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This thesis was commissioned by UPM-Kymmene Oyj, a Finnish-based interna-

tional forest industry company. The objective of this thesis was to study the user 

experience and the satisfaction of the end-users of UPM’s internal travel expense 

claim service. The data were collected with a survey to the end-users, supported 

by interviews with people involved in the travel expense claim process, and based 

on the results, provide ideas for process improvement while introducing service 

design and design thinking. Service blueprint, a common tool used in service de-

sign, was created to help identify areas for improvement and visualise the service. 

 

Based on the results of the survey and the interviews, it became obvious that 

there were aspects in the process that needed improvement, even though the 

end-users were on average quite satisfied with the process and the MobileX-

pense application, where the expense claims are created. The main problems 

were with usability, instructions, and training. 

 

It was recommended that the instructions are revised and a link to be added to 

the MobileXpense application to the instructions so that the users do not have to 

spend time looking for them. It was also suggested that the complaints about poor 

usability and non-user-friendliness should be communicated to the application 

provider, MobileXpense. Besides, more focus should be put on the initial training 

of new employees to ensure that they become familiar with the system and learn 

to use it from the beginning. 

 

Keywords: user experience, service design, travel expense claims  
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1 INTRODUCTION 

 

 

The term user experience should be important to every company as every com-

pany provides either a product or service to their customers and will have users 

to their products and services. User experience started to become a popular term 

in the early and mid-90’s and has been relevant when designing human-computer 

interactions ever since (Hassenzahl & Tractinsky 2006, 91). According to Stew-

ard (2015, 949) the term user experience is often considered of consisting only 

of the aspect of usability, meaning that something is easy to use, but in reality, 

the term has many more aspects to it, for example how useful the product or 

service is or how reliable or easy to access it is. Quiñonesa, Rusu and Rusu 

(2018, 109) explain that according to ISO 9241-210, user experience consists of 

aspects that happen before, during and after using a product or a service. These 

aspects include, for example, the emotions of the users, their beliefs, perceptions 

and responses. 

 

For a company that provides a service, either external or internal, an important 

theory to consider is service design and design thinking. There are many different 

definitions for service design. For example, according to Moritz (2005) service 

design is something that organisations can utilize to create new services or to 

make the existing ones better. According to Miller (2015) service design helps the 

company to see their services from the customer’s point of view and create a full 

understanding of their service from start to finish. Stickdorn, Hormess, Lawrence 

and Schneider (2018, 19-20) asked 150 service designers to vote their favourite 

definitions for service design. Moritz’s definition was among their favourite ones 

while Miller’s definition received the most votes and was the most favoured one. 

 

According to Interaction Design Foundation (n.d.), design thinking, which can 

also be applied to services, is a recurring process that aims to understand the 

users, question beliefs and find creative solutions that can be tested in real life. 

The concepts of service design and design thinking are closely interlinked for this 

thesis’ service case and both concepts will be examined closer in this thesis. It 

can be said that service design is the practical application of design thinking in 

designing services. 



6 

 

 

1.1 Thesis topic background 

 

The topic of the thesis is the user experience of the end-users and how satisfied 

they are with the internal travel expense claim service and how it could be poten-

tially improved. My commissioner, UPM-Kymmene Oyj, offers an internal travel 

expense claim service for its employees by using a web-based platform called 

MobileXpense that is purchased from an external service provider that is also 

called MobileXpense.  The topic is important to my commissioner, because they 

want to ensure the highest possible service level for their internal services and 

ensure employee satisfaction. The commissioner also wished that the author 

would study the service design and design thinking and use the concepts when 

finding ways to improve the service process. The topic was chosen by the com-

missioner because the author has worked as a travel expense claim controller 

and was already familiar with the travel expense claim process.  

 

 

1.2 About the commissioner 

 

UPM-Kymmene oyj is a Finnish forest industry company that operates on six con-

tinents with its head office in Helsinki. UPM-Kymmene Oyj and its subsidiaries 

have approximately 18,700 employees globally. UPM has production in 12 coun-

tries around the world, so the commissioner is a very large international company 

(UPM, 2020). 

 

In 2019, 65,405 travel expense claims were created in MobileXpense by and for 

6,930 end-users (some end-users do not create the claims themselves but have 

someone else do it for them). The total sum of these claims was over 32 million 

euros. MobileXpense is used globally in 35 countries, but there are still a few 

countries where UPM has operations where MobileXpense has not been imple-

mented. 
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1.3 UPM’s travel expense claim process 

 

Usually, there are four parties involved in the travel expense claim process. The 

parties are the traveller, the approver, claim controller and the accounts payable 

team that is responsible for the payment of the claim. Below is UPM’s travel ex-

pense claim process presented as a flowchart to visualise the process from start 

to end (Figure 1): 

 

 

FIGURE 1. The Travel Expense Claim Process at UPM-Kymmene Oyj 

 

The travel expense process starts with the traveller creating the transaction(s) in 

MobileXpense. The transaction can either be created manually or by using an 

American Express (Amex) transaction that comes directly from Amex to MobileX-

pense. The traveller then attaches receipts for all transactions, excluding mile-
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ages and daily allowances, which do not require receipts. The report is then cre-

ated by collecting the transactions that the user wishes to include in the report. 

Once the report is named and created the traveller sends it to the approver, who 

usually is the employee’s manager, for approval. 

 

The approver reviews the claim and makes sure that all the costs are valid and 

that correct cost centres have been used etc. If everything is correct with the 

claim, the approver approves it, but if there is something to be corrected, the 

claim is sent back to the traveller for correction who sends it again for approval 

after doing the needed corrections. 

 

Once the claim is approved by the approver, it goes to the claim controller. The 

claim controller is a person from the financial department responsible for check-

ing that correct cost categories and tax codes are used and that the report has 

the needed receipts. If there is something wrong or missing from the report, the 

controller rejects it and it goes back to the traveller. The traveller then corrects 

what was wrong and send the report to the approver again. 

 

When the controller approves the claim, it will be transferred to SAP for payment. 

The travel expense claim will be paid to the traveller by the accounts payable-

team in the same way from SAP as invoices to third-party vendors. All the claims 

are then automatically archived in OneArchieve. 

 

 

1.4 Thesis purpose and objective and research questions 

 

The purpose of this thesis is to be able to provide the commissioner with sugges-

tions how to improve the travel expense claim service process based on the stud-

ied user experience and user satisfaction. The objective is to study the user ex-

perience and the satisfaction of the end-users of the travel expense claim service 

with a survey and based on the survey results, provide ideas how the process 

could be improved utilising the concepts of service design and design thinking 

and ultimately improve the employees’ satisfaction with the service. 

 

The aim of this thesis is to answer the research question: 
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 “What is the user experience of the end-users of the travel expense claim service 

and how satisfied they are with the service?”  

 

The main research question is supported by a sub-research question: 

 

 “How can the user experience and satisfaction be improved?” 

 

The sub-research question helps to utilise the results from answering the main 

research question. 

 

1.5 Thesis structure 

 

The introduction of the thesis briefly introduces the topic and defines the purpose, 

objective and the research questions of the thesis. The introduction also intro-

duces the commissioner and the travel expense claim process. The introduction 

is followed by concepts and theories related to the topic where literature related 

to the topic is introduced. Some of the concepts will be used for finding ways to 

improve the process. The third part is the methodology, which explains the meth-

odological approach to the topic, the data collection methods and how the ac-

quired data was analysed. The fourth part of the thesis is the data results and 

analysis, which introduces the survey and interview results and analyses them 

focused on answering the research questions. The analysis is first on country 

level, followed by global analysis. The final part of the thesis is the recommenda-

tions and conclusions, which gives the recommendations to the commissioner on 

how the travel expense claim process could be improved in general and with the 

help of service design. In the conclusions the results of the thesis are summa-

rised, and it is evaluated whether the research questions were answered. 
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2 CONCEPTS AND THEORIES RELATED TO THE TOPIC 

 

 

2.1 User experience 

 

According to ISO (The International Organisation for Standardisation) the user 

experience is the user’s impressions and responses that are the result of using a 

product or service. These impressions and responses include all the user’s feel-

ings, assumptions and the user’s behaviours that happen not only at the moment 

of using the product or service, but also before and after. There are many different 

aspects that affect the user experience, for example, the user’s idea of the brand, 

how the system is performing and its functionality, interactive behaviour and what 

supporting functions the system, product or service has. The user experience is 

also dependent from the user’s past experiences, character, competences, atti-

tude and the situation where the product or service is being used (ISO 9241-

210:2019, 3.15) 

 

The concepts of user experience and usability are sometimes used as synonyms, 

but usability is usually considered only meaning that the user can perform the 

task they intended to successfully, whereas user experience also covers the en-

tire process interacting with the product or service, including the user’s feelings 

and thoughts (Tullis & Albert 2010, 4). According to Hassenzahl and Tractinsky 

(2006, 95) user experience goes beyond functionalities of a product or service 

and only preventing problems in usability, but instead focuses on creating high 

quality experiences for the user.  

 

Tullis and Albert (2010, 4-5) use the usability term to cover the entire user expe-

rience and say that during their many years of evaluating different products, no 

user has ever stated that the product was too easy to use, but there is usually 

always some room for improvement. The user experience can be measured with 

different metrics that reveal something about the users’ behaviour and attitudes 

while interacting with the product or service. The metrics can be, for example, 

effectiveness (whether the user was able to complete the task or if there occurred 

some errors) efficiency (how much time and effort is required from the user to 
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perform the task) or satisfaction (if the user had a positive or a negative experi-

ence while performing the task). (Tullis & Albert 2010, 8.) The user experience 

metrics also help to reveal the size of the problems the users experience and, for 

example, if all the participant in a survey state the same issue, it can be deducted 

that the problem is common amongst the users and not only experienced by few 

(Tullis & Albert 2010, 9). 

 

 

2.1.1 User support 

 

According to Guzman (2004, 760) users will need support in some form or an-

other to be able to use different information systems. The user support can be in 

several different forms, for example, assistance when the user faces technical 

issues, user training for the product or service or answering to questions from the 

users (Guzman 2004, 760). According to van Velsen, Steehouder and de Jong 

(2007, 219) user support should not be treated as a necessary burden, but as 

something that exists to satisfy the user and to improve the relationship with the 

user. Park et al. (2013, 189) consider user support as a part of the usability aspect 

of the user experience as user support makes the use of the product or service 

easier to the user. 

 

 

2.2 Internal services 

 

According to Stauss (1995, 65), Witt (1985, 1988) defines internal services as 

services that are provided by certain employees working in certain units of an 

organisation to other employees or units inside that same organisation. Stauss 

(1995, 62) also adds, that the users of these internal services are considered as 

internal customers and the units providing the services as service providers. Ac-

cording to Johnston (2008, 225) internal services are bidirectional, meaning that 

all the employees are at the same time customers and serve customers inside an 

organisation. 

 

Johnston (2008, 217) suggests that factors affecting the improvement of internal 

services are, for example, the lack of resources (either people or money), poor 
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planning and management, lack of knowledge and training and inefficient pro-

cesses. According to Braun and Hadwich (2016, 3519) some level of complexity 

in the internal services might help to increase the internal customer’s satisfaction, 

as their needs are more closely met because the complexity allows the solutions 

to be more individualised due to more flexibility in the internal resources. How-

ever, too much complexity may lead to longer lead-times with the internal cus-

tomer’s requests and therefore decrease the customer’s satisfaction (Braun & 

Hadwich 2016, 3519). 

