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Abstract of Master’s Thesis of Academic Year 2016

“FitHub”
A Service Design To Encourage Physical Activity Through

Branded Incentives
Category: Design

Summary

In recent years, the term “motivation” became a buzz word in different fields of
our life, including one of the most popular one: a “Healthy lifestyle”. Market
that is driven by fast technological advances came up with millions of solutions
on how to motivate people to eat better, be more active and become healthier in
overall. The development of mobile technologies supported by recent emergence
of wearable devices, provided people with “one-touch” solutions that promised to
change their lives for better. However, the reality shows that for certain people
the effectiveness of these solutions is minimum to none. Today’s methods aimed
at encouraging people for maintaining healthy behavior use techniques that work
for certain groups of people, while the majority is still struggling to turn ”Healthy
lifestyle” into their habit.

In this work, author introduces a service design aimed at encouraging young
people to increase their daily physical activity through the implementation of game
mechanics and branded incentives, assuming that the combination of gamification
in non-game context together with the influence of brands on one’s self - expression
can provide a greater motivation for increasing daily physical activity.

The prototype introduced in this paper represent a Minimum Viable Product
Design (MVPD) in form of a mobile application. The evaluation of this prototype
within the user test group showed positive results towards the functionality of the
system and the experience that it can provide. However, to get the understanding
of how this system works in terms of behavior change a long-term research is
needed.
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Chapter 1
Introduction

“Fit Hub” represent a service design solution that implements rewarding system
through integration of physical activity tracking and shopping experience in the
field of mobile health for young health conscious users.

The aim of this service is to, on the one hand, create a new user experience
in physical activity tracking and goal setting for young people with low level of
daily physical activity, and, on the other - to outline a successful communication
“formula” in a new layer of indirect marketing for a private sector. A private
sector, which is represented by producers of fast-moving and durable goods as
well as services, where both can be described as products of “healthy lifestyle”
category.

This service is supposed to provide its’ users with a mix of valuable incentives
in a form of extrinsic encouragement that will, together with intrinsic motivation,
raise the overall motivation of people for a health behavior change, and provide
brands with a valuable extension of their marketing activities on a qualitatively
new level.

1.0.1 Problem Statement

The global idea behind the research lies in the fact that “Healthy lifestyle”, which
used to be a fashion magazines trend, now is as an important issue as sustainable
development. According to the latest World Economic Forum report, low physical
activity together with malnutrition and lack of proper medical treatment leads to
NCD (Non-communicable diseases) affecting people around the world in their
most productive ages, thus slowing down economic growth and prosperity .
Although governments are taking measures to improve health behavior of the
people, it becomes obvious that the issue of healthy living can not be targeted from
only one direction. Thus, in 2013 a board of World Economic Forums Healthy
Living Initiative proposed a multi stakeholder approach to the problem of healthy
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living through the long-term investment in healthy years of the nation?. The
cross-sectoral collaboration on all three levels, which include Private sector, Pub-
lic sector and Civil society can have a sustained impact that will help to make
healthy choices the easiest ones. However, collaborations that are existing today
are formed mainly in the healthcare industry, that limits the number of channels
through which population can be reached. The private sector represented by pro-
ducers of consumer goods and services has already started the implementation of
marketing techniques that are targeted at the health consciousness of the people.
Although the promotion of the healthy lifestyle through the healthy directions
in the products and services together with heavy advertisement is already taking
place, existing approaches do not seem to be efficient enough in terms of changing
people’s approach to healthy behavior. Nowadays, 50% of the population are not
meeting minimum physical activity yet, even healthy lifestyle is considered by
younger people as one of the life priorities. According to the Nielsen report on
Global Generational Lifestyles, the top priorities of young generation aged from
15 to 35 are making money and fulfilling career, where health represent 30-40%
of their life priorities 3. However, everyday busy life that puts emphasis on work
and study bring healthy lifestyle to “backwards”, and with no strong motivational
factor standing behind the idea of healthy lifestyle it is nearly impossible to make
any changes in health behavior. Thus, to design an effective system aimed at
improving physical activity three main aspects should be considered:

e Who - Target audience. It is important to understand a selected target
group, to know their behavioral patterns and latest consumer trends to be
able to tailor a unique effective solution for them, instead of trying to concur
the whole world.

e How - Technology € Channels. Taking into account the uniqueness of the
selected group, it is necessary to create a system that can deliver the message
to the target in the most efficient way.

e What - Message. The main idea of behavior change that is hidden behind
the concept is something that we want to deliver to our target group through
innovative technology and channels that we create.

In this chapter author will discuss Who, How and What, explaining the reason
why they were chosen for the research study. In the second chapter author will
give a detailed description of related works, their strong points and directions that
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haven’t been covered yet; and why the proposed concept will be better at tackling
the existing problem. The description of the concept design and its stages will be
given in the third chapter. The 4th and 5th chapter will cover the evaluation of
the concept and its further development based on the results.

1.0.2 Who - Understanding the target.

As it was mentioned earlier, when designing a health behavior change it is nec-
essary to focus on younger generation because the earlier people invest in their
health the better outcome they will have in their most productive ages. This
younger generation, which age is in the range between 21 to 35, is usually called
millennials and includes a number of segments with their individual personality
types shaped by different cultures. According to the CEO of HSN Mindy Gross-
man and followed by Euromonitor research on consumer trends, there are 4 wishes
that define todays millennials behavior as consumers 4, (Kasriel-Alexander 2199d).

e They prefer experience to just a possession of a “thing”
e They seek for a good value-deal for their money
e They want products to speak them personally

e They want to be heard and want to be interacted with

Living in the era of shared economy, where things can be taken either for free
or at a minimum reasonable price, the possession becomes less important than
the value hidden in the product. The unique, meaningful, personalized experi-
ence is something that attracts millennials today with their anti-materialistic and
minimalistic lifestyles. They are always seeking for new experience in 3 main di-
rections: Technology, fun and Wellness °. As early adapters they are always open
to technological advances that can give them a better experience of themselves.
This trend can explain why market came up with wearables and the whole expe-
rience of quantified self. In addition to that, with smartphone as an extended self,
millennials created a new way of consuming and delivering information at just one
touch. It gave a space for apps to turn smartphones into something more than
just a tool, a life companion, which is tailored to personal needs. Both, wearables
and apps contributed to fun and fitness experience with millions of solutions in
the price range from 100$ to almost free. However, even with the high value that
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millennials put on wellness and fitness, according to the research that have been
done by author and a project team in December 2015, more than 80% are not
satisfied with their current health & fitness and 50% still can’t adhere regular
minimum physical activity ¢. Apart from those external reasons such as lack of
time, money and motivation that stop them from implementing new health be-
havior, they also pointed out that it is hard to make first step or continue after
the first step was done. Further research showed that “Quantified self” actually
doesn’t lead to behavior change, and the majority of those existing health behav-
ior change techniques based on mobile platforms are very limited and not efficient
enough to solve the problem of low physical activity (Duerr 2015).

Millennials today have the best access to “one’s digitalized health” hidden in
just one device, however, they still don’t have a proper interpretation of this data.
Interpretation that can show them the real value of their efforts in the reality that
they live, and become a motivation for further actions.

Since wearable devices and mobile services are not integrated into the health-
care system, the design that they rely on lack fundamental studies of consumer
behavior and modern consumer lifestyle that explain factors standing behind the
process of choosing behavior. However, they can have a great impact on health
behavior change, since they form new effective ways of reaching people. Thus,
it is necessary to go deeper into how millennials make their choices, particularly
in terms of health behavior, through understanding some fundamental health be-
havior theories and their instrumentality.

1.0.3 How - Understanding the fundamental technology of
health behavior change

People’s choices are influenced by a variety of factors at multiple levels such as
personal interests and preferences, habits, environment, availability, in one case
making behavior change possible, in the other - hard to happen. Thus, it is im-
portant to use various behavior theories as a basement for design that is aimed
at improving health behavior. The study of health behavior change involves a
number of certain theories such as Health Belief Model (HBM), Social Cognitive
Theory (SCT), Theory of Reasoned Action (TRA), Theory of Planned Behavior
(TPB) and Transtheoretical Model (TTM); that are widely used in health behav-
ior interventions since the beginning of 1990s and proved to deliver more efficient
solutions than non theory-based approaches (Glanz and Bishop 2010). A short
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overview of main concepts behind these theories can give an understanding of
factors that were found to be the most important in influencing peoples health
behavior choices.

e Health Belief Model

HBM hypothesizes that the readiness to take an action depends on two
things: people’s beliefs about the state of their own health and their per-
ception of the advantages that an action will give to them and their health
(Rosenstock 1974).

e Transtheoretical Model/Stages of change

TTM states that health behavior change is a long-term process that in-
volves different actions at different stages of the behavior adaptation. which
includes pre-contemplation, contemplation, preparation, action and mainte-
nance *. Thus, while some people can easily proceed to the stage of adopting
a new habit other may be just thinking about change, taking more time to
make the first step; and both groups require different approaches for health
behavior change.

e Social Cognitive Theory

SCT represents a complex theory with such key constructs as observational
learning, reinforcement, self-control and self-efficacy that are found to be
useful components of effective health behavior interventions ®. Taking all
these constructs into account the theory proposes that in order to maintain
a successful health intervention it is important to set small, easy to achieve
goals with well-defined rewards for the outcome, where the whole process
should be provided with monitoring and constant reinforcement.

e Social Ecological Model

SEC theorizes multiple levels of influence on health behavior change that
include individual, interpersonal, organizational, community and public pol-
icy (Sallis et al. 2008). Hence, the choice of the behavior depends on the
social environment in which person is living.

Various studies of these theories and their successful implementations show
that health behavior interventions are efficient when they are theory-based in-
terventions. They provide a fundamental understanding of what forms a health
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behavior and can play an essential role when designing a system, which is aimed
at affecting people’s health behavior in a long-term. However, just using them
is not enough for developing a new approach, since they are narrowed down to
health behavior only, while people’s everyday choices are shaped by factors that
are going far beyond described theories. Understanding these factors, and espe-
cially factors standing behind the problem of low motivation will help to design
an even more effective system. In this research author decided to focus on a re-
vised ego-depletion theory as a main reason behind the low motivation for health
behavior change that will be explained in the next session.

Causes of low motivation for health behavior change in modern society

The theory of ego-depletion was initially proposed by Roy F. Baumeister in 1998,
and the recent research conducted by Michael Inzlicht and Brandon J. Schmeichel
states that the reason standing behind the reduction in self-control, when taking
different tasks in a row, lies in the fact that there is a shift that appears in
motivational orientation of task 2 because of the engagement in self-control in
task 1 (Inzlicht and Schmeichel 2012). In simple words, when person uses the
self-control resource for the action that is 1st in his/her action line, the self-control
resource reduces by the time this person start a new action (task), that leads to
the gradual switch from controlled action to impulse action. In his case person
becomes less attentive to cues that signal the necessity of extracting self-control
and more attentive to cues that signal the reward. Thus, step by step desires take
over the planned action based on self-control and lead to the ego-depletion, where
planned action is not performed.

The tasking process used in ego-depletion theory can be simply explained
by prioritization of actions that leads to certain outcomes. This prioritization
was discussed in Victor Vroom’s Expectancy theory of motivation that will be
covered later in the paper. According to it, the choice of performing certain
behavior depends on how individual values the outcome of this behavior (Oliver
1974). Since we are talking about young generation, whose life priorities are
mainly focused on pursuing a desired career and earning money, ego-depletion
theory explains why the majority fails to undertake the task of improving physical
activity. This task is simply not the 1st one in their priority, and by the time
they reach the action, which can be called “improving physical activity”, the
self-control resource is already exhausted, and decision is made towards fulfilling
impulse desires. For example, a tired young employee comes back home from work
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where he had to deal with both routine and unexpected challenges. After a whole
day of tasks his self-control resource is not powerful enough to force himself to go
running even he knows that it is necessary for his healthy life and even he planned
it before. In this case his self-control resource is exhausted and running task
becomes replaced by a simple impulsive desire of lying on the sofa and watching
TV. Thus, it should be noted that self-control resource, which directly influences
peoples intrinsic motivation, plays a key role in behavior change.

Therefore, what can be done when the change in priorities is impossible due
to such factors as social status and social environment that form one’s most im-
portant considerations at a certain stage of life? It is important to understand
the reality, in which people live today, especially modern millennials that put
successful career path and good education as their first and second priority.

The work mindset reality

Since the school age people enter the reality of different social behaviors based
on the rule of performing an action and getting a certain gratification for the
result of an action. This can be called as a work mindset, where a worker per-
form his/her job and get a reward according to the result of the performance.
The work mindset put people into the salary based reality with reward as a main
incentive for performing an action. Of course, salary can’t represent the only
motivational factor. The reward itself consists of both tangible and intangible
factors such as job promotion, social status, future perspectives, recognition and
many others. However, according to Herzbergs motivation-hygiene theory, tan-
gible rewards represent essential hygiene factors that, for example, together with
salary, job security, work conditions and paid insurance reduce dissatisfaction and
directly influence motivation (Miner 2015). Thus, tangible rewards from the out-
side become as an important factor of overall motivation as intrinsic forces coming
from one’s personal interest and desire. The same logical chain can be seen in the
life of a school and a college student, where the performance-studying is rewarded
by grades, ratings and future job opportunities. In this case tangible rewards
play even greater role, since the main goal of education - a desired career path
is delated in the future, not making much sense at the present time. Therefore,
living in the reality with a strong psychological model that determine our behav-
ior in fields of the highest priority that take more than 50% of our lifetime, it is
important to take the techniques of the work mindset reality into account when
trying to create a new behavior shift, especially where it does not represent a first
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priority.

