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[bookmark: _Toc23160]Executive summary
With the rapid development of mobile media, various kinds of functional apps emerge in an endless stream, among which fitness app develops rapidly and attracts a considerable number of users. A fitness app can help people accept more and more accurate health information. The emergence of fitness app also meets the needs of people who love sports and fitness. The fitness app encourages modern urban residents to participate in sports and fitness activities actively, enhance national physique, keep away from the disease, help people better integrate into society and people, and return to group life. To some extent, it can also effectively improve Internet addiction, interpersonal communication barriers, viral social network circles and other adverse phenomena in modern society. In a word, the emergence of fitness app has a positive effect on the development of the times. The research object selected in this paper is keeping company. Keep company has developed rapidly after landing in the app store in the form of fitness app in February 2015. So far, the number of users has exceeded 60 million. It can be said that keep is a very successful fitness app.
This project is mainly to analyze the application strategy of Keep company's application system in the national fitness. First of all, through the current relevant literature practice critical analysis. Secondly, the current situation of the application system of keep company is investigated through a questionnaire survey. Finally, the full text is summarized, and the strategy is put forward.
[bookmark: _Toc25948]1.0 Introduction
With the improvement of residents' per capita income and the growth of living standards, people gradually began to pursue a healthy lifestyle and attitude towards life. From teenagers to the middle-aged and older adults in their fifties and sixties, more and more people started to participate in a variety of sports and fitness. The popularization and application of fitness app correspond to the gradually awakening public fitness concept. People can meet various fitness needs such as the popularization of professional fitness training fitness knowledge and the purchase of fitness equipment through a fitness app. With the entry of different competitors, the establishment and spread of fitness brand have become the critical core competitiveness of fitness app. On the other hand, the in-depth development of mobile Internet gradually makes people begin to pay attention to the importance of the scene, which is the essence of mobile communication and an essential core element in the era of mobile Internet. Whether we can master the scene and use the stage for scene communication directly determines the effect and influence of contact.

