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SITUATIONA ANALYSIS

4

SITUATION SUMMARY

DEXAMAP is a local business in Madison, Wisconsin, that provides consumers with a detailed scan 
of their body composition through the utilization of DXA technology as powered by General Elec-
tric (GE). Catalyst Communications believes that in order for DEXAMAP to reach its full potential as 
a premiere influential local business in the fitness community, awareness of DXA technology and 
DEXAMAP must grow. Once brand awareness increases to a bare minimum of brand recognition, 
DEXAMAP has the opportunity to own the budding industry in which they operate. 

Initially it was established by Founder Todd Weston that DEXAMAP’s greatest competitor is apathy. 
However, Catalyst Communications suggests that it is impossible to be apathetic toward something 
that is not on an individual’s radar. If a consumer is unaware of DEXAMAP at a foundational level, 
then they are unable to definitively be apathetic. This works in accordance with Catalyst’s sugges-
tion that an awareness campaign is crucial at this point in time. 

Catalyst Communications suggest that business-to-consumer sales be driven by a social media 
campaign, online testimonials, local influencers and consistent online corporate engagement. In 
addition, DEXAMAP needs to incorporate niche marketing tactics in the digital sphere, and estab-
lish consistent branding to decrease the website bounce rate.

Ultimately, DEXAMAP has the unique ability to own a local, niche market of highly motivated indi-
viduals looking for the most cutting-edge technology to assist in their overall health and wellness. 
We at Catalyst Communications believe that DEXAMAP has the potential to make a long-lasting 
impact in the industry and community given the proper improvements.
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DXA technology can be found in two primary categories: Health and Wellness, and Nutrition and 
Diet. The Health and Wellness category looks at the state of complete physical, mental and social 
well-being of individuals, with DXA technology being a possible source for assisting patients back 
to optimal health. Within the Nutrition and Diet category, DXA technology can be used to motivate 
and track progress for those who have a health related goal by establishing a baseline for monitor-
ing and improving health.

Health and Wellness
According to the Global Wellness Institute, the Health and Wellness industry promotes a state of 
complete physical, mental and social well-being by emphasizing proactive and protective care 
through medical expertise in order to “prevent disease, improve health, enhance quality of life and 
increase an individual’s self-esteem and body image.” 

Healthcare Centers
DXA technology assists patients in preven-
tative care for osteoporosis and osteopenia 
in regard to bone density, heart disease in 
relation to visceral fat, and obesity for overall 
wellness. The Affordable Care Act, a statute as 
signed by former President Obama in 2010 
that altered the nature of health insurance 
and coverage, covered a number of preventa-
tive screenings including osteoporosis. Those 
insured under this statute will most likely 
need to find alternative methods of preventa-
tive care come 2018 under President Trump’s 
healthcare mandate. The prevalence of DXA 
technology as a third-party option could 
affect the way in which men and women seek 
preventative screenings. Without coverage 
for bone density measurements under the 
Affordable Care Act, DEXAMAP has the ability 
to work with insurance companies or provide 
FlexPay given proper documentation on be-
half of the customer.

Physical Therapy
Between 2011 and 2016 the physical therapy 
industry revenue increased annually by 2.8 
percent to $3.6 billion. This growth is expected 
to continue to grow at an annualized rate of 1.3 
percent to $33.8 billion by 2021. This growth 
was driven by an elderly population that uses 
physical therapy services frequently for chronic 
illness, such as diabetes and obesity. As a re-
sult of the increased use of physical therapists 
by elderlies, the number of physical therapists 
increased in 2016. Additionally, between 2011 
and 2016 profit is expected to grow from 11.7 
percent of industry revenue to 12.6 percent due 
to lowered purchase costs. With the extra reve-
nue, many therapists are beginning to combine 
their practices with physicians and chiropractors 
to offer additional services and have a larger 
referral database.  DXA technology can be an 
important tool within the industry to help phys-
ical therapists and their patients keep track of 
the progress made while rebuilding muscle. 

Industry Insights
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Personal Trainers
Personal trainers often attract clients by partnering 
with other services and technologies, such as mo-
bile applications, to track clients’ progress. DEXA 
scanning could be one of these services provided 
to clients by personal trainers to track their prog-
ress throughout sessions. The Bureau of Labor 
has predicted that between 2012 and 2022 the 
employment of fitness experts will increase by 13 
percent. In addition, over 50 percent of survey re-
spondents stated that they would be willing to try a 
personal trainer. That said, with cost averaging $50/
session, the personal training industry is currently 
being undermined by internet-savvy fitness experts 
utilizing social media as a more cost-efficient mea-
sure. 

Fitness Clubs
Fitness clubs house exercise equipment for 
people who purchase memberships, some 
providing more services and amenities 
than others. Of these amenities, DXA tech-
nology is included in bundles across the 
United States in order for members to track 
their progress and serve as an incentive. By 
2021, the industry’s revenue is forecast at 
an annual rate of 2.6 percent to total $34.2 
billion. This is due to an increase in individ-
uals purchasing more expensive multifac-
eted memberships with individual health 
plans, trainers and nutritional guidance. In 
October 2016, it was predicted that “many 
small gyms will persist in attracting a niche 
local market,” regardless of large-scale gyms 
expanding into more rural areas in an effort 
to increase convenience. Nearly half of all 
exercisers find that seeing improvements in 
body composition is something that inspires 
them to continue exercising, and over a third 
of exercisers report that having a specific 

