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My purpose is to use Design to help organisations to deliver impactful solutions that drive 
business value and make a difference in the society and the planet. 

p I’m a change maker, creative problem solver, a team player comfortable with ambiguity, 
able to make bold decisions while being flexible when necessary, confident while humble. 

p I’m purpose focussed, research led, a strategic thinker and a doer, who strives for high 
quality outcomes and deliver value to the business, people and the planet. I’m driven by 
care, strong work ethic and a curious mind which makes me a life-long learner. 

What I bring to the team? 

p More than 20 years of experience in digital transformation and Design across industries 
and countries.  

p 6 years in a senior leadership role within Lloyds Banking Group (LBG), the UK’s biggest 
digital bank, with over 18 million online customers, who has invested more than £4bn so 
far in their transformation journey. 

p My resilience, perseverance and a deep care for people. My strategic thinking, and the 
ability to convert challenges into opportunities to drive value.

Hello! I’m Paola Miani, a strategic thinker, a design 
leader and a sustainability advocate

Please note: Much of my work is confidential and is protected by non-disclosure agreements. As a result, the work shown here is just a sample 
representation of my experience rather than an exhaustive library of everything I’ve done for each project.



Telecommunications Finance Technology Other sectors

Companies I have collaborated with:



My leadership style
"A sign of a good leader is not how many followers you have, but how many leaders you create." - Mahatma Gandhi

A people centred 
approach to understand 
colleague and client needs, 
as well as business needs in 
order to inform business 
strategy

Positive outlook and 
self awareness to role 
model the behaviours that 
will drive cultural change

Adaptability and flexibility 
to different scenarios, 
empowering teams through 
coaching while being 
directive when needed

Trust and support my 
team to achieve the 
desired outcomes and 
provide the environment 
for them to be successful

Align teams towards a 
shared vision of the 
future, that they feel 
part of and know how 
to contribute

Leadership 
style
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6.
Empower people to be their 
best by creating a safe 
environment where they feel 
supported to grow and 
develop, and test and learn



My Design toolkit:

Alignment & 
problem framing 

Stakeholder interviews 
Problem framing workshop 

Stakeholder map 
Current state Blueprint 

Ecosystem map

Ideation & envision 
Ideation techniques 
Co-creation workshops 
Storyboards 
Vision stories 
Prioritisation framework 
Low and Hi fidelity Service prototypes 
Design specifications

Discovery 
Qualitative and quantitative 
research 
Competitive reviews 
Market trends 
Service ecosystem 
Experience map 
Research insights 
Experience principles 
Personas/ Archetypes 
Scenarios 

I’ve developed expertise in a variety of Design research and Service Design tools over the years.  I constantly add new tools to my toolkit 
to empower strategic thinking and innovation in areas such as Service Design, System thinking, behavioural science, planet centric design 
and circular economy. 

Alig
nm

en
t &

  

pro
ble

m fr
am

ing

Discovery

Ide
ati

on
 &

 

en
vis

ion
ing

Evolution & 

 planning

Evolution & 
planning 

Future state Blueprint 
Hypothesis definition 

Experiments and test and 
learn cycles 

Evolution plan or roadmap 
Pilots



I’m passionate about:

Understand, analyse and identify 
opportunities to drive strategy and innovation.

Design the strategy as a holistic experience 
across channels.

Apply problem solving and innovation methodologies, co-create with users and 
stakeholders.

Face new challenges, continuous learning, team 
work, collaboration.

Sustainability innovation to transition into a better future



Case studies



Challenge: 
Agile teams struggled to embed the 
voice of the customer which impacted 
the customer experience, generated 
waste and an increased the risk of 
not being compliant with regulators. 

Approach 
p Conducted qualitative and 

quantitative research to 
understand the system 
conditions, blockers, hinders. 

p Engaged with key stakeholders 
and the design community for 
the creation of the Value Circuit 
approach 

p Got Managing Directors buy-in 
of the approach and influenced 
their strategy 

p Scaled up the Value Circuit 
through the creation of a 7h 
training programme, a 
handbook, a toolkit and case 
studies, to enable the entire 
Group to adopt the Design 
Thinking mindsets. 

The Value Circuit (1/2)
Cultural change and transformation

The ‘Value Circuit’, combines Design Thinking and Agile approaches to learn rapidly what 
matters and deliver value to the business, customers, colleagues and society. 



