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The article highlights the features and modern trends of the market of mobile applications
for health, physical activity and sports. It also looks into some theoretical models, which
are applicable for the study of this market. When developing theoretical models and
scales, several models were selected that are most appropriate for use in a specific
market, namely: Technology Acceptance Model (TAM), Expectancy and Confirmation
Theory (ECT) and Information Technology Post-Adoption Model (PAM-ISC). To assess
the effectiveness of mobile fitness applications, some scales were selected, in particular
MARS and ABACUS. The focus of the study of these theories and scales was to determine
their benefits for the study of consumer behavior in this market and in the development
of new products. While studying the current trends of the market of mobile applications
for health and sports, conclusions were drawn regarding its prospects and future growth,
in particular in Ukraine. Furthermore, we highlighted the main factors that influenced
the positive trends of market growth in the last few years. In addition, we have analyzed
existing research on user behavior in the market of mobile fitness applications in order
to identify patterns regarding the reasons to start using or stop using them. Factors
which could potentially motivate customers to use the applications continuously and the
main reasons for discontinuing the use were also studied. In order to obtain relevant
information about the consumer habits of the generation Z in this market, a study was
conducted among students of the Kyiv-Mohyla Academy. As a result, we have outlined
the main behavioral characteristics of Generation Z consumers of mobile fitness
applications, which explain their intentions and habits of use.
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Introduction and statement of the problem
According to 2022 statistics [1], 95.8% of Internet

users own smartphones, making them the most popular
electronic devices today. With this in mind, the
popularity of various mobile applications is growing,
especially in the field of fitness. Therefore, it is expected
that fitness applications will expand at a compound
annual growth rate (CAGR) of 17.6% from 2023 to
2030 [2].

In addition, it should be noted that the market

of mobile fitness applications is at the stage of active
growth, attracting more and more new users who are
interested in convenient and affordable way to take
care of their health and physical condition. The
outbreak of the COVID-19 pandemic has further
accelerated the adoption of fitness apps by users in an
effort to increase their level of physical activity despite
the prohibition to leave homes. Thus, in 2020
compared to 2019, there was a significant increase in
the number of downloads of fitness applications: from
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assessment of applications can be solved, the market
will become an integral part of the fitness culture
around the world.

Analysis of recent research and publications
Mobile applications for fitness in terms of

evaluating their effectiveness and determining the level
of benefits for the user are the subject of the publication
activity of numerous researchers. For example, the
work [4] analyzed the answers of 142 American
students regarding their motivation to use mobile fitness
applications. This study emphasized the user’s
interaction with the application, in particular through
social functions.

In addition to the above features, the educational
component, progress tracking, and motivation in the
applications are discussed. Thus, one of the papers
[5] defined education, goal setting, monitoring,
feedback, and increasing motivation as strategies for
behavior change. The authors single out education as
providing the necessary knowledge to change behavior
and monitoring/tracking as a record of past and current
states. It has been proposed to divide the functions of
mobile applications into five categories: education,
tracking, social function, gamification and motivation.
The work also emphasizes that most applications
combine several of these functions, choosing those

that, in the opinion of mobile developers, will help
create the most effective combination that will best
meet the needs of a certain market segment. 

The long-term effectiveness of fitness apps as
tools for developing the habit of physical activity is
investigated in [6], which found that smartphone apps
related to physical activity may be useful in promoting
modest increases in physical activity in the short term,
but long-term studies are needed to determine lifestyle
changes. It is emphasized that in the long term, users
usually prefer automatic tracking, as well as help with
tracking goal achievement for various activities.
Specific feedback for learning and motivation was
also considered important. These results suggest a
potentially beneficial role for long-term behavior
change programs, but the exact results are unknown.

Another article [7] explored various approaches
to evaluating health apps in order to identify current
best practices and found no ideal method for evaluating
mobile apps, because most approaches did not provide
sufficient information. The authors hypothesized that
app evaluation should include testing its functionality
and user-friendliness and evaluating the potential of
apps to promote behavior change.

