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INTRODUCTION 
 
It was May 10, 2017, and Lisa Becker had just started her new job as a manager in the Strategic Planning 
group at the sportswear manufacturer Adidas, at their corporate headquarters in Herzogenaurach, 
Germany.  Lisa had just completed her MBA at The Wharton School, and was eager to make a good 
first impression at her new employer.  For her first assignment, she had been asked to research recent 
technology trends that were relevant to Adidas’ product offerings.  Her findings would be included in 
an upcoming board meeting, where the firm’s “digital” strategy would be discussed.  As part of her 
assignment, she needed to examine what new technologies and products were emerging, propose a 
systematic way to make sense of these technologies, and determine what their implications might be for 
changing the way that customers and firms interacted.  Her initial search yielded a variety of companies.  
As a first step to trying to organize the products, she loosely classified them into three categories:  New 
devices, apps that used existing devices (e.g. smartphones), and other new products or services.   
 
 
New Devices 
 
FITBIT 
 
Within the last few years, Fitbit had already become a well-known brand of fitness trackers. The core 
of Fitbit’s business was its hardware devices, which included an array of fitness tracking bracelets, a 
clip-on pedometer, smart watches, and a scale.  By using the devices, users had the ability to track 
their food intake, activities, sleep, and weight in real time and could set regular goals for each metric, 
such as calories burned and distance walked. With an open application program interface, the 
companion Fitbit app also gave the user the flexibility to interface with other fitness tracking apps, 
while still staying connected to the Fitbit hardware. In March 2016, Fitbit announced a software 
integration with the Amazon Echo artificial intelligence device to encourage movement if a user had 
been sedentary for too long. 
 
In addition to offering a convenient way to track progress towards fitness goals, Fitbit also maintained 
a strong, active community of users where users could be publicly accountable for their workout 
progress and maintain motivation. In addition to the devices and user community, users could also 
purchase Fitstar, an accompanying personal trainer app that created personalized workout routines 
through a series of exercise videos that could be viewed through the app.  Videos featured expert 
personal trainers that provided tips and demonstrations to guide users through the exercises.   
 
 
 



APPLE WATCH 
 
The Apple Watch demonstrated a different approach to entering the wearable fitness tech market. 
Unlike Fitbit and Nike, Apple already had a core business in both consumer tech devices and software. 
The company already had the iCloud and iOS ecosystem, but was reaching saturation with its existing 
product line of phones, desktops, laptops, and tablets.   The Apple Watch added another product 
extension in Apple’s “sweet spot”: the integration of consumer hardware and software. Apple 
generated substantial value for all its product lines with healthy margins, with the Apple Watch 
playing a critical part of the company’s product development and brand extension.  
 
The Apple Watch tapped into the ecosystem of other Apple products, and tracked calories burned, 
heart rate, and movement, and included a sensor to measure blood saturation.  However, Apple did 
not actively cultivate a fitness-oriented community the way its competitors did, and some analysts 
had suggested that Apple was positioning the Watch to target overall health as opposed to fitness.  
Apple emphasized general device and information integration: phone, health, and communication and 
instead of building a community among users, they focused on building an ecosystem within each 
user.  Although the company had a remarkable record of successes with new products, the Apple 
Watch had yet to prove that it could succeed in the same way as previous Apple products. 
 
 
RALPH LAUREN POLOTECH SHIRT 
 
The Ralph Lauren PoloTech shirt was developed in collaboration with Montreal-based startup 
OmSignal, and represented a new fusion of technology and clothing.  The "second-skin" fabric 
workout shirt had silver fibers woven directly into the fabric and a small, sensor-filled black box that 
snapped into the shirt near the rib cage, to track biometric stats including steps taken, the user’s heart 
rate, breathing depth, and energy exertion.  The shirt had recently become available at a retail price 
of $295. 
 
Users who purchased the shirt also downloaded an app that synced data with the PoloTech shirt.  The 
goal of the app was to offer real-time analysis and workout suggestions based on the data recorded 
from the shirt, and was intended to address one shortcoming of many of the current wearables devices 
currently on the market:  While there were many devices that could track what a user did, there were 
relatively fewer devices that could tell a user what to do next.  While the PoloTech shirt was currently 
only focused on innovating in athletic apparel, Ralph Lauren indicated it intended to infuse similar 
technologies into more casual apparel as well, and was considering using it in formal suits.   
 
