FITNESS & DIETARY APP

How to Create a Sustained Bond with Millennials
- Fitness & Dietary App

You may have a great idea with a polished advertisement but, for some reason, millennials
don’t seem to click with your product. Do you ever wonder why? What can be done about
it?
Millennials are one of the largest generations by sheer number, and will soon make up
50% of the global workforce according to PwC (PricewaterhouseCoopers). Companies are
trying to get a following of new, loyal customers, but millennials are different. Companies
have been struggling to engage with millennials because they’re not influenced by advertising. Growing up bombarded by advertisements, they have grown to see right past them.
Now, the opportunity to connect with millennials lies in communication of our product and
brand. We developed an app to help a brand through User Experience (UX) design.
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1. We found the user’s pain points with existing solutions,
and figured out the deep root of the problems.
Having empathy with the user is a hot topic these days. Having the ability to see
the product from the user’s point of view gives us an ability to create real solutions for their pain points. When users feel their pain from using another product that is solved by your product, the user starts to engage with you and your
brand.
Most of the fitness/dietary app products today just end up giving data to the
user rather than significant value. After a while, the user stops using the app
because they don’t see the real-life results from it. Many of these apps will track
your steps or what you eat (your caloric intake). At first it seems interesting and
useful, but over time becomes another form of work -- inputting each ingredient
and quantity can take a lot of time.
So the user’s pain point becomes: “I don’t have enough time to cook, so I eat
out. How do I tell how many calories I consume?” Most restaurants that show
calorie intake give a large range, such as 400-700 calories for this meal. Portion
size depends on the restaurant. Another pain point may be: “How do I deal
with food cravings,” which may need to be fixed at a more psychological level.

Current competitor’s solution.

At first it seems interesting and useful, but over time becomes another form of
work -- inputting each ingredient and quantity can take a lot of time.
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2. We created a solution that will lead to real-life
results
Millennials have a “digital DNA,” their lives have always been filled
with new technologies; however, studies show that many started to
crave more real-life interaction and results. Companies like Amazon
are acting fast to fill these needs by creating offline stores, such as
Whole Foods which they recently acquired.

The best way to build muscle or to diet is not by reading
articles about it or inputting and checking your data; the

best way is by actually doing the exercise and eating healthy. What
this means for companies is that the best way to get real-life results
is to design a product that enables our users to take action

very easily.

We created an app that shows how easy it is to get fresh produce
customized to your dietary and fitness goals. Simply put your fresh
ingredient into the specially designed slow cooker.
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To get users to visit your app regularly, we helped them create
a new routine that will stick.
If you can create a solution like “When I have a food craving, I will talk
with a consultant in the app or I will check what other people are doing
for their body” then you create returning users.
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3. We created vision statement and communicate
that in every touchpoint.
Many studies, including Nielsen’s on Millennials – Breaking the Myths,
show that millennials are into the brands that are authentic. They are
also willing to pay more for companies that are active in a social cause.
According to Enso’s 2017 Brand World Value Index research report,
Toms Shoes ranks higher than Nike among millennials, which is significantly different than other generations. This is surprising given the
difference in sizes between companies and functions of their products.
We communicated company’s vision statement actively. Rather than
small text in the corner of our homepage saying “We donate 2% of
profits,” we shared that information more boldly with millennial users
-- “If you lose X lbs this month, we will donate X$ to fight childhood
obesity.”

Millennials engage with brands that help them represent who
they are. They wear your brand statement proudly to represent “I’m
into well-being. I make healthier choices” or “I’m into localism and
regional pride.” According to our research, once they align with your
vision statement, they start to create brand loyalty. Also, they appreciate honesty and authenticity.
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4. Creating commitment by giving rewards and feedback.
Rewards are one of the most important elements driving users to return to an
app/website, both physiologically and psychologically. Every time a user gets a
reward, their brain releases dopamine, giving them a feeling of euphoria. The reward doesn’t need to be tangible, it can be as simple as positive encouragement
– “Good job!” or “High five! You ran 35 minutes today.”
Other people’s feedback is another form of reward. We created better user engagement by making it easy to share to a community. Like Facebook, for example, getting a ‘like’ releases dopamine. We spun into “high fives,” to increase user
interaction with the app.
We created a community of people with a similar goal of losing weight. Users can
share their progress with less hesitation. Many people hesitate to share before/
after pictures with their Facebook friends, but in a community with similar goals,
there’s a reason to share. When the user gets feedback, their commitment becomes stronger, along with their sense of community between users. Now they
have more reasons to come back to the app/website.
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5. Bring the user to your team by treating them like your team.
Humans mirror each other’s activity or feelings. In our brains, we have special neurons
called mirror neurons. Our bodies are programmed to imitate from the moment we’re
born, which is how babies learn. If your writing treats users as a part of your team,
they’re more likely to mirror that and think of you as a team. They may feel more engaged with your statement. Millennials, interestingly, care about collective success as
much as individual success.
If you share with your millennial users: “We generated 50k in funding to fight childhood obesity, thanks for making it happen,” they feel empowered. They feel like the
healthy food they bought, which made their life easier, contributed at the same time
to this cause. They feel like they became part of the team and the brand. They feel
good by contributing the team’s success.

Now your brand’s success becomes their personal success. This is how to

build strong trust and engagement with millennials. Building brand royalty is a twoway street.