With the rapid development of economy and the maturity of the Internet and information technology, mobile terminal equipment has brought people into the era of "Internet +". Various kinds of mobile app applications, with their characteristics of personalization, smooth operation, interactivity(Munds et al., 2018), fast communication and so on, have been rapidly popularized and developed in various fields of social activities, significantly changing people's lifestyle(Schuh, 2004). And fitness and health guidance app have also entered our daily life. In this paper, the market environment analysis and development strategy for specific analysis. This paper makes a comparative analysis of the mobile fitness app product keep in all aspects, uses the SWOT analysis method to find the difference between the three kinds of software, and makes clear the current advantages and disadvantages of the keep, to put forward countermeasures and suggestions for improving the construction of sports fitness app service platform. Through the questionnaire survey on the current situation of the development of the company's app, to understand people's use of the app, and then analyze.
[bookmark: _Toc3576]2.0 Literature review
[bookmark: _Toc27964]2.1 Scene
Bregman(1994), a sociologist, is regarded as an early Situationist. According to the theory of dramatism put forward by Yeo & Liu (1995), everyone in society plays a unique role in adjusting their behaviour intention and daily activities according to their actual situation. In the 1980s, De Chernatony, a communication scholar, put forward the concept of the scene for the first time from the former media theory and Bregman's drama theory and began to study the role and influence of "media scene" on this basis. He believed that place is not a decisive factor that can affect people's daily activities, and information can play a more prominent role here. Then De Chernatony (1999) put forward the "media scene theory" in the disappearing region, which holds that "the integration of different scenes will urge people to adjust their behaviour to integrate into the new scene". However, due to the limitations of the development of the times, De Chernatony's research theory mainly focuses on television as the representative of electronic media.
Later, in 2014, senior American journalists Scoble and Israel, in their book the coming scene age, believed that the scene age would be ushered in in the next 25 years, and five technologies (wearable devices, big data, sensors, social media, positioning system) influencing the scene age. It will become a supporting force in the scene era to reshape the traditional market model of the whole human daily life and society, and all enterprises will change their strategies and use the scene thinking and strategy to develop and grow. Although this work was written by people in the industry, which is not recognized by the academic community, the author's elaboration and imagination of the concept of "Scene" provide new ideas and directions for the whole communication field(Miroudot& Cadestin, 2017).
[bookmark: _Toc25947]2.2 Brand communication
The research on brand communication is developed based on brand science and communication science. Western brand communication has grown gradually since the 1950s. Its central core theory is the theory of "USP" put forward by Normann (1950), an American designer in the 1950s. It believes that advertising should provide a unique brand proposal for customers to attract and move customers, The brand image theory put forward by Quinn (1963) in the 1960s, which is to attract new customers. Holds that when the benefits of product functions are getting smaller and smaller, consumers pay more attention to not only the features and services of products but also the psychological benefits that products can bring. The advertising activities based on this brand should pay attention to the use of the brand image to meet the psychological needs of customers; In the 1990s, the American Rudd and Davis (1998) advertising company advocated the brand personality theory, which is similar to the brand image theory. It mainly emphasizes that the brand should be personalized, and each brand should have a unique personality that can leave a deep impression. Such as for the symbol of the brand. More importantly, we should express the brand's character through the personality shape and unique style. The positioning theory put forward by Jack Trout and Al RIE (1972), an American scholar in the 1970s, regards the positioning of products in the minds of consumers as the critical point of brand marketing. First, the marketing only starts from the perspective of products and starts from the positioning theory, The primary method of positioning is to control the existing brand cognition in the mind of consumers and to reorganize the current brand-related perception. In the 1990s, the most important thing is the integrated marketing theory proposed by Schurz (1992), an American scholar. This theory has played a milestone in the development of advertising and brand communication. It emphasizes the integration of all brand communication and marketing activities in an enterprise, so those different audiences can obtain complete brand information, restore the integrity of brand concept and the accuracy of brand positioning. Schz thinks that brand communication is a process that starts from the needs of consumers, pays attention to contact with them, and displays enterprise and brand information utilizing communication including the advertisement, public relations and sales, to improve brand equity and pursue the maximum value of communication effect. Until now, integrated marketing communication theory is also the latest theoretical paradigm related to brand communication research.
