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Colin Shaw  
Founder, CEO Beyond Philosophy 
 
Colin Shaw is a successful entrepreneur and author of three international best-selling books: 
Building Great Customer Experiences (2002); Revolutionize Your Customer Experience 
(2004) and The DNA of Customer Experience: How Emotions Drive Value (2007) and his 
latest book Customer Experience: Future Trends & Insights will be launched in September 
2010. Publishers, Palgrave Macmillan.  
 
Over the years, Colin held a number of managerial positions in sales, marketing, and 
customer service culminating in his appointment as Senior Vice President of Customer 
Experience for British Telecom (BT) where he led a team of 3,500 people worldwide. One of 
his many assignments was to ‘improve the Customer Experience at least cost’.  Following 
this success, Colin took the biggest gamble of his life. He left the security of the corporate 
world in 2002 to establish Beyond Philosophy, a pioneering consultancy focussed on helping 
organizations improve their Customer Experience. He started working from home and has 
built Beyond Philosophy to what it is today – recognized as world ‘Thought Leaders’ in 
Customer Experience with offices in London, England, Atlanta, USA and partners in Europe 
and Asia. 
 
As a sought after speaker, consultant, and executive coach, Colin has a very interactive style 
that uses thought provoking questions, humour and real life anecdotes that entertain while 
they inform.  He has even been known to make phone calls from the stage to make a point!   
 
Colin has appeared on CNN and the BBC and has been quoted in The Times, Marketing, 
Marketing Week, Customer Management, and many other publications. 
 
The Beyond Philosophy team is proud to advise many top world companies including: 
American Express, FedEx, TNT, Aviva, Dell and IBM. 
 
A devoted husband to Lorraine and father to Coralie, Ben and Abbie, He still finds time to be 
a loyal supporter of Luton Town Football Club and collects 1966 World Cup Soccer 
Memorabilia. 

 
 
Look for our new b ook Customer Experience: Future Trends & Insights Ð Oct 2010 
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ColinÕs Speaking Style  
 
Colin has a very interactive style.  He moves around the stage and goes down into the 
audience to connect with them. Drawing upon his 20 years of experience working with some 
of the largest companies in the world, Colin uses practical everyday examples and best 
practice case studies of Customer Experiences to make his point in a humorous manner.  
Colin challenges, inspires and motivates people to want to make the change as outlined in 
the presentation topic. 
 
Audiences find this audacious and exciting.  One of the best ways of making a point about a 
Customer Experience is to let the audience have a real experience during the presentation. 
Colin achieves this in a number of ways, but this can include making a ‘live call’ to any 
organization during the presentation. This can be a random company, a competitor, or their 
own organization. Colin then uses the outcome from this call to make his points about the 
Customer Experience and the organizations. 
 
 
Speaking Topic s 
Colin is an expert and world Though Leader on Customer Experience.  He can craft a 
presentation or workshop to fit customized audience needs. 
 
 

Customer Experience: Future trends and Insights  
Following many hours of research, discussions on innovation 
with industry analysts and stimulating debates with forward 
thinking clients, Beyond Philosophy, world thought leaders in 
Customer Experience, reveal three major trends in the 
Customer Experience.  
 
Trend One: In an increasingly competitive world, what will 
differentiate you from your competition is not just the old 4Ps 
of marketing (Price, Product, Promotion, and Place) but how 
you understand what motivates your customers at a deep, 
psychological level: how they feel about you and what 
subconscious impressions they hold of you.  To achieve this 
you need an entirely different approach. We will share with 

you how you can use psychological insight to improve the customer experience (Experience 
Psychology) and make something essentially the same, feel like something different. 
 
Trend Two: We all know the massive impact and potential of Social Media in the Customer 
Experience. Far too many organizations are just toying with this new channel. They need to 
embrace it and this needs a new mindset. Too many organizations are wrongly focusing on 
the technology, not the experience. This new groundbreaking research, using the Emotional 
Signature®, uncovers what drives or destroys value in a ‘Social experience’. We reveal what 
specific actions organizations should be taking to build an experience that drives value - $$$.  
 
