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I'm passionate about creating products and 
services that deliver real value for both the 
end users and the business.
With 10+ years' experience across experience design, research, and strategy, I specialise in blending 
user insight and commercial acumen to craft meaningful digital and physical experiences.

In the last 5 years at BCG X I have led multi-disciplinary teams through every stage of the design 
process, from discovery to delivery. 

As a Principal and member of the DPS leadership team, I helped build and scale the Digital 
Product and Services team’s capabilities,  from hiring and defining design processes, to 
embedding effective team ceremonies and introducing GenAI tools to optimise our ways of 
working. I also evolved our go-to-market offerings, including developing approaches for designing 
AI-driven products



Skills

| Design Leadership 

Guiding multidisciplinary teams 
through every stage of the design 
process, from discovery to delivery,  
while coaching and mentoring to 
build skills, confidence, and 
capability.

 

| Experience Design 

Transforming insights into 
meaningful product and service 
experiences — shaping user flows, 
journeys, and wireframes that bring 
ideas to life.

| User Research 
Designing and leading 
mixed-methods research — 
including interviews, ethnographic 
studies, surveys, user testing, and 
on-site observation — to uncover 
deep human insight and explore 
speculative futures.

| Workshop Facilitation

Leading co-creation, strategy, and 
visioning workshops that unite 
designers, engineers, and 
stakeholders around a shared 
direction and clear next steps.

| Stakeholder Engagement 

Translating complex insights and 
strategy into compelling narratives 
that influence client senior 
leadership and inspire 
cross-disciplinary teams.

| Product Strategy

Defining growth opportunities and 
value propositions that align 
customer insight with business 
strategy. Applying the 
Desirability–Viability–Feasibility (DVF) 
framework to validate, de-risk, and 
guide strategic decisions.



| UK Govt, Public Sector

Optimising Government financial 
exposure data platforms to 
enable housing developments.

 

| Construction, Industrial Goods

Building innovation capability to 
unlock new digital growth for a 
physical industrial goods 
company

Samples of my work

| Car Leasing, Automotive
Defining a new direct to 
customer car leasing experience 
to capture a  young digitally savvy 
audience.



Construction, Industrial Goods
Building innovation capability to unlock new digital growth for a 
physical industrial goods company

Construction



A global industrial good company 
partnered with BCG X to explore 
new digital growth opportunities 
across its global markets and 
embed innovation best practice
As Principal, I co-led the global design and strategy team 
across the US, France, UK, and India. I oversaw 
workstream planning, ethnographic research, workshop 
facilitation, and venture validation, while guiding SGSS 
leadership to embed agile innovation capability within the 
organization.

Construction



Client Challenges

Innovation beyond the core portfolio

The companies core abrasives and adhesives business is mature. The challenge 
was to explore new adjacent and digital opportunities capable of diversifying 
revenue streams and driving sales uplift to their core.

Evolving toward digital products and services

Customer expectations and competitors were shifting toward data-driven, 
digital services. The business needed to reimagine its offerings to remain 
relevant and strengthen customer relationships.

Lack of a unified innovation framework

Without a consistent approach to evaluate and prioritize opportunities, 
innovation efforts were fragmented across business units. A repeatable 
framework was required to guide venture design and scaling.



Coordinated multi-market 
research to uncover unmet 
needs

Across the US and India, 
conducting over 80+ 
interviews with key 
customer segments and 
retailers.

Uncovered systemic 
frictions — from inefficient 
procurement and lack of 
digital tools, to gaps in 
consumer confidence and 
guidance.

Guided prototype creation, 
testing, and refinement

BuildMart was tested with 
94 retailers and 32 
distributors in India, while 
DIYPal was tested with 100+ 
DIY consumers in the US.

Refined propositions and 
built implementation 
roadmaps that included 
pilot design and KPIs.

What I did

Facilitated a 5-day 
innovation design sprint

With cross-functional 
teams, included over 40 
participants across 
commercial, R&D, and 
business units. 

