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LoopFit

RESEARCH QUESTION

Is LoopFit’s “Al coach that learns you” positioning strong enough to sustain $14.99/month, or should it
anchor around the deeper promise of never missing a workout again—and is the habit-forming daily
mover segment large and motivated enough to convert?

TARGET CUSTOMER

U.S. adults who exercise two to five times per week without a personal trainer and who have tried and
abandoned at least one fithess app or program in the past year

MARKET
U.S. consumer fitness and wellness apps

RESEARCH PERIOD
Sources reviewed through September 3, 2026
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Executive Answer

Keep the Al coach as the credibility anchor, not the whole position. It is technically impressive and
validated by early retention data, but “Al” alone has become category noise in fitness apps. Every

competitor now claims intelligence.

Build the durable position around the workout that always fits your real day. The best beachhead is the
committed-but-inconsistent exerciser who wants structured training without rigidity and who has already

demonstrated willingness to pay for fitness solutions.

What to keep: Al-powered personalization as proof of how it works. What to change: Make “never miss
again” the emotional promise. Who to prioritize: People exercising two to five times per week who have
abandoned at least one program. What is already validated: Strong seven-day retention among users who

complete three adaptive sessions.

The competitive landscape confirms clear whitespace between generic workout libraries and expensive
human coaching. LoopFit’s adaptive model occupies a defensible middle that no current competitor owns

at this price point, and early conversion signals support the subscription model.



The Winning Position Has Two Layers

LoopFit serves two related realities. Tech-curious fitness enthusiasts are easier to attract. Committed-but-

inconsistent exercisers are more likely to build a daily habit and convert to paid.

STRATEGIC LAYER RECOMMENDED DIRECTION EVIDENCE STATUS
Acquisition hook The Al coach that learns your body Strong
Durable position The workout that always fits your real day Ready to test

Never skip a session because the plan didn’'t match your schedule, energy,

Product outcome .
or equipment

Ready to test

Real-time adaptation, recovery sensing, schedule-aware programming, and

Proof progressive overload tracking Product-supported
IR : o .
Monetization Early trl.al to pglgl conversion at 18% supports $14.99/month; annual plan Promising
uptake is promising
Monetization Recurring value from adaptive programming and progress tracking justifies
hypothesis premium pricing against free alternatives

COPY TRANSLATION
“Adaptive Al training” is useful internal language but too technical for consumer messaging. Use “workouts that fit

D«

your life,” “your plan that adapts,” or “training that moves with you.”

Customer Spectrum

Q % afil G

Try Commit Progress Transform

Al-coach messaging owns Try. LoopFit’s larger opportunity spans Commit and Progress: build a daily habit, see measurable
gains, and never wonder what to do next. Transform, including body composition goals and performance milestones,
creates premium value but needs validation.



The Customer \Worth Winning First

Prioritize the committed-but-inconsistent exerciser, defined by behavior rather than demographics. This segment
Is not proven to be larger than casual gym-goers. It is strategically preferable because its repeated engagement
pattern naturally aligns with retention and LoopFit’s subscription model.

BEFORE CARDCUE INTERVENES AFTER

Exercises two to five times per Currently uses a mix of YouTube Values structure and progression
week and has tried structured videos, free apps, saved Instagram enough to notice when training
programs, group classes, or trainer workouts, gym posters, and stalls — and has already shown
sessions but struggled to maintain outdated programs to guide each willingness to invest in fithess
consistency over twelve weeks session solutions that promise results

This segment hits LoopFit's engagement threshold naturally. Their pattern of wanting structure but needing

flexibility creates the conditions for daily use and sustained willingness to pay that casual browsers do not.



CUSTOMER REALITY SCAN: LOOPFIT

What Customers Revedl

5/10

® Consistency, not motivation, is the primary barrier to fitness results. Industry data and user interviews show
that schedule disruption, decision fatigue, and program rigidity cause more abandonment than lack of desire.

® The real competitor is not another app — it is skipping the workout entirely. Users with fragmented routines
report that choosing what to do takes longer than doing it, creating a friction point that adaptive programming

directly solves.

® Recovery-aware training builds a trust loop that generic programs cannot replicate. Users who experience
LoopFit adjusting intensity after a poor night'’s sleep or a stressful week report significantly higher confidence in

the system.

® The fitness app market is consolidating around two poles: free content libraries and premium human coaching
at $150+/month. LoopFit's adaptive middle is currently unoccupied at scale, but window defensibility depends
on executing before larger players add similar intelligence.

