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Publisher about the Courseware 

The Courseware was created by experts from the industry who served as the author(s) for this 
publication. The input for the material is based on existing publications and the experience 
and expertise of the author(s). The material has been revised by trainers who also have 
experience working with the material. Close attention was also paid to the key learning points 
to ensure what needs to be mastered.  

The objective of the courseware is to provide maximum support to the trainer and to the 
student, during his or her training. The material has a modular structure and according to 
the author(s) has the highest success rate should the student opt for examination. 
The Courseware is also accredited for this reason, wherever applicable.  

In order to satisfy the requirements for accreditation the material must meet certain quality 
standards.  The structure, the use of certain terms, diagrams and references are all part of this 
accreditation. Additionally, the material must be made available to each student in order to 
obtain full accreditation. To optimally support the trainer and the participant of the training 
assignments, practice exams and results are provided with the material.   

Direct reference to advised literature is also regularly covered in the sheets so that students 
can find additional information concerning a particular topic. The decision to leave out notes 
pages from the Courseware was to encourage students to take notes throughout the material. 

Although the courseware is complete, the possibility that the trainer deviates from the 
structure of the sheets or chooses to not refer to all the sheets or commands does exist. The 
student always has the possibility to cover these topics and go through them on their own 
time. It is recommended to follow the structure of the courseware and publications for 
maximum exam preparation.  

The courseware and the recommended literature are the perfect combination to learn and 
understand the theory.  

-- Van Haren Publishing 
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Self-Reflection of understanding Diagram 

‘What you do not measure, you cannot control.’’ – Tom Peters 
 

Fill in this diagram to self-evaluate your understanding of the material. This is an evaluation 
of how well you know the material and how well you understand it. In order to pass the 
exam successfully you should be aiming to reach the higher end of Level 3. If you really want 
to become a pro, then you should be aiming for Level 4. Your overall level of understanding 
will naturally follow the learning curve. So, it’s important to keep track of where you are at 
each point of the training and address any areas of difficulty. 
 
Based on where you are within the Self-Reflection of Understanding diagram you can 
evaluate the progress of your own training.  

 

Level of Understanding 
 

Before 
Training 
(Pre-
knowledge) 

Training 
Part 1 (1st 
Half) 

Training 
Part 2 
(2nd 
Half) 

After 
studying / 
reading the 
book 

After 
exercises and 
the Practice 
exam 

Level 4 
I can explain the 
content and apply it . 

     

Level 3 
I get it!  
I am right where I am 
supposed to be.  

     
   Ready for  
   the exam! 

Level 2 
I almost have it but 
could use more 
practice. 

     

Level 1 
I am learning but don’t 
quite get it yet.  

     

(Self-Reflection of Understanding Diagram) 
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Timetable 
 

 Day 1 

  Introduction to XM and XLA 
 - What are Experience Management and XLA? 

 - Why are XM and XLA important? 

 - XLA value drivers 

  The XM Journey 
 - The 5 Ds 

  Define 
 - Scope 

 - Commitments 

 - Purpose 

 - Positioning 

 - BHAG 

  Discover 
 - Experience 

 - Collaboration 

 - Business impact 
  

Write down the problem areas that you are still having difficulty with so that you can 
consolidate them yourself, or with your trainer.  After you have had a look at these, then you 
should evaluate to see if you now have a better understanding of where you actually are on 
the learning curve.  

 

Troubleshooting 

 Problem areas:  Topic: 

    

Part 1     

    

    

    

    

Part 2    

    

    

    

    

You have gone 

through the book 

and studied. 

   

   

   

   

You have answered 

the questions and 

done the practice 

exam. 

   

   

   

   

    

    

    

 

Van Haren Publishing©

8  



Timetable 
 

 Day 1 

  Introduction to XM and XLA 
 - What are Experience Management and XLA? 

 - Why are XM and XLA important? 

 - XLA value drivers 

  The XM Journey 
 - The 5 Ds 

  Define 
 - Scope 

 - Commitments 

 - Purpose 

 - Positioning 

 - BHAG 

  Discover 
 - Experience 

 - Collaboration 

 - Business impact 
  

Write down the problem areas that you are still having difficulty with so that you can 
consolidate them yourself, or with your trainer.  After you have had a look at these, then you 
should evaluate to see if you now have a better understanding of where you actually are on 
the learning curve.  

 

Troubleshooting 

 Problem areas:  Topic: 

    

Part 1     

    

    

    

    

Part 2    

    

    

    

    

You have gone 

through the book 

and studied. 