Therefore, the part of the problem in assessing
the effectiveness or accuracy of information in

Fig. 1. Changes in the number of downloads of mobile applications from 2019 to 2020

(Q-quarter)

Source: [3]

488 million downloads in the first quarter of 2019 to
656 million downloads in the second quarter of 2020
(Fig. 1).

However, at the same time, there are several
questions about the reliability of new applications that
appear on the market. If the problem of objective
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applications is due to the limitations of available
methods and the inconsistency of approach to research
in this field. The use of smartphone apps for behavior
change is a new area of research, and as a result, most
current research has focused on evaluating individual
apps specifically designed for a research project or a
small number of top-rated apps, rather than rigorous,
large-scale studies of the potential of apps that already
exist in the market and are able to promote behavior
change among users.

On the other hand, the current research focusing
on the behavioral characteristics of the generation Z
as active users of mobile applications is insufficient.

Based on all the above mentioned reasons, this
article examines a number of marketing behavioral
models regarding the choice of a certain product and
making decisions about its repeated use, identifies the
features and functions of mobile fitness applications
that shape the desire of users to use them.

The objective of the article
Highlighting the main behavioral characteristics

of Generation Z consumers of mobile fitness
applications, which explain their habits and intentions
for the development of the market of applications for
health, physical activity and sports and the formation
of the domestic fitness culture.

Main material
Theoretical tools for researching consumer

behavior in the market of mobile fitness applications.
Based on the analysis of behavioral models [8], [9],
[10], [11], [12], the authors selected those that should
be used when considering consumer behavior in the
market of mobile fitness applications:

a) Expectation-Confirmation Theory (ECT);
b) Technology Acceptance Model (TAM);
c) Post-Acceptance Model of Information

Systems Continuance (PAM-ISC).
It should be mentioned that the models listed

above take into account the features of information
products, in particular mobile applications, so they
allow to objectively predict user satisfaction and the
intention to continue using the product.

Also, we have considered two scales, used to
evaluate the quality of mobile applications to determine
the functional components of the impact on the general
appearance and operation of applications:

– mobile app rating scale (Mobile App Rating
Scale, MARS);

– a scale for measuring the potential impact of
applications on user behavior (App Behavior Change
Scale, ABACUS).

These scales offer a number of the most useful
indicators for assessing the quality of applications, so

they act as a practical tool for application developers,
as well as a useful educational material for studying
consumer behavior in the mobile application market
in general.

Table 1 illustrates behavioral models of
consumers in the information technology market,
study and evaluation of mobile fitness applications
selected. 

Therefore, each of the above models has the
potential to be used in the market of mobile fitness
applications. The ECT theory is able to shape the
marketing strategy of applications by influencing user
expectations, while the PAM-ISC model fills the gaps
between expectations and actual functions. TAM is
particularly useful during the beta testing phase of a
product, as it can demonstrate the level of user acceptance
of a technology based on just two simple variables
(Benefits and user-friendliness). MARS benefits
development by providing comprehensive information
on product potential. ABACUS focuses on the quality
of the user experience in the long term.

Current market structure of mobile applications
for health, physical activity and sports. Based on the
2023 marketing analytical report on current trends
and expected trends of the coming years in the market
of mobile fitness applications, conducted by the
company “Grand View Research” [2], the authors
found out the main prerequisites for the development
of the market of applications for health, physical
activity and sports in the coming years:

– the global market for mobile applications in
the industry of fitness will grow by an average of
17.6% annually in 2023-2030;

– online workouts are driving a significant
increase in fitness and health app downloads, which
are estimated to grow by 46.0% from 2016 to 2021;

– the impact of the COVID-19 pandemic has
increased health awareness; a significant increase in
demand for mobile fitness apps occurred in 2020,
increasing active users of fitness apps by 24.0%;

– smartphone penetration, expected to reach
77.0% by 2025, and the popularity of smartwatches
will further drive the market growth;

– innovative features and interactive capabilities
of apps increase user satisfaction, and investment in
fitness apps grows due to effective technology;