 

 

2.3 Design thinking 

 

 

2.3.1 What is Design thinking 

 

Design thinking is with its simplest definition an innovative approach to solving 

problems. It means that problems and solutions to them are approached in the 

same manner as a designer would approach them. (Luchs 2016, xxi.) According 

to Kurokawa (2015, 11) design thinking combines three aspects: business (what 

is economically possible), human point of view (what is desirable) and technology 

(what is technologically achievable). Design thinking can be applied in many dif-

ferent situations in a company, for example, in designing business models or im-

proving existing processes. Design thinking works best in scenarios where the 

problem is not yet completely defined. (Luchs 2016, xxii.) According to Dunne 

(2018, 3) one benefit of design thinking is that it focuses on the end-user and 

emphasizes their importance, which helps the value creation.  

 

According to Luchs (2016, xxiii) many companies focus only on finding solutions 

to their problems, whereas according to design thinking, they should identify the 

problem properly before starting to find solutions to them. Luchs (2016, xxiv) in-

troduces a framework for design thinking that is constructed of identify and solve 

phases. The identify phase consists of discover and define modes and the solve 

phase consists of create and evaluate modes. 
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The purpose of the discover mode is to explore what the customers’ needs and 

gain new customer insights and gain more understanding of the customer. In the 

define mode, the insights and needs that are considered as the best ones to con-

tinue with are turned into defined problems that are then addressed in the create 

mode. In the create mode, concepts are created, and those concepts are then 

shared with the target market and based on the feedback, the concepts can then 

be improved. The create mode has two parts, generating the idea and then pro-

totyping the idea. In the final mode of the framework, evaluate, there are usually 

two types of activities. The first activity is to share the created prototypes with the 

target market to received feedback on them and the second one is to synthesise 

the feedback to be able to further develop the product or service prototype. 

(Luchs 2016, xxiv-xxvii.)  

 

 

2.3.2 A Case study on design thinking 

 

Kurokawa (2015) introduces some real-life case studies where the design think-

ing has been applied to solve problems. One of the case studies is on a Japanese 

toy store called Toys Yoshida. In 2001, the toy shop was faced with declining 

sales. The decline was partly because of fewer children in Japan and partly be-

cause of tough competition from large toy stores, such as Toys “R” us. Toys Yo-

shida was not selling that many TV-games either, which at that time was a huge 

category in toys. (Kurokawa 2015, 66.) 

 

Even though TV-games was a popular category at the time, the owner of Toys 

Yoshida, Shuichi Yoshida, decided to decrease the space for TV-games in his 

store, after becoming worried that TV-games decrease the time children spend 

with their parents. He started selling traditional toys that the children could play 

together with their parents, the kind of toys the parents themselves had played 

with in their childhood. Mr. Yoshida started to hold expositions in 2006 to promote 

the toys and the expositions were also targeted at disabled children and were 

barrier- free. More and more people from all age groups started to visit the expo-

sitions and they grew in popularity. Eventually in 2014, Toy Community Network 

started distributing one of the traditional toys called Kendama, which became 

popular also in Europe and in United States. Instead of following other companies 
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in the market, Mr. Yoshida decided to act according to his own observations and 

because of this, he was able to maintain steady sales levels at the same time 

then his competitors, such as Toys “R” us, were forced to close some of their 

Japanese stores. Mr. Yoshida believed in his idea that toys can bring generations 

together, instead of dividing them. (Kurokawa 2015, 66-69.) 

 

The framework introduced by Luchs (2016) can be also applied to this case study. 

Mr. Yoshida first discovered what his customers might need and identified the 

problem, which was that children spend too little time with their parents. He then 

created the concept of the traditional toys that would bring generations together. 

After creating these toys, he promoted and tested them at his expos to receive 

feedback and further develop these toys. The result of the process was that Mr. 

Yoshida completely transformed the objective of Toys Yoshida from profit seek-

ing to actually having a positive impact with his toys to children’s and their par-

ent’s lives. 

 

 

2.4 Service design and service design thinking 

 

2.4.1 What is service design and service design thinking 

 

The term design thinking was first introduced in 2008 by Tim Brown. According 

to Brown, design thinking combines viability, feasibility and desirability. Viability 

means the potential that an innovation can offer to a company in the market, 

feasibility means the company’s ability to actually deliver the innovated idea and 

desirability means how the potential customers will react to the innovation. De-

sign thinking has its focus always on the customer value. (Clatworthy 2017, 167.)  

 

Especially when designing services, it is very important that design will be a part 

of the project from very early on (Clatworthy 2017, 168). The biggest innovations 

usually take place at the first stages of the project and that is also when the big-

gest decisions are made, even though the beginning of the project is also when 

it is least known what the project is developing (Clatworthy 2017, 168). Clatworthy 
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(2017, 169) mentions too, that design thinking is not a linear process, but it in-

volves going back to different phases of understanding the problem, generating 

ideas, prototyping the ideas and evaluation.  

 

Clatworhy (2017, 170) explains service design as applying design thinking in ser-

vices. Service design can be applied to situations that only take a short time, for 

example a ticket purchase, or to situations that are for a long period of time, for 

example, long lasting relationship with a service provider. In service design, the 

aspects of viability, feasibility and desirability still apply, but instead of design a 

product, the object for the design is a service. (Clatworthy 2017, 170.) For a ser-

vice designer, it is important to understand the customer needs closely. There 

are different approaches for understanding the customer needs. Clatworthy 

(2017, 177) introduces three approaches that are, see the customer, hear the 

customer and be the customer. The purpose in seeing the customer is to under-

stand how the customer is using the service. The purpose of hearing the cus-

tomer is to understand what the customer considers important and the purpose 

of being the customer is to be able to experience what the customer experiences 

while using the service. In service design, the designer is particularly interested 

in how the service is experienced by the customers and also for other parties 

involved, such as personnel or providers (Clatworthy 2017, 180). 

 

According to Stickdorn et al. (2018, 20-21) service design can be seen as a mind-

set, as a process, as a toolset, as a cross-disciplinary language, as well as a 

management approach. As a mindset, service design always puts the customer 

first and aims to find a balance between what the customer needs, what is tech-

nically possible and what is beneficial to the business. As a process, service de-

sign is repetitive and aims to find the best innovations by moving between re-

search and development cycles with the final goal being the implementation of 

the new innovations. Service design can be seen as a toolset, because it often 

involves different templates or tools, such as a customer journey map, that help 

the design process. Service design as a cross-disciplinary language means that 

service design allows collaboration between different disciplines by offering them 

a set of working tools to use. If service design is used as management approach, 
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it means using more human-centered key performance indicators and more qual-

itative research. Service design can be used, for example, for prototyping differ-

ent business processes or for creating brand new services.  

 

Stickdorn et al. (2018, 26) introduces six principles in service design: 

1. Human-centered: all the people that the service affects must be consid-

ered. 

2. Collaborative: stakeholders with various functions should be involved in 

the process of designing the service. 

3. Iterative: It is an experimental approach that involves repletion among dif-

ferent steps with the focus on implementation. 

4. Sequential: The service should consist of interrelated actions that form a 

sequence. 

5. Real: All parts of the service design process should happen in reality, such 

as the research for an idea and the prototyping of that idea. 

6. Holistic: The services should be designed in a way that the needs of all 

the stakeholders through the service and across the business are ad-

dressed. 

 

 

2.4.2 Service design tools 

 

One of the most important tools for service design is the data from research. The 

data that is collected is called the raw data, which then becomes interpreted data 

once someone has attempted to interpret the raw data. (Stickdorn et al. 2018, 

37.) It is better to use research-based tools than assumption-based tools, as data 

based on research is always more reliable than assumptions (Stickdorn et al. 

2018, 39). Personas are often created based on the interpreted data to help to 

understand groups that have similar needs with services. A persona, which is a 

profile representing the certain group, can be formed from any of the stakeholder 

groups related to the service. (Stickdorn et al. 2018, 40.)  

 

Another important tool in service design is the journey map. The journey map 

visualizes the experience that a customer has with a service and helps to under-

stand where there are gaps in the experience and how those gaps could be filled. 
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The journey map can either focus on the entire end-to-end journey, or in just one 

step of the journey. (Stickdorn et al. 2018, 43.) Service blueprint is an extension 

to the journey maps, as a service blueprint includes activities that are visible to 

the users, but also activities that are not visible to them, such as external support 

services (Stickdorn et al. 2018, 53). Unlike many other modelling tools, service 

blueprint is relatively simple, and it is easy for all stakeholders to use (Bitner, 

Ostrom & Morgan, 2008, 71). Another tool is service prototype to test new ideas 

and concepts before implementing them (Stickdorn et. al. 2018, 64). 

 

According to Bitner, Ostrom and Morgan (2008, 67-68) service blueprint is very 

useful for designing customer experience, quality improvement and innovating 

services. There are several characteristics of services that create the need for a 

tool like service blueprint. One of the is that service is a process that consists of 

a chain of activities. A service can be also seen as a customer experience as all 

services create experiences to the customers. Customer value can be therefore 

delivered in services with distinctive, memorable experiences. Bitner, Ostrom & 

Morgan mention too that the service design process is iterative and moves 

through different stages sometimes repeating them.  Service blueprint can help 

an organization to visualize their entire service with its support processes, cus-

tomer contacts and other key points and thus being able to provide the best ser-

vice possible to the customer and it is also useful in the development stage of the 

service as well as the service blueprint enables everyone that is involved in the 

development to see the service process and the organisation’s structure. (Bitner 

et al. 2008, 68-70).  

 

There are usually five components in service blueprint. The components are cus-

tomer actions, onstage/ visible contact employee actions, backstage/ invisible 

contact employee actions, support processes and physical evidence (Bitner, 

Ostrom & Morgan 2008, 72). Customer actions mean all the actions the customer 

takes as a part of delivering the service and they are central in the creation of 

service blueprint. Onstage/ visible contact employee actions mean face-to-face 

contact and interaction with the customer, whereas backstage/ invisible contact 

employee actions are not visible to the customer and include contacts such as 

phone calls and other activities that support the activities onstage. Between the 

customer actions and onstage/ visible contact employee actions there is a line of 
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interaction and between onstage activities and backstage activities the line of 

visibility. The fourth component, support processes, include actions that are per-

formed in the different units of an organization by people that are not contact 

employees, but that perform actions that need to take place for the service to be 

delivered. There is a line of internal interaction between backstage activities and 

support processes. Physical evidence means all the tangibles that the customer 

comes across, which can affect how they perceive the quality of the service. (Bit-

ner et al. 2008, 72-73). 

 

Bitner et al. (2008) introduce several case studies in their paper and one of them 

is for a company called ARAMARK that provides for example, food, hospitality 

and facility management to businesses, schools, healthcare organisations and 

parks and resorts etc. One of its divisions, ARAMARK’s Park and Resorts was 

facing a problem with declining business particularly with a resort in Arizona, 

where they had campgrounds, boat tours, food services and were renting house-

boats. The problem causing the decline was that the customers were not return-

ing to the park after their first visit, because their first visit did not match their 

expectations. The marketing director for ARAMARK’s Park and Resorts decided 

to use blueprints to convince the organization that changes were needed. First, 

she created a blueprint from the customer’s point of view for a quality resort ex-

perience. She then created a blueprint for the Arizona resort experience. (Bitner 

et al. 2008, 84). She then compared the two blueprints and discovered that there 

were differences in services, standards and processes. Based on the compari-

son, new services were created, old ones were modernized, and facilities were 

upgraded. For example, it was discovered that when the customers rented a 

houseboat, it was quite laborious for the customer to get to the boat, as they 

needed to carry all their luggage and food that they needed to bring with them to 

the boat. Because of the blueprint, new services such as shopping groceries for 

the customer and taking their luggage to the boat for them were created to make 

the experience nicer for the customer. (Bitner et al. 2008, 84-85). 

