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Abstract 

Persona literature, which has rich content, has long been one of the dominant and popular topics 

in design. In the literature, which focuses on persona production and its use in the design process, 

there are hardly any ethical discussions about the philosophical principles of persona production. 

This article explains the general ethical approach to design practices and explores how persona 

creation and persona-based design practices can foster ethical thought and action. For this 

purpose, the scope of the concepts of persona and ethics is determined and defined. The idea of 

persona is discussed in terms of objectification, transformation, homogenization of individuals 

and obtaining individual data, legitimacy of representation, and use ethics. 
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1. INTRODUCTION 

 

In product design, especially with the rise of user-centered design and the increasing importance of 

understanding the user, designers have increased their contact with individuals and communities in an 

unmediated way. Even though user-centered design occupies the agenda, the issue of ethics and 

accountability in design has not been discussed to a large extent, except for a few "contradictory" and 

"advising" weak outlets due to the contradictions and dependencies between discourse and practice. On the 

other hand, as the design is increasingly used for social development and the designer is empowered to 

determine and transform the subject, ethical discussions seem inevitable. Given the enormous power that 

designers currently wield, there is a growing need for an ethical framework or a philosophical system for 

designers to guide their conscious decisions, to be, in a way, "gatekeepers" [1]. Because today's designs 

stand before us as exploitative objects that encourage and force users to act in a particular manner, 

stimulating the mind, transforming, and sometimes targeting human weaknesses. Therefore, the human 

dimensions of this power, which are not subject to control, need to be discussed. When the issue is human, 

the designer's first-hand approach to the design subject, whose actions are kept under control, gains 

importance. For this reason, it is required to discuss the concept of the subject in design and how the 

designer brutally objectifies the subject for specific purposes. 

If the concept of design and ethics are evaluated in general terms, ethical documents are declared by 

different design organizations and associations and are principally advisory. When the contents of these 

documents are surveyed, some documents include responsibilities towards the user under a separate 

heading. In WDO's user-oriented Codes of Ethics [2], the main emphasis contributes to the general public's 

social, individual, and material well-being. It is stated that designers should not consciously act in a harmful 

or contradictory way to this good. When the International Council of Design's Model Code of Professional 

Conduct for Designers [3] document is examined, it is recommended to value the users’ opinions. It is 

foreseen that the design should not cause any design that misleads or deceives the end-user in providing 
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voluntary information, undermines their privacy, or acts unknowingly against their interests. Inclusivity is 

valued in the document; designs that unintentionally create or spread stereotypes are inappropriate. The 

most critical discourse of the document within the scope of this study is that it is aware that design can 

sometimes lead the user to behaviors that he is not aware of. It states that the design should not be a 

manipulative tool to further the client's goals (i.e., selling something or getting the desired response) rather 

than serving the user's benefit. When the Code of Ethics document published by the Industrial Designers 

Society of America is inspected [4], there is no direct user statement. Public benefit is highlighted in the 

document. When the Code of Ethics for Professional Designers document belonging to The French 

Designers Alliance (Alliance Française des Designers) is examined [5], it is seen that there is no user 

expression directly; it is only stated that the designers contribute with their skills to improve people's lives, 

work, living conditions, health, and environment. When the Code of Conduct document of the Chartered 

Society of Designers was evaluated [6], it was seen that the document was intended to promote the highest 

design and design management standards for society's benefit and best interests. 

When ethical codes are evaluated in the field of design, it is seen that professional behaviors are examined 

and increasingly focused on norms that will determine the rules of professional ethics. Most of these norms 

are based on the designer/employer and the designer/designer relations. It is noteworthy that the formation 

and consequences of these relations are handled in "social responsibility." On the other hand, social 

responsibility towards the user is dealt with. It is tried to fit into a general ethical framework that advises 

the general welfare of the society and sometimes "noble" behaviors to protect the user from market forces. 

This general user-oriented approach weakly places the profession's responsibilities on society, and most 

documents do not even include a user statement. As the distance between the user is gradually decreasing 

and the profession is increasingly putting the user in the center, responsibilities towards the user need to be 

re-discussed. 

2. PERSONA and USER ETHICS 

2.1. The Persona Concept 

There is detailed literature on the user in the design field, which deals with many aspects of the concept. 

