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ABSTRACT 

This thesis focuses on persuasion and how principles of persuasion embedded within mobile 

health applications are there to promote attitude and behavioral change. It includes a 

background in rhetoric; beginning with the Aristotelian method for persuasion, then stretching 

on to psychological rhetoric, and finally how the Aristotelian methods have worked its way 

into everyday society, especially in marketing and games. The thesis then benefits from the 

rhetoric background as it explores Dr. BJ Fogg’s model of behavior as well as his principles 

of persuasion.  

An analysis of the mobile health application “My Fitness Pal” is made. After which the 

principles are transferred into a mockup designed to fit another context, namely education. 

This to challenge the authors hypothesis, that the same principles of persuasion used to 

promote and persuade the user to do a physical activity, can also be used to persuade a user to 

study. 
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1. Introduction 

1.1 Statement of research objective 

In this thesis I wanted to find out whether or not principles of persuasion were applicable 

across social actions embedded in mobile applications. By studying persuasive mobile health 

(mHealth) applications my goal was to explore what methods to use when creating a mobile 

application focusing on education, and what an application like that would look like.  

 

1.2 Research question 

- What is persuasive technology?  Where does it originate and how does it 

work? 

- Are principles of persuasion applicable across different social actions 

embedded in persuasive technologies? If so – how? 

- What does an application focusing on education, with persuasion methods 

directly translated from a fitness application, look like? Is the application 

effective or even functional?  
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1.3 Methodology 

By studying Aristotelian rhetoric and persuasion, as well as Dr. BJ Fogg’s principles of 

persuasion, I have analyzed one of the most popular fitness application available for Android 

smartphones on Google PlayStore. Then I have transfered the same persuasive methods used 

in the fitness application (as well as principles inspired by analyses that fit the purpose) into a 

mockup of a new persuasive mobile application, which goal is to motivate high school and 

university students to study. Afterwards, in order to determine whether it would be functional, 

ethical and useful for the demographic, another analysis was made.  

1.4 Hypothesis 

The reason for using a mHealth application about fitness as a starting point, was because of its 

ability to motivate users to perform extreme physical activities (e.g. running a mile, following 

a strict diet, or follow workout routines) and, allegedly, change people’s behaviors.  

My hypothesis was that if an application can persuade a user to physically move, the same, or 

at least similar persuasive methods and strategies will also make a user perform other 

activities. For example, write an essay or read a book.  
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2. Research 

The research for this thesis is divided into three parts. The first part is an introduction of 

persuasion as a subject of Aristotelian rhetoric, a subject deeply grounded in psychology and 

often used in politics and marketing. The second part focuses on persuasive technologies (or 

captology) and continues on the psychological path discussing intentionality, attitudes and 

behaviors. It also contains the functional triad, developed by Dr. BJ Fogg, and then continues 

with introducing Fogg’s “Principles of Persuasion”.  

The third part of this thesis’ research focuses on explaining persuasive mobile health 

(mHealth) applications, as well as highlighting a few ethical and moral issues embedded in 

these applications, focusing on food and fitness. The research is concluded with a short 

summary. 

 

2.1 Persuasion is everywhere 

About 2500 years ago, Aristotle founded the term Rhetoric, by which he defined as “the 

power to see the possible ways of persuading people about any given subject” (Ross, 1995, p. 

281). His research was mostly based upon analyzing politicians, lawyers and persecutors, as 

well as other public speakers to see what made them successful (Fogg, 2003, p. 24). In the 

paper “Analogical Power and Aristoteles Power of Persuasion” written by Gladys B. White, 

as well as in the book “Aristotle Rhetoric”, translated by W. Rhys Roberts, the reasons behind 

the speakers’ successes is presented by introducing and explaining the three pillars of 

persuasion: 

“Of the modes of persuasion furnished by the spoken word there 

are three kinds. The first kind depends on the personal character of 

the speaker (ethos); the second on putting the audience into a 
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certain frame of mind (pathos); the third on the proof, or apparent 

proof, provided by the words of the speech itself (logos).” (White, 

2006, p. 67) (Roberts, 2004, p. 5) 

According to Aristotle, the personal character of the speaker is what makes him credible, and 

may almost be the most effective means of persuasion he possesses. Persuasion itself, though, 

really comes through to the hearers when the speech stirs their emotions; when the audience 

have a relation to what is being spoken about, and the speaker takes that relation into account 

(White, 2006, p. 68). Finally, to make the perfect speech, and to maximize the level of 

persuasiveness, the speech should include facts to, as Aristotle puts it, “prove truths or 

apparent truths (…) suitable to the case in question”. (Roberts, 2004, p. 6-8).   

Knowing about human psychological cues and persuasive approaches give people in 

marketing a great advantage when promoting products or ideas. Examples of this can be seen 

everywhere; in market strategies for retail businesses, food chains, political campaigns, the 

news... Basically anything that can be bought or agreed upon is promoted using persuasive 

strategies and techniques. Take for example the ads for H&M (see image 1). Analyzing the ad 

using the persuasive method of Aristotle, the ad is trying to convey a feeling of being on a 

warm beach in a tropical country (pathos). Furthermore, the ad uses a model who, in this case 

is very famous and generally considered beautiful. This boosts the confidence of the ad 

(ethos), making the pathos message extend to “being at a warm beach in a tropical country, 

feeling like Beyoncé”. The ad also becomes “approved” by this public figure, since she is 

wearing the product that is trying to be sold. The approval part of the ad can be relatable in 

the last part – logos. Since Beyoncé is wearing the bikini, she brings truth to the ad which 

implies that the bikini she is wearing is good – or at least good enough for her to wear. There 

are more facts provided in the image, which with the image gives further persuasive attributes 

to the image, namely the price. The message has now conveyed the feeling of wearing the 
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bikini, the approval of an authoritative public figure as well as facts about where to get the 

bikini, and what it takes to get it.  

 

Image 1: H&M Campaign 2013, feat. Beyoncé 

Another example is the political campaign with president Obama. On November 4, 2008, 

Senator Barack Obama of Illinois was elected president of the United States. Obama became 

the 44th president, and the first African American to be elected to that office (A+E Networks, 

2009). In his campaign he used slogans like: “Change we can believe in” and “Yes we can!”. 

He created pathos in his campaign, a we-feeling, a feeling of belonging with this audience. By 

being confident in his politics, by being responsive to what his opponents and voters said, and 

also by sharing (some of) his private life to the public (to ensure them that he was one of the 

people) his ethos became strong. Finally, by reading up on history and gathering facts, a lot of 

it empirical, he was a tough opponent in political debates.  

Persuasion and psychology  

Persuasion is a subject deeply embedded within psychological and cognitive research. A good 

example of such psychological research is “Positive Psychology”. Dr. Martin Seligman is the 

founder of the research field Positive Psychology, as well as being a well-credited figure in 

the wellbeing movement (Layard, 2011). Rather than psychology sessions being based around 
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depression, destructive thinking, and attacking weaknesses, positive psychology focuses on 

positive thinking using exercises which include kind acts, counting blessings, show gratitude 

towards other’s, and exploiting strengths (Seligman, 2010).  The goal is to achieve 

“flourishing”, a direct translation of the term eudaimonia, invited by Aristotle, and defined as 

“the innate potential of each individual to live a life of enduring happiness, penetrating 

wisdom, optimal well-being, and authentic love and compassion” (Dacher, 2010). Depending 

on the relationship the person has to flourishing (i.e. how much the person wants to achieve 

it), the person might have to be persuaded or motivated in order to even try to pursue it. 