 

As a result of the made changes, 50% less complains were made and there was 

a 12% increase in the returning customers. Overall customer satisfaction also 

increased. By creating the service blueprint, it was possible to see the service 
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provided from the customer’s point of view and therefore change the service to 

be more customer focused. (Bitner et al. 2008, 85.) 

 

 

2.4.3 Framework for the service design process 

 

When starting the design process, it is important that the right problem is identi-

fied and understood, before starting to find a solution for it. Instead of working 

with assumptions, initial research is conducted to define the problem and the re-

search phase is revisited if necessary. (Stickdorn et al. 2018, 85-87.) The service 

design process starts with research that is used for understanding the people and 

their behavior when it comes to the service. This kind of research allows the de-

sign process to be user-focused, since there is an understanding of the people 

the service is designed for. The next step in the service design process is the 

idea creation. The idea creation is followed by prototyping. Prototyping helps to 

evaluate the ideas and see how they work and which ones to further develop for 

implementation. The final step is the implementation of the service, once all the 

testing is done. (Stickdorn et al. 2018, 91.) 

 

 

2.5 Customer satisfaction score 

 

According to HubSpot (2020), customer satisfaction score is a very simple cus-

tomer satisfaction survey methodology, since it calculated by asking a question 

such as “How satisfied were you with the product/ service?” and a scale of, for 

example, 1-5 or 1-10 is given. Both number rating scales and word rating scales 

can be used (SurveyMonkey n.a.). The customer satisfaction score can be cal-

culated by dividing the sum of all the scores by the number of responses (Hub-

Spot 2020). It can be also calculated by dividing the positive responses with all 

the responses, multiplied by 100 to receive a percentage. It first needs to be de-

cided what counts as a positive or satisfied response, for example on a scale of 

1-5 or 1-10. (Nicereply 2018, 13).  

 

According to Coelho and Esteves (2007, 313) the purpose of measuring customer 

satisfaction is to discover people’s attitudes and views on matters. Therefore, it 
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might be challenging to decide what type of a scale to use and how many answer 

options to have in it. Coelho and Esteves studied in their paper weather it was 

better to have a five-point or a ten-point numerical scale in a satisfaction survey 

and came to the conclusion that a ten-point scale shows more credible results as 

with a five-point numerical scale as the middle point in a five-point numerical scale 

might receive answers only because people choose it to have less effort in an-

swering (Coelho & Esteves 2007, 336). 

 

 

2.6 Gap model 

 

In 1985, Parasuraman, Zeithaml and Berry created a gap model for service qual-

ity that measures the gaps between what is expected of the service and the per-

ceived service quality. The model consists of five gaps as follows: 

• Gap 1: Customer’s expectation vs the management perceptions 

• Gap 2: Management’s perceptions vs service specifications 

• Gap 3: Service specifications vs service delivery 

• Gap 4: Service delivery vs external communication 

• Gap 5: Service expectations vs perceived service 

 

Gap 1 is created by the management of a company not understanding or knowing 

what features are required to meet customer needs and to deliver high quality 

service. Gap 2 comes from understanding the customer’s expectations, but there 

are no means to deliver the expected service to the customer. It can also result 

from poor commitment from the management to service quality. Gap 3 takes 

place when there are means to deliver high quality service, but the company still 

fails to do so. This can be, for example, because of inconsistency in employees’ 

performance. Gap 4 is the result of promising more than what can be actually 

delivered. It can be also because of the company is not informing the customer 

well enough on the different efforts that it takes to deliver high quality service to 

the customer. Gap 5 comes from the perceived quality of the service being some-

thing else that the customer expected. If the customer was expecting more than 

what was delivered, they will perceive the service quality as poor. This can be, 

for example, due to poor communication from the service deliver. It can also be 

that the customer received more than they expected and that form a positive gap 
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between customer’s expectations and perceptions. (Parasuraman et al. 1985, 

45–46). 
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3 METHODOLOGY 

 

3.1 Methodological approach 

 

To answer the research questions: “What is the user experience of the end-users 

of the travel expense claim service and how satisfied they are with it?” and How 

can the user experience and satisfaction be improved?” primary qualitative and 

quantitative data needed to be gathered. The research combines both quantita-

tive and qualitative research. Quantitative research collects data that is numerical 

(Haertel 2010, 708) whereas qualitative research collects data that is often tex-

tual, but it can even be items such as photographs or videos (Saldana 2011, 3). 

Given the nature of the research questions, the main approach for the study was 

qualitative research, but in order to gain enough background information on the 

end-users, also quantitative research was used as an approach for the study. The 

approach used is inductive, since there is no primary theory tested, but the pur-

pose is to find patterns or themes in the raw data gathered to gain understanding 

on the end-user experience and form suggestion on how that could be improved 

(Thomas 2006, 238). 

 

 

3.2 Data acquisition methods 

 

The data for the research was collected with a survey that was sent to the end-

users, who in this case are the employees of UPM-Kymmene Oyj and its subsid-

iaries (see Appendix 1. Questionnaire sent to the end-users). The survey was not 

sent to all UPM employees, but to certain end-users from Finland, Germany, 

France, the United Kingdom, China, Poland and USA. These countries were cho-

sen, because in 2019 around 90% of the end-users creating travel expense 

claims were from these countries. From these countries, the biggest units were 

chosen, and the survey was sent to all users who had created more than one 

travel expense claim in 2019. The survey was sent to 1,930 employees of out 

6,930 employees that created travel expense claims in 2019. Since the Finnish 

units created around half of all the claims submitted in 2019, the survey was sent 

to 946 end-users in the biggest Finnish units, UPM-Kymmene Oyj, UPM Sales 

Oy, UPM Raflatac Oy and UPM Plywood Oy. The Chinese units were the second 
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largest and the survey was sent to 221 employees in their largest unit, UPM 

(China) Co., Ltd. Germany would have been the second largest otherwise, but 

many users do not create the claims themselves, but have their assistants do it 

for them. The survey was sent to 158 employees in UPM GmbH and UPM Sales 

GmbH. The fourth largest was the USA and the survey was sent to 187 employ-

ees in UPM-Kymmene Inc and UPM Raflatac Inc. The rest of the units were 

around the same size and the survey was sent to 155 employees in UK (UPM-

Kymmene (UK) Ltd, UPM Wood Materials (UK) Ltd and UPM Raflatac (UK) Ltd), 

124 employees in French units (UPM France SAS, UPM Wood Materials SAS 

and UPM Raflatac SAS) and 139 employees in Polish units (UPM-Kymmene 

Sp.zo.oo. and UPM Raflatac Sp. z o.o.) A questionnaire was chosen as a data 

acquisition method, because it is good for gathering information from a large 

group that is geographically scattered. Questionnaires can be used to collect de-

tails on the respondent (for example age or position) and also the respondent’s 

attitudes or experience on a certain subject. (Rowley 2014, 309). 

 

In addition to the survey, interviews were conducted via Microsoft Teams, with 

three people involved in the travel expense claim service process to gain under-

standing of their perspective of the process and what are their ideas of how the 

end-users could be served better (see Appendix 2. Interview questions to the 

person involved in the process). The persons interviewed were an assistant from 

the Tampere office who is responsible of, for example, booking the hotels for 

employees and providing train tickets and is the travel services contact person in 

Finland, travel expense claim Controller in Poland, who started at UPM in Febru-

ary 2020, and an Expert who is responsible for implementing new units to Mo-

bileXpense and the technical side of MobileXpense. The interviews were also 

recorded with a permission from the interviewees to help the analysis process 

later and to keep the interviews more conversation-like as the author did not have 

to write down the answers. 

 

According to Saldana (2011, 32) participant interviewing is the most popular 

method to collect data in qualitative research and it is a good method to gain 

insight to people’s feelings, values and attitudes on a certain topic with their own 

words. The interviews can have very little structure with just some topic areas, or 

they can be very structured with specific questions in a specific order (Saldana 
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2011, 32). The interviews for this research had a specific structure and the ques-

tions were asked in a certain order, but they were also conversation like, so they 

were more half-structured. The interviews were also conducted individually with 

the people, not as a group interview with the three persons interviewed.  

 

 

3.3 Analysis methods 

 

For the analysis of the responses, the first step was to open the responses in 

Excel where all the responses could be viewed at the same time and sorted in 

different ways easily. MS Forms has a function that exports the responses to 

Excel, meaning no manual data entering was needed. Due the large number of 

responses, the responses were analysed by country and then compared with 

each other to make the analysing process easier and to be able to discover dif-

ferences between countries. The results were also observed on a global level. 

 

For the open-ended questions, the main method for analysis was to find patterns 

in the answers from different respondent and form themes based on the patterns. 

According to Saldana (2011, 91) forming patterns is one of the first steps in the 

analysing process of qualitative data, which is followed by, for example, themati-

zation. Coding can also be used with qualitative data analysis, for example, by 

recognising certain words or phrases that are present in the answers (Saldana 

2011, 96). This method was also used in this thesis, since the amount of data 

was large and by coding it was easier to find patterns and themes in the answers. 

According to Nowell et al. (2017, 1) forming themes is a good qualitative data 

analysis method particularly when there is a large set of data to be analysed. The 

themes that were found, were written down on a separate word file. Thematic 

analysis was also used for the analysis of the interviews.  

 

For the closed-ended questions, the responses were expressed first in frequency 

tables which were turned into diagrams to better see the distribution. This is a 

common way in descriptive statistics to present the data (Rowley 2014, 324).  

Descriptive statistics were used to be able to compare the data from different 

countries and to be able to define respondent characteristics. The next step was 

to find any correlation between two or more variables. Correlation means that 
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there is a connection or relationship between two or more variables (Cambridge 

Dictionary). Correlation is often used in analytical research (Rowley 2014, 311).  
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4 RESULTS AND DATA ANALYSIS 

 

 

4.1 Survey response rates and the background of the respondents  

 

The survey received in total 401 responses. It was sent to 1,930 employees, so 

the response rate was 21% globally. For Finnish units the response rate was 18% 

(171 responses, sent to 946), for German units 22% (35 responses, sent to 158), 

for UK units 26% (40 responses, sent to 155), for French units 35% (44 re-

sponses, sent to 124), for Polish units 22% (30 responses, sent to 139), for US 

units 25% (47 responses, sent to 187) and for Chinese unit 14% (31 responses, 

sent to 221). Due to poorer response rates in Finland and China, the global re-

sponse rate was just 21%. The response rate in general was according to the 

author’ expectation, which was that the response rate will fall between 20-30%. 

 

59% of the respondents marked their gender as man, 39% as woman, 0,2% as 

non-binary and 1,8% preferred not to say their gender. The most common age 

group was 50+ and 38% of the respondents belonged to this age group. The 

second largest age group was 41-50 (30%) followed by 31-40 (23%) and 20-30 

(9%). When asked about position, 41% of the respondents marked their position 

as middle management, 32% as expert/ specialist, 19% as office worker, 6% as 

top management and only 2% as production worker.  When asked about how 

many travel expense claims the user submits on average per year, 31% of re-

spondents informed 20+, 25% informed 1-5, 22% informed 6-10 and 22% in-

formed 11-19. The distribution for this question was quite steady. All in all, ac-

cording to the background information gathered on the respondents, responses 

were received from many different types of end-users, which is beneficial for the 

results. The figures for country specific background information can be found in 

Appendix 3. Country specific background information. 