Results 
p Teams understood why and how to 

embed the voice of the customer in 
their daily work, which also reduced 
costs and mitigate risks of not being 
compliant 

p Designers felt supported with an 
agreed approach that explain how 
Design Thinking and Agile work 
together to deliver what matters 

p Managing Directors defined a plan 
with their Design Directors to hire 
more Researchers and expand the 
Data analytics team across their 
value streams 

p Employees from different areas of 
the organisation felt empowered to 
adopt the Design Thinking mindsets 
after taking the Design Thinking 
online course, finding it practical 
and useful for their daily work. 

The Value Circuit (2/2)
Cultural change and transformation

The Design Thinking Online course, empower employees to adopt the Value Circuit approach 
and it was included as part of the key training for agile teams in order to learn rapidly what 
matters.



Challenge: 
Group Transformation needed to 
adopt sustainability practices in order 
to support the Group strategy of 
growth in a sustainable and inclusive 
way. 

Approach 
I helped the Responsible 
Transformation team by leading the 
following initiatives: 
p Created a Sustainability Design 

Principle and a framework to 
help LBG colleagues to 
understand how they could 
contribute to the sustainability 
objectives at work 

p Embedded sustainability in our 
method so it becomes part of 
our ways of working and not an 
afterthought. 

p Captured case studies and 
business cases that achieve a 
triple bottom line. 

p Created sustainability learning 
objectives for our Designers to 
help them become a catalyst of 
change and consider the planet 
as a stakeholder.

Embedding sustainability practices
Cultural change and transformation

The Sustainability Design Principle and areas to explore allowed any employee at the Group 
to understand how they can put the planet as a key stakeholder in their daily work.

https://bit.ly/3O7HZM9


Challenge: 

There was a lack of consistency in 
the CX and a lack of efficiency in 
cost and delivery time across Agile 
teams due to a lack of a unified 
source of truth that developers and 
designers could use as a reference 
when creating digital services. 

Approach: 

I led the creation of a multi-brand 
Design System for 3 retail banks 
using a Service Design approach. 
The approach included the 
definition of the strategy, creation, 
adoption and continuous 
development of the service to 
Agile teams to ensure it's a live 
system and doesn't limit creativity 
while ensuring the quality and 
efficiency required. 

The first multi-brand Design System (1/2)
Design Operations

The first stage was to create an inventory of the existing UI elements for the 3 bank retail 
brands across public site and online banking areas. This required a huge collaborative effort 
between internal designers and 3rd party agencies.



Approach 
p Enabled collaboration and co-

creation between the Design 
and Engineering community to 
ensure the system solve their 
needs 

p Created one repository of the 
components in design and code 
for all internal and external 
designers and developers 
(Storybook) 

p Co-created and piloted the 
MVP with one of the 
applications and one business 
unit in order to create a 
business case and get funding to 
scale it up 

Results: 
p Reduced the design, 

development and QA cost by 
50% and time to market by 
30% 

p Improved CX due to a consistent 
interface and the ability to A/B 
testing with functional 
prototypes

The first multi-brand Design System (2/2)
Design Operations

As the Head of Design Strategy, I defined the strategy, roadmap and execution of the initiative, 
leading and project managing a team of 12 people including designers, creative technologist 
and developers



Challenge: 
Santander group wanted to define 
a global solution for his online 
bank that could be implemented 
across Europe.  
I lead the project and 
coordination with research 
partners in four countries: (Spain, 
UK, Italy and Germany). 

Approach: 
p Defined the research strategy 

and coordinated the research 
activities such as a mystery 
shopper, benchmarks, focus 
groups and online surveys 
across 4 countries. 

p Creation of templates and 
grids to gather the rough data 
from online and offline 
processes of 22 banks 
analysed.

Ideal online banking experience (1/2)
Research and service design

Research plan



Presenting the ideal customer journey during a workshop.

Results: 

p More than 20 stakeholders across the bank 
participated in an innovation workshop 
were we delivered quick wins to reduce 
main pinpoints of the experience and key 
considerations for an ideal online banking 
experience in these 4 countries. 

p Stakeholders were able to discuss and 
agree on next steps as all key decision 
makers were in the room.

Ideal online banking experience (2/2)
Research and service design



Challenge: 
p The Asset Manager, Aviva 

Investors, as part of their digital 
strategy roadmap, wanted to 
understand the role of the digital 
channels in the customer 
experience of their key target 
audience. 

Approach: 
p Methodology: 2x Co-creation 

workshops. Participants worked in 
teams to map out their experience 
before, during and after engaging 
with an Asset manager. They 
described their discovery, 
evaluation and  decision making 
process and explained the key 
moments of the online and offline 
interaction with an Asset manager. 