Seligman’s exercises implicitly persuade the user to change attitudes and behaviors, and 

successively achieve a state of flourishing.  

 

The persuasive principles of Aristotle still live on today, in one way or another, in many 

adaptations and situations. Thus, it would be foolish not to suggest that persuasive technology 

has elements of Aristotelian rhetoric in them, or that psychological research is needed to 

understand what does and what does not persuade. 

 

2.2 Captology – The Study of Computers as Persuasive Technologies 

The term Captology focuses on the design, research and analysis of interactive computing 

products created to change people’s behaviors and attitudes (Ibid, p.5-6). Persuasive 

technologies can therefore be either a website, a game, a software program, a mobile 

application, or any other computing product which in some way communicates with its user. 

Thus, human-computer interaction (HCI) is an unavoidable term when studying or even 

discussing Captology and persuasive technologies. The interaction between the human and 

the technology is key in order for the attitude and behavioral change to occur.  
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The Rules of Captology  

Captology focus specifically on persuasion without coercion or deception. In his book 

“Persuasive Technologies – Using Computers to Change What We Think and Do”, Dr. BJ 

Fogg (also the founder of the term Captology), explains that coercion implies force and 

persuasion implies voluntary change. He further explains the difference between persuasion 

and deception with an example: 

“When I ask my students to find examples of persuasion on the 

Web, invariably some of them come to class with screen shots of 

Internet banner ads that report false emergencies (“Your system 

resources are low. Click here!”). While such ads might change what 

people think and do, they do so through deception, not persuasion.” 

(Fogg, 2002). 

It is the communicative methods that decide whether or not to classify technology as 

persuasive, even though the intentions of using coercion or deception can be the same. 

Intentionality also distinguishes a planned effect from a side effect of a technology (Fogg, 

2002). Captology does not investigate unplanned side effects of a design, rather it examines 

the opposite – the direct effects of the designer’s intentions. An example of an indirect 

intention would be that once people started using e-mail instead of “snail-mail”, they bought 

fewer stamps. Thus it is an indirect intention, and probably also an unintended side-effect, 

because surely e-mail was created to send mail faster, and probably not to make people buy 

less stamps. 

Captology as a research field has had a mixed upbringing in the academic world. When it was 

first introduced as an academic research field it was highly criticized and considered immoral. 

However, many also saw great potential in the subject and were intrigued by the many 

opportunities it could generate, both in a commercial point of view and in a digital cultural 
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point of view (Fogg, 2002). Specifically, for the latter, persuasive technology has become a 

subject of interest when discussing HCI in relation to surveillance and disciplinary power, as 

first introduced by Michael Foucault (Jespersen, 2007). But also when exploring the issue of 

how these persuasive digital artifacts are affecting us on a more humanitarian level, 

specifically how they affect the way we behave and act. 

 

Attitudes, Behaviors and Influence 

 

To understand how persuasion can be used when developing persuasive technology, one has 

to first understand us as human beings - especially what makes us act and think the way we 

do; what creates, drives and changes our attitudes and behaviors. (Fogg, 2002). PhD Marja 

Harjumaa and Professor Harri Oinas-Kukkonen, at Oulu University in Finland, wrote a paper 

for the Persuasive Conference in Palo Alto (2007) about Persuasive Technologies and IT 

Design. In this paper they state that attitude has been described as the most important concept 

in social psychology, and that attitude determines behavior.  

“The attitude toward the behavior and subjective norms are the key 

elements in attitude change, because in order to change behavior, the 

intention to perform that behavior should be influenced. (…) If a 

user’s existing attitudes are based on his/her personal experience 

(sometimes learned through a long socialization process), they are 

harder to change. In proportion, if a user’s existing attitudes are 

recently learned from other people, they are easier to change” 

(Harjumaa & Oinas-Kukkonen, 2007). 
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However, behavior itself can also change attitudes. Researchers in psychology often refer to 

the “foot-in-the-door” phenomenon when addressing this. The phenomenon is defined as “the 

tendency for people to more readily comply with a certain big request after they’ve first 

agreed to smaller, more innocuous requests” (Crash Course, 2014). An example of how 

behavior can change attitude would be that the good-hearted boy Anakin Skywalker, from the 

first Star Wars-movies didn’t become the dark lord Darth Vader just over night. He became 

Darth Vader after a series of bad actions. His actions changed his attitude. This theory is 

confirmed and further analyzed in the book “Annual review of psychology” by Wendy 

Woods, who also adds that “attitude change can be motivated by normative concerns for a) 

ensuring the coherence and favorable evaluation of the self, and b) ensuring satisfactory 

relations with others given the rewards/punishments they can provide, along with an 

informational concern for c) understanding the entity or issue featured in influence appeals1.” 

(Woods, 2000).  

For example: a) Anakin does something that makes himself feel good, which changes his 

attitude toward that action; b) Anakin changes his attitude toward doing something for others 

so that they in return can do something to or for him; and c) In order to understand 

information that is presented in a context with minimal social interaction (e.g. in a book or a 

video), Anakin changes his attitude towards obtaining that information. 

These factors can sometimes mix with each other (Woods, 2000). For example, we all want to 

belong, be liked, and be socially accepted. This phenomenon is what psychologists call 

intrinsic motivation, and refers to “the reason why we perform certain activities for inherent 

satisfaction or pleasure (Brown, 2007). The motivation occurs when we act without any 

obvious external rewards. “We simply enjoy an activity or see it as an opportunity to explore, 

                                                           
1 Influence appeals typically include detailed argumentation that is presented to individual recipients in a 
context with only minimal social interaction (Woods, 2000, p. 540). 
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learn, and actualize our potentials” (Coon & Mitterer, 2010). Intrinsic motivation can 

arguably be related to both the factor of ensuring the coherence and favorable evaluation of 

the self, and the factor of ensuring satisfactory relations with others. However, the factor of 

ensuring satisfactory relations with others also state that a person would do so based on the 

rewards/punishments that other people can provide. If a person executes a behavior in order to 

get rewards or avoid punishment, the behavior is instead based on extrinsic motivation. The 

factor of ensuring satisfactory relations with others given the rewards/punishments that they 

can provide, can thus be motivated both intrinsically and extrinsically.  

 

Another way to explain attitude change based on behavior is to examine, what researchers like 

to call cognitive dissonance (or cognitive inconsistency). Researchers within persuasive 

psychology state that inconsistency motivates attitude change (Oinas-Kukkonen & Harjumaa, 

2007) because inconsistency irritates people. Thus, people always strive for cognitive 

consistency because they want to recognize their thinking (i.e. they don’t want to confuse 

themselves). Depending on how much the person irritates himself/herself on the cognitive 

inconsistency (s)he will accept personal responsibility for it, and either change the attitude 

towards the behavior, or change the behavior to match the attitude (Ibid, 2007). This would 

suggest that the reason why Anakin changed his attitude and became evil, was that he 

experienced a cognitive inconsistency – his actions and attitudes towards them didn’t match. 

However, instead of changing his behavior and stop doing bad things, he instead changed his 

attitude and turned from being a Jedi knight of peace to becoming Lord Darth Vader of The 

Dark Side. 
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How is this useful in terms of persuasive technologies?  

