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About

I'm a Senior Product Designer with over 20 years’ experience
designing digital products and experiences for major

brands. | specialise in UX and Ul, 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, | 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.




Capabilities

Discovery and Research UX & Service Design

- Competitor and Market Analysis - Customer and User Persona

- Visual Benchmark - User Story and Flow

- Analytics Audit - Customer Journey Map

- Usability and Accessibility Review - Service Blueprint

- Stakeholders Interviews and Workshops - Value Proposition Canvas

- User Interviews and Surveys - Sitemap and Informational Architecture
- Research Synthesis - Content Inventory and UX Writing

- Wireframing
- Usability Testing

Ul Design Design Leadership
- Design Language Development - Product Strategy

- Website and App Design - Team Development

- Product Visualisation - Process & Operations

- Interaction and Motion Design - Cross-functional Impact

- Design Systems and Guidelines
- Design Direction
- Prototyping




Case
studies



News UK —
An editorial and media
planning SaaS application
responding to the needs
of multiple newsrooms




News UK

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 | provided

- 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

The client

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.

The challenge

| 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.

The solution

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, | 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.



| 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, | 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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Planning efficiency:

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

Collaboration:

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

Cross-channel planning
Streamlined coordination between
print and digital channels, reducing
duplicated work by 30%.

The result

| 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, | 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.
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ho n Re[ers -

Transforming myTR into a seamless, user-centric
0 for customers, partners, and internal teams




Thomson Reuters

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 | provided

- User experience design

- Wireframe & prototype design
- Information architecture

- User research

- Design system creation

- Engineering hand-off

- Delivery support

The client

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.

The problem

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.

The solution

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

| 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.

12
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CUSTOMER EXPERIENCE MAP

For Thomson Reuters Partners

To shape the MyTR platform, | 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.

1.Plan 2.Enable 3. Generate Demand 4.Sell 5.Manage & Service

GOALS&
QUESTIONS

By making sense of this complexity and mapping the
end-to-end customer experience, | translated dozens
of needs into a streamlined, highly personalised self-
service platform that supports both simple tasks

and sophisticated data-driven workflows.

CURRENT

FRUSTRATIONS

aparnerstip cangiveadvicend helpwithout neeing toconact
((((((((((

OF IMPACT

MOMENTS

pppppppppp
nnnnnnnnn

rstline partnr support portiolo management

‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn

‘‘‘‘‘‘‘‘‘‘
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘

OPPORTUNITY

BILL TO

Manage payment methods Pay invoice Jones & Son CPA CO. LLC

John Jones - 71 Pilgrim Avenue, Chevy Chase, MD 20815

ACCOUNT ACCOUNT NO. INVOICE NO. DATE ISSUED DUE BY

Account 1 1003457698 1003457698 12 Jun 2017 12 Jul 2017

RECURRING PAYMENTS

No need to spend time making payments manually. Set up recurring payments

Set up recurring payments to automatically take payment on the due date. V Payment successfu I.
TOTAL AMOUNT

SAVED BANK ACCOUNTS USD 1,456.65

NAME BANK ACCOUNT ROUTING NUMBER PAYMENT METHOD

Bank Name 1 XXXXXX0678 09100000091 { Remove ) n Method 1 - Credit Card - XXX1234

S

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

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

Company Card 1 Credit Card XXXX-XXXX-XXXX-3434 Feb 2020 i Remove )

. " remors ) RECURRING PAYMENTS
Company Card 2 Credit Card XXXX-XXXX-XXXX-3434 Jan 2021 {__Remove )
- No need to spend time making payments manually. Set up recurring payments
Set up recurring payments to automatically take payment on the due date.

Company Card 3 Credit Card XXXX-XXXX-XXXX-3434 Mar 2021 Remove )

Add payment method




Onboarding efficiency:

Reduced onboarding time
for new users by 50%.

Task Completion:
Users completed tasks 30% faster on average

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

The result

The redesigned My TR 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.

15



LSEG Data & Analytics —

Designing a B2B SaaS

|
Friaati&n for one
of the world’s leading

financial organisations.
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LSEG Data & Analytics

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

Industry
B2B SaaS, Financial Markets

Services | provided

— Product strategy

— User research

— Information architecture
— User flows & journey maps
— Wireframes & prototyping
— Ul design

— Design system

— Design leadership

The client

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.

The challenge

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.

The solution

| 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, | supported the introduction of new features to
make the platform more efficient, intuitive, and aligned with customer needs.

17
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User adoption:

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

User Satisfaction:

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

Error reduction

Cut data entry and reporting errors by 25%.

The result

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,
| 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, |
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.
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ASK Partners —

Redesigning the investment experience
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ASK Partners

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.

Industry

B2B/B2C SaaS, Real Estate Investment

Services | provided

- Competitor analysis

- Heuristic evaluation

- Stakeholder interviews and workshops
- User research

- Information architecture

- Wireframes & hi-fi designs

- Brand design & printed collateral
- Design system

- Ul design sprint planning

- Ul design and prototyping

- Experience design language

The client

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.

The problem

ASK Partners recognised the opportunity to improve the experience of their
investment platform whilst introducing a number of new features, so | 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.

The solution

Starting with an audit of the current investment platform across multiple devices
& competitior reviews, | 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 | could iterate quickly.
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Workflow simplification:
Reduced the number of manual
steps in daily processes by 40%

Engagement:
Increased feature engagement
in the portal by 35%

User satisfaction
Internal teams reported a 30%
increase in workflow satisfaction

The result

| 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,
| 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, | opted for a minimalist, clean design that prioritised usability
and clarity, ensuring an optimal user experience across all devices.
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Delivering a Digital Asset Management Platform
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| 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. | 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.

IBM InTouch

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

| 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. | 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.
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Courtney Mclean
Principal Product Designer

Email: hello@courtneymclean.co.uk
Website: courtneymclean.co.uk
Linkedin: linkedin.com/in/courtsmclean
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