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Beyond Philosophy Services:

Beyond Philosophy is recognized as the worlds thought leaders in Customer Experience. We 
have written three international bestselling books on the subject. Formed in 2002, Beyond 
Philosophy works internationally with organizations such as IBM, FedEx and American Express 
to name a few, from our offices are in London, England and Atlanta, Georgia, USA. 

We help improve our clients Customer Experience by harnessing our knowledge and 
experience of practical implementation around the globe. We have proven expertise in de-
risking implementations, increase speed of project delivery and saving costs through our 
engagements. Our tools and techniques are renowned for their practical application and have 
been tried and tested in many sectors.

Our services are: 

Strategic Guidance – We work with all levels of management in an organization and guide 
them on the decisions that need to be taken to improve their Customer Experience. We start 
by asking three key strategic questions:

What is the Customer Experience you are trying to deliver?
What emotions are you trying to evoke?
Is your Customer Experience deliberate?

Our consultants work with the organizations to answer these key questions and put in place 
actions that will improve the organizations revenues, retain customers and save costs.

Training – We have well developed training programs for organizations from senior 
leadership to front line people. We also have developed specific training for Customer 
Experience professionals, whom we train and certify on our tolls and techniques. We believe 
in “experiential” training, getting the delegate to feel what their Customer Experience is 
really like. We use real-life case studies to demonstrate our key points. 

Market Insight and research – We specialize in conducting Customer insight on the 
subconscious and emotional aspects of the Customer Experience. We have developed 
models, with London Business School, that can predict revenue benefit an organization can 
enjoy through improving their experience. We put in place measurement tools that can 
measure the total Customer Experience. 

Conference speaking – We have a team of people who deliver high quality conference 
speeches around the globe on how to improve your Customer Experience.



Page 3 of 19

212 Piccadilly, London , W1J9HG   One Glenlake Parkway Suite 700
TEL: +44 (0)207 917 1717 Atlanta, Georgia USA 30328
www.beyondphilosophy.com TEL: +1 678-638-6162
www.ExperienceClinic.com

You may not be responsible for the past but you are responsible for the future. (Anon)

The names of the airline, airports and destinations of this experience have been changed to 
ensure the anonymity of the people involved. This was an actual experience of mine.

“Would all those passengers on the AAE Airline flight Marbella in Spain please report 
outside immediately as the coach will be leaving shortly to take you to London’s 
Stansted Airport.

“What?” I said to my wife Lorraine, “Did you hear that? What is happening?” Somewhat 
annoyed and frustrated I rushed over to the counter and asked what was happening. All 
we knew was that when we arrived at the airport at 7.30 that morning we were told the 
flight had been delayed due to technical problem.

On reaching the desk I interrupted an AAE employee who was chatting to her friend. 
“Excuse me, what is happening with our flight”? “Didn’t you hear the announcement?” 
she said in a tone of voice that was really saying, are you stupid and why are you 
disturbing me? “The flight has been cancelled and we are putting on another plane so 
you’ll be flying out from Stansted” she said nonchalantly as if it was an everyday 
occurrence. “You had better get out there quickly before the coach leaves” 

I hurried back to where Lorraine and I had set up camp. We quickly gathered our 
belongings, leaving our coffee and Danish pastries as we were now feeling somewhat 
stressed and concerned that we were going to miss the coach.

However, we should have known it was a case of “hurry up and wait” 

Acting like sheep we followed the crowd. I noted there was no one to guide us. We 
joined the chaos that was a meant to be a line. There was one coach and everyone was 
trying to get on it. I noticed two AAE employees happily chatting together, totally 
oblivious to the chaos around them. I thought to myself how funny it is that you find 
yourself resenting them being happy when you, the customer, are feeling all these 
negative emotions. It amazed me that customers were loading their own bags onto the 
coach with no help from the driver or the AAE employees; they just continued to laugh 
and chat.

Some of the people who had loaded their bags got on the coach only to discover there 
were no seats left. As no one was in control it was chaos! These passengers then had to 
unload their bags, by themselves causing more delays. 