The PoloTech shirt represented what appeared to be a broader trend toward enhancing the 
functionality of apparel by integrating clothes with technology.  At the 2017 Senior Design Project 
Competition held by the University of Pennsylvania’s engineering school, the winning innovation 
was given to Backster, a shirt with embedded sensors that provided real-time feedback on the user’s 
posture.  As new and potentially similar products continued to be developed in the space, 
differentiation would likely be critical to ultimate success. 
 
NIKE+ 
 
Developed by Nike in 2006, the Nike+iPod Sports Kit was an activity tracking device that recorded 
the distance and pace of a walk or run.  The original device consisted of a small transmitter device 
attached to or embedded in a shoe, which communicated with either the Nike+ Sportband or a receiver 
plugged into a variety of iPod or iPhone models.  When the iPhone launched with a built-in 
accelerometer, Nike launched the Nike+ Running app that did not require a specific shoe or sensor. 



During the course of the workout, audio feedback by a male or female voice would inform the user 
when milestones were completed, and provide congratulations when a significant achievement was 
made.  Users were also able to join online communities where they could post their personal 
achievements, and challenge others.  Nike then released its own fitness tracker bracelet, Fuelband, in 
2012, marking its move into the hardware space.  However, Nike discontinued the Fuelband in 2014 
to focus on apps and reduce its efforts in hardware. 
 
While Nike+ was similar to Fitbit in the sense that it was an activity tracking device, Nike’s strategic 
objective in the wearables space was quite different.  The firm’s strategy with Nike+ was less about 
trying to create and extract value in the fitness tech space itself, but rather to generate more demand 
for its core business: shoes and apparel. Although Nike abandoned the Fuelband, it had been 
successful in generating increased sales of its core products through targeted advertising of products 
through its app.  Nike+ had also been a positive and significant driver of attracting new sales from 
newer and casual athletes, and customers provided critical data to Nike about their behaviors and 
athletic activities by using Nike+. Nike had subsequently invested in analytics because of the potential 
to increase demand for its apparel and shoe products.  
 
 
SENSORIA SMART SOCK FITNESS TRACKER 
 
Created by former Microsoft executive Davide Vigano and Maurizio Macagno, the Sensoria was an 
anklet device attached to a special running sock that users could wear while running to help prevent 
injuries.  Special sensors in the bottom of the sock measured where the user’s foot made contact with 
the ground and for how long. The anklet contained a CPU that analyzed data from the sensors, which 
relayed a rich variety of data to an accompanying smartphone app.  The app displayed a detailed heat 
map of where pressure was being placed on the foot, along with detailed statistics regarding foot 
contact time, cadence, steps taken, stride length, and speed.  This information was shown in the 
Sensoria app, so users could adjust their movements in real time.  The app also gave audio alerts in 
real time, where an automated voice provided feedback about any incorrect foot-strike patterns or 
other needed adjustments to prevent injury.   
 
 
94FIFTY SMART SENSOR BASKETBALL 
 
For over a century, basketball required a substantial amount of trial-and-error practice and coaching 
to coordinate the various movements of the legs, arms, and wrists successfully.  To augment the 
process, InfoMotion sports created the 94Fifty basketball, which contained sensors embedded in a 
standard regulation-size basketball, and was sold for $185 retail.  The ball used six sensors that 
detected force, speed, ball rotation, and ball arc during shots taken and dribbling, and transmitted data 
to within 100 milliseconds to a smartphone app that could be located up to 90 feet away. The app 
provided feedback to users in real time by giving suggestions to improve the user’s form and 
movements, and had two modes, one for “skills training” and the other for “workouts.”  The workout 
mode focused on improving release time and accuracy of shots, while skills training focused on 
specific movements, such as shot arc, backspin, and release speed.  However, the ball could not yet 
detect a made or missed shot, so users were required to keep track themselves and enter the data into 
the app at the end of the drill.  
 
 
 
 
 



BABOLAT PLAY AND POP 
 
Headquartered in Lyon, France, Babolat was a leading badminton, tennis and squash equipment 
company that had produced high-quality strings for tennis rackets since 1875.  Recently however, the 
company had become a pioneer in connected sport technology.  Two of its innovative products, 
Babolat Play and Babolat Pop, were designed to integrate devices into traditional tennis equipment.  
 
