image: ]
3. How to choose the correct delivery format for your training?



Page 2 – About Us

Is your workforce aligned with the goal that your organization is currently chasing? Do you feel that you need to EMPOWER your people in order to accomplish that goal. One key aspect of employee empowerment is to provide them with relevant, personalized learning and development opportunities. That’s exactly our craft - enabling people to perform - and we know it well.
 
At TLP, we follow evidence-based approaches and proven learning principles and partner with you and your workforce to deeply understand and uncover the probable knowledge, skills or habits gaps and strategize effective interventions to bridge them. Thus, enabling you all to take that leap towards your organizational goal. These interventions will help your organization align goals, boost performance, retain talent, and grow your business. 
 
To accomplish this, we have a thorough Agile Design and Delivery framework in place so that we continue to evolve the learning experiment until your needs are fully met. We take pride in our approach to facilitating Deep Needs Analysis and designing bespoke learning interventions. 
 
Like we always say - we know how to deliver results for “every shade of learning”. Feel free to reach out to us for a FREE consultation session.

<Button: Schedule a Consultation >

Who Can We Help?

Organizations that believe in lifelong learning and empowering their human capital. TLP helps organizations create an organic, sustainable and performance-oriented learning ecosystem with learners at its heart.

How We Can Help?

[image: ]


· We equip your human capital with the knowledge, skills and work habits necessary for their active contribution to your organization’s growth story. 
· We enable your organization to shorten the employee learning curve with personalized and timely learning interventions. 
· We offer result-oriented, cost-effective and performance-driven learning solutions.
· We are invested in your growth and brand promise.
 

Page 3 - Our Services:

We listen. We ask questions. We listen more. We collaborate and provide consultation and share recommendations. We partner with you to ensure a healthy, diverse, and breathable learning culture at your organization. We follow your branding and vision to create learning interventions that are evidence-based, authentic, performance-oriented, human-first and yet pocket-friendly. 

Here are some of the key services that we excel at:


[image: Market]  Needs Analysis

Needs Analysis is a formal, systematic process of identifying and evaluating training that should be done for the specific needs of an individual or group of employees, customers, suppliers, etc. Needs are often referred to as “gaps,” or the difference between the current state and the desired state.

We do a comprehensive Needs Analysis that covers your stakeholders, audience/learners, and processes/tasks. These discovery conversations and Analysis activities result in a detailed report capturing our findings and recommendations.
 
[image: Analysis ] Strategic Planning 

We highly recommend Strategic Planning in course development to uncover and bring in front the factors that may not seem too relevant but play a critical role in ensuring the success of any course. There has to be a 360-degree view of all the factors that may impact learning quality, including the culture of learning, alignment with organizational goals, communication or launch plan for the course or program. A few of the critical components include leveraging the findings from needs assessment, finding opportunities for reflection, and identifying the strengths, opportunities, and resources available within the organization to support the learning program.
 

[image: Connection ]Learning Ecosystem Building

We have helped organizations build a dependable and sustainable learning ecosystem – comprising data, information and technology that your people can seamlessly interact with for I3 (intuitive, interwoven and impactful) learning experiences. Your learning ecosystem also includes processes and best practices on the dos and don’ts of using these components.  
 
 
[image: Designer ]Instructional Writing

Instructional Writing is the core of everything that we design and develop. We craft instructions that enable knowledge, behaviors and work habits. We follow instructional principles and guides known to deliver results and make the desired impact. In addition, we ensure that your instructional materials speak your organization’s language and tone (branding) and are based on your value proposition.
 
[image: Report ]Graphic and Media Design

When we claim that we deliver impactful and intuitive learning solutions, relevant graphics and media play a great role in delivering that promise. They say, “A picture says a thousand words.” No doubt! We make sure that those 1000 words that the picture is saying are crisply covered as the text as well, for meeting the ‘accessibility’ needs and increasing the outreach. Keeping the visual design principles and your branding requirements in mind, we select media that looks like yours and speaks like yours. 	
 
[image: Technical Support ]eLearning Development

It takes a lot to bring that design and storyboard live. We know the tools well and know their strengths and limitations as well. We can recommend the tool you should choose for your learning – depending upon the nature of your training requirement. We will also ensure that your training is deployed in your system (if you’ve already invested in any) as per the latest technology and compliance requirements.  																			
 

[image: Statistics ]Learning Evaluation

Learning evaluation as a practice is highly recommended. Evaluation is often the starting point of many learning journeys. We are well-versed and trained in Kirkpatrick’s Four Levels of Evaluation and can help you assess the accomplishment of your training goals and chalk out the plan for bridging the gaps if any. 
 