Nutrition and Diet
Professionals in the Nutrition and Diet category use DXA technology as a way to establish a base-
line for those who intend to watch their diet and/or evaluate their weight loss journey with an 
emphasis on looking one’s best. The primary activities of this industry include: nutrition counseling, 
encouraging healthy eating habits and planning nutrition programs. We at Catalyst Communica-
tions believe that DEXAMAP is a viable tool within the following segments: fitness clubs and per-
sonal trainers.
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COMPANY REVIEW

DEXAMAP is a body composition and consultation company located in Dane County. It is com-
prised of five individuals with specialties in wellness and medicine. The company was founded 
by Todd Weston with financial assistance from Tom, an investor not part of the day-to-day activity. 
Located in the office of Dr. John Rogerson, a leading orthopedic surgeon specializing in hip resur-
facing and replacement, DEXAMAP’s services are provided by fitness and wellness experts Sarah 
Homan and Cindy Ditter. Services include three package options for body composition, a single 
package for nutrition counseling, a detailed report of the body scan and a consultation with a spe-
cialized wellness coach.

When visiting DEXAMAP, the office had a professional environment with knowledgeable staff in 
DXA technology and health. During the scan, the results were instantaneous and easy to under-
stand, but the experience overall was not personal. The office walls had two complex visuals that 
were not easily digested nor necessarily relevant to the clientele. Additionally, there was a dis-
connect between the office staff and DEXAMAP in that they were unable to provide much insight 
about the prescription process or service overall. For example, one individual at Dr. Rogerson’s 
office stated that she had never received questions or comments and, because they are separate 
entity from the practice, did not understand how DEXAMAP operated. From the experience it be-
came notable that DEXAMAP is not currently maximizing its potential in regard to optimizing their 
physical space, personalization for the clientele and cross-office communication.

This academia study is on DEXAMAP’s wall. This academia study is on DEXAMAP’s wall.
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Structurally, DEXAMAP’s website is misleading. From a glance, the website gives the impression 
that DEXAMAP is a full service medical weight management program due to their reliance on 
visuals of individuals in white lab coats next to the DEXA scanner.  From a cultural standpoint, most 
people will associate a lab coat with a certified doctor or practitioner. Though DEXAMAP’s services 
take place within Dr. Rogerson’s practice, none of the DEXAMAP employees are legally allowed to 
provide medical advice.

Further, users may also be inclined to believe that there 
are fitness and personal training services bundled with 
the scanning packages from some of the images and 
tab labels. For example, the transition from the “Your 
Fitness” tab to the “Personal Trainers” tab suggests a 
correlation between the services DEXAMAP provides.

Image of DEXAMAP scan featured on website.

Current website imagery.

There were also some inconsistencies regarding the lo-
cation of DEXAMAP as well as the differences between 
“a Dexamap,” “Dexamap” and “a DXA scan.” By clari-
fying the page meanings on the website and creating 
a cohesive system of labeling it would help visitors to 
easily navigate the website. 

Digital Sphere
Compared to other DXA technology services across the United States, DEXAMAP has little pres-
ence on Facebook and Twitter with sporadic engagement. The posts are infrequent and do not 
promote further engagement from online users. For example, DEXAMAP’s last tweet was on its 
opening day over a year ago. 
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From looking at the Google Analytics and Facebook Insights, DEXAMAP has little organic content 
and has reached a very skewed demographic. According to Google Analytics, DEXAMAP’s online 
users are primarily 25-34 and male, whereas Facebook Insights reports that females aged 25-34 
are the most-reached demographic. Facebook Insights also states that well over half of DEXAM-
AP’s reach content is not organic, meaning that almost every time a user saw DEXAMAP on their 
feed, it was paid for. DEXAMAP is not showing up among search results on Google, implying 
that there is a need for paid search in order for the website to appear above other competitors 
on search engines. Overall, DEXAMAP is not optimizing toward a strong online presence, even 
though there is great potential for digital marketing.

Digital Analytics 

66.2%
of DEXAMAP’s visitors are new, meaning that, at 
a maximum, 33.8% of DEXAMAP website visi-
tors are making follow-up appointments.

00:02:27

68.19%2.05

is the average session duration of someone 
visiting DEXAMAP’s website. This number 

suggests a brief read and dismissal. 

is how many pages a visitor clicks on before 
they leave DEXAMAP’s website. This number 
suggests a low interest.

is the bounce rate of DEXAMAP’s website, or 
the percentage of visitors who instantly leave 

the website upon first opening it. 

Google Analytics, (2/20/16-4/18/17)
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Men, 25-34

posts are DEXAMAP’s most 
effective form of contact 

with users, the opposite of 
organic. DEXAMAP needs to 
increase social media usage 

on Facebook in order to gen-
erate organic leads and reach 

with their audience.

response rate to actions 
and posts on DEXAM-
AP’s general page. This 
data shows that within a 
two-year time frame, the 
page received minimal 
reactions, comments and 
shares.

are the individuals visiting DEXAMAP’s website 
most often.

44.3%
of DEXAMAP’s visitors 
are women.

Facebook Analytics, (3/1/16-4/18/17)

Paid

Minimal
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The Competition

Dexafit is a service that provides body composition through DEXA scans, Fit3d Proscanner, VO2M-
ax Testing, and an RMR analysis. Dexafit is located throughout the country, with the closest location 
in Highland Park, IL. Dexafit brands itself as an essential tool to help consumers better understand 
their body so they can then figure out the best way to transform themselves with their main mes-
saging being “Know your body. Transform your life.” The website focuses on how the different 
tests can help their clients with fitness including descriptions for different client goals and imagery 
depicting people working out in a gym and outdoors. The different locations have their own indi-
vidual social channels including Yelp, Pinterest, Facebook and Twitter to help the company directly 
interact with their clients. On these channels many clients discussed how they first used the service 
after they purchased deals for Dexafit from Groupon. The website also provides the opportunity for 
different practitioners, health clubs and researchers to partner with Dexafit.