I thought of my coffee and Danish pastry and cursed myself for allowing myself to get 
panicked into coming outside and waiting in the cold. After 45 minutes of waiting, 
another coach arrived, after which a similar farce ensued. We finally loaded our bags 
and got on the coach. There was no apology from the AAE employees, no reason given 
for the delay and no announcement about what was happening or when the flight was 
leaving, so no one could plan pick-ups. It was clear they just didn’t care and just wanted 
to see the back of us as soon as they could.  
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It’s interesting how this kind of episode brings down the barriers and people started 
bonding with each other. All our fellow passengers recounted their stories of what had 
happened to them, what they had been told and the impact it would have on them. 

We arrived at Stansted where there was no one to greet us. We walked to departures 
and we were asked to join a line by an AAE, employee who was directing people at the 
check-in area. After 30 minutes wait, we finally reached the head of the line! Thank 
goodness. We were there now.

“Tickets please” the woman said in that sort of way that you know she just wanted to go 
home. Her job was to process you. “You’re not booked in on this flight” she proudly 
announced in a loud voice.  “What!” we replied totally exasperated. “Look, we have just 
transferred over from Luton and we have been up since 6.00 this morning”. I could 
sense the frustration and annoyance building in me. I am normally very mild mannered 
and it takes a lot to get me angry, but I could feel the anger rising in me. She then looked 
at the screen and said “Ah, you’re in the wrong line” again in a tone of voice that said 
‘Ah, I am right and you were wrong. Told you so! 

“This line is the flight to Marbella from Stansted” she said in triumph. “You’ll have to go 
over there to that line” Confused, I protested that we were in Stansted and we were 
going to Marbella. With a rye smile she said “Ah yes but you have transferred from 
Luton, this is Stansted to Marbella flight, and you need the Luton to Marbella flight”. By 
this stage, I could feel the anger welling up inside me. “But we were told to come here by 
that AAE woman,” I said, pointing an accusing finger. “Well, you need to line up over 
there”. 

I thought maybe another tack would be better, so I put on my “lost boy” look and said 
“But can’t you just book us in from this line? “NO” came the sharp reply. “Listen, you’re 
lucky we have even put a flight on for you today, and we (Stansted) didn’t have to”. That 
was the straw that broke the camel’s back; she had the audacity to tell me that they were 
doing us a favor! At this point I decided to give her some free consultancy and angrily 
told her what I thought about the service she was providing. I told her that we, the 
inconvenient customers, paid her wages. There was a spontaneous round of applause 
from other passengers around us.

It was obvious that we weren’t going to win, so we moved lines. By then I was really 
mad. Not just the incompetence, but the total lack of care had enraged me. 

We were confronted by another long line and a further 30-minute wait. We decided to 
complain to the manager. On three separate occasions we were informed that we had to 
go to the check-in desk to meet the manager as she couldn’t come out onto the floor. 
We refused and eventually the manager agreed to talk to us in the line.  To be fair she 
listened and, for the first time that day, apologized. She informed us that they were an 
outsourced company and couldn’t do anything and that if we wanted to complain then to 
email our complaint to their customer services.
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We were the last to get on the plane and for all this trouble we received a £6 ($10) meal 
voucher which we had to buy sandwiches with as there was no time to eat before we got 
on the plane.

Lorraine and I were now feeling a mixture of emotions. Relief was the main one, but also 
resentment and frustration in how we had been treated. The delay was bad enough but 
these things happen; it was the manner in which we were treated that really annoyed us. 

Here’s the irony though. We were catching this flight to go to our mountain retreat to 
write this book! It was as if someone had said, ’OK let’s give you a case study for you to 
talk about!’

After a good week of writing and an uneventful trip home, I decided to complain and 
instead of writing found it easier to phone the call centre to complain. After what seemed 
an eternity the call was answered and I was informed nothing could be done without the 
booking reference number. I protested that surely they could look up the flight and my 
name. No. Incidentally, whilst I was complaining AAE was making money with the 
national rate number, an 0870 number in the UK, which means the company shares the 
profit with the telecoms supplier and they had decided to put on their “customer service” 
line. This is always a tell-tail sign for me, when a company effectively makes a profit from 
your customer complaints! They suggested I wrote an email with all the details. Over a 
three-month period I wrote three times to the customer service team and didn’t even get 
an acknowledgement!  Finally I sent a letter to the CEO by recorded delivery. No reply. A 
month later I sent another one. Finally, on 14th October, five months after my original 
emails of complaint, I received a reply from a customer service representative. I’m not 
sure if this was replying to my previous emails or my letters to the CEO. It was a 
standard reply and didn’t address the complaint in my correspondence. So I gave up. 