<blog for each of these above will be linked later>

<Button: Schedule a Consultation>
 
Delivery Formats 

We understand that not all topics are fit to be taught as e-learning. For years, we have diversified into varied training development and delivery formats. As a result, we are equally skilled and experienced in leveraging the following diverse digitalization options while keeping the human touch alive.

<Use the below image for reference:

[image: ]  >

 
[image: Elearning ]Self-paced Training/E-learning
 
[image: Videoconference ]Instructor/Virtual-led Training
 
[image: Course ]Video-based Training

[image: ]Blended Learning

[image: ]Rapid Learning
 
[image: Gamification ]Game-based Training
 
[image: Simulation ]Simulation-based Training
 
[image: Onboarding ]Onbaording & Everboarding
 
[image: Compliant ]Compliance Training
 
[image: Leadership ] Leadership Training
 
<1 Portfolio video for each of these above will be linked>

<Button: Let’s Talk?>

Irrespective of the type of training or the format of training, we follow a client-centric agile framework that seamlessly fits with all our service offerings:
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Page 4 – Portfolio:



 



 

DISCLAIMER: Please note that these samples showcase our Instructional Design skills. Different entities did the Media Design and Development for the samples shared here.

Page 5 - Blogs:
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SAMPLES - Articulate















Great job! You’ve correctly identified the incorrect entries. The 3-month average for a quarter would be summing the sales 
numbers of the previous three quarters and dividing by 3. For example, Q4= (Q1+Q2+Q3)/3.


SAMPLES - HTML







SAMPLE – 1
Compliance Training



























SAMPLE – 2
Gamification



















SAMPLE – 3
Skill-based Training























SAMPLES –
Video







HTML











Vyond



















Great job! You’ve correctly identified the incorrect entries. The 3-month average for a quarter would be summing the sales 
numbers of the previous three quarters and dividing by 3. For example, Q4= (Q1+Q2+Q3)/3.


SAMPLES - RISE







Great job! You’ve correctly identified the incorrect entries. The 3-month average for a quarter would be summing the sales 
numbers of the previous three quarters and dividing by 3. For example, Q4= (Q1+Q2+Q3)/3.







Great job! You’ve correctly identified the incorrect entries. The 3-month average for a quarter would be summing the sales 
numbers of the previous three quarters and dividing by 3. For example, Q4= (Q1+Q2+Q3)/3.







Great job! You’ve correctly identified the incorrect entries. The 3-month average for a quarter would be summing the sales 
numbers of the previous three quarters and dividing by 3. For example, Q4= (Q1+Q2+Q3)/3.







Great job! You’ve correctly identified the incorrect entries. The 3-month average for a quarter would be summing the sales 
numbers of the previous three quarters and dividing by 3. For example, Q4= (Q1+Q2+Q3)/3.


THANK YOU!
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VILT Samples.pdf


SAMPLE - 1


1







Ground Rules (1 minute)


Do:
• Revisit the ground rules.


2


Use the ‘Raise 


Hand’ option 


to speak


A Few Reminders


Remain on 


mute during 


the session 


unless speaking


Participate during 


the session 


actively


Note your 


questions on a 


sheet of paper


Use Private 


Chat to inform 


me if you 


must leave 







<To add some fun element and build interest>


Interactivity Level (1 minute)


Do: 


Talk about the interactivity level and the types of interactivities that participants 


can expect.


Say: Here’s a statutory warning. This session has been rated as Interactive. 


So, let me list the types of interactivities that you can expect during this 


session. As already mentioned, there will be self-reflection activities. There will 


also be group discussions that require collaboration and teamwork, and polls 


and whiteboard annotations for you to share your opinion. In all, there’s a lot of 


fun in the store! 


3


Statutory Warning 
This session has been rated as: 


Interactive


Reflection, Collaboration, 


Teamwork, Takeaways, Polls, 


Annotations, and Fun







Workplace Application of AI (3 minutes)


<Build-up Slide>


Do:


• Explain the concept of appreciative inquiry as a way of being and a way of 


seeing.


• Expand on ‘A way of being’ is all about knowing your values, leveraging 


past experiences, and <click 1> being authentic and <click 2> maintaining a 


positive stance, especially navigating through change.


• ‘A way of seeing’ is more about <click 2> how you communicate and 


collaborate internally and externally (by <click 3> being an active listener 


and <click 4> asking positive, powerful questions). 


• Mention that these are some global skills that are applicable in the day-to-


day functioning of a consultant. 