Babolat PLAY was a tennis racket that contained an accelerometer that measured the direction of the 
racket and a gyroscope that measured the rotation of the racket. The racket also had a piezoelectric 
sensor that measured the vibration of the racket to measure the location of the ball on the racket when 
impact occurred.  Similar to other devices, data collected from the sensors synced with a smartphone 
app that provided a variety of statistics, including the number of forehands, backhands, spin, serves, 
and overheads, as well as how hard users hit the ball.  The app also provided an “energy” score which 
indicated how active users were, and compared their performance statistics to the performance of top 
professional tennis players.  Users could also compare their performance statistics with friends or 
other members of an online community. 
 
Babolat POP was a connected wristband dedicated to tennis, which also used sensors to record 
movements while users played the game, where players could use any tennis rackets they wished.  
Used in conjunction with a smartphone app, the POP tracked similar statistics to the PLAY and 
allowed users to share their performance statistics in an online community as well.   
 
 
Apps 
 
UNDERARMOUR MYFITNESSPAL 
 
Under Armour acquired San Francisco-based health app MyFitnessPal in 2015, which had over 80 
million users at the time of the acquisition.  The acquisition gave Under Armour what it referred to 
as the “largest digital health and fitness community in the world.”  Based upon information provided 
by the user, the app recommended a daily net calorie target to achieve your weight loss (or gain) 
goals.  As users ate and exercised throughout the day, they entered information regarding meals and 
exercise in the app’s online diaries. MyFitnessPal then calculated the number of calories consumed 
from food and burned from exercise, and notified users how many calories they had left to eat for the 
day.  Users regularly checked in with the app to report their weight to track progress over time and 
adjust calorie goals. 
 
Under Armour had been using data collected from the apps to inform future product development of 
activity tracking fibers built into Under Armour apparel. Unlike Nike+ however, MyFitnessPal did 
not offer Under Armour products through the app based upon analysis of the data it collected from 
users. 
 
SPOTIFY RUNNING 
 
Spotify was a subscription based, music streaming app developed in 2006 in Sweden, and could be 
downloaded for free or users could pay $9.99 per month for its premium service. With Spotify 
premium, there were no ads, users had access to mobile listening and high quality audio, and music 
could be listened to offline. Spotify had 100 million users, 30 million of which were paid subscribers, 
who had access to over 30 million songs.  Despite the app’s popularity, some popular artists, such as 
Taylor Swift, removed their music from the service due to disagreements over artist compensation.  
 



In May 2015, Spotify launched Spotify Running, a feature which tracked users’ tempo and played 
music with a matching number of beats per minute.  For example, if users ran at a slower pace, slower-
paced music matching the user’s speed would be played, while a faster pace would lead to faster-
paced music.  There were two options with this feature: running originals and running playlists. 
Originals were new, original instrumental tracks created by Spotify for different running moods. On 
playlists, there were playlists created by Spotify with specific songs suggested to users based upon 
analysis of their listening history. Spotify Running could be used with both the free and premium 
accounts.  However, free users were limited in the number of songs they could skip and listened to 
advertisements between songs, while premium users had no constraint on skipping songs and did not 
hear advertisements. In 2016, Spotify announced plans to go public after the company raised $1 
billion in convertible debt from investors.  Despite Spotify’s popularity, the company had yet to report 
a profit due to the high commissions it paid to artists and record labels. 
 
Reviewers of the product found that Spotify Running didn’t change the workout of users but did help 
motivate runners to improve it. The playlist generator feature allowed users to discover new music 
based on tempo and genre preference. It automatically created a playlist and users had genre options 
of Upbeat Run (pop), Indie Kick, Electronic Moves, #&*% Running (punk), Mood Booster (various 
upbeat music), Hip Hop & RnB, Throwback Hits (80s and 90s), Country Running, Rock to the Beat, 
and Total Metal playlists.   
 
 
 
ACTIVEx 
 
ACTIVEx was a community-based fitness app that was founded in November 2008.  The app 
provided customized Tabata workouts (a form of high-intensity interval training), training plans, and 
weekly content to help users achieve their fitness goals.  In addition to Tabata workouts, the app also 
offered spin classes with digital coaching aimed at users of any fitness level. ACTIVEx was created 
by Active Network LLC, an American multinational corporation that provided SaaS for activity and 
participant management.  
 
The app offered Tabata-based workouts, group Tabata, training programs, and the ability to create, 
organize, communicate, and celebrate users’ own group training workouts. The workouts created by 
ACTIVEx were customized based on users’ ability, equipment, and available time. The exercises 
came with how-to videos and thorough written explanations to ensure users could safely and 
effectively complete the workout. The app also came integrated with Spotify to motivate users with 
music while they trained. The app was free to download but premium access costed $3.99 per month 
and gave access to unlimited Tabata workouts, training plans, spin bike workouts, and additional 30 
day challenges, such as squat and ab challenges.  
 