With the user being one of the central focuses of the design field, user experience and, in a broader sense, 

user-oriented design (UDC) have become increasingly important. Because at the heart of the user-centered 

design is the idea that involving users in a design process is perhaps the most effective way to ensure that 

the resulting design does what it is supposed to do [7].  All aspects other than the user and his experience 

retain their secondary position. So in this approach, users are put at the center of the process, and the product 

is designed to suit them, at least in principle. Putting the user at the center, in a way, aims to indirectly or 

directly involve participation, that is, to collect user data with tools and techniques and to include the user's 

voice in the design processes. User-centered design (that is, the design that puts the user and their needs at 

the center of the process at every stage) begins with an in-depth analysis of the needs and preferences of 

the intended users. Despite the practical effort to identify the targeted user, the philosophical and ethical 

discussion of whom the targeted user is generally incomplete and not fully discussed in user-oriented 

design. 

It is common to use predefined user persona definitions to create person-centric responses to identify the 

target user. When identifying target users, one of the best ways to collect and summarize relevant 

information is the persona method [8]. It is argued that using persona in user-centered design processes has 

excellent benefits [9]. Persona, as a technique for making users real for designers [10], is a type of "virtual" 

user creation and a representation based on experience and imagination, as the user is out of the loop during 

critical stages of design [11]. Persona development begins with assumptions about user profiles based on 

data from preliminary market research [12]. Then, the process draws detailed descriptions of the people in 

their most detailed form and creates a biographical portrait of the person based on the research data. Later 

in the design process, the person is referred to by name instead of "user" [13]. In this process, defining the 
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target user by creating a persona helps the stakeholders communicate smoothly. They represent the target 

users' personal characteristics, needs, behaviors, goals, and expectations [14]. Personas are created by 

identifying the entire field of potential users, choosing the user classes you care about most, defining the 

people to represent those classes, and guiding design decisions. From this point of view, persona use does 

require decision-making [15]. Since persona decisions are so powerful in governing potential future user 

decisions and behavior, the ethical dimension of decisions about persona is, therefore, an indispensable 

condition. Because design ethics is concerned with covering, in addition, the happiness of the user as well 

as the designers’ duty or obligation. 

Since Cooper [16] introduced the method, the persona method has attracted the attention of many 

researchers from many disciplines. Many researchers in the literature have examined case studies showing 

how they use the method and the use of persona in new fields [17]. Many studies have questioned whether 

personas are applied in the design process, how they are perceived, how they are defined, their effectiveness 

and usefulness as a design method [18,19,20,21,22], new efforts to develop, and better use personas, and 

how to make them more powerful [23,24,25,26]. Studies have revealed the need for personas, researching 

design ideas, making decisions, evaluating usability and developing and using them in the product design 

cycle, using personas in education [27,28,29,30], examining and evaluating the method used [31,32,33,34], 

and creating personas for different cultures [35, 36]. Most research on personas is based on case studies 

that reveal how the method is created and used and its benefits and weaknesses in different design projects 

[37,38,39,40,41,42]. Studies on automatic persona creation methods have come to the fore [43,44]. When 

the literature reached within the scope of this study on persona was examined, a survey of persona and 

ethics could not be found. The studies that deal with the concepts of persona and ethics partially jointly 

focus on the acquisition and processing of metadata obtained from various databases [45]. Interestingly, 

ethical debates on the persona are so weak, but on the other hand, it is indispensable. In a way, ethical 

practice in persona development requires that we do the right thing and focus on fairness, safety, honesty, 

and transparency in users' interests. Therefore, persona ethics is the systematic procedure of applying moral 

standards in decisions to reveal potential product users. It is the conscious and sustainable process of 

identifying, anticipating, and satisfying their possible requirements while striving to achieve profitability 

and reputation without brutally manipulating consumer decisions and behavior. Theoretically, ethical codes 

institutionalize the collective moral conscience of the profession; however, the practitioners of these codes 

are professionals. So when it comes to ethics, most of the prescribed moral duties and obligations lie with 

the designers. Suppose designers are trying to define personas in their professional practices. In that case, 

responsibility is the burden of designers, and they must, at least in principle, act, behave, and decide as the 

codes prescribe. Thus decision-making about persona applies to all approaches to ethics; common issues 

such as obligation, rights, duty, right and wrong, conscience, choice, intention, etc.  It is argued that when 

decisions involving ethical decisions need to be made, the moral person adheres to their fundamental values, 

tries to be objective and fair, is concerned about the welfare of the society and those in the society, and 

follows ethical decisions [46]. The designer's ethical responsibility for the persona stems from the designer's 

desire to mark and describe the persona and transform their future behavior through the products. 