DEXAMAP’s competitors vary in regard to region, size and specialty. Competitors include both 
companies with similar DXA scanning and body composition scans and those with clients that are 
looking for health and wellness or diet and nutrition related services. This includes fitness clubs, 
DEXA scan services, weight loss services and wellness resorts. 

All of the competitors offered more than the DEXA scan. These other services attracted clients by 
offering spa services, personal training and/or full service diet plans to work alongside the DEXA 
scanning. The competitors also had a cohesive branding and specific target audience. This helped 
to connect with and reach a target specific to that company. This target was then further reached 
through strong social media presence with personalized voices to reach the target market.

Carbon World Health is a gym located in Madison, Wisconsin, that has both spa and fitness ser-
vices. To measure clients’ body composition, Carbon uses a bioelectrical impedance analysis, or 
BIA, that is included as one of the many amenities. The website and social channels have a consis-
tent branding with the tagline, “Your complete solution for fitness, health and beauty.” Their Face-
book and Instagram channels have a large following, with 945 followers on Facebook and 600 on 
Instagram. Although their Twitter does not have as large of a following, all forms of social media are 
regularly being updated with a variety of content for the different channels.
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BodySpec provides DEXA scans, RMR metabolism testing, VO2 max tests and nutritional coaching 
services. The tests are done either at their office in Los Angeles or through a mobile body fat test-
ing truck that travels throughout California. The tests are done for a much lower price than compet-
itors, costing only $45. The website features a blog with articles about fitness and health, including 
client success stories and information about the DEXA scan and other test benefits with the main 
messaging being, “Find out what you are made of.” Their social media accounts have a large fol-
lowing on Instagram and Facebook with frequent posts, and a less active Twitter account with their 
last post tweeted in September 2016. These accounts are used to interact with customers that have 
active lifestyles and promote partnerships with events in the Los Angeles area where the truck will 
be present.  

Dexalytics is a “sport and position specific metric” based on university research that emphasizes 
DXA technology in terms of optimizing team potential. Based in Minnesota, Dexalytics provides 
baseline standards for key positions and then compares players’ scans. Their message framing of 
“Better information. Better decisions. Better athletes” is geared toward coaches and performance 
staff who are looking to make the best, most informed decisions for team composition. There are 
no packages or pricings online; this leads one to assume that Dexalytics is formatted around the 
notion of bulk scanning as opposed to individual scans. In regard to social media, Dexalytics has 
zero engagement with their Facebook activity, whereas their Twitter is relatively popular in this 
niche market sitting at 57 followers with an average of three favorites per tweet.

Medithin Weight Loss Clinics are located in Madison, Wisconsin and Janesville, Wisconsin. Their 
newest regional advertising campaign talks about DXA technology and how it can drastically 
improve one’s dieting results, which therefore makes them an emerging competitor. Website 
branding targets older female clients with featured testimonials and images of past clients to show 
the progress while using the program. Additionally, YouTube videos feature personal testimonials 
from past clients that live in the area to show the truthfulness and legitimacy of the program. The 
Facebook page has a large following and posts about press for Medithin that has been featured 
on news channels to further back their program. 
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THE CONSUMER

Health-Conscious Men aged 30-50
According to Simmons Oneview, about half of men between the ages of 30 and 50 agreed that 
they are in control of their weight. In addition, about 80 percent of men from this age group dis-
agreed that they lose weight by dieting. Instead, exercise is their primary method with gym visits 
peaking between ages 45 and 49. In regard to health concerns, Mintel reported that men, similar to 
empty-nester women, are most worried about stress followed by arthritis and heart disease. Look-
ing specifically to the Dane County area, among men between 30 and 50 years old who care about 
diet/wellness/health, their most identifiable occupation is of a blue collar/tradesman, in which they 
have some disposable income. With an interest for fitness and some disposable income, DEXAM-
AP should consider at men 30 to 50 another potential market. Altogether, it is believed that DEXA-
MAP can target this demographic by advertising DXA technology as a source for men to monitor 
their health throughout their exercise routines.

According to the client briefing, 60 percent of DEXAMAP’s current consumers are women be-
tween 40 and 60 years old, and the other 40 percent are men between 30 and 50 years old. 
DEXAMAP describes its clients as either being “on a path” of fitness and weight loss, or associ-
ated athletics looking to monitor body composition change. After deconstructing these broader 
targets, the following potential consumer segments have emerged with the greatest potential: 
female empty-nesters, men aged 30-50, personal trainers, influencers and body-builders.

