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I’m a Senior Product Designer with over 20 years’ experience 
designing digital products and experiences for major 
brands. I specialise in UX and UI, with strong knowledge 
of brand, strategy, and delivery. I’ve led projects across 
multiple sectors—from first idea through to launch. 

Alongside product and UX design, I also lead strategic design 
work that looks beyond the screen—using research, systems 
thinking, and co-design to help public sector and civil 
society organisations tackle deeper structural challenges.

I’ve lead UX and visual design teams across a mix 
of projects—from mobile apps and SaaS platforms 
to e-commerce and responsive websites. 

About
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- Competitor and Market Analysis
- Visual Benchmark
- Analytics Audit
- Usability and Accessibility Review
- Stakeholders Interviews and Workshops
- User Interviews and Surveys
- Research Synthesis

- Design Language Development
- Website and App Design
- Product Visualisation
- Interaction and Motion Design
- Design Systems and Guidelines
- Design Direction
- Prototyping

- Customer and User Persona
- User Story and Flow
- Customer Journey Map
- Service Blueprint
- Value Proposition Canvas
- Sitemap and Informational Architecture
- Content Inventory and UX Writing
- Wireframing
- Usability Testing

- Product Strategy
- Team Development
- Process & Operations
- Cross-functional Impact 

Capabilities

Discovery and Research

UI Design

UX & Service Design

Design Leadership



Case 
studies
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An editorial and media 
planning SaaS application 
responding to the needs 
of multiple newsrooms

News UK –
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News UK is home to some of the most influential media brands in the English-
speaking world, including The Times, The Sunday Times, and The Sun. Their 
newspapers, apps and digital platforms reach over 30 million people every 
week, covering everything from breaking news to long-form investigations.

I joined as Head of UX Design for the Content Platforms team, with a remit 
to improve the tools used across several newsrooms. Many of the existing 
systems were outdated, fragmented, or inconsistent, and editors were struggling 
with inefficient workflows that slowed down the fast pace of publishing.

My responsibilities included identifying the friction points in current tools and 
processes, rethinking the experience from the ground up, and mentoring a 
team of UX and visual designers to deliver research-driven improvements.

Early on, it became clear that content planning was a major challenge. 
Covid-19 forced news teams to work remotely, relying on fragmented 
spreadsheets and Google Docs to coordinate daily stories.

To solve this, I designed and rolled out NewsGrid for The Sun and The 
Times. The platform streamlined editorial and media planning, letting 
teams manage story schedules, publishing timelines, and cross-channel 
distribution in one place. By cutting operational friction, journalists 
could focus on creativity and storytelling, while the tool also supported 
strategic media planning across print and digital channels.

The client

The challenge

The solution

- Facilitation and participatory design
- Usability and accessibility review
- User research and interviews 
- Usability testing
- Site map & information architecture
- Journey Mapping
- Design system
- Wireframing & prototyping
- Product Design

News UK delivers a diverse mix of print and 
digital content, combining trusted journalism 
with innovative storytelling to engage 
audiences across the country and beyond.

Services I provided

News UK
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I adopt a co-design approach within my design practice 
whenever possible, actively involving key stakeholders and 
end-users in every stage of the design process.

Through workshops, feedback sessions, and iterative prototyping with 
various users of the newsroom, from freelance journalist to Editors-in-
Chief, I led a number of workshops that enabled us to dissect the intricacies 
and workflows of the news business and mapped out comprehensive
internal processes, to understand the requirements at depth and scale.
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It’s so important to get close to the real work when designing 
tools for journalists and internal teams. By digging into the 
day-to-day details of how stories get commissioned, written, 
edited and published, we were able to uncover the small but 
meaningful moments that were slowing people down.

A big part of my role was also making internal processes visible. 
Newsrooms are fast, complex environments, and many of the 
challenges aren’t written down anywhere—they live in habits, 
workarounds and pressure points. By mapping workflows and 
surfacing where things broke down or became repetitive, we 
could clearly see both the pain points and the opportunities 
to make their tools more supportive, efficient and intuitive.
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I worked closely with editors and content managers to really understand 
the challenges they faced and where things could be improved. Through 
testing ideas and creating prototypes, I designed simple, intuitive 
interfaces and automated workflows that made editorial planning 
easier, helped teams collaborate more smoothly, and saved time. 

By keeping the users at the heart of the process, the application 
met the needs of busy newsroom teams while making their work 
more efficient and enjoyable—helping them plan and publish content 
more effectively across both print and digital channels.

The result
Reduced time spent on content scheduling 
by 40–50%, replacing spreadsheets and 
Google Docs with a single platform.

Improved cross-team coordination, 
with 90% of editors reporting faster 
approvals and smoother hand-offs.

Streamlined coordination between 
print and digital channels, reducing 
duplicated work by 30%.

Planning efficiency:

Collaboration:

Cross-channel planning
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Transforming myTR into a seamless, user-centric 
hub for customers, partners, and internal teams

Thomson Reuters –



 12

Thomson Reuters is a global leader in providing trusted news, data, 
and technology solutions to businesses and professionals. Their 
services help organisations make informed decisions, stay compliant, 
and improve operational efficiency across industries worldwide.

Thomson Reuters wanted to improve their digital experience for both internal 
teams and clients, partners, and providers accessing its services through a self-
service portal. The existing logged-in space was fragmented, difficult to navigate, 
and didn’t fully align with the company’s customer experience principles.

I led the design direction for MyTR, a new self-service portal that delivers a secure, 
personalised experience. By evaluating multiple customer journeys, I redesigned 
the onboarding and logged-in experience with a clean, clutter-free interface. 

I defined visual hierarchy, interactive states, and behaviour across devices, ensuring 
a consistent and intuitive experience. All designs were documented and ready 
for development, aligned with Thomson Reuters’ brand and usability standards.

The client

The problem

The solution

- User experience design
- Wireframe & prototype design
- Information architecture
- User research
- Design system creation
- Engineering hand-off
- Delivery support

Thomson Reuters is a global leader in news 
and information services, providing trusted 
data, tools, and insights to businesses 
and professionals around the world.