2.2. The Designer and Persona Creation 

According to Buchanan (47) the activity and subject of design are uncertain. It is realized through invention, 

planning, or methodology and procedures that designers find helpful in qualifying their work.  Such that "it 

is open to alternative solutions with the same methodology."(47). While this ambiguity allows designers to 

act freely, unfortunately may lead to unethical approaches with difficulty determining the design principles. 

Likewise, it is possible to discuss similar freedom in persona creation. There are specific methods of 

producing personas for the designer within this space area. In the first method, the foreground is qualitative 

data belonging to the user and obtained from the market. Similarly, creating a persona with quantitative 

data is in the foreground in the second method. The third method consists of blending these two data 

sources. In contrast, the other way depends on the intuitive power and experience of the designer. In 

essence, each method is the objectification process of the potential user subject for the designer. The 
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designer marks and describes the subject without any product proposal when the designer thinks about it. 

As a result of this description, the subject-in-itself suddenly becomes the subject of the design. The subject's 

initial spontaneity disappears by considering the subject and subjecting it to the design. Objectification, 

sometimes reification, is the subject's becoming an object. There is a need for an active entity that stands 

before the subject and signifies and determines it for objectification. Sometimes this can be the subject 

itself, another subject, an object, or a system. It is the designer who objectifies the subject in the design 

process. 

There is no doubt in design that the design subject is usually human. This human is marginalized by being 

subject to a Sartrean-style objectifying gaze. For Sartre, the gaze continuously appropriates existence, and 

it is such a powerful gaze that it puts and categorizes the living subject in himself as being-seen-by-another 

[48]. Sartre didn't just think of the human eye when he talked about gazing. Instead, he perceived the world 

itself as gazing. As a result, the design perspective on humans is primarily objectifying. Design marks, 

defines and categorizes people. In this way, there is no trace of a human being alone, and the design subject 

gradually becomes the object of design. There is generally no ethical concern with objectifying objects, 

whether or not a part of nature is treated as an object - because it is an object by nature. Objectification 

ethics of a person should be considered in-depth due to denying the other's freedom or agency. Yet, 

objectification is closely related to other concepts such as autonomy, exploitation, and commodification. 

The effort of design to objectify the individual is not limited to describing it. The design strives to transform 

the subject that is a result of objectification. The final state of the persona definition is the target subject 

changed and defined actions. This transformation process begins with discourse and continues with the 

instrumentality of products. Therefore, design interferes with human nature as a transformative act; it 

manipulates the individual for his purposes. 

2.3. General criticism of the concept of persona 

Although the persona method has received much attention in the literature, it does not have a solid empirical 

basis; it is difficult to understand whether it accurately reflects user data, which persona attributes are based 

on user data, and which are fictional [31]. However, while developing personas, researchers need to provide 

empirical evidence [49]. Portigal [50] criticized personas as a way of allowing designers to create products 

for desired users rather than actual users while ignoring user work. The elements that make the designer's 

human-oriented insight and operate the decision mechanism in the design process, on the other hand, can 

be both designer-specific and highly subjective due to their implicit professional knowledge. According to 

Nielsen and Storgaard Hansen [17], designers do not refer to personas in their discussions but their ideas 

and impressions. On the other hand, even if personas are based on data, which market segment to study and 

which user problems to cluster depend on subjective decisions [51]. 

According to Massanari [52], personas are created by political realities rather than user needs, leading to 

the oversimplification of users, narrowing their behavior, and becoming the subject of design. In addition, 

personas provide a best-case scenario for the ideal user who is very willing to use a product or service [20]. 

However, for the persona to be helpful, it must reflect the world, not as it should be [32]. 

Another reason for criticism about the persona method is that it focuses more on people’s definitions and 

lacks instructions on using personas [17]. Due to the flexibility and popularity of the method, as Floyd et 

al. [32] stated, over time, the shared thing about the persona method has become only the term "persona," 

and confusion has arisen about the method. This situation can cause ethical problems due to the freedom it 

creates in the creation and use of persona. A powerful tool like persona can mislead designers if not used 

properly, such as lying with statistics or using non-representative video samples. Therefore, our 

responsibility is to develop effective utilizing this tool [22]. 

Another factor that adds to the confusion involved in the method of the persona is the actual user settings. 

End users are highly diversified in mass user products [53,54]. “The use of persona brings sociopolitical 

issues to the surface. Each persona has a gender, age, race, ethnicity, family or cohabitation, socio-economic 
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background, job, or home environment that provides an effective way to recognize and perhaps change 

assumptions about users." [22]. So much so that the persona provides designers with a user-centered 

reference that depicts an ideal user [55].  