Let me be very clear about the issues with this experience. It is not the fact the aircraft 
had technical problems, this can happen. Nor was it the fact we were transferred to 
another airport. It is the total lack of care and consideration demonstrated by all the 
employees of this airline, during and after this experience. They couldn’t care less, and I 
was an inconvenience to them. This is why I have told many people of this experience 
and advised them not to fly with them. 

Why do organizations provide experiences like this? Why do they treat customers with such 
distain? Why do they focus on themselves and not the customer? Clearly, it must be because 
they consider this is the best way to make a buck. In our experience, typically, these 
organizations are run by management which are inwardly focused and blinded by their short-
term focus on profits, so much so it’s not even worth raising the subject of Customer Experience 
with them. As markets commoditize, organizations struggle to differentiate themselves, and 
unless you are in a growing market, as in the case of budget airlines in Europe, this can 
adversely affect your bottom line and, as a consequence, shareholder value. 
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Comet operates in a hugely price competitive environment with new sources of 
competition emerging all the time. On one hand the internet, on the other supermarkets. 
Comet’s role is as a specialist; a deep range specialist and as such it was under threat 
from both directions. It seemed to us that what Comet really needed to do was to re-
establish its position as a specialist. We have large stores with extensive ranges and 
competitive prices but what we were not focusing on was providing customers with a 
really great shopping experience and helping them cut through the confusion and 
complexities of electricals.

I saw this as the most important part of our strategy. The Customer Experience is at the 
heart of that strategy as it is the one way we could differentiate ourselves from our 
competitors, therefore the whole business had to orientate around it.  For instance, our 
advertising changed as a direct result of our work, putting the customer and the 
Customer Experience at the heart of the business. We relaunched the brand; new colors 
and new logo in August 2005.

Many of our other clients will tell you a similar story. We have been fortunate to deal with many 
of the world’s leading organizations, such as IBM, Allianz, RBS (Royal Bank of Scotland), Virgin 
Mobile, Microsoft, and Royal Bank of Canada. In so doing we have discovered that you need to 
dig into the detail and understand the DNA of Customer Experience.

In this book we will look at this DNA. We will look at what the Emotional Signature™ is for 
business as a whole, different sectors and individual organizations. We will delve down into the 
detail of their DNA and dissect what is happening. We also go an important stage further. We 
reveal what you need to do to improve.

With our expert eye, gained from many successful implementations, a great deal of research 
and the countless analysis of different organization’s experiences, we can reveal what they are 
doing to cause a poor experience or to provide a great experience. We will be able to enlighten 
you in what you need to do to change. For example, clearly AAE is an example of a poor 
experience. We would also judge from this experience that there is a lack of care of the 
customer which is endemic throughout the organization and potentially the budget airline sector. 
The CEO at AAE hasn’t even had the decency to reply or acknowledge my letters; it is obvious 
he doesn’t care. Another CEO of a budget airline, when interviewed in the media about its poor 
levels of customer service proudly said “What do you expect if you pay £30 ($54)?” In both 
these examples, consider what this says about the DNA of these organizations? What DNA 
does it reveal? It clearly reveals a, couldn't care less attitude to customers for both carriers. 

As a result, what attitude do you think the employees in both organizations have towards 
customers? The answer, a poor one! This attitude is written into the DNA of these organizations 
and manifests itself in their Emotional Signature™ and their Customer Experience. It is 
embedded deep and is hereditary. It’s like knowing that every male in your family is going to go 
bald or unfortunately have some heredity illness. This DNA in organizations is passed from 
generation to generation and becomes an inherited trait. Long-serving employees pass this 
DNA down to new employees. For example:
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Ask yourself what is the DNA of your Customer Experience? What is your Emotional 
Signature™? How is it made up? How is it created? Let us look a bit more into the detail. When 
life is created, our DNA contains 23 chromosomes from the male and 23 from the female which 
combine to create a unique individual. In the case of an experience, it is not male and female, it 
is customer and organization that come together to create an experience. 

