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Literature review 
[bookmark: _Int_bE14zIYt][bookmark: _Int_SbNRbwoa]University students run within an increasingly demanding academic environment, where sustained performance is often compromised by increased stress, reduced physical activity and declining, metal wellbeing. From a sports management standpoint these challenges can be understood through principles of performance strategies, behavioral engagement, and effective resource management. This would be central to both athletic and academic success. Productivity within higher education therefore extends beyond time management alone, encompassing self regulation, motivation, cognitive functioning, and psychological resilience.
A growing body of literature shows the positive impacts of physical activity on mental health and physical wellbeing, including a huge reduction on stress and anxiety and improvements in mood and mental performance. Further evidence will suggest that regular exercise may positively affect academic achievements and productivity through enhanced concentration. Despite these benefits, university students often show low levels of physical activity on reports. This is often due to lack of time due to workload, financial struggles, and a lack of support during their academic career.
In response to this situation a digital health and fitness coaching interventions have gained a prominence as scalable tools for behavior change and performance enhancement. Within sports management, such projects align with established coaching models that show off identity, watching and an integrated approach to development. However, the effectiveness of digital platforms in improving student performance and wellbeing is dependent on the engagement of the student, behavioral and relevance to the induction students needs. 
So, this literature review aims to critically examine the relationship between physical activity, mental wellbeing, and performance in students. While exploring the potential al role of digital life coaching strategies. This review looks to provide an evidence-based rationale for student focused performance initiatives just like DAYLY.







Fitness: foundations and practices 
[bookmark: _Int_QWmR3AtA][bookmark: _Int_GB5yfF6E][bookmark: _Int_yPVk0JkA]Physical fitness is widely seen as a key part of health and performance, with evidence confirming it may be a stronger predictor of positive health outcomes than physical activity participation alone (Blair et al., 2001). Within sports management and perform framework, fitness can be measured as a foundational factor that underpins physical capacity, cognitive efficiency, and behavioral engagement across both athletic and nonphysical populations (McKinney et al.,2016). Health related fitness areas including cardiovascular endurance and muscle strength have been identified with improved physiological functioning and as a reducing risk of chronic disease, reinforcing their relevance to long term performance sustainability (Smith et al., 2014; McKinney et al.,2016). 
[bookmark: _Int_QIXm0mZc]Although the well-established benefits of physical fitness, young adults and student population often prove suboptimal fitness levels, especially during the transition into living independently and increased academic responsibilities (American Psychological Association,2025). This decline in physical fitness is often associated with time deficits, increase academic workloads and competing lifestyle demands. Which may negatively change both health and performance outcomes (American Psychological Association, 2025). From a performance standpoint, reduced fitness levels can cause a decline in energy regulation, tired resistance, and overall limitation to meet sustained cognitive demands that are needed in higher education environments (McKinney et al.,2016)
[bookmark: _Int_QlGLLso6]A growing body of literature highlights a strong involvement between physical fitness and mental wellbeing, with higher fitness levels linked to lower symptoms of anxiety, stress and depression (Cardenas-Sanchez et al., 2021) a review and analysis by Cadenas-Sanchez et al.(2021) conveys that fitter people consistently report to having better mental health outcomes, showing that fitness may play a role in protecting psychological health. These findings are relevant for university students, who stand for a population who are exposed to higher stress levels and pressure overall. Where mental wellbeing is closely related with productivity and academic success (American Psychological Association, 2025) 
[bookmark: _Int_f97i2DIp][bookmark: _Int_cXkyCo9V][bookmark: _Int_4vx2GtLR]As well as mental health benefits, physical fitness has been linked with enhanced mental functioning and performance capacity, including improvements in concentration, executive functioning, and perceived energy levels (McKinney et al.,2016). Cardiovascular fitness specifically has been related to improve oxygen delivery and neurological efficiency, which may support sustained attention and task accomplishment in academic settings (Blair et al., 2001). Furthermore, both aerobic and resistance training have had results of being beneficial to learning (Hillman et al.,2008;Liu-A,Norse et al.,2010) 