Services I provided

Thomson Reuters
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Providing an intuitive, digital onboarding process to take 
the load off the TR Partner sales teams

Further automation of the screening process

Clear detail of the types/tiers of partnerships available

Improved client updates and communications during the 
screening/decision-making process

Explain the vetting process, including the need for a 
business sponsor and the Governance Committee

Surface the high value content and opportunities for the 
partners within the developer community - through 
effective signposting from the main site

Increased focus on self-service and signposting to self-
service areas of the site to increase efficiency of 
integration

Standardisation and automation of the contract creation 
process - digital enablement

Web-chat would allow for more automated and instant 
first line partner support

Proactive vetting and review of partnerships - active 
portfolio management

Feature senior partner sponsors within TR  showing 
commitment to partnership from high up in TR

Enhanced management of renewal process focussed on 
growth and retention

Proactive recommendation of other services

Partner toolkit and dashboard available online to allow 
easier management of the partnership

CUSTOMER EXPERIENCE MAP

TRIGGERS

For Thomson Reuters Partners

What starts their journey?
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1. Plan
Identifying opportunity for a potential Partnership, and 
what is the process for creating that?

Actively seeking to form a partnership with TR

NON-STRATEGIC PARTNERS STRATEGIC PARTNERS PRIME STRATEGIC PARTNERS

NOTE
NOTE

Seems like TR aren’t getting enough detail from their lead 
capture forms, end up having a lot of unnecessary 
conversations back and forth

Seeking help and relevant technical documentation to aid 
in the integration

Difficult to understand who to contract as there is little or 
confusing signposting of who to contact about what

Developer community and portal provides a lot of high 
quality information and is largely open source

First person experience of TR partnership value through 
demonstrations and discussion at events

The excitement of proactive recruitment from TR around 
a partnership

Engagement of TR tech teams with developer community 
- can give advice and help without needing to contact 
Account team

Generating excitement and demand in the partner 
solution

Generate signficant business changing revenue from the 
partnership

Lack of joint collaboration marketing efforts - don’t know 
what TR’s doing

Revenue generation may not meet the partner’s 
expectations

Maintaining an active and profitable partnership with TR

Levels of support from TR do not meet the original 
expectation

Direct engagement from TR’s devs through the developer 
community - can provide quick tech support resolutions

Well planned and executed TR marketing plans make a 
big difference to partner revenue

Engaging and educating Sales teams, create an 
accelerator for the partners

Regular meetings with a great Partner Manager 
makes the world of difference

Revenue exceeding expectations

Partner marketing efforts hopefully combined into larger 
ongoing marketing campaigns within TR

Attribute a commercial value to invite partners to 
strategic events

Maintaining and maximising revenue for both parties in 
the partnership

Lack of focus on partnerships and their value from larger 
organisation

Lack of effective communication of data and insight 
between both parties

Adding greater value to higher tier partnerships

Succesful renegotiation of the partnership agreement

Proactive partner managers around renewal period

Combination of multiple service agreements into one - 
adding value as part of this

Finding out more about the partner program and the 
support available from TR

Existing partners site doesn’t go into a lot of detail, can’t 
find all the information they need online

Not enough bandwith within TR Partners team to handle 
the volume of partner requests - leads to long delays and a 
lack of visibility

Overly long and complex analysis and vetting process - 
especially for large strategic partners

Successful integration of the partner product with TR

Successful formation of the partnership getting the POC or 
final solution live

Integration timelines can be very long and frustrating

Understanding the plan for and the actual marketing 
efforts from TR for the partner solution - what are they 
doing?

Understand TR’s plans for current/future revenue 
generation

Sales enablement from TR is dependent on if the partner 
solution fits with wider sales strategies

Not receiving the level of support/collaboration they were 
expecting

TR Sales teams don’t have the bandwidth to give the 
desired level of marketing and sales service

Sales from TR may not be as high, as they’re not 
incentivised as part of larger strategic initiatives

Partner marketing within TR is isolated from the rest of 
the business, lower priority

No formal or standardised onboarding process - left up to 
the individual Partner Managers

Lack of clarity of the partnership roadmap/strategic plan

Seeking useful and accurate support and help/resolutions 
from TR when the partner solution requires it

Long tail partners get little to no support other than which 
is available online

Partners are not able to self-service their support needs 
effectively on the TR website

Variability in the level of support for different tiers of 
partnership

Proactive communication and recommendations from TR 
Partner Manager

Onboarding of TR sales teams to show additional 
strategic value of partner sales outside of core sales 
strategies

Self-service TR approved partner marketing toolkit

Knowledge share between product owner, marketing & 
salesforce - giving visibility to the sales pipeline

Ability to check sales pipeline and stats on MYTR

Underpromising and overdelivering on KPIs - shows 
a greater level of commitment from TR

Standardised onboarding process for both partners 
and sales teams

Increasing the breadth and depth of the solutions 
provided by the partnership

Fragmented or poor service from TR handling important 
launches from strategic partners

TR very passive at times and doesn’t show a lot of 
engagement with partners

Hand holding for technical education when it’s required

Selling the value of a future partnership with their 
business to TR

Finding out what the process is involved with becoming a 
TR partner

Desire to grow the business and client base, and 
potentially enter a new market/sector

Understanding the structure of the different types of 
partner relationships TR has to offer

Analysis of how the existing partnership can be 
maximised for the benefit of both parties

Difficult to find the documents, contacts and support 
materials they’re after within MYTR - some out of date

Long time to get access to sample data sets

Lack of TR technical support for integration activities

Inability to get easy access to data to test the integration

Higher expectation than reality of TR Partner team 
bandwidth

Lack of standard process for creating contracts (and 
standardised contracts) - adds delays and frustration

Unlocking the full potential of the newly formed 
partnership

Enabling TR marketing efforts by making sure presence 
on TR website is up-to-date

Maximising TR’s commitment to the partnership and the 
opportunity

Visibility of the activities of both sides of the partnership, 
clear flow of data

Searching for available technical documentation and 
how-to guide’s to solve technical issues internally Increased value from the cost of partnership - better 

support or marketing efforts, higher commitment from 
TR

Understanding TR’s organisational structure and culture

Engaging with senior TR stakeholders to get them 
invested and excited about the partnership - getting an 
internal sponsor

To feel supported, having a clear business vision

2. Enable
Partnership has been deemed viable, time to begin the 
technical integration between the two parties

3. Generate Demand
Viable solution has been created, now is the time to begin 
the marketing and take it to market

Looking to displace an 
existing competitor 
partner

Access to an 
untapped client 
sector - beneficial to 
both parties

Prestige associated with 
being a Thomson Reuters 
partner

Discover the details of the TR 
Partner programme - what’s 
on offer?