Results:  
p The Customer Journey Map was 

used during a co-creation workshop 
with more than 20 stakeholders, to 
identify opportunities where Aviva 
Investors could deliver more value 
to its customers, as well as to 
understand the service ecosystem 
from a customer perspective.

Customer journey mapping (1/2)
Co-creation workshop

Workshop with Customers

Workshop with Stakeholders



Detailed customer journey map explaining the 
whole customer lifecycle.

Personas comparison chart helped stakeholders to identify 
similarities and differences among the target audiences.

Customer journey mapping (2/2)
Co-creation workshop



Challenge: 
Sky wanted to gather insights about 
the online movie experience to inform 
their decisions in creating a new 
service. 

Approach: 
p I facilitated 4 Co-creation 

workshops with stakeholders and 
users, combining idea generation 
with an early service prototyping.  

p Sky stakeholders and 
participants sat in pairs to think 
together in the experience of 
watching movies, which helped 
them to empathise with user’s 
expectations and pain points 
during the movie experience. 

p Understanding users’ attitudes, 
needs and barriers to the online 
movie helped the Sky team to 
identify opportunities to create 
innovative service propositions.

The ideal online movie experience (1/2)
Participatory design to define a new service

Co-creation workshop with potential clients and stakeholders, working together in 
defining the ideal online movie experience.



The ideal online movie experience (2/2)
Participatory design to define a new service

Customer journey map to describe the opportunities and pain points of the 
experience of watching movies online on each stage of the process.

Results: 
p Sky Movies stakeholders 

were able to envision the 
ideal customer experience for 
their new movies-on-demand 
service through the creation 
of the Customer journey map 
which showed the different 
stages of the movie 
experience before, during and 
after watching an online 
movie. 

p Stakeholders were also able 
to understand the different 
needs and expectations of 
their target audience at each 
stage of the lifecycle by the 
creation of user profiles 
(Personas). 



Challenge 
Telefónica wanted to redesign their 
website with the aim of generating 
fans of their brand.  

Approach: 
p Created a conceptual model of 

the online service to guide the 
creative process and to define 
design principles to drive the 
redesign of the whole 
experience. The information was 
gathered through workshops 
with stakeholders which helped 
to understand business and user 
needs, as well as their current 
situation in the market.  

Results: 
p The usage of a metaphor helped 

to show what is required to 
generate fans across multiple 
channels and how each 
touchpoint impacts the overall 
experience.

Commercial website redesign  
Conceptual model and online service metaphors

Use of metaphors to describe the vision of the service to help stakeholders to define 
their approach



Challenge: 
National railways new Customer 
Experience manager wanted to create 
a customer journey map to explain the 
experience across multiple channels. 

Approach: 
p Explained the vision of the future 

state of the experience according 
to experience principles and 
market trends using storytelling. 
The customer journey explained 
the experience before, during and 
after travelling in a train, with 
photos representing the 
experience of a persona 
interacting with multiple offline 
and online channels. 

Results: 
p Key stakeholders were able to 

align in the vision of the multi-
channel experience and discuss 
the considerations for delivering 
the service across varios areas of 
the organisation in a 
collaborative way.

Multi-channel customer experience
Storytelling for future-visioning

The workshop facilitation was conducted in a whiteboard, which allowed all 
stakeholders to visualise and agree on the desired experience of this new product.



Challenge: 
London Partners required to 
redesign the Visitlondon.com 
website before the London 
Olympic games. The project 
required to manage many 
stakeholders with different 
approaches to the project; filter a 
huge amount of information; 
overcome content management 
system limitations; create a 
responsive design for different 
target audiences (national and 
international) in a short period of 
time and in collaboration with the 
internal teams.  
Approach: 
p Full UCD process, design 

strategy workshops (see next 
page) as well as a deep 
collaboration with the client 
teams in order to optimise 
the time, ensure buy-in from 
all areas involved and meet 
the deadlines. 

Visitlondon.com website redesign (1/3)
UX strategy and responsive design

The methodology included an active participation of the main stakeholders as well as a 
permanent collaboration with the Visitlondon team



Using Design thinking methodologies, 
about 20 stakeholders identified and 
shared their needs and expectations for 
the project, prioritising the most 
important ones.

The Design strategy workshop 
allows participants to:  
p Understand the design 

principles that will guide the 
design process 

p Sketch collaboratively the main 
user journeys considering the 
design principles and the 
feasible ideas for the first 
phase. 

p Prioritise the ideas (content 
and functionalities) in terms of 
business and user value as well 
as their feasibility 

Results: 
p A responsive website redesign 

in record time, which considers 
management, governance and 
maintenance due to and agile 
and collaborative approach 
from day one. 