[bookmark: _Toc6057]2.3 Fitness application
Scholars' research on fitness app is relatively less, and it is not comprehensive and in-depth. At present, the analysis of fitness app mainly focuses on the following areas. For the comparative study of fitness app, Kwak & Han (2020) analyzed and compared the number and function of 9 fitness app with the highest activity, such as mint, and provided corresponding strategies for its future development according to the results. Abt et al, 2019&Moore et sl.,2020)believes that there are some problems in product service, user experience and brand operation, such as serious homogenization, lack of science, imperfect market operation mode and so on. Sharif (2019) obtained the negative performance of people's use of physical exercise app through questionnaire analysis and other survey methods. Users' Wang wants to focus on three aspects: more accurate brand positioning, strong specialization and less plant information implantation. Atilgan& Bizley (2020) analyzed the influencing factors of the use of College Students' mobile fitness software through Tam and concluded after empirical research. The use attitude of college students will affect their use behaviour of mobile fitness app, while the perceived ease of use, perceived usefulness and perceived cost of healthy teeth app would affect the use attitude of college students. "Xue et al(2020) mainly discusses the possible promotion effect of fitness app use on users' running intention. Through the research, it is found that the fitness app will enhance users' attitude towards running, which is mainly reflected in its ability to strengthen users' subjective norms and self-efficacy about running. While the three will further enhance users' running intentions and relevant development status and strategies. Song et al(2019) analyzed various fitness software based on the current development of sports software. According to the current situation and the development prospect of sports mobile application, this paper puts forward a series of specific strategies to combine the interaction between the traditional sports industry and new sports industry. Virca& Badea (2019, June) used literature survey, mathematical statistics and other methods to elaborate the concept, function and characteristics of sports fitness app, and put forward corresponding improvement strategies for its content homogeneity, single service, application development biased women, backward profit model and other defects. Alqhatani& Lipford(2019) analyzed the current situation of many sports apps and believed that the existing sports app did not give full play to their advantages. They need to break through the shackles of traditional fitness methods and to be recognized by users to reach a universal value, to give full play to the real value of sports app.
On the aspect of social value, Kapferer(2008) analyzed the influence of sports app on the promotion of people's physical exercise behaviours and habits through experiments and finally thought that sports app played a vital role in promoting physical exercise behaviours and forming sports exercise habits. Kotler & Gertner (2002) believes that data recording and social interaction achieved by sports fitness app through intelligent devices can improve user experience, and can transform simple individual sports behaviour into the social practice of groups, to enhance user stickiness.Alqhatani& Lipford(2019) believes that fitness app can help the construction of campus culture, mainly reflected in its role in innovating the carrier of campus culture, cultivating and improving sports spirit, promoting the integration of sports and art and cultivating good sports habits. To sum up, in the above research, scholars discussed the development prospects, functions and other contents of the fitness app from different perspectives. Still, it can be found that at present, there are few articles on fitness app from the standpoint of brand communication, especially the research on keep software.
[bookmark: _Toc23406]3.0 Research method
In this paper, a quantitative analysis method is used through the network and field distribution of questionnaires. A total of 285 questionnaires were distributed to the target users, and 285 valid questionnaires were recovered, with a total effective rate of 100%.
This paper summarizes the necessary information of users' usage, service evaluation and feedback problems by questionnaire. The structure of the questionnaire is reasonable, and the overall validity meets the basic requirements of the questionnaire design 225questionnaire distribution and recovery. This survey is mainly aimed at the satisfaction degree of the audience using the keep fitness platform. The questionnaire is distributed in the form of random online distribution and on-site delivery. Two hundred eighty-five questionnaires are distributed to the target users, 285 surveys are recovered, complete and transparent information is filled in, and the active respondents are regarded as having used the keep mobile fitness software.