Growth of their business 
beyond their own 
capabilities

Opportunity to gain access to 
a larger sales and distribution 
funnel than they would 
otherwise have access to

4. Sell
Partnership has gone active and live - revenue generation 
and general sales activities

5. Manage & Service
Supporting and servicing the partnership and the resulting 
solution

6. Maximise or Retire
Determining the future of the partnership, is it continuining 
to be beneficial to both parties?

Revenue and 
billing 
communications 
from TR

Contract renews 
and cycles for 
another period

Completion of a partnership 
request lead form on TR 
website by Sales or Partner

Direct partner 
recruitment efforts by 
TR

Meeting with TR at 
industry or partner 
events Partnership 

discussion meeting 
with TR teams

Yes/No decision 
on partnership 
viability 
communicated 
by TR

Phonecalls and 
emails to discuss 
the partnership 
possibilities

News and company 
updates are published by 
partners to MYTR

Solution finalised 
and showcased

Contract 
created and 
signed

Prototype 
creation and 
testing to 
showcase viability

Meeting to 
showcase the 
strategic account 
plan

Self-serve for technical 
help from the 
Developers Portal

Collaboration 
between partner 
and TR teams to 
discuss tech 
integration

Discussions around 
Marketing and 
development

Go-to-market and 
partnership 
planning meetings

Education and cross-
training of the sales 
teams of both TR and the 
partners

Delivery of the full 
marketing plan for 
strategic partnerships

Regular communication 
and update meetings 
between sales teams

Long tail non-strategic partnerships 
do not receive Marketing support

Non-strategic partners do not 
receive regular communication 
around sales and marketing efforts

TR shares the 
marketing 
collateral via email

Socialisation of the 
2 sales teams 
through formal and 
informal meetings

Marketing for the 
new partner 
solution begins in 
earnest

Partner has the 
same first and 
second line support 
options available as 
any other customer

Partner requests sales 
pipeline reports from TR 
to identify potential 
revenue

Help-Desk and Ticket 
based requests for 
support from TR

Support requests sent 
directly to the TR 
Partner Manager

TR Partner Managers 
sharing relevant news 
and information from TR

Engaging with the tech 
and developer 
communities online for 
tech requests

Meeting with senior TR 
stakeholders to discuss 
partnership 
opportunities

EXIT POINT

Partnership deemed 
not viable by TR

EXIT POINT

Product retirement 
effectively ends 
partnership

NOTE

For the most part, Partner contracts 
will renew with little to no input from 
both parties

TR has decided to 
retire a product

Notification of 
relevant price 
increases to 
partnerships

Contract negotiations 
on cost, value, support 
and services

Partnership 
“health check” 
meetings with TR 
Partner Manager

TR comes with a lot 
of prestige as a 
brand, want to work 
with them

Presentations and sales 
efforts make it possible for 
them to see the true 
partnership value

Vetting process for large 
partners takes such a 
long time, takes the edge 
off

TR teams are too busy to handle the 
request for partnership quickly. Does 
TR take this seriously? Is anyone even 
looking at my request?

Unsure of what efforts TR is 
going to make when it comes 
to marketing their solution

Starting to doubt the value 
they were promised from 
this partnership with TR

Developer’s platform 
and community is of 
great value for 
integration

Produced a great 
solution, could add 
real value to our 
customers

Getting sales teams up 
to speed is just taking 
time away from going 
live with the solution

Disappointed that TR 
won’t be supporting 
the sales & marketing

Marketing collateral 
makes them feel part 
of TR - the prestige 
they were looking for

Having to go to TR to 
find out what are their 
marketing and sales 
efforts

Unsure of whether the 
partnership is going to 
be successful

When these informal 
sales meetings happen 
its a real value-add

Keen to see the output 
of all the marketing 
efforts TR has shown

Partner Managers 
keeping us abreast of 
the sales and 
marketing activities

Excitement of seeing 
partnership combined 
into large marketing 
campaigns

Disappointing to see so little in 
the way of marketing efforts 
from TR

Frustrating that the 
only support we really 
have is self-service 
and it’s just not good 
enough

Not heard from the TR 
sales team in ages, 
what is it they’re 
doing? Lack of visibility

Are we getting enough value 
from this partnership. Are TR 
still the right partner for us? 
What’re they going to do in the 
future, compared to their 
competitiors?

What’s the 
justification for the 
price increase - do I 
get extra service?

Does the revenue 
we’re making justify 
the partnership cost?

Hopeful for change 
and more involvement 
from TR, but not 
confident it will 
happen

Combination of 
contracts makes for a 
useful cost saving, 
where else can we 
partner with TR?

It’s been great so far, 
so lets keep this going 
and be even more 
profitable

Effective contract 
negotiations to allow 
us to get more value 
from this partnership

Active engagement from the 
Partner Managers can give 
excitement about potential 
opportunity

Dev community and 
TR dev’s allow us to 
get quick support 
sometimes

Response to support 
requests can be 
frustratingly slow

Disappointed 
that self service 
support is not up 
to the standard 
of the rest of 
their service

Partner Managers are on 
top of their game, and will 
respond fast to get issues 
resolved

Great Partner 
Managers make all the 
difference, good to 
hear what’s going on

High quality and clear 
marketing plan - we 
can see just how we’re 
going to make money

Strategic account plan is a real 
value add, can tell exactly what’s 
going to happen

Confident Partner 
Managers instill 
confidence in TR’s ability 
to add maximum value

It’s a yes! Excitement 
about the upcoming 
partnership

Excited about the 
potential of a 
partnership with a 
company like TR

Excited about the 
partnership prospect 
after a direct 
approach, potentially 
very lucrative

Add payment method

S A V E D  C R E D I T  C A R D S

Company Card 3 Credit Card Mar  2021 Remove

T Y P E N A M E T Y P E N U M B E R E X P I R A T I O N

Company Card  1

Company Card 2

Credit Card XXXX-XXXX-XXXX-3434

Credit Card XXXX-XXXX-XXXX-3434

Feb  2020 Remove

Jan  2021 Remove

XXXX-XXXX-XXXX-3434

S A V E D  B A N K  A C C O U N T S

N A M E B A N K  A C C O U N T R O U T I N G  N U M B E R

Bank Name 1 XXXXXX0678 09100000091 Remove

R E C U R R I N G  P A Y M E N T S

No need to spend time making payments manually. 

Set up recurring payments to automatically take payment on the due date.
Set up recurring payments

Manage payment methods

Close

R E C U R R I N G  P A Y M E N T S

No need to spend time making payments manually. 

Set up recurring payments to automatically take payment on the due date.
Set up recurring payments

You will receive an email from Thomson Reuters with details about your payment. You can now 

close this overlay. This payment may take up to 24 hours to be reflected in your balance.