Coaching: Structured support for behaviour change 
[bookmark: _Int_BHugqh8M][bookmark: _Int_6e0Atcnw]Coaching is often shown as a structured and effective development created to improve performance and learning as well as personal development through supported guidance and practice (Wales,2002; Coaching- ProQuest,2025). throughout physical activity and sport contexts, coaching goes beyond technical explanation to involve the development of transferable skills, decision making and evaluation practices (Foundations of sports coaching,2025). Correct coaching programs are considered multidimensional, needing a suitable amount of technical knowledge, pedagogical skills, and contextual awareness (Google Books,2019) 
[bookmark: _Int_EefvhAae][bookmark: _Int_QbFDbSrZ]Research supports that great coaching is well influenced by the quality of the coach- student relationship, with trust, communication and shared understanding identified as major contributors showing engagement and performance outcomes (Successful Coaching,2023). Mentoring and ongoing development can also be seen as essential factors of successful coaching programs, suggesting a coach's skill to adapt to conflicting needs and expectations (Jones et al.2009). 
[bookmark: _Int_bhfkAAye][bookmark: _Int_Fexg4qmF]Coaching has been reflected to play a great part in creating motivation and behavior changes in participants through gaining feedback and accountability within programs (Wales,2002). Evidence being accessed for coaching frameworks shows consistency and effectiveness across different settings, such as educational, recreational, and performance-based interventions (Foundations of sports coaching,2025). Overall, this literature supports coaching as an important theme in increasing participation, engagement, and development (Coaching-ProQuest,2025)  

Health: promoting physical and psychological wellbeing 
[bookmark: _Int_WGqK12ER][bookmark: _Int_AkWupTor][bookmark: _Int_8xSGXA7j]Health is widely understood as a multidimensional system, covering physical, mental, and social wellbeing other than solely the absence of illness (Journal of public health,2000). This holistic vision highlights health as a dynamic resource that uplifts individuals’ ability to manage effectively and adapt to physical, psychological, and social situations (Health,google books). Population health research has found that health outcomes are shaped not only by biological factors but also by behavioral, social, and environmental considerations that influence wellbeing across the lifespan (The Lancet,2001) 
[bookmark: _Int_6IIohI8e][bookmark: _Int_qHtxVVWW][bookmark: _Int_173NWcOV]Engagement in good health behaviors, such as regular physical activity is shown consistently to improve physical and psychological health outcomes (Journal of American College Health,1997). Evidence suggests that behavior plays a significant role against development of chronic disease while also contributing emotional regulation and stress management (The Lancet,2001). In educational and young adult populations, health behaviors have been linked to improve wellbeing, functional health, and overall quality of life (Journal of American College Health,1997). More recent studies have shown further evidence that physical and mental health concurrently to promote a sustainable wellbeing (Springer,2023). Together, this literature reinforces the important vision of health that should be understood as a complex, multidimensional construct influenced by lifestyle behaviours and broader social norms (Journal of public health,2000).

Marketing and consumer engagement in sports and fitness 
[bookmark: _Int_G5gajFYs]Marketing is a strategic business function that shapes the consumer’s belief and behavior and understanding its mechanisms is essential for positioning DAYLY effectively in competitive markets (Strategic Brand Management, Lalaounis,2020). Brand management theory highlights the process of a coherent brand identity and value proposition, which is directly relevant to DAYLY’s efforts to differentiate itself and build long term consumer preferences (strategic brand management, Lalaounis,2020). Interactive marketing and digital engagement strategies have been shown to increase customer involvement, which suggests brands should focus prioritise user centered communication to create strong brand resonance (ACM Digital Library,2010) 
Research shows that integrated marketing communications can positively affect consumer attitudes and buying decisions, supporting brands need for consistent and persuasive messaging strategy (ScienceDirect,2013). Furthermore, studies on email marketing show that personalized and targeted communications can significantly increase brand loyalty, a key goal for DAYLY as it looks to prove stable user base (Emerald Insight,2014) Educational marketing research also shows the importance of aligning marketing messages with audience values and lifestyles. Reinforcing the need for DAYLY to tailor its campaigns to specific segments (EBSCO Academic Source,2010). Together, this research shows marketing’s role in building preferences through strategic brand positioning, inter grated communication and personalized consumer engagement. 
  