 

 

4.2 Country specific results and analysis 

 

The second to last question in the survey was “How satisfied are you with the 

travel expense claim service on a scale of 1 to 10?”. This question was placed in 
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the survey to be able to calculate the customer satisfaction score. The score was 

calculated in two different ways, as an average score and as a percentage of 

satisfied respondent. Answers from 7-10 were considered as satisfied. The aver-

age score globally was 7.7 and the percentage 83%. The country specific scores 

were between 7.3-8.5 and 75%-97%, meaning there are some differences in the 

satisfaction levels between countries.  

 

4.2.1 Results and analysis for the German units 

 

In the German units, 57% (n=20) found the use of MobileXpense either very easy 

or somewhat easy and only 17% (n=6) very difficult or somewhat difficult, which 

is positive (Figure 2). Still, 43% (n=15) does not find the use easy, meaning this 

should still be improved. 

 

 

FIGURE 2. Easiness of use of MobileXpense in German units 

 

 When asked with an open-ended question, 43% (n=15) replied that they had no 

recurring problems or issues with the system. All but one had replied that the 

system is very easy, somewhat easy or neutral to use, which is only natural that 

there are no recurring problems if the application is found easy to be used. The 

recurring problems mentioned were: 
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3 %
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•  Splitting of the breakfast from the hotel is difficult, since that needs to be 

done in a German hotel because of the different VAT. 

•  The application is just too time-consuming. 

•  Not knowing which cost category to use 

•  Not being able to attach the same receipt to more than one line on the 

same report  

• General usability 

•  Finding draft reports  

•  Creating daily allowances 

•  Logic with VAT not understood  

 

When asked if the user uses mainly mobile application or web-based application 

to create claims, only one respondent said they usually use the mobile application 

to create the claims. This person was creating 20+ claims per year and creating 

them within one week and mentioned that the mobile application is easy to use, 

because a picture of the receipt can be taken with a mobile phone and attached 

to the report without having to save it to a computer first. Five other respondents 

mentioned that they have used the mobile app. The persons that had used the 

mobile application had created 11-19 or 20+ claim per year. It could be perhaps 

that the more the user travels the more they want to create claims or save receipts 

on the move to prevent from losing them.  

 

When asked with an open-ended question if the respondent is able to find the 

instruction and how useful they find them or is something missing, 29% (n=10) 

replied that they were able to find the instructions. They had also replied that the 

application was either easy or neutral to use. 40% (n=14) said they were not able 

find any instructions. 31% (n=11) said they have not needed the instructions so 

far. None of the respondents had any suggestion how the instructions could be 

improved, although one suggested that there should be German instructions, but 

there already are, which means the end-user has not been able to find them. For 

this question, there was some difference between genders, as 50% of the women 

were not able to find the instructions, whereas for men it was 35%. This is most 

likely coincidental and has nothing to do with gender.  
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When asked if the user knew who to contact when faced with a problem or had 

an issue, 46% (n=16) respondents said they knew who to contact when faced 

with a problem, but as ¼ did not know who to contact this should be better com-

municated to the travelers (Figure 3). There was no correlation to other questions. 

 

 

 

FIGURE 3. Know who to contact, German units 

 

Only 6% (n=2) were very satisfied with the training and support they have re-

ceived. They also found the use of the application very easy and knew who to 

contact. The respondents who were very dissatisfied did not know where the in-

structions were located and were also not satisfied with the application. Since 

nearly half were neither satisfied or dissatisfied with the support or training, there 

is still room for improvement (Figure 4). The customer satisfaction score for this 

question was 40%.  
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FIGURE 4. Satisfaction with the support and training, German units 

 

Asked with an open-ended question, 89% (n=31) felt that their questions were 

answered properly and within a reasonable time or they had not had any ques-

tions so far and only 11% (n=4) felt that they had not been answered properly, 

meaning that the service level with answering questions had been good. 

 

When asked to rate their satisfaction to the entire process on a scale of 1-10, the 

average customer satisfaction score was 7.3. Customer satisfaction score calcu-

lated as the percentage of satisfied customers was 77%. When asked what could 

be still improved in the travel expense claim process, 34% (n=12) replied that 

they had no suggestions for improvement. The suggestions for improvement in-

cluded: 

• Better German translations 

• VAT 19% automatically for breakfast cost category 

• The training material availability to be improved 

• The usability could be improved  

• It is not handy that if there is a problem with one line of the report, the rest 

of the report will not be paid until that one line is fixed 

• Better search functionality for the cost categories 

• Amex transactions could arrive to MobileXpense faster 
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4.2.2 Results and analysis for the UK units  

 

 

69% (n=28) of the respondents found the use of MobileXpense very easy or 

somewhat easy and only 11% (n=4) found it somewhat difficult or difficult, which 

is a very good result (Figure 5).  

 

 

FIGURE 5. Easiness of use of MobileXpense in the UK units 

 

When asked with an open-ended question if there were any recurring problems, 

40% (n=16) answered that they did not have. The people who answered that they 

had not faced any problems, also answered to the previous question either very 

easy or somewhat easy and a few answered neutral. The issues that were re-

ported were many different kinds: 

• Exchange rates taken from the day report is created rather than the day 

the cost has taken place 

• Remembering to submit the report after creating it  

• Postal codes or addresses not recognised for mileage  

• Submitting receipts is time-consuming  

• Not easy to find duplicate receipts or errors that do not allow to submit a 

claim 
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• How to mark the attendees in the system correctly 

• Same receipt (attachment) cannot be used for two lines 

• Multiple issues with the Mobile app 

• Which cost categories to use for types of cost is unclear  

• Mileage allowance for specific type of vehicle does not default and needs 

to be added manually every time 

• When splitting of cost in a receipt is needed and when not 

• Delay in AMEX transaction coming to the system 

 

When asked whether claims are mainly created with mobile application or web-

based application, 80% (n=32) replied that they create claims using mostly web-

based application and 20% (n=8) use mostly mobile application. 75% of the mo-

bile application users created 20+ claims, which could suggest that the mobile 

application is great to use on the go. The benefits of using the mobile app accord-

ing to the respondents were that it was convenient to use outside of office and 

adding receipts was easy. One aspect for improvement was to receive a notifica-

tion also when the manager has approved the claim. 

 

When asked with an open-ended question if the respondent is able to find the 

instruction and how useful they find them or is something missing, 23% (n=9) 

answered that they did not know where to find instructions. 27% (n=11) answered 

that they had not looked for the instructions as there had not been any need for 

them. 40% (n=16) answered that they were able to find the information and felt 

that nothing was missing. The remaining 10% (n=4) were able find the information 

but felt that they were not clear enough and one suggested that it could be better 

to integrate more of the instructions to the application itself. There was no corre-

lation to the other questions other than that 75% of the persons who found the 

application somewhat difficult or very difficult, were not satisfied with the instruc-

tions or did not know where to find them.  

 

Only 32% (n=13) answered that they knew who to contact when faced with a 

problem or with a question to ask. 33% (n=13) answered maybe and 35% (n=14) 

answered no (Figure 6). Since 35% of the respondents do not know how to con-

tact, this should be communicated better to the travelers to clarify the process 

and what to do if a question arises. 
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FIGURE 6. Know who to contact, UK units 

 

45% (n=16) stated that they were neither satisfied or dissatisfied with the support 

and training (Figure 7). This indicates that there is room for improvement. 3% that 

were very dissatisfied with the training and support also felt that the instructions 

were not clear, the application was very hard to use and did not know who to 

contact. 89% of the respondents that were not satisfied with the training and sup-

port were 50+, but no other pattern could be detected for this question. The cus-

tomer satisfaction score calculated based on satisfaction to the support and train-

ing was 33%. 
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FIGURE 7. Satisfaction with support and training, UK units 

 

When asked with an open-ended question, surprisingly 98% (n=39) answered 

that there had been no issues receiving replies to their questions or that they had 

not needed to contact anyone. The person not satisfied commented that answer-

ing to questions was not very efficient. This was the same person who also was 

very dissatisfied with the training. 

 

When asked to rate their satisfaction to the entire process on a scale of 1-10, the 

average customer satisfaction score was 7.7. Customer satisfaction score calcu-

lated as the percentage of satisfied customers was 85%. When asked for possible 

ways to improve the process, 25% (n=10) replied that they were happy with the 

process and could not think of anything to improve. There were also multiple sug-

gestions for improvement, such as: 

• More notifications on the status of the claim 

• More end-user friendly application with more information and instruction in 

it 

• Proper training to the process 

• Link to instruction page and contact details from MobileXpense 

• Clearer instructions on the process and the use of the system 

• Add a help tab to the application 
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The wish for better training and instructions came both from travelers that created 

only few claims per year as well from travelers that created more claims per year, 

thus it seems that a higher number of claims created per year does not automat-

ically mean the end-user can operate the system easily and without problems. 

Otherwise, there was no correlation between the final question and the previous 

ones. 

 

 

4.2.3 Results and analysis for the Polish units 

 

Only 6% (n=2) answered that they found the use of MobileXpense difficult, so the 

results for this question were positive (Figure 8). For this question, it seemed that 

the more claims created per year, the easier the system was to use, as all the 

persons that created either 11-19 or 20+ claims per year, found the system some-

what easy or very easy.  

 

 

FIGURE 8. Easiness of use of MobileXpense in Polish units 

 

When asked with an open-ended question if there were any recurring problems 

the respondents face with the tool, 73% (n=22) replied no. These people mostly 

replied to the previous question either very easy or somewhat easy and a few 

answered neutral. 
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 The recurring problems the users mentioned they face were, for example: 

• Unclear classification of cost categories 

• It takes a long time for the Amex transactions to show 

• tool is difficult to use when used seldomly 

• not user-friendly, complicated to create reports 

 

When asked if expense claims are mainly created with the mobile application or 

the web-based application, only one person replied that they use the mobile ap-

plication primarily to create travel expense claims. This person also answered 

very easy to the previous question. Other 97% (n=29) said they use the web-

based application. The benefits mentioned for the mobile application were for the 

Polish units also the easiness of adding the receipts. There were no ways to im-

prove the application suggested. 

 

When asked with an open-ended question if the traveler was able to find instruc-

tions and how useful they find them or if something is missing, 27% (n=8) replied 

that they are not able to find the instructions and 6% (n=2) said they were not 

aware that there were any instructions. Therefore, 33% of the respondents were 

not either able to find the instructions or were not aware of their existence. 37% 

(n=11) replied that they have not looked for the instructions as they have not 

needed them. Only 30% (n=9) then replied that they were satisfied with the in-

structions and were able to find them.  