Empty-Nester Women aged 45+
These individuals have children who have moved out of the house semi-recently. For the first 
time in a long time, these women are looking to rediscover their independence and sense of self 
through staying on the cusp of innovation in regard to technology, design and trends amongst 
friends. In order to do so, 55 percent of female empty-nesters rely on reviews from personal blogs, 
often the voice of a specialized “friend” in the digital sphere. These women are straddling two 
worlds: caring for their children while also caring for aging parents, and interestingly are “in touch 
with their youth, yet keenly aware of their own mortality.” In regard to health concerns, these emp-
ty-nester women care less about a future of osteoporosis/osteopenia (31 percent) than the stress 
they endure on a day-to-day basis (56 percent). According to Mintel’s Marketing Health to Women, 
self-motivation is critical to achieving health goals, such as encouragement of a healthy lifestyle, es-
tablishing a realistic healthy model, and providing services or products that can easily incorporate 
daily healthy behaviors.
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THE INFLUENCERS
Influencers are a relatively new consumer market with a strong potential to impact DEXAMAP’s suc-
cess. These individuals are not specified by age range or occupation, but rather by their personal 
digital presence and ability to increase sales on behalf of a brand. This educated consumer-to-con-
sumer communication is becoming increasingly crucial to purchasing decisions than one unedu-
cated friend to another. Strictly in regard to Twitter as an engagement tool, 49 percent of users are 
dependent on recommendations from influencers. This number increases to around 56 percent if 
the users view their friends as influencers and vice versa. After being exposed to mentions and a 
positive review, especially if it is from a familiar source on social media, purchase intent increased 
5.2 times over with 92 percent of consumers. 

Strictly in regard to health influencers, a study of 2,000 internet users, ages 18 and over indicates 
that half of respondents are not interested in working with a personal trainer to manage their 
weight. A fourth of them are interested in joining an online fitness club and/or online personal 
trainers, while a third are interested in a wearable fitness tracker. These individuals routinely share 
their fitness experiences and advice on their social media platforms. They have been found to 
form strong relationships with those who follow their channels and directly impact their spending 
choices. Ninety-two percent of consumers depend on referrals from friends when choosing ser-
vices. Influencers create a friendship with their followers, with their opinions being trusted. Nearly 
40 percent of Twitter users said they had made a purchase that was directly influenced by an Influ-
encers’ tweet.  Marketers have found partnering with influencers to be an effective way to increase 
brand awareness. With brands often encouraging reviews to be written online about their services 
and products for later potential buyers, it was found that 88 percent of clients trust reviews written 
by other consumers as much as they trust recommendations from personal contacts.
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Personal Trainers
A niche segment of health influencers are 
personal trainers. DEXAMAP believes that its 
technology currently provides personal trainers 
the service of monitoring the physical change 
of their clients to improve their training ses-
sions and track the progress of their clients. 
Engaging with DEXAMAP can pose as a benefit 
for personal trainers. With people continuing to 
be more interested in online services and the 
use of technology while working out, DEXAM-
AP would be a strong partnership for personal 
trainers by adding a technological amenity to 
their services. DEXAMAP will allow personal 
trainers to attract more clients by promoting 
the benefits of the innovative findings in DXA 
scanning.

Group Exercisers
Another notable way in which health in-
fluencers engage with their community is 
through group exercising, whether that be 
via promotion, teaching or participating. 
Comprising a large portion of those who 
identify as “regular exercisers”, 36 percent 
said they frequent fitness classes. This 
engagement remained stable and high for 
18-34, 35-54 and 55+ year old gym-goers.

Bodybuilders
Bodybuilders pose as a potential customer for DEXAMAP based on their goals and necessary 
training. These individuals are looking to gain both bulk and lean muscle through weight training 
exercises, with a primary focus to increase muscle mass, strength and definition. In 2015, a “classic 
physique” category was added to bodybuilding competitions, which is expected to attract new 
bodybuilders because it won’t require excessive bulking and muscle gain in order to compete. This 
same year, it was reported that there are over 2,000 bodybuilding shows and competitions around 
the globe each year, accompanying a 150 percent industry growth the previous year. The age 
range for bodybuilders is varied, some being as young as teenagers and as old as 40. With a focus 
in precision and maintaining a very specific weight, DEXAMAP could offer this niche market a way 
to accurately track their body composition and segmentation. 
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Listed below are DEXAMAP’s corporate strengths, weaknesses, opportunities and threats that 
have been identified via secondary research.

S.W.O.T. ANALYSIS

STRENGTHS

• Precision of DXA technology
• Specialized staff in professional office
• Easily interpreted report

WEAKNESSES

• Lack of customization
• Weak marketing and social media 
• Inconsistent branding

OPPORTUNITIES

• More concrete business-to-business 
partnerships
• Niche marketing in healthcare industry
• Embed DXA technology as part of an 
overall health routine

THREATS

• Lack of knowledge
• Dynamic competitor amenities 
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SUMMARY: 
KEY ISSUES

We have identified key issues that DEXAMAP must address to achieve their objectives

#1LACK OF KNOWLEDGE FAR PRECEDES APATHY
The lack of knowledge about DXA technology and body composition 
scanning in general among the potential consumers far precedes apa-
thy. It is difficult for people to feel apathetic about their body composi-
tion if they do not know what a body composition scan consists of. The 
implication is that DEXAMAP needs to first educate the public about 
DXA technology and its benefits through social media engagement 
and other media outlets before moving to address the issue of apathy.

#2TARGET CONSUMER IS NOT SEGMENTED
DEXAMAP’S services can be utilized by many different types of con-
sumers, however DEXAMAP needs to segment their target consumer 
because otherwise the messaging is too broad. DEXAMAP needs to 
clearly explain on their website how this body composition scan will 
help each type of consumer reach their goal. Different segments, such 
as men ages 30-50 and female empty-nesters, have different goals as 
well as different body types. Without a tailored message to niche mar-
ket consumers, DEXAMAP will struggle to attract new potential con-
sumers as well as maintain current customers. Thus, the target consum-
er audience must be narrowed in order to reach specific target markets 
and increase revenue.