Knowing how humans make decisions can aid developer and designers in the process of 

creating persuasive computing products. To further help designers and developers of 

persuasive technologies create more effective products that change behaviors, Dr. BJ Fogg 

created a behavior model, called the FBM (Fogg’s Behavior Model). The model suggests that 

for a person to perform a target behavior, he or she 1) must be sufficiently motivated, 2) must 

have the ability to perform the behavior, and 3) must be triggered to perform the behavior. 

According to Fogg, in order for a behavior to change, these three factors have to be present at 

the same time.  

A simple example of this model in action would be: Mary, the billionaire, has a house and she 

is not really in the market to buy a new one. Her motivation is low, however her ability to buy 

a new house is very high, because she is a billionaire. But then she gets an offer to buy a 

bigger and more beautiful house than the one she already has, for the cost of only $1. 

Suddenly her motivation to buy this amazing new house gets higher and she buys the house 

for $1. The trigger in this scenario was the offer, and the resulting behavior was that she 

bought the house.  

The same rules apply in other scenarios. Say Mary had to solve a puzzle in order to purchase 

the new house for $1, but Mary is terrible at puzzles. So she pays the world’s best puzzle 

solver, Suzan, $10 to come help her. With Suzan’s help Mary gains the ability to solve the 

puzzle and perform the target behavior of buying the house. In this example Mary is faced 

with a task before her behavior can change. But her motivation to buy the house is still strong 

enough in order for her to engage in the task. If, however, Suzan had asked Mary to pay her 

more than $10, say a million dollars instead, Mary’s motivation to buy the house might had 

lowered and she might had reconsidered to perform the targeted behavior. 
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As demonstrated, the FBM can be used in different scenarios where either the motivation or 

the ability is low for the targeted user. But there is still one factor to consider – triggers. And 

triggers depend on timing. Fogg explains this factor with an example from his daily life: 

“I like practicing the ukulele, and it is easy for me to do so. I have 

sufficient motivation and ability. What is missing is a well-timed 

trigger. I lack something that says, “Hey, right now is a great time to 

play the ukulele!” Without this trigger in my life, I don’t do this target 

behavior each day.” (Fogg, 2009) 

These triggers can be more or less effective depending on timing. Say Fogg has a meeting 

right as the trigger to play ukulele activates. The trigger is then wasted because of bad timing. 

An example of a well-timed trigger would be an email about a sale, right after you have 

received your monthly pay check.  

So by understanding what triggers new behaviors and attitudes, we can start designing a 

persuasive environment or product, ubiquitous and persistent, that will get the job of 

persuading targeted groups of people done for us. 

 

The Functional Triad 

According to Fogg, there are three basic ways in which persuasive technologies can operate: 

as tools, as media and as social actors (Ibid, p. 23). These ways make up a framework called 

“The functional triad”, which exist in order to capture how people use or respond to 

computing products. Understanding this framework is essential to analyze the persuasive 

powers of technology, since persuasion strategies will differ depending on whether a 

computing technology is functioning as a tool, a media or a social actor (Ibid, p. 27). Tools 

refer to computing products that have a goal of making activities easier for the user (e.g. a 
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math calculator or a spell checker). When applied to persuasive technologies these tools can 

help make a target behavior easier to perform.  

Media refers to simulations in which users can be persuaded to perform a targeted behavior. 

An example of this is the Toyota Oculus Rift-based driving simulator, which teaches new 

drivers about the risks of distracted driving and helps the drivers get accustomed to busy 

driving (Etherington, 2015).  

Lastly, Social actors refers to different communicative attributes that are important in the 

process of persuasion. The Nintendo Pocket Pikachu, a digital pet which required to be fed, 

and taken care of by the user, communicated such attributes by letting the user know it was 

hungry or needed love, by making sound. The user then had to directly interact with the 

device in order to fulfill those requirements. Additionally, the pet also needed exercise. To 

fulfill this requirement, the user had to physically move on a consistent basis, because inside 

the device was a pedometer that tracked the user’s movements (Ibid, p.90).  

Persuasive principles are applied in these three functions, to act as guidelines for creating 

persuasive technologies which intent is to persuade through the functions above.  

 

Persuasive systems in mHealth Applications 

What happens when you merge the words “mobile” and health”? You get mHealth. A term defined 

by the World Health Organization as: “medical and public health practice supported by mobile 

devices, such as mobile phones, patient monitoring devices, personal digital assistants and 

other wireless devices" (WHO, 2011) Today, health and fitness, as categories among mobile 

applications, are growing rapidly in popularity. According to the article “Svenskarna och 

Internet, 2014”, about one third (29 %) of Swedish internet users have installed a health- and 

fitness app on their phone. (Findahl, 2014). Examples of mHealth applications include SMS 
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behavior modification programs on healthy eating and weight loss, wellness tips applications, 

diary applications that track nutrition and calorie consumption, applications to support 

activities such as high intense workouts, yoga or even alcohol or smoking cessation, 

applications that calculate body mass index (BMI) and disease risk, and mobile-enabled 

monitoring devices for activity level tracking (Center for technology and aging, 2011). There 

are other types of mHealth applications as well, it all depends on what is considered within 

the context of “health”.  

The very first mHealth and fitness application was created in 2006, when a team of system 

developers from the PHIT (Persuasive Health Information Technologies) Lab at Indiana 

University and Clemson University, developed a cell phone application that helped motivate 

teenage girls to exercise, by exploiting their social desire to stay connected with their peers 

(Toscos et al, 2006). The application was called Chick Clique and intended to provide 

information at opportune times in order to modify the behaviors of girls and ultimately lead to 

improved health habits. The teams study investigated how collecting, sharing and comparing 

personal fitness information impacts activity level and health awareness (Ibid p. 1).  

 

Unethical or effective? 

Today, it is hard not to find persuasive elements in mHealth and fitness applications, however 

not all are considered ethical. To be considered within the realm of mHealth applications, the 

application must have the user’s best interest “in mind”. Some, however, are less 

considerate/ethical than others. According to Fogg, “people can use persuasion to promote 

outcomes that we as a culture find unacceptable: persuading teens to smoke, advocating that 

people use addictive drugs, or persuading people to harm those who are different in race, 

gender, or belief” (Fogg, 2002). In the coming example the application is criticized for having 

an unethical reinforcement approach towards its users. 
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CARROTfit is a judgmental mobile fitness application, available for iPhones, which not only 

will call the user fat, chubby and gluttonous, but which also will punish the user financially 

(with credit points), esthetically (by adding advertisements on the mobile screen) and socially 

(the system can, with the user’s permission, share the weight information online for friends to 

see) if the user “dares to overindulge”. If the user instead were to lose weight and eat 

according to what the app wants the user to eat, then the app will reward the user with credit 

points (Meetcarrot.com, 2015). Critics consider this app to be unethical, that the apps shame 

its users to lose weight, and wanting them to become more like stereotypically thin celebrities, 

instead of actually focusing on health. Critics are arguing for kinder and positive motivational 

approaches (ABC News, 2014), rather than focusing on negative reinforcements. Yet, people 

are downloading the app and use it to lose weight. What is considered unethical for some 

people can instead be considered effective for others. In this case, the clarity of the apps 

intentionality is important. While critics might see the verbal abuse as a hinder and a de-

motivator for the user, others might see past that, have a laugh, and see that the intentionality 

of the application still lies in favor of the user – to lose weight and live a healthier lifestyle. 