[bookmark: _Toc16385]3.1 Reliability test of the questionnaire
As the online questionnaire is a real-time distribution for the target user group, there is no contact information of specific interviewees left. So through the form of on-site delivery of the questionnaire, 20 interviewees who sent the questionnaire were informed of their contact information for reliability test, the time is about half a month after the questionnaire survey. Five questions (4,6,8,9,12) were selected for the second test. Compare the results of the answers before and after. If the answers are the same for two times, 1 point will be given to the question. If the answers are not the same, no score will be provided. The test results show that the repetition rate is more than 80%, which indicates that the questionnaire has a certain credibility.
The reliability test of the questionnaire is to ensure the accuracy and reliability of the survey results. In this paper, we use the retest method to test the safety of the quiz twice. The interval between the two polls was half a month. Twenty people who filled in the first questionnaire before were selected to fill in the second questionnaire again. The results of the two tests showed that the reliability correlation coefficient of the two surveys was R= 0.89, which proved that the reliability of the study was relatively reliable and basically in line with the standardization of the inquiry.
[bookmark: _Toc721]3.2 SWOT Analysis
SWOT represents strength, weakness, opportunity and threat, respectively. Through the comprehensive analysis and summary of the strengths, weaknesses, opportunities and risks of the research object, the problems are identified, the internal structure is adjusted, and countermeasures are put forward to make a modest contribution to the development of fitness app.
[bookmark: _Toc10293]3.2.1 Strength
· Convenience
Keep can provide corresponding guidance for users at any time, almost not limited by time and space, which substantially meets the elastic needs of modern people's fitness.
· Scientific advantages
All the functions involved in keep are scientifically formulated based on the user's data and the user's fitness goals. Each user can choose different training plans according to their actual needs.
· Interactive advantages
Keep in its platform release function realizes the user in the fitness process of instant communication, users can send their own fitness experience, experience and experience.
· Personalized advantages
Keep will make fitness plans with different contents based on the necessary information provided by registered users, such as height, weight, age, occupation, etc. in combination with users' fitness goals, and push the first evolution personalized fitness course
[bookmark: _Toc28731]3.2.2 Disadvantage analysis
· Single content disadvantage
In the plate setting, the prevention and treatment of injuries in sports and fitness activities, the reasonable combination of sports and diet, and the fatigue relief after sports and fitness are added. Because some knowledge in these fields may be more urgently needed knowledge, products or skills for the majority of fitness enthusiasts, which can make users have a better user experience.
· Disadvantages of equipment configuration
Although the fitness app can help users record physiological indicators and data, some people find that these data do not seem accurate
· A single disadvantage of profit model
The primary way to keep its profit is the information flow generated by users in the process of using the software. This profit model is single and not conducive to the development of the software.
[bookmark: _Toc10884]3.2.3 Opportunity analysis
· Expanding opportunities for fitness groups
The rapid development of keep in the past two years has attracted tens of millions of users. Such a large number of customers are still proliferating, and the cycle of keep updating functions and versions is concise, which is to continuously launch new services, give users a sense of freshness, and thus retain users.
· Policy opportunities
The government is now more and more aware of the importance of mass sports. The sports fitness industry will undoubtedly inject new vitality into economic development and make essential contributions to economic growth.
· Technological opportunities
For fitness app, all kinds of crucial technology and technological innovation are continually upgrading the services they provide. Keep needs the support of Internet operators, mobile phones, and other hardware to detect the data of users' running and the videos or pictures users watch during training.
[bookmark: _Toc21452]3.2.4 Threat analysis
· Competitor threat of similar products
The challenges of fitness app-related industries mainly come from competition among related products. To improve their competitiveness, many developers will try their best to enhance their influence and attention in the industry.
· The threat of similar function substitutes
Although the development function and function of fitness app are more and more powerful and perfect, it still faces the risk of other media. Even if the guidance of the software is professional, no matter how many social sectors are set up, members can not communicate with other members or coaches face to face in the gym. So fitness app is still threatened by similar function substitutes.
[bookmark: _Toc25086]4.0 Result
Q1:Do you know the app launched by kepp company?