#3BRANDING IS INCONSISTENT
While DEXAMAP has dedicated time to promote its services via social 
media and advertising, it does not have cohesion between its differ-
ent media platforms. Similarly, the imagery on the DEXAMAP website 
is misleading, highlighting individuals in lab coats, personal trainers 
in the gym and people working out. There are no medical or workout 
services provided at DEXAMAP, which conflicts with these images on 
the website. As a result, the website and social media outlets need to 
be cohesive in their messaging. By having a connected message on 
social media and traditional advertising platforms it will build strong 
brand awareness. A complete campaign will send a concise message to 
our target market segment. Rather than having distributed ideas across 
platforms, an integrated marketing campaign will benefit DEXAMAP 
by creating a strong brand persona and highlight its main strengths for 
consumers. 
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PRIMARY RESEARCH

Overview: Target Consumer
In order to secure a strong presence in the mar-
ketplace, DEXAMAP must target the consumers 
most interested in DXA technology. After complet-
ing primary research, we recommend DEXAMAP 
target Fitness Inspired Trend (F.I.T.) Leaders as its 
strategic value consumer. Not only are these con-
sumers personally interested in DXA technology, 
but they have the power to persuade others, such 
as F.I.T. Followers as a secondary market. Together, 
these influencers and followers provide DEXAM-
AP the best opportunity to establish a solid brand 
image and expand its business. 

11
3
3
1

one-on-one interviews

ethnographies

focus groups
quantitative survey
(179 responses)

KEY FINDINGS & INSIGHTS
FITNESS-MINDED PEOPLE ARE UNAWARE OF 
DXA TECHNOLOGY
Operating in a large market with a variety of innovative products, it is essential that DXA technolo-
gy be recognized and valued. Yet, before DXA technology is able to stand out in the marketplace, 
the technology must be defined and understood by potential consumers, especially fitness-mind-
ed consumers. After receiving over 170 survey responses, it was overwhelmingly clear that the 
concept of DXA technology is still widely unfamiliar to most. Ninety-three percent of survey re-
spondents stated that they have never heard of DXA technology. In addition, of the survey respon-
dents that identified themselves as people who work out four to six times a week, 83 percent had 
never heard of DXA technology. In focus groups and interviews, people commonly associated the 
term, “dexa” with “MRI,” “screening,” “medical,” and “imaging.” These responses illustrate the large 
knowledge gap that exists in the marketplace. 

IMPLICATION
The first step to gaining consumers is 
increasing awareness of DXA technol-

ogy among fitness-minded people.
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Fitness communities are essential to the suc-
cess of DEXAMAP. Fitness-oriented individuals 
want to establish a group of people who they 
can rely on, whether they want to talk over the 
best fitness routine or need encouragement to 
maintain an active lifestyle. These individuals 
are inspired by others and rely heavily on their 
community for that push factor. 

These individuals, better known as F.I.T. Fol-
lowers, also go to influencers to seek wellness 
advice and learn about fitness trends. They have 
established a comfortable environment where 
they can talk openly about their health and/or 
fitness concerns, and look to these influencers 
with respect. 

“There’s a whole motivational factor now...you 

see your friends getting results and it makes 

you want to do the same,” Andrea, Former 

Occupational Therapist

“I’m influenced by the things my instructor 
brings up in class and the new things we try 
out. We will do something new and then I will 

go home and look it up online,” Judy, Fitness 

Fanatic

IMPLICATION
Once educated on DEXAMAP, influencers 

have the power to spread knowledge about 
DXA scanning with others in the community.

FITNESS COMMUNITIES ARE
VITAL TO GENERATE 

KNOWLEDGE AND BUZZ
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IMPLICATION
Numbers should not be the end goal 
of DEXA scanning, rather DEXAMAP 

should be a step in the process of 
transforming an individual’s perfor-

mance

“Know your body, transform your life”
Preferable tag of competitors

• Survey respondents liked the way the 
Dexafit tagline was descriptive and health 
focused

NUMBERS ARE NOT IMPORTANT TO 
FIT-CONSCIOUS INDIVIDUALS

Two popular ways in which individuals measure their overall fitness is numerical measurement, 
and mental and physical feel. Although numerical measurements were identified as significant 
indicators of being fit, most commonly, people stated that they measure their progress based on 
how they mentally and physically feel. Fit-conscious individuals are focused on the transformation 
process of their fitness journey. These individuals are not stuck in a numbers mindset. Rather, these 
individuals like to use numerical measurements as a check point along their fitness journey. There-
fore, ultimately, the mental and physical appearance of fit-conscious individuals is the most import-
ant indicator when measuring progress. 

Additionally, 74 percent of survey respondents said that their main goals when exercising are to 
feel good and maintain health, and well over half said that health improvement is also a main goal 
when exercising. When asked what health monitoring activities they have done in the past six 
months, 64% of respondents reported that determined their health based on appearance. One 
survey respondent explained that “[they] still exercise regularly, but with a goal to move and listen 
to my body rather than achieve certain distances, speeds, or heart rates.” Holistically, the majori-
ty of people do not construct their health goals around numbers and specific improvements, but 
rather how they feel and look.
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While conducting secondary research, wear-
able technology was identified as a competitor 
of DEXAMAP. However, after further analyzing 
secondary research and conducting primary 
research, it has been determined that wearable 
technology is primarily a motivational device.  
Still extremely popular in the marketplace, one 
interviewee estimated about 75 percent of 
people wear a Fitbit or other type of exercise 
tracker. This estimation was confirmed, as sur-
vey respondents primarily use mobile apps and 
Fitbits as health monitoring services. Yet, it is 
abundantly clear that wearable technology is a 
form of assurance. It encourages individuals to 
work out and holds them accountable for daily 
activity, but it is not used to track progress.