After creating a list of desired 
features and functionalities I run 
a Design strategy workshop to 
allow stakeholders to evaluate 
each of them with a Priority 
matrix considering their value 
vs. Effort. This helped Visit 
London team to define a 
roadmap and an MVP for their 
first release.

Visitlondon.com website redesign (3/3)
UX strategy and responsive design



Challenge: 
p Caja  Madrid (Now Bankia), 

a Spanish bank, wanted to 
redesign their ATM 
experience as part of their 
multi-channel strategy. 

p The main goals were to: 
Apply new corporate visual 
aesthetics to the company 
ATMs, transaction- process 
optimisation; add new 
processes, design a shared 
interface for touchscreen and 
keypad ATMs in different 
screen resolutions; create the 
new interaction multichannel 
guide and to exploit the full 
potential of the ATM system’s 
capabilities.

ATM user experience design (1/4)
Conceptual design, UXD, patterns & style guide 

Testing the new homepage of the ATM in different environments



Approach: 
p Conducted a thorough and in-

depth research of current 
situation:  security and technical 
restrictions, ATM typologies 
(more than 14), frequent 
transaction metrics, technical 
issues, user profile, contexts of 
use,  patterns analysis of the 
current interaction of more than 
64 transaction types. Pattern analysis of current interface

ATMs typologies

Old touchscreen and keypad 
screens

ATM user experience design (2/4)
Conceptual design, UXD, patterns & style guide 



p I run fact-finding sessions with 
all the stakeholders to define 
scope, challenges and 
requirements.  

p The online services was 
proposed considering different 
aspects of it such as: 
Multichannel services, 
advertisements, feature 
operations, personalisation, 
security, mobile interaction, 
site architecture, language, 
graphic norms, grids and 
templates, page elements, 
interaction controls and 
accessibility.

Stakeholder’s fact finding workshop

ATM user experience design (3/4)
Conceptual design, UXD, patterns & style guide 



Results 
p The new interface is 

currently used by 7 million 
clients throughout Bankia´s 
4700 ATMs in Spain, with an 
increase in satisfaction rate 
of 45%

Conceptual wireframe defining the key areas of the interaction and final design

Paper prototyping and design of the homepage

ATM user experience design (4/4)
Conceptual design, UXD, patterns & style guide 



Recommendations:

“ Paola is a sharp, professional and very smart 
person. She has always has great communication, 
analytical and consulting skills, which are necessary 
skills for user-centered design projects. It was a 
pleasure to work with her, as she is also a fun 
person to be with. We shared some great times in 
the very early days of Xperience Consulting, when 
hardly anyone know about usability. She played a 
key role in making the business successful.”

Alfonso de la Nuez 
Co-Founder & Co-CEO at 
UserZoom

“Experience, good client management, and forward 
thinking. These are the three things that Paola 
brought with herself when he came to work with us. 
At the time, she showed a good grip of HCI 
principles, very good project management and client 
relations skills, and initiative to break new ground 
in methodologies and techniques. Not only is Paola 
a very solid information architect / interaction 
designer, but she is always ready to get out of her 
comfort zone and try new things. It's been very 
enriching to have her.”

César Astudillo 
Managing partner at Design-it 
Madridhttp://www.linkedin.com/in/pmiani

See more recommendations at:

“ Paola is a unique and natural design leader. Over the six years 
we worked together Paola helped shape the way design is 
delivered throughout the organisation. First helping to create 
and refine the double diamond approach but later as the 
awareness of design thinking grew she led the creation of the 
‘Value Circuit’, a Design Thinking method that seamlessly 
meshes creative problem-solving practices with the 
transformation requirements of the group. She deeply 
understands design, strategy and sustainability and how to 
combine them to build truly capable design teams. It's been an 
honour to work alongside you Paola, you left an amazing legacy 
for design at LBG..”

Tony Sobers 
Head of Design for the 
Innovation team at 
Lloyds Banking Group

https://www.linkedin.com/profile/view?id=182451&authToken=40L5
https://www.linkedin.com/profile/view?id=988321&authToken=g3ad
https://www.linkedin.com/in/tony-sobers-480199/


Thanks for your consideration 
Please get in touch if you would like to learn more.

Paola Miani 
p +44 7565301581 
p pmiani@gmail.com 
p Linked in: uk.linkedin.com/in/pmiani

http://es.linkedin.com/in/pmiani