Wellness and wellbeing: Holistic approaches to lifestyle enhancement 

[bookmark: _Int_8tBgyxwZ][bookmark: _Int_dpdjrqmk]Wellness and wellbeing, while related to health it also emphasizes a holistic, proactive approach to supporting and enhancing life quality, which aligns to DAYLYS aim to support individuals’ ongoing lifestyle practices (Oxford Research Encyclopedia of Public Health,2019). This perspective positions wellbeing as a dynamic state influenced by physical, psychological, social, and environmental factors, highlighting the importance of processes that address multiple factors of daily life, a goal that reflects with DAYLY integrated wellness framework (Oxford Research Encyclopedia of Public Health, 2019). Psychological wellbeing, including a positive effect and life satisfaction, is recognized as a core dimension of overall wellbeing, supporting the rationale for my project to involve tools that gather emotional regulation and resilience ( Springer,2015) 
[bookmark: _Int_RXSJdzXR][bookmark: _Int_VGZnUZby][bookmark: _Int_rnSu3U9f]Finally, involving wellness and wellbeing principles into digital platforms has been shown to highlight long term behavior change, showing that DAYLY can use technology to help sustainable health practices and holistic lifestyle improvements (The Lancet,2001;Heslth,Google Books,2025). Building on these principles, the development of wellness and wellbeing into digital technologies is further supported by evidence from fitness coaching literature, which shows the importance of structured guidance, person, feedback, and ongoing monitoring in keeping up healthy habits (Gagliardi et al., 2015). By adding coaching strategies, such as goal setting and progress tracking within a consumer's day to day activities can in force motivation and promote healthy lifestyle changes (Nilsson,2015) DAYLY operates these strategies by providing daily prompts, adaptive recommendations and self monitoring settings and features that help both physical and psychological wellbeing development. This ensures users receive a great support for holistic lifestyle improvement (Gagliardi et al.,2015).

Planning and implementation: Translating strategy into action 
[bookmark: _Int_F8bn8MGI]Planning and implementation are broadly seen as interdependent systems that specify if strategic and digital interventions achieve intended outcomes (Bryson & Bromley,1993). Effective planning creates clear goals, distributes resources, and predicts contextual outcomes, whilst implementation translates these plans into action within real world scenarios (Mintzberg,1998). Research constantly highlights that a well designed plan often fail due to insufficient implementation structures rather than flaws in strategic intent (Nutt,1996) 
Contemporary literature focuses adaptive and iterative approaches that let planning and implementation to evolve in response to user feedback and environmental differences (Hrebiniak,2006) 
[bookmark: _Int_FZP4HpWq][bookmark: _Int_VyShlig1]Within digital health and behaviour change technologies, well designed planning frameworks are considered vital to guide implementation and sustain user engagement (Gagliardi et al.,2015). Implementation science shows the importance of aligning technological design with organizational capacity, stakeholder involvement, and behavioural theory during planning phase (Gagliardi et al.,2015). Failure to involve these elements has been shown to reduce adoption and limit long term effectiveness of digital interventions (Nielsen,2015). Adaptive planning models extend stress the need for continuous monitoring and reflection throughout implementation to respond to contextual variability (Rogers,1995)
The DAYLY app reflects these principles by using planning and implementation as iterative steps that support daily behaviour tracking and personalised engagement. (Bryson & Bromiley,1993). Through structured goal setting and feedback tools, DAYLY operationalises planning by translating strategic intentions into actionable behaviors for users (Mintzberg,1998). Its implementation aligns with evidence suggesting that digital tools must be flexible, user centered, and responsive to behavioural data to remain relevant and effective over time. (Gagliardi et al.,2015). By integrating progressive planning within implementation, DAYLY shows how theory-Driven design can bridge the gap between strategic planning and sustained behaviour change in practice. (Nutt,1996) 