One of the theories from non health behavior context that can be implemented
in health behavior change is Expectancy theory of motivation developed by Victor
Vroom in 1964 as a study of organizational behavior and management. According
to it, the selection of a certain behavior over other behaviors will be done based
on the expected outcome of performing this behavior and the value of this out-
come to the individual (Oliver 1974). According to the theory, there are three
key elements that influence motivation for a certain behavior: Expectancy (E),
Instrumentality (I) and Valence (V). Each of these three elements has a number
of individual factors that either increase or decrease the efficiency of the element
itself. For instance, Expectancy (Effort that leads to Performance) depends on
such factors as self efficacy - the assumption of ones abilities to successfully exert
particular behavior; goal difficulty and perceived control - the belief that one has
a certain degree of control over the expected outcome. All three factors are di-
rectly proportional to the expectancy element. When performance expectations
are met, person expects to get a certain reward for the achievement, which creates
a logical chain, also called a feedback loop. The notion that the person will get
a reward and understanding the logic of getting it represent the instrumentality
(Performance that leads to Outcome). However, the probability that behavior will
be exerted fully depends on the Valence - the way person values the reward for
the outcome and the outcome itself. This decisive factor connects Vrooms theory
with the authors idea of priorities.

All in all, Expectancy theory, ego-depletion theory together with the idea
of task prioritization drive to a quite well-defined behavioral model for a target
group that was described earlier in the paper: traditional methods of influencing
peoples intrinsic motivation becomes inefficient, since there is no way they can
change one’s state of mind, which is influenced by a huge number of external fac-
tors. Thus, to create a successful behavior intervention for the task that doesn’t
represent a priority it is necessary to create a strong external motivator that can
reach individual even in the stage of very low internal motivation caused by ego-
depletion. And to make it happen it is important to use behavioral techniques
that work in today’s reality with the particular group of people defined by their
consumer choices. Therefore, to make these words sensible, which existing suc-
cessful techniques can be used to deliver the essential message of health behavior
change in the best way? How to make motivation valuable?
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1.0.4 What - Delivering the concept

In 1983 when American society faced dental problems of the population due to no
habit of dental hygiene, a heavy national advertising campaign created by Claude
Hopkins saved the problem and made toothbrushing a behavior shift in the daily
hygiene. It took Unilever more than 100 years to successfully start the process of
changing hygiene behavior of people in Asia, Africa and Latin America through
just a small behavior shift in their daily life. A simple process of washing hands
with soap that takes just 20 seconds took a long time to become a lifestyle and
still is ongoing process.

Behind both health behavior shift programs stand huge promotional strategy
either created by a brand or by a smart adman. Just these two examples show that
even behavior shifts are small they require a huge effort based on promotion of
this lifestyle shift and constantly supporting it, which can be done with a powerful
promotional strategy performed by companies-producers of health-related prod-
ucts in the most effective way. Brands have power to influence people’s lifestyles
through the philosophy behind their products. They set a new trend and, thus, a
new behavior with a huge number of people accepting this change simply because
they love the brand and trust it. However, from the side of brands, today, little
has been done in terms of improving one of the most important parts of our life
- health.

Taking into account the role of big brands today that goes far beyond the pro-
cess of providing consumers with products and services, to the layer of becoming
a lifestyle indicator and supporter, and adding here those fundamental theories
described before, there is an opportunity to create a mutually beneficial system,
in which people get incentivized to change their daily behavior in a new and more
effective way, while brands, that support this motivation, expand their influence
on a new layer of indirect marketing.

1.0.5 Proposal

The service design proposed in this work is called “Fit Hub”. It is a service based
on a mobile platform, where people can track their daily activity and set goals
to improve their physical activity. When reaching goals they will get points (fit
coins) that they can redeem at online shop on items provided by different brands.
By reaching goals and choosing favorite brands people can also get their personal-
ized support as well as unique rewards for improving physical activity from brands
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that they like. The introduced concept includes three core parts that create a new
experience for the user: point system, which represent one of the most famous
gamification techniques, rewards that are shaped into shopping experience avail-
able for users with their earned points, and consumer-brand communication as a
extension of indirect marketing. The existing implementation of these techniques,
their effectiveness and the reason why author decided to focus on them will be
discussed in the second chapter.

Notes

1 Maximizing Healthy Life Years: Investments that Pay Off. An Insights Report from the
World Economic Forums Future of Healthy Project Prepared in collaboration with Bain
Company 2013

2 Maximizing Healthy Life Years: Investments that Pay Off. An Insights Report from the
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3 GLOBAL GENERATIONAL LIFESTYLES. How We Live, Eat, Play, Work and Save for
Our Futures. Nielsen. 2015

4 http://fortune.com/video/2015/06/02/how-telling-stories-helped-the-home-shopping-network /
he impact of Millenials’ consumer behavior on global markets. Euromonitor, 2015

GO-Q project in collaboration with Jimi Okelana, Zikun Chen and Xiaomeng Liang, survey
on health & fitness, 283 respondents
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Chapter 2
Related Works

2.1 Literature review

The exposure to the new technologies and, especially, to the internet-enabled
devices that rapidly become an irreplaceable parts of our everyday life gives a
huge range of new opportunities for making our life better in any field, but at the
same time it challenges big brands to adapt to new lifestyles of their customers in
the fastest and most flexible way.

The omnipresent “healthy lifestyle” trend is already changing the market re-
quiring companies to redesign their products’ and service’ concepts, as well as
promotional strategies, to reach their customers in the best way.

With the emergence of “quantified self” together with continuing advances in
mobile technologies, health market today became filled with a large amount of
“one-time” solutions aimed at improving health behavior. However, these solu-
tions show little effect in improving opportunistic health behavior. They do not
change our everyday life for better and majority of people still do not become
healthier.

However, the rising popularity of “game design approaches”, famous for their
motivational efficiency in non-game contexts together with the rising awareness
of the necessity in rewarding health behavior, creates a new direction that can
become an opportunity for people to find a new value in health behavior change
and for companies to improve their promotional strategies.

2.2 Gamification in health-related context

Recent studies show that there is a growing interest in implementing advanced
technologies and certain techniques in increasing people’s motivation for perform-
ing certain behaviors that are either beneficial for the person himself or a group
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of people collectively.

The effectiveness of games in terms of motivating people through the unique
principles of mechanics, dynamics and emotions lead to the emergence of “Game
design approach” or “gamification” in non-game contexts. Among a vast number
of determinations of the term Gamification, one of the most comprehensible and
relevant explains it as an application of lessons from the gaming domain to change
behaviors in non-game situations (Robson et al. 2015). This approach already
has wide applications in different fields such global as education, sustainability,
government and more industry based like brand-loyalty, workers engagement and
SO on.

Healthcare represent one of the biggest domain for recent researches about
implementation of game design, especially in the field of fitness and wellness. An-
swering three main questions through the analyses of recent studies can provide a
clear understanding of the authors’ concept and its contribution to this particular
domain.

2.2.1 Why do people use gamified services?

According to Juho Hamari and Jonna Koivisto the main reason why games not
only attract players attention but keep them coming back to the game world lies in
a certain connection between hedonic, utilitarian and social motivations together
with continued use intention and overall attitude to the gamification (Hamari and
Koivisto 2015). While utilitarian systems are targeting extrinsic motivation to
achieve a certain goal and get something from it, which, in the game context, can
be represented by rewards (e. g. badges, statuses, points), hedonic systems that
represent the game and its’ play logic itself are aimed at intrinsic motivation that
actually makes people willing to play.

The study of the users of an online exercise service Fitocracy that implements
game design techniques showed that the use of gamified services is highly depen-
dent on both, utilitarian and hedonic motivations. However, they have different
effect on the individuals perception of the gamified service. While the enjoyment
caused by hedonic motivations determines the actual use of the game - the be-
havior, the usefulness provided by utilitarian motivations determines the attitude
towards this behavior, which eventually increases the possibility of performing
this behavior.

It is also important to notice here that when it comes to the game design and
especially User Interface design, ease of use as one of the utilitarian motivators
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play as an important role as enjoyment in terms of continued use of the service. In
addition to that, when the service is designed more in utility direction rather than
in play, the playfulness of the gamification doesn’t have any significant influence
on behavior, since Paidia (spontaneous play) and Ludus (structured, ruled game)
are existing in two different dimensions. Todays gamified services mainly provide
Ludus, thus, the real effect of the playfulness on attitude or use intention has not
been studied yet.

Apart from utilitarian and hedonic motivations, social factors prove to have
positive influence on the attitude to the gamified service but don’t really influence
the behavior itself.

All in all, as a result of the study of the usage of exercise game, authors came
to the conclusion that what makes people use gamified services is a combination
of utilitarian and hedonic motivations and social factors. However, while hedonic
motivations directly influence use intentions, social factors together with utilitar-
ian motivators affect it through the attitude to the gamification.

2.2.2 Does gamification actually increases people’s physi-
cal activity?

Another study on Fitocracy showed that game design in health-related context, in
terms of increasing physical activity, not only influence the attitude to the game
experience but also changes behavior towards increasing physical activity (Goh
and Razikin 2015). By implementing a pre-test and post-test experimental de-
sign aimed at determining the effects of game design on physical activity, authors
finalized 3 effective implementations of gamification. First is activity reward in
the form of points, badges and levels, which creates a game framework that pro-
vides feedback “relevant to the context of use” (Goh and Razikin 2015). Once
player reaches a certain goal he or she receives an understandable feedback that
is relevant to the actions that were taken to reach this goal. Second is an infor-
mational support based on social factor and the provision of relevant-to-the-topic
information.

In addition to that, user-generated content in form of status updates, posts
and comments where people can share their achievements and advices had a signif-
icant importance in motivation for increasing exercise activity. However, another
form of social factor known as competition was found to be demotivating for some
participants. The difference of physical levels of users as well as the difference in
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the users’ needs causes different perceptions of competitive aspect. While for one
it can be a strong motivation for another it can be a negative factor discouraging
from taking an action. In this case, for further researches in the given field au-
thors suggest to take a closer look at collaborative features as another form social
factors. Overall, the most common gamification features showed a positive result
in improving physical activity.

Although, there is a clear understanding of underlying reasons for using gami-
fied services and some studies prove that game design so far has positive results in
improving physical activity, the continuous emergence of ways to collect the data
about oneself as well as the ways to deliver this data to the user through advanced
technologies of smartphones the systematic research on the effectiveness of game-
techniques in health-related context is still very new and provide little information
on implementation of different game techniques and their effectiveness.

2.2.3 Which gamification techniques can deliver valuable
results in health-related contexts?

According to the study of Oren Zuckerman and Eyelet Gal-Oz, the implementation
of such game elements as virtual rewards and social comparison to improve oppor-
tunistic physical activity were no more effective than a quantified self (Zuckerman
and Gal-Oz 2014). However, quantified self, as it was mentioned in the first chap-
ter, being effective in terms of positive attitude towards behavior change, proved
to be not effective in terms of actually changing behavior. Thus, the present
implementation of game design in health-related context and particularly in op-
portunistic physical activity doesnt provide a desired result.

Going back to the study, the research prototype of a mobile application called
“StepByStep” based on accelerometer was used to measure users’ engagement
into the process of increasing their walking activity. Two tests were conducted to
show wether gamification in form of rewards and social comparison provide better
incentives than just measuring one’s biometrical data. As a result of the study, all
interventions showed same user behavior, where none of the techniques provided
necessary motivation. Moreover, virtual rewards in form of points were found
meaningless by the majority of participants; while social comparison through the
leaderboard had some importance but on a limited number of participants.

In further discussion authors proposed that it is necessary to create a game
design system, which is meaningful for users. This meaningful environment highly
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depends on the information that is relevant to the user as well as on the opportu-
nity to create own rules and goals. Since the process of constant self-monitoring
proved to deliver a valuable information to the user, it is important to create new
ubiquitous measures for the better understanding of this information to provide
better relevance.

All together, when talking about opportunistic health interventions aimed at
improving physical activity in people’s daily life but not necessarily changing
the whole lifestyle it is necessary to rely on existing measurement techniques
that provide an advanced tool of self-measuring, and develop new ubiquitous
measures targeted at providing comprehensible deliverables on meaningful aspects
of physical activity.

As we can see, gamification becomes more and more popular topic in terms
of improving health behavior. However, present studies show that the implemen-
tation of game mechanics in health behavior change strategies is in its’ onset.
Since the number of game-technics is quite big as well as the number of ways to
implement and combine them, this field requires more research on the effect of
gamification on health behavior change motivation and physical activity in par-
ticular. One of the relatively well-studied in terms of health behavior change (in
comparison to other) game - mechanics is gratification. Medical research insti-
tutions nowadays state that rewarding healthy behavior can increase the overall
motivation for behavior change and, therefore, improve the process of increment-
ing a new behavior into daily life. Thus, it is important to understand how this
game-technique actually works and how it can be improved to provide greater
motivation.

2.3 Rewarding healthy behavior

One of the most commonly used game-techniques - rewarding is now becom-
ing widely used in health-related context on the governmental and private levels
(World Economic Forum 2015). Incentive-based behavioral interventions, as they
are called, gained certain popularity in improving nutrition and physical activity
mainly through two channels: tangible incentives, which are mostly represented by
monetary rewards, and intangible incentives represented by well-known in games
points, badges, statuses and other types of digital rewards.

While the use of intangible rewards in terms of behavior change is well-studied
at least in the game context, the implementation of financial incentives in the con-
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text of health behavior change causes a fierce dispute wether it is actually helping
to change behavior for better or just crowd out intrinsic motivation replacing it
by extrinsic rewards.

