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May's Guest:
Doug Rabold

  

Do you want to learn more about Experience and Experience

Management from the experts? In these monthly volumes we will

be speaking with exciting people who want to share their journey

to XLAs . We will learn about their personal journey to experience

management, the real-time business insights and advantages of

measuring experience and hints and tips about how to succeed in

this revolutionary movement. So, sit back and enjoy !

 
Doug Rabold is Founder and Principal Consultant of Bold Ray Consulting in San Antonio,

Texas. As an IT Operations Leader he has had direct oversight of over a dozen different

ITIL practices. He is currently serving on the HDI National Board of Directors as National

President and on the Strategic Advisory Council for ITAM Forum. He previously served two

terms on the Cherwell Customer Advisory Board helping guide development of the ITSM

tool from a customer perspective. 

Doug is a self-professed "process guy" while being a committed servant leader. He is most

proud of his ability to grow and develop talent at the individual and the team level. 



Let's talk!
Tell us about your journey to implementing
improved Experience Management and XLAs.
How? When? Why?  

So, my journey to XLA's and experience management was sort of

by default. I was working with a specific client that wanted to

move from transactional service provider relationship to

experiential approach. That particular client is known for the

service that they provide to their members. Their goal was to

provide the same level of support to their internal resources. They

weren't getting that with the transactional contract. So, three-year

journey of building that desired level of service to their internal

people started. As we built CX program and it was successful, - no

good deed goes unpunished. I was one of the people that they

called on: “Hey, you know, you did this once. Can you replicate it

100 times?”

That's when I was brought into building out strategy for one

business vertical for all of our North American accounts. That’s

what led me into the whole customer experience world, tailoring

various experiential road maps, really digging deep into each

client individually and then building out what's right for them.

In your opinion what has caused organisations to
focus on Experience Management?

I think that the shift to experience focus is what I affectionately

call the New-New economy. You know, back in the 90s, there was

the New economy, which was everything moving to digitalization,

the New-New economy is - now that we've moved there, how do

we stay there and in essence, how do we retain our customer

whatever that customer is. 

You know, people vote their wallets today. It's so easy to move

from one provider to another. It's the click of a button away, while

back in the day it was rack and stack, and it took months or years.

Because of that speed with which everything goes, that's really

what's driving that experience focus. 

How has the implementation of Experience
Management improved your business?

The company I work for has been involved in experience

management since a cusp of a few years ago. And we've had

some language built into contracts around XLA's or digital

experience offices and in some cases - these fuzzy words were

thrown out there without really being defined. If you ask 8

different people what the definition of an XLA is or what a digital

Experience office is, you're not just going to get 8 different

responses, -you're going to get 9 or 10 because couple of them will

have multiple responses.  So, my job now, as strategist over one

entire business vertical for our company, is really helping define

what are those things, because we all know that XLA is right now

at the top of the Gartner hype cycle. Another critical part of that

job is defining what the expectation is and then meeting or

exceeding it. Experience is all about understanding and setting

reachable or better - exceedable expectation. 

How would you define Experience/Digital
Experience Management?

The way that I look at digital experience management and

how I define it is really that end-to-end engagement. That end-

to-end experience that the customer has put myself in his

shoes isn't even really enough. This is where IT people just don't

get it. There are just these preconceptions about what that

experience is going to be before somebody even picks up the

phone for support. This is where I'm helping to bring in what

I've done a lot throughout my career: road mapping things,

looking at a vision. Where do you want to be? Then what's it

take to get there and then providing the solutions that help

achieve those goals. So, I look at how experience begins before

they pick up that phone for support. Let's talk about your

onboarding experience and what does day one look like for

your new employee. If they have to call to get their initial

password set up and it takes them two hours on the phone,

guess what their next call to the service desk is going to be

like? They're going to have a negative perception. It's going to

colour their approach of how they interact with us, which in

turn is going to lead us to have a bad interaction with them. 

More often than not, we're charged with return to service. Let's

get them back up and running.