Intentionality thus determines the level of ethicality (or unethicality), however, as Fogg also 

states, the intentionality must then be clear to the user. If the CARROTfit app instead would 

have gone with a more positive approach, then yes – fewer people might have less criticizing 

things to say regarding its reinforcements – but would it have been more effective? 

This question is rhetorical and the answer is relative. Based on the research on positive 

psychology, having the user focusing on the bad things and have him or her be verbally 

abused by the application would result in a less motivating scenario. However, people are also 

keen to prove ourselves, to be accepted by society and to have the satisfaction of letting 

someone know that they were wrong to misjudge you. We seek cognitive consistency and 

approval (Oinas-Kukkonen & Harjumaa, 2007). According to that urge people would actually 
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find this application useful, because they want to prove the social actor embedded within it 

wrong, by performing the physical activities and log nutritious food. At the end of the day, 

whatever works, works. 

 

Surveillance 

Another ethical or unethical point of view is surveillance. Ultimately, by downloading and 

using a persuasive application like CARROTfit, you allow the application to track your 

everyday activities. Survey your actions, or non-actions, and award or reprimand you for 

them. Applications that works as pedometers often also have GPS trackers embedded within 

them, to track the users jogging rout every day and complement the user on his or her 

exercise. With this kind of surveillance one can draw rather specific parallels to Jeremy 

Bentham’s Panopticon prison, and metaphorized by Michael Foucault. A panopticon is “an 

annular building with an internal periphery consisting of cells containing iron grate doors 

opening to the interior and windows opening to the exterior as well as a multi-floored central 

tower containing wide windows with blinds and partitions.” (Taylor, 2005). What makes 

Foucault find Bentham’s idea so interesting is that his own theory of disciplinary power, 

flourish in an environment like the panopticon. In the book “Michael Foucault – Key 

Concepts” Diana Taylor explains how the concept of disciplinary power would strive there:  

“First, with each of the cells designed to be occupied by only one 

inmate at a time the building produces individualizing effects at its 

periphery. Second, venetian blinds and partitions on the tower 

conceal whether anyone actually occupies it, guaranteeing 

anonymity at the center. Third, the artificial light from the central 

tower as well as the natural light entering through the cell windows 

assure the visibility of inmates in the cells. Finally, this visibility 
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allows for the perpetual writing about inmates and, consequently, the 

constitution of an administrative knowledge about them.” 

Now, comparing the panopticon with a persuasive technology application a similar pattern to 

disciplinary power will occur. Firstly, an account in a persuasive application (much like an 

account in the application we will analyze later in this thesis) is designed to be “occupied” by 

one user at a time. This enforces individualization within the app, the user feels “singled out”. 

Secondly, the application has a level of authority. The “venetian blinds” that Foucault and 

Bentham speak of can be a portrayal of the anonymity that online spaces provides. 

Furthermore, the anonymity of the social actor, in combination with the design of the 

application (not really letting the user to talk back to the authoritative social actor, and not 

really knowing when the actor will speak to the user), creates a sense of being surveilled by 

an authority. Thirdly, the user registration can be a metaphor for the lights entering from the 

cell windows that assure the visibility of the users, and finally, the information that the users 

put in to the persuasive application can and will probably be used as demographic data for 

marketing or further development of the application. 

 

When compared to a panopticon prison, a persuasive technology app is beginning to look 

quite unethical. As a user of such an app, you willingly enter information about yourself so 

that the people controlling the application receives demographic data, used to probably 

persuade you even more. However, to cite Foucault himself, his viewpoint on the panopticon 

would be “a characteristic of a liberal government, where freedom should be protected and 

fabricated by the means of political and judicial checks as well as procedures of control” 

(Brunon-Ernst, 2012).  This argues that control births freedom. Metaphorically, in comparison 

then to, let’s say, a health and fitness application designed to motivate/persuade a user to lose 
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weight, this would actually be true. That through discipline and with procedures of control, 

freedom (in this case, representing the user’s goal) can be realized.  

 

If disciplinary power is about training the actions of bodies, biopower is about managing the 

births, deaths, reproduction and illnesses of a population (O’Farrell, 1997). Thus, biopower is 

another concept of Foucault that is applicable to persuasive technology. It fits because of the 

management aspect of specifically illnesses or deceases. Obesity is a decease. With 

persuasive technology, one can manage that decease and make it less of a threat. However, 

rather than focusing on the individual, biopower focuses on a population or a group of people 

(Taylor, 2012). While this might make the concept less applicable to persuasive technology, 

because of its focus on the mass rather than the individual, it still fits the panopticon concept 

of surveillance, specifically the part where an authority is collecting data in order to ‘get to 

know’ the user. 

 

Basically, persuasive technology surveys us. Whether it is unethical or ethical, a threat or for 

our own good, I, like Fogg, argue that is up to intentionality and the purpose of the 

application. 
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3. Analysis  

In this thesis chapter the persuasive principles used in one of the, at the moment, most popular 

mHealth application focusing on health and fitness, will be analyzed based on Fogg’s 

principles of persuasion. It will also be viewed through the other methods of persuasive 

technology mentioned before in this thesis. 

 

3.1 Short presentation of MyFitnessPal. 

MyFitnessPal is a calorie counting application that helps the user stay informed about food 

and food intake. The app has been downloaded between 10-50 million times, and has over 

995 thousand reviews, of which approximately 74% have rated the app a five out of five (see 

Appendix, “Quantitative analysis of recommended apps”) (Google Play, 2015). The app 

contains a huge nutrition and calorie database spanning over 5 million foods and is available 

for computer users and for mobile users (MyFitnessPal.com, 2015). 

 

3.2 Analysis using principles of persuasion 

The persuasive principles used in MyFitnessPal (MFP) were identified by doing a simple 

qualitative study of the application. The table of the qualitative study can be seen in the 

appendix. This part is an analysis of the qualitative study, divided into four parts: “Usability”, 

“Social and digital surveillance”, “Credibility” and “Personalized motivation”. To understand 

what Fogg’s principles entail in detail, please see the appendix for descriptions of the 

principles. 
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Usability 

After examining the application, it was clear it included some of Fogg’s persuasive 

principles in the user interface design. With the principle of reduction, and the principle of 

ease of use, the developers had lowered the difficulty for the user to log foods and obtain 

information about the nutrition and calories that the food included. These principles 

together with the principle of tunneling and convenience allows the “foot-in-the-door” 

phenomena to appear in the application. The phenomena encourage the user to enter more 

information about themselves and their calorie intake. The functional triad is also 

applicable with these four principles in this situation. A targeted behavior is more likely to 

occur, as the user is not stood before a difficult task, the tool is in his or her hand and the 

application is promoting triggers to appear on the screen to guide the user right.  

The application was attractive; it is sophisticated looking and contemporary in its interface 

design, animations, text and graphics. Simple and spacious, to the point and concrete. As 

mentioned in the appendix, however, the principle of attractiveness is hard to pinpoint 

since it is subjective and based on opinions. Because of this unavoidable dogmatic issue, 

this principle is to be taken lightly in comparison to other, more measurable, principles. 

