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Viewpoint 1
 VIDEO SCRIPT
(Voiceover: Glasbau Hahn is a glass-making factory in Frankfurt in 
Germany. Till Hahn is its Director.)

Our company has been based from the very start always in 
Frankfurt am Main. Originally, we had been more in the centre of 
the city, but during World War II Frankfurt was heavily bombed, 
then we moved out a bit towards the East and this is where we are 
and where we feel very happy.
We can trace our company back to 1836, that’s when my great-
grandfather came to Frankfurt as a glazier and he married a widow 
who had been in the glass business already before, and ever since, 
it’s in the hands of the Hahns.
Our company can be divided in three sections. The original one 
was strictly the glass business – windows, door fronts, glass doors, 
and so on. The second one is louvre windows – a special window 
for ventilation. Perhaps the most glamorous part of our business is 
display cases, museum equipment.

Who are your clients?
Well, when I talk about display cases, our clients certainly 
are museums – museums all around the world. After England we 
were brave enough to expand into the United States, that was my 
special effort for the company, which has turned out very well. 
And now we are doing business with most places on earth. We 
have, I think, six offices for representing us spread around.

How many employees do you have?
In Frankfurt we have about 120 employees, there are about 
another 35 in Stockstadt who are doing the louvre window 
business, and then we have about another 15 people in our 
various offices in Japan, in Tokyo, in China, in the United States and 
in England.

Who are your competitors?
There had been some glorious times in the past when we didn’t 
have any competition, that was in 1935 when my father invented 
the first all glass construction, meaning the bonding of glass to 
glass without intermediate framing.
Then it was back in 1970 where competitors became more 
apparent and they are not so much in Germany, but rather one 
of the competitors is based in Italy, one is in England, and we 
always meet when there’s an international bidding to do. And 
usually we are the most expensive one, but fortunately our clients 
nevertheless rank quality highest, and the price tag is not the only 
decision factor, otherwise it would be very … to our disadvantage.
Our markets where we are very successful outside of England and 
America is lately, specially is Japan, very important, China, and 
even Egypt.

Viewpoint 2
 VIDEO SCRIPT
Hilton is the best known hotel brand name in the world. We have 
altogether about 3,600 hotels around the world and growing. We 
are divided into ten different brands – Waldorf Astoria, Conrad 
being the luxury; Hilton Hotels, Double Tree Hotels and Embassy 
Suite Hotels in the sort of mid-market segment and full service; 
and then more, the sort of limited service which is excellent 
products but not so much service, it’s like the Hilton Garden Inns, 
the Hamptons, and these sort of brands.

How do customers choose a hotel?
I think a customer chooses destination more than brand, you 
know, to start off with. If anyone wants to come to London or to 
Düsseldorf or to Berlin, they may, you know look at the destination 
first and then they may look what’s there and what’s on offer and 
what hotels are there where they can stay.

How does the Hilton compete?
It is product, it’s location, it’s service, it’s the different facilities 
in the hotel that we offer, for example we have a very good 
meetings and conference product and a ballroom which can seat 
a thousand people, we have 350 car parking spaces, so we are 
offering some unique features here. And, of course, service.
The fact that we are in so many different locations, I couldn’t tell 
you now, but I think we are in over 120 countries around the 
world, so there are not many places where there is no Hilton 
branded hotel. Then we have a fantastic loyalty programme, our 
Hilton Honours, and that enables the regular user to collect points 
and air miles at the same time, so it’s another incentive to stay and 
to sleep with Hilton rather than at the competition.