– the exercise and weight loss segment is the
most profitable, accounting for over 54.6% in 2022,
driven by convenience and personalized workout plans;

– the prevalence of activity tracking in apps will
grow at the fastest rate at 18.7% annually;

– the leaders of the fitness monitoring market
are Jawbone, Fitbit and Nike, followed by LG, Pebble,
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Table 1
Research models of consumer behavior in the market of mobile fitness applications

The name of the 
model or scale Author(s) The essence and application of the tool 

Expectation-
Confirmation Theory Richard Oliver [8] 

Consumers form initial expectations of a product before purchasing 
it, using their experience. After buying the product, the consumer 
evaluates it according to the expectations. Confirmation or non-
confirmation of expectations determines the level of satisfaction. 
Positive non-confirmation (exceeding expectations) contributes to 

satisfaction, and negative non-confirmation reduces it. A high level 
of satisfaction can lead to repeat purchases, and a low level of 

satisfaction can lead to product discontinuation 

PAM-ISC (Post-
acceptance model of 
information systems 

continuance) 

Anol Bhattacherjee 
[9] 

This model focuses on the post-use stages of a product rather than 
pre-purchase perceptions. It emphasizes “post-use utility,” which 
reflects a long-term belief based on prior perceptions. It also notes 
that post-consumption expectations are more important because of 

their variability over time. The PAM model replaces the ECT 
expectation construct with “perceived post-use utility” and renames 
the re-purchase intention as “continuation intention.” The process 
of continuing to use a product, in theory, includes the formation of 

a perception of post-use utility, comparing it with the actual 
functioning of the product, forming satisfaction, and determining 

the intention to continue using it 

Technology 
Acceptance Model Fred Davis [10] 

The basic idea is that consumers who perceive a product as 
valuable and easy to use are more likely to adopt it. The process of 

technology adoption includes determining the usefulness of a 
product, perceived ease of use, and the formation of usage intent, 

which determines the actual use of the product 

Mobile App Rating 
Scale 

Stoyanov, Hides, 
Kavanagh, Zelenko, 

Tjondronegoro, Mani 
[11] 

The MARS is a quality rating tool for fitness apps developed in 
2015. The assessment consists of 19 items divided into four 

dimensions: engagement, functionality, aesthetics, and information 
quality. It rates each item on a 5-point scale. The MARS is an easy-

to-use, objective, and reliable tool for assessing the quality of an 
app developed by experts. Using average scores from different 

dimensions helps to identify the strengths and weaknesses of the 
program 

The App Behavior 
Change Scale 

McKay, Slykerman, 
Dunn [12] 

The ABACUS scale (created in 2019) measures the potential 
change in the behavior of mobile app users. 21 elements assess 
behavior change. The elements are divided into 4 categories: 

knowledge and information, goals and planning, feedback and 
monitoring, and actions. This scale helps to explore the behavior 

change potential of apps quickly 

Samsung and other companies which have introduced
this function in smart watches;

– smartwatches may overtake fitness trackers in
popularity, but according to Fitbit, fitness trackers
will also remain popular;

– the largest share of revenue falls on the iOS
segment, which in 2022 was more than 52.4%; Android
is growing at a high rate and revenue from the platform
is expected to grow by 18.6%;

– smartphone adoption will drive market growth

Source: developed by the authors
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from 65% in 2019 to 75% in 2022, replacing traditional
fitness methods;

– North America (37.1%) and Asia-Pacific
(18.9%) account for the largest shares of revenue in
2022;

– in India, downloads of health and fitness apps
grew by 157%, attracting 58 million new users. 

Consequently, the mobile fitness app market
has shown the highest growth rate in the year 2020,
driven by the COVID-19 pandemic and increasing
public awareness of the importance of a healthy
lifestyle. The wide distribution of smartphones and
smart watches has a positive effect on the market.
Currently, the market generates the most revenue in
the North American region, although some growth is
expected in the Asia Pacific region. There is strong
competition, opponents are trying to stand out thanks
to innovative approaches and the introduction of new
functions.