2.3.1 The effect of financial incentives on physical activity

According to the systematic review of 12 studies by Barte and Wendel-Vos on the
influence of financial incentives on physical activity, there is a positive effect on
the improvement of PA ??7. However, due to the limitations of many studies this
effect can not be considered as a long-term.

In addition to that, authors put a great emphasize on two types of financial
rewards such as unconditional incentives that are usually represented in the lower
cost of physical activity, i. e. fitness club membership or sportswear that are
provided to motivate person for a change and are not dependent on the behavior
itself; and rewards that are directly dependent on the achievement of the goal.
While conditional incentives in form of rewards for achieving goals showed positive
result in improving physical activity, unconditional incentives turned out to be not
motivating.

The time limitation of reviewed studies as well as the limitation of the studied
activities give the understanding mostly of the perception of the rewarding of
health behavior but not the impact of such rewards on the actual behavior change.
Further studies give a better understanding of the long-term effect of the financial
incentives.

2.3.2 The long-term effect of financial incentives for health
behavior change

The research by Daniel Mochon et al. on extended effects of an incentive-based
health intervention in form of financial incentive programs comes to a very sig-
nificant statement that health interventions based on financial incentives have a
long-lasting positive impact (Mochon et al. 2015).

The empirical and qualitative research conducted on 6,570 participants for
6 months with the use of Discovery Vitality program showed the evidence of
motivation through financial incentives, which was previously denied by a number
of theories. The financial incentives were represented in the form of discount for
healthy food that participants would loose if they don’t meet the goal of increasing
the number of healthy products in their regular purchase.
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Although, the described research focused more on the improving nutrition,
exercise-based interventions also gave some positive results. However, authors
pointed that physical activity behavior requires deeper involvement of self-control,
thus the significance of the intervention is smaller in the post-intervention per-
formance of the behavior. In addition to that, the difference in the value of the
incentives for different users caused the situation where some people could not
create a long-term change. Authors noted that it is important to understand who
can be motivated by this kind of incentives. Moreover, incentives should be not
only relevant but also strong enough to motivate for the first step of the change.

Another finding showed that in contradiction to many theories that propose
a negative spillover effect when improvement in one health domain caused by
incentives drives to the degradation in the other, there is a positive correlation in
the improvement of both domains (nutrition and physical activity) when financial
incentives are implemented in one of them. However, this conclusion requires
more empirical studies.

Allin all, financial incentives found to be motivating in terms of extended effect
of behavior change. However, there is still little evidence on the impact of financial
incentives for improvement of physical activity in a long-term since the study
mainly focused on nutrition. Moreover, it is important to understand the whole
spectrum of rewards that can be used for gamification of health behavior change
and physical activity in particular. Understanding the coexistence of tangible
and intangible rewards is important to have a deeper vision on the scope of their
effects.

2.3.3 The impact of tangible and intangible rewards on
gamified health interventions

The most recent study on different researches in the field of rewarding systems
in gamified interventions for health behavior changes shows that, with no doubt,
differences in the types of rewards create different impacts on interventions and
on the perception of the performing behavior ?7?.

The effect that different types of rewards have on the intervention influences
both intrinsic and extrinsic motivation of the person. According to the review
of the most recent works, intangible rewards can be differentiated by the type
of the effect that they have on the intrinsic motivation. Thus, unconditional
and verbal incentives can provide the feeling of autonomy, while task-contingent,
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reputational rewards represented by visualized achievements, badges or medals
provide the feedback creating the feeling of relatedness.

Authors also emphasized that the way rewards are delivered also plays a cer-
tain role on the perception of the behavior. Hence, unpredictable rewards can
reduce the feeling of being under control, which possibly can increase the intrinsic
motivation of the person. At the same time, the number of studies that describe
the effect of tangible rewards such as digital currency that can be redeemed in
digital stores or inside the game for level-ups, gifts and other physical prizes is
very little with scarce information on the effects of these incentives among adults.
What is more important, as for now there are no researches that study the ef-
fect that combination of tangible and intangible rewards can have on the attitude
to the gamified health interventions. However, there is a possibility that when
combined together, these two type of rewards can bring a stronger motivation for
behavior change.

Even the scope of research on rewarding health behavior and physical activity
in particular is quite small, there is a positive trend in the effect of the implemen-
tation of this game-technique. Instant gratification is a game mechanic that is
widely used in different fields to provide valuable incentives. One of these fields is
relational marketing, i. e. brand loyalty. A variety of loyalty programs provided
by huge number of brands to mainly retain customers proved to be a very effec-
tive tool in terms of motivating people for their purchasing behavior. However,
the mechanism of providing incentives goes far beyond just increasing the number
of sales. It provides a certain personalized environment for customer-brand rela-
tions, where brand represent not only a producer of goods and services but also a
self-representation of a chosen lifestyle. If brands can be a representation of one’s
lifestyle, influencing consumers choices through global trends and personalized ap-
proach, it means brand can motivate people for certain life choices. Choices that
improve individual’s life and, therefore, put brand loyalty into a new, stronger
level.

2.4 Brand loyalty extension through gamifica-
tion and mobile marketing

Consumer preferences are shaped not only by existing trends but mainly by their
own unique lifestyles. Consumers choose brands that not only have a good brand
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image itself but also can express consumers’ self-image in the best possible way.
Hence, when positioning their brands, companies try to create products that fit
in consumers’ lifestyle. With a huge range of products and services in the market,
consumers always look for new ways to show their identity. Brand becomes not
only a useful product or service, it also provide consumers with such an important
functions as self-expression and self-identification.

2.4.1 Consumer self-expression through brands

According to Munteanu Claudiu Catalin and Pagalea Andreea, since consumers
are constantly looking for newer ways to express themselves, brands can use this
tendency to create unique approaches to almost each individual customer(Catalin
and Andreea 2014). The role of brands in delivering value to consumer goes be-
yond just creating a hedonic experience; as it was stated by earlier researches in
the field. They can provide much stronger experiences in expressing and repre-
sentation of one’s life values. In this case, consumers use brands not only for
expressing their current lifestyle and current set of material values but also to
project the lifestyle that they would love to have. Moreover, the ability to con-
nect to other members of the community as well as the ability to express personal
life values to the “world” also determine brand preferences of consumers.

In addition to that authors point out that creating an image of the brand as a
brand that fits, defines and express one’s lifestyle can become a huge competitive
advantage for the companies. However, taking this track is not an easy way as it
requires much attention to the possible extension of the product or service line.
When delivering a lifestyle message the target audience becomes very specified
and any changes in the existing product/service line may change their attitude to
brand in overall. To make the positioning of the lifestyle work authors introduce
several examples of the companies that use “lopsided” approach, which means
that companies choose a general unique track and develop inside this track, not
trying to expand to absolutely new fields.

It becomes obvious that today consumers use branded products and services
not only for the main purpose of usefulness but also to express their complex
psychological values and deliver their unique lifestyle to the world. Undoubt-
edly, companies understand this tendency and use self-expression as their market
opportunity, trying to deliver even more personalized messages through loyalty
between brand and consumer. However, marketing field is also driven by techno-
logical advances that shape it in a new way. Thus, the advances in smartphone
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technologies brought a whole new area of mobile marketing.

2.4.2 The current state of mobile marketing

The study of V. Shankar et. al. on mobile marketing shows that today mobile
marketing and shopper marketing are merging together forming a new term “mo-
bile shopper marketing”, which can be defined as “planning and execution of all
mobile-based marketing activities that influence a shopper along and beyond the
path-to-purchase: from the initial shopping trigger, to the purchase, consumption,
repurchase, and recommendation stages” (Shankar et al. 2016).

For shoppers mobile has become a source of convenient, easy and immediate
search and replaced traditional touchpoint of verbal and even online communica-
tion. This ubiquitous factor of mobile created the same ubiquitous opportunity
for marketers to be in touch with customers during the whole customer journey
including pre- and after-purchase activities. However, authors also pointed that
with the development of the mobile itself and those features it can provide to mar-
keters, there is a question about how to create a design that can influence shoppers
and potential customers in the best way during the whole customer journey, and
provide them with rich experience, experience that involves other devices, espe-
cially with today’s emergence of wearables in the context of “quantified self”.

Mobile shopper marketing undoubtedly can reach potential customers better
than any other existing technique as well as providing better personalized experi-
ence in order to build brand-loyalty. However, with further technological advances
and saturation of mobile marketing tools / solutions the process of creating a
unique marketing approach through mobile becomes more and more complicated,
involving more than one device. One of these relatively unique tools that works
perfectly for mobile industry is gamification that was discussed in details earlier
in this chapter.

2.4.3 Gamification as a mechanism for mobile marketing

According to research conducted by Charles F. Hofacker et. al., the current field is
still lacking some systematic study on gamified marketing approaches for mobile
that are aimed at boosting three main factors: motivation, customer engagement
and customer loyalty (Hofacker et al. 2016). However, authors also stated that
modern approaches to the use of gamification techniques when introducing a mo-
bile based marketing solution are mostly chaotic and usually introduce only one
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mechanic, cut out from the logical chain of gamification. Moreover, they (mar-
keting solutions) lack systematic approach as well as good system design. The
article introduce Schell’s approach to creating a gaming experience outside of
game context, which includes such elements as: tetrad of story, aesthetics, me-
chanics and, of course, technology. However, even they represent the basement
of good game design, the study about these gamification elements by marketing
academics nowadays is very scant.

The research on the current marketing situation in brand loyalty and mobile
marketing in particular, conducted by the author, with explanation of what does
brand loyalty represent itself, can give some additional information on how this
field is developing today and, which directions it should consider to deliver more
value to customers.

2.5 Discussion

All in all, the study of three domains show that gamification in non-game contexts
and especially in health behavior represent a popular, debatable topic, where re-
warding mechanics appear to be under the most research interest. However, since
gamification involves many layers, present studies do not cover all the possible
ways of implementing game technics. While most studies on rewarding mechanics
involve finical incentives, little is known about how monetary rewards influence
physical activity. And at the same time, even game techniques are becoming
widely used in two discussed fields such as health behavior and marketing, brand-
loyalty in particular, and there is an evidence that brands play a role of lifestyle
expression and creator, there is no study or research showing the effect of merg-
ing these two fields together through the gamification mechanism of rewarding,
in order to get mutual benefits for both parties: consumers that need new ap-
proaches to increase their motivation for healthy (active) lifestyle, and companies
that are always looking for better ways to reach their customers and build stronger
relationships with them.

The author of this paper believe that ”the lifestyle creating power” of brands
as well as the experience that they provide to shoppers can incentivize non-active
busy young people for more active daily lifestyle through implementation of gam-
ification techniques aimed at rewarding active physical behavior, in the same way
they incentivize them for purchases through loyalty services.

Since the scope of the concept is very broad, in this paper, the creation of
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prototype and it’s evaluation are mainly focused on user’s side, to get the un-
derstanding on how they perceive the value provided by the designed system and
what experience it brings to them.

Notes

subcaption
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Chapter 3
Design

3.1 Design Objective

The purpose of this paper is to design a service system based on a mobile applica-
tion, on the one hand, aimed at increasing people’s daily physical activity through
the number of game-techniques that recently gained popularity in gamification of
non-game contexts, and on the other hand - aimed at expanding promotional
techniques of brands to the new level through building stronger consumer-brand
relations.

Thus, in addition to gamification, author adds branded incentives, hypothe-
sizing the fact that stronger relationship with brands, especially in terms of sup-
porting one’s lifestyle can build stronger motivation for improving life, becoming
healthier and more physically active, in particular. To build such a system it is
necessary to understand modern market that includes both consumers, interested
in healthy lifestyle trend and companies that are constantly seeking for new ways
to attract and retain their customers.

The design is aimed at addressing certain challenges that hasn’t been over-
come by existing services. Following the system structure, it involves two main
stakeholders such as Consumers and Brands. Since both stakeholders represent
quite broad categories it is better to name them as Market and Client to also
show their relation to the service system itself, which will be described in details
Later, see figure 3.1.

Market represent people that are interested in improving their health habits
but don’t consider “healthy living as their first or even second priority, therefore,
aren’t motivated enough to change their health behavior. Client is represented by
producers of goods and services that are associated with a “healthy” or “active”
lifestyle, and are looking for an extension of their brand loyalty to a new more
effective levels.
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Figure 3.1: Stakeholders map
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3.2 Understanding the User

As it was discussed in the first chapter, in the design of the service author focuses
on young generation aged from 21 to 35 also known as millennials, because this is
the age when people are least conscious about their health, while putting higher
priority to the other aspects of life such as study and work. At the same time,
investing into health at this age is important to avoid or reduce the possibility
of NCDs later in the most productive age, when it can negatively affect not only
the overall wellness but also professional life. The global survey conducted by
the author of the paper identified certain patterns that unite millennials today in
addition to those that were discussed in the first chapter. These patterns were
used for the design to deliver a well-tailored solution for the exact target group.

3.2.1 Global survey

According to the survey conducted by the author among 380 people, almost 86%
of respondents were not satisfied with their health & wellness. However, even
being not satisfied more than half stated that their lifestyle is inactive or has a
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very small amount of physical activity, see figure 3.2

Figure 3.2: Survey results 1

——44%
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As for reasons that prevent people from maintaining healthy lifestyle, first of all
people don’t have enough time for that, since they are occupied with their main life
priorities: work, studying, family. This logically leads to the next reason, which
is lack of motivation. The lack of motivation based on the prioritization of tasks
was discussed by the author in the first chapter and now it is supported by the
results of the survey. In addition to that, most of them consider changing healthy
lifestyle as a switch to a more expensive consumer choices, which is undoubtedly
a hard decision.