Yet, attractiveness, as in the design of the application, plays an essential role in making the 

application easy to understand and more likable. For example, the text should be in an easy 

to read font, yet in a font that agrees with the rest of the interface design esthetically. The 

same goes for the icons and the animations. If the application is not aesthetically pleasing it 

is, according to Fogg, more likely that the application will fail to persuade the user to act as 

intended.  
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Social and digital surveillance 

The principle of self-monitoring is very much active within this application since the 

system is built around the user entering information about the food he or she is 

consuming. The system never enters information by itself, however it does decide what 

can be entered. Arguably, this principle is one of the main pillars which will trigger the 

user to motivating him/herself extrinsically. The principle of cause and effect is another 

pillar, in that at the end of a day, users get to finish the log by pressing a button. When this 

happens a text pops up to inform the user of how long it will take him or her to get to a 

specific milestone, if he or she continues to consume what they've consumed that day. 

Other pillars for supporting extrinsic motivation were the principle of praise, of social 

comparison, normative influence, social learning, recognition and cooperation. 

The principle of surveillance states that “applying computing technologies to observe 

other’s behavior increases the likelihood of achieving a desired outcome” (Fogg, 2002). 

MFP does act as an observer to the user. Though not a particularly active observer, the 

user is still compelled to keep under or equal to the assigned number of calories provided 

by MFP. This principle is strengthened by the principle of social facilitation, social 

comparison, cooperation and recognition.  

 

Credibility 

Presumed credibility and verifiability was the next principle active within the 

application. Nutritional values are presented in the app making it more presumably 

credible, however the nutritional values in the food database might not be 100% correct, 

thus lowering the overall credibility of the application. The information that the 

nutritional values might be incorrect can be read about in the terms and agreements 
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(which are rarely read by anyone) and thus slightly hidden from the user, making the 

presumed credibility principle still active. 

The next active principle was the surface credibility principle, which is much similar to 

the principle of attractiveness. The design and well-structured navigation, as well as the 

graphics and icons which are designed with health in mind gives the application 

credibility. Furthermore, the app also gains credibility by showing the users that the 

application is really working. The way this is shown is particularly evident on the 

webpage, on which the developers have posted quotes and stories about people who have 

achieved their goals. In the mobile application the developers have chosen to instead 

show what other health-related mobile applications the user can connect MFP to. This 

strengthens the apps reputed credibility, because other developers have agreed to 

cooperate with MFP, and allow a connection to be made between the applications. 

Earned credibility was another principle. The application works just fine, however there 

are reported cases of the app not functioning correctly, which are found in the 

“commonly asked questions” section. These questions are answered by developers. The 

principle states that credibility can be strengthened over time if the computing technology 

performs consistently in accordance with the user’s expectations (Fogg, 2002). During 

the study, the application worked fine and leveled with the expectations provided by the 

detailed description on Google Play Store. This proves that the principle of fulfillment is 

also active within the application. The issues reported in the question section would, 

rather than convince people not to use the app, earn credibility and responsibility for the 

issues. The fact that developers are answering the customers’ questions is also 

strengthening the principle of responsiveness. 
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Personalized motivation 

The user is motivated throughout the application to log his or her food intake, with both 

design and hints which strengthens the principle of virtual rehearsal. However, this 

principle could be more supported and effective if the principle of personalization, timing, 

and tailoring had been more active. The application did not tailor experiences nor products 

to the user, which could have reinforced virtual rehearsal and motivated the user even more 

to log experiences and food intake. Another principle which would have helped the 

applications motivational skills is the principle of conditioning in combination with the 

principle of suggestion. These principles suggest that computing products can use positive 

reinforcement to shape complex behavior or transform existing behaviors into habits 

(Fogg, 2002). This also goes for the principle of virtual rewards, the principle of 

competition and the principle of reciprocity. 

 

An important principle in this study was the principle of similarity. It states that people are 

more readily persuaded by computing products that are similar to them in some way. This, 

Fogg refers to as the computing technology’s opinions, attitudes, personal traits, lifestyles, 

backgrounds or memberships. “The more the user can identify with the product the more 

likely they will be persuaded to change their attitudes and behaviors in the ways the 

product suggests” (Fogg, 2002, p. 99). There are some supporting elements related to the 

principle of surface credibility and attractiveness, however not enough to fully support the 

adaptation of a social role. 
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3.4 Conclusion 

Though the active principles say a lot about how MFP work as a persuasive piece of 

technology, the non-active principles say more. MFP is not a tailored or suggestive system, 

rather it provides predetermined tools, like the nutrition database, to reduce difficulties. 

Furthermore, the system is not very keen on reciprocity, rewards, showing expertise, make 

timed suggestions or motivate users through competition. Even though the application itself 

has a very clear intention (to motivate users to log their daily food intake) some of the 

persuasion methods that did not appear in the app might be useful in order to make the 

experience of logging food more fun and compelling. Implementing the principle of 

competition, as well as giving the application a social role of some kind, would give the user a 

better connection to the application. Moreover, implementing rewards would motivate the 

user more towards behavior change. 

Based on the functions that apply the persuasion principles, Fogg’s behavioral model can be 

applied to the application as well, in a number of different scenarios. Here are two examples: 

Scenario: logging food with MyFitnessPal 

Motivation Low Boring to log food manually 

Ability High Easy to log with MFP (if app is installed on phone) 

Trigger Bar code scanner makes it easier 

Targeted behavior (log food with MyFitnessPal) is likely to occur  

 

Scenario: logging food with MyFitnessPal 

Motivation High Want to log food and calories 

Ability High Easy to log with MFP (if app is installed on phone) 

Trigger Notification: "You have not logged today's lunch." 

Targeted behavior (log food with MyFitnessPal) is likely to occur  
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The Aristotelian persuasion method, of implementing ethos, pathos and logos, might need 

some work. Since the application does not adopt a role of a social actor, Aristotle’s method 

falls a bit flat. Ethos, being the character’s personality, is rather non-existent. Sure, based on 

the design choices of the application, one could argue that the application adopts an implicit 

social role. According to color theorists, the color blue is often associated with depth and 

stability, and symbolizes trust, loyalty, wisdom, confidence, intelligence, faith and truth 

(Bourn, 2011), so therefore the application could uphold an implicit social role, without 

communicating much with the user – showing off a more socially relatable persona. However, 

for the sake of the principles, the analysis still states that the MFP application does not adopt a 

social role, thus does not play on the principle of authority, thus does not apply to one of 

Aristotle’s rhetorical modes: ethos.  

Pathos, putting the audience in a certain state of mind, can be applied to the system, partially 

based on the arguments above (design choices) but also based on the rhetoric provided in the 

application. Words like nutrition and calories are not necessarily the most fun words, however 

in context with the words “progress”, “goals” or “easy”, and together with the aesthetics of 

the application, it might put the user into a state of mind where the threshold for performing 

the targeted behavior is lowered. Lastly, logos are implemented in the application, most 

effectively in the food database section, as well as in the diary-section of the application (see 

principle of cause and effect).  

Although not every persuasive principle exists within MyFitnessPal, there is still evidence of 

it working just fine. It produces results, in the way that people lose weight or become more 

aware of nutrition. As this is its purpose and intention, what activates and realized the targeted 

behavior with its users, the application works just fine with the principles that it has. 

However, one can always build upon the concept, and develop the application more towards 
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being even more persuasive and motivating, with the help of Fogg’s persuasive principles. 