The unique feature of the app was the ability to form Packs, groups of users with similar fitness goals.  
A Pack could be one with which you identify with from an athletic perspective, such as “active 
moms”, or one created by an individual user that invited other users. ACTIVEx founders’ motivation 
was rooted in communities of like-minded people encouraging each other to achieve their goals. Once 
users were in a Pack, members could organize training events, post articles or tips from their own 
experience, and celebrate other members’ success. 
 
 
 
 
 



RISE 
 
Rise was a mobile app for dieting and health that was launched in 2014 by Suneel Gupta.1 The app 
cost $14.99 per week to use and connected users with nutritionists to help users achieve their weight 
loss goals. On average, members were able to lose one pound per week.2 The goal of the app was to 
make nutritionists more easily available to people by offering virtual appointments for $14.99 per 
week versus $300.00 a month for a traditional face-to-face appointment. The app also integrated 
with other fitness apps such as Apple Health, Fitbit, and Lose It!, so users could share other fitness 
information with the coach.3 

 
When users first signed up for Rise, they were asked questions about their weight loss objectives. 4 
Then, they were shown a variety of coaches with their background and coaching style. These 
coaching styles varied from “tough love” to “encouraging” and it was up to the user to determine 
which would be most beneficial for them. Once users selected a coach, they could create a diet plan 
based on the user’s objectives to ensure they met them. 

 
The app was simpler than competing apps where users were forced to look through catalogues of 
fast food or manually enter meals and approximately guess calories. The app was also simple to 
use; users could send a picture of their food with a brief description of what they were eating. Their 
coach could comment on the food and offer tips for how to improve the meal.  

 
Users found the app beneficial in modifying behavior to improve their overall fitness. Once weight 
loss goals were reached, coaches could offer suggestions for making healthy choices daily and types 
of exercise to supplement users’ eating. Coaches offering these tips had been found to be beneficial 
in making lasting changes to behavior. Additionally, by sharing a nutritionist over a larger customer 
base, Rise made working with a nutritionist more accessible and affordable.   
 
SWORKIT 
 
Sworkit, which stood for “simply work it”, was a fitness app with 5-60+ minute strength, pilates, 
and stretching workouts, all of which did not require equipment.5 The company was launched in 
2010 by Benjamin Young with help from the Founder Institute. Sworkit received funding from 
Militello Capital, was accepted to the prestigious TechStars accelerator program, and was featured 
on Shark Tank in 2016 where it received a $1.5 million investment offer from Mark Cuban for a 
10% equity stake.6 The app was regularly in the top 5 free health and fitness apps in the App Store. 

 
There were two versions of the app: a free version and premium version for $7.99 per month. The 
free version gave users access to customized body weight strength, stretching, cardio, pilates, and 
yoga workouts, video demonstrations by trainers as well as verbal instructions and cues, the ability 
to design one personalized custom workout, and the ability to sync the app with Apple Health, 
Google Fit, and MyFitnessPal.7 With the premium version, users also had access to ad free 

                                                      
1 https://techcrunch.com/2014/02/12/rise/  
2 https://itunes.apple.com/ca/app/rise-nutrition-weight-loss-coach/id794278760?mt=8  
3 https://itunes.apple.com/ca/app/rise-nutrition-weight-loss-coach/id794278760?mt=8  
4 https://techcrunch.com/2014/02/12/rise/  
5 https://fi.co/posts/how-the-founder-of-sworkit-escaped-corporate-america-for-entrepreneurship  
6 Ibid. 
7 https://sworkit.com/premium  
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workouts, exclusive low impact workouts for beginners and seniors, custom exercise intervals, 
unlimited custom workouts, exclusive pre-built exercises, and trainer support.8 

 
Sworkit was meant to function like a music playlist; if users came to a workout they didn’t like, 
they could skip it and still get a full workout. This made the workouts easy to use and more 
enjoyable for the user. Sworkit’s goal was to continually publish new exercises and to incorporate 
those exercises into new playlists so they were adaptive based on users’ goals, location, and 
injuries. A team of sports scientists also deemed Sworkit to be most closely aligned with the 
American College of Sports Medicine’s guidelines when compared to 30 popular free fitness apps.9 
The Sworkit custom workout builder also allowed novices and professionals to create workout 
routines.  