Nevertheless, respondents also pointed two things that can motivate them the
most: the ability to see results as soon as possible and ability to be rewarded
(mentally or physically) when achieveing a goal. The same survey also covered
people’s relation to brands and reasons why they use their loyalty services. The
results showed that 77% of answered people can describe themselves as “Brand-
lovers”, regardless of wether they have or don’t have their favorite brands, see
figure 3.3.

In addition to that, according to participants’ answers, they stay with the
certain brand for 4 main reasons. Undoubtedly, the first two are connected to the
quality of the product/service and it’s style, but what is more important, in the
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number of different answers the most common were: “The way they communicate
with their customers” and “The message they deliver to their customers”.

Surveyed people also pointed 3 big reasons why they use loyalty services of
certain brands, see figure 3.4. According to that, people use loyalty services
provided by brands to be closer to the brand itself and have the feeling of being
a part of something unique, which supports the idea of brand as a self-extension,
covered in the second chapter. However, the most important reason for using
those services of course lies in the fact that people want to have an access to
special/ premium services that can provide them with some perks and bonuses in
form of discounts, special offers and so on. Thus, the rewarding of certain choice
(here, purchasing choice) still remains the main motivator for making this choice.
in the Fieldwork section author again touches the idea of rewards and incentives
but in a more individual case to show the whole spectrum of possible motivators
that depends on the goal that person is trying to achieve, his/her lifestyle and
social circle.

Figure 3.3: Survey results 2
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Figure 3.4: Survey results 3
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3.2.2 Fieldwork

The fieldwork, conducted on a user that represent the target audience of the
design concept, was aimed at studying the process of decision making towards
the increase of physical activity, see figure 3.5. This fieldwork discovered the
behavioral model of the fieldwork master together with factors that influence his
behavior and his decision making step by step.

The author observed the user at his home doing a set of short workouts to
increase muscle mass in certain parts of the body. The user is a 25 years old
man in the beginning of his professional life as a sales in Tokyo. With a busy life
where work is on the first place he still likes to enjoy his own time that he tend
to spend with friends and his girlfriend. Always seeking for new experiences like
other millennials he is interested in new technologies but not a tech-savvy, putting
value only in things that are useful for his daily lifestyle.

As most millennials he is seeking for value-deals, so when it comes to shopping,
anything that can provide a better deal or a cheaper price is a huge reason for
making a purchasing decision.Thus, shopping is considered as a joyful experience,
even more joyful with value-deal situations. At the same time, being exposed to
all kinds of media he is aware of healthy living trend and has his own personal
value in maintaining active life. However, with the highest priority put on work
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it is hard for him to find time and enough motivation to switch to a more active
lifestyle. He is constantly seeking for easy ways to improve his physical state, i.e.
strength and look.

According to the user, by the time the fieldwork was conducted, he was already
working out at home regularly for about 1 month and successfully continued this
health behavior change without abandoning it after 1 week like he used to do
with other attempts on increasing daily physical activity. This aspect motivated
the author to find out those triggers and patterns that made person successfully
implement this health behavior change and, what is more important, to continue
it.

Figure 3.5: Fieldwork Master

Fieldwork Master (User)

Personal profile: Takuya was born and grew up in Japan, currently lives in Tokyo. He
lived in America for 1 year as an exchange student and now can speak fluent english.
Takuya loves traveling and enjoys active lifestyle. Even not being a tech-savvy person
he is aware of all digital trends and always interested in trying something new.
However, he is a value-deal person, giving preference only to useful products.

A% | Working profile: After graduation from Waseda University he entered a career path
i {in a security company. Working as a sales for 2 years since graduation, Takuya is

: ivery busy with his job that represents a first life priority for him. However, he still find
time for gaining knowledge from books, traveling and exploring the world and bring
about his health.

Goals: To be smart, active and physically strong to deliver his lifestyle message
i ithrough both his mindset and his look.

Name: Takuya Byakuno
iAge: 25  rereerome L assesne e Rk sas A ad 251588811 58158815 8RR 5 R

i Gender: Male
Current city: Tokyo

{Hometown: Kawasaki i isees - » celebrities / friends / colleagues - » perform exercise

EOccupaiion: Sales hears .- » feedback / support / evaluation / praise - » increase physical activity ;

The action that was observed is explained in the sequence model in details, see
figure 3.6. It is important to notice that almost every time the action was exerted
it was performed in front of the “significant other” - the partner, who shares
lifestyle values with the fieldwork master and represent a person that provides
three main motivational functions: encouragement, evaluation and feedback. All
of these three are received by fieldwork master immediately, before and after
the process of performing an action. The presence of significant other and the
ability to get the feedback from this person straight after performing the action
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as well as a clear perception of the fact that the action is constantly (but not
obviously) observed by significant other were found to be crucial for forming a
positive attitude to a new behavior and, thus, helped to maintain this behavior.

Figure 3.6: Sequence Model

Wanted to have stronger muscles and be more .. 9 Made 1st short break to rest and change the
physically active to be more attractive and ot music on his smartphone
healthier :
; v
decided which part he wants to train at home continued exercising
v : v

scheduled the time for the training made 2nd shart break to rest and change the
. music on his smartphone

v

. : v
prepared clothes and equipment : continued exercising
v : v
turned on the music on his smartphone N finished exercising
v v
started exerciging L got the feedback and positive evaluation from
e a the girlfriend

If we take a look at the cultural model, we can have the understanding of all
possible factors that influence fieldwork master in terms of healthy living and phys-
ical activity, see figure 3.7. While the influence from Media, Celebrities and Brands
goes only in one direction, providing the perception of what healthy lifestyle and
active lifestyle is, how it can be achieved and what is the physical visualization of
it; Colleagues, Friends and Girlfriend, as his social circle, provide fieldwork master
with certain types of feedback that help to create the perception of himself as a
person trying to be more active in order to maintain healthy lifestyle. Those par-
ties of the cultural model that have mutual influences with the fieldwork master
were found to have a greater impact on the implementation and maintenance of
new behavior than those who provided only one-side influence. Therefore, when
the fieldwork master had a particular value proposition to the party and was able
to receive a feedback on taking action, the motivation for taking action next time
was high enough to make the action regular. For instance, the strongest influ-
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ential bond was discovered between fieldwork master and his girlfriend. As for
the fieldwork master, the desire of being physically strong and attractive for the
girlfriend was his value proposition to her, while the acceptance of his values,
encouragement, evaluation and feedback were her values that she communicated
to him.

The environment where fieldwork master was exerting his action - home, pro-
vided him with flexibility on how and when to perform the behavior as well as
with comfort, which was found to be an important factor for creating positive
attitude towards implementation of new behavior. In addition to that, artifacts
that he used for the action such as smartphone, wristband, sportswear and yoga
mat helped to slightly change the comfortable environment of the home to a more
appropriate one for the physical activity. However, according to the fieldwork
master, some of the artifacts were distracting him from the action, such as smart-
phone, which he used to play the music. Moreover, wearable device didn’t make
any sense for him and he reported that has an intention to abandon it in the
future.

Mental Model

The analysis of the fieldwork master study conducted on one of the representative
of the target user group helped to get the deeper understanding of decision making
process and factors that affect it in a very personal case, to eventually build a
mental model of the master.

According to the observation, the fieldwork master’s decision on taking an
action on changing his daily physical activity was influenced by many factors
including internal and external motivators. However, the immediate feedback
provided by significant others, with whom fieldwork master had the closest bonds
based on the level of trust and shared life values, led to the positive perception of
an action and motivated for the maintenance of the new behavior. Moreover, the
aspect of mental “gratification” from the closest significant other in form of direct
praise and admiration provided fieldwork master with feeling of meaningfulness
of the action that he was taking.

Overall, the immediate, and what is more important, valuable feedback that
makes sense to the proposed value together with the certain type of gratification
create a powerful mix of personalized motivators empowered by the bonds of trust
and respect towards the person who provide these motivators. The implementa-
tion of this clear mental model in other fields besides the human interaction can
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Figure 3.7: Cultural Model
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have a valuable contribution to the improvement of the existing systems. Thus,
the mimicry of human-to-human relations in marketing that is already taking
place in some forms can extend the limits, to which brand loyalty is existing
today.

3.3 Design Concept

Based on the initial idea of creating a service that can bring customers and brands
together providing them with mutual value on a new level of digital marketing in
combination with a deep research on existing works in featured domains as well as
with the study of the target audience and particular Fieldwork Master to build a
mental model, author came up with the concept of the service and its’ design. In
addition to that, with the help of professional designers and software developers
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Figure 3.8: Artefact Model
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this concept was reshaped and redefined from its’ first ideation stage to a concept
that was tested within a user test group. In this part author will describe both
the service part in form of a business concept and the design part in form of the
design of mobile application.

3.3.1 Design inspiration initial concept

The motivation for the initial idea came from a loyalty service based on mobile
application called Brandly, which originated from Russia and entered the mar-
ket in the end of 2015 !. Brandly is a service that uses a well-known in loyalty
programs gratification system that reward customers for purchasing goods of par-
ticular brand. Mainly focusing on local coffee shops and diners, this service has a
unique mix of approaches, which differentiate it from other mobile loyalty services.
It gives personalization combined with gaming experience, where personalization
is performed through brands-as-friends system, while gaming experience is deliv-
ered through well-known points, level-ups and opportunity to compete with other
users 2.

What does brands-as-friends system mean? When customers get points, dis-
counts or any other financial gifts in exchange for their commitment to the brand,
it is a well-known and easy understandable logic of brand loyalty service. However,
when you add an emotional factor to the simple pointing system it becomes more
than just incentivizer for further purchases of goods or use of service. Adding a
human-like factor, a friendship to the non-human interaction, provides customers
with a new relational experience. Hence, Brandly gives it’s users not just rewards
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but also an ability to experience different levels of friendship with providers start-
ing from just friend and turning into a best friend of the brand. By implementing
one simple logic and combining it with already widely used techniques, this ser-
vice could provide users with a brand-new experience. Although this company is
still at the beginning of the journey, the number of clients, i. e. companies that
provide their services in exchange for loyalty is constantly growing.

Taking into account the idea of human-like interaction as a way of personaliza-
tion of relational marketing, author decided to expand the idea of brand loyalty
to a newer level.

The design concept “Fit Hub” is a service based on mobile application that
is aimed at encouraging young people to increase their daily physical activity
through the mechanism of branded incentives. While users get incentivized by
real physical rewards provided by brands and, at the same time, by relations that
they build with them; brands move their loyalty to a new level, where they reward
people not for just purchasing their goods and services, but for choosing a lifestyle
that they share with them, thus, building stronger personal relations with their
customers.

The business concept will describe the logic of the service in more details
emphasizing its’ value for both, potential users and brands that can use this
service as a unique marketing solution.

3.3.2 Business concept

Many today’s loyalty programs that are based on rewarding and promotion as
a motivation for action, and that are already expanding beyond the Internet on
personal computer to mobile Internet, are becoming more and more popular and
more effective. However, the range of the gaming techniques still remains on the
level of incentivizing the purchase or the usage of a service, while modern consumer
is aware of the fact that such a “close” relationship with brands, created through a
variety of loyalty programs, is nothing more than just a way to attract and retain
customers. Currently, consumers are looking for something more than just good
service. Consumers are looking for personalized service, personalized product
that smoothly flow into their unique daily life and, what’s more important, help
to improve it.

Active lifestyle trend represent one of the areas of millennials’ daily life. The
popularity of this trend makes even the most distant from “healthy lifestyle”
concept brands to change their marketing policies. In addition to that, the intro-
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duction of self-monitoring systems in the form of wearable devices or as one of the
million functions inside smartphone, is changing marketing drastically, making
it customer-oriented like never before. However, surprisingly, the use of “active
lifestyle” as one of the channels of loyalty has not been considered as an extension
of marketing tools in terms of building stronger consumer-brand communications.

Obviously, service that is aimed at rewarding people for their physical activity
is not an absolutely new idea. Nevertheless, existing systems represent very local,
hardly known outside of their geographical location services. In addition to that,
the spectrum of rewards is ranging from non-monetary like points and badges
to monetary rewards such as coupons, discounts and real cash. None of existing
services are using real products and physical rewards in form of items, gifts and
surprises, see figure 3.9.

Figure 3.9: Current Market Saturation
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The main factor that brings together all of the existing services is the lack of
brand as the main representatives of the system of incentives and rewards. The
interface of mobile based services as well as of the web pages does not give the
feeling that brands are “involved in the game” for a healthier and more active life
and remain unnoticed by users. However, it is this niche - the niche of providers
of rewards that can be a turning point in building relationships with brands at a
qualitatively new level.

Brands like Nike and Under Armour are gradually trying to build their own
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complex systems of incentives and motivations for an active lifestyle, but like with
all ordinary loyalty programs, consumers today don’t want to have 100 different
discount or membership cards. They want a single, simple, understandable and
user-friendly system, where they can decide how to redeem their points by them-
selves. Basically, this takes online shopping experience from stores to mass-loyalty
systems. Taking this already transformed experience and adding a new layer of
"healthy lifestyle” brings directly to the concept of Fit Hub, see figure 3.10.

Figure 3.10: Three layers of Fit Hub service
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As it was mentioned earlier, Fit Hub represent a service that is based on
mobile application. This application allows users to earn Fitcoins for reaching
certain amounts of steps every day and use these Fitcoins as a digital currency
to buy goods and services inside the online store within the mobile application.
Products inside the application are provided by brands that represent a market
of “Active lifestyle” goods and services such as Nike, Adidas, New Balance and
so on, also including fitness club chains.

Together with earning Fitcoins users can also set their own goals (for example:
10 000 steps per day), and by reaching this goal every day, they can get personal
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feedback from their favorite brands or brands that represent the highest value to
them. A feedback in form of awards and real gifts for the ability to maintain the
process of achieving goal for a long term, which is required to build a build a new
behavior pattern, see figure 3.11.