 

When asked if the user knew who to contact when faced with a problem or had 

an issue, the results were that only 33% (n=10) replied they knew who to contact 

if faced with a problem or had a question. 17% (n=5) answered maybe and 50% 

(n=15) said no (Figure 9). From the 15 who answered no, 60% were women and 

80% of those women created only 1-5 claims per year. It seems that for these 

women, creating claims seldomly affects the knowledge of the process.  
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FIGURE 9. Know who to contact, Polish units 

 

47% (n=14) were either very satisfied or somewhat satisfied and only 6% (n=2) 

were either very dissatisfied or somewhat dissatisfied with the support and train-

ing received (Figure 10). On the other hand, 47% (n=14) were also neither satis-

fied or dissatisfied, meaning the training and support could still be improved. Per-

sons who were very satisfied or somewhat satisfied also replied that they had no 

recurring problems with the system. Otherwise, there were no clear correlation to 

other questions. The customer satisfaction score for this question was 47%. 
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FIGURE 10. Satisfaction with support and training, Polish units 

 

When asked with an open-ended question if questions related to MobileXpense 

or the travel expense claim process had been answered properly and within a 

reasonable time, 57% (n=17) replied that there had been no issues. 40% (n=12) 

replied that they have never had to ask for help. Only one replied no but did not 

specify what the service had been lacking. The situation seems quite good, since 

only one had complaints and 57% felt that the service had been good when an-

swering questions.  

 

When asked to rate their satisfaction to the entire process on a scale of 1-10, the 

average customer satisfaction score was 8.3. Customer satisfaction score calcu-

lated as the percentage of satisfied customers was 93%. When asked with an 

open-ended question what could be improved in the service, 43% (n=13) an-

swered that they had no ideas for improvement. 62% of these were men, so it 

seems that in Poland, male respondents were slightly more satisfied with the ser-

vice than women. The suggestions for improvement included: 

• Better training to be received  

• Remove need to send paper copies 

• Visible in the tool who to contact with questions 

• More instruction embedded into the tool 

• American Express transaction faster to the tool 
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• Ability to see past claims 

There was no correlation to previous questions.  

 

 

4.2.4 Results and analysis for the Chinese unit 

 

No one in China felt the application was difficult to use and 87% (n=27) felt that 

it was easy to use (Figure 11). This is a very different result than in other coun-

tries. This might be because of cultural differences, but it is still a very good result. 

 

 

 

FIGURE 11. Easiness of use of MobileXpense in Chinese unit 

 

When asked with an open-ended question if there were any recurring problems 

the users face with the tool, 74% (n=23) replied no. The recurring problems men-

tioned that the users face, were: 

• Do not know where and how to download the mobile app 

• Difficulties knowing the correct cost categories 

• Hard to find previous reports 

• Travel request not always linking to the travel expense claim 

• Log in issues with mobile app, cannot create travel requests 
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• System is very slow sometimes 

 

When asked if the claims are created mainly with mobile application or web-

based application, all 31 respondents replied that they mainly use the web-based 

application for creating the claims. The benefits mentioned for the mobile app 

were that the receipts are easy to download to the system. 

 

When asked with an open-ended question if the traveler was able to find instruc-

tions and how useful they find them or if something is missing, 61% (n=19) replied 

that they were able to find the instructions and thought they were good. 22% (n=7) 

said they were not able to find instructions. 3% (n=1) said there was some infor-

mation missing and 13% (n=4) said they had not looked for the instructions so 

far.  

 

When asked if the user knew who to contact when faced with a problem or had 

an issue, the results were that 61% (n=19) replied that they knew who to contact, 

which is a good rate compared to other countries. 23% (n=7) replied maybe and 

only 16% (n=5) replied no (Figure 12). The ones who replied no were also ones 

who could not find the instructions.  

 

 

 

FIGURE 12. Know who to contact, Chinese unit 
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55% (n=17) of the respondents were very satisfied and 32% (n=10) were some-

what satisfied with the support and training. No one was somewhat dissatisfied 

or very dissatisfied (Figure 13). The customer satisfaction score for this question 

was 87%. These are, again, very good results but cultural aspects might affect 

the results of this question too. 

 

 

FIGURE 13. Satisfaction with support and training, Chinese unit 

 

When asked with an open-ended question if questions related to MobileXpense 

or the travel expense claim process had been answered properly and within a 

reasonable time, 90% (n=28) replied that there had been no issues with getting 

answers to questions. One mentioned that she does not know who to ask and 

two simply replied no.  

 

When asked to rate their satisfaction to the entire process on a scale of 1-10, the 

average customer satisfaction score was 8.5. Customer satisfaction score calcu-

lated as the percentage of satisfied customers was 97%. 81% (n=25) replied that 

they had no suggestions for improvement when asked with an open-ended ques-

tion how the process could still be improved. The suggestions for improvement 

were: 

• Reminder for approval 
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• More specific instruction on which cost category to use  

• Clearer instructions for the mobile app 

 

 

4.2.5 Results and analysis for the French units 

 

Only 13% (n=5) found the use of the system somewhat difficult and only 2% (n=1) 

found it were difficult (Figure 14). Since 60% (n=27) finds the system easy to use 

and only 15% hard to use, the situation is quite good in the French units. 

 

 

FIGURE 14. Easiness of use of MobileXpense in French units 

 

When asked with an open-ended question if there were any recurring problems 

the users face with the tool, 52% (n=23) replied no and they all found the system 

either easy or neutral to use. The recurring problems mentioned that the users 

face, were: 

• Amex transactions sometimes come as wrong cost categories (Taxi as a 

flight, for example) 

• Time-consuming 

• Lack of training 
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• Exchange rate is for the day when the report is created, not for the day the 

expense took place 

• Not knowing the splitting of a cost is needed 

• The system is not user friendly 

• Amex transaction take a long time before they appear in MobileXpense 

• Downloading receipts is slow 

• Not easy to use when not used often 

• How to delete a draft 

There was no correlation between the problems faced and other questions. 

 

When asked if the respondent uses mainly the mobile application or the web-

based application for creating claims, 7% (n=3) replied that use the mobile appli-

cation primarily to create claims. This is more than in other units. All the respond-

ents were male and two created 20+ claims per year. It makes sense that users 

creating more claims per year would be using the mobile application more, since 

the benefits mentioned were that application can be used offline and it is easy to 

upload the receipts. However, some respondents mentioned that they found the 

mobile application not very user friendly either.  

 

When asked with an open-ended question if the traveler was able to find instruc-

tions and how useful they find them, 27% (n=12) replied that they were not able 

to find the instructions. 29% (n=13) replied that they have never tried to search 

for them and 44% (n=19) replied that they were able find the instructions and 

nothing was missing from them. Unlike with other units, no one replied that they 

did not know there were any instructions. 68% of the persons who replied they 

were able to find the instructions answered either somewhat easy or very easy to 

the question of how easy the use of MobileXpense is. For those who answered 

that they were not able to find instructions, the same percentage was only 25%, 

hence it seems that the instructions are useful if found.  

 

When asked if the user knew who to contact when faced with a problem or had 

an issue, the results were that only 25% (n=11) replied that they knew who to 

contact when faced with a problem or had a question. 41% (n=18) replied maybe 

and 34% (n=15) replied no (Figure 15). It is alarming if only ¼ knows who to 

contact and means that the process should be made clear to the end-users. 



44 

 

 

 

FIGURE 15. Know who to contact, French units 

 

Only 11% (n=5) were either somewhat dissatisfied or very dissatisfied with the 

support and training (Figure 16). The one person who was very dissatisfied had 

mentioned previously that there was no training provided. 75% of the dissatisfied 

respondents were also women aged 41-50 whereas interestingly all the very sat-

isfied respondents were men. The customer satisfaction score for this question 

was 42%. 
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FIGURE 16. Satisfaction with the support and training, French units 

 

When asked with an open-ended question if questions related to MobileXpense 

or the travel expense claim process had been answered properly and within a 

reasonable time, 57% (n=25) replied that their question were answered properly 

within a reasonable time. 25% (n=11) said they had not needed to ask a question. 

5% (n=2) mentioned that it takes too long to receive an answer and 5% (n=2) 

mentioned that has not asked because does not know who to ask from. 4 of the 

replies were not answering to the question, perhaps because of a language bar-

rier.  

 

When asked to rate their satisfaction to the entire process on a scale of 1-10, the 

average customer satisfaction score was 7.6. Customer satisfaction score calcu-

lated as the percentage of satisfied customers was 75%. 41% (n=18) replied that 

they had no suggestions for improvement. None of these people have replied that 

they were dissatisfied with the support or training. The suggestion for improve-

ment were: 

• Make the process less time-consuming 

• The rate for the use of personal car cannot be adjusted, even though ac-

cording the French legislation it should be more after 5000 km per year. 

• Proper training to country specific rules 

• Faster payments 
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• Easier way to attach receipts 

• Email on rejected claim not clear enough 

• Choosing of cost category could be easier 

 

 

4.2.6 Results and analysis for the US units 

 

74% (n=35) answered that the tool was either somewhat easy or very easy to 

use which is a very good result. No one replied very difficult and only 7% (n=3) 

replied somewhat difficult (Figure 17).  

 

 

FIGURE 17. Easiness of use of MobileXpense in the US units 

 

When asked with an open-ended question if there were any recurring problems 

the users face with the tool, 45% (n=21) replied that they had not faced any re-

curring problems. All these people also replied to the previous question that the 

found the system somewhat easy or very easy to use. The problems that were 

mentioned were: 

• The mobile application logs out suddenly 

• Adding receipts can be slow 

• Takes a long time to create a report 
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• Credit card expenses take a long time to appear in MobileXpense 

• The system claims there are duplicate receipts when there are not 

• Adding attendees to cost categories is slow as there are lots of duplicates 

on the list and employees that have left the company 

• not user friendly 

 

When asked if the respondent uses mainly the mobile application or the web-

based application for creating claims, 15% (n=7) told that they use primarily the 

mobile application for expense claim creation and 85% (n=40) use the web-based 

application. People using the mobile application were not creating any more 

claims on average than those using the web-based application. The benefits 

mentioned for the mobile application were that uploading receipts is easy, but 

some mentioned that the interface is not very user friendly. 

 

When asked with an open-ended question if the traveler was able to find instruc-

tions and how useful they find them, 45% (n=21) replied that they were able to 

find the instruction and had no complaints about them. 40% (19) replied that they 

have never looked for the instructions. 11% (n=5) replied that they were not aware 

there were any instructions and 4% (n=2) said they were not able to find them. 

The results were good, since a majority were either able to find the instructions 

or said that did not need them.  

 

When asked if the user knew who to contact when faced with a problem or had 

an issue, the results were that only two people replied no, which is a very good 

result (Figure 18). Also, those people had replied that they found the use of the 

system somewhat easy and had no problems with the instructions, which could 

mean that they did not know who to contact because there had not been any 

need to contact anyone.  
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FIGURE 18. Know who to contact, US units 

 

When asked how satisfied the respondent was with the support and training re-

ceived regarding the travel expense claim process, the results were that posi-

tively, only 4% (n=2) replied that they were either somewhat dissatisfied or very 

dissatisfied (Figure 19). One found the use of the system somewhat difficult and 

the other one neutral thus the experienced lack of training might affect that. There 

were no other correlations found. The customer satisfaction score for this ques-

tion was 62%. 
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FIGURE 19. Satisfaction with the support and training, US units 

 

When asked with an open-ended question if questions related to MobileXpense 

or the travel expense claim process had been answered properly and within a 

reasonable time, 83% (n=39) answered that there have been no issues, which is 

an excellent percentage. 13% (n=6) replied n/a, which suggests that those per-

sons have had no need to contact anyone. One person replied, she did not know 

she could ask someone for help and also replied to the previous question that 

she was dissatisfied with the support and training. 