100+ ideas generated across 
6 opportunity spaces. 
Prioritised and refined into 5 
concepts pitched to the 
SGSS Venture Board.

Buildmart and DIYPal were 
selected for further 
validation

Enabled long-term 
innovation capability 

I worked with SGSS 
leadership and the client 
team to transfer 
methodologies. 

Embedded new tools for 
human-centered design and 
venture validation. 



Discovery

80+ interviews with key customer 
segments and retailers across the 
ecosystem. 

Fieldwork was supported by local 
teams and included in-store 
observations and remote interviews

This uncovered systemic frictions — 
from inefficient procurement and 
lack of digital tools, to gaps in 
consumer confidence and guidance

Design Outputs

Interview capture matrix and  ethnographic observations 

 



Design Outputs

Some of the sacrificial concepts

 

Define

AI-generated sacrificial concepts 
based on market analysis and 
internal ideation. Used to provoke 
discussion and validate assumptions 
of customer and retailer unmet 
needs



Co-creation Stimulus

Synthesised discovery research and 
market analysis into 6 opportunity 
spaces  and customer and retailer 
archetypes spaces for ideation. 

Design Outputs

Opportunity spaces

 
 

Opportunity spaces and archetypes



Validation

Two concepts defined and tested with end users, retailers and customer, including core user flow and features, 
technical requirements, pilot roadmap and market size  

Design Outputs



This collaboration extended beyond venture creation—it 
built a strategic operating model for innovation that 
links design and business strategy. By combining 
human insight with structured experimentation, the 
engagement demonstrated how design-led methods 
can unlock commercial impact and lasting capability.

Saint Gobain now has a digital growth engine, 
empowered to continuously identify, validate, and scale 
new digital ventures as part of its long-term innovation 
strategy

Outcome

2 validated, investment-ready ventures 
addressing distinct market segments.

$40M+ combined revenue potential 
projected by 2030.

6 clearly defined opportunity spaces 
now guide SGSS’s digital growth 
roadmap.

Innovation playbook institutionalized to 
accelerate future venture cycles.

Cultural transformation toward agile, 
human-centered innovation.



UK Govt, Public Sector
Optimising Government financial exposure data platforms to 
enable housing developments.

UK Govt



The Government service wanted 
to gain a unified, meaningful view 
of their financial exposure data 
across multiple development 
programmes.

I led discovery, co-creation, and definition. Mapping how 
exposure data was created and shared across teams. I 
designed user flows and wireframes for an interactive 
dashboard prototype that visualised financial exposure 
data in a clear, intuitive, and actionable format.

UK Govt



Client challenges

Disjointed data and disconnected teams
Multiple departments managed exposure data in silos, using 
inconsistent processes and formats.

Limited visibility and governance
No clear, universal view of financial exposure across projects, 
making it hard to assess lending risk or opportunity.

Low trust in data quality
Data entry was patchy, with unclear ownership and limited 
accountability.



Mapped the current journey and 
uncovered pain points

Through discovery interviews 
across seven teams, we mapped 
how exposure data was created 
and shared, revealing key 
inefficiencies and duplicated 
effort.

Brought teams together to 
co-create the future

Facilitated a two-day co-creation 
workshop. The first time multiple 
teams collaborated to shape a 
shared solution. 

Inspired participants with 
examples of best-in-class data 
visualisation to shift mindsets 
beyond spreadsheets.

Prototyped and tested an 
integrated dashboard

Created user flows and wireframes 
to inform an interactive dashboard 
prototype visualising exposure 
data in an intuitive, universal 
format. Tested concepts with end 
users, iterating layouts alongside 
UI team to improve clarity and 
navigation.

What I did



Discovery

Through a series of interviews 
across seven different teams, I 
created the as is service map, 
highlighting frictions and 
opportunities for optimisation.

Design Outputs

As-is Service Map



76 challenges 
identified, 3 
prioritised as 
the most 
impactful

How might we make better informed 
decisions based on aggregated data?

How might we create our own language 
and make it accessible and consistent 
to Homes England?