Say: The basic tenet of AI is that an organization will grow in whichever 


direction that people in the organization focus their attention. If all the attention 


is focused on problems, then identifying problems and dealing with them is 


what the organization will do best. If all the attention is focused on strengths, 


4


AUTHENTICITY CHANGE MANAGEMENT ACTIVE LISTENING QUESTIONING


A Way of Being
A Way of 


Seeing







however, then identifying strengths and building on those strengths is what the 


organization will do best. This is reflected in our way of being as well as our 


way of seeing.


4







A Way of Being: Authenticity (2 minutes)


Do:


• Talk about the being shown on the screen (say this is you and me) and how 


the Appreciative Inquiry philosophy helps develop authenticity in human 


beings. 


• Explain authenticity from the slide contents.


Say: Let’s begin the journey to be “a way of being.” A considerable part of it is 


about being authentic to yourself, your team, your organization, and your 


customers. 


Transition: Let’s see how being authentic helps you grow professionally and 


enrich your relationship with your customers.


5


A Way Of Being


AUTHENTICITY CHANGE MANAGEMENT ACTIVE LISTENING QUESTIONING


Authenticity


Living by your values, embracing the 


truth, and staying transparent to the 


facts.







Being Authentic (3 minutes)​


Do:​


• Read the quote.


• Review the points on the slide to explain what does authenticity mean.


Transition: Let’s see how authenticity helps you grow professionally and 


enrich your relationship with your customers.


6


Being Authentic


Every “hu”man builds his world in his own image. He has 


the power to choose, but no power to escape the necessity 


of choice.


- Ayn Rand, philosopher


As a professional, being authentic means to:


• Have a deeper understanding of yourself – your values 


and purpose, and your strengths and weaknesses


• Be accountable and vulnerable


• Share your honest thoughts and opinions


• Be able to adjust to and be respectful of your customer's 


environment and circumstances


AUTHENTICITY CHANGE MANAGEMENT ACTIVE LISTENING QUESTIONING







Replay the Past: Breakout Room Activity (23 minutes)​


Activity Explanation, Q&A (2 minutes)​


Breakout room (3 minutes X 6 participants = 18 minutes)​


Debrief (3 minutes)


• Do:​


• Point out the BR icon at the top-right corner on the screen and tell participants 


that this indicates a breakout room activity on the slide.


• Mention that in this activity, participants will be taking time to reflect on their 


previous experiences.​


• Explain that this could be talking about an appreciation mail, or troubleshooting 


a problem at the customer end, or a customer call where you have acted as a 


trusted advisor and have turned the tables.


• Say: Professional-services organizations in which talent is a significant source of 


differentiation and competitive advantage, can create significant customer value 


through the practice of authenticity. Here’s a quick tip! Think of the customer you’d like 


to talk about. 


• Ask if there are any queries. Resolve.​


• Say: This is your first group activity of the session. Take time to connect with your 


partners. Start with a brief introduction and then talk about your personal 


accomplishment. You will get 2 minutes each to speak. Remember, utilize the allotted 


time judiciously.​


• Remind participants that if they wish, they can capture the screen using the Print 


Screen option or using their phones as once they enter the breakout room, they’ll not 


be able to see the screen.


• <Producer Notes:​


• Assign participants to their teams (four groups of 6 each) and set the timer to 


18 minutes. Open the breakout rooms. Broadcast the screen contents/steps to 


all breakout rooms. This may need Host permissions. Help the 


facilitator briefly visit each breakout room to observe how participants are doing 


and make their observations.>


After the breakout rooms are closed and participants are back to the main session:​


• Debrief:


7


Replay The Past


Share with your group:


A personal accomplishment where you think you built excellent customer 
experience by being authentic.


Hints:
❑ Stood for your values
❑ Took accountability and acted deliberately 
❑ Offered a unique/valuable perspective
❑ Navigated customer through a new approach/solution/change 


GROUP ACTIVITY


B
R


AUTHENTICITY CHANGE MANAGEMENT ACTIVE LISTENING QUESTIONING


18 Minutes







Transition: Let’s me share what I feel are the benefits of being an authentic 


consultant.


7







Replay the Past: Debrief (3 minutes)


Do:


• Explain the benefits listed on the screen. Quote real examples, wherever 


possible.


Transition: We had a good discussion about how to be authentic in the 


workplace. Let’s take the last benefit (listed on the screen) ahead and talk 


about driving change. 