 VIDEO SCRIPT
What is the customer journey at the Hilton?
There are some basic areas that one expects, which is a nice 
welcome on arrival, a clean room and a comfortable bed, a good 
breakfast, and a friendly and helpful service.
We’re looking at, at the customer journey, the customer journey 
is the path a guest takes when they arrive in the hotel, actually 
already when they make the reservation. So the customer journey 
starts perhaps in the Internet or the moment they are on the 
phone making a booking, and then it continues when they arrive, 
when they walk into the front door, when they check in, when 
they have the first interaction with the hotel staff on arrival. The 
next step is the room itself and what they do in the room. In the 
room they can, they can order room service, or they can, they can 
put clothes into the laundry or dry cleaning, they sleep in the bed 
obviously, the room is being cleaned every day. The next day they 
take breakfast, perhaps in the room or in the restaurant, they may 
use their mini bar, they may go, they may attend a conference 
in the hotel and use the meeting rooms in the business centre, 
or they attend an event in town and may use public transport. 
At some stage they will then leave again – they will come back 
to Reception, they will pay the bill and check out and hopefully 
receive a friendly goodbye and farewell and, you know, ‘see 
you again soon’. So all that is the customer experience and the 
customer journey as we call it.
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How do you train staff for a positive customer journey?
We have two ways of training our staff in customer service. The 
first step was to define our services and we call them service 
standards or brand standards. So a brand standard, for example, 
describes that the telephone has to be answered within three 
rings, that it has to be answered with ‘Good morning, Dagmar 
speaking, Reception. How can I help you?’
The second step is then of course, the training we do with all 
the team members when they start. On day one they get an 
introduction to Hilton, and then they get an introduction into 
their department and the service standards of that respective 
department.
Number three is to check that it actually gets done, so twice 
a year we have mystery customers visiting us like a quality 
inspector, checking us and doing mystery quality control, to make 
sure that all the hotels and the hotel teams actually adhere to 
these service standards.

Viewpoint 3
 VIDEO SCRIPT
They’re all around us. We see them every day.
On cars.
On packaging.
On the sides of vans.
On the front of our local shops.
On the shelves of our shops.
In our homes.
On our phones.
We even wear them!
Logos are everywhere. 
So what makes a logo powerful?
Colour is a key factor.
Colours send a message and create an emotional response. 
Colour also says something about our business. Let’s take a look at 
some logos to see how they use colour.
For most people, yellow is a bright and optimistic colour. 
It makes us feel warm and happy inside. So brands like fast 
food restaurants use yellow on their signs and logos. It says to 
customers: ‘Hey! We’re a happy place to bring the kids and have 
fun’.
Another colour that’s popular with fast food restaurants is red. Red 
is an exciting colour which you often see on burger bars but of 
course …
Red can also mean danger or there’s an emergency, so you’ll see 
red logos for medical companies.
Of course, you can use colour in a logo to say something 
completely different about a product. For example, imagine you 
are selling a soft fizzy drink. You’d probably have a red logo to let 
everyone know how exciting life becomes when you drink this 
product.
But what happens when everyone wants a fizzy drink with less 
sugar in and you have to make your product healthier? Simple. 
Just turn your red logo into a green logo. After all, green sends the 
message that the product is clean and good for you.
So green is also good if you’re an energy company, or maybe sell 
organic food. Another colour that’s healthy is blue. Now earlier we 
said that logos for medical companies are often red. That’s usually 
when they are involved with first aid or emergencies. But we 
associate blue with safety and reliability so blue is popular with 
the pharmaceutical industry and with IT businesses.
You might think blue is a bit boring, but even less exciting than 
blue is the colour grey. Who uses grey as a logo?
Brands that produce technology use grey to emphasise how 
reliable their products are.

A classic timeless grey or silver logo is also the choice of many car 
companies because it represents strength and performance.
But what if you want your product to say your company is many 
things to many different people? Maybe you’re an Internet search 
engine that everyone uses.
The answer is simple.
Think about it. What does your company logo say about you and 
your business?