Obstacles and users’ motives regarding their
attitudes toward mobile fitness applications. Based on
the conducted study [13], which gathered 44
smartphone users to determine their attitude toward
fitness applications, the authors identified barriers and
motivators that were compared with behavioral models
selected for further analysis and interpretation of the
results. At the same time, the focus groups had a
different composition, including consumers from
Generation Z and people with different socio-economic
status and satisfactory health status who have never
used medical programs.

Therefore, the barriers and motivating factors
for using mobile fitness applications are listed in
Tables 2-3.

The results of the study can be combined with
the behavioral models and scales described in the
Table 1. For example, TAM (Technology Acceptance
Model) defines the perception of user-friendliness of
a certain technology as one of the key factors predicting
whether the user will accept this technology. The
study confirmed that people’s fear of the complexity
of mobile fitness apps prevents them from starting to
use them. Also, we see confirmation of the PAM
(Post-Acceptance Model) theory. As the model predicts,
users form an initial idea about the benefits of the
product for them. In this study, the interviewees did
not see the need for fitness apps, as they used other
tools or had already developed fitness habits. On the
other hand, these people believed that they saw the
benefits of such a program for other groups of persons.
Finally, the results of the study confirm the relevance
of the previously discussed scales for evaluating
applications, namely MARS and ABACUS. The study
confirmed user interest in attributes such as
involvement, functionality, and information quality
on the MARS scale and on all four ABACUS scale
categories, namely knowledge and information, goals
and planning, feedback and monitoring, and action.

The analysis of this research, as well as its
comparison with theoretical models, provides valuable
information regarding the future development of this
market. In particular, the assumption was confirmed,
that the selected models are able to act as tools for the
development of higher-quality applications that will
attract large groups of people. This provides the
potential for the development of a fitness culture in
the community as a whole.

Table 2
The main obstacles to starting and continuing to use mobile fitness applications according to research results

Source: developed by the authors based on [13]
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A Study of User Attitudes toward Mobile Fitness
Applications among Zoomer Consumers. In order to
obtain up-to-date information and to confirm or refute
the formed theses about consumer behavior, we
conducted research among the youth aged 16-23,
undergraduate students of various majors (economics,
philology, law and other faculties), who are
representatives of the Generation Z, with the aim of
characterizing their behavior. The task: collecting data
about the activity of using fitness applications, with
the purpose to identify regularities in user habits of
zoomers. The scope of the research is undergraduate
students of the National University “Kyiv-Mohyla
Academy”. The subject of research is mobile fitness
applications. The method is a structured online survey
in written form. Dates – the survey was conducted
during April 9-16, 2023. 58 students participated in

the study. The questions related to the factors that
motivate and discourage students from using mobile
fitness applications. In addition, trends in willingness
to pay for and awareness of apps have been identified.
The list of questions and answer options are presented
in the Table 4.

Therefore, the survey allowed to reveal the
following results.

Firstly, 74.1% of surveyed students have used or
are using fitness apps, while only 25.9% have never
used them.

Secondly, 93% of respondents noted that the
progress tracking function is important to them. More
than 50% of respondents noted the value of such
functions as setting goals and providing personalized
information. The rating of the most important
functions for zoomers is shown in Fig. 2.

Table 3
Motivational factors for use and satisfaction of mobile fitness applications according to research results

Source: developed by the authors based on [13]

Fig. 2. Assessing the importance of features of mobile fitness applications for students

Source: developed by the authors
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Thirdly, choosing an application, more than 55%
of respondents trust the recommendations of friends and
relatives, over 60% - online reviews (Fig. 3).

Only 4.6% of surveyed students are ready to
pay for the use of a mobile fitness application, 35% –
only if there is a free trial period, and the vast majority
do not agree at all (Fig. 4).

