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In an increasingly digital world, technology has been embraced in diverse ways in people’s 

individuals’ efforts to practice sports to more community

platforms’ objective is to assist their users in overcoming barriers hindering them from 

Health is determined by numerous variables in ones’ life. Increasingly significant over the last 

century, individuals’ lifestyles have arguably the most influence on leading to positive or 
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physical (environmental) and social factors as well as one’s own 
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perceptions about their neighborhood hinder LMA’s residents’ efforts towards a fitness life 

ese business’ customers can 

(Dugalić and Krsteska, 2013). Likewise, spor



and the population’s level of basic digital skills remain

there is an evident void for a platform that acts as a <Uber Eats for sports venues= 

master’s degree students. It

. The platform’s objective is to empower people to take control of their health and 

Inertia’s social media ad. Source: author’s 



Hence, Inertia’s main 

•

•

•

•

•

•

•

•

•

•



•

Inertia’s mobile app interface Source: author’s own elaboration.

Inertia’s ultimate goal is to empower and connect sports enthusiasts and 



Inertia’s expansion 

<How can Inertia 

=

solutions that might influence Inertia’s market penetration to retention. These are listed below:
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part of shaping companies’ customer 

experiences and practical service offering (Zomerdijk and Voss, 2010). The customers’ 

(Berry et al., 2002). Holmlid and Evenson (2008) describe the customer journey as a walk <in 

the customers’ shoes= where the customer experience with the service provided is examined 

omer’s point of view.



consumers when exposed to companies’ pieces of advertising, products or services, websites 

customers’ experiences with the company and overall customer behavior thoroughly analyzed 

provided by Court et al.’s (2009)
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owned touch points. For instance, customers’ experience with a company’s 
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influencers or by the spread of word of mouth beyond the firm’s control. These 

touchpoints expand a brand’s value independently from the firm and greatly benefits 

•

or other customers can exert indirect or direct influence on one’s purchase intention. 

it examines the factors that influence individuals’ acceptance of given technology. Widely used 



consumers’ behavior towards technology.

model on the notion that people’s intention to adopt a piece of technology can 

Thereby, these two core variables influence another variable, namely <attitude toward use= 

(ATT), which in turn shape individuals’ <behavioral intention to use= (BI) the technology. At 

theoretical basis in analyzing users’ adoption of digital platforms (Venkatesh and Davis, 2000). 

such as Roger’s Diffusion of Innovations (2003) and the Unified Theory of Acceptance and 

examined in particular had significant effects on users’ behavior. Additionally, TAM has seen 



academia, is the user’s decision to start using a piece of technology after initial exposure to it. 

–

’s assumption that the actual usage of technology X depends 

– –



app’s features and proposed value (Kalra et al., 2024). Trialability, as

reenforced by its effect on perceived value. When users clearly understand the app’s proposition 

service as posed by O’Brien and Toms (2008), two widely cited authors in the subject. 

first’s interest and attention. This means that engagement is often a strong indicator of 

users’ attention 

to the platform. Gamification goes in line with Eyal’s (2014) Hook Model on how to build 

bridging the real and the digital world can introduce the app more deeply in the users’ day



essential to keep engagement (O’Brien and T

Aligned with Roger’s (2003) confirmation stage in the Diffusion of Innovations theory, 

essential for any product’s long

where users trust an app’s credibility and overall safety, the brand builds a path towards loyalty 

. Friends’ workout updates and friend invites to join sports in your area can serve as 



They can leverage user satisfaction through the users’ own feeling of gratification bolstered by 

ven a simple <well done!= text. At last, user needs and the market 

rates (Cho et al, 2020; Lee and Cho, 2016). Early dropouts limit the platform’s PU, so brands 

enhance the study’s quantitative research reliability and improves 

serving as a numerical complement to TAM’s theory



This study’s research the population targeted by Inertia itself, which includes 16 to 

users would respond and evaluate Inertia’s concept, even th



Inertia’s users, this means that if they perceive the app as valuable for their needs and intuitive 
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of a sports session. An example of a question is <

=
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respondents’ thought the platform would be simple to use: <

most from using fitness planning apps?= followed by a likert scale item <not easy to 

use.=

•

<I would recommend an app like this to friends who play sports= in a likert scale

•

respondent to use Inertia in their routine: <

time organizing games= in a 

the latter numeric value. For example, a respondent’s PEOU score comes fr



with Inertia’s intended market and shows a digitally active young population. The gender 
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• σ

description of the app’s features throughout the survey seemed easy to use. There is a 

• σ

• BI’s results averaged to 4.67 and its σ



This study employs a reliability test using Cronbach’s alpha to evaluate internal inconsistency 

PU’s alpha is measured over 9 items of the survey and the results show excellent consistency, 

α = 0.88

reliable for analysis. The ATT construct’s α

α

the liability in smaller scales. Similarly, BI’s reliability analysis indicated low credibility, 

α

into consideration, with only 3. While BI’s α

β
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with Davis’s (1989) finding that PEOU is strongly correlated with PU. He

Portuguese users find Inertia’s platform intuitive and easy

the app’s benefits more noticeable and hence encourage customers to keep returning to the app.

β

β

explain close to 55% of the variance in users’ intention to use Inertia. Deeper, ATT emerged as 

Inertia, providing features that users find truly useful will directly increase the app’s userbase. 
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engagement and focusing on extended retention of Inertia’s customer base through an 

implications for Inertia’s venture in Portugal.

For the first research question <

=, 



<What fitness app features are most valued by 

Portuguese users and how should they be implemented=

showing that perceived usefulness is crucial to form positive attitudes and increasing users’ 

indicates that usability greatly impacts users’ perception of value. Keeping that in mind, Inertia 

<What are the barriers to adoption of Inertia in the 

Portuguese market? What strategies can Inertia implement to overcome these obstacles=

analysis pointed that although PEOU indirectly influences actual use through TAM’s causal 

Hence, Inertia’s biggest challenge in the Portuguese market is fostering sufficient perceived 



ensure Inertia’s possible users have positive attitudes towards the platform. Thus, Inertia’s 

depth interviews provide richer insights into user’s 

Third, the brand’s app is not yet launched in the Portuguese market. So, survey respondents did 



the population as well as portraying the app’s true value more clear

A last limitation would be the results of Cronbach’s 
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