T O T A L  A M O U N T

USD 1,456.65
P A Y M E N T  M E T H O D

Method 1 - Credit Card - XXX1234

Payment successful

12 Jul 2017
D U E  B Y

12 Jun 2017
D A T E  I S S U E D

1003457698
I N V O I C E  N O .

1003457698
A C C O U N T  N O .

Account 1
A C C O U N T

B I L L  T O

Jones & Son CPA CO. LLC
John Jones - 71 Pilgrim Avenue, Chevy Chase, MD 20815

Pay invoice

To shape the MyTR platform, I interviewed a wide range 
of users from internal account and CRM managers to 
external advisors and financial analysts, to understand 
their workflows, data needs, and daily challenges. These 
conversations helped unpack complex processes across 
the business, revealing key issues and requirements.

By making sense of this complexity and mapping the 
end-to-end customer experience, I translated dozens 
of needs into a streamlined, highly personalised self-
service platform that supports both simple tasks 
and sophisticated data-driven workflows.
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The redesigned MyTR portal significantly improved the experience for 
customers and partners, offering a secure, personalised, and task-focused 
interface. Users could navigate features more easily, complete tasks 
faster, and engage more effectively with Thomson Reuters’ services.

Internally, the portal streamlined team workflows by reducing support queries 
and providing clearer visibility into customer interactions. By integrating with 
CRM processes, it enabled internal teams to access up-to-date customer 
data, monitor engagement, and manage relationships more efficiently. 

This alignment between the portal and internal systems improved 
operational efficiency, strengthened customer relationships, and 
supported Thomson Reuters’ broader customer experience goals.

The result
Reduced onboarding time 
for new users by 50%.

Users completed tasks 30% faster on average

Post-launch surveys showed a 40% 
increase in overall user satisfaction

Onboarding efficiency:

Task Completion:

User satisfaction
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Designing a B2B SaaS 
application for one 
of the world’s leading 
financial organisations.

LSEG Data & Analytics –
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LSEG Data & Analytics (previously Refinitiv) is a division of the London 
Stock Exchange Group, providing trusted financial data, analytics tools, and 
insights to professionals across global markets. It supports decision-making 
in trading, investing, risk management, and compliance, serving institutions 
through platforms like Refinitiv and a wide range of data-driven solutions.

LSEG Data & Analytics had a wide range of legacy platforms across different 
parts of the organisation—each with its own login, security setup, and user 
experience. This meant customers often had to juggle multiple logins just to 
access the tools and services they needed, even within the same company. 
It led to confusion, friction, and a fragmented customer experience.

I was brought into the Finance & Risk division to help shape a more streamlined 
and user-friendly solution. My role focused on improving the self-serve 
customer portal—making it easier for clients to manage their accounts, access 
key services, and navigate complex financial tools, all from one place. Alongside 
evolving the design and UX, I supported the introduction of new features to 
make the platform more efficient, intuitive, and aligned with customer needs.

The client

The challenge

The solution

	– Product strategy
	– User research
	– Information architecture
	– User flows & journey maps
	– Wireframes & prototyping
	– UI design
	– Design system
	– Design leadership

LSEG Data & Analytics is the financial data 
and insights arm of the London Stock 
Exchange Group, serving global markets 
with trusted tools and information.

B2B SaaS, Financial Markets

Services I provided

LSEG Data & Analytics

Industry
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Works out what is not shareable 
between E4 and RWS: Layouts, 
Workspaces, Lists, Apps
- Works out which flavour of
Workspace is suitable for user 
(eg. Advisor)

PM

Undergoes Refinitiv Workspace 
training to learn about the 
benefits and features of the 
product.

GBD / AM

Deliberates the upgrade internally. 
Market Data Managers liaise with 
IT to assess potential issues and 
impact.

MDM / IT

IT team performs system checks to 
determine viability of Workspace. 
Includes accessing system tests, 
pre-requisite tests (hardware, 
software, information, product, 
network test)

MDM / IT

Agrees to move forward with 
Workspace upgrade. It will be 
complex and involve advanced 
assistance from Refinitiv.

Decision Maker

Approves order

Decision Maker

MDM's coordinate relevant End 
Users for a product demo and 
initial training for further 
assessment, and provides 
information (dates, participants, 
contents). May provide sample 
data set or other requirements 
document.

MDM / End Users

Collates feedback from team and 
if positive, writes business case 
for sign off.

MDM

Requests a Programme Manager 
to oversee the upgrade process.

CSM
Addresses customer queries and 
concerns as they arise during the 
deliberation process.

CSM

Internal coordination by Refinitiv to 
connect the customer with relevant 
expertise. all Interactions logged as 
they occur, via TRUST.

PM

Contacts MDM and logs initial contact 
and conversation in TRUST. Aim to 
sell key benefits and begins 
discussion about upgrade needs and
readiness. Crucial to identify 
contractual implications to build lead 
time into the process.

GBD / AM

R3

11

Creates an order within the 
contract.

OMS

Permissions end users for 
Workspace.

OMS

Conducts demo. Generally takes 
the form of a product 
walkthrough, sometimes in 
collaboration with third parties 
and Refinitiv solution consultants.

CSM

Creates opportunity and CAA RQ 
(raise CAA to OMS to order 
accesses – instructions provided 
by Regional PM Market 
Development).

GBD / AM

Begins supporting AM and CSM in 
upgrade process.

PM

What do we do with T1 
users and their IDs/logins? 

Will Mission Control also 
feature some of the 
benefits and features of 
the T1 administration 
systems Athena and 
Cactus?

What is the Programme 
Manager’s responsibilities 
throughout the process?

How early can we / should 
we notify the MDM's that 
we are working with about 
the arrival of Workspace, 
and what that workflow 
involves?

Do all teams have access 
to TRUST in order to view 
the ongoing conversation 
with the customer?

How can we ensure that 
any pain points/concerns 
that are rasied by the 
customer is logged back to 
Refinitiv and shared 
internally to address for 
other customers?

How do we mitigate for an 
organisation's end users 
and developers learning 
about Workspace before 
the MDM?

! URGENT

Can we rely on TRUST to 
focus on data capture 
throughout the journey to 
ensure this is seamless 
and not too late or 
repetitive for both the 
customer and internal 
teams? 

What other teams are 
involved at this point to 
address customer 
concerns: Product 
Specialist, Technical Team, 
Proposition Owner? 

Do CSMs get involved in 
responding to IT queries, 
or is there another role that 
gets involved at this point 
such as the Customer 
Onboarding Specialist 
(previously a Technical 
Account Manager)?

Do we need to understand the 
process of raising a CAA?