Q2: How do you know about keep app

Q3: Have you ever used the app launched by keep





Q4；Keep is a professional fitness app

Q5:Remember keep when you mention the fitness app






Q6: Keep is easy to use

Q8: Keep's app has exquisite design

Q9: Keep has its own unique brand concept

[bookmark: _Toc8698]5.0 Discuss and analysis
From the analysis results of brand awareness and acceptance, it can be seen that the "keep" app has a high market share in the current sports and fitness app, and is generally accepted and recognized by its users. However, from the perspective of the composition of the popularity survey, the online sports community, including the exclusive community of "keep", accounts for 78.7% of the "keep app" relatively understood which 57.4% higher than the offline general audience is. Among the 140 online and offline respondents, "58 have heard of, but don't know much about" keep "app, which accounts for 41.4% of the total number of people;" never heard of, 47 people don't know "keep" app, accounting for 33.6%. More than 70% of the total offline respondents are still unfamiliar with the "keep" app. Combined with the unfortunate effect of offline promotion of "keep" app, the influence of "keep" still needs to be expanded from the existing circle of sports and fitness enthusiasts to a broader audience among the masses. KEEP the marketing method of "user promotion" used by the app in the early stage of brand creation, which has harvested a large number of online users with a lower promotion cost, and It has laid a solid foundation for expanding brand influence. The professionalism and pertinence of "keep" app in content and function, as well as the successful output and popularity of brand core value, all consolidate the brand loyalty and preference of APP users in different aspects. It deepens the user's stickiness by reaping the intuitive fitness effect. At the same time, high brand identity can provide a good influence for "keep" in terms of its brand's overall development or business transformation in the future, which can guarantee the liquidity of online resources, "keep" app through offline physical activities and brand cooperation. To a certain extent, it has completed the accumulation of potential consumers of "keep" brand, and also enhanced the impression of the close relationship between the brand and "fitness" in reality. However, from the perspective of "offline activities" influencing users' choice and proportion of use of "keep" app, offline physical activities still need to be developed into popular boxes. Keep app needs to cultivate a potential awareness of the relationship between "keep" and "exercise fitness" habits, as well as the audience's exercise fitness habits when it is just online, to enhance the public's acceptance of "keep" brand in reality. From the perspective of the proportion of refusing to buy "keep" brand sports products, whether it is app users or ordinary audiences, there is still a considerable room for improvement in their acceptance of "keep" brand sports products. In the exploration stage of sports fitness app commercialization "keep" app, in the marketing strategy of future brands, make app users enhance their trust in KEEP brand products, or use the purchase and use of sports products to increase the number of users of APP in reverse. Other elements should be more reflected in the process of brand promotion.
[bookmark: _Toc18499]6.0 Conclusion
The app launched by Keep company has indeed improved the frequency of people's sports and the physical quality of the whole people. This project analyzes the current situation of Keep company in detail by using SWOT model and questionnaire survey method and puts forward strategies for how to better use the advantages and opportunities of keep company in the current environment to expand the scale.
Whether in function design or operation promotion strategy, keep fitness app always focuses on users, bringing users a multi-directional and multi-angle experience, which makes it stand out in many fitness apps. Therefore, all kinds of fitness apps should pay attention to optimizing users' experience needs, strengthening users' stickiness, improving their competitiveness, to promote their sustainable development.
[bookmark: _Toc28893]7.0 Recommendation
[bookmark: _Toc31261]7.1 Improve product design and service based on user experience
In the operation and promotion of keep, the incentive mechanism in the seed plan, the breakthrough course mode and the customization of user personalization all reflect the importance of satisfying user experience. User experience is a kind of feeling, including physiology and psychology, which is established when users use a product or service in combination with their own experience. Only when users experience the pleasure of a fitness app, can they become loyal users to use the product for a long time.
The design of fitness keep based on user experience should be user-centred and based on the understanding of user characteristics and needs. At the same time, the user experience is divided into stages. At the initial stage, we should pay attention to the visual design of the interface of fitness app, and choose the icon and colour that are conducive to the performance of fitness theme; at the middle stage. We should pay attention to the development of fitness product function, to meet the diversified needs of users for shaping, slimming and muscle strengthening. In the later stage, we should strengthen the interaction with users, pay attention to the evaluation and feedback of users for products, and respond promptly.
[bookmark: _Toc5350]7.2 Enrich the form of fitness, increase the interest of fitness
Keep uses the way of the game to push the course and the function of music playing all reflect the interest of fitness, which makes fitness no longer dull. Many types of research have found that customers' choice of products will consider the importance of products and the pleasure of experiencing products. Therefore, the sustainable development of a fitness app needs to enrich the function of fitness app, create a situational fitness atmosphere, and make fitness more fun.
Fitness game is a typical form to increase the interest of fitness app (Townsend& Manchester, 2012). The serene scene effect, fierce competition and various incentives mean transfer the user's attention from boring fitness to scene games, which makes the fitness process more interesting, and the user can fully experience the "sensory joy and self-development joy" brought by fitness. At present, the running function is widespread in the fitness app. Because running is not limited by equipment and location, it attracts a large number of fitness fans. Enriching running form and enhancing its interest is conducive to improving the competitiveness of fitness app. For example, Gudong's appointment function, heart-shaped road map and Nike + running Bracelet make running more exciting and attractive.
[bookmark: _Toc8665]7.3 Implementing differentiation strategy
From the changing trend of consumer behaviour, China's fitness consumption market is in the transition period from widespread consumption to personalized consumption. More and more fitness enthusiasts pay more attention to the uniqueness of fitness products and services when choosing fitness products. Therefore, the fitness app should pay more attention to the degree of conformity between the product and the user's personality characteristics, and provide more professional, overall and targeted services, and implement the differentiation strategy.
The implementation of a differentiation strategy for fitness app is mainly to provide characteristic functions and services according to the characteristics of users. Fitness app should first subdivide the fitness groups, and offer different fitness programs for the user groups according to the differences in age, gender, physical quality and fitness motivation. Based on understanding the users, we will deeply explore the unique functions of the product(Mouhoub, Benhocine & Belouadah, 2011), optimize and upgrade the hardware equipment of our app, and increase the user stickiness. Besides, we should also improve the feedback mechanism of fitness app, timely communicate and solve the problems existing in the use process of users, to make the product service more in line with the personal characteristics of consumers.
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