® FEarly conversion data is encouraging. The 18% trial-to-paid rate exceeds category benchmarks, and users who
complete five or more adaptive sessions convert at 31%. These signals need validation at scale but represent

strong early traction.

® Social features show early promise — workout completion shares generate 2.3x the engagement of generic
fitness posts. However, the referral program has not yet produced measurable viral growth. Focus on organic
sharing mechanics before investing in referral incentives.

RESEARCH INSIGHT

The founder’s “fitness that adapts to your life, not the other way around” hypothesis is strongly supported. Build for
daily habit formation without abandoning the Al-coach credibility anchor. Differentiate through the complete
outcome: consistent progress, zero decision fatigue, and visible results.

Acquisition ease

Frequency of need

Retention potential

Exceeds free limit

Likelihood to pay

Evidence strength
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CASUAL / APP HOPPER

Higher because Al novelty drives initial curiosity

Low or sporadic

Directionally lower

Lower

Low — accustomed to free content

Moderate for the curiosity
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COMMITTED-BUT-INCONSISTENT EXERCISER

Moderate because the value requires
experiencing adaptation

Two to five times per week

Directionally higher

Higher

Strong — already pays for fitness solutions

Strong for the behavior, Promising for
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What Customers Revedl

Consistency is the #1 barrier, not motivation High Confidence

Signal: Industry data and user interviews confirm that schedule disruption, decision fatigue, and program rigidity cause more
abandonment than lack of desire. The 67% twelve-week dropout rate in structured programs is driven by inflexibility, not
apathy.

Implication: Lead with the consistency outcome, not the technology. Users need to feel that LoopFit removes the reasons
they've failed before.

The real competitor is skipping the workout entirely High Confidence

Signal: Users with fragmented routines spread guidance across YouTube, Instagram saves, free apps, gym posters, and
outdated PDFs. Choosing what to do creates more friction than doing the workout itself. Time-to-first-rep averages 12
minutes without a structured plan.

Implication: Show the zero-decision workout experience before explaining the Al engine. Demonstrate the moment a user
opens the app and starts moving within 30 seconds.

Free content is abundant but unstructured High Confidence

Signal: Free alternatives offer vast exercise libraries, form videos, and community challenges. However, none provide true
adaptive programming that adjusts to the user's recovery, schedule, and equipment in real time. Apple Fitness+ and Peloton
remain session-based, not plan-based.

Implication: Differentiate through the complete adaptive outcome — not more content, but the right content for today's body
and schedule, every single day.

Recovery-aware training builds unique trust

Signal: Users who experience LoopFit reducing intensity after poor sleep or high stress report 2.4x higher trust scores than
users of static programs. This trust translates to longer retention windows and higher upgrade rates. The adaptation moment
is the product's emotional proof point.

Implication: Make recovery adaptation visible and celebrated in the Ul. Do not hide it — it is the strongest retention driver in
early data.

Early monetization signals are encouraging

Signal: Trial-to-paid conversion at 18% exceeds the fitness app category median of 11%. Users completing five or more
adaptive sessions convert at 31%. Annual plan selection at 42% suggests users who convert expect long-term value. These
signals are directionally strong but pre-scale.

Implication: Optimize the path to the fifth adaptive session before investing in acquisition scale. Conversion follows
experience, not messaging alone.
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What To Do Next

1. Test the two-layer position High confidence

Can Al credibility earn attention while the consistency promise attracts better-converting users?

Compare the current Al-coach acquisition route with a consistency-first route showing a user opening the app and
starting a perfectly adapted workout in under 30 seconds. Keep traffic source, offer, App Store destination, and
production quality comparable.

Measure: App Store tap-through, third-session completion, reminder enablement, seven-day return, and trial start
by route.

Decision: Adopt the broader consistency position only if it preserves useful acquisition volume and improves downstream
activation and conversion.

2. Optimize the path to the fifth adaptive session High confidence

Can LoopFit reliably move new users to five completed adaptive sessions within fourteen days?

Map the current onboarding funnel drop-off points. Test a guided first-week experience that ensures users
encounter at least two visible adaptation moments — a schedule change and a recovery adjustment — by session
five. Begin with the committed-but-inconsistent segment.

Measure: Five-session completion rate, time to fifth session, adaptation-moment engagement, seven-day return,
and trial start.

Decision: Scale acquisition only after the five-session milestone produces a reliable lift in trial-to-paid conversion
across cohorts.

3. Validate price after the habit forms Medium confidence

Will activated users sustain $14.99/month after experiencing adaptive training for thirty days?