Are we missing EDW as a 
touchpoint in this step (or any 
other step?)

Do we need to allow the 
Decision maker / MDM to be 
able to monitor the status of 
the order?

How do we address concerns 
from MDMs and Decision 
Maker not to go ahead with the 
upgrade?

! URGENT

Critical to inform customers 
what they are gaining/losing 
with the new upgrade, is a 
demo for each community 
enough to cover this?

! URGENT

It can take up to a year to fulfill 
the order due to contractual 
obligations and processes. 
How can we capitalize on this 
lead time?

! URGENTHow are online demos 
booked, scheduled and 
managed?

What do we do with 3rd 
party data/consent?

How do we separate the 
different type of user roles 
i.e. traders, wealth, 
investment bankers etc. Do 
we work with the MDMs to 
stagger the delivery of the 
upgrade based on these 
segments?

How are our internal 
teams trained, do we 
need to log the process 
to ensure all teams within 
Refinitiv are aware?

Are there other roles 
included within this 
part of the process 
that are not listed 
here?

Are there occasions 
where a Programme 
Manager is not 
required?

Does the Programme 
Manager interact with the 
customer or is it a purely 
internal role?

Are the roles between 
the AM and GBD 
interchangeable as we 
have listed?

Is the MDM the final 
decision maker? 

We need to 
investigate: are the 
different personas/
communities? Are 
there separate 
journeys or steps that 
need to be 
accommodated?

Learns about the Workspace 
upgrade from their Account 
Manager or Global Business 
Director. They are presented with a 
demo and key offerings.

Decision Maker

REFINITIV READINESS AWARENESS

Market Data 
Manager/IT

Decision 
Maker

Programme 
Manager

Order 
Management 
Specialist

Global Business
Director/ Account
Manager

EVALUATE PURCHASE AND RENEW

LINE OF INTERACTION

A single location where AMs, CSMs, and PMs can:
• Monitor customer readiness
• Ensure the most complex customers are highlighted, based on 
apps/flexsheets/charts/workspaces
• Manage the upgrade as it progresses through offboarding, 
installation, and onboarding.

Also includes a customer-facing view of the content to allow for more 
seamless interaction. Customer facing view should provide access to 
technical documentation, diagrams, data flows, whitepapers, 
timelines.

Mission control dashboardO1

Record video demos and give customers the ability to participate 
in live classes that showcase key benefits. Make these available on 
Refinitiv.com for broader circulation. Enable capabilities to publish 
recorded demos and live class schedule on Refinitiv.com. Also, 
offer a searchable live class schedule that customers can easily 
attend based on time zone.

Demos and live classesO2

Messaging that emphasizes the improved Workspace 
experience and ROI for firms.  Reassures the customer that 
they will have the ability to smoothly roll back. For high touch 
customers, engagement with directly decision makers begins 
very early in the process. Strategy should contain an emphasis 
on the strength of the Refinitiv brand and its commitment to 
enhancing access to Refinitiv’s powerful data platform. 

Tailored upgrade awareness communicationO3

Documentation that gives detailed account of what is and is not 
available in Workspace compared to Eikon 4 and T1, including 
what apps have comparable alternatives. Could also be an 
artifact for the Help Desk.

Internal support documentationO4

Includes all information about Workspace, including FAQs, 
system tests, access to demos and live classes, links to 
communities/variants.

Centralised Workspace landing pageO4

For customers not showing signs of wanting to upgrade, employ 
motivators such as incentives or loyalty schemes.

Upgrade incentivesO6

Provide customers with access to someone who can help when 
issues arise, including ability to be escalated to advanced 
support: 2nd level, technical, etc.

Access to expertsO8

Access to standard documentation and terms for new contracts 
(T1) and contract amendments (Eikon).

Access to contract documentationO9

Record video demos and give customers ability to participate in 
live classes that demo key benefits.

SAM Demo + Live Class15

Record video demos and give customers ability to participate in 
live classes that demo key benefits.

Support Documentation16

Internal: Allows Refinitiv (PM/CSM/AM/Prop/Market) to see what 
tasks related to their area are needed to be completed to ensure 
readiness and allow Refinitiv to see when other communities/
variants/apps are ready to be released.

Customer-facning: Allows customers to see what tasks related to 
their area are needed to be completed to ensure readiness and 
allow customer to see when their communities/variants/apps are 
ready to be released.

Online readiness checker (internal and customer-facing)O7

UPGRADING TO WORKSPACE
HIGH TOUCH JOURNEYS :    AWARENESS

CUSTOMER 
TOUCHPOINTS / 
CHANNELS

CUSTOMER 
JOURNEY

REFINITIV
INTERNAL 
TEAMS

TOOLS / 
SUPPORTING 
PROCESSES

QUESTIONS TO 
RESOLVE

PHASE

OPPORTUNITIES

IN PERSONIN PERSON IN PERSON IN PERSON IN PERSONEMAILEMAIL EMAIL EMAIL EMAIL

ONLINEONLINE ONLINEONLINE ONLINE

Workspace 
Landing 
page

Conference call to 
present demo

ONLINE

- Workspace Landing page
- Mission Control

Video Conference Calls Mission Control
(Customer facing)

PHONEPHONE PHONE PHONE PHONE IN PERSONPHONE

Led by the Learning & 
Development Team

PAIN POINTS

Market Data Managers do not want to be caught unaware – they 
want to be first to know about Workspace to manage response

C1

It's difficult to manage large customers through multiple systems.R1

It's hard to ensure all communication between the customer and 
Refinitiv is logged.

R2

It's essential to maintain strong lines of contact with the customer 
MDM, both online and offline.

R3

Previously had poor experiences due to the lack of transparency and 
visibility between the different systems we use (TRUST and Service 
Cloud for e.g.). This causes a disjointed experience for our customer 
as our teams are unaware of any continued conversation with the 
customer.

R4

If agreement needs to be rengotiated, decision makers need clear 
visibility into commercial implications of upgrade / install - as far in 
advance as possible. Significant cost increases/contract implications 
could open door to displacement.

C2

Market Data Managers need to be briefed on the most significant 
changes to manage end user expectations and support.

C3

Decision makers need clear visibility into hardware/network 
requirements to support upgrade

C4

Recent news about the LSE / Refinitiv deal prompts questions about 
Refinitiv’s continued support of products

C5

Market Data groups within the same firm all need clear line of sight 
into planning requirements.

C6

CUSTOMER

REFINITIV

C1 O1 O8 O9

O5

O2 O3 O4

O4
10

O6

O7

O5

C2

C3 C4

C5

C6

Customer 
Success 
Manager

Undergoes Refinitiv Workspace 
training to learn about the 
benefits and features of the 
product.