Wearable technology should not be 
seen as a competitor for DEXAMAP, 

but rather an ally.

Focus Group with Active Female Adults

When asked: Do you use any wearable 

technology to track your physical/health 

progress?

Female 1: I just judge it on when I am able to 
make the weights heavier, last longer. I use 
a heart rate monitor in class and a Fitbit but 
don’t rely on them to track progress, only to 
keep myself motivated while working out. 

Female 2: I also use a Fitbit, but not to track 
how I am improving either. I go to the class 
but also run and walk my dogs so I use the 
Fitbit more for that.

INSURANCE MATTERS WHEN CONSIDERING 
COSTLY HEATLH PURCHASES

When spending money on health-related 
appointments, people comply when recom-
mended by doctors and when it is covered 
by insurance. The high cost of a DEXA scan is 
a deterrent to potential consumers. Typically, 
consumers look to their insurance providers 
for cost reduction. Without insurance support, 
demand for the services provided by DEXAM-
AP will be minimal. 

IMPLICATION
Not being covered by insurance is a 

barrier to DEXAMAP’s potential.

Focus Group with Active Male Adults

When asked: How much would you be 

willing to pay for a DEXA scan?

Male 3: I think my first question would be is it 
covered by insurance?

Male 1: I think if it was tied into insurance or 
tied into an annual physical check-up

IMPLICATION

WEARABLE TECHNOLOGY IS 
COMMONLY USED IN FITNESS 

COMMUNITIES
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When respondents of our Qualtrics Survey 
were asked, “Why do you workout?” Answers 
like “Feeling good” and “Maintaining Health” 

were most popular.

F.I.T. Leaders are informed, influential and knowledgeable in their community which 
means they can understand the product and generate buzz throughout their net-

work. 

IMPLICATION

THE F.I.T. COMMUNITY
In streamlining primary research conducted throughout March and continuing with the second-
ary data from Catalyst Communication’s previous report, it has been determined that DEXAMAP’s 
strategic value consumer (SVC) should be Fitness Inspired Trend Leaders, or F.I.T. Leaders, with 
Fitness Inspired Trend Followers, or F.I.T. Followers, as a secondary SVC. In order to maximize the 
potential of both the primary and secondary target consumers, Catalyst Communications recom-
mends a key influencer strategy.

F.I.T. Leaders
These F.I.T. Leaders are non-gender specific with the only age stipulation that they be over 18 
years old due to DEXAMAP’s prescription structure. The attitudes and behaviors of a F.I.T. Lead-
er are what makes them stand out as DEXAMAP’s greatest asset. As a group, F.I.T. Leaders are 
constantly seeking health and tech-related products and information to share within their strong, 
engaged network, both online and interpersonally. When asked why they workout, the over-
whelming response was to feel good, followed by maintaining health and weight management 
(see below). This suggests that F.I.T. Leaders are intrinsically motivated to living a healthy lifestyle 



IMPLICATION
F.I.T. Leaders are hard-working individuals with disposable income who can make 

time to be part of a community.
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IMPLICATION
F.I.T. Leaders enjoy being a source of motivation for others and put an emphasis on 

health, dedication and self-awareness.

With the assistance of Catalyst Communications’ survey and focus group data, F.I.T. Leaders have 
been defined as individuals who consider themselves to be healthy, exercising five or more times 
per week. Though they often prefer to workout alone (see below), these individuals frequently 
teach group fitness classes, stay digitally connected to those they meet at the gym and describe 
themselves as information seekers. 

Behaviors

IMPLICATION
F.I.T. Leaders are a niche segment of health influencers that are actively seeking and 

sharing new information both online and interpersonally. 

Demographics
Though fitness and wellness is the focal point of all F.I.T. Leaders, they do enjoy life outside of the 
gym. In fact, these individuals are 26 percent more likely than average to have a full-time job, earn-
ing approximately $100,000 annually. Seventy percent of these individuals have no children, af-
fording them larger disposable income and more free time than most. They use these resources for 
purchases like memberships to organizations and clubs.

Attitudes
A significant aspect of what separates F.I.T. Leaders from the average gym member are their atti-
tudes regarding initiative, quality and technology. These individuals are incredibly brand loyal and 
are willing to invest any amount of money when it comes to their health. In addition, they monitor 
industry trends and use technology to stay connected with friends and family. They are go-getters in 
every aspect of their lives. For example, when determining their place in any given social circle, they 
prefer to stand out in a crowd, enjoy having control over people and resources and pride them-
selves on being able to convince others. 
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Digital Sphere

The circle chart to the left indicates why F.I.T. 
Leaders use social media.

The brick chart indicates what social media F.I.T. Leaders have 
used in the past 6 months according to our Qualtrics survey.

F.I.T. Leaders are actively seeking new information to share within their network.
IMPLICATION

When F.I.T. Leaders were asked about which media outlets they use most often, the majority report-
ed that they use social media over traditional, print or non-digital platforms. Similarly, when asked 
about their media behaviors it was found that they most regularly use Facebook and Instagram to 
stay connected to friends and family and share photos with their followers. Additionally, social media 
platforms such as Snapchat and Twitter were not far behind Instagram in terms of usage by survey 
respondents. When F.I.T. Leaders were asked how they find out about healthcare and exercise trends, 
social media and websites came close behind friends and family. 
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KEY INFLUENCERS

F.I.T. Followers
Based on primary research, the secondary Strategic Value Consumers recommended for DEXAMAP 
are F.I.T. Followers. These F.I.T. Followers are greatly influenced by F.I.T. Leaders. F.I.T. Followers enjoy 
group interaction, motivated by peer support. They regularly partake in group fitness classes, in 
addition to working out one to three times a week. F.I.T. Followers are motivated to exercise by their 
desire to feel good, maintain their health and manage their weight. Although they commonly use a 
scale to measure their body weight, F.I.T. Followers primarily judge their progress on appearance. 
Because F.I.T. Followers are unlikely to seek information independently, F.I.T. Leaders assume the 
role of providing that information. From that perspective, it is appropriate for F.I.T. Leaders to expose 
F.I.T. Followers to the benefits of DEXAMAP to generate a greater interest. 