Where we fail in in the customers eyes many times though is

that we're not actually doing the root cause analysis. It's not

our job at the service desk. All you do is you get them back up

and running, but you don't necessarily fix the underlying issue.

Each time their temperature level is increasing just a little bit.

While we feel we're doing wonderfully well, from their

perspective we're doing poorly. It’s all about looking at the

whole thing before they pick it up and even after they hang up.

What happened? How did they feel? 



Share with us a time in your life where
experience affected your decision

Anybody who's ever talked to me on the experience topic for

more than five minutes probably knows that that I'm a big

Disney geek. And I've been voting with my wallet with Disney

for many years.

Walt Disney World in Florida opened in fall of 1972. I went for

the first time in spring of 1973 with my family and I've gone

back at least twice a year, every year since.

I live in San Antonio, TX and literally three exits up the street

from me is a Six Flags Park.  I've had a season pass to Six Flags

there for probably four or five years and in that time, I've

literally gone once. During that same period of time, I also had

an annual pass to Walt Disney World.

And that's not quite as easy to get there. I have to book a flight

across the Gulf of Mexico, check into a hotel and trust me, it

costs a lot more than $4 a month. It's something on the order

of $1200. But in that same time, I went to Walt Disney World,

even during the pandemic last year, twice. I've gone three

times already this year, and I have several more trips booked.

The experience that they deliver to me, while it cost me so

much more makes it so simple. Even when I'm waiting in the

queue for one of the attractions it's so much different than

when I go to Six Flags. If I'm lucky there's some good graffiti on

the wall and there's nothing to do except stand in the heat.

When I go to Walt Disney World, conversely, there's these

interactive elements that I can engage with. There's a VR app

that I can go into, and it still engages me in that whole Disney

experience. That's to me the ultimate example of engaging

with your customers. 

Customers will always vote with their wallet if it costs more.

But they won’t mind it as long as they're seeing the equity and

return.

What advice would you give companies who
are starting out on their Experience
Management Journey?

One of the caveats of course is- you need to know what the

expectation is.  We can talk about experience, and we can do

all these experiential things, but if it doesn't align with the

expectation, it's all for nothing. Also, we need to understand

what our customer is. 

What do they want? And then we need to be able to get on

their level and explain things in language that they

understand, provide them with the service and support in the

channels that they desire. We tend to dictate how they can

interact with us, which is poor form. So, looking at the different

personas within an organization, different people may have

different ways that they like to interact and engage. 

Get to know your customer first.



And finally, what is something that recently made you smile?

This conversation has been great! But also, prior to this, I had some business trips in the last couple of weeks and I flew through

Midway airport in Chicago. I had about an hour and a half to kill so I grabbed some food and still had an hour to kill. So, I went

to one of the cocktail lounges there, sat down and asked the bartender if I could, plug in my phone and charge up. And she's

like: do you wanna drink? And I said sure. She says: “Here, let me explain something. My kitchen is closed so if you want to order

food, it's going to be 15 minutes till the cook arrives. Once she arrives, there's two orders ahead of you”. And she just starts going

through the checklist. I just had a snack. But you know what? I'll order. I asked her what should I order? She says, well, the fish

and chips here are incredible. Like, OK, set me up. I tell her that I don't want tartar sauce. I don't like tartar sauce. “Can you get

me buffalo instead?” She says “OK, honey, but I want you to understand, you may have to remind me when I tell you your order

is coming. Remind me, because I've got a lot of orders ahead of you and I don't want to forget. You're important, right?”

I told her afterwards that she was incredible. While I was paying, I asked her what she did before bartending. Well, she was

working in a call centre in the banking industry. No kidding. I told her that I’m a customer experience strategist and would love

to hire her and clone her 50 times. Even though she didn’t believe it, her service was phenomenal. 

She asked to leave her a review, which I gladly did and left her 40$ tip.  My check was only 15$. It absolutely encapsulated what

I would love to see from everybody in the service industry: set the expectations, keep the customer informed, keep them

engaged, keep the communication open and then deliver against what you committed to.

And it just like I left that airport with a smile,- and not many people leave an airport being happy. 