   

   

   

   

You have answered 

the questions and 

done the practice 

exam. 

   

   

   

   

    

    

    

 

Van Haren Publishing©

9Experience Management and XLA® Foundation Courseware 



  

 Day 2 

 Dream 
- Ambition organization 

- Ambition per service 

- Gap analysis 

- Roadmap 

 Design 
- Experience 

- Method 

- Collaboration 

- XLA 

- Experience Management Office 

 Deliver 
- Taskforce 

- Governance 

- Processes 

- Tooling 

- Reporting 
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©2024 - All training materials are sole property of Van Haren Publishing BV 

and are not to be reproduced  in any form or shape without written permission.

Foundation of 
Experience 
Management 
and XLA®

Xperience Level Agreement (XLA®)
To use and implement Experience 
Management and XLA

  

 Day 2 

 Dream 
- Ambition organization 

- Ambition per service 

- Gap analysis 

- Roadmap 

 Design 
- Experience 

- Method 

- Collaboration 

- XLA 

- Experience Management Office 

 Deliver 
- Taskforce 

- Governance 

- Processes 

- Tooling 

- Reporting 
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Introduction

 Please share a fun fact about yourself 
 Your job role
 Expectations from this training 

© Van Haren Publishing 4© Van Haren Publishing 4

House rules and exam

 There are no stupid questions
 All comments are welcome
 Vegas!

 An open-book exam is available after the training 
 40 multiple choice questions
 ≥ 70% correct answers = you pass the exam

Van Haren Publishing©
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What does XLA mean (to you)?

© Van Haren Publishing 6© Van Haren Publishing 6

Statements

1

2

My organization 
measures customer 
experience and acts 

on it sufficiently. 

If you apply XLAs 
properly, they can 

replace SLAs. 
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Learning objectives
First, we explain what Experience Management (XM) and Xperience Level Agreement 
(XLA®) are and why they are important, and we talk about the three XLA® value 
drivers.

Then we cover the concept of the XM Journey. It consists of five phases that we 
discuss in detail.

Each phase has assignments so that you can put theory into practical examples. By 
the end of the training, you will have gone through the entire Journey, and have 
sufficient tools to get started with XM and XLA® and implement it successfully so that 
you can realize the defined experience.

We try to give a complete overview of all important aspects of XM and XLA®, but 
based on your organization’s specific situation, you may choose to approach certain 
aspects differently during implementation.

Use the content of this training as a guideline.

© Van Haren Publishing 8© Van Haren Publishing 8

Course overview
Introduction to XM and XLA
 What are XM and XLA?
 Why are XM and XLA important? 
 XLA value drivers

The XM Journey
 The 5 Ds

Define
 Scope
 Commitments
 Purpose
 Positioning
 BHAG

Discover
 Experience
 Collaboration
 Business impact

Dream
 Ambition organization
 Ambition per service
 Gap analysis
 Roadmap

Design
 Experience
 Method
 Collaboration
 XLA
 Experience Management Office 

Deliver
 Taskforce
 Governance
 Processes
 Tooling
 Reporting

Van Haren Publishing©
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What are Experience 
Management and XLA?

© Van Haren Publishing 10© Van Haren Publishing 10

What is Experience Management? 

The ability to realize greater business impact by driving and improving 
collaboration and experience.

Experience Management is a data-driven approach that combines sentiment 
measurements (X-Data) and operational measurements (O-Data). 

Experience Management is like a form of art. The more you do it, the better    
you get at it.
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What is XLA?

An Xperience Level 
Agreement (XLA) 
connects technical 
performance with 
customer perception 
around all IT 
interactions.

A commitment to deliver 
a defined experience, 
using Experience 
Indicators (XIs) as 
measurements. 

© Van Haren Publishing 12© Van Haren Publishing 12

SLAs are contracts, XLAs are commitments

&
SLA XLA®

A contract around       
technical services, with Key 

Performance Indicators (KPIs) 
as measurements and 
punishment as a driver.

A commitment to realize a 
defined experience, with 

Experience Indicators (XIs) 
as measurements and 

reward as a driver.

Van Haren Publishing©
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The Magic Zone: connect SLA with XLA

Objective 
monitoring

Practical outputs
Technology focused

Subjective
measurements

Valuable outcomes
Human focused

SLA

The Magic Zone

XLA

© Van Haren Publishing 14© Van Haren Publishing 14

XLA value

Reliability
Availability
Scalability

Cost 

Troubleshooting 
Innovative capacity 

Productivity 
Customer experience

Outcome is the value of the output    
for the customer.

Provides indications on the effect of 
quality and efficiency. 