From the organizational view point, they are a mixture of many things: their mission, vision, the 
characteristics and beliefs of the leadership team, how this team role model behavior, what 
market they operate in, what the employees are like, and so on and so forth.

To understand the DNA of the Customer Experience, we need first to understand what a 
Customer Experience is. Here is our definition, which you may well recognize from our previous 
books:

A Customer Experience is an interaction between an organization and a customer. It is a 
blend of an organization’s physical performance, the senses stimulated and emotions 
evoked, each intuitively measured against customer expectations across all moments of 
contact.

A Customer Experience is about a number of things. It about a physical Customer Experience, 
such as price, product, location, opening times and the channel that is used, e.g. stores, online, 
telephone, the features of the product, and so on. Critically it is also about emotions and how a 
customer feels. Our research shows that over 50% of a Customer Experience is about 
emotions. Maxine Clark is CEO of the highly successful Build-A-Bear Workshop. Emotions are 
embedded into the design of their great experience. Let us hear what Maxine has to say:

Emotions are a key part of our offering and something we have deliberately designed 
into our experience. We want to connect with our Guests and make sure that they build 
a connection with their bear so they make a new friend for life. Connecting on an 
emotional level is an important part of the brand experience.

Maxine is trying to positively affect their Emotional Signature™ by connecting at an emotional 
level with their guest. One way that they do that, and a sign for us of a sophisticated experience 
designer like Maxine and the team at Build-A-Bear Workshop, is when they design into their 
experience the use of senses: sight, sound, taste, smell and touch. They know this is the only 
way that humans can acquire information. Without senses we do not gain any information. 
Customers are then very inventive with this; Maxine gives us a great example.

We make a difference in the lives of our Guests and they connect to us in ways we 
couldn't even imagine. Guests use our Build-A-Sound, where you can record your own 
sound, in many imaginative ways. A new mother will take it to the doctor's office for the 
ultrasound and record their new baby's heartbeat, then she makes a bear with that 
heartbeat that she'll have forever. Other Guests have recorded the sound of the baby 
after it's born so the grandparents can have a bear with the child's first cry in it. We 
wouldn't have thought that up.
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The sophisticated designer also knows that the Customer Experience is across all moments of 
contact, so it’s not just one part of the organization, the customer journey can touch many parts 
of an organization. We may see an advertisement and then visit a website, followed by going 
into a store, and then have something delivered, deal with or contact customer services and so 
on, a number of different contact points.

In our experience organizations are obsessed with the physical aspects of their Customer 
Experience. They have meeting after meeting about the delivery timescales, lead times, range 
of products, the time it takes to answer a phone call, the cost of the mailer going to customers, 
bill inserts, etc. But ask yourself this: if 50% of a Customer Experience is about emotions, how 
many meetings do you have where you discuss the emotions that you are evoking in your 
customers? How many meetings do you have where you truly debate the emotional impact your 
experience is having? How many meetings do you have when you are discussing or reviewing 
the DNA of your Customer Experience? 

The financial services market is highly competitive with very few organizations providing an 
outstanding Customer Experience. Most organizations we work with are looking to solve 
problems; only a few are looking at this as an opportunity to differentiate. One of our clients, 
Neville Richardson, the CEO of Britannia Building Society, a large financial services company in 
the UK (similar to a saving and loan company in the US), explains his view:

We started the work on the Customer Experience, not because we thought we had a 
problem, but because we thought there was an opportunity.  Having spent a great deal 
of time on replacing all of our core systems, undertaking a great deal of work on our 
culture, values and strategy, we felt all these things combined to give us the capability to 
provide a very different experience based on an emotional level. 

It is unusual for a CEO and a board to be talking about an emotional experience but this is what 
needs to happen. It doesn’t occur over night. Typically we find there is a period of adjustment 
that needs to take place before emotions become accepted in an organization’s vocabulary. 
Mark Gater, Customer Experience program manager, Britannia Building Society sums, it up:

If you asked me 24 months ago if I’d be standing up in front of senior managers openly 
talking about deliberately evoking feelings in customers, I would have told you that you 
were mad!  It probably took me about three months to even get comfortable talking 
about this and that’s from somebody absolutely immersed in it. It’s not an easy journey 
for people to take because it’s not something you talk about in business, is it?  In 
business you talk about profits and money!

