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A. Summary of Need Areas 
Based on our findings from our Stage 1 Report, we uncovered four main need areas with regard to 
developing a tracking wearable: 
 

1. Instant feedback/guidance.​ Gym-users want a method of evaluating form and providing instant 
feedback to correct or maintain it, as to increase safety and prevent injury.  

2. Easy and worthwhile.​ ​Gym-users, with some being under time constraints, want their trip to the 
gym to be easy and worthwhile.  

3. Affordability.​ Gym-users are extremely interested in accurately tracking their workouts, and 
desire an affordable yet innovative alternative to traditional tracking wearables that may not be as 
precise. 

4. Aesthetics.​ Gym-users want their tracking wearables to be stylish, modern, and fashionable. 
 
B. Qualtrics Survey Items 
Based on our need areas and findings in our Stage 1 work, our group developed five statements for each 
of our four need areas. These questions were used to gauge consumer perception for each of our three 
main competitors: Nadi X Yoga Pants, Athos Apparel Leggings, and the Physiclo Pro Resistant Tights. 
Respondents rated items on a seven-point Likert scale (Strongly Agree, Agree, Somewhat Agree, Neither 
Agree Nor Disagree, Somewhat Disagree, Disagree, Strongly disagree).  
 
Need Area #1: Instant feedback and guidance 

● This product gives me feedback. 
● This product corrects my form. 
● This product tracks my performance. 
● This product gives me confidence in my workout. 
● This product makes me feel safe. 

 
Need Area #2: Easy and Worthwhile 

● This product makes my workout more efficient. 
● This product makes my workout more effective. 
● This product does not restrict my workout. 
● My workout is faster with this product. 
● This product saves me time. 

 
Need Area #3: Affordability 

● This product is affordable. 
● This product is worth the money. 
● This product is within my budget.  
● I can afford this product. 
● This product is too expensive. 

 
Need Area #4: Aesthetics  

● This product looks ideal for the gym.  
● The design of this product gives me pleasure. 
● This product looks fashionable. 
● This design reflects a stylish workout clothing item.  
● This product would improve my style. 

 

 



In addition to the twenty questions regarding need areas, we also asked respondents about their intentions 
to purchase our competitors’ products: 

● I would like to purchase this product. 
● If I was in the market for this product category, I would buy this product. 
● I consider this as my preferred product in this category. 

 
We also collected some general demographic data that included gender, age, and ethnicity. 
 
C. Survey Data Collection 
Our team collected data by distributing our Qualtrics survey to friends, colleagues, and family that we 
knew used or are interested in incorporating tracking wearables in their daily lives and while at the gym. 
We also distributed our survey on forms of social media such as Facebook, Instagram, and LinkedIn. We 
sent our survey out to around 100 individuals and we were eventually able to gather responses from 41 
unique respondents that were able to successfully complete the survey. In addition to the successfully 
completed surveys, 24 respondents failed to fully complete the survey and submit their responses, while 3 
responses were submitted but lacked responses to the asked-for data; these individuals were removed 
from the final data set. In analysing our data, we found that the majority of respondents were female 
(58%). Most responses also came from those within the ages of 18-25 (78%). We also gathered responses 
from those within the ages range of 36-45, 46-55 or above. 
 
D. Results 
Our group ran our Qualtrics survey results through SPSS to discover our survey produced five significant 
factors (Eigenvalue >1), seen in the Scree Plot in Appendix B. However, we discovered only 3 of the 
factors maintained a consistant value of .6 or greater. This challenged our survey’s four factor outline and 
four need areas. Upon further inspection, we discovered the three significant factors from the analysis 
were instant feedback/guidance, affordability, and aesthetics. We came to this conclusion through 
evaluating the factor values assigned to each attribute. In the end, we chose the three attributes that had 
factor scores greater than or equal to 0.60. According to the SPSS data analysis report, the factor with the 
highest eigenvalue was feedback at 7.215. 
 
E. Factor Coefficient Matrix 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



F. Mean Scores by Competitors 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 
G. Factor Scores by Competitors 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 
 
H. Factor Analysis Score 
 
 
 
 
 
 
 
Since the overall factor scores ranged from 2.22132 to 4.155232, we determined that the market is 
deficient in the factors closer to 2 and sufficient in the factors closer to 4.50. In addition, the average score 
of each factor can help us determine which factors the present market is lacking the most.   By calculating 
the average score of each factor, we established that our competitors were insufficient in affordability (an 
average score of 2.43047) and providing feedback (an average score of 2.95091).  
 
I. Gap Maps 
According to the data above,  the need areas reside between feedback/guidance, affordability, and 
aesthetics. We analyzed each map and used  to determine the gaps our product could potentially fulfill 
(see Appendix A). In the map, we decided to set the ranges 0 to 4.5/5 on the axes because they 
represented our data’s factor score sums. We used aesthetics as the vertical axis and feedback as the 
horizontal axis. Our competitors were spread throughout the map with Physiclo dominating feedback and 
Athos as the leader in aesthetics. The future product would have to be in the upper right corner of this 
map. When contrasting aesthetics and affordability the new product would have to compete in terms of 
aesthetics and differentiate itself in affordability. The gap map which compared affordability and 
feedback we can see that the need area is in the upper right corner. In this map the new product would 
need to provide quality feedback at an affordable price. With these results, we can confidently say that the 
new product needs to focus on affordability and providing feedback/guidance. Ultimately, the future 
product will need to improve on providing feedback/guidance, affordability, and aesthetics. 
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