Output is what you make and deliver    
as a product or service.

Provides indications on quality and 
efficiency. 

XIKPI
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XLA question has multiple XI sub-questions

This is the structure we use for measuring experience
 XLA = The experience ambition 
 XI = A customer need that contributes to the experience ambition 

Example:

XLA = How happy are you with your new cell phone?
XI = What do you think of battery life?

XI = How happy are you with the charging time?
XI = How well is the screen readable when you are outside?  

XIs are the sub-questions 
that together provide an 
indication of the desired 

experience . 

© Van Haren Publishing 16© Van Haren Publishing 16

They may forget what you said 
but they will never forget how 

you made them feel.

- Carl William Buehner, 1971 -

Van Haren Publishing©
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 Everyone has their own beliefs, norms, and values, so everyone 
experiences the world in their own way.

 IT products, services, and interactions can therefore be 
experienced in different ways, regardless of whether they 
perform well.

 Experience Management is about understanding people and the 
drivers of a good experience. Using personas, logical groups of 
people based on e.g., preferences, lifestyles, or roles in the 
organization, is highly suitable for this.

 Start defining the customer whose experience you want to 
influence. A paying customer? A co-worker? A colleague? A 
business partner?  

Experience can differ per person 
and per customer 

© Van Haren Publishing 18© Van Haren Publishing 18

Experience is context dependent

 Experience is determined by context. 
 A product, service, or interaction can be 

just good enough in some cases and 
can be experienced as excellent in 
other cases .

 Experience Management is about 
delivering experiences that are “good 
enough” within the given context.  

Good or good enough?
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Experience is context dependent

 Make sure your ambition is appropriate 
for your product, service, or interaction .

 An experience ambition is the minimum 
acceptable level of experience . 

Good or excellent?

© Van Haren Publishing 20© Van Haren Publishing 20

Perspective determines experience

Source: https://vk.com/piterskii_punk_wall

Van Haren Publishing©
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Perception is reality

Who's right?

© Van Haren Publishing 22© Van Haren Publishing 22

Experience is a feeling that arises 
over-time, it is cumulative
Interaction in-time: A contact moment between a product/service 
and the customer.
 Example: calling the service desk to report a malfunction.

Experience over-time: A collection of interactions of which parts 
are remembered, together these memories form an experience.
 Example: the overall experience with the service desk. 

Peak-End Rule: People remember the most positive or negative 
moments (“peak”) and the last moments of an experience (“end”) 
better than other moments. If you want to improve the experience 
over-time, you have to make both "peak" and "end" positive in-time. 
 Example: ice cream or hot dog after checkout at a furniture 

store. 
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The IT Experience Journey

Over-time
Repeated measurement 
targeting general sentiment

In-time 
Measurement due to 
special conditions 

Experience with IT onboarding

Experience with support
(general survey)

Experience with applications

Experience with devices

Experience with support
(incident ticket survey)

Experience with remote working

Adoption experience

Executive experienceExperience with support
(request ticket survey)

© Van Haren Publishing 24© Van Haren Publishing 24

Experience is the sum of a series of interactions 
over-time

Focus area?

Customer experience with a mobile operator

Purchase Hidden costs Opinion of others SwitchDevice brokenDifficult to install

Service desk 
interaction

Van Haren Publishing©
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Interactions in-time create experience over-time

Certain actions
Reflection on an interaction

Specific moments 

In-time

Feeling about a specific interaction

#convenience #accuracy #timeliness

Satisfaction

Gradual change
Reflection on a journey
Over a longer period 

Over-time

Feeling about a series of interactions

#expectations #reflection

Experience

Measuring perception Measuring perception

© Van Haren Publishing 26© Van Haren Publishing 26

Measure both in-time and over-time
In-time

XI
 Ease of use
 Timeliness 
 Hospitality 

Over-time

 Productivity 
 Autonomy 
 Application adoption

XI

 Was it easy for you to get your 
incident resolved?

 How long did it take IT support to 
fulfil your request?

 To what extent did you find the IT 
services hospitable? 

 To what extent does IT help you to 
be productive?

 Are you able to find information and 
solutions independently?

 Do you feel that you have mastered 
the application well? 

© Van Haren Publishing 23© Van Haren Publishing 23
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Peak-End Rule

Ex
pe

rie
nc

e

Customer 
journey in-time

First described by psychologist and Nobel laureate Daniel Kahneman and co.

Who is the most 
satisfied customer?