 

When asked to rate their satisfaction to the entire process on a scale of 1-10, the 

average customer satisfaction score was 7.9. Customer satisfaction score calcu-

lated as the percentage of satisfied customers was 85%. When asked if there 

were any suggestions for improvement, 49% (n=23) had no suggestions. The 

suggestion for improvement included: 

• No receipt needed for costs under 50$ 

• Credit card transactions to show in MobileXpense faster 

• More training for new employees 

• Change the way the system recognizes duplicates, so that it would check 

more than 12 first characters of the file name 

• More clearer cost categories 
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• The rules for US should be better communicated to the person controlling 

the claims 

 

 

4.2.7 Results and analysis for the Finnish units 

 

 41% (n=72) found the use of the tool somewhat easy and 60% (n=105) either 

very easy or somewhat easy. However, 22% (n=38) found the use either some-

what difficult or very difficult, which is more than in other countries (Figure 20).  

There is indeed some need for improvement if 1/5 of the users find the tool difficult 

use. 

 

 

FIGURE 20. Easiness of use of MobileXpense in Finnish units 

 

When asked with an open-ended question if there were any recurring problems 

the users face with the tool, 27% (n=47) replied that there had not been any prob-

lems. The problems that were mentioned included: 

• Forgetting to send the claim for approval 

• Splitting of breakfast (remembering to do it and how to do it) 

• Very unfriendly system for the user 

• Long waiting time for the Amex transactions 
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• Not intuitive as a system 

• Difficult to use when not used regularly 

• Often issues with log in  

• Scanning the receipts take a very long time 

• Splitting of costs 

• Not easy to attach the receipt using the mobile app 

• Who to contact when help is needed 

 

When asked if the respondent uses mainly the mobile application or the web-

based application for creating claims 11% (n=20) answered that they use the 

mobile application primarily to create expense claims. This is more than in any 

other country included in the survey. The benefits mention for the mobile appli-

cation were that it can be used on the go and it is easy to attach receipts. It was 

also mentioned that the new mobile application is significantly better than the old 

one. However, many mentioned that they had not heard of the mobile application 

before.  

 

When asked with an open-ended question if the traveler was able to find instruc-

tions and how useful they find them, only 24% (n=42) said they were able to find 

the instructions. 24% (n=42) also replied that they had not needed or had not 

searched for any instructions. 28% (n=49) answered that they have not been able 

to find the instructions and some even replied that they did not know there were 

any instructions. The rest 24% had mixed replies. Some mentioned that they were 

able to find UPM’s travel rule, but not any other instructions. One mentioned that 

his non-Finnish colleague was only able to find instructions for Finland in Finnish. 

A few mentioned that they instructions seem to be somewhat scattered around 

and cannot be easily found using the Intranet search bar. There were not any 

correlations to previous questions. Since only 24% knew where to find the in-

structions, the results for the Finnish units for this question were not good. 

 

 

When asked if the user knew who to contact when faced with a problem or had 

an issue, the results were that 33% (n=57) knew who to contact, 36% (n=63) 

maybe and 31% (n=54) did not know (Figure 21). 50% of those who replied no, 
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were not able to find the instructions either. There were also 50% less respond-

ents amongst those who had replied yes to this question that had replied very 

difficult or somewhat difficult to easiness of use question, than amongst those 

who replied no.  

 

 

FIGURE 21. Know who to contact, Finnish units 

 

Almost half replied that they were neither satisfied nor dissatisfied with the sup-

port and training, and 21% (n=37) replied that they were either somewhat dissat-

isfied or very dissatisfied (Figure 22). The customer satisfaction score for this 

question was 37%, meaning there is room for improvement in the support and 

training for the Finnish units. 
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FIGURE 22. Satisfaction with the support and training, Finnish units 

 

When asked with an open-ended question if questions related to MobileXpense 

or the travel expense claim process had been answered properly and within a 

reasonable time, 50% (n=87) replied that there had been no issues, which is not 

as good a percentage as for the other countries, but on the other hand 34% 

(n=59) replied that they have not had the need to ask for anything. The remaining 

16% (n=28) had faced issues, such as delays in replies and not knowing who to 

contact in the first place. Only 18% that where very dissatisfied with the training 

and support felt that their questions had been answered properly, meaning there 

was a correlation between this and the previous question. No other correlations 

could be found. 

 

When asked to rate their satisfaction to the entire process on a scale of 1-10, the 

average customer satisfaction score was 7.6. Customer satisfaction score calcu-

lated as the percentage of satisfied customers was 80%. When asked what could 

be still improved in the process, 32% (56) replied that they had no suggestions 

for improvement. The improvements that were suggested included: 

• Instructions should be easier to find 
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• More automation to recognizing cost categories from receipts and for ex-

amples suggestions for daily allowances if the traveler create a row for 

hotel  

• Amex transaction could come faster into the system 

• Less complexity and more user-friendly system 

• Possibility to create templates for recurring trips 

• Better training for new-comers 

• Way to see if MobileXpense if a claim has been paid 

• System remembering most used cost categories 

• Contact person clearly stated in the system 

• Street address list for all UPM units 

• Completely new system, for example SAP Concur 

• Not having to pay for the Amex bill, the company could pay it instead 

 

 

4.3 Analysis of the results on a global level 

 

There were some clear differences in the results between different countries. For 

example, when asked how easy MobileXpense was for creating claims and how 

satisfied the respondent was with the training and support received, none of the 

Chinese respondents replied difficult or dissatisfied. This could be related to cul-

ture, but the Chinese travel expense claim are also handled by a different team 

that for the rest of the countries included to this survey. For the Asian units, the 

claims are handled in China and for Europe and North America, the claims are 

handled in Poland and previously in Finland. For other countries, the answers to 

these questions were more even. Globally, 44% (n=178) were either somewhat 

or very satisfied with the training, 40% (162) neither satisfied or dissatisfied and 

16% (n=61) somewhat or very dissatisfied. It is positive that only 16% are dissat-

isfied, but since the customer satisfaction score was globally only 44%, there is 

room for improvement.  

 

On a global level, there seems to be a connection between how easy the system 

is to use and the satisfaction with the support and training, since only 27% of the 

respondents who replied that the system is somewhat difficult or very difficult to 

use replied that they were somewhat satisfied or very satisfied with the training 
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and support, whereas the equivalent percentage was 59% for those that replied 

they were somewhat satisfied or very satisfied with the training. This makes 

sense, since if the received training is not satisfactory to the user, it is likely that 

use of the system might be difficult. Globally, 64% (n=260) found the use of the 

tool either very or somewhat easy, 20% (n=82) neutral and 16% (n=59) some-

what difficult or very difficult. 65% (n=103) of the respondents that found the use 

either very easy or somewhat easy created 11-19 or 20+ claims, but it is natural 

the frequent use of the system might make it easier. 

 

There were also some differences in the problems faced by the users in different 

countries. For example, in Finland, many users mentioned that splitting of break-

fast and whether it is compensated or not is difficult. This problem is unique to 

Finland, since for other countries the breakfast is always compensated. There 

were also many problems in common, for example, the system is not intuitive and 

user friendly, Amex transactions take a long time to appear in MobileXpense and 

the lack of training and clear instructions, to mention a few. The most common 

problems faced by the end-users globally are presented in table 1 below. 

 

TABLE 1. Problems faced by the end-users and percentage of all answers 

Problem faced by the end-user Percentage 

Tool is not user-friendly on intuitive 9% 

Splitting rows is difficult 9% 

Submitting the claim takes a long time and the system is slow 6% 

Not knowing which cost category to use 6% 

Adding receipts is time-consuming 5% 

It takes a long time for the American Express transactions to 

be visible in the system 
4% 

 

Since the question was an open-ended one, it is likely that these problems are 

faced by more end-users than the ones who mentioned the problem, since many 

mentioned only one issue they have and it is likely that some answered that they 

do not have any problems because there were no ready answer options. Globally, 

42% (n=167) replied that they had no recurring issues with the tool. Also, visible 

in the country specific results was that if the use of the tool was seen easy, there 

were less problems.  
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There were also several other problems mentioned that were related to the tool 

not being user-friendly. These included, for example, slow and awkward drop-

down menus, discovering what causes an error message is difficult and too com-

plex a tool with too many steps to submit a claim. However, globally only 44% 

were satisfied with the support and training they had received, meaning the prob-

lems could also arise because of improper training to the tool with some end-

users. Globally, 26% (n=104) were also unable to find the instruction and 28% 

(n=114) did not know who to contact when faced with a problem, making the tool 

harder to use if questions or problems arise and therefore weakening the user 

experience. It was also seen in the country specific results that if the user knew 

where to find instructions, they were more satisfied. It was also positive that 66% 

felt that their questions had been answered properly and within reasonable, how-

ever the number could be higher if end-users all knew who to contact and used 

the correct channels for questions. 

 

It is also notable that only 10%  (n=40) use primarily the mobile application and 

many replied that they have not used it at all, yet complaints about adding receipts 

were plentiful and one of the benefits for the mobile application is that it makes 

adding receipts easier. At the moment it seems that the mobile application is 

mainly used primarily by those that create more claims per year, 68% using 

mainly mobile application created either 11-19 or 20+ claims and also 50% of the 

respondent using mainly the mobile app were from Finnish units. 

 

The suggestion what could be improved in the process where well in line with the 

most common issues and problems faced by the end-users. The suggestions for 

improvement are presented in table 2 with a percentage of how many times they 

were suggested.  
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TABLE 2. Suggestion for improvement and percentage of all the answers 

Suggestion for improvement Percentage 

Better training and instructions 10% 

Improve usability and user-friendliness 9% 

Faster import of American Express transactions 2% 

Easier way to attach receipts 2% 

 

 

The same notion can be applied to this question as well as to the question on the 

issues and problems, since this question was also an open ended one and it is 

likely that these improvements would be welcomed by more end-users than only 

the ones that suggested them. Globally, 39% (n=157) had no suggestion for im-

provement. It worth noting also that the third most common suggestion, faster 

import of American Express transactions, is not something that MobileXpense 

can influence, as according to American Express the delays are most commonly 

due to the merchant not having submitted the authorisation request to American 

Express yet (American Express 2020). 

 

Service blueprint was introduced in the theory as a good tool used in Service 

design to help identify where the is room for improvement, and for the thesis, the 

author created a service blueprint of the travel expense process, visible in figure 

2: 
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FIGURE 23. Service blueprint of travel expense claim process, template by Sarah 

Gibbons, Nielsen Norman Group 

 

The service blueprint was created using the existing process flowchart for the 

expense claim process. Three different phases were identified in the process, 

which were expense claim creation, claim approval and check and claim pay-

ment. Different actions performed during these phases were divided according to 

who is performing them and how the end-user interacts with the persons involved 
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in different phases and how visible the actions are to the end-user, since the 

service blueprint is done from the customer’s point of view, who here is the end-

user. As mentioned in the theory, between customer actions and frontstage ac-

tions there is a line of interaction and between front stage and backstage action 

a line of visibility. In the service blueprint created, the frontstage actions mean 

face-to face interactions that the end-user has with a colleague or local key-user. 

All the other actions take place in MobileXpense or Service Now, so they are all 

backstage actions and the end-user has no visibility to what is done in those sys-

tems and if everything in the process goes well, the end-user does not have to 

communicate at all with another human being.  

 

The problems arise in the process, when the end-user does not know how some-

thing is performed in the tool and is unaware of where to seek help. This prolongs 

the process and perhaps involves people that are not normally involved in the 

process and most likely leaves the end-user dissatisfied. The solution would be 

to make the process more transparent to the end-user and to make sure they 

know what the backstage actions are, even though they are not visible to them. 