 
 
7 CUPS: ANXIETY & STRESS CHAT 
 
7 Cups was an “anxiety & stress chat” app available on iOS and Android. It was free to download, 
and offered three types of subscription options: $12.99/month, $94.99/year or $399.99 for unlimited 
access. The purpose of the app was to offer users anonymous emotional support. The app was founded 
by a clinical psychologist in 2013, with the belief that people needed someone to simply listen to 
them, rather than engage in formal clinical therapy.   
 
Whenever the users needed, there were active listeners who were available to connect 24/7.  Listeners 
were volunteers who were trained in actively listening to users. Access to licensed therapists was also 
available if needed. The company had over 160,000 trained listeners and licensed therapists available 
across 189 countries.  Users could choose which listener they wished to speak with, and could also 
view the profiles of different listeners, which contained reviews and the areas of listening they 
specialized in.  Users could choose to speak to the same listener multiple times, or engage with 
different listeners.  In addition to active listeners, the app also offered mindfulness exercises, wellness 
tests, and activities to boost one’s mood.  There was also a chatroom and community forums where 
users could connect and communicate with each other.   
 
SAP TENNIS ANALYTICS FOR COACHES 
 
Although traditionally considered to be a global leader in the enterprise software industry, SAP had 
also developed specialized analytics solutions for professional athletes.  One notable example was 
the Tennis Analytics for Coaches tool, a tablet app that enabled the professional player community 
to access real-time data from ten cameras positioned around the court and live match scoring from 
the umpire. The cloud-based platform translated the numbers into visual and analytical insights that 
could be easily shared and understood during quick on-court consultations between coaches and 
players, such as the percentage of first serve points won for the player and their opponent and the 
number of break points saved.  Beginning in 2015, the Women’s Tennis Association allowed coaches 
to use tablets with the installed app when communicating with players during match breaks.  While 
the coaching tablet had been heavily refined so as to not overwhelm the coaches with information 
while they were trying to manage the match, the app provided a wealth of information for coaches to 
use in analysis, scouting, and preparation.  
 
 

                                                      
8 Ibid. 
9 http://www.businessinsider.com/one-free-fitness-app-has-made-a-huge-difference-for-me-and-researchers-
say-it-works-too-2015-8  
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Other new products and services 
 
 
SPORTS TRAINING IN VIRTUAL REALITY (STRIVR) 
 
Named one of Fast Company magazine’s 50 Most Innovative Companies in the World, Sports 
Training In Virtual Realtiy (STRIVR) used virtual reality technology to provide training to 
professional sports teams. With STRIVR, users could practice anytime and anywhere as if they were 
out on the field, court, ice, or course by wearing a VR headset. By creating a realistic VR environment 
simulating the actual setting of play, individuals could learn faster and more effectively, focusing on 
reaction time, pattern recognition, and decision making.  Already used by professional NFL teams 
such as the New York Jets and San Francisco 49ers, the technology allowed sports teams to safely 
prepare for games without risking injury or exposing them to intense summer heat.  The technology 
also had a rewind option that allowed players to watch recorded plays repeatedly.  Coaches could also 
see what the player was seeing in the VR environment in real time, and could provide feedback 
through to the players. 
 
In addition to sports training, STRIVR also offered corporate training services as well.  The company 
offered a wide range of employee training services, ranging from sales and operations to crisis 
management and executive leadership.   
 
CLASSPASS 
 
Classpass was a New York-based company that offered unlimited fitness classes at 2,000 different 
studios and boutique gyms for $99 per month.  ClassPass worked with each venue on an agreed-upon 
referral rate and pocketed the rest of the monthly subscription fee. Users could only register for the 
same venue three times per month to avoid ClassPass cannibalizing each studio’s loyal customers 
and pricing.  The company closed a $40 million Series B round of funding in 2015 led by General 
Catalyst and Thrive Capital, with participation from angels and previous investors.   
 
 
LISA BECKER’S CHALLENGE 
 
After collecting the information for her presentation, Lisa realized her initial approach to organizing the 
products into the three groups offered little insight into how to think about changes in the industry—the 
industry trends required a much better framework to understand what was really going on.  If she simply 
presented what each new product did, she could see that board members might struggle with the 
relevance of the information.  Adidas was in the sportswear business—why were devices and apps 
something that mattered for the core business?  She needed a way to classify the products into a clear, 
easy-to-understand framework that could be presented to the board to better communicate the 
importance of recent trends.   


