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At the moment of writing these few lines, more and more concerns seem 
to be rising around the place of “ethics“ in design. Suddenly facing the brutal 
consequences of the technologies and services they have helped producing, 
designers seem to slowly start acknowledging the responsibility they have.

Of course, as designers, we are extremely lucky to be exercising such an amazing 
trade, constantly evolving and always challenging. Lots of us chose this profession 
motivated by the desire to help people, to change things, improve them, make a 
difference, whether it was out of ego or actual altruism.

But this power to contribute shaping the world and society, far from an idealized 
neutral and apolitical act of creation, bears a great responsibility. What we are 
doing is serious. And sadly, these matters often aren’t considered at all in the way 
we design our products or “experiences”.

It is no wonder, as our methods aren’t suitable to develop such a perspective. They 
are intentionally conceived in order to deliver as fast as possible products and 
services that would appeal to potential users and satisfy them, without considering 
their long-term impact on them, on society as a whole, on the environment. We are 
forced to admit that these methods are not made for it. Worse, they encourage 
the opposite. By definition, user-centered design encourages us to embrace a 
short-sighted view: it focuses on solving providing answers to the issues raised by 
individuals rather than by communities and ecosystems.

On top of that, in a context where we are often incentivized to produce something 
new, “innovative” with the clear motive of challenging the status quo, it may be very 
hard to afford the luxury of taking a step aside to dive into these issues.

A few words
from the designers
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Hence we are facing the following problem: what to change or create (tools, aids, 
guidelines...) to allow us to integrate this reflection into our approach while ensuring 
that it would represent the lowest investment possible, that it would not be too 
much of a struggle for each project?

Plenty of quality and relevant resources regarding the pursuit of a more “ethical” 
design already exist online (see the work from Artefact), from quality articles to 
toolkits. However, we considered that these were lacking something to turn them 
into an output that would be easy enough to use. This led us to build the following 
guide, offering you a complete end-to-end framework to help you collectively 
identify the major ethical issues of a service or product in a limited time.

This guide is not aimed at giving you ready-to-use solutions or arguments to fight 
“unethical“ design issues. We chose to focus and limit ourselves on the identification 
of the issues, as opposed to the potential ways to address them. 

Our first reason to do so is that we consider that the awareness of these aspects 
is already a big step in the right direction. Indeed, naming things, labelling them, 
identifying them, is already an act. It gives them an existence, visibility, and hence 
allows us to actually talk about them.

The second reason is more practical: we also chose to limit it to this scope to keep 
the work duration to half a day top. Of course, a lot more could be explored and 
addressed with more time. But the easiest it is to deploy, the more chance we have 
to actually use it.

We are also well aware that the issue goes well beyond any methodology, tool or 
process change. We will not be able to change the practice of designing services 
and products into a more “ethical” practice (in terms of social equality, inclusion, 
environmental concerns...) without a profound and complete change of culture at 
all levels of decision-making as well as a deep transformation of our socio-economic 
system.

Nothing will change if we don’t try though. Let’s hope this framework will help you 
raise the right questions and bring change.

Best of luck comrades!
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Elements
in your kit

1 guidelines booklet

8 Boost cards 2 Impact & Complexity cards10 Side Effects cards

1 Brand Purpose canvas
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How to read me?

What the 
exercise 
consists in

Goal of the 
exercise

What you will need 
to do: major steps 
followed by in-depth 
details

Timing of the 
exercise
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Example of how
we did it, with tips 
and tricks from our 
experience
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WHERE?

Gather all materials, people and create the conditions to make the best of this 
workshop.

Prepare
your workshop

WHO?

WHAT?

No more than 6 participants, or several groups of 6 that can share their 
conclusions at the end of the workshop. For each group, you will need 
a facilitator, who can also participate in the brainstorm at each step.

A war room, with enough room on the walls to display your paper canvas. 
The room needs to be big enough to welcome all your participants 
and allow them to move freely from one side of your paper canvas to 
another.

A (very) large paper canvas
A couple of A1 papers
Post-it notes from 4 different colors
Pins & threads
Sticker dots for voting

12

Please keep in mind that during this phase you will probably have to 
complete and rearrange elements on your paper canvas multiple times. 
Hence, any alternate flexible solution can fit:

A large kraft paper with pins and threads
A large whiteboard with erasable markers
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WHAT?

In this booklet we will use Bird as a case study.

Let’s explore together the issues at stake faced by Bird!