© Van Haren Publishing 28© Van Haren Publishing 28

Peak-End Rule examples

Van Haren Publishing©
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Traditional SLAs and KPIs

‘Value in Healthcare’ from the World Economic Forum, 2017
 Only 2% of 1,958 globally known KPIs in healthcare are about 

what is important to the patient.

Examples of SLA KPIs:
 Telephone waiting time.
 Number of major incidents.
 Resolution time.
 Network bandwidth.

Source: WEF_Insight_Report_Value_Healthcare_Laying_Foundation

© Van Haren Publishing 30© Van Haren Publishing 30

SLAs are and will remain important 

But they don’t drive experience (X-Data)

 They measure performance and operational data (O-Data).
 They describe what to do.
 They give an indication of how well something should be done.
 They are easy to measure.
 They are a guideline for contractual arrangements and performances.

© Van Haren Publishing 27© Van Haren Publishing 27
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Welcome XLA… goodbye SLA?

Absolutely not!
 An XLA never replaces an SLA.
 Both have a key function. 

The revolutionary approach: combine strengths.

XL
A

SLA
XLA

© Van Haren Publishing 32© Van Haren Publishing 32

XLA adds a new dimension to IT services
 How do employees experience our services?
 Are we doing what really matters to the company?
 What impact do we have?

XLAs measure horizontally 
from end-to-end.

SLAs measure vertically 
and in silos. Service 

Desk
End user 

Computing
Services

App Dev & 
Maintenance 

Services

Network
Services

Server & 
Mainframe 
Services

Cross 
Function 
Services

Laptops ApplicationsEmployees Network Servers Data Sources

Van Haren Publishing©
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The Experience 
Management game

Is Experience Management an infinite or a 
finite game?
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XL
A

SLA
XLA
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XLA adds a new dimension to IT services
 How do employees experience our services?
 Are we doing what really matters to the company?
 What impact do we have?

XLAs measure horizontally 
from end-to-end.

SLAs measure vertically 
and in silos. Service 

Desk
End user 

Computing
Services

App Dev & 
Maintenance 

Services

Network
Services

Server & 
Mainframe 
Services

Cross 
Function 
Services

Laptops ApplicationsEmployees Network Servers Data Sources
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X-Data and O-Data

O-Data

Desired experience

XLA

XIs

SLA

KPIs

XIs

SLA

KPIs

XIs

SLA

KPIs

X-Data
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X-Data and O-Data

IT like water from the tap

Can you work productively with your digital workplace?

How was your last 
interaction with the 

service desk?

Service desk

Response time
Lead time

Call duration

How satisfied are you 
with your laptop?

Hardware 
department

Boot time
Free memory
OS crashes 

How satisfied are you 
with the applications   

you use most?

Application 
management

Crashes
Freezes

Response time

Desired 
experience

XLA question

XIs

SLA responsible

KPIs

A simplified version of an XLA stack for a digital workplace experience.
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Airport toilet case

Schiphol airport receives complaints about 
their toilets, and they would like to improve 
the passenger experience. Which XLA would 
you recommend to Schiphol to measure and 
improve the experience?

 What is important to achieve a positive 
toilet experience?

 Which XLA do you need for this?
 Which XIs are associated with them?
 Who is involved in delivering a positive 

toilet experience?
 Which KPIs do you use?
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Toilet experience

A clean and working toilet

XIs

SLA

KPIs

XIs

SLA

KPIs

XIs

SLA

KPIs

Desired 
experience

XLA question

XIs

SLA responsible

KPIs

XLA
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X-Data and O-Data

O-Data

Desired experience

XLA

XIs

SLA

KPIs

XIs

SLA

KPIs

XIs

SLA

KPIs

X-Data

© Van Haren Publishing 36© Van Haren Publishing 36

X-Data and O-Data

IT like water from the tap

Can you work productively with your digital workplace?

How was your last 
interaction with the 

service desk?

Service desk

Response time
Lead time

Call duration

How satisfied are you 
with your laptop?

Hardware 
department

Boot time
Free memory
OS crashes 

How satisfied are you 
with the applications   

you use most?

Application 
management

Crashes
Freezes

Response time

Desired 
experience

XLA question

XIs

SLA responsible

KPIs

A simplified version of an XLA stack for a digital workplace experience.
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X-Data and O-Data
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Toilet experience

A clean and working toilet

Did the toilet meet your expectations?

What do you think of   
the toilet hygiene?

Cleaning

Clean four times a day

How satisfied are you 
with the supplies?

Supplier

At least two rolls of toilet 
paper in stock per toilet

How satisfied are you 
with the facilities?