8


Debrief


• Builds customers’ trust and confidence in your 


relationship


• Encourages customers to be open, honest, and 


direct


• Reports issues as soon as notices them


• Supports the integrity of the customers’ concerns


• Ensures organizational change efforts stay 


relevant and realistic 


Benefits of Being an Authentic 


Consultant:


AUTHENTICITY CHANGE MANAGEMENT ACTIVE LISTENING QUESTIONING







SAMPLE - 2


9







Breakout Activity
Duration: 15 minutes (5 minute individual preparation + 5 minute strategy sharing by each partner)


Facilitator notes:


• Allow 5 minutes for Step 1.
• Divide the group appropriately.
• Provide instructions:


• Refer to your pre-work and populate the table on page 38 of the PW (the table can be 
shown to the participants by moving to the next slide.)


• Take turns and share your work with your partner.
• Take and record feedback, as required.


Producer notes: 


• Divide the group into triads.
• Open the breakout rooms. 
• Help the facilitator briefly visit each breakout room to observe how participants are doing and 


make their observations. 
• After the breakout rooms are closed and participants are back to the main session, the instructor 


debriefs the activity.







Broadcast Slide for the activity







Debrief
Duration: 5 minutes


Facilitator notes:


• Ask the participants to answer/discuss using the chat option or use the “Raise Hand” option and 
unmute their microphones to speak.


• Pick a few volunteers to share their strategy.
• Prod them to think:


o What were some of the skills you identified that you want to focus on practicing?
o How would using these benefit you in your influence discussions? 







SAMPLE - 3
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Problem-Solving Process: Steps


START


01 DEFINE THE 


PROBLEM


(Analyze the situation) 


02 Explore Cause


(Find the root cause)


03 Simplify 


the Problem


04 Identify Solutions & Alternatives


(Discuss Consequences)


07 Evaluate 


Outcomes


06 Implement 


Solution


05 Choose a Solution


(Gather data and critically analyze)


Problem-Solving 


Process


END


Slide Duration: 5 minutes
Cumulative Duration: 39 minutes
<Buildup Slide>


Say:
The first and one of the most important steps is to…
1. <click 1> Define the Problem— because if you don’t clearly define the problem, it is difficult to 
actually address the concern. This step starts with asking a question or asserting a strong assumption.
2. <click 2> Explore Causes, Build a logic/issue tree—this step looks at the potential causes of the 
problem so that you can understand where the breakdowns are. The parts should be Mutually 
Exclusive, Collectively Exhaustive. If you are wondering what that means, No worries, we will explain 
that later.
3. <click 3> Simplify the Problem —Simplifying the problem focuses your energy on what’s important 
and reduces the number of potential solutions.
4. <click 4> Identify Solutions & Alternatives-The goal of this step is to create an overall plan of action 
to support the development of your problem-solving strategy. Going through this exercise as a team 
will help you identify the scope of the task at hand by gathering data and critically analyzing. 
5. <click 5> Choose a Solution—many people jump too quickly to this step; it’s best to do your 
homework in the earlier steps before jumping to a solution to avoid wasted effort. At this step you’re 
ready to explore possible solutions now because you have clearly defined the problem and what’s 
causing it so that your solutions are more likely to make a difference and get at the root of the 
problem.
6. <click 6> Implement a Solution - Synthesize Solution and ask so what—if you’ve done all the other 
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steps well, this should be fairly smooth! This step will lead you to useful and practical 
recommendations
7. <click 7> Evaluate Outcomes—it’s important to close the loop with these steps to be sure that the 
solution is working and to harvest anything you can learn from it.


Transition: Now, that we have reviewed all seven steps on a higher-level, let’s take a look at the tools 
you can use as you work through this process. Then we will take a deep dive into the seven steps after 
we review the tools.
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5. Choose a Solution


24


Problem-Solving 


Process


• Review your options to see if any of 
them combine to create a different 
option.


• Conduct a pros/cons analysis of the 
options.


• Select the optimal option.


HOW TIPS


• Check to see that the solution 
supports our Principles and 
Competencies.


• Consider possible unintended 
consequences, including who else 
will be affected.


• Avoid jumping to select the obvious 
or easiest solution.


• Keep your focus on a solution that 
will solve the root cause and will be 
long-term. 


Choose a 


Solution


HOW


Slide Duration: 3 minutes
Cumulative Duration: 104 minutes  or 1 hour and 44 minutes
<Buildup Slide>


Say: Now we have to choose a solution or solutions. So how do we do that?


Do:
• Read the information under How and Tips.
• Provide explanation, as required. 
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Choose a Solution


5. Choose a Solution - Activity


Complete a pros and cons analysis on option(s) you selected.