WHY? Free-floating providers are invading big cities’ sidewalks and roads with 
their products. As interesting as their solutions can be to reduce the 
use of fossil fuels or public transport saturation, pedestrians, drivers, 
cyclists, mayors and other administrative workers have observed 
abuses in the way these companies conquered the public space.

Bird is an American Company providing free-floating electric scooters 
in different cities around the world. Their electric scooters can be 
found in the streets of Paris, where the user can pick it up. He/she can 
then connect on the bird app to book his/her scooter, drive to the 
target destination and leave it on the street for someone else to find 
and use it.

Example
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GET READY
Step 1
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OUTPUT

In this preliminary step, lay down your brand purpose to align participants on how 
you want to address and engage your customers.

INSTRUCTIONS Take out the Brand Purpose canvas of your kit 
and fill it in as follows:

A completed Brand Purpose canvas.

16

10’
Align participants
on your brand
purpose

1.  “We are the only… “ describes the nature of your company.
For The Walt Disney Company it would be: “We are the only 
producers and providers of entertainment and information...“ 

2.  “That…“ describes what you provide to your customers.
“...that provides many-times-in-a-lifetime experiences...“

3. “For… “ describes the customers you target.
“...for children of all ages...“

4. “In…“ describes where you want to provide your product or 
service.
“...everywhere in the world...“

5. “In an era of…“ is about the trend(s) you want to surf on or 
actually fight against.
“...in an era where science and data overtakes magic.“
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Example

In our example, Bird’s brand purpose is to be “the only mobility company 
to provide accessible, flexible and eco-friendly solutions for everyone in 
big cities in an era of saturated and polluted cities“.

Once aligned on this statement, it will be easier for the participants to 
identify relevant ethical issues and not boil an ocean over ethical issues 
from any business.
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MAPStep 2
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OUTPUT

Map the physical or moral entities that may affect or be affected by your 
product or service.

INSTRUCTIONS Take out the Brand Purpose canvas of your kit and fill it in as follows:

A comprehensive view of the network of actors your product or 
service evolves in.

20

30’Map the actors
of your ecosystem

1. Start by writing the name of the product or service you want to 
question at the very center of your map.
It could be ‘Airbnb’, ‘the electrical car’ or ‘online banking’ 
for example. Except if you already see a reason to do so at 
that point, it is not relevant here to separate the company 
(and its employees) from the product or service itself. 

2. Start to throw down every actor that relates to the subject you 
are exploring.
At first, try to limit yourself to actors that are in direct interaction 
with the product or service you’re addressing.

3. Draw Boost cards to enrich your map.
At that point, you may already start thinking of some tensions and 
issues between the actors. Stay focused on mapping the actors 
though, just write the issues somewhere, we will deepen into them 
later.

4. Keep going until you have filled your page and you have 
represented your ecosystem.
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30’
Example

Here, be carefull not to pull the thread of each and every micro actor 
of the ecosystem too much. For instance, in Bird’s case, stating that 
the manufacturer is an actor is enough as we believe all micro actors 
involved in the manufacturing process would raise the same ethical 
issues. 
But the call is yours, you just do not want to be counter-productive. 
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IDENTIFY
Step 3
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OUTPUT

Describe how your product or service affects the actors you have previously 
mapped.

INSTRUCTIONS

An updated ecosystem map showing the objective nature of the 
relationship between actors.

Characterize the 
relationships 
between actors

1. Ask yourself which actors are connected with each other.
Use pins and threads to link them.

2. Describe what is the nature of the links in the most objective way 
(influence, collaboration, threat, dependency, etc.).
For each thread, write down the nature of the relationship. For 
example, between the end user and your product or service: “End 
user uses the service”.
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Pourquoi on a fait ces liens, voir s’il y en a qu’on a volontairement exclu 
parce que pas intéressant ou trop secondaire, si le fait de matérialiser 
les liens nous a fait changer les acteurs...

Example

During this phase, remaine flexible! There is nothing wrong in changing or deleting 
some connections if you realize they are less important than others.

You can also change or add actors to your map once you have added some 
connections, if needed.



60’
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OUTPUT

Identify the ethical issues raised by the future success of your product or 
service.

INSTRUCTIONS

An enriched ecosystem map displaying the ethical issues related to a 
relationship between a pair of actors.

Hope for 
the best…

1. Now imagine your product or service is fully deployed and a clear 
success.  What would “success“ truly mean for your product or 
service. How would you define it?
Write down all your ideas on post-it notes and stick them on a 
separate paper board.