 

4. The mockup  

When the application had been analyzed, and generic methods and approaches had 

been extracted from it, the methods were being converted into the mockup of the 

study application. This chapter present, analyze, critique and/or defend the app and 

design choices made for these methods to fit better into the context of the mockup, as 

well as make preparations to answer the two final research questions:  

- Are principles of persuasion applicable across different social actions 

embedded in persuasive technologies? If so – how? 

- What does an application focusing on education, with persuasion methods 

directly converted from a fitness application, look like? Is the application 

effective or even functional?  

 

4.1 Presentation and Analysis  

The new application is called GoStudy and is a mockup of a mobile application with 

persuasive principles, directly transferred from the mobile application MyFitnessPal. Instead 

of the goal being weight loss, the goal of this application is to get better grades in school. The 

way to get better grades is, according to this application, to improve the user’s study 

technique and planning skills, by planning and logging study hours and literature. The user 

can also log links to web pages or other online sources, and later compile the information to a 

list of cited works. The user can log literature by either entering the information manually 

himself/herself, searching for literature in a “library database” or scan an ISBN-number of the 
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book. The planning part of the application is to help the user be prepared in time for a lesson 

or deadline. Furthermore, the application can be connected to other apps, such as student 

portals (like it’s learning) where teachers can add literature for the students to read with 

assigned deadlines, and social media applications (like Facebook, Twitter or Google+) so that 

the users can cooperate with each other or discuss the assignments or literatures. Having apps 

that are connected to student portals strengthens the principle of reputed credibility, as well as 

add to the principles of surveillance, virtual rehearsal and social facilitation. 

Whenever a student has finished his or her literature on time (i.e. met a goal) they get praised 

by the application. If the user has not yet finished the assigned literature the system (maybe 

it’s a very long text that needs to be parted up in milestones) the system tells the user a) how 

much time he or she has left until deadline, b) that if the user should meet his or her goal, he 

or she should read x pages per day, and c) that he or she will be awarded when the assignment 

is done. This method also keeps the user using the application (mobile marriage).  

The principle of tunneling is present in the sense that the application guides the user through 

setting up a new goal, and the principle of self-monitoring is thus also very present in the 

application.   

Designing an avatar as a social actor in this application felt like an interesting experiment at 

first. However, MFP did not have such an actor, it motivated people towards acting upon the 

targeted behavior any way. Also, bearing in mind the importance of designing a social actor 

that would fit the demographic made it difficult. Thus, designing an avatar as a social actor 

became a low priority, even though the Aristotelian method of persuasion, as well as the 

principle of similarity, would have been more applicable with it. This also shows that a virtual 

avatar as a social actor might not always be as important for the actual application, as long as 

the other principles and elements are well designed and thought through.  
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To go around the avatar problem, the notifications of the application had more of a personal 

tone and acts of positive reinforcement. For example, when a deadline was met and the user 

completed a task the application would say “You Are Absolutely Awesome!”. Stretching on 

to implementing other principles of persuasion, namely the principle of praise - in addition to 

that compliment, there would be an animation of some sorts conveying success to the user, as 

well as a price and maybe a collective virtual badge or a coupon for school supplies. The app 

would maintain both the qualities of a social actor, play on the principle of cause and effect, 

praise, and reciprocity. The social actor takes the role of a “friend” or a “price-holder”, both 

attractive to the demographic, but without being embedded within a virtual avatar. 

4.2 Design choices  

The aesthetic design of the application is simple yet encouraging. It is minimalistic, rather 

similar to what Google strives for in its design. The logo is a white book with a book mark in 

it, and the “page titles” inside the application adds to a student-related application. The 

principle of attractiveness and surface credibility thus feels accurate to the application. The 

colors that have been picked out are bright and vibrant to complement a rather tedious 

targeted behavior. There is a balance between text and interface design (buttons and icons) 

which calms the space and sooths the user. The navigation of the application is always clear, 

even when the user is being “tunneled” through tasks. An example of this can be viewed in 

image 4 and 5 in the appendix.  

 

4.3 Conclusion 

 

Converting persuasive principles and the functions of another application into an application 

of another context, seems to appear successful. The app seems to work just as well as before; 
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the rhetoric is more or less the same as before, only with a slight change of words (literature 

instead of food, etc.) (see Appendix, “The Mockup”).  

Fogg’s behavioral model can be applied to this application as follows:  

Scenario: logging literature with Go Study 

Motivation Low Finds it boring to log literature 

Ability High User has all the books at hand 

Trigger The scanning function in Go Study will make the job easier. 

Targeted behavior (logging literature with Go Study) is likely to occur 

   

Thanks to the social role that the application adopted (while not being a virtual avatar) the 

Aristotelian methods of persuasion were applicable in the context and they are most valuable 

in these cases. The ethos was a friend-like character, pathos was represented by the color 

scheme as well of the rhetoric used by the social actor. Logos is established within the library 

of literature to find within the application, and the way that the social actor is explaining cause 

and effect to the user. I believe the Aristotelian method to still be one of the most effective 

methods when analyzing persuasion. 

The application strives for the user to obtain extrinsic motivation through the social flow and 

connectivity with friends, as well as cognitive consistency, also depending on the social 

connectivity. It also supports positive reinforcements through praise, cause and effect, and 

reciprocity, which are important elements of persuasion.  

5. Discussion 

In this thesis we have explored the term rhetoric persuasion, and dived in to Aristotle’s 

persuasive method (ethos, pathos and logos). Furthermore, we have explained the term factors 

that determine attitude and behavioral change. Fogg’s behavior model was introduced as a 
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bridge between the psychological part and the technological part of the thesis. It also explored 

how and why we make decisions.  

Stretching more into the field of persuasive technologies the functional triad was explained, 

stating that there are three ways that persuasive technology can act: as tools, as media and as 

social actors. We then moved on to a brief example of persuasive technologies, focusing on 

mHealth and fitness, where we talked about ethical issues related to persuasive technologies. 

The next part of the thesis focused on determining which persuasive principles were 

embedded within the application MyFitnessPal. The principles that were active within the 

application then acted as a foundation for a mockup of a mobile application which purpose 

was to encourage students to study. This goal was met thanks to the adaptation of a social 

role, however not embodied as an avatar. The social actor that was created for the application 

rather relied on rhetoric and principles than on a virtual physical body. Through the analyses 

it proves that persuasive technology is very dependent on psychology, attitude and behavior, 

and also that persuasive principles are applicable across different kinds of social actions.  It 

also proves that the Aristotelian methods of persuasion still are applicable in the persuasive 

methods of today and I argue that they are essential when analyzing persuasive technology. 

Together with the psychological factors, the ethical surveillance questions and Fogg’s 

principles of persuasion I believe persuasive technology to be an incredible research subject in 

the field of digital culture and communication – one that I look forward to see and experience 

the development of in the years to come. 
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Thank you for reading. 

You are awesome! 
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Principles of persuasion 

Persuasive technologies can function as tools: 

1. Reduction removes complex tasks for the user, in order to make them easier to 

accomplish.  

2. Tunneling leads the user, step by step, through a predetermined sequence of actions 

or events. It is quite effective for users, because it makes it easier to go through a 

process.  

3. Tailoring provides information relevant to individuals.  

4. Suggestion technology gives the users suggestions to change their behaviors at a 

very precise moment.  

5. Self-monitoring technologies allow the users themselves to monitor their attitudes 

and/or behaviors to achieve a goal or wished outcome. Examples of this would be 

a pedometer, a timer or a heart rate monitor.  