In the product design process, user representation helps define who will use the designed product, for what 

purpose, and the user's needs, wishes, and habits. However, a representation is, by definition, less wealthy 

and detailed than the thing itself [56].  According to them, the designer creates a user representation; the 

persona method creates stereotypical users. In this sense, using a stereotype causes the designer to become 

attached to a cliché, and many details intended to be included in the user representation are overlooked. In 

addition, stereotyped user representations restrict both design and use and create an obstacle for everyone 

to reach the design [56]. 

However, qualitative and quantitative persona constructs have also been the subject of severe criticism. 

According to the studies of Jansen et al. [33], the weaknesses of the qualitative approach are that it allows 

bias, requires a lot of effort, can sometimes be invalid and narrow-scoped, requires expertise, and can be 

subjective. For example, Korsgaard et al. [57] compared user segments that two designers manually created 

from the same data and found differences in clustering strategy, number of clusters, and characteristics of 

personas. 

According to Mulder and Yaar [58], quantitative data reduce human bias in personas. Data analysis methods 

can create categories of users that researchers may miss. Quantitative data analysis methods can still lead 

to human bias but have a much smaller impact than those for qualitative data [58]. 

However, the main problem with this approach is that it is not clear whether the quantitative data is 

sufficient to represent all relevant user attributes to be compiled into personas [32]. In addition, designers 

may not be aware of the adequate sample size requirements to analyze data with statistical methods and 

may conduct small-scale user research [44]. Another disadvantage is that different software segments users 

differently, resulting in different personas [59]. 

The weaknesses of the quantitative approach are that the segmentation may not reflect the goals and 

objectives of end-users, its users may represent the majority due to its statistical weight, the possibility of 

masking outliers, and the possibility that created personas may not represent current users or desired users 

[33]. 

Assumption persona may not contain reliable or usable data for creating a persona. The downside is that 

poorly constructed assumption personas represent only the stereotypes and assumptions of designers rather 

than actual users and do not lead to genuinely user-centric products [17, 60]. Stereotyping is more evident 

in personas based on designers' intuition than user data [32]. 

Norman [61] defines the ad-hoc persona as an imaginary personality, not based on any solid empirical 

foundation but instead derived from intuition and experience, developed by designers to capture certain 

users' intuitions about certain aspects of their behavior. These have value, not for capturing actual user 

needs but for capturing the designer's intuitive understanding and making it questionable in ways pure 

description cannot[32]. Norman [61] does not believe that the intricate details of persona descriptions 

contribute to the primary purpose of personas in the design process, namely to establish an "empathetic 

focus" among designers. Djajadiningrat et al. [62] defined "extreme characters" as a persona approach based 

on an ad-hoc persona. They aim to explore the boundaries of the design field by exploring forms of behavior 

that would not be considered because they violate social norms or expectations. Although they believe users 

are not typically included in the set of users that define the persona, they still do not seem to have overcome 

the ethical problem, as they marginalize them within a class. 

2.4. Some philosophical points 

There are several ethical problems philosophically in the objectification process of the designer. The first 

is the tendency to treat the individual as a physical being or 'object' rather than a person with feelings and 
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thoughts. When reduced to something for use only, the humanity of the objectified individual is diminished. 

With a more detailed explanation, the individual is built with all their visible qualities (such as age, job, 

family, status, etc.) at the persona stage in the design process. The emotions and thoughts aimed to be 

transformed dressed on that individual. In principle, the persona is thought to have unsatisfied needs and 

inner restlessness about it and therefore "need to get inside." For design, the persona is the object with an 

appetite, deprived and therefore restless. With the perceived deprivation in potential users, designers try to 

improve the possibility of individuals acquiring an offering that matches their aspirational self-image by 

creating a strong association between their proposed product and a specific persona. Suppose the design 

persona is pleasant and trustworthy. In that case, message internalization (the process through which a 

potential user adopts a designer's belief as their own) and proposed product equity can be facilitated. 

Therefore, potential users may have vulnerabilities and emulations susceptible to manipulation, affecting 

how a particular design message can be received through the persona. Hence, designers often use personas 

to create pre-awareness, then incorporate design promotion by highlighting the target persona to provoke 

desires. In this context, the target persona put in front of potential consumers is the desired state of current 

consumers to be transformed by designers. The designer's goal of transforming the consumer through the 

target persona may contain ethical issues. Because design is concerned with influencing people's future 

behavior, it is not only concerned with meeting existing needs and wants and anticipating future demands. 