2. Now take a look at each actor you mapped. Ask yourself how they 
would be affected by this success. What would happen to them?
For each pair of actors you have linked together, how can this 
relationship harm or benefit one or both actors of the pair? What 
would be the ethical issues raised?
Write down ethical issues on post-it notes and stick it on the related 
relationship thread.
Be as precise as possible. Specify what are the actual risks.

3. Draw Side Effects cards to enrich your map and keep going until 
you have drawn all Side Effects cards.
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Example

In Bird’s example,  mass usage of scooters in the public 
space creates fierce competition for parking space 
with other mobility solutions and citizens.

Sometimes, mainstream success can cause trouble...

Another side effect of Bird’s success is the development 
of precarious jobs: similarly to Uber drivers, “juicers“ 
work as independent contractors, and are consequently 
ineligible for benefits associated with traditional 
employment, like health insurance, paid time off, or 
workers compensation.



10’
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OUTPUT

Consider the full life cycle of your product or service up to its inevitable end 
to finalize your ecosystem map.

INSTRUCTIONS

A finalized ecosystem map displaying the ethical issues related to a 
relationship between a pair of actors.

…but prepare
for the worst

1. What would failing actually mean for your product/service?
Write down all your ideas on post-it notes and stick them on a 
separate paper board.

2. Now take a look at each actor: what would be the impact on them 
if it happened?

Who will be held accountable? What would be the consequences?
Now that your product or service is gone, how does each of these 
actors have to adapt?
What will happen with the goods what may have been produced?

Add your new ethical issues to your original ecosystem map.
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Example

The failure of any activity will have consequences on the actors of its ecosystem. 
For instance, all free float services face the same issue: if the service flops, who 
will be accountable for the repurposing of the vehicles as well the recycling 
of used batteries?
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PRIORITIZE
Step 4
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OUTPUT

Define which of the previously identified ethical issues you need to work on 
as a priority.

INSTRUCTIONS

A prioritized matrix of all issues raised during the workshop.

Build your 
prioritization 
matrix

1. Gather all the ethical issues notes from your ecosystem map.
Try to cluster them under a common theme (dependency, 
disempowerment, environment, etc.).

2. Prepare an “Impact & Complexity“ matrix.
Take a blank canvas and draw a 2 axis matrix on it: impact on the 
horizontal axis and complexity on the vertical one.

3. For each cluster, draw and answer the Impact & Complexity 
cards.
Place the cluster theme on your “Impact & Complexity“ matrix 
accordingly.

4. You now have a clear view of the most pressing ethical issues 
your team needs to address. 
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Example

The idea is to cluster all the impacts you have identified under major ethical 
issues, regardless of the actors previously identified. Here for example, we 
clustered under “Danger“:

-  Accident with other vehicules on the road
-  Accident with pedestrians on the pavement

Then, you can prioritize your issues according to how easy you believe it would 
be for your company to tackle it (considering technical, financial or strategic 
reasons), but also how much of a positive impact you believe it would have on 
the ecosystem if you were to address the issue.
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Next steps
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Here you are! You now have identified your main ethical priorities for your 
product or service.

A great part of the job is done, but it is not finished yet! We are working on new tools 
to help you tackle those issues but in the meantime, here are a few useful steps to 
follow-up.

Start by researching the topic.
Interview and observe people affected, meet with stakeholders, contact potential 
experts (sociologist, anthropologist, economist, etc.) to better frame the issue and 
understand its root causes.

Understand how addressing these issues could impact you.
A Business Model canvas could help you understand what part of your BM is at stake.

Gather a team of subject matter experts and stakeholders.
Brainstorm on the topic to find relevant ideas and prioritize solutions.

Prototype your ideas. 
Test your ideas with users to gather feedback and to create iteration loops.

Don’t hesitate to return to the framework to question your ideas, prototypes and 
solutions with the Side Effect cards, and hence make sure not to create other 
negative consequences with your new solution. 
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The Experience Center is the place dedicated to service design at PwC. 
We help our client imagine new experiences to answer their end users’ needs on 
physical or digital touchpoint. Together we design unique and innovative solutions 
to answer to complex challenges.

Experience Center



This framework has been edited by the designers
of the Experience Center of PwC France.

In it, you will find our 4 step in-depth approach to easily identify 
ethical issues raised by a product or a service. 

This framework is the result of both our reflections on our own ethical 
impact as a company and the longstanding interest of our designers 
for this topic.

To learn more about us and our projects,
go to http://bit.ly/ExperienceCenterFR

Contact us at fr_contact_experience_center@pwc.com

Experience Center

UNDERSTANDING 
OUR IMPACT

Ethical Design