CSM

Led by the Learning & 
Development Team

Undergoes Refinitiv Workspace 
training to learn about the 
benefits and features of the 
product.

PM

Led by the Learning & 
Development Team

Determines the customer is ready 
to upgrade to Workspace based 
on variant types and app usage.

CSM

R1 R2

R3

R3 O1

O1

MISSION CONTROL

• Refinitiv view of Community/
Variant upgrade status
• Includes Readiness Checker

MISSION CONTROL

Mission control – system check 
monitoring

AAA (ENTITLEMENTS)

Eikon 4 to Workspace user 
permissioning

CACTUS/ATHENA (ENTITLEMENTS)

Thompson ONE to Workspace 
user permissioning

TRUST

Contact logged

CONNECTIV

Supporting internal documents 
about Workspace and the 
update

THE SOURCE

Detailed Workspace 
documentation, inc. T1/E4 
comparisons

TRUST

Contact logged

WEBEX
TRUST

Order creationVirtual demo

PROGRAMME MANAGER REQUEST

Programme Manager Request 
form

TRUST

Log end user feedback

LEARNING & DEVELOPMENT

Central area for all training 
needs with supporting Help 
Q&A and FAQ’s. Use tags to 
personalise content.
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Eikon - Product usage
 

Search FAQs, products, resources, … Get support

ContactDiscover Refinitiv

Help & Support

Activity Log

Billing & Pricing

Licensing

Users

Policies & Resources

Change Notifications

Products

Dashboard

MyRefinitiv

Eikon yearly usage

Recommend to Eikon users

E I K O N

Yearly usage
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J F M A M J J A S O N D

200

300

400

500

600

E I K O N

E I K O N

E I K O N E I K O N

Yearly usage

Hourly usage per week

Weekly usage Hours used
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S

S

S S

S

S

S S
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200 200
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300 300

M
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T

T
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W

W
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T

T
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F

F
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0800
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600 600

All locations

London

All locations

E I K O N  M E S S E N G E R  E I K O N  M E S S E N G E R  

E I K O N  W E E K LY  U S A G E  

E I K O N  M E S S E N G E R  W E E K LY  U S A G E

85990 85990

5421

8456

47592 47592

45

24

Messages recieved Messages recieved

Weekend hours

Weekend hours

Messages sent Messages sent

Total hours used

Total hours used

TodayE I K O N  M E S S E N G E R  

85990

47592
Messages recieved

458

Messages sent

Chat rooms

Duis aute irure

Ullamco laboris

Sunt in culpa 

24%

8%

12    

12    

54% 12    

1000

1100
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1300

1400

1500

1600

1700

1800

1900
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Help & Support

Activity Log

Billing & Payments

Licensing

Users

Policies & Resources

Change Notifications

Dashboard

Resources & Policies

User Administration

Download Center

Product Usage

Products

Eikon usage summary

Watch demo

Request access Manage users

Recommended on your current usage and included in your package at no addition cost.

Enhance your data feed 
experience with World-Check One 

I N C L U D E D  I N  Y O U R  P A C K A G E

Add userManage users

Usage by locationCapability usage

147 04

5636
Active hours a week

08% 

220
Eikon Excel days used

E I K O N

100

Dec 2019 Jan 2019 Feb 2019 Mar 2019

200

300

400

500

600699
Permissioned users

02

15214
RICs views a week

Hours RICs searchUsers
All locations Last year



87,944

2,543

751

741

Hours used

Users

Messages sent

Active chat rooms

Location viewEikon Messenger

United KingdomLast week

M E S S E N G E R  W E E K LY  U S A G E

100

S S

200

300

M T W T F

400

500

600

12% 

3% 

6% 

04

Product usage
 

Search FAQs, products, resources, … Get support

ContactDiscover Refinitiv

Help & Support

Activity Log

Billing & Pricing

Licensing

Users

Policies & Resources

Change Notifications

Products

Dashboard

MyRefinitiv

T O P  A P P  U S A G E

View detail

United Kingdom Map ViewLast week

Eikon

Eikon Messenger

FXT Dealing/Matching

FXT Dealing/Matching

14,315,485
Usage events (154766 more)

9,393
Users (124 more)

542
Hours (2 more)

View detail

03 
Manage users

Active users

S W I T Z E R L A N D

03
Active Users

Manage users

254 54Users Users
3% 

P R O D U C T  U S A G E P R O D U C T  U S A G E

World Check News checker 2

Manage users Request usage dataAdded Manage usersAdded

Package Summary

O V E R A L L  U S A G E  L A S T  W E E K U S E R  U S A G E

12

5
Open orders

23

Active products

Unused products

550
Total users

Eikon - Datastream for Office

Datastream WebService

Eikon

FXall

Eikon

524

463 12    

128

107

53 24

Usage by locationPackage usage

12/40
P R O D U C T S  U S E D

Manage products Manage users

All locationsLast week

Users
03 

Excel Function

Datastream Chart Studies

Corp - Public Company

Datastream for Office

Eikon 4 Autosuggest

TopNews

89556

31578

7452

5746

5512

3245

E I K O N  A P P  U S A G E

100

S S

200

300

M T W T F

400

500

600

8,888,652
Usage events (15476 less)

330
Users (26 more)

220
Hours (2 more)

View detail

E I K O N  E X C E L  U S A G E

Help & Support

Activity Log

Billing & Payments

Licensing

Users

Policies & Resources

Change Notifications

Dashboard

Products

User Administration

Download Center

Product Usage

Products

26
Unused products

1242 550
Total users (3 new) Active users (4 less)
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The result was a streamlined, user-centred B2B SaaS application 
that significantly improved how businesses operate day to day. By 
conducting in-depth user research and developing detailed personas, 
I was able to design workflows that truly reflected users’ real-world 
needs—cutting down manual effort and increasing accuracy. 

The new interface prioritised clarity and ease of use, making the 
platform accessible to both new and experienced users, while 
data visualisation and reporting tools gave teams actionable 
insights to support faster, more informed decision-making.

By consolidating several legacy systems into a single, cohesive platform, I 
reduced complexity and improved overall efficiency. The responsive, scalable 
design ensured users had a consistent experience across desktop, tablet, 
and mobile—supporting a more flexible and collaborative way of working. 

Ultimately, the work enabled users to focus less on repetitive 
tasks and more on strategic, high-value work—driving productivity 
and delivering long-term value to the business.