Viewpoint 4
 VIDEO SCRIPT
1
What we do here is we retail cooking oils, all types, to the catering 
trade. We then, when those oils are finished with, we collect those 
oils, we bring them back here, we refine them and we turn them 
into a biofuel which is sustainable for all types of applications. 
And that is the company in a nutshell so to speak.
Basically we are very much into the renewable energy and the 
company was based on a closed-loop philosophy and that closed 
loop represents something that has a starting point and has a 
finishing point, in other words a complete cycle.
2
I wanted to get involved with something that was going to help 
the environment, which was going to help, like CO2 emissions, so 
that was my first stage, and the starting point was selling edible 
oil which eventually would turn into a biofuel.
3
The fuel that it’s going to be, the biodiesel as we call it, is very 
much sustainable and in fact it lowers the emissions levels, there’s 
hardly any CO2. It’s also a very good lubricating factor for engines 
and the solvent within that biofuel cleans engines and therefore it 
really is something for the future or we hope it is, anyway.
4
Well, apart from the, obviously the, the environmental side which 
is on the emissions and the low CO2, it’s the benefits, it helps the 
pocket as well. The government have allowed a differential on 
duty of 20p and therefore that 20p is passed onto the consumer.
5
We’ve been going now for seven years, just over seven years, and 
it’s been rapid growth. You know, starting from me in a little van 
delivering oil, we’re, we’re now approaching a five million turnover 
per annum. That is going to grow next year. We employ 15 people 
and we’re hoping to introduce another two.
6
The changes are happening all the time with the business, since 
we first started and I think it’s very much the changes are pushing 
us rather than us pushing the changes. One of the things that 
we need to do is to try and convince the OEMs, which are the car 
manufacturers and the truck manufacturers, that biodiesel is a 
sustainable, clean fuel.
We’re also looking to expand the business, the business needs to 
expand and again, it’s not a question of us pushing to expand it, 
we’re being pushed to do that. We’ve bought a premises which 
now occupies well over 14,000 square feet, so we’re able now to 
introduce a new biodiesel line which the extra demand from next 
year for biofuels, from our major customers, and also to portray 
a better image of our business to the likes of the OEMs. So the 
future does look bright and it looks green.
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Viewpoint 5
 VIDEO SCRIPT
(The John Lewis Partnership is one of the UK’s leading retail businesses. 
Colin Goepfert is the Learning and Development Coach at John Lewis.)

The John Lewis Partnership came into being in 1950. We’ve 
now got in the region of 78,000 people who work in the John 
Lewis Partnership. It includes about 32 department stores up 
and down the country, over 250 Waitrose supermarkets plus our 
Internet business. We have a production unit up in Lancashire, 
near Blackburn, and also we have a farm of about 4,000 acres in 
Hampshire where we grow and produce a lot of the milk and 
apples and mushrooms that we sell in our Waitrose supermarket.
We have partners, essentially most other businesses would refer 
to them as employees or staff, we call them partners because 
they are all partners in the true sense of the word. They all have 
responsibilities and share in the benefits of our business. That 
doesn’t mean when they join us on day one they get one share 
of John Lewis, it means at the end of the year, when we’ve 
worked out our profit for that year, every partner would receive a 
proportion of their annual pay as a percentage. So whether you’re 
a Saturday-only partner or the Chairman, you would all receive the 
same per cent of your pay as your bonus, so that’s almost like the 
dividend that you would get if you were a shareholder in other 
business. We call them partners because they all have a part to 
play in our success and sharing that.
Like any business, we have to be successful and therefore we have 
to make a profit. Because we don’t have any external shareholders 
we don’t have to produce a dividend to keep other people happy. 
We have to make the profit and we want the profit to be sufficient 
to enable us to continue doing what we do. And what we do is 
to look after our partners in the terms of the employment and 
the benefits we offer, because we believe that if you look after the 
partners, they will therefore look after the customers; look after the 
customers, they will look after your profit, and we have what we 
call the partner-customer-profit cycle and that’s what we live and 
work to.
Other ways that we kind of measure our success, obviously, is 
turnover, because the turnover feeds directly into the bonus, but 
we also look at the feedback we receive from outside bodies – 
Which reports, Verdict reports, the customer service groups that are 
available – and we regularly, between John Lewis and Waitrose, 
feature in the top two or three companies for those, again for us 
really important.
We like to always pay the best rate for the right level of 
performance. We’re constantly looking at the, at what we call the 
market rate, which is what the going rate for a particular job is, but 
within our pay structure every partner has the opportunity to work 
their way up.
We have a very comprehensive training package called Horizons, 
which has a huge amount of resources, courses, books, videos, 
DVDs, coaching sessions that partners can sign up for to help 
them achieve the best in their performance. We have the bonus 
that we’ve mentioned earlier which was last year about 18%.
We also have in all of our workplaces subsidized dining, a 
minimum of four weeks’ paid holiday rising to six weeks after ten 
years, we have a final salary non-contributory pension scheme. 
We offer something called long leave – after 25 years of continual 
service a partner can actually take six months off, fully paid, to 
just go and get away from their normal work regime and just 
experience something different.
So we’re constantly trying to find new ways of making the life of 
our partners fuller and enable them to do more than they perhaps 
would do. Pay’s important, but to us, pay is just one part of partner 
development and partner growth, and we hopefully have a pack 
that’s second to none.
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