It is strange, as emotions are with us every day of the week in our private lives, but not in 
business. Let’s try a test. As 50% of an experience is about emotions, what are the emotions 
you are trying to evoke? Write them down now. The next occasion you meet a colleague, or 
your boss, ask them. As Mark says, I bet the first thing they will do is look at you as if you are 
mad! The second thing, when they realize you are serious, is that they will all come up with 
different emotions. If 50% of a Customer Experience is about emotions, then why are you 
leaving this to chance? It’s like leaving your pricing strategy to chance. 
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Emotions drive human behavior!
Emotions are at the very core of all the actions we take and yet for years businesses have 
ignored them. We always refer to this as an onion. An onion has many layers and you have to 
peel back the onion to go through the different layers to get to the core. For example, consider 
the cars that people drive. It is not as simple as I want a car that carries me from A to B. People 
buy cars that are impractical, just so they can enjoy the ride, or that say something about their 
status. Other people can become envious or jealous, which drives them to gossip negatively 
about the person. Think about the clothes you wear. Again they say something about you and 
what group you belong to, if you like to be seen as smart or casual or in what context, all driven 
by emotions of self-worth. Emotions drive our daily lives. People take holidays to feel relaxed or 
maybe an adventure holiday to be challenged or feel exhilarated. We also buy from 
organizations that we trust, even if it’s only buying a Mars bar. Emotions are at the core of our 
being. 

But here is the dilemma. In our experience most people will agree that a significant part of the 
Customer Experience is about emotions. Some argue the percentage of impact but logic tells 
you that emotions form part for it. The issue becomes, what effects do they have and how do 
you “manage” these? It is a lot easier to design a logical, physical process. Planning to evoke 
emotions in customers is far more difficult. This takes us back to the old guard and the 
enlightened execs. In our experience the old guard need a lot of convincing that this is the right 
way to go and will produce the right results. Let me give you an example:

We were engaged by one of the world’s largest insurance companies to carry out a 
Naïve to Natural® assessment on 16 of their companies around the world. They wanted 
to see how well these companies were orientated towards the customer and identify best 
practice. They had realized they needed to improve their Customer Experience to 
reduce churn and to differentiate themselves in the market.

We were constantly being challenged, and rightly so, on the likely impact of a Customer 
Experience initiative on revenues. The board member we dealt with, and the central 
project team, all intuitively understood that improving the Customer Experience was the 
right thing to do and emotions absolutely formed part of this. Others in the organization 
were less convinced. A typical situation we encounter daily. We were particularly being 
challenged on our thoughts on emotions. The skeptics wanted to see a demonstrable 
link between improving their experience and increase in revenues. I particularly 
remember the day we were presenting the findings of our Naïve to Natural® assessment 
and an action plan to improve their experience to the board of one of their companies in 
Europe. We had been warned that we were in for a rough time as they were not 
convinced that the Customer Experience would help them improve their revenues. 

Everyone listened very intently to our presentation. One of the board members then said 
something that was to stay with me for some time. He said “Thank you for your 
presentation, but I am still not convinced that this will help us improve our profitability. 
The trouble is that you (Beyond Philosophy and the client’s central team) look at this as 
a religion. Like any religion you either believe it or you don’t. For those who do believe it, 
there is no question that this is the right approach and you probably can’t understand 
why people are even questioning this. For those who don’t believe it, and I am one of 
them, I need more proof that this will work as I do not have your faith. I cannot see a
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demonstrable link between evoking customer emotions and improving our revenues and 
without this I cannot support this”

He was right. To those of us who had “seen the light” it was obvious. To him it wasn’t. That is 
not his fault; it is ours because we had not explained it well enough in terms that he could 
understand. We constantly find that if you believe then nothing else matters, you don’t need 
evidence; you take things on faith, like any religion. This discussion really made me think. We 
need to find a way to empirically link how evoking emotions in customers gives a financial 
return. Answering this one comment has taken us over two years of hard work. But we now 
have the answer and it is already proving to be valuable for many of our clients. 