The result
Increased adoption of internal 
tools across teams by over 90% 
within the first three months.

Reported improved satisfaction scores 
among analysts and internal teams by 35%.

Cut data entry and reporting errors by 25%.

User adoption:

User Satisfaction:

Error reduction
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Redesigning the investment experience
for a real estate investment firm

ASK Partners –
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ASK Partners is a boutique, specialist property lender who provide 
bespoke funding solutions for the real estate sector. It’s funded 
an impressive range of high-value projects across residential, 
commercial and mixed-use units since its inception in 2016.

ASK Partners has now enabled over £1.4bn of lending through its 
‘wealthtech’ platform, where institutional partners, family offices 
and high net-worth individuals can buy into real estate loans.

ASK Partners recognised the opportunity to improve the experience of their 
investment platform whilst introducing a number of new features, so I was 
brought in to assist in managing stakeholder engagement, understanding user 
requirements and to revamp brand and product design to ensure continued 
relevance and competitiveness in an evolving market landscape.

Starting with an audit of the current investment platform across multiple devices 
& competitior reviews, I moved quickly onto the product discovery phase to 
understand users’ pain points and needs, whilst gathering an understanding on 
the priority of features that ASK wanted to introduce into the platform. This deep 
understanding of requirements allowed me to identify what exactly we needed to 
build and then validating conceptual work through early user-testing allowed me
to move into a design phase were I could iterate quickly.

The client

The problem

The solution

- Competitor analysis
- Heuristic evaluation
- Stakeholder interviews and workshops
- User research
- Information architecture
- Wireframes & hi-fi designs
- Brand design & printed collateral
- Design system
- UI design sprint planning
- UI design and prototyping
- Experience design language

ASK is a specialist property lender with 
a unique funding pool of high-net-worth 
private clients who invest in loans on a self-
select basis through a digital platform.

Services I provided

ASK Partners

B2B/B2C SaaS, Real Estate Investment

Industry
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Typography

Neurial Grotesk

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789 !@#$%^&*()

Indian Type Foundry

P22 Mackinac

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789 !@#$%^&*()

P22 Type Foundry

Medium Regular Light

Font size: 64px /4 Rem Neurial Grotesk Line height: 76 / 4.75 Rem

Display XXL Display XXL Display XXL

Font size: 56px /3.5 Rem Neurial Grotesk Line height: 68 / 4.25 Rem

Display XL Display XL Display XL

Font size: 48px / 3 Rem Neurial Grotesk Line height: 60 / 3.75 Rem

Display Large Display Large Display Laåäá

Font size: 48px / 3 Rem P22 Mackinac Line height: 60 / 3.75 Rem

Display Large Alt Display Large Alt Display Large Alt

Font size: 36px / 2.25 Rem Neurial Grotesk Line height: 44 / 2.75 Rem

Display Medium Display Medium Display \ádigm

Font size: 36px / 2.25 Rem P22 Mackinac Line height: 44 / 2.75 Rem

Display Medium Alt Display úedium Alt Display <e"iHU Alt

Font size: 28px / 1.75 Rem Neurial Grotesk Line height: 36 / 2.25 Rem

Display Small Display ímall Display Small

Font size: 28px / 1.75 Rem P22 Mackinac Line height: 36 / 2.25 Rem

Display Small Alt Display Small Alt Display LUall Alt

Font size: 20px / 1.25 Rem Neurial Grotesk Line height: 24 / 1.5 Rem

Display XS Display Xí Display XS

Font size: 20px / 1.25 Rem Neurial Grotesk Line height: 24 / 1.5 Rem

Display XS Alt Display XS Alt Display 3L Alt

Medium Regular Light

Font size: 20px /1.25 Rem Neurial Grotesk Line height: 30 / 1.875 Rem

Body XL Body XL Body XL

Font size: 18px /1.125 Rem Neurial Grotesk Line height: 28 / 1.75 Rem

Body Large Body Large Body Laåäá

Font size: 16px /1 Rem Neurial Grotesk Line height: 24 / 1.5 Rem

Body Medium Body Medium Body \ádigm

Font size: 14px / 0.875 Rem Neurial Grotesk Line height: 20 / 1.25 Rem

Body Small Body ímall Body Small

Font size: 12px / 0.75 Rem Neurial Grotesk Line height: 18 / 1.125 Rem

Body XS Body Xí Body XS

Colours

Category Colour Name Description Hex rgba

Background colours Calm Sea

Ghost White

Our background colours are mostly used for system or 

component backgrounds.

#212B37

#ó6ó3E7

#óóóóóó

33,43,55 100%

246,243,231 100%

255,255,255 100%

Functional colours Ghost White

Lunar Eclipse

Success

Warning

Error

The colours in our utility palette are specifcally used to 

communicate feedback, status, or urgency, and they should 

always convey important information. These colours are 

restricted to instances that re&uire functional colour coding, 

such as error or success, positive or negative.

#212B37

#ó6ó3E7

#óóóóóó

33,43,55 100%

246,243,231 100%

255,255,255 100%

Extended System Colours Palette

Primary colours

Our primary palette is comprised of white, our 

vibrant orange and our midnight blue to bring 

boldness to our brand and is used in logical 

ways throughout product and marketing to 

guide the eye and highlight the important bits.

midnight-4

#f0f1f2

rgbk240, 241, 242g

midnight-p

#dadcde

rgbk21{, 220, 222g

midnight-�

#c2c5c7

rgbk1�4, 1�7, 1��g

midnight-�

#�1�6�b

rgbk145, 150, 155g

midnight-8

#606{6e

rgbk�6, 104, 110g

midnight-9

#4c555c

rgbk76, {5, �2g

midnight-10

#2f3�41

rgbk47, 57, 65g

midnight-11

#27323b

rgbk3�, 50, 5�g

midnight-12

#1e2�32

rgbk30, 41, 50g

midnight-13

#0a1620

rgbk10, 22, 32g

vibrant orange-1

#fff2e6

rgbk255, 242, 230g

vibrant orange-2

#ffdfc2

rgbk255, 223, 1�4g

vibrant orange-3

#ffc5�1

rgbk255, 1�7, 145g

vibrant orange-4

#ffaa5e

rgbk255, 170, �4g

vibrant orange-p

#ff�02e

rgbk255, 144, 46g

vibrant orange-�

#ff7{00

rgbk255, 120, 0g

vibrant orange-�

#d�6600

rgbk217, 102, 0g

vibrant orange-8

#b55500

rgbk1{1, {5, 0g

vibrant orange-9

#�14400

rgbk145, 6{, 0g

vibrant orange-10

#733600

rgbk115, 54, 0g

natural paper-1

#fefefd

rgbk254, 254, 253g

natural paper-2

#fefdfb

rgbk254, 253, 251g

natural paper-3

#fcfbf{

rgbk252, 251, 24{g

natural paper-4

#fbf�f4

rgbk251, 24�, 244g

natural paper-p

#faf7f1

rgbk250, 247, 241g

natural paper-�

#f�f5ee

rgbk24�, 245, 23{g

natural paper-�

#d4d0ca

rgbk212, 20{, 202g

natural paper-8

#b1aea�

rgbk177, 174, 16�g

natural paper-9

#{e{c{{

rgbk142, 140, 136g

natural paper-10

#706e6b

rgbk112, 110, 107g

Neutral colours

Our neutral colour palette is used in a 

myriad of ways to build user interfaces, 

structure layouts and convey hierarchy. 