Questions Answer options 

Do you use or have you ever used mobile fitness apps? yes; 
no 

What features of fitness apps are most important to you? 

tracking progress; 
setting goals; 

providing personalized information; 
reminders about training; 

other 

What sources of information do you trust when choosing a fitness app? 

recommendations from friends and 
family; 

online reviews; 
other 

Are you willing to pay for using a mobile fitness app? 
yes 

yes, but with a free trial period; 
no 

What is your attitude about sharing personal information in the 
application? 

positive 
neutral 

negative 

What factors motivate you to use apps? 

own fitness goals; 
rewards in the application; 
elements of gamification; 

competition; 
other 

If you have ever stopped using the application, for what reasons? 

loss of motivation; 
lack of time or energy; 
lack of self-discipline; 

other 

Table 4
A Survey Questionnaire on Student Behavior in the Mobile Fitness App Market

Source: developed by the authors

Fig. 3. Choice of the source of information about mobile fitness applications

Source: developed by the authors
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74.4% of students are neutral about the need to
share personal information in the program, 16.3%
are negative, and 9.3% are positive.

Fourthly, the interviewees identified their own
fitness goals as the main motivator for use (more
than 90%), gamification (32.6%), competition (20.9%)
and rewards in the application (18.6%) were also
important (Fig. 5); and the main demotivators are
loss of motivation, lack of time and energy, and lack
of self-discipline (about 60% for each item) (Fig. 6).

Fifthly, 86.6% of users who do not use mobile
fitness applications indicated that they do not consider
these applications useful for their purposes (Fig. 7).

From the results of the study, it can be concluded
that Generation Z students (people aged 17-25) are
active users of mobile fitness applications. For them,
a high rating of the application online, as well as
positive feedback from acquaintances, is important.
The most attractive feature for the surveyed group is
the effective progress tracking.

Fig. 4. Willingness of students to pay for using mobile fitness applications

Source: developed by the authors

Fig. 5. Motivating factors for using mobile fitness applications

Source: developed by the authors

Fig. 6. Reasons for discontinuing the usage of fitness applications

Source: developed by the authors
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Given the low willingness of the interviewees to pay
for using the application, it is impractical to use a
subscription system with periodic payment, and for
paid resources, the incentive to use is the presence of
a free trial period. The most important task for
marketers in driving the use of fitness apps is
communicating, first of all, the value of the app.

years. In the market analysis, we have outlined the
main trends regarding such features of users as
geographic location, choice of device and platform for
use, and growth in demand for certain functions,
which allows us to draw conclusions about the prospects
of the market and its rapid growth.

Based on the analysis of behavioral studies, as
well as a survey conducted among students, the attitude
of Zoomer users towards fitness applications was
revealed and the features that consumers prefer were
highlighted. Thus, the fact that the respondents were
unaware of the existence of fitness applications, inability
to use them, and high cost are the main reasons for
not using fitness applications. A lack of time and
energy or a lack of motivation and discipline motivates
consumers to stop using fitness apps, while
competition, rewards, gamification, and personal goals
motivate them to continue. The features of tracking
progress, setting goals, providing personalized
information and reminders are of most interest to
users; reminders from applications in some cases are
perceived as unwanted “machine instructions” that
cause negative emotions, and the distribution of
personal information causes distrust. When choosing
an app, recommendations from friends or loved ones
are the most trusted, and it is important to be able to
get a trial period before buying the app, because the
vast majority are not ready to pay for installing and
using fitness apps at all.

Fig. 7. Reasons why students do not use mobile fitness applications

Source: developed by the authors

Conclusions
Therefore, consumer behavior in the market of

mobile applications for health, physical activity and
sports (for example, fitness applications) has certain
features. In particular, when studying specific theories
that are used in marketing to describe consumer
behavior, for this market it is more appropriate to
apply those that directly relate to information
technologies (Post-Acceptance Model of Information
Systems Continuance, which arose from Expectation-
Confirmation Theory). Considering the innovative
aspect of the market, the Technology acceptance model
is also a relevant tool, which allows predicting the
level of technology acceptance by users and
demonstrates cause-and-effect relationships between
expectations and results. In addition, the ABACUS
and MARS mobile application performance evaluation
scales can be considered a generalization of researchers’
knowledge about consumer preferences, which offer a
number of the most useful indicators for evaluating
the quality of applications.