IMPLICATION
F.I.T. Followers are the catalysts in the fitness community - they fully immerse them-

selves and actively put effort into being a part of the community. 

Local influencers are essential in building awareness of DXA technology and DEXAMAP to Madison 
fitness communities. F.I.T. Followers look to F.I.T. Leaders as role models to maximize their overall 
fitness and wellness. If local F.I.T. Leaders with a strong social media presence post about the ad-
vantages of DEXA scans, the information coming from this trusted source will ultimately promote 
DEXAMAP. 

On a national level, Jillian Michaels is a powerful influencer within the fitness community. People 
trust that with her professional experience as a fitness expert and life coach, most notably on “The 
Biggest Loser,” she will be sharing accurate information. With over 937,000 followers on Instagram, 
4,500 likes on Facebook and 1.54 million followers on Twitter, Michaels reaches a large audience 
looking to her for insights on health and exercise. 

Locally, the November Project, a group of individuals who meet to work out on Wednesday and Fri-
day mornings in Madison, Wisconsin, share posts on Instagram, Facebook and Twitter. The Novem-
ber Project’s social media channels are popular for their posts on working out and building a fitness 
community. 
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For DEXAMAP, the consumer, category and brand insights are unique statements that distinguish 
relevant opinions. Together, these insights form the “Sweet Spot” to serve as the foundation for 
DEXAMAP’s message strategy.

“Working out is more than getting healthy, it is being part of a community and spending time with my friends. 
I want to be the person trusted by others to ensure they make the right decisions.”

F.I.T. Leaders enjoy the strong sense of community that is created amongst their peers. They are active par-
ticipants in their concentrated social networks. F.I.T. Leaders are as interested in sharing information as they 
are in receiving feedback. They are knowledgeable about fitness trends and want to initiate conversation 
to influence others in a positive way. Often times, F.I.T. Followers look to F.I.T. Leaders when seeking advice 
regarding the fitness category. Overall, F.I.T. Leaders deliberately guide the conversation to engage commu-
nity members.

THE SWEET SPOT

Consumer Insight

Category 
Motivation

Brand 
Difference

“DEXAMAP is an 
innovative and new 
way to follow my 
fitness progress.”

“I like to initiate discus-
sions within my communi-
ty to make a positive im-
pact on their choices.”

“I trust DEXAMAP 
to give me the 
most accurate 

results.”

CONSUMER INSIGHT

Sweet Spot
“I want to tell my fitness community about the benefits of DEXAMAP to help them 
stay on track by accurately measuring their health and wellness transformation.” 
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SWEET SPOT

CATEGORY MOTIVATION
“I am looking for a unique way to monitor my body measurements. Because there are so many options in the 
Health and Wellness category, I am intrigued by DEXAMAP because it is the newest service available on the 

market.”

F.I.T. Leaders are constantly looking for new products and experiences within the fitness industry. They con-
tinually search for ways to improve their workout routine and their personal progress. Most often, F.I.T. Lead-
ers want to be on the cutting edge of industry trends and tracking tools. As a result, they are apt to discover 
and want to try DEXAMAP. Additionally, because the Health & Wellness category is so large, F.I.T. Followers 
rely upon F.I.T. Leaders to introduce them to new products and services.

BRAND DIFFERENCE
“DEXAMAP is unlike anything I have ever tried before and appears to be a trustworthy and professional ser-
vice. They provide accurate and timely results own to the tenth of a percentage as well as color-coded charts 

and expert advice about my body composition and wellness habits.”

Both F.I.T. Leaders and F.I.T. Followers agree that scales do not provide an optimal and comprehensive mea-
sure of fitness. Although scales are convenient and may provide a rough estimate of overall fitness predict-
ed solely by weight, both F.I.T. Leader and F.I.T. Followers want more conclusive results. DEXAMAP fills this 
void by providing a comprehensive, accurate and precise measurement of body composition. The accuracy 
of DEXAMAP’s results distinguishes it from other options.  Additionally, the overall F.I.T. community is able 
to trust DEXAMAP’s service based on the reputation of the provider of where DEXAMAP is located. 
The professional setting of Dr. Rogerson’s office validates the legitimacy of DEXAMAP’s services. 
Overall, DEXAMAP can provide the both F.I.T. Leaders and F.I.T. Followers with an accurate method 
to measure body composition all while being located in a trusting environment.