Building brand identity and consumer loyalty in sport 

[bookmark: _Int_4RqKMDgs]Sports branding runs within a complex and competitive culture where brands must differentiate themselves while supporting authenticity and credibility among consumers (Niger,Bühler and Chadwick,2016). One of the main challenges shown in the literature is the increasing saturation of the sports market, which makes it hard for brands to establish a different identity to others and sustain consumers attention over time (Bühler and Niger,2010). As sports brands proliferate across traditional and digital media platforms, consumers are exposed to a major volume of competing messages, reducing brand salience and recall (Koenigstorfer et al.,2019).
[bookmark: _Int_ZbOlGrbf][bookmark: _Int_ElCo6Utp][bookmark: _Int_cKRyiAQn]This obstacle is intensified by the globalisation of sport which makes brands must balance consistent identity with cultural adaptability across diverse consumer markets (Chadwick,2016). Consumer beliefs present an added challenge, as sports brand are tightly knitted to emotional attachment, identity formation, and social belonging (Wann et al.,2001). While strong emotional connections can create loyalty it also increases vulnerability to negative events such as lack of performance, controversy, or reputational crisis (Chadwick,2016). Research coveys that consumer trust in sports companies can decrease greatly when a brands actions are seen as misaligned with stated values or expectations (Koenigstorfer et al.,2019). This places pressure on brands to upkeep transparency and ethical consistency on their communication and strategic choices (Bühler and Nuer,2010). 
[bookmark: _Int_1Ccf8ab4]Digital changes have complicated sports branding further by switching control of brand narratives from organisation to consumers through social media and online communities (Parganas,Anagnostopoulos and Chadwick,2017). While digital platforms offer opportunities for engagement and co creation, they also show brand to heightened scrutiny and rapid dissemination of negative feedback (Koenigstorfer et al.,2019).
[bookmark: _Int_mreRxZD7][bookmark: _Int_BvyVd94M]Dealing with consistent brand across multiple digital platforms has now become a big implementation challenge for sports brands (Niger,Bühler and Chadwick,2016). For digital fitness brands such as the DAYLY app, this challenge is relevant, as consumer feelings are shaped by ongoing interaction rather than one off promotional encounter (Parganas et al.,2017)
Another key challenge relates to keeping long term consumer engagement in an environment characterized by short attention spans and frequent change in behaviour (Bühler and Niger,2010). Studies have showed that consumers increasingly expect personalised, value driven brand experiences instead of traditional promotional communication (Koenigstorfer et al., 2019). Failure to meet these expectations may result in disengagement and reduced brand loyalty, particularly in digital sport and fitness settings (Chadwick,2016) DAYLY addresses this challenge by sitting itself as a participatory sports brand that involves daily behaviour support with ongoing interaction with the consumer. Aligning with literature, emphasizing experiential and relational branding (Nuer et al.,2016)
Overall, the literature highlights that sport branding challenges are multidimensional, requiring strategic alignment between brand identity, consumer expectations, and digital implementation (Koenigstorfer et al., 2019). Successful sports brands are those who mange complexity by integrating authenticity, adaptability, and consumer centric design into their branding planning and strategies (Chadwick,2016).

Synthesis and conclusion 
[bookmark: _Int_Hw5UeCfw]This literature review shows that effective planning and implementation are central to the success of a digital sport and fitness intervention such as the DAYLY app (Bryson and Bromiley,1993). The planning and implementation literature highlights that effective digital health softwares require structures yet progressive planning that translates theory into consistent user facing practices (Nutt,1996). This aligns with DAYLY’s design, which integrates planned goal setting, behaviour tracking, and feedback mechanisms to support sustained health and fitness engagement (Mintzberg, 1998). Implementation science reinforces the importance of iterative refinement and contextual responsiveness, especially within the digital wellbeing creations aimed at long term changes for the consumer (Gagliardi et al.,2015). The health, fitness coaching and wellbeing literature emphasises the role of greate support, personality, and self assessment in creating positive outcomes. Digital platforms are increasingly aligned as extensions of coaching practice, offering scalable solutions that support competence and adherence to healthy habits (Nielsen,2015). DAYLY reflects these aims by embedding coaching informed structures into daily consumer interaction, therefore aligning health promotion theory with practical fitness (Gagliardi et al.,2015). This approach holds the view that wellbeing focused tools must be moving beyond information provision to create meaningful behavioral engagement (Rogers,1995). 
[bookmark: _Int_7MSzkGf5]The sports branding and consumer literature contexts DAYLY as a fitness brand running within a competitive and emotionally driven marketplace (Niger,Bühler and Chadwick, 2016). Research shows that consumer trust and authenticity are critical for engagement in sports and fitness brands (Chadwick,2016). These challenges are partially relevant for online fitness apps, where sustained interaction shapes brand meaning over time rather than through isolated interactions (Koenigstorfer et al.,2019). By centering itself as supportive and wellbeing oriented, DAYLY aligns with relational branding approaches that focuses on long term consumer value (Nufer,2010).
Overall, the reviews literature shows the conceptual and practical rationale of the DAYLY project by highlighting how integrated planning, health focused coaching principles, and consumer centered sports branding contribute sustained engagement and wellbeing outcomes (Bryson and Bromiley,1993). By aligning health and fitness coaching theory with adaptive implementation and contemporary sports branding strategies, DAYLY exemplifies how digital interventions can support long term behavior change within a wellbeing focused and fitness context (Nufer et al.,2016).
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