We are frequently contacted by people who have read our books and are looking for guidance 
on how to improve their experience. Typically they are fellow converts who understand the
many benefits that improving the experience will have for an organization. The chances are that 
you are one of them as you are taking the time and trouble to read this book. The issue you will 
face is convincing others of your beliefs, especially the leadership. Chuck Kavitsky, CEO 
Fireman’s Fund insurance company in the USA and another client, gives us his view:

That doesn’t happen unless you have a leadership that is engaged, that is absolutely 
unwavering in its confidence in the Customer Experience. If leadership is not engaged 
then it won’t work.

This book has been inspired by the challenges we have received to prove that emotions drive 
value. We have focused on changing this from a religion into a financial imperative that is so 
compelling you would need to be mad not to believe it. It is about being able to look at things 
from a financial perspective and provide a demonstrable link that we struggled with two years 
ago. It’s about pushing the boundaries of our understanding on the subject of Customer 
Experience and continuing to provide thought leadership in this area, understanding the DNA of 
Customer Experience and how emotions drive value.

Over this period we have had many debates with leading gurus around the world. We have 
debated this with many CEOs, the contributions of some you will read in this book. All these 
organizations are improving the Customer Experience and achieving greater financial returns, 
all have a story to tell but all of them are doing it ultimately for one reason; to make money. Let’s 
hear again from Neville Richardson, Britannia Building Society. Neville is one of those rare 
CEOs who know that improving the Customer Experience is the right strategic move: 

You asked if we produced a business case for this work. Being an accountant by 
background I could have prepared some high level assumptions and produced a 
compelling business plan that would have convinced anyone that the Customer 
Experience was the right thing to do. A number of people on the board were pushing for 
this but I resisted very hard as I felt this was just strategically the right thing to do. We 
didn’t need a massive business case to prove it. What I do know is that if we reduced 
our complaint levels by say ten percent or our first time resolution, then these numbers 
would be big enough to justify it financially. But that’s not the point; this is the right thing 
to do for our customers.
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It is not for the Neville’s of this world that we undertook this work. Unfortunately Neville is in the 
minority of CEOs, we certainly wish there were more people like him to champion this work from 
his level. This is for the others who may need a bit more convincing. To do this let’s go back to 
first principles for a moment, let’s stop and consider what organizations want to do: 

Produce loyal customers 
- Loyal customers are cheaper to serve than new customers.

Attract new customers at least cost 
- Word of mouth and referrals are the cheapest and most effective form of 

advertising 
Reduce costs as far as possible 

- Cut out waste and inefficiency
Increase spend by getting people to buy more

- Loyal customers spend more money with the companies they are loyal to.

How can the Customer Experience help to achieve these aims? Well the good news is, in many 
ways, but only when you understand the DNA of the Customer Experience and you look into the 
detail of what is happening. 

To understand the DNA of the Customer Experience, we have been studying in minute detail 
the connection between Customer emotions and the effect on loyalty and spend. We have 
interviewed over a thousand people on both sides of the Atlantic. We are pleased that this has 
been very much a team effort. We have been fortunate enough to be guided from a 
psychological perspective by Professor Jane Raymond, one of the UK’s leading psychologists 
and Chair of Experimental Consumer Psychology, and Dr. Jeremy Miles, now of the Rand 
Corporation and author of two books on statistics, who have helped us discover the links 
between the drivers and the destroyers of value. And finally we thank the London Business 
School for the guidance, advice and support of Professor Christopher Voss. He has challenged 
us, input his own ideas and thoughts and endorsed our methodology and discovery. Not to 
make this just an academic exercise, we have also tested this with a number of clients in live 
situations, some you will read about in this book. Truly a team effort.
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Figure1.1 Emotional Signature of Value

As you will see in Figure1.1, there are three 
clusters that drive value and one cluster that 
destroys value. Whilst these clusters are 
statically independent, our experience shows 
that there is a natural order of these clusters. 
We have dedicated a chapter to each of 
these but let us give you a little taster now. 

Figure1.2 Destroying cluster of emotions

The Destroying cluster of emotions is the first place 
you need to focus on when looking to improve your 
Customer Experience. There will be a number of 
actions your organization undertakes that, knowingly 
or unknowingly, are evoking these emotions.  We are 
not naive enough to believe you will be able to 
eradicate the destroying emotions entirely, but they 
do need controlling. This cluster not only destroys 
value but it also costs you money for example dealing 
with customer complaints, returns and so on. 