Slide Duration: 3 minutes
Cumulative Duration: 107 minutes  or 1 hour and 47 minutes


Say: Think and determine how you can zero down on a solution based on the information we 
just covered for “How” and the “Tips”.
(Give 2 minutes for thinking)


Debrief: Okay what did you come up with? Go ahead and annotate.
• Share the whiteboard.
• Allow participants to annotate.
• Read the comments and debrief accordingly.


Transition: Now that we’ve picked a solution, we can move onto Step 6. (Click to advance)
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Restaurant Retail Partnership


Relaying Information


I’m Ready!







Hi! I’m David.
Hi! You are going to shadow David, a 
Retail Manger, today while he prepares 
to relay information about a new 
promotional offer to the management 
team and the retail sales associates. You 
already know what is involved in 
effectively and efficiently relaying 
information, so let us take you through a 
quick refresher. 


Continue







<Page 1> Sometimes feels like you are playing the “Broken telephone” game!


Corporate - Anna Retail Manager - DavidGeneral Manager - George Retail Associate- Christy


Relaying information can sometimes feel like you are playing the “Broken telephone” game. Let’s see how 
easily relaying information can get derailed starting with an email David, the Retail Manager, just received 
from Anna, who is in Corporate Marketing. 


Click each character to know how the information changed as it passed through different channels.







<Page 1> Sometimes feels like you are playing the “Broken telephone” game!


Corporate - Anna


“We have a new and exciting 
menu item that will be offered 


for a limited time! To launch 
the new menu item, there will 


be promotional t-shirts and 
glassware for you to sell. This 
promotion is to help you hit 
your quarterly sales goals!”


“Hey David, I just read an email 
from corporate. We are being 


instructed to offer a new menu 
item and sell promotional tees 


and glassware. This is 
supposed to help us hit our 


quarterly sales goals. Let your 
team know.”


“Team, I’ve just been told 
we are getting a new 


menu with new 
promotional items. We 


need to become familiar 
with the new menu and 


promotional items.”


“Why are we getting a 
new menu and what are 


we promoting?”


Retail Manager - DavidGeneral Manager - George Retail Associate- Christy


Were you able to find where the relay of information broke down? Let’s now review the Who, What and How 
of relaying information so that you can avoid playing the “Broken Telephone” game with your team!


How did this…become that?
Continue







<Page 2> Relaying Information


David, an RM, is chasing a sales goal. To meet his 
goal, he needs to collaborate with others. To engage 
these people in helping him achieve his sales goal, 
he turns his focus to relaying appropriate 
information to the correct audience.


Before David can relay his information, he needs to 
know the Who, What, and How!


Who does he need to 
collaborate with 


within the restaurant 
and when?


What kind of 
information does he 
need to relay to each 
group in order to be 


effective?


How do these 
meetings lead to retail 
awareness, thus sales?


Continue







Page 3: Who does David need to collaborate with?


Who doe David need to collaborate with? Let’s break this down by 
meeting type starting with the Weekly Manager meeting and the 
Manager 1:1 meeting. 


The sales floor is David’s primary workspace, and at times an 
appropriate setting for conducting business meetings. However, 
whenever David has big and exciting news to share with his team that 
is not ready for Guests or other associates to hear, he will need to 
find a more seclusive place to meet. The ideal location for a Weekly 
Manager meeting or the Manager 1:1 meeting is in an office or an 
area of the restaurant that can be closed off to Guest traffic. Each 
location’s office setup is different and may or may not be the best 
place for manager meetings.


The 5-Minute meeting can and should be conducted on the sales 
floor at the beginning of each shift. Shifts can be broken down into 
Open, Mid, and Close. A point to consider, David may want to conduct 
the 5-Minute meeting in a location on the sales floor where there is 
very little, if any, Guest traffic. Don’t want to impede the Guests from 
buying merchandise! 







Page 7: The Bigger Picture


One-on-One Meting Weekly Manager Meeting 5-minute Meeting


Who? Always consider your audience.


What? Each meeting involves a different story.


How? Always plan for the time and place.


Benefits No one breaks the telephone when passing along a message.


Alright, let’s take a look at the bigger picture here. You’ve learned all about one-on-one meetings, weekly manager meetings 
and 5-minute meetings. But at the root of it, no matter the meeting, always consider your audience. Understand that each 
meeting involves a different story. Always plan for the time and place. If you stick to the ins and outs of relaying information
properly through restaurant retail partnerships, no one will break the telephone when passing along a message.
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