Figure 3.11: Fit Hub concept description
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The service standing behind the mobile application represents a facilitator
that brings customers and brands together on one platform, providing first with
incentives and second one - with customer’s loyalty to brands. In the Service Flow
Model you can see how stakeholders are communicating through the system pro-
vided by Fit Hub, see figure 3.12. As it can be seen from the model, Clients that
are represented by producers of “active lifestyle” goods and services are the main
financial flow since they use the platform as an external promotional tool and
what they receive from the service is customer’s loyalty. Undoubtedly, the term
loyalty here is too broad and give very vague perception of how this marketing
strategy can be profitable for the company. However, there are those techniques of
indirect marketing that have a very logical and understandable scheme of efficient
marketing campaign. This includes almost all possible measures of indirect mar-
keting like Cost Per Impression (CPI) or Cost Per Mile(CPM) and Cost Per Click
(CPC also known as Pay Per Click), where advertisers pay for “impressions” such
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as likes, views, shares and clicks on adds. Furthermore, Cost Per Lead (CPL),
where brand advocates are paying for the actual subscription or sign-up from a
consumer that is interested in the advertised content; and conversion marketing
that measures all people that actually turned from just webpage/app visitors into
paying customers. In addition to that, there are some exclusively mobile mar-
keting techniques that could also be implemented. These includes “Active page
dwell”, which is showing the time that user spent on the page/screen focusing on
the browser window, as well as “Interaction rate” that includes all possible actions
with the marketing message *

As for the Market, which is represented by direct users of the service, what
FitHub is providing them with is their activity evaluation and rewarding system
that turns their physical activity into money equivalent - Fitcoins, by using which
users can have unique shopping experience. While creating this shopping expe-
rience, service can get the information about users and their brand preferences.
Thereby, service can create a unique communication channel tailored for each user
personally, see figure 3.13 and figure 3.14. Eventually, the loyalty inside the service
is built not on the purchasing power of the user but on his/her lifestyle choices,
i.e. choices to be healthier, stronger and fitter. In the designed system service
represent an invisible expert that establishes communication between two parties:
target market and client, that are users and brands. Unlike existing services, Fit
Hub put in the center not the service itself but brands that are direct suppliers of
incentives and rewards.

3.3.3 Design of Fit Hub

Since the service model was discussed above in details, in this section author will
talk about the main functions of the mobile platform that were created based on
the fieldwork study and the survey that helped to get a deeper understanding of
the target market. Before the detailed discussion of the application’s functions,
let’s first take a look at the Basic Key Path (BKP) model. This BKP model
represents an overall view on the user experience including the time when user is
interacting with the application and not interacting with it.

Basically, the process of interaction with the application is a mediator between
two actions that are taking outside the application. The first action is the action
of tracking physical activity that requires person to download the application and
perform the initial setup (only one time action), and track biometrical data (steps)
with either the smartphone, wearable device or both of them. The 1st layer of the
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Figure 3.12: Service Flow Model
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application provides a converter of steps into the virtual currency system proposed
by the service, to turn physical activity into measurable item that has its’ value
inside the system, while the 2nd layer provide the communication experience
between consumer and brand. Finally, the second action outside the application
is a process of receiving a physical reward that requires users to go to the store.

3.3.4 Game mechanics - rewards

One of the fundamental features of the service is a unique pointing system that is
used as a gamification technique inside the application. This system combines 3
variables, which are steps, points for the physical activity - fitcoins and prices of
goods and services represented in dollars. Fitcoins, that are used as a digital cur-
rency inside the application, bring steps and prices of goods and services together
in one platform. Thus, steps are converted into fitcoins, while at the same time
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Figure 3.13: Service functionality (a)
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fitcoins have a certain exchange rate with dollar based prices of goods and services
just like a real currency does. To get a better understanding of how rewarding
system works let’s take a look at the game mechanics of the FitHub.

The described mechanism here is based on several assumptions for the simplic-
ity of the game logic. First of all, since originally it’s a physical activity monitoring
application based on step counter and goal setting, 3 categories of goals that are
based on activity differentiation by Tudor-Locke were designed *.

Figure 3.15: 3 categories of activity goals

“Low activity” “Somewhat active” “Active”

5000 steps - 7499 steps 7500 steps - 9999 steps 10000 steps - 12500 steps

It has to be noted that this service is designed for daily step tracking that
does not include other types of activities yet, again, for the simplicity of the
research and purity of the design. As for now, the highest possible goal in the
system is 12500 steps. According to Tudor-Locke research, all activities that
counts 12500 steps or more should be regarded as a “high physical activity” that
besides moderate activity also can include some intensive exercises, workouts or
sports. Thus, all steps above this are not included into design and research.

The first assumption: Let’s assume that if 10 000 steps, which represent the
bottom line of the 3d category, are taken everyday throughout 60 days, it be-
comes a behavior. This assumption is based on the statement of Health Behavior
Research Center (UCL), which says that around 66 days is needed to set a new
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habit 5. 10 000 steps are taken as a common understanding of the active daily
lifestyle, that became a trend for goal setting activities based on steps.

In addition to that, according to the research on market prices of the most
famous and most expensive apparel and footwear category of top 7 main sports
wear brands - sneakers, it was found that the highest price of this item category
lies between 200$ and 250$ ©.

Figure 3.16: lowest and highest prices of footwear of top 7 sportswear brands

footwear (including running, training and lifestyle shoes, football,
basketball, hiking)
lowest highest common price

Addidas 48 $ 245 % 180-160 %
Nike 65 % 275 % 100-130 %
New Balance 60 % 249 % 80-100 $
Puma 77 % 412 % 154 -191 §
Reebok 33 % 185 % 90-120 $
ASICS 60 % 184 $ 75-100 %
Under Armour 52 % 170 % 98-130 $

Average 56,43 % 245,7 $

The second (main) assumption: We assume that within 2 months (or 60 days)
of reaching highest goal (10 000 steps) everyday, person can earn enough fitcoins
to get the item at the highest price in the store inside the application. Thus, 60
days of 10 000 steps goal everyday are equal to 250%, and 1 step will cost 0.000428.
In this case person is rewarded with the best, according to price, product for being
able to increase his/her physical activity and turn it into a habit.

600, 000st. = 2509

Lst. = 0.00042%

The third assumption: Let’s also assume that the highest price 250% is equal
to 7000 fitcoins. Here we can use any number for defining the price of fitcoins,
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however, it is better not to use number like 10 000 not to make users confused with
number of steps and fitcoins, since their relation is not 1-to-1. It is also better
to avoid big numbers like 11 000 and above not to make the user interface too
disturbing as it already has a lot of numbers included. Thus, it can be assumed
that 7000 represent one of the possible “golden mean” solutions. From here we can
express steps by fitcoins. Now, for amount of steps lying in the interval between
10 000 and 12 500 (for 3d category) 1 step costs 0.01176 fitcoins.

250$% = 7000 ftc

1$ = 28ftc

1st. = 0.01176 ftc

Since 7500 steps, which represent the bottom line of the the 2nd category, is
75% of 10 000 steps that can be regarded as 100% as a highest goal in the system.
The price of 1 step for the 2nd category is 0.00882 ftc. The same goes for the 3d
category where 5000 steps represent 50%of the highest goal. In this case 1 step
costs 0.00588 ftc.

To have a better understanding of the the whole mechanism the author cre-
ated a visualization of a 7 day steps record, based on the personal data of the
author taken from iHealth application on the iPhone, and applied the introduced
technique. The first graph represent the number of steps recorded each day during
a week, while the second graph shows how many fitcoins person earns depending
on the amount of steps he/she takes. As it is shown in the chart 2, the amount of
steps reached during the day goes to 1 of the 3 categories, and according to that
a coefficient is applied to get the exact amount of fitcoins.

As it can be seen from the chart 1, fitcoins function supposed to have a constant
growth, since the mechanism provides only increase in fitcoins profit. However,
it is important to notice that in reality this function, unlike the real exponential
function, does not grow constantly as it can have a “plato” moments, when person
take the number of steps, which is lower than 5000. In this case there is no
daily increase and the total amount of earned fitcoins is not changing. It is also
should be noticed that the function is discreet, since people can spend their earned
fitcoins on buying goods and services in the store inside the application. Once
person spend his/her earned fitcoins, the discontinuity appears at the point (day)
when this money were spent.

42



3.3 Design Concept

DESIGN
Figure 3.17: Rewarding Mechanism. Chart 1
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As for now, the whole mechanism was build depending on only one item cate-
gory, which is sneakers. For the real business implementation of this technique it
is necessary to expand this model to other featured categories of goods and ser-
vices, and this will undoubtedly require the extension of the model and addition
of new variables, and, eventually the creation of the formula. Nevertheless, the
core logic is based on three categories of physical activity that provides user with
the understandable relation between steps, introduced in the system, and digital
currency based on steps; as well as relation between real market prices of items
and their representation in fitcoins that is based on two factors: the highest price
of the item in certain item category and the ability to get this item, once your

habit is set (in two months).
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Figure 3.18: Rewarding Mechanism. Chart 2
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Besides the mechanism of earning fitcoins that represent gamification of the
service, personalized interaction between brands and users, aimed at encouraging
second one for maintenance of their achievements, represent one more unique
technique.

3.3.5 Loyalty mechanics - personalized interactions with
brands

Since, Fit Hub service is not only an evaluating system for the physical activ-
ity performance but also a space for expanding companies’ promotional activities
through building stronger relationship with already existing and potential cus-
tomers, loyalty mechanics inside this service represent a combination of certain
measures aimed at defining existing loyalty segments and reaching them in the
way that is most suitable for them.

From the very fundamental idea of the service, the loyalty technique imple-
mented here is different from those typical loyalty mechanics that are based on
the purchasing decisions of the customer. Originally, customer is found to be
loyal when he/she continuously buy the product or the service of a certain brand
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regardless of existing competitors in the same field. However, today’s customers
are smart enough to feel that they are liked by the brand only because they con-
tinue to spend money for the products and services of this brand. This attitude
lack human-like interaction and personalization as well; while this two factors are
becoming drivers of the market where millennials show their modern preferences.
So how does Fit hub service solve the problem of no personalized communications
with brands?

The “Activity Map” described earlier in the text, represent a statistical view
on user physical activity performance that gives a service a precise understanding
when and how to act, see figure 3.13. In this situation service create a scenario
of communication with the user as if it was a brand. For example, user decides
to set a goal of 10 000 steps per day. Since, the main aim of the application is to
help people to increase their daily physical activity, which means implementing
a new behavior, the factor of longevity becomes a core element here. Thus, the
communication with the brand can start only if the user is able to maintain
his/her goal for a certain period of time. In our situation, the goal is to step 10
000 steps every day during a week, two and unless it turns into a habit, which,
as it was mentioned in the previous section, requires about 2 months or 8 weeks.
Undoubtadly, it is impossible to have the exactly same amount of steps every single
day. In this case, it is reasonable to create a 10-20% margin so that the user can
still be flexible in terms of reaching the overall goal and not be discouraged by
the fact that he/she is not reaching 100%every day.

As it can be seen from the chart, each stage of the physical activity perfor-
mance aimed at reaching and maintaining the goal also represents a certain stage
of the communication with the brand. Starting from just “noticing” and “checking
you out” brands further move to the feedback on user’s performance and encour-
agement, ending up with the “awarding” user for their lifestyle choice. In the
best case scenario this journey continues for 2 months of users’ commitment to
the certain goal. Of course, the reality can be far from the best case scenario and
in this case there are possible changes in the communication style. According to
the user performance, brands can suggest the user to choose a lower or a higher
goal, which can bring them to the award of a different value. At the same time,
the communication flow can extend in time and slow down if the user is unable
to maintain the goal in the way that is required by the loyalty mechanics of the
service. But how exactly brands communicate with users, and how brands decide
whom to communicate with? This is exactly where the “Band Map” is needed,
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Figure 3.19: Loyalty mechanics 2. ” Activity Map”
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see figure 3.14.

By tracking user’s activity inside the mobile shop, service can get the infor-
mation about user’s brand preferences. Three shopping activities such as “liking”
items, “adding” them to the wish list and “purchasing” them inside the sys-
tem, gives the user an opportunity to express his/her preferences towards favorite
brands. When receiving this information, service can understand the priorities of
the user and reach the person through the most valuable channel.

3.3.6 Prototype - mobile application design

To implement all techniques described below, author came up with the design of
the mobile application that is supposed to combine two mechanics and provide
users with the interface aimed at delivering clear massage of what is the main
purpose of the application and what value it gives to the user.

The first sketching started with the design of the simple key path that shows
the process of first download of the application and its’ usage till the moment,
when person receive first real item from the store for points that she/he gets from
steps. Here you can see 4 initial fundamental stages of the application: creation
of the profile page, goal setting, earning points, buying items with this points and
getting unique item code necessary to receive this item at the store.
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Figure 3.20: Fit Hub Basic Key Path model

ACTION INCENTIVIZED

In the very beginning, the whole design was focused only on pointing system
and shopping experience. Thus, the first wareframe design doesn’t include loyalty
mechanics providing only the connection between the process of earning points and
ability to use them as a “currency” inside the mobile shop. However, first design
prototype include more detailed functions in comparison to the raw sketch. Since
the design of the service involve mobile shopping experience, the bottom “tab” of
the first prototype warframe sketch was taken from the ASOS mobile shopping
application as it represent one of the best “menu bars” for the mobile shopping
applications. Even these function were used in the final version of the application
design, it should be noted that they do not represent the final application yet.
Figures below represent the basic user journey with the description of each possible
interaction.