Especially with the self-help bar in the MobileXpense application it is obvious that 

there is not much additional value to it if the end-users are not aware of it existing, 

which seems to the case with many end-users.   

 

According to the gap model, which was introduced in the theory, it seems that 

there is a gap between service expectation and the perceived service (gap 5) 

(Parasuraman et al. 1985, 46). This is partly due to MobileXpense application 

itself, but also because of aspects such as training and instructions not being 

what was expected. 

 

All in all, the respondent’s background, such as age, gender or position, seemed 

to have very little effect on the user experience or satisfaction. The position only 

affected the number of claims created, since management travels more than pro-

duction workers, for example, and the number of claims had some effect on user 

experience. 

 

 



60 

 

4.4 Interviews results and analysis 

 

4.4.1 Interview with the assistant  

 

The first interview was conducted with the assistant from the Tampere office, 

who, for example, books hotels for travellers and provides them with train tickets 

and is the contact person for travel services in Finland. She told that she person-

ally creates a travel expense claim only around two times a year using a com-

puter, so she always needs to recall how to create the claim in the system but 

thinks that the system is otherwise easy to use. She uses a computer to create 

the claims and does not use the mobile application. She aims to create her claims 

soon after travelling but has noticed that some travellers tend to wait a long time 

after travelling to create a claim and sometimes gather costs from multiple trips 

to one claim. 

 

She sometimes receives questions from the travellers and then instructs the trav-

ellers to send the question via Financial Services Service Now-portal to the cor-

rect people. If the question is related to UPM’s travel rule and she knows the 

answer, she might answer the traveller, but if it is related to the MobileXpense 

system, she instructs to use FS Snow. FS Snow (Financial Services Service Now) 

is a service portal where service requests can be created that are then assigned 

to the people responsible on the matter in question. The requestor receives an 

email once their service request is resolved or if some additional information is 

needed from them. The benefits of using FS Snow is that the requests are visible 

to all that have access as service request handlers to the portal and it is easy to 

track old service requests as they all have a unique service request number.  She 

suspects that the questions that do not belong to her, come to her because she 

has updated some travel expense claim related pages in the Intranet and her 

name is visible there.  

 

As for the travel expense process, she gave an example that sometimes new 

travellers question why they have to pay the hotel themselves and cannot ask for 

an invoice and she had to explain that they will receive the money soon back with 

the travel expense claim and that this is UPM’s policy. She also mentioned that 

she has noticed that end-users are quite reluctant to use their American Express 
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credit card for small purchases, such as books etc., and rather ask for an invoice 

for the company, which is not recommended as for all the invoices there needs 

to be a vendor in SAP. In the past, there were also more issues with the hotel 

costs in Finland, as breakfast is only compensated if it has been a part of the 

room price. This is always the case with UPM’s preferred hotels, with which UPM 

has a special price that includes the breakfast, but the list the travel expense 

claim controllers use was not always up to date and caused some unnecessary 

travel expense claim rejections. She mentioned that for travellers under Finnish 

company codes, it might be sometimes unclear that breakfast is only compen-

sated in UPM’s preferred hotels or if it has been part of the room price. 

 

4.4.2 Interview with the travel expense claim controller 

 

The interview with the travel expense claim controller took place during the Covid-

19 pandemic, so there had not been any business travel for around 2-3 months 

at the time. The controller started working for UPM in February 2020. She told 

that she does not receive that many questions regarding travel expense claims, 

either payment or about the system, to her personal email. Most questions she 

receives through FS Snow and they are often related to payments and sometimes 

about the system itself. Because of Covid-19 she has not received that many 

questions as there has not been many travel expense claims created since there 

is no travelling, so the situation will most likely change once business travel is 

once again allowed. 

 

When asked if she had received any complaints or noticed recurring problems 

the end-users face, she told that she has received some questions why the claims 

have been approved by the controller so late, as the travellers have not under-

stood that the claim can be controlled only after managers approval and it has 

been the manager who has approved it late. 

 

From controller’s point of view, she mentioned that since she is the only controller 

for European and Northern-America units, the claim controlling can be sometimes 

very time-consuming as there are different rules for each country and some trav-

ellers create very long claim with multiple trips, even though that is not advised. 
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She had also created one claim herself on a computer and found the system user 

friendly and easy to learn and use. All in all, she finds to process good and men-

tioned that the use of company credit card as a primary method of payment is 

particularly good, because the costs come directly to MobileXpense. She said 

that from her experience, most of the travellers create claims soon after the costs 

have taken place and that the approvers usually also approve the claims within 

reasonable time. One suggestion for improvement that she made was that more 

information on the country policies to could be added to cost categories if possi-

ble. She also suggested to make it mandatory to have a receipt or a comment to 

cost categories that require a receipt so that the report could not be sent for ap-

proval if the receipt or comment is missing. 

 

 

4.4.3 Interview with the expert 

 

The expert told that she has created a few claims for herself but has created 

several test claims for new entities being implemented to MobileXpense and is 

therefore very familiar with the system and finds it easy to use as she uses it on 

a regular basis.  

 

She told that she receives questions to her personal email related to the use of 

MobileXpense. She usually instructs the person asking to create a ticket in Ser-

viceNow or she might answer if the question is short and instructs the person to 

use ServiceNow the next time when questions arise. The questions are usually 

not because of the system not working properly, but because the user has not 

read the instructions and does not know how to operate the system or how the 

process works. For example, why the report has not been accepted for payment, 

when it in fact has not even been sent to the manager for approval. 

 

She thinks that the instructions could be promoted better as it is clear to her that 

many travellers have not read the instructions. There is also a self-help bar in 

MobileXpense, which might be difficult to spot if the end-user is unaware that it 

exists. She said it would be good to also promote that to the end-users since the 

self-help bar has step-by-step instruction on all the different functionalities of Mo-
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bileXpense. She also thinks it would be good if the controllers could see the re-

ports sorted by the day of managers’ approval instead of the day when the claim 

was created, since the controllers have a week from the managers approval to 

have the claim paid.  

 

 

4.5 Conclusions from the interview 

 

All the interviewees told that they think the system is easy to use, even though 

they all have very different backgrounds in using the system. What was evident 

from all the interviews is that some of the end-users do not read the instruction, 

be that because they do not know where to find them or they just do not have the 

time. It could also be that the instructions have some information missing and the 

end-user is not able to find all answers from them and therefore contact an incor-

rect person or the correct person through incorrect channel.  

 

The interviews also support the findings from the survey that some end-users 

struggle to find the instructions, and some do not find them useful and are forced 

to seek assistance from somewhere else. It is very beneficial that the findings 

from the interviews support the findings from the survey, thus making the findings 

more reliable and confirm aspects needing improvement. 
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5 RECOMMENDATIONS AND CONCLUSIONS 

 

5.1 Recommendations 

 

As the application for creating travel expense claims is from an external service 

provider, MobileXpense, there is not much that can be changed in the software 

itself, although the aspect of not user-friendly was mentioned several times in 

different units. It would be a good idea to communicate this to MobileXpense so 

that they are aware that there is some dissatisfaction with the user experience. 

The specific aspects mentioned weakening the user experience were, for exam-

ple, slow drop-down menus that do not function properly, too complex a tool with 

too many steps and difficulties in discovering what causes error messages. Too 

many steps were referring, for example, to having to first create the transactions, 

then form a report out of them and only then being able to send it for approval. 

Some users forget to send it for approval, as it does not happen automatically 

when the report is created. There were also suggestions for improving the user 

experience that could also be communicated to MobileXpense. These included 

more automation, for example that the system would suggest a cost category 

based on the description of the cost or that the system would be able to identify 

information from a PDF receipt and the user would not have to fill them in by 

hand. Other suggestion was the possibility to add favourites with cost categories 

or countries and an ability to create templates for certain recurring trips, for ex-

ample.  

 

However, there are aspects in the overall travel expense claim process that 

based on the survey can still be improved. The commissioner wished that the 

principles of service design would be introduced in this thesis and according to 

the theory, collecting primary data and interpreting it is the first step in the service 

design process. That was achieved with the survey and the interviews.  

 

Since many of the respondents did not know where to find the instructions and 

some were not even aware that there were any, the instructions should be pro-

moted more and a link could be added to MobileXpense, if possible, to the Intra-

net page where the instructions can be found. It would also be a good idea to go 

through all the instructions that are available and to make sure they are up to date 
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and hold all the information needed as there were mentions that the instruction 

do not cover everything.  

 

Many respondents mentioned that they found the uploading of the receipt difficult 

and time-consuming. Still, only a few were using the mobile application, with 

which the uploading of the receipts is easier and faster. Therefore, the mobile 

application should be promoted more to enhance this aspect of the end-user ex-

perience as the process would be faster. 

 

Not user-friendly was mentioned several times when asked about recurring prob-

lems with the system. There is, however, a self-help bar in the web-based appli-

cation that gives step-by-step instructions on the different functionalities of Mo-

bileXpense. Without knowing that it exists, it might be hard to spot in the applica-

tion, thus it would be good if it was promoted to the end-users, for example in the 

instructions or otherwise. The self-help bar makes the use of the system easier 

for new or infrequent users and makes the system more user-friendly. 

 

As many respondents did not know who to contact if they needed assistance and 

as both the expert and the assistant told in the interviews that they receive ques-

tions from the travellers that do not belong to them, it would be good to have the 

correct way to contact and the correct point of contact visible, for example, in 

MobileXpense, if possible. The correct way to contact via UPM Finance Self Ser-

vice Portal is mentioned on the instructions page on Intranet, but since many 

users do not know how to find that page, they cannot find that information either. 

 

The end-user experience could also be improved by adding as much country-

specific instructions to different cost-categories in MobileXpense, so that it would 

be clearer to the users when to use which category and the travel expense claim 

creation would be faster. If there is time, some kind of e-learning/ training could 

also take place, where users that are not very familiar with the system or process 

could attend and ask questions. There are already some training videos available 

in Intranet so those should be promoted better also. Lack of initial training was 

also mentioned several times, meaning it would be good to revise how new em-

ployees are trained to use the application. For example, someone that uses the 

application frequently could train new-comers face to face in the unit. 
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In the analysis part, a service blueprint was constructed of the travel expense 

claim process. With the service blueprint, it was possible to see the possible parts 

in the service where problems might arise. These included situations where the 

end-user needs assistance but is not aware of the backstage actions or support 

processes and it was recommended to make the process as transparent to the 

end-user as possible. 

 

All in all, as mentioned in the theory, user experience is not only about usability, 

but it is important to also focus on factors such as efficiency and satisfaction. In 

service design, the main focus is always the customer, in this case the end-user, 

so the entire process should be designed with the end-user in the centre and 

think what benefits the end-user most. The process needs to be as smooth as 

possible as take as little time as possible from the end-user as their main interest 

is naturally their daily work and tasks, not creating travel expense claims.  

 

 

5.2 Conclusions 

 

As the purpose of the thesis was to study the end-user experience and their sat-

isfaction and to form suggestions how the process could be improved while intro-

ducing the concept of service design, the thesis was able to reach its purpose 

due to enough replies received to the survey. Based on the results of the thesis, 

the persons responsible for the process can start developing and implementing 

improvements to the process. Some clear areas for improvement were identified, 

such as instructions, training and usability of the application, which is to be com-

municated to the service provider.  