Interview 15 to 20 casual and committed users, then compare the current $14.99/month offer with a $9.99/month
alternative among users who have completed ten or more sessions. Keep features, trial length, and messaging
constant.

Measure: Trial start after activation, paid conversion, thirty-day retention, stated value, and reason for declining.

Decision: Adjust pricing only after enough activated users exist to interpret conversion and retention data with
confidence.
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What Not To Do

e Abandon the Al-coach credibility anchor that earns initial attention

e Let Al technology define the complete value — users pay for outcomes, not algorithms
e Target everyone who has ever downloaded a fitness app

e Lead with exercise library size or content volume as primary differentiation

e Promise transformation results before users experience the adaptive training loop

e Optimize for downloads before defining what an activated user looks like

e Invest in referral incentives before organic sharing mechanics produce measurable engagement



The Next Phase

The recommended next phase turns these strategic hypotheses into observable user behavior through a coherent
positioning, creative, product, and growth system across the website, App Store, campaigns, and in-app

experience.

Recommended now: Creative Positioning and Activation System

LoopFit needs one message architecture and one measurable activation definition before more reach can create
useful learning.

Leadership scope: Positioning routes, creative direction, website narrative, product demonstration, App Store
direction, and test design.

Execution scope: Landing-page and App Store variants, message architecture, creative territories, onboarding
prototype, motion concepts, and activation measurement design.

Success measure: Five-session completion rate, seven-day return, and trial-to-paid conversion by message route.

Option 2: Growth Loop and Community Activation

Positioning establishes what LoopFit should say. This engagement builds the repeatable system that carries it into
high-intent fithness communities and turns workout completions into organic acquisition.

Leadership scope: Audience creative strategy, platform selection, community entry points, sharing narrative, and
content production direction.

Execution scope: Workout-completion share artifacts, community content concepts, influencer partnership
frameworks, referral-flow design, landing variants, and launch assets.

Success measure: Activated users per channel, seven-day return, share rate, organic installs from shares, and
referred-user activation.

Option 3: Product Value and Retention Design

Acquisition can create qualified users, but recurring value must become visible inside the product before LoopFit
can interpret retention or price response accurately.

Leadership scope: Product narrative, activation journey, progress visualization, adaptation-moment design, and
monetization-test direction.

Execution scope: Onboarding redesign, adaptation-moment Ul, progress dashboard concepts, paywall variants,
experiment assets, and engineering handoff specifications.

Dependency: Begins after Options 1 and 2 identify which audience and promise produce qualified, returning users.



CUSTOMER REALITY SCAN: LOOPFIT

Method and limitations
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The scan synthesized 83 records across first-party product data, industry research, app marketplace listings,

competitor analysis, platform changes, public fitness community discussions, founder context, and 18 supplied

user interview transcripts.

Evidence appendix

Theme-level support

Theme Evidence What the detail adds

Al-coach curiosity is a strong but shallow hook 12 records Repeated pattern of Al-driven trial starts with rapid drop-off when novelty fades

Committed-but-inconsistent exerciser behavior is real 24 records Schedule conflicts, decision fatigue, program rigidity, and twelve-week dropout

and large patterns

Workarounds are fragmented and effortful 15 records YouTube playlists, Instagram saves, screenshots, free app switching, and outdated
PDFs

Recovery-aware adaptation builds measurable trust 9 records Users who experience adaptation moments show 2.4x higher trust and longer
retention

The five-session threshold is the activation inflection 19 records Conversion, retention, and satisfaction metrics inflect sharply after the fifth

point adaptive session

Organic sharing has promise but no proven viral loop 11 records Workout-completion shares generate 2.3x engagement, but structured referrals are
unproven

Free-content abundance sets a high baseline 14 records

expectation

Distinct social signals retained

Signal

Why it matters

Schedule disruption as the #1 abandonment cause

Users describing decision fatigue before every workout

Positive surprise when the app adjusted after a bad

night's sleep

Users comparing LoopFit favorably to abandoned

personal trainers

Frustration with generic programs that ignore real-life
constraints

No user mentioned referral incentives as a motivator
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Validates the adaptive-scheduling core value proposition

Shows the zero-decision experience is a genuine unmet need

Supports recovery adaptation as the strongest emotional proof point

Shows the adaptive middle occupies genuine whitespace in user perception

Validates the "fits your real day" positioning over "best workout" claims

Keeps the growth strategy grounded in product value, not incentive spend

CONFIDENTIAL & PROPRIETARY

Page 10 of 10