The work proves the practical benefits of the
considered models, theories and rating scales based
on the comparison of the results of a study conducted
with several focus groups. It also highlights various
obstacles to the initial desire to use fitness and health
applications, obstacles to continued use of fitness
applications, motivators and user attitudes towards
important functional aspects of applications. Research
findings overlapped significantly with elements of

theories and models, particularly in aspects such as
perceived user-friendliness, initial perceptions of
product benefits, and user interest in elements of
involvement, functionality, information quality, goal
setting, and feedback and monitoring.

The authors have clarified the main prerequisites
for the development of the market of applications for
health, physical activity and sports in the coming
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Further research within the framework of the
analysis of consumer behavior in the market of mobile
applications for health, physical activity and sports
can be aimed at spreading the survey among other
categories of consumers and developing, on this basis,
appropriate recommendations regarding marketing
tools for incentives, pricing, etc.
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ÎÑÎÁËÈÂÎÑÒ² ÏÎÂÅÄ²ÍÊÈ ÑÏÎÆÈÂÀ×²Â-
ÇÓÌÅÐ²Â ÍÀ ÐÈÍÊÓ ÌÎÁ²ËÜÍÈÕ ÇÀÑÒÎÑÓÍÊ²Â
ÄËß ÇÄÎÐÎÂ’ß, Ô²ÇÈ×ÍÎ¯ ÀÊÒÈÂÍÎÑÒ² ÒÀ
ÑÏÎÐÒÓ

Á³ëîâîäñüêà Î. À., Ãðåò÷àê Í.-². Á.

Ó ñòàòò³ âèä³ëåíî îñîáëèâîñò³ ³ ñó÷àñí³ òåíäåíö³¿ ðèíêó 
ìîá³ëüíèõ çàñòîñóíê³â äëÿ çäîðîâ’ÿ, ô³çè÷íî¿ àêòèâíîñò³ òà 
ñïîðòó; äîñë³äæåíî òåîðåòè÷í³ ìîäåë³, ÿê³ äîö³ëüíî çàñòî-
ñîâóâàòè äëÿ âèâ÷åííÿ öüîãî ðèíêó. Ïðè îïðàöþâàíí³ òåîðå-
òè÷íèõ ìîäåëåé ³ øêàë áóëî âèä³ëåíî ê³ëüêà íàéäîö³ëüí³øèõ 
äî âèêîðèñòàííÿ ìîäåëåé íà êîíêðåòíîìó ðèíêó, à ñàìå: 
Ìîäåëü ïðèéíÿòòÿ òåõíîëîã³é (TAM), Òåîð³ÿ î÷³êóâàííÿ òà 
ï³äòâåðäæåííÿ (ECT) òà Ìîäåëü ïîñòïðèéíÿòòÿ ³íôîðìà-
ö³éíèõ òåõíîëîã³é (PAM-ISC). Áóëî îáðàíî äëÿ àíàë³çó òà-
êîæ øêàëè îö³íþâàííÿ åôåêòèâíîñò³ ìîá³ëüíèõ ô³òíåñ çà-
ñòîñóíê³â, çîêðåìà MARS òà ABACUS. Ó ôîêóñ³ äîñë³äæåí-
íÿ öèõ òåîð³é ³ øêàë áóëî âèçíà÷åííÿ ¿õ êîðèñíîñò³ â õîä³ 
âèâ÷åííÿ ïîâåä³íêè ñïîæèâà÷à íà äàíîìó ðèíêó, à òàêîæ 
ïðè ðîçðîáö³ íîâèõ ïðîäóêò³â. Ó õîä³ îïðàöþâàííÿ ñó÷àñíèõ 
òåíäåíö³é ðèíêó ìîá³ëüíèõ çàñòîñóíê³â äëÿ çäîðîâ’ÿ òà 
ñïîðòó áóëî çðîáëåíî âèñíîâêè ùîäî éîãî ïåðñïåêòèâíîñò³ 
òà ìàéáóòíüîãî çðîñòàííÿ, çîêðåìà â Óêðà¿í³, à òàêîæ 
âèä³ëåíî îñíîâí³ ôàêòîðè, ÿê³ âïëèíóëè íà ïîçèòèâí³ òåí-
äåíö³¿ çðîñòàííÿ ðèíêó â îñòàíí³ ê³ëüêà ðîê³â. Áóëè îïðà-
öüîâàí³ íàÿâí³ äîñë³äæåííÿ ùîäî ïîâåä³íêè êîðèñòóâà÷³â 
íà ðèíêó ìîá³ëüíèõ ô³òíåñ-çàñòîñóíê³â ç ìåòîþ âèä³ëåííÿ 
çàêîíîì³ðíîñòåé ùîäî ïðè÷èí ïî÷àòêó âèêîðèñòàííÿ àáî 
â³äìîâè â³ä âèêîðèñòàííÿ ìîá³ëüíèõ ô³òíåñ-çàñòîñóíê³â. 
Îïðàöüîâàíî òàêîæ ôàêòîðè ìîòèâàö³¿ ïðîäîâæèòè 
âèêîðèñòàííÿ òà îñíîâí³ ïðè÷èíè ïðèïèíåííÿ 
âèêîðèñòàííÿ. Ç ìåòîþ îòðèìàííÿ àêòóàëüíî¿ ³íôîðìàö³¿ 
ïðî ñïîæèâàöüê³ çâè÷êè ïîêîë³ííÿ çóìåð³â íà öüîìó ðèíêó, 
áóëî çä³éñíåíå âëàñíå äîñë³äæåííÿ ñåðåä ñòóäåíò³â 
óí³âåðñèòåòó Êèºâî-Ìîãèëÿíñüêî¿ àêàäåì³¿. Âèä³ëåíî 
îñíîâí³ ïîâåä³íêîâ³ îçíàêè çóìåð³â-ñïîæèâà÷³â ìîá³ëüíèõ 
ô³òíåñ-çàñòîñóíê³â, ùî ïîÿñíþþòü ¿õ íàì³ðè òà çâè÷êè 
âèêîðèñòàííÿ. 

