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1. Harmful Behavior 2. Harmful Motivation (internal) 3. Harmful Triggers & Enablers (external)
Explain the harmful human behavior that leads to the issue. Explain the (internal) motivation behind this harmful behavior. Explain which external factors foster this harmful behavior.
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Step 2: Transformation Behavioral Impact Canvas

Name/Company Context Personas Date Version
1. Beneficial Behavior 2. Beneficial Motivation (internal) 3. Beneficial Trends & Opportunities (external)
Imagine what human behavior would solve or reduce the issue. Think about the (internal) motivation behind this helpful behavior. Think about what trends/opportunities you could make use of.
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Solution Finally, think about a specific solution/specific features, that could support the desired behavior.
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