Facilities

Replace a broken lamp 
within 15 minutes

A simplified version of an XLA stack for a toilet experience.

Desired 
experience

XLA question

SLA responsible

KPIs

XIs
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Why are Experience Management 
and XLA important? 
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Why is experience important?

How does your 
organization 

measure 
experience?

 Experience shapes opinions, beliefs, and decisions.
 Experience drives behavior.
 Positive experiences make people happy.
 Happy employees and customers are beneficial to a company. 

Note: Experience is the feeling someone has about a product, 
service, or interaction. 
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X-Data and O-Data

IT like water from the tap

Can you work productively with your digital workplace?

How was your last 
interaction with the 

service desk?

Service desk

Response time
Lead time

Call duration

How satisfied are you 
with your laptop?

Hardware 
department

Boot time
Free memory
OS crashes 

How satisfied are you 
with the applications   

you use most?

Application 
management

Crashes
Freezes

Response time

Desired 
experience

XLA question

XIs

SLA responsible

KPIs

A simplified version of an XLA stack for a digital workplace experience.
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Toilet experience

A clean and working toilet

Did the toilet meet your expectations?

What do you think of   
the toilet hygiene?

Cleaning

Clean four times a day

How satisfied are you 
with the supplies?

Supplier

At least two rolls of toilet 
paper in stock per toilet

How satisfied are you 
with the facilities?

Facilities

Replace a broken lamp 
within 15 minutes

A simplified version of an XLA stack for a toilet experience.

Desired 
experience

XLA question

SLA responsible

KPIs

XIs
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Experience economy

Source: https://hbr.org/2008/07/putting-the-service-profit-chain-to-work 
Source: https://www.business2community.com/customer-experience/service-profit-chain-works-care-01639838

 In almost every sector, consumers 
prefer active participation over 
passive consumption.

 Consumers are more willing than 
ever to pay extra for a better 
customer experience.
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Experience economy

Source: Pine, J. II – Gilmore, 1998, pp. 98
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Experience economy

Experience as a 
driver of economic 

value creation

To create an 
experience

To have an 
experience

D
is

tin
ct

iv
e 

va
lu

e

Economic value

Create

Experiences

Make

Products

Obtain

Commodities

Deliver

Services

Source: Pine, J. II – Gilmore, 1998, pp. 98

Experiences can 
be a valuable 

addition
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Experience economy
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IT experience

User experience (UX)
Interaction with IT 
services and tools. 

Employee experience (EX)
The way IT provides an 
optimal working environment 
in which employees can be 
happy, engaged, and 
productive. 

UX EX
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IT experience

Employee experience (EX)
Employees feel motivated 
and valued and are 
productive and enthusiastic.

Examples 
 IT support efficiency 
 User friendly mission 

critical applications 
 Functioning IT equipment 
 Overall IT satisfaction 

Examples
 Employee performance
 Employee motivation
 Employee engagement 

User experience (UX)
Users find IT services 
of high quality, useful 
and helpful.
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The service profit chain

Source: https://hbr.org/2008/07/putting-the-service-profit-chain-to-work 
Source: https://www.business2community.com/customer-experience/service-profit-chain-works-care-01639838

Internal 
services
quality

Employee 
satisfaction

Employee 
retention

Employee 
productivity

External
services

value

Customer 
satisfaction

Customer 
loyalty

Revenue
growth

Profitability
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Happy employee = happy customer

Globally, only 20% of employees feel truly committed to the cause of 
their organization.1

Happy, committed employees 2

 Are more innovative: 59% of committed employees say their job 
brings forward creative ideas, versus 3% of uncommitted employees.

Happy, committed employees 3

 Make real fans among customers (12% higher customer advocacy).
 Are 18% more productive.
 Ensure, on average, a 12% higher profit. 

Source 1: Gallup; State of the global workplace, 2021
Source 2: Stewart; Do happy staff make for happy customers and profitable companies, 2010 
Source 3: Gallup; Take Note, Engagement boosts earnings
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IT experience

User experience (UX)
Interaction with IT 
services and tools. 

Employee experience (EX)
The way IT provides an 
optimal working environment 
in which employees can be 
happy, engaged, and 
productive. 

UX EX
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IT experience

Employee experience (EX)
Employees feel motivated 
and valued and are 
productive and enthusiastic.

Examples 
 IT support efficiency 
 User friendly mission 

critical applications 
 Functioning IT equipment 
 Overall IT satisfaction 

Examples
 Employee performance
 Employee motivation
 Employee engagement 

User experience (UX)
Users find IT services 
of high quality, useful 
and helpful.
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