6. Surveillance technology is the exact opposite of self-monitoring technologies. 

They instead rely on allowing one party to monitor the behavior and attitudes of 

another party.  
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7. Conditioning technologies, which are computerized systems that use principles of 

operant conditioning to change behaviors. To use operant conditioning is basically 

to provide reinforcement (positive or negative) to the user (Fogg, 2002, 32-53). 

8. Cause-and-effect simulations can effectively persuade people to change their 

attitudes or behaviors by enabling them to observe a direct link between cause and 

effects. (Fogg, 2002 p. 63).  

9. Simulations based on motivational environments can also persuade people to 

change their attitudes and behaviors, and they do so through practicing (or 

rehearsing) a target behavior. These virtual rehearsal simulations also allow for 

role-playing, and can create situations that reward and motivate (Ibid, p. 69).  

10. There are simulations that are built entirely on rewards in virtual worlds, which 

can influence people to perform the target behavior more frequently and effectively 

in the real world (Ibid, p. 70). What differs these simulations from cause-and-effect 

simulations are that these simulations do not have the requirement for teaching the 

user something; the intention of having the user improve a skill or behavior is not 

that clear, as in the cause and effect simulations. (Ibid, p. 71). 

11. Lastly, when exploring persuasive technologies as media, there are simulations in 

real-world contexts. These simulations are portable and designed for use during 

every day routines (Ibid, p.78) and can be anything from infant simulators for 

parents to be, to drunk driving simulators. The big difference compared to the other 

simulations above, is that the users do not have to imagine how a virtual scenario 

might impact their lives, because they can experience it firsthand through the 

simulation (Ibid, p.81). 
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12. Physical cues discuss the importance of attractiveness. Because people have 

different views on what is attractive, designers need to understand the preferred 

aesthetics of their target audiences when creating a persuasive technology product 

(Ibid, p. 93). 

13. Psychological cues focuses on similarities. Countless of studies have shown that 

people are more readily persuaded by people that are similar to themselves in some 

way (Ibid, p. 99), simply because we like similar people more.  

14. Linguistic social cues often focus on praise. By offering praise, via words, images, 

symbols, or sounds, computing technology can lead users to be more open to 

persuasion (Fogg, 2002, p. 105).  

15. Social dynamic cues are probably the most current cues used on the web today, 

especially in e-commerce sites. It focuses on the reciprocity phenomenon that 

states that if I do something for the computing system, I get something in return 

(and vice versa) (Tracy, 2015).  

16. Principle of Trustworthiness: If a computer product is considered trustworthy 

(unbiased, fair and truthful) it will have increased powers of persuasion. (Fogg, 

2004, p. 123-124, 257) 

17. Principle of Expertise: Not only does the product need to be trustworthy, it also 

need to be knowledgeable. The more expertise, experience and competence the 

product has the more persuasive power it gets. (Ibid, p. 124-125, 257) 

18. Principle of Presumed Credibility: People approach computing technologies with 

a preconceived notion about credibility, based on general assumptions about what 

is and is not believable. 
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19. Principle of Surface Credibility: People make initial assessment of the credibility 

of computing technologies based on firsthand inspection of surface traits like layout 

and density of ads. 

20. Principle of Reputed Credibility: Third-party endorsements, especially from 

respected sources, boost perceptions of credibility (Ibid, p. 135-136, 258). 

21. Principle of Earned Credibility: Credibility can be strengthened over time if 

computing technology performs consistently in accordance with the user’s 

expectations. (Ibid, p. 136-137, 258). 

22. Principle of (near) Perfection: Computing technology will be more persuasive if 

it never (or rarely) commits what users perceive as errors (Ibid, p. 138, 258). 

23. Principle of “Real-World Feel”: A website (or mobile application) will have more 

credibility if it highlights the people or organization behind the content and services 

it provides. 

24. Principle of Easy Verifiability: Credibility perceptions will be enhanced if a web 

site makes it easy for users to check outside sources to verify the accuracy of the 

site’s content. 

25. Principle of Fulfillment: A website still will have increased credibility when it 

fulfills users’ positive expectations. 

26. Principle of Ease-of-use: A website wins credibility points by being easy to use. 

27. Principle of Personalization: According to studies, websites that are offers 

personalized information (recognizes a user or suggests information based on 

previous entries) are considered more credible and smart to users. By boosting 

credibility, the site also increases its chances to persuade (Ibid, p. 172, 259) 

28. Principle of Responsiveness: Another way to boost credibility is to make the 

computing product as responsive as possible. By responsive, Fogg implies having 
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the website respond quickly to the user’s needs, or send purchase confirmations to 

the user’s email ((Ibid, p. 172, 259), rather than the site being suitable for different 

screen sizes.  

29. Principle of Timing: Fogg predicted in 2002, that mobile devices would be ideally 

suited to leverage the principle of timing (or “opportune moments”), to increase the 

potential to persuade. As explained in a previous section of this thesis, timing is a 

very important factor when persuading a user to change his or her behavior. 

30. Principle of Convenience: Interactive experiences that are easy to access (ideally 

just a click away on a mobile device) have greater opportunity to persuade. 

31. Principle of Mobile Simplicity: Easily designed applications are (most often) also 

easy to use, and easy to use applications have a greater potential to persuade. 

32. Principle of Mobile Loyalty: Mobile applications that are perceived to serve the 

needs and wishes of the owner first, rather than those of an outside party, will have 

greater persuasive powers (Fogg, 2002, p. 259).  

33. Principle of Mobile Marriage: Mobile applications designed to persuade should 

support an intensive, positive relationship (many interactions or interactions over a 

long time period) between the user and the product. 

34. Principle of Information Quality: Computing products that delivers current, 

relevant, and well-coordinated information has greater potential to create attitude 

or behavior change. 

35. Principle of Social Facilitation: People are more likely to perform a well-learned 

target behavior if they know they are being observed via computing technology, or 

if they can detect via technology that others are performing the behavior along with 

them. 
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36. Principle of Social Comparison: People have greater motivation to perform a 

target behavior if they are given information, via computing technology, about how 

their performance compares with the performance of others, especially others who 

are similar to themselves. 

37. Principle of Normative Influence: Computing technology can leverage normative 

influence (peer pressure) to increase the likelihood that a person will adopt or will 

avoid performing a target behavior. 

38. Principle of Social Learning: A person will be more motivated to perform a target 

behavior if he or she can use computing technology to observe others performing 

the behavior and being rewarded for it. 

39. Principle of Competition: A computing product can motivate users by leveraging 

human beings’ natural drive to compete. 

40. Principle of Cooperation: Human beings also have a natural drive to cooperate. 

This is also a useful factor in persuasive strategies. 

41. Principle of Recognition: By offering public recognition (individual or group), 

computing technology can increase the likelihood that a person or group will adopt 

a target attitude or behavior.  

 

Quantitative analysis of recommended apps 

In order to choose an application to analyze, a quantitative analysis was made based upon the 

recommendations from androidauthorities.com. The data in the table below was accessed from Google 

Play Store, except from the percentage data which was calculated in Excel. The table consists of five 

categories: number of reviewers, number of ratings (five out of five), percentage of ratings (five out of 

five), average rating on Google Play Store, and number of installs/downloads of the app. 
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After the data was implemented in the table and the percentage was calculated, the highest, and second 

highest value(s) in each category was highlighted. The result (the most popular of the recommended 

apps) was based on the most highlighted areas per app. In this case, MyFitnessPal was the app with the 

most highlighted areas. On second place came the C25K (Couch to 5K) by Rundouble.  