The first prototype was revised by both mobile application developers and
designers. According to the feedback from developers’ side, since the building of
the platform is based on an actual business, to build a prototype for the initial
evaluation of the concept it is enough to come up with minimum viable product
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Figure 3.21: First Ware Frame Key Path 1
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that can deliver the concept and experience to the user clearly. Two milestones for
building a service based application with the shopping experience were identified:

1. The necessity of storing user’s profiles (while there is no need to store pro-
files, since the service itself is no established)

2. The necessity of creating a database of items and system to manage this
items (while there are no real contracts with clients and no real item database)

According to this and understanding the fact that the real running and fully
working application can be created only when the business is established itself,
author came up with the Minimum Viable Product Design (MVPD) aimed at
delivering the main message of the concept and experience.

The feedback from the designer was concerning the overall design of the ap-
plication. Author and designer discussed the best color pallete solutions as well
as the “tone of voice” to create a unique image of the system. Taking into con-
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Figure 3.22: First Ware Frame Key Path 2
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sideration advices from both sides, author came up with the second prototype or
MVPD that has following features:

1. Registration

The initial step of most applications is a registration page, which provides
user with a convenient and fast way to crate a profile page. Users can either
register via e-mail and go through the full registration process or take an
easier way and register through their Facebook account.

2. Profile

Profile page consist of three core elements, where each element has it’s own
function.

e Profile page

49



DESIGN 3.3 Design Concept

Figure 3.23: First Ware Frame Key Path 3
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On the profile page user can see some basic information about him /herself
including name and profile picture as well as the amount of steps and
fitcoins earned.

e Goal Setting

Goal setting provide the user with the ability to choose it’s own personal
goal within the range of game mechanics, which is from 5000 steps to
12 500 steps.

e Steps statistics

To show the daily /weekly /monthly statistics on how many steps were
taken.

e Fitcoin ctatistics

To show how many fitcoins were earned daily /weekly/monthly

e My Items
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Figure 3.24: First Ware Frame Key Path 4
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This section includes those items that user purchased with earned fit-
coins and either received them at the store already or still pending.

3. Awards

Awards provide a channel for establishing a consumer-brand communication,

where preferred brands send a personal message to the user together with a

gift code.

4. Online store

It represent the most important section of the application, which imitates a

mobile shopping experience, and it includes following functions:

e [tems Categories
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Each category represent a certain type of items including: sportswear,
sports footwear, equipment and services

Item Page
Each item can be checked within its” own screen from where user can
add it either to the Wish list or directly to the shopping bag. User also

can check this particular item at the real online store of the brand to
see and compare the price by tapping CHECK STORFE

e Wish list

Items that are added to the Wish list are saved there, so that when
user want to make a purchase he or she can make a short cut to the
item the he/she wants to buy.

Shopping Bag

Before confirming the purchase items go to the shopping bag.

5. Purchase Codes

These codes also have some features inside apart from the code itself.

o Item Code

These codes are codes that user get after making a purchase in the
system with fitcoins and they are saved in My Items. To get the item
user has to go to the shop of the brand and show this code to the staff
by opening it in his application in My Items function.

Gift Code

Gift codes are received only from brands when user is awarded. These
codes have the same features as Item codes with only one difference -
it’s a surprise and user can’t see what is the item.

Time Rules

Since user is free to decide when to take the item after making a pur-
chase, the system has time limits for purchased items to encourage
users to receive their items as soon as possible.

Notes

1

https://brandly.co
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Figure 3.25: Prototype key pathl
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opportunity of experiencing a personalized extension of the loyalty to new levels with
even more options.ttps://www.youtube.com/watch?v=cfNE1HIgLhY
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Tudor-Locke, Catrine, Bassett, David R Jr. ”How Many Steps/Day Are Enough?: Preliminary
Pedometer Indices for Public Health” Sports Medicine. 34(1):1-8, 2004

Thttps://www.ucl.ac.uk/hbrc/research/tobacco_and_alcohol /behaviour_change_theory_practice

all information about prices is taken from the online shops of researched brands

subcaption
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Figure 3.26: Prototype key path2
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Chapter 4

Evaluation

The second prototype that was introduced in the previous chapter as a
Minimum Viable Product Design (MVPD) was used to conduct a number
of tests among target users aimed at evaluating 3 main aspects of the concept
design:

e The importance (value) of each separate function of the prototype for
the user inside this particular system

e The experience of use of the introduced system with an assumption of
long-term usage

e The overall system usability evaluation

In addition to the user test, the whole business concept was revised by
a professional marketing person in terms of its’ feasibility, scalability and
profitability. Both evaluations helped to see strong and weak points of the
current design as well as the room for further improvement.

According to the results of the evaluation and “deep interviews”, author
came up with the user experience map with precise understanding of emo-
tional traits of the user, which helped to build emotional “heat map” and
find pain points that should be taken into account for further development
and redefining of the concept. The concept was finalized in the 5th chapter.

4.1 Evaluation of Design concept and proto-
type

The main goal of this user test was to evaluate the system design and it’s
particular features together with the experience that the MVPD can bring to

%)



EVALUATION 4.1 Evaluation of Design concept and prototype

the user; and to prove that this particular system can incite inner motivation

for increasing physical activity among young people in the age range from
20 to 35.

4.1.1 Methodology

The test of the prototype was conducted among a group of 10 people in
the age range from 24 to 33. Each person had an individual session, which
included 6 steps that together took about 30-40 minutes of their time, de-
pending on each person individually:

e Pre-test questions

Introduction of the concept and basic logic of the service

Introduction of the prototype

Interaction with the prototype

Filling in 3 separate surveys for 3 main aspects of the concept design

e Discussion session (interview)

Limitations

The scope of the concept design and it’s implementation within the frame-
work of Master Thesis can not be tested for it’s long-term feasibility in
behavior change. Since real behavior change study requires a 1-2 year time
period to prove that it works, to be able to test the behavior change aspect
of the design concept it is necessary to turn described service into a real busi-
ness, which requires an involvement of people from different backgrounds as
well as development not only of the design part but also a business part in
a very precise way. However, before measuring concept’s feasibility in terms
of behavior change it is important to evaluate initial steps of the system
and its’ design, to be able to deliver user-oriented product together with
a well-tailored experience. In this paper author evaluate exactly the users
perception of the system and it’s features to understand wether this par-
ticular system design will increase their personal motivation for being more
physically active.
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EVALUATION 4.1 Evaluation of Design concept and prototype

Figure 4.1: User test

Thus, even the number of tested people is not high enough to build a regres-
sion model to statistically prove the statement, the combination of individual
interviews with surveys that cover different parts of the concept design, un-
like simple large-scale surveys, helped to get a deeper understanding of how
people feel about all features of the system and the experience that these
features can bring them in the long-term. The “deep interview” approach
mixed with psychometric scale questionnaires gave the author enough infor-
mation to build a user experience map and emotion “heat map” to under-
stand the value that user receive from this system and how the design can
be improved to provide a better value.

All three surveys were based on the Likert-type scale and had 5 answer
categories for tested users to choose from, with point 3 representing a neutral

answer. 1
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EVALUATION 4.1 Evaluation of Design concept and prototype

To evaluate the prototype’s functions, users had to choose one number out
of five that best describes the value of the listed functions inside the system,
where 1 represent least valuable and 5 represent most valuable. For both,
user experience evaluation and system usability evaluation, tested people
also had to choose in the range between 1 and 5 but the scale itself had
Agree/Disagree elements. The user experience scale included 1 - totally dis-
agree and 5 - totally agree, while system usability scale included 1 - strongly
disagree and 5 - strongly agree.

4.1.2 Evaluation of system’s functions - Results

According to the results of the first evaluation, almost all functions were
found by users valuable with the most emphasis put on Step statistics and
Fitcoin statistics especially, as parts of the profile page, which 9 people out
of 10 described as important/most important function, see figure 4.2 and
figure 4.3. Half of the surveyed pointed that fitcoins represent something
new that they haven’t seen before and at the same time something that
makes the whole system easy to understand.

However, Awards and Item code were found less valuable and feedback on
the evaluation of these two features from the user was minimum to none.
Assuming this, author came to conclusion that the whole design of these
functions couldn’t deliver the idea behind the concept clearly and has to be
redefined. Here are some answers from the tested interviewees:

e “The awards don’t feel that personalized so something else can be

added to this function”.

e “Not sure there is a need for item code?”

4.1.3 Evaluation of system experience - Results

The results from this evaluation clearly shows that for all participants Fit-
coins make physical activity more valuable in terms of their current attitude
to their health and lifestyle, see figure 4.4. However, while in overall most
participants do find shopping experience introduced in the system encour-
aging enough to increase their physical activity, as well as they find the
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Figure 4.2: Evaluation of system’s functions - Results

Profile page [lkA4 40%

Step statistics |10%
Fitcoins statistics
My items [R¥ 3 20%

Awards E
Mobile shop
Wish list
Shopping bag

Item code RESEYIYA

0] 10| 20, 30| 40 50| 60 70| 80| 90| 100

. least valuable . less valuable neutral . very valuable

. most valuable

Figure 4.3: Overall User Interface satisfaction
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process of increasing their physical activity through shopping with fitcoins
quite enjoyable; the awarding system introduced in the prototype for almost
half of tested users does not provide a deeper connection with brands and
30% do not feel motivated when being awarded by brands, see figure 4.5.
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EVALUATION 4.1 Evaluation of Design concept and prototype

In overall, 9 out of 10 agreed that if this system was real they would prefer to
use it rather than other physical activity monitoring systems. In addition
to that all users showed high level of satisfaction with an assumption of
long-term usage, see figure 4.6. Here are some feedback quotations from

users:

e “I want this system to provide more promotional things with fitcoins
rather than giving awards. It would be nice if, for example, people can
get some discounts for new collections because they keep reaching their
goal for a long time and are members of the “brand family”.

e “I think in overall it’s a good alternative to current fitness apps and
can provide good motivation. However, I don’t think that connection
with the brand is a motivation for me. It’s more the achievement of
“earning” fitcoins as a stronger motivation to reach those goals.”

Does earning Fitcoins with |0%
your steps and shopping [0%
with this Fitcoins after
make the process of
increasing physical activity [40% o you? (5

Do Fitcoins make physical
30% activity more valuable for 0%

more ejoable?
. 0%
Does this kind of Does shopping with Fitcoins |0%
encouragement and support
) make you feel more
from your favorite brand . 20%
c encouraged to increase
make you'll more hysical activity? |B0%
motivated? your physical activity?
0| 10| 20| 30| 40 50| 60| 70| 80| 90 100 0] 10| 20| 30| 40| 50| 60| 70| 80| 90 100
. Totally disagree . Disagree Neutral @ Agree . Totally Agree . Totally disagree . Disagree Neutral @ Agree . Totally agree

Figure 4.4: System Experience Scale (SES) 1

4.1.4 Evaluation of system usability - Results

The last part of evaluation included System Usability Scale (SUS), which
represent a likert-scale created by John Brooke 2. This scale includes 10
items and is widely used to get quick and simple subjective assessment of
the system that is based on web or mobile platform. SUS gives an overall
view on how good or bad the usability system is, based on the ratio that is
calculated directly from the answers.
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Do you want to be
personally awarded like this
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Figure 4.5: System Experience Scale (SES) 2

Figure 4.6: Overall satisfaction with the experience
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Within the scale of scores of SUS, the evaluation showed that this particular
system has a very high score of 85 (not a percentage scoring), which makes
this particular MVPD based on mobile platform a good, high level system
that provide smooth user experience, ready for commercial use, see figures
4.7, 4.8, 4.9.

Discussion

Taking into consideration limitations of the research, it should be noted
that the evaluation was conducted on a small-scaled audience. However, the
“deep interview” approach gave some valuable insights on the experience of
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I think that | would like to
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| found the various
functions in the system
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Figure 4.7: System Usability Scale (SUS) 1
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Figure 4.8: System Usability Scale (SUS) 2

the system an its’ functionality, enough to reach the next stage of system
development. The feedback gathered from the tested group showed that
within the existing system users easily understand the idea of fitcoins as a
digital currency based on their physical activity, as well as they understand
the shopping experience with fitcoins. They do find it valuable to measure
their physical activity and motivational enough to increase it.

At the same time, the interpretation of brand-consumer communication in
the introduced system at this point of development does not provide enough
value to users and they do not see it as a motivational aspect of the system.
According to this, the author has enough information to continue develop-
ment of the system, putting emphasis on how to build a better brand-user
communication within the created system.
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| felt very confident using
the system

I needed to learn a lot of
things before | could get
going with the system
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Figure 4.9: System Usability Scale (SUS) 3

4.1.5 User Experience map

Based on the evaluation of the different parameters of the system with the
test group, author was able to create all steps of user experience with the
system beginning from discovery of the product/service and ending with
receiving an item. It should be noted here, after getting a feedback on the
“awards” function, author decided not to include it into the user experience
map.

The user experience map was also expended by the adding of so called “pain
points” or emotional points of potential users concerning each step of the
user journey. The map consists of two parts: linear and cyclical, where
linear part represent a pre-service time of discovery and investigation, and
cyclical part is a process of usage. The pre-use part of the UX map was
created by the author herself with the assumption of existing channels from
where the potential user can get information about the service, see figure
4.10.
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For the use part of the map all tested users were asked to show their personal
“journey” trough the system to identify the chain of possible steps that user
takes when interact with the application, see figure 4.11. It was identified
that the first step, after users are finished with initial setting up, is checking
the store to get incentivized for the “action”. Real items in the store and
representation of their prices through fitcoins that can be earned through
physical activity make users “excited to try” this new experience. However,
even this first step rises some questions in user such as: What goal should I
set?, What if I set the smallest goal, can I get items faster then? creating a
feeling of uncertainty, this emotional point does not stop user from trying.