 

The research questions “What is the user experience of the end-users of the 

travel expense claim service and how satisfied they are with it?” and “How can 

the user experience and satisfaction be improved?” were answered meaning the 

thesis reached it goal. The end-users are quite satisfied with the service as the 

average customer satisfaction score was 7.7 and 83% of the respondents were 

satisfied. The thesis was also able to provide the commissioner with suggestions 

on how to improve the process and thereby the user experience and satisfaction. 
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However, the question on the satisfaction to the travel expense process could 

have been on a  verbal scale with five points instead of 1-10, since it could be 

that some perceive 7 as neutral instead of satisfied, which is what it meant to 

mean here. Also, the timing was not the best possible for the survey, since it took 

place during Covid-19 pandemic when all business travel was banned, and tool 

was not actively being used. 

 

 

 



68 

 

REFERENCES  

American Express. 2020. Why didn’t my pending transaction show up? Read on 
29.9.2020. https://www.americanexpress.com/au/customer-service/faq.pending-
charge-not-available.html 
 
Birkett, A. 2020. What Is Customer Satisfaction Score (CSAT)? Blog: HubSpot. 
Read on 15.9.2020. https://blog.hubspot.com/service/customer-satisfaction-
score 
 
Birkett, A. 2020. How to Measure Customer Satisfaction in 8 Simple Steps. Blog: 
HubSpot. Read on 15.9.2020. https://blog.hubspot.com/service/how-to-measure-
customer-satisfaction 
 
Bitner, M. J., Ostrom, A. L., & Morgan, F. N. 2008. Service blueprinting: a practical 
technique for service innovation. California management review 50(3), 66-94. 
 
Braun, C., & Hadwich, K. 2016. Complexity of internal services: Scale develop-
ment and validation. Journal of business research 69(9), 3508-3522.  
 
Cambridge Dictionary. 2020. Correlation. Read on 27.7.2020. 
https://dictionary.cambridge.org/dictionary/english/correlation 
 
Clatworthy, S. 2017. Service design thinking. In Lüders, M., Andeassen, T. W, 
Clatworthy, S. & Hillestad (ed.) Innovating for Trust. Cheltenham: Edward Elgar 
Publishing Limited, 167-182. 
 
Coelho, P. S., & Esteves, S. P. 2007. The choice between a fivepoint and a ten-
point scale in the framework of customer satisfaction measurement. International 
Journal of Market Research 49(3), 313-339. 
 
Dunne, D. 2018. Implementing design thinking in organizations: an exploratory 
study. Journal of Organization Design 7(1), 1-16. 
 
Guzman, I. R. 2004. User Support. In Bainbridge, W.S. (ed.) Berkshire Encyclo-
pedia of Human-Computer Interaction. 2nd edition. Great Barrington: Berkshire 
Publishing Group LLC, 760-763. 
 
Haertel, G. D. 2010. Quantitative Research. In Kridel, C. (ed.) Encyclopedia of 
Curriculum Studies. Los Angeles: SAGE Publications, Inc. 
 
Hassenzahl, M., & Tractinsky, N. 2006. User experience-a research agenda. 
Behaviour & information technology 25(2), 91-97. 
 
Interaction Design Foundation. n.d. Design Thinking. Read on 03.04.2020. 
https://www.interaction-design.org/literature/topics/design-thinking 
 
Johnston, R. 2008. Internal service – barriers, flows and assessment. Interna-
tional Journal of Service Industry Management 19(2), 210-231. 
 

https://blog.hubspot.com/service/how-to-measure-customer-satisfaction
https://blog.hubspot.com/service/how-to-measure-customer-satisfaction
https://dictionary.cambridge.org/dictionary/english/correlation
https://www.interaction-design.org/literature/topics/design-thinking


69 

 

Kurokawa, T. 2015. Service Design and Delivery: How Design Thinking Can In-
novate Business and Add Value to Society. New York: Business Expert Press, 
LLC 
 
Luchs, M. G. 2016. A Brief Introduction to Design Thinking. In Luchs, M. G., 
Swan, K. S. & Griffin, A. (ed.) Design thinking: new product development essen-
tials from the PDMA. Hoboken: John Wiley & Sons, Inc. 
 
Miller, M. E. 2015. How many service designers does it take to define service 
design? Blog: Practical Service Design. Read on 02.04.2020. https://blog.practi-
calservicedesign.com/how-many-service-designers-does-it-take-to-define-ser-
vice-design-6f87af060ce9 
 
Moritz, S. 2005. Service Design: Practical Access to an Evolving Field. Issuu 
Inc. Read on 02.04.2020. https://issuu.com/st_moritz/docs/pa2servicedesign/4 
 
Nicereply.com. 2018. The Ultimate Guide to Customer Satisfaction. Nicere-
ply.com 
 
Nowell, L. S., Norris, J. M., White, D. E., & Moules, N. J. 2017. Thematic analy-
sis: Striving to meet the trustworthiness criteria. International journal of qualita-
tive methods 16(1), 1-13 
 
Online Browsing Platform (OBP). 2019. ISO 9241-210:2019(en) 
Ergonomics of human-system interaction — Part 210: Human-centred design for 
interactive systems. Read on 11.04.2020. http://iso.org/obp/ui/#iso:std:iso:9241:-
210:ed-2:v1:en 
 
Parasuraman, A., Zeithaml, V.A. & Berry, L. L. 1985. A Conceptual Model of Ser-
vice Quality and Its Implication for Future Research. Journal and Marketing 49 
(4), 41-50. 
 
Park, J., Han, S. H., Kim, H. K., Oh, S., & Moon, H. 2013. Modeling user experi-
ence: A case study on a mobile device. International Journal of Industrial Ergo-
nomics 43(2), 187-196.  
 
Quiñones, D., Rusu, C., & Rusu, V. 2018. A methodology to develop usabil-
ity/user experience heuristics. Computer Standards & Interfaces 59, 109-129. 
 
Rowley, J. (2014). Designing and using research questionnaires. Management 
Research Review 37(3), 208-330. 
 
Saldana, J. 2011. Fundamentals of Qualitative Research. New York: Oxford Uni-
versity Press, Inc. 
 
Stauss, B. 1995. Internal services: classification and quality management. Inter-
national Journal of Service Industry Management 6(2), 62-78. 
 
Steward, T. 2015. User Experience. Behaviour & Information Technology 34(10), 
949-951. 
 

https://blog.practicalservicedesign.com/how-many-service-designers-does-it-take-to-define-service-design-6f87af060ce9
https://blog.practicalservicedesign.com/how-many-service-designers-does-it-take-to-define-service-design-6f87af060ce9
https://blog.practicalservicedesign.com/how-many-service-designers-does-it-take-to-define-service-design-6f87af060ce9
https://issuu.com/st_moritz/docs/pa2servicedesign/4
http://iso.org/obp/ui/#iso:std:iso:9241:-210:ed-2:v1:en
http://iso.org/obp/ui/#iso:std:iso:9241:-210:ed-2:v1:en


70 

 

Stickdorn, M., Hormess, M. E., Lawrence, A. & Schneider, J. 2018. This is service 
design doing: applying service design thinking in the real world: a practitioners' 
handbook. Sebastopol: O’Reilly Media, Inc 
 
Surveymonkey. n.a. Survey rating scales: numbered vs worded lists. Read on 
15.9.2020. https://www.surveymonkey.com/mp/presenting-your-rating-scales-
numbered-versus-worded-lists/ 
 
Thomas, D. R. 2006. A general inductive approach for analyzing qualitative eval-
uation data. American journal of evaluation 27(2), 237-246. 
 
Tullis, T. & Albert, W. 2010. Measuring the user experience: collecting, analyzing, 
and presenting usability metrics. Burlington: Morgan Kaufmann Publishers Inc.  
 

UPM-Kymmene Oyj. 2020. About us. Read on 5.8.2020. 
https://www.upm.com/about-us/ 
 

Van Velsen, L. S., Steehouder, M. F., & De Jong, M. D. 2007. Evaluation of user 
support: Factors that affect user satisfaction with helpdesks and helplines. IEEE 
Transactions on Professional Communication 50(3), 219-231. 
 

Witt, F. J. 1985. Marketing für innerbetriebliche Leistungen. Betriebswirtschaftli-
che Forschung und Praxis. 37(2), 162-175.  
 
Witt, F. J. 1988. Die Typologisierung unternehmensinterner Leistungen. Zeitschift 
für Betribswirtschaft. 58(7), 660-682. 

 



71 

 

APPENDICES  

Appendix 1. Questionnaire sent to the end-users 
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Appendix 2. Interview questions to persons involved in the process 

 

1. How often do you use MobileXpense to create claims? 

2. How easy do you find it? 

3. Do you receive question related to MobileXpense or to the process to 
your personal email, how often and what kind of questions? 

4. What do you think could still be improved in the process? 

 

 

Appendix 3. Country specific background information 

 

 

FIGURE 24. Age distribution in German units 
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FIGURE 25. Position distribution in German units 

 

 

 

FIGURE 26. Number of travel expense claims per year in German units 
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FIGURE 27. How fast after travelling expense claim is submitted in German units 

 

 

 

FIGURE 28. Age distribution in the UK units 
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FIGURE 29. Position distribution in the UK units 

 

 

 

FIGURE 30. Number of travel expense claims per year in the UK units 
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FIGURE 31. How fast after travelling expense claim is submitted in the UK units 

 

 

 

FIGURE 32. Age distribution in Polish units 
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FIGURE 33. Position distribution in Polish units 

 

 

FIGURE 34. Number of travel expense claim created per year in Polish units 

 

 

3 %

23 %

34 %

37 %

3 %

Poland

Production Worker

Office Worker

Expert/Specialist

Middle Management

Top Management

66 %

7 %

7 %

20 %

Poland

1-5

6-10

11-19

20+



81 

 

 

FIGURE 35. How fast after travelling expense claim is submitted in Polish units 

 

 

 

FIGURE 36. Age distribution in Chinese unit 
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FIGURE 37. Position distribution in Chinese unit 

 

 

 

FIGURE 38. Travel expense claims submitted per year in Chinese unit 
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FIGURE 39. How fast after travelling expense claim is submitted in Chinese unit 

 

 

 

FIGURE 40. Age distribution in French units 
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FIGURE 41. Position distribution in French units 

 

 

 

FIGURE 42. Travel expense claims submitted per year in French units 
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FIGURE 43. How fast after travelling expense claim is submitted in French units 

 

 

 

FIGURE 44. Age distribution in the US units 

 

 

 

 

 

0,0

5,0

10,0

15,0

20,0

25,0

30,0

20-30 31-40 41-50 50+

P
e
rc
e
n
ta
ge

US

Woman Man Prefer not to say Non-binary



86 

 

 

FIGURE 45. Position distribution in French units 

 

 

 

FIGURE 46. Number of travel expense claims created per year in the US units 

 

 

 

2 %

17 %

28 %

53 %

0 %

US

Production Worker

Office Worker

Expert/Specialist

Middle Management

Top Management

24 %

23 %
30 %

23 %

US

1-5

6-10

11-19

20+



87 

 

 

FIGURE 47. How fast after travelling expense claim are submitted in the US units 

 

 

FIGURE 48. Age distribution in Finnish units 
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FIGURE 49. Position distribution in Finnish units 

 

 

FIGURE 50. Number of travel expense claims created per year in Finnish units 
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FIGURE 51. How fast after travelling expense claim is created in Finnish units 
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