Quantitative analysis of the recommended health and fitness Android applications from 
androidauthority.com 

# Application name 
Reviewers 

Ratings 

(5/5) 

Ratings 

(%) 
Avg.* 

Downloads/Installs 

1 
C25K (Couch to 5K) by 

Rundouble 
12966 10940 84% 4,7 1-5 Million 

2 
Calorie Counter - 

MyFitnessPal 
995956 738747 74% 4,6 10-50 Million 

3 
NexTrack: Making 

Exercise Fun 
20580 13536 66% 4,4 500,000 - 1 Million 

4 
Endomondo Running 

Cycling Walk 
236296 152280 64% 4,4 10-50 Million 

5 
FitNotes Gym Workout 

Log 
6885 4259 62% 4,3 500,000 - 1 Million 

6 Google Fit 112805 52192 46% 4,0 5-10 Million 

7 Ingress 251425 163260 65% 4,3 5-10 Million 

8 
JEFIT Workout Exercise 

Trainer 
34142 22844 67% 4,5 1-5 Million 

9 Nike+ Training Club 43830 27337 62% 4,2 1-5 Million 

10 Pocket Yoga 946 565 60% 4,4 10,000-50,000 

11 Progression 543 340 63% 4,4 10,000-50,000 

12 Runkeeper 283516 180118 64% 4,4 10-50 Million 

13 
Runtastic Running GPS 

Tracker 
391415 267557 68% 4,5 10-50 Million 

14 
Sports Tracker Running 

Cycling 
117384 75703 64% 4,5 5-10 Million 

15 
Strava Running and 

Cycling 
117989 82694 70% 4,6 1-5 Million 

16 Sworkit Personal Trainer 24444 16003 65% 4,4 1-5 Million 

17 Workout Trainer 86638 48443 56% 4,2 10-50 Million 

18 
Zombies, Run! 5K 

Training 
2991 1892 63% 4,3 100,000-500,000 
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*Average rating 

        

Color 
coding: 

Highest value 
Second 

highest value  
  

 

 

 

Qualitative Study of MyFitnessPal 

  Analyzing With Principles of Persuasion (Fogg)     

  A qualitative Study of the mobile health application: MyFitnessPal       

            

# Persuasive principles Applicable Where? Example! 

1 Reduction Yes  The nutrition and calorie database. Overall easy input of foods. 

2 Tunneling Yes  
Information input.  
Food logging according to time (breakfast, lunch, dinner...) 

3 Tailoring No 
The application does not suggest food or diets based on previously 
entered information. 

4 Suggestion No 
The system does not suggest actions that the user should take, rather it 
informs the user of his or her goal and the ways to get there. 

5 Self-monitoring Yes  
The system is built around the user entering information about the food 
he or she has been eating. 

6 Surveillance Yes 
Even though the system is not adopting any particular social role, the 
system does act as an observer to the user – motivating him/her to 
pursue a goal. 

7 Conditioning No 
The user does experience reinforcement from the system in the form of 
notifications. However, they are not really perceived as positive (which is 
a requirement according to the principle). 

8 Cause and Effect Yes  

At the end of a day, users get to finish the log by pressing a button. When 
this happens a text pops up to inform the user of how long it will take 
him or her to get to a specific milestone if he or she will continue eat like 
they've done that day. 

9 Virtual rehearsal Yes 
The system provides a motivating simulated environment in which to 
rehearse a behavior.  

10 Virtual rewards No 
The system does not act as a simulation in which the user is rewarded for 
performing a targeted behavior. 

11 
Simulations in real-
world contexts 

Yes  Barcode scanning 

12 Attractiveness Yes  
The application looks contemporary and sophisticated in its interface 
design, animations and graphics. 

13 Similarity No 
The app as a social actor does not play onto any particularly similar 
features or attitudes onto its users. 

14 Praise Yes  Whenever a user reaches a goal the system congratulates the user. 

15 Reciprocity No 
The system itself does little for the user except decreasing the level of 
difficulty for logging food and keeping track of calories. 

16 Authority No  
The application does not adopt any particular social role, however, based 
on the principle of praise and many questions asked by the application 
the app does portray a hint of an authoritative personality. 
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17 Trustworthiness No 
The app is not biased nor unfair in any way, mostly because it is self-
monitored. 

18 Expertise No  
The mobile app does not showcase any recommendations or affirmations 
of expertise concerning the food database. However, on the website the 
food database is more promoted and verified. 

19 Presumed Credibility Yes 
Nutritional values are presented in the app making it more presumably 
credible 

20 Surface Credibility Yes 
The simple and well-structured design makes the app more credible, ads 
are not dense. 

21 Reputed Credibility Yes 
Especially apparent on website, however also apparent in an app section 
called "Apps and Units". 

22 Earned Credibility Yes  
Works fine. Reported cases of the app not functioning correctly are found 
in the Commonly asked questions. These are answered by developers. 

23 (Near) Perfection No See "Earned Credibility" 

24 Real-World Feel No Neither in app or website. 

25 Easy Verifiability Yes Users can double-check accuracy of nutrition on produce. 

26 Fulfillment Yes 
Since the app is so very focused on self-monitoring, the app has 
difficulties failing expectations.  

27 Ease-of-use Yes  The application is easy to navigate 

28 Personalization Yes  
The application tracks the user’s progress and saves the data, yet does 
not tailor experiences nor products to the user. 

29 Responsiveness Yes  A well-structured Help-section is available in the app 

30 Timing No  

The application tells the user to log his or her food intake if the user have 
forgotten it during the day, however the app does not come with any 
timed suggestions, like: “Hey, now it’s time to log your lunch!”, rather the 
applications says: “You forgot to log your lunch today”. 

31 Convenience Yes  
The time it takes to log food is not long. And it is even more reduced with 
the bar scanning function. 

32 Mobile Simplicity Yes  See "Ease-of-use" 

33 Mobile Loyalty Yes  The application is very focused on the user. 

34 Mobile Marriage Yes 
Weight loss is not a quick fix, see "Cause and Effect" for explanation of 
how the app works to uphold relationship with user.  

35 Information Quality No Nutrition database. 

36 Social Facilitation Yes 
See "Praise", also connecting the app with Facebook or Google+ is 
available, in order to post progress. 

37 Social Comparison Yes 
Seeing data of other people's (friends’) progress is available in the 
application 

38 Normative Influence Yes 
Since a user can see other people’s progress in the feed section of the 
app, it would definitely influence people to log their foods, or exercise. 

39 Social Learning Yes Besides being rewarded for behavior, this fits the principle. 

40 Competition No There are no competitive elements or functions in the app. 

41 Cooperation Yes  Reach goals with friends. 

42 Recognition Yes See "Personalization" 
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The mockup 
 

 

 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Image 1:  Go Study 
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Image 2: GoStudy - Registration 

Image 3: GoStudy – Registration part1 
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Image 4: GoStudy – Registration part2 

Image 5: GoStudy – Registration part3 
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Image 6: GoStudy – Home Feed 

Image 7: GoStudy – Library 
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Image 8: GoStudy – Study Board 