The next step - add items to wishlist, gives users the feeling of “reality” of
future possession of the item, thus, making them “exited to get the item”.
That boosts the overall motivation to earn fitcoins. At this moment of use
system create the environment of natural “questioning”, showing that as for
now the developed system lacks some valuable explanation points. Overall,
the shopping experience provides stronger motivation for the user not to
give up at this stage. When it comes to the real shopping process, users
noted that just like in real online shopping they will face the difficulty of
making purchasing decision, but “excitement to buy and receive the item”
will be much stronger.

The real milestone appears at the stage of going to the store, and it can be
better seen on the “heat map” of emotions, see figure 4.12. Initially, the idea
of the system design included an essential point of bringing customers to the
premises of the brand stores through the mechanism of the item code and
necessity of receiving this item at the brand store, with no delivery option.
Even this experience is supported by the idea of earning additional fitcoins,
most users stated, the fact that they have to go to the store make them
somewhat discouraged and disappointed in the overall experience and that
they would definitely prefer to have an opportunity of delivery. In addition
to that, 5 out of 10 said that the necessity to go to the store to get the
item makes them feel that they are, again, a target of “another marketing
campaign”.

Going further, author figured out that as for now system does not provide
any support for users on how to get to the store besides the function find the
store inside the application, while this moment is the most important point
that has to be assisted by the service in the best way. Tested users raised
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Figure 4.10: UX map part 1: pre-service
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such questions as: “What should I do if I can’t find the store?”, “Whom can
I contact to get help in case I'm lost?”, “What if there is no my items left in
the store? How can I get it then?”, “Can I get the refund of my fitcoins?”.
All these questions show that there is a huge possibility of loosing contact
with the user, driving him from disappointment to total frustration and
finally making him “burned out”, which means he or she does not receive
an item and quit the service due to negative user experience. 8 out of 10
stated that in case they can’t get the item for any reason (even if it is not the
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Figure 4.11: UX map part 2: service

fault of the service), they would consider stopping to use this application.
As it can be seen from the scheme, the necessity of getting the item in the
store may create a chain of uncontrolled negative emotions that may lead to
the loss of the user. In this case, building UX map helps to identify those
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EVALUATION 4.1 Evaluation of Design concept and prototype

pain points, which has to be taken into account to create a better experience
for the user.

Figure 4.12: Emotional ”Heat map”
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4.1.6 Business concept evaluation

As it was mentioned in the beginning of the chapter, one part of the eval-
uation was the review of the business concept by a marketing person. Ac-
cording to this review, “Fit Hub” as a service has a well developed con-
sumer journey with the description of main touchpoint between consumer
and brands. While there are similar businesses in the market, this partic-
ular concept has a unique competitive advantage, which is the “maximum
level of participation of brands in the life of service user that makes this
service much more effective as an instrument of building brand loyalty in

” 3. This makes the reviewed business concept

comparison to existing ones
undoubtedly a fundamentally more interesting marketing tool for corporate

clients.

The reviewer also points out those aspects of the concept that has to be
revised and developed further to deliver a good business model. First of
all, it is important to work out a detailed monetization model, dividing
it into direct and indirect methods. The service concept also has to be
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EVALUATION 4.1 Evaluation of Design concept and prototype

strengthen with the introduction of main Unique Sales Propositions that
can not be copied or bought by competitors. Understanding the pace of
modern technological advances these USP should be created not in techno-
logical part of the service but in value aspects. Thus, for examples, USP can
be found in building unique partnerships with clients that make the process
of switching to another provider unprofitable. Reviewer also mentioned that
channels of communication with the client including pre-service, service and
post-service periods should be studied more precisely to build a sustainable
business model. In overall, according to the business review, Fit Hub busi-
ness concept has a high practical applicability and can be used in order to
attract investment in the project.

Notes

1 Revilla, Melanie A., Willem E. Saris, and Jon A. Krosnick. ”Choosing the num-
ber of categories in agreedisagree scales.” Sociological Methods Research (2013):
0049124113509605.

2 Brooke, J. (1996). ”SUS: a ”quick and dirty” usability scale”. In P. W. Jordan, B.
Thomas, B. A. Weerdmeester, A. L. McClelland. Usability Evaluation in Industry.
London: Taylor and Francis.

3 to see the full review, please refer to appendix

subcaption
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Chapter 5

Conclusion

5.1 Overview and Findings

Rewarding healthy behavior and incentivizing it through monetary rewards
used to be an immoral technique for some people long time ago, since living
healthy is something that people supposed to do naturally. Today, the im-
plementation of gamification techniques in health behavior context that are
aimed at motivating people for changing their behavior towards a health-
ier one still causes a lot of disputes in the scientific community. However,
the study of related behavioral theories and current researches in the field
shows that when it comes to the change of health behavior, motivation of
this change through implementation of rewarding techniques is essential.

The author of this paper by referring to the theory of ego-depletion and
combining it with the Vroom’s Expectancy theory, came up with the idea
of “task prioritization”, which drives to the conclusion that gamification of
health behavior through gratification is especially important among young
people that doesn’t put “healthy lifestyle” as their first priority due to so-
cial norms and expectations, which prioritize education and career, putting
them on the first line. At the same time, understanding that healthy behav-
ior represent a lifestyle choice that has recently become a trend, author tried
to put together brands, as providers of self-expression and one’s lifestyle rep-
resentation, and gamification approach to increase physical activity among
young people, to create a system where both parts get it’s own benefits.
Thus, author came up with the design concept of the service that is aimed
at increasing physical activity of the target users through the mechanism of
branded incentives.

The design concept represent a service solution that, on the one hand serves
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as a new experience for users aimed at encouraging their daily physical activ-
ity, and on the other hand, as an extension of current marketing techniques
for companies - producers of “healthy lifestyle” products aimed at building
consumer-brand loyalty in qualitatively new level.

The design concept included the creation of the mobile application that
should serve as a main platform of the service. The mobile application and
the service itself were named FitHub. In this paper author described the
development of Minimum Viable Product Design (MVPD) that was tested
with a group of target users. The business concept was evaluated as well.
According to the evaluation, the design concept was found valuable by the
users in terms of providing a new, unique experience: a shopping experience
with the points - fitcoins earned by physical activity (steps). At the same
time, the brand-user communication system introduced in the prototype
showed less positive results. Thus, the whole new approach to building
communication channels inside the system has to be taken.

The overall experience provided by the system was found to be motivational.
That means, the created system proves to be efficient in terms of encouraging
young people to increase of their daily physical activity. However, it should
be noted that to fully prove the statement it is necessary to have a long-term
research aimed at evaluating a real behavior change, which is, unfortunately,
due to unavoidable limitations within the framework of the Master Thesis,
can not be tested. These limitations include the time frame, the accesability
to resources, including human resources and scalability. Nevertheless, the
evaluation conducted in this work brought some valuable insights on the
concept and its’ prototype, which can be used for the further development.

5.2 Future work

According to the feedback from tested users, the initial concept was revised
and there were made some significant changes, see figure 5.1 . First of all,
it is important to mention that the idea of fitcoins and whole shopping
concept remain untouched, since the feedback on it was highly positive.
The only change here is connected to the process of receiving the product.
As the majority of tested users found the process of receiving the item by
themselves, which requires them going to the store, quite discouraging and
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repulsive; it is important to make this function not the only possible one but
the optional one. Thus, author decides to add a delivery option as a main
service provided by the FitHub system, while the option to go to the store
can be chosen by the user optionally. To make this option more valuable
and attractive to the user, the service can provide a feature that doubles
earned coins that person gets on the way to the shop to receive the item. In
this case, the process of receiving an item doesn’t seem to be repulsive as
user can choose it by him/herself. At the same time, it encourages the user
to take the option of “self delivery” through the mechanism of rewarding
with fitcoins and eliminate this crucial pain points that can lead to the
situation when user stop using the service. However, for the system itself
the implementation of delivery service creates both opportunities and pitfalls
that have to be considered while making a business plan.

As for opportunities, with the implementation of delivery function FitHub
service can focus more on its’ personal brand image to make the service more
recognizable outside the mobile environment. Thus, the logo, the packaging
and the delivery style (wether it is going to be an outsourced delivery services
or in-house delivery) can be created as the company’s unique identity. As
for pitfalls, this particular change of the concept will bring additional costs
that also have to be studied precisely before writing a business model.

Talking about the introduction of brand-user communication through the
system of awards that was much less favorable by the tested group, the
feedback on this service function doesn’t provide a very deep understanding
of what exactly user would love to have from brands and what could make
him /her feel that brand is not trying to make this user buy more as a typical
brand-loyalty service does.

However, one of the interviewees said that it would be nice if those awards
can provide some special discounts on limited or exclusive offers and new
collections, which are not represented in the mobile shop of FitHub and
can be purchased only in the physical store with real money. In this case
he won’t feel any pressure from the brand side and will have additional
incentives to visit the store. He also mentioned that some of the brands
that he likes provide its’ loyal customers with the opportunity to visit some
special events or parties that can be attended only by invitations. This
approach is used by some luxury brands to create the feeling of unique

P14

exclusive community of ’“chosen ones” and has quite good feedback in the
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Figure 5.1: Revised concept

1. track your steps 2. earn Fitcolns 3. shop with your

Fitcoins in mobile shop

‘.. 4. getyour items at the stores -* )
‘. and earn x2 fitcoins .

.
. .
. .
--------

- discounts for new / limited editions, from your favorite brands
collections, special offers;

- invitations to attend special/closed
events and events of the brand

6. Receive exclusive: é 5. get the feedback on your activity

real world. Thus, the design approach introduced by the author has to be
replaced by a more broad functionality of Awards inside the system.

Nevertheless, it should be noticed that introduction of a more complex sys-
tem features leads to a more complex design. In Fit Hub case the implemen-
tation of the delivery service requires the rebuild of the mobile application
with introduction of more functions such as registration page, delivery or-
der, delivery tracking, feedback and so on. At the same time, the expansion
of functionality of awards requires the creation of more complicated com-
munication with clients - brands, who are going to provide those mentioned
perks and bonuses together with the access to V.I.P catered experience.

According to the revisions that were made, the further development of the
concept involves the change of the Minimum Viable Product and turning it
into a real product, which requires the creation of a real business plan and
finding the team of developers and financial experts, since the author of the
paper herself has marketing, and economics background. However, before
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the business plan is realized, it is necessary to evaluate 2 mechanics of the
service that were introduces in the third chapter. Since the feedback from
the marketing person was positive, as well as user test, the design concept
has all possibilities to become a real service.

Author’s note

All in all, going back to the idea of using behavioral studies as a basement
for creating a successful behavior change tool, the author of this paper tried
to go deeper in understanding which factors motivate people to change their
daily lifestyle and maintain this change gradually turning it into habit. Many
Health Behavior theories describe a lot of different aspects of our life that
somehow affect our decisions. The readiness for change, the social circle and
the environment in which we live, all this factors either support “healthy”
choice or distract us from making it. However, modern reality is constantly
changed by technological advances that speed up global development and
reshape our environment, thus, reshaping those factors that affect our daily
choices. These changes require new approaches to topics that have been
discussed for a long time.

Today, healthy or active lifestyle is, unfortunately a choice, but not our
everyday habit, due to many external factors that form our lives. The reality
in which we are supposed to make these healthy choices can be perfectly
described by this sentence already mentioned in the 2nd chapter: “Person
becomes less attentive to cues that signal of extracting self-control and more
attentive to cues that signal the reward”. So, why are we still not using this
obvious “weakness” as a “strength” to tackle the problem of low physical
activity?

The design of a “Fit Hub” service introduced in this work is created exactly
to use the idea of “rewarding” or “gratification” as a “weapon” to tackle the
existing problem.

5.3 Authors’ note on references

Some of the references couldn’t be shown in the work and are not listed in
the References below. For this reason author introduce those works in this
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section with directions to pages where they are supposed to be:

o Chapter 1, page 12 - Kasriel-Alexander, Daphne. Top 10 global con-
sumer trends for 2015. Euromonitor International, 2015.

o Chapter 2, page 25 - Barte, Jeroen CM, and GC Wanda Wendel-Vos.
“A Systematic Review of Financial Incentives for Physical Activity:
The Effects on Physical Activity and Related Outcomes.” Behavioral
Medicine (2016): 1-12

o Chapter 2, page 26 - Lewis, Zakkoyya H., Maria C. Swartz, and Eliz-
abeth J. Lyons. “What’s the Point?: A Review of Reward Systems
Implemented in Gamification Interventions.” Games for health journal
5, no. 2 (2016): 93-99
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Figure A.1: Pre-test 1

What are your life priorities? (please number from 1-4) (10 responses)

Study 8 (B0%)
Wark T (T0%)
Staying fit &. . 8 {30%)
Familly 8 {30%)
0 1 2 3 4 5 B 7 B a

How do you consider your current health & fitness? (10 responses)

@ Content

@ Want lo improve
B I'm working on it
@ I don't care

What is your average weekly level of physical activity? (10 responses)

@ Light {ex. walking ! commuting ! no
particular physical activity etc.)