Whether such influence is ethically justified or not, consumers face widespread encouragement from 

designers trying to influence their behavior. Consumers exposed to very different behavioral predictions 

produced for them can become confused, vulnerable, and therefore open to manipulation. Given that 

consumers are risk-averse [63], target persona suggestions dictated by designers that might impress the 

average consumer can quickly be taken as a shortcut to a clear personality-building suggestion. In this 

respect, the designer's employment of higher ethical thinking, that is, the choice between manipulation or 

social welfare and well-being will occur to the extent that designers internalize the ethical code(s) of their 

discipline. For the designer, the essential criterion to be evaluated in internalization will be that the persona 

envisaged for individuals provides services within their cultural, social, and personal schemes, that 

individuals produce freedom in their decision processes, and that value conflicts are not created. 

Another factor affecting the ethical confusion involved in the method of the persona is the actual user sets 

and artificial categorization. Each consumer represents their cluster, and the synthetic typology believed to 

represent the best among consumers is the persona. The consumer who is inadvertently placed in a group 

at an early stage of the design process will remain in the same segment as the synthetic persona until the 

final clustering solution. Therefore, from the designers' point of view, real consumers are constantly 

organically related to the persona, even as they experience personal change. This interchange is such a 

relationship that the actual consumers need to adapt to the persona, not their state changes. At some point, 

real consumers turn to the persona presented to them as a reference. Despite that, end users are highly 

diversified in mass user products [53, 54]. To circumvent this heterogeneity, design staff segments the 

market according to people's goals and behaviors in using a particular product [64]. Similarly, marketers 

categorize products based on how and where consumers buy products. The most crucial point to be taken 

as a basis for homogenizing a heterogeneous group of potential consumers is the bundle of values offered 

by the product. Homogenization, which significantly reduces transaction costs, is also a process of 

marginalization by pushing some out of the cluster. When the number of clusters is reduced in terms of 

inclusivity, if this is the case, consumers are necessarily forced into less homogeneous clusters. Ultimately, 

each consumer cluster is homogeneous in itself but as different as possible from other clusters enough to 

produce marginalization. Suppose we have a homogeneous group and a persona represents this group. In 

that case, the product to be proposed will only benefit the group members, and those outside the cluster will 

not be able to benefit from the values offered by that product. A broader separation between possible sets 

of users does not bring greater social welfare; on the contrary, it allows one group to monopolize the 

consumer benefit generated by design. Dividing real consumers into specific groups and representing them 

with a persona that will reference them raises ethical issues in itself. Suppose a company offers a car with 

high safety and comfort equipment only to a privileged group that it represents with its persona. In that 
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case, the marginalized others deprive it of this opportunity. So, in a way, the designer restricts himself when 

he can do better for someone due to segmentation; it became so much better for the cluster and so much 

worse for the rest. This economically logical situation becomes ethically controversial. The design supports 

the formation of privileged groups in an ethics-or-else dilemma with its regal suggestions and the discourse 

of the persona. This contradiction reveals the policy dimension of the concept of “needs” on which the 

persona is built. The envisaged needs of the persona become an initiative that can be determined in its 

absence, increased, or decreased according to the situation. However, one can also observe many ethical 

practices due to market compulsions and the rise of "ethical consumers" who base purchasing decisions on 

the ethical positioning of the product. In principle, many persona constructs can be found in the consumer's 

morally acceptable norms of conduct. Persona constructs created in response to the increasing consumer 

awareness about ethical choices are amoral classification studies among consumers. Consumers who have 

deep ethical concerns but have budgetary difficulties may fall into a moral dilemma at the purchasing stage. 

For example, guilt increases when one cannot buy a high-efficiency but expensive dishwasher. 

In persona studies based on data, the legitimacy of persona depends on data. The source of information in 

the persona as a representation method tends to be the variable that causes the most controversy [32]. 

Therefore, the epistemological problem with persona is how information is obtained. Because how to get 

user information that we can accept as analytical, whether this information is factual information for us, 

and the accuracy of this information is separate discussion topics. If we discuss knowledge based on 

designer experience and insight, the measure of this information is another problematic discussion. 