Êëþ÷îâ³ ñëîâà: ïîâåä³íêà ñïîæèâà÷à, çàñòîñóíêè äëÿ
çäîðîâ’ÿ, çóìåðè, ô³òíåñ-çàñòîñóíêè, äîñë³äæåííÿ
êîðèñòóâà÷³â.
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The article highlights the features and modern trends of the
market of mobile applications for health, physical activity and
sports. It also looks into some theoretical models, which are
applicable for the study of this market. When developing theoretical
models and scales, several models were selected that are most
appropriate for use in a specific market, namely: Technology
Acceptance Model (TAM), Expectancy and Confirmation Theory
(ECT) and Information Technology Post-Adoption Model (PAM-
ISC). To assess the effectiveness of mobile fitness applications,
some scales were selected, in particular MARS and ABACUS. The
focus of the study of these theories and scales was to determine
their benefits for the study of consumer behavior in this market
and in the development of new products. While studying the current
trends of the market of mobile applications for health and sports,
conclusions were drawn regarding its prospects and future growth,
in particular in Ukraine. Furthermore, we highlighted the main
factors that influenced the positive trends of market growth in the
last few years. In addition, we have analyzed existing research on
user behavior in the market of mobile fitness applications in order
to identify patterns regarding the reasons to start using or stop
using them. Factors which could potentially motivate customers to
use the applications continuously and the main reasons for
discontinuing the use were also studied. In order to obtain relevant
information about the consumer habits of the generation Z in this
market, a study was conducted among students of the Kyiv-Mohyla
Academy. As a result, we have outlined the main behavioral
characteristics of Generation Z consumers of mobile fitness
applications, which explain their intentions and habits of use.

Keywords: consumer behavior, health apps, zoomers, fit-
ness apps, user research.
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