@ Medium (ex. jogging ! cycling /
aerobics / yoga; 2-3 days a week)

© High (ex. particular sports | fitness
training; 3-4 days a week)
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Figure A.2: Pre-test 2

Do you use any fitness or health related app? (10 responses)

® ves
® No

Please, specify if YES (6 responses)

WeRun

Mike+ Running
wechat steps
calorie counter
Runkeeper

Mike+, Wechat step count,

Do you keep track of your biometrical data? (10 responses)

@ Yes, with app

@ Yes, with wearable device
@ Yes, with both

® Mo, | don't
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Figure A.3: Pre-test 3

If YES, does it help you to be more physically active? (10responses)

@ Yos, ithelps a lot
@ Yes, but not that much
@ Mot really

Why it helps you / doesn't help? (10 responses)

| don't carry my phone all the time

It shows progress, development and tells me the distance, which can help to push harder
| don't trust it

Tracking current blood pressure is so much help! when | feel exhaust or dizzy.

fitbit; can't wear it during work time

i'm too busy....

no

not

| tried using fitbit, but seeing my bio data through their platform didn't motivate me. Think, | exercise more when
| mativate myself.

keeping record, motivation
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Figure A.4: System’s features 1

Profile page (10responzes)

1{10%)

Steps statistics (in Profile page) (10 responzes)

Fitcoin statistics (in Profile page) (10respanzes)

1{10%)
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Figure A.5: System’s features 2

My items (in Profile page) (10 respanses)

1(10%)

0 (0%)

Awards (8 responzes)

Q0%

Mabile shop (10 responzes)

0 (0%) Do)
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Figure A.6: System’s features 3

Wish list (10 rezponzes)

a10%) 0{0%)

Shopping bag (10 responzes)

Iltem Code (10 rezponzes)
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A Survey results

Figure A.7: System’s features 4

Overall User Interface satisfaction (10 responses)

5 (50%)
4 (40%)
4
2
1 {10%)
0 (0%) 0(0%)
i
lowest 1 2 3 4 5

highest

Which function is the most valuable/important for you? (choose 1)

(10 responses)

fc

Tracking of steps ( fictions
Steps statistics

Step statistics

fitcoin statistics

the shop

steps tracking, geals tracking
fitcoins

fitcoins (it's something new)

| like the wish list
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Figure A.8: System’s features 5

Which function you think needs to be improved/changed and Why?
(choose 1)

(10 responses)

shopping bag: | can check this in my item instead

Mot sure there is a need for item code?

Profile page (propose customized function)

| think if you can provide notification for users to notice them like "you have one day left for getting your item”.
mabile shop, item code; someone doesn’t like to visit store.

rankings with friends

add calories tab, scale button: 1 weelk/ 1 month/ X months, show the date on the award

shop - better pictures, general identity of the application (better colors & photos)

all good

the awards don't feel that personalized so something else can be added to this function.
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Figure A.9: SES 1

Do Fitcoins make physical activity more valuable for you? (10 responzes)

5 (50%) 5 (50

4
2
010%) Nl.iﬂ(::l 0 [n:lne;u
o o L -] b 1+ a

T

Does shopping with Fitcoins make you feel more encouraged to increase
your physical activity?

{10 rezponzes)

3 (30

2{20%)
2
010%) I}lil.iﬂﬁ:u
]
. % 1 ) b &

Does earning Fitcoins with your steps and shopping with these Fitcoins
after make the process of increasing physical activity more enjoyable?

{10 rezponzes)

4 [40%)

4
3(30%) a [?13'%3
2
0 10%) ml:lne;.
]
. % 3 K & .
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Figure A.10: SES 2

Does this kind of encouragement and support from your favorite brand
make you feel more motivated?

{10 rezponzes)

& [40%)

4
3 (0%}
2 (20%)
2
1 {10%)
o [
]
o A T ] I B -

Do you want to be personally awarded like this by your favorite brand/any
brand?

(9 razponses)

3{33.3%)

3
2 [22.3%) 2 (32.3%) 2%
2
1
(0%
o
. A 7 & k & .

Do you feel more connected to your favorite brand/any brand if it/they
support your physical activity performance like this?

{10 rezponzes)

5 [B0%%)
4
3(30%)
2
1{10%) 1 [10%)
g o * L & I &
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Figure A.11: SES 3

Would you prefer to use this service (system) rather than other physical
activity monitoring systems/apps (that you are probably using now or
thinking about using)?

{10 rezponzes]

 [50R%)

4 (407}
4
2
1{10%)
o o
0
o " % ) b & -

Please scale your overall satisfaction with the experience (10responzes)

B (80%)

8
4 [40R%)
4
2
0 (0% ndtlﬁr.: o [l:luaep
S 2 3 4 ]
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Figure A.12: SES 4

Please leave your feedback on overall experience and suggestions
(10 rezponzes)

It is & revolution in fitness and marketing field!!
If the app tells ma my distance while running/walking then it's brilliant
The concept is great, | suggest adding "Add friends” or "Social” function and may be feeds, news function

| want to change my lifestyle and | think if | use this epplication it might be motivate me to reach the goal and get
my fawourite brand.

love this ides. getting items without money can motivate me & lot
this systern can also be build in thase already existing servicas like fithit.

maybe I'd like 1o heve more brands option {or customized)

844 more graph or statistics to make it look mare like & game

I 'want this system ta provide maone promaotional things with fitcoins rather than giving ewards. It would be nice if,
for example, peaple can get some discounts for new collections because they keep reaching their goal for a long
time end are members of the "brand family”.

| think in overzll its & gocd alternative to current fitness apos and can provide good mativation. Howewver, | don't
think that connection with the brand is & mativation for me. t's more the achievement of "earning” fitcoins as a

stranger mativation to reach those goals.

For people wha doesn't have strong brand connection, batter provide more praducts/chaices.
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A Survey results

Figure A.13: SUS 1

I think that | would like to use this system frequently (10 responzes)

5 [50%)

4 [40%)

1{10%)

a I

bl T+ B

| found system unnecessarily complex (10 rezponzes)

0 (0%}

o

| thought the system was easy to use (10responzes)

5 (50} 5 (50R%)

010%) D-:I:llm 0 (%)

bl T+ B
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Figure A.14: SUS 2

I think | would need the support of an assistant/person to be able to use

this system
(10 rezponses)

# (805
2 1(10%)
0 [0%) 0 (0%
; I
. . 1 % k &

| found the various functions in this system were well integrated (10 responzes)

G

1 {10%) 1(10%)
0[0%) 0 0%}
0 I - -
“ A = ] .

| thought there was too much inconsistency in this system (10 responses)

& (E0%)

0 [0%) 0 (0% 0 (0%}

] B

o
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Figure A.15: SUS 3

| would imagine that most people would learn to use this system very

quickly

(10 rezponses)

0 0% o -:I:Iﬁaﬁ

3 (30%)

0 (0%)

. !

| found the system very cumbersome 1o use (10 responses)

1{10%)

0 (0% 0 (0%}

E

h B

| felt very confident using the system (10 responzes)

0 0%

5 (50
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Figure A.16: SUS 4

I needed to learn a lot of things before | could get going with this system

{10 responses)

4 3 (30%)

0 (0%a) 0 (0%%) 0 (0%]

kY ! ] I

o
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Figure A.17: Business concept review page 1

PeueH3anA Ha gunnomuyio paboty crynenta XXXX «FitHabw».

OunnomHan pabota «FitHab» noceAweHa coO2AaHMID NPUHLMMKANBHD HOBOTD
MapHETWHTOBOTO MHCTPYMEHTA, USMbl HOTOPOTO ABNAETCA PA3EWTUA NOANBHOCTH
K BpeHay co CTOPOHbI LENSEOM ayAMTOPHM.

MpoekHoM nnatdhopmoi cepeqca ABNAETCA 300p0oBbIA 06pas MM IHK.

OcHoBHaA GU3HEC-WAEA 3aKNOUARTCA B CO3AaHWW NPUNOKEHWA, KOTOPOE
NO3BONWT NONB30BATENI0 3apabaTbiBaTh YCNOBHbIE EAMHKMLB 38 BefeHWe
akTueHoro obpasa wu3HK M obmeHmueaTb MX Ha noTpebuTensckue ToBapbI
BpeHaoB, YUACTBYHOLLMX B NPOrPamMME.

TexHonorMuecky mobunoHoe NPpUNOMHeHWe BENKYaET B cebA 3NemMeHTLI
FEﬁMHqJH}{HLLHH M DE!’IE,EI,-EIET BEO3MOMHOCTAMM HCNONE30BdHHMA 'EI'P‘IDME'TPH'-I'EEHHH
NapameTpoe, CHMTEEaEMbIX C NOMOLBD MOBMABHBIX ‘:l’ETPIDﬁC‘TB.

ABTOp NoApo6HO pacCMaTPHBAET OCHOBHBIE COLMOKYNBTYPHBIE 1
TEXHONOMMYECKME TPEHALI COBPEMEHHOTD MMpa, TEM CambiM yDeauTensHo
o60CHOBbIBaA aKTYaNbHOCTE M BocTpeboBaHHOCTE NOAOBHOTO NPUAOKEHWA CO
CTOPOHbI NoAL3OEaTENeA. CpeaW TaHWX TPEHOE 2ETOP HasblBAET POCT MHTEpECa
HaceneHWA K 34opoBomy 00pasy MW3HM, Pa3BMTUE TEXHWMH reAMUUKaLMM B
paznuuHbX cpepax BusHeca, pocT NoTpebHOCTH KIMEHTOR B
NepcoHanMsMpoBaHHOM CEPEWCE W HAaCTOMW3WPOBaHHLIX PEeLIeHMAK, paseMTHe
TEXHONOTMHA, OCHOBaHHbLIX Ha cbope W obpaboTke BUOMETPUUECKHMX NapaMETPOE,
NOBCEMECTHOE MCMONBb30BAHWE CMapTQOHOE.

B pat’ioTe HarnAgHo npeacrasneHa Cama HOHUEeNUWA HOBOIro CepeMca: NoCTpoeH
noTp ebMTENbCHHHA My Tk, obo3HayeHbl OCHOBHbIE TOWKM HOHTaKTa I'IGTpE'EIIHTEJ'IH C
EPEH,CLDM, onMcada Gu3Hec-moens HOBOro CepeMca.

Kpome 3Toro, ONMCaHo M CTPYKTYPUPOBAHO KOHKYPEHTHOR NOMe, OLEHEHE
CTENEHE HACHIWEHHOCTH PHIHKA W OTHOCUTENBHAA HOBM3HA NpogykTa. ABTop
MPAMO FOBOPMT O CYLLECTEOBAHWMM CXOMMWX CEPBMCOB, 0AHAHO MarMcTpanbHbIM
oTnMuKem cepeuca FitHab HazbiBaeT MaKCcUManbHOE yuacTue DpPeHO0E B MMIHK
NoNb30BaTENA NPUNOMEHWA. Takum 08pasom, LaHHBIA MHCTPYMEHT ropasfno
3pheHTMBHEE YyyacTEYeT B GOpMMpPOBAHWK NOANBHOCTH NoTpebuTena 1
CTAHOBMTCA NPUHUMNMANEHO Bonee MHTEPecHBIM MAPKETHHIOERIM MHCTRYMEHTOM
[ONA HOPNOPaTUBHBIX KNWEHTOB.
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APPENDIX A Survey results

Figure A.18: Business concept review page 2

B uenom paboTa rpamoTHO CTPYKTYPHPOBaHA, M3NOMEHWE NOHATHO W He TpebyeT
OONOAHWTENBHBIX MOACHEHWHA, apryMeHTaLMA aETopa yoeguTensHa.

|_|pI'1 ITOM HEDEKD}J,HMD peany308aTb pAL A0pa EDTDH,. KOTOpPDIE NO3BONAT 0aTh
MIKCHManNEHO NONHOE NpeacTagneHue O CTENeHH yCnewHoCoTy ﬁ‘y’,ﬂ,‘.l'l.l.l,&fﬂ
CepeMca.

TaK, peHomMmeHgyeTCA Bonee geTanbHO npopa BOTaT MOLENE MOHETHIALMH
MHCTPYMEHTA: OUEHWTE W NPHOPDHMTE3IMPOEATD PAa3NMYHBIE BEaDHUAHTRI
MOHETH3AUWK, Pa3feME WX Ha NPAMBIE2 U KOCEEHHBIE.

KoHuenuuio cepenca HeoBXoAMMO YCUNMTE ONMCaHMEM OCHOBHBIX YTTT
(yHWKanbHOE TOProBoe NPeanoMeEHHE), KOTOPbBIE HE MOMYT GbiTb KYNAEHbLI MK
CHOMUPOBaHbl KOHKYPEHTAMM, NO KPaHHEW Mepe, B TEUEHUE JONYCTUMOTD
Nepuoaa. YUMTbIEaA PasBMTHE TEXHONOTWM, PEHOMEHYETCA MCKATh YHUKANbHOCTD
CEPEMCA HE B TEXHONOTHMYECHUX 3CMEKTAX, 3 B LIEHHOCTHBIX M CYTEBLIX. Hanpumep,
nogobHbim YTI MOMET CTaTh NOCTPOEHME YHUKANbHbBIX NaPTHEPCKMX OTHOLEH Mid
C KIWEHTaMM, HOTOPbIE Npeanonarani Bbl BbICOKYH CTOMMOCTD NEPERNIOYEHHMA
HMEHTA Ha Apyroro Nnpoeaigepa.

TaKie peHOMEHAYETCA BHAYMTE B pafoTy onMcaHWe OCHOBHbBIX HAHaNoB
HOMMYHWKALKMK NOTpeBUTENA C cepBMCOM: KakMm oBpasom noTpebuTens yaHaeT
O CepeMce, TeCTUPYET u npuobpeTaer ero.

B uenom, pabota obnagaeT MHTEPECHBIM COASPHAHWEN, MMEET Bbl COHYHD
NpPaKTHUYECKYHK MPUMEHMMOCTD M MOMET CTaTh OCHOBOW [ANA MHALMANM33UMOHHO |
3aMMCHM B LIEAAX NPUENSYEHMA MHEESCTULMI B MPOEHT.

3amMecmument 2eHepaasLHo20 JUpekmopa Mo mapkemunzy u PR kadpoeozo
xondunza AHKOP Hpuxa KyaHeyoea
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