On the other hand, it is clear that a research method that only focuses on observable phenomena is not 

sufficient for a discipline that is directly related to the individual and society and that is implicit knowledge-

intensive, such as industrial design. According to Sharrock and Anderson [65], design is not and cannot be 

data-driven. While the question of “how the world is” is involved in design decision-making at many critical 

points and in many different ways, it is only rarely included in the enumeration of details. The main ethical 

issue here is that organizations/ data brokers can collect data without consumer consent through marketing 

research activities and use data to create personas. If the data obtained is not based on consent, it has no 

legal basis. The persona to be built in this way will also be open to discussion. Many technological products 

today can misuse consumer data and personal privacy. Therefore, designers must maintain appropriate 

control over how the persona collects, uses, or discloses the personal data on which it is based. However, 

it is partially the designer's responsibility to ensure that the data is correct. Designers are responsible to the 

consumer for these illegal technology uses in their designs. When necessary, they should use the right to 

object to the employer to favor the consumer. Collecting information on consumers without their consent 

through observations is also considered unethical [66]. For example, one's behavior in a shopping mall 

should be regarded as private information without full knowledge and consent, even under the guise of 

market research in design research. Therefore, a designer cannot base a persona on this data and should be 

scrubbed. A possible alternative approach, at least in such cases, is to communicate directly with the 

consumers and obtain their consent to observe. Another problem is how much the received data is reflected 

in the persona construction and vice versa. The design can use personas to make user research results 

memorable, engaging, and applicable to user experience design [64]. This situation is related to 

accountability rather than an ethical problem. Accountability in design is closely associated with the term 

responsibility. It is subject to reporting and justifying the design decisions, how well designers meet their 

responsibilities, and making even the routine, taken-for-granted design activities are visible, transparent, 

and recognizable. Accountability for persona generation is a critical norm-enforcement mechanism. On the 

one hand, there are the duly collected data on consumer perceptions and practices, and on the other, the 

decisions to be made. Therefore, one should explain the data used and ignored while creating the persona 

with their justifications. 
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3. CONCLUSION 

A persona is an archetypal character representing a group of users who share common goals, attitudes, and 

behaviors while interacting with a particular product or service. Designers can use personas to help make 

design decisions as part of the product development process to achieve different outcomes and process 

goals in other contexts and create user research results that are memorable, engaging, and more applicable 

to user experience design. According to Floyd et al. [32], it is used and developed. Persona can lead to users 

being represented as objects rather than included in the design process. If a person uses another person to 

achieve a particular purpose, they construct that person as an object. In that case, when the designer uses 

the persona to reach the result of the design process, they build the user as an object. According to Levinas 

[67], a person's ability to recognize the humanity of another defines his ethical self. 

When the persona literature is examined in detail, it has been criticized from specific points. Most of these 

criticisms are on the structure and validity of the qualitative and quantitative data inputs to the persona 

creation process. Other criticisms generally focus on the use of personas in the design process. On the other 

hand, the ethical dimension of persona has not been the subject of a detailed discussion. A few studies on 

persona ethics have focused more on how the data forms the basis of qualitative data obtained. When 

professional ethics statements are examined, the concepts of user and society are mentioned in ethical 

documents. However, in these documents, it is tried to be emphasized under the general approach of social 

welfare and the well-being of the user and his protection against manipulations. 

Ethics or moral philosophy is the practice of doing right, being the right person, and thinking about human 

values. On the other hand, professional ethics means that professionals are responsible for their profession 

and the people they serve. Dealing with this issue in depth is inevitable regarding the persona and the design 

process built on it. Persona ethics should be the field of philosophical reflection on this phenomenon before 

any practice. In this way, it is possible to consider principles rather than behaviors and practices. Within 

the scope of this study, three philosophical principle dimensions of the concept of persona are discussed. 

The first of these dimensions is the objectification of real individuals in the design activity by evaluating 

them within the scope of persona. Design objectification is not only signification and description but also 

an effort to transform individual behaviors within the range of design purposes. This transformation effort 

should not conflict with other professional and ethical principles, and designers should unconditionally 

observe the welfare and well-being of individuals and society within their decisive powers and authorities. 
The second dimension is the artificial categorization that emerges naturally in the persona process. 

Homogenization is essential for design processes, both for focus and transaction costs. Although this 

situation is inevitable, designers should consider the general benefit of society with their solutions and show 

a sensitive and inclusive approach to its needs. Designers need their data, experience, enthusiasm, and 

feedback to better understand individuals and produce more inclusive and sustainable solutions. Designers 

need their data, knowledge, enthusiasm, and feedback to better understand individuals and create more 

inclusive and sustainable solutions and are responsible for maintaining appropriate control over how to 

collect, use, and disclose personal data. 
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