Having several options allows for 

complex layerinig of backgrounds, 

panels, cards, etc.

mythril-1

#fdfdfd

rgbk253, 253, 253g

mythril-2

#fbfbfb

rgbk251, 251, 251g

mythril-3

#f7f7f7

rgbk247, 247, 247g

mythril-4

#f4f4f4

rgbk244, 244, 244g

mythril-p

#f0f0f0

rgbk240, 240, 240g

mythril-�

#ededed

rgbk237, 237, 237g

mythril-�

#c�c�c�

rgbk201, 201, 201g

mythril-8

#a{a{a{

rgbk16{, 16{, 16{g

mythril-9

#{7{7{7

rgbk135, 135, 135g

mythril-10

#6b6b6b

rgbk107, 107, 107g

Secondary colours

We have intentionally introduced our 

warmer, secondary palette colours 

throughout to soften the experience 

and to impart confdence, optimism 

and trust.

 

Our secondary colours provide 

more ways for accenting select UI 

elements and distinguishing our 

service. These colours should be 

applied sparingly and with intent.

Ore Green

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Olive Green

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

royal blue-1

#e6e{ef

rgbk230, 232, 23�g

royal blue-2

#c2c{d�

rgbk1�4, 200, 217g

royal blue-3

#�1�dbb

rgbk145, 157, 1{7g

royal blue-4

#5e6f�b

rgbk�4, 111, 155g

royal blue-p

#2e447d

rgbk46, 6{, 125g

royal blue-�

#001b60

rgbk0, 27, �6g

royal blue-�

#001752

rgbk0, 23, {2g

royal blue-8

#001344

rgbk0, 1�, 6{g

royal blue-9

#000f37

rgbk0, 15, 55g

royal blue-10

#000c2b

rgbk0, 12, 43g

navy blue-1

#e6f3fb

rgbk230, 243, 251g

navy blue-2

#c2e1f6

rgbk1�4, 225, 246g

navy blue-3

#�1c�ef

rgbk145, 201, 23�g

navy blue-4

#5eb0e{

rgbk�4, 176, 232g

navy blue-p

#2e��e1

rgbk46, 153, 225g

navy blue-�

#00{2da

rgbk0, 130, 21{g

navy blue-�

#006fb�

rgbk0, 111, 1{5g

navy blue-8

#005c�b

rgbk0, �2, 155g

navy blue-9

#004a7c

rgbk0, 74, 124g

navy blue-10

#003a62

rgbk0, 5{, �{g

Olive Green

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

Mythril 900

#535353

momo peach-1

#fef2f3

rgbk254, 242, 243g

momo peach-2

#fddfe3

rgbk253, 223, 227g

momo peach-3

#fcc5cc

rgbk252, 1�7, 204g

momo peach-4

#faabb5

rgbk250, 171, 1{1g

momo peach-p

#f{�1�e

rgbk24{, 145, 15{g

momo peach-�

#f77�{�

rgbk247, 121, 137g

momo peach-�

#d26774

rgbk210, 103, 116g

momo peach-8

#af5661

rgbk175, {6, �7g

momo peach-9

#{d454e

rgbk141, 6�, 7{g

momo peach-10

#6f363e

rgbk111, 54, 62g

date-1

#f7f0ea
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I led the complete redesign of ASK’s SaaS products, which encompassed their 
design language, digital branding, web app, and responsive mobile app, as well 
as the creation of a comprehensive design system. This new design system not 
only ensures a cohesive and consistent look across all platforms and the entire 
product suite but also upholds high standards of usability and sustainability. It is 
designed to be both professional and accessible, supporting long-term growth.

A key aspect of my work with ASK Partners was the development of a fully 
responsive web and mobile application. Embracing a “mobile-first” approach, 
I crafted an experience that seamlessly aligns with the brand’s core values. 
The mobile app needed to display all the critical information available on the 
desktop app—such as investment opportunities, leads, portfolio metrics, and 
the personal dashboard—while maintaining a clear and intuitive interface. To 
achieve this, I opted for a minimalist, clean design that prioritised usability 
and clarity, ensuring an optimal user experience across all devices.

The result
Reduced the number of manual 
steps in daily processes by 40%

Increased feature engagement 
in the portal by 35%

Internal teams reported a 30% 
increase in workflow satisfaction

Workflow simplification:

Engagement:

User satisfaction
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A digital hub for roofing tools, 
training, and business growth

Delivering a Digital Asset Management Platform

I worked on Zonza, a cloud-based digital asset 
management (DAM) and content distribution 
platform developed by Hogarth Worldwide. 

The platform helps global clients like Johnson 
& Johnson, Nike, and HSBC manage, share, and 
distribute large volumes of marketing content, 
including video files, securely and efficiently.

My role focused on improving the user experience 
for this Enterprise SaaS platform. I collaborated 
with clients and internal teams to understand 
how they managed complex content workflows, 
identified pain points, and designed solutions 
to make uploading, organising, and distributing 
assets faster, simpler, and more intuitive. 

This work helped streamline production 
processes and ensured the platform could 
support the needs of large, global teams.

I worked on BMI InTouch, an SaaS portal for 
BMI RoofPro members, designed to support 
professional roofers with tools, resources, 
and business growth opportunities. The 
platform provides access to services like 
PlanMaster (a digital roof measurement 
tool), project management features, sales 
leads, training, and warranty information.

My role focused on improving the user 
experience for the portal. I worked 
closely with roofers and internal teams to 
understand their workflows, uncover pain 
points, and simplify complex processes.
This included making it easier to generate 
and use roof measurement reports, manage 
projects, access technical resources, 
and find sales opportunities. 

Similar projects 
in the archive

IBM InTouchZonza
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