How might we increase the data 
credibility?

Design Outputs



Definition

In a 2 day co-creation session, we 
created a future vision for the 
service. 

Which I translated into a  
storyboard for testing and 
stakeholder alignment

Key screen, sketches Workshop storyboarding future vision

Refined storyboard

Design Outputs



Validation

We conducted 1-1 interviews with 
multiple end-users to refine the 
flow and user interface. 

Insight synthesis, war room

Design Outputs



Experience design

I mapped the experience and data requirements for  engineering to build a 
proof-of-concept utilising GDS Design System and their real data

Wireflow,  Proof-of-Concept

Design Outputs



A single source of truth for financial 
exposure, uniting teams around 
consistent, trusted data, improving 
visibility, data quality, and 
decision-making.

Delivered a proof-of-concept 
prototype, utilising GDS design 
system, and a prioritised feature 
roadmap.

Outcome

Enabled faster, evidence-based lending 
decisions

Shifted staff behaviour toward better 
data governance

Established a universal language for risk 
and opportunity



Car Leasing, Automotive
Defining a new direct to customer car leasing experience to 
capture a  young digitally savvy audience.

Automotive



A global Car Leasing company, 
wanted to capture new growth in the 
direct-to-consumer leasing market. 
Traditional offerings were losing 
traction with younger and more 
digitally savvy audiences.  

I led the design team through development and 
validation of the direct to consumer value proposition 
with mixed methods research. De-risked assumptions, 
iterated user experience and built alignment across 
product, tech, and leadership teams with evidence they 
could trust.



The client faced three critical challenges:

Unclear customer needs 
limited quantitative data on what features 
consumers truly valued.

Risky assumptions
uncertainty about whether flexibility, 
transparency, and rewards could differentiate 
in a crowded leasing market.

Multiple Stakeholders 
with different ideas of what their direct to 
customer leasing offer should be.



Gathered data and insight on the 
features that customers truly 
valued

Tested preferences around 
contract length, pricing, 
transparency, digital journey, and 
rewards via a Quant survey with 
505 respondents in the 
Netherlands, later extended to 
other markets (UK, France, Italy, 
Spain).

De-risked assumptions on 
features that would drive 
engagement

Utilised Facebook campaigns and 
dummy brand landing pages 
reaching 170k+ users.

Generated 543 sign-ups, each user 
selecting a reason for sign-up, 
allowing us to track which features 
and themes drove most 
engagement.

Defined the User Experience and 
made the business strategy 
tangible with a clickable 
prototype

Designed and built a prototype to 
align stakeholders on the future 
experience.

Conducted prototype-based user 
tests (166 respondents) and 
in-depth interviews (15 
participants) to explore key 
hypotheses

What I did
 



User research

Conducted a series of 1-1 
interviews to test early 
hypotheses and user experience. 
Using sacrificial concepts to 
engage users and test 
hypotheses

Interview capture matrix, Miro

Design Outputs



Some of what we learnt about their future customers 

Flexibility = peace of mind
People liked the idea of longer contracts, but only if they had 
an easy cancellation option.

Transparency builds trust
Clear cost breakdowns beat “special deals” every time.

Digital first, human touch second
Most were comfortable leasing online, but wanted live help 
at key moments (like booking test drives).

Rewards matter for loyalty
Majority said they’d renew if rewarded for good driving or car 
care.



Experience Design

Defined core user flow and digital 
first experience that promoted 
transparent costing and flexible 
terms in a ‘build your own’ 
contract format.

1. Browse cars 2. Compare cars

3. Choose leasing terms 4. Customise 5. Maintain and renew 

Design Outputs



Proposition Testing

Utilised Facebook campaigns and 
dummy brand landing pages to 
de-risk value proposition and 
generate early sign ups

Design Outputs



A high-confidence value proposition 
backed up with data, giving 
leadership the confidence to move 
forward to building an inhouse 
product team to develop and launch 
across Europe.

Outcome



Get in touch
lucysharp6@gmail.com