In order to establish a strong promotional campaign, DEXAMAP must rely heavily on the influencers of the 
fitness community to understand, attest to and convey the significant value of DEXAMAP’s service. F.I.T. 
Leaders have been identified as individuals seeking innovative products and services within the Health & 
Wellness category. They want to share this knowledge with their social networks. Specifically, F.I.T. Leaders 
can expose others in their community to the benefits of DEXAMAP and the advantage accurate results can 
have on their transformation process. DEXAMAP’s messaging strategy for its promotional campaign must 
focus on reaching F.I.T. Leaders in the local Dane County area, and work towards building a strong relation-
ship with them. Once connected, these F.I.T. Leaders will be invaluable in persuading their larger social and 
communal networks, F.I.T. Followers, to use DEXAMAP as an accurate measuring tool during their journey.
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CAMPAIGN STRATEGY

POSITIONING & 
CREATIVE MESSAGE

RECOMMENDED POSITIONING

To F.I.T. Leaders, DEXAMAP is the premiere method of health and fit-
ness tracking that provides an innovative and accurate measurement 
because DXA technology is nationally recognized as the gold standard 
for body measurement

Rationale
We believe that this is the optimal positioning for 
DEXAMAP because F.I.T. Leaders are looking for 
new trends and methods to improve their work-
out routines as well as their communities. They 
are looking to find the most accurate way to track 
their progress and DXA technology is nationally 
recognized as the gold standard in body mea-
surement, making it a tool that the F.I.T. Leaders 
would be interested in trying once awareness of 
the technology is increased. Additionally, F.I.T. 
Leaders are influential towards each other and to 
F.I.T. Follower due to their large social and inter-
personal networks. Their powerful position within 
their community makes them a strong target mar-
ket to spread awareness to their F.I.T. community.
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MESSAGING

WHO

MESSAGE

ONE WORD

COMPETITIVE DIFFERENCE

WHY CARE

WHY BELIEVE

INSPIRING 
BRAND INSIGHT

FEELING

CALL TO ACTION

APERATURE

TONE

LINGERING DOUBT

LIVE THE BRAND

F.I.T. Leaders

DEXAMAP is the newest and most ac-
curate way to track your fitness routine
Maximize

Accuracy sets DEXAMAP apart

F.I.T. Leaders want others to know how 
DEXAMAP has helped them so that 
they can help others
Accuracy establishes trust

DEXAMAP guides consumers with 
their health and fitness lifestyle, pro-
viding accurate results to optimize 
their routine
Inspired & Motivated

You need to measure your body com-
position throughout your fitness jour-
ney to obtain optimal results
The best moment to reach F.I.T. Lead-
ers is during group fitness classes and 
community center classes
Encouraging, Trusting, Enthusiastic

Is this service cost-efficient and/or rel-
evant to my fitness journey?
DEXAMAP is used as a point of refer-
ence throughout your fitness journey
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CREATIVE BRIEF
The Brand Today
DEXAMAP is positioned as a medical service that measures the effectiveness of fitness routines 
and motivates people on their weight loss journey. However, the brand name is not popularly rec-
ognized, and the service it provides is not well-known to the public. This suggests that the current 
messaging and creative strategy are not working.

Campaign Goal
The DEXAMAP campaign must address the low brand awareness amongst F.I.T. Leaders and 
F.I.T. Followers. There is an opportunity to educate both target groups about the brand’s bene-
fits. Once educated, these target consumers will feel compelled to try the service themselves.

• Think of DEXAMAP as a trustworthy 
method to measure body composi-
tion

• Want consumers to connect with 
brand be feeling encouraged 

• F.I.T. Followers need that encourag-
ing environment to motivate them

• Images of F.I.T. Leaders at DEXAM-
AP appointments

• Images of F.I.T. Leaders enthusias-
tically encouraging groups of F.I.T. 
Followers

• Copy that reinforces DEXAMAP as 
a service to maximize clients’ fitness 
routine

CAMPAIGN TONE CAMPAIGN MANNER

Encouraging, trusting, 
enthusiastic

Point along the fitness journey
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STYLE FEATURES RATIONALE
• Crisp

• Tech-centered

• Map design

• Strategic

• Static landing

• Direct tabs

• Clear social 
media

• Easy to navi-
gate

• Continue map 
analogy

• Intriguing with-
out overwhelm-
ing

New website design layout

Website Sample
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Campaign Executional Considerations
In order to carry out the message strategy and positioning implica-
tions previously mentioned, we suggest that DEXAMAP include the 
following elements into their campaign:

• Feature new DEXAMAP tagline, “Map your potential, maximize 
your routine”
• Encourage interaction and shareability via technology and social 
media
• Direct target groups to the DEXAMAP website to enhance educa-
tion of DXA technology
• F.I.T. Leader(s) must appear approachable, community-oriented 
and trendy

CAMPAIGN STRATEGY

Key Issues
The campaign strategy will consider these key 
issues as found in secondary research and 
explored further in primary:

1. Lack of knowledge surrounding DXA tech-
nology far precedes apathy

2. The consumer scope must be narrowed 
in order to increase effectiveness of limited 
campaign dollars

3. Branding must be consistent and cohesive 
across all platforms

“Map your 
potential, 

maximize your 
routine”
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#1EDUCATE F.I.T Leaders on the benefits of DEXA 
scanning for their fitness routine

#2CONVINCE F.I.T. Leaders that DEXA scanning is es-
sential for their fitness routine

#3BUILD LOYALTY among F.I.T. Leaders who will share 
with their F.I.T. communities

Marketing Objectives

MAIN BRAND NAME

TAGLINE

CURRENT BRAND 
PERSONALITY

DESIRED BRAND
PERSONALITY

EMOTIONS & 
VALUES

DEXAMAP

“Map your potential, maximize 
your routine”
DEXAMAP is viewed as a very 
technological and medical brand 
that provides body composition 
measurements to people on a 
weight loss journey
We want F.I.T. Leaders to incorpo-
rate DEXAMAP into their fitness 
routine, and in turn advocate to 
F.I.T. Followers

Dedicated, Inspiring, Upbeat