Trend Three: The whole areas of Neuroscience, the study of the brain is still quite embryonic, 
however it will have a fundamental effect on the way we understand and deal with 
Customers. We peek into the not too distant future where you will not have to asked 
Customers how they feel; you will read the brain waves that will tell you even before they 
know themselves.   
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Speaking Topic s Continued  
 
 
What drives $$$ in a Social media E xperience?  
Social media is one of the key new developments that is impacting the Customer Experience 
and yet most organizations are only toying with it. Social media needs to be embraced. It 
needs a different outlook to life. Organizations need to embrace it and deal with some of the 
taboos. What do Customers really want in a social media experience? Most people look at 
social media form a technology perspective. We look at social media from a people and 
Customer perspective. We understand what drives people. Through new groundbreaking 
research, we can reveal what drives value in a social media experience. Colin shows 
practical examples of a poor social media experience and outlines what an organization 
needs to do to embrace this new media and maximize its benefits.  
 
 
 
What do Customers really want : Understanding the subconscious Customer 
Experience  
Customers do not know what they want. When Disney ask people who are going to attend a 
theme park what they would like to eat during the day, a number of people say they would 
like the option of a salad. What Disney knows is ...people don’t eat salads at theme parks; 
they eat hot dogs and hamburgers. What is happening here? Why is a Customer’s intention 
not the same as what they do? We have discovered that there is a subconscious experience 
that drives our everyday Customer Experience. In this presentation, Colin will reveal 
examples of subconscious experiences and the messages that they give to Customers. For 
example, banks put pens on chains. What does this say? Colin will engage the audience with 
this experience and reveal how they can see beyond their normal Customer Experience.  
 
 
 

How emotions drive value in a Customer Experience  
Over 59% of a Customer Experience is about emotions, 
and yet most organizations ignore Customer emotions 
even though this is what drives our very being on a daily 
basis. Following two years research with London 
Business School Colin Shaw reveals the emotions that 
drive and destroy value in his third book, The DNA of 
Customer Experience: How Emotions Drive Value .  
 
Colin explains how emotions form a critical part of any 
Customer Experience whether it is in the Business to 
Consumer environment or the Business to Business 
arena. Colin reveals the emotions that drive and destroy 
value, how negative emotions are evoked, and the 
resulting impact to the Customer Experience. He 

explains what organizations need to do to evoke a positive deliverable experience thus 
enhancing the value to the organization’s bottom-line through customer retention and loyalty. 
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Speaking Topic s Continued  
 
 
How to design a deliberate Customer Experience  
This presentation will answer this question:  What is If we have limited resources what do we 
focus on?   
 
Is your organization customer experience deliberate? Is it something you mean to happen or 
does it just happen? Colin talks about how most customer experiences are accidental or 
consequential. They are as a consequence of management actions taken without knowing 
the consequences of their decisions. In this presentation Colin shows lots of examples of 
poor Customer Experience and he explains what the organization needs to do to design an 
emotionally engaging Customer Experience. He reveals how to design emotionally engaging 
experiences that drive value.    

How to B ecome Customer -Centric                  
For his second book Revolutionize Your Customer Experience , new research revealed 
that all organizations are on a journey from Naïve to Natural® in the way they are oriented 
around the Customer. There are four stages as this diagram shows:   
 
 

To improve your Customer Centricity and thus 
your Customer Experience, it is important for 
organizations to define where it is and where it 
wants to be in the future. Organizations can 
make money from being Naïve (transactional), 
but is this where organizations will thrive? 
 
What does the organization need to do to 
improve its Customer Centricity? What needs to 
change internally to provide a better Customer 
Experience? Understand the traits of a 
Customer-Centric organization and explore the 
nine orientation areas that affect the Customer 
Experience.   
 
Colin can provide a self-assessment form that 

enables the audience to understand where they are today and what they need to do to 
improve their orientation on their journey from Naive to Natural®. 
 
 
 
 



 

 
180 Piccadilly 
London UK  W1J 9HG 
T: +44 (0) 207 917 1717 
F: +44 (0) 207 439 0262 

One Glenlake Parkway, Suite 700 
Atlanta, Georgia 30328 USA 
T: +1 678 638 6162 
F: +1 678 638 6201 

www.beyondphilosophy.com  

 

 
 
Speaking Topic s Continued  
 

  
The Seven Philosophies of Building a Great Customer 
Experience  
Based on his International best-selling book, Building Great 
Customer Experiences , Colin reveals his seven philosophies 
for building a great Customer Experience.  
Colin will give practical and humorous examples of how each 
of these is manifested in a Customer Experience.  Most 
importantly he will explain what must be done in order to 
improve the Customer Experience. 
 
As pre or post work, it is possible to send the audience a self-
assessment form that outlines where they are and highlights 
areas they need to improve. If time allows, Colin can 
consolidate these for feedback to the group and give his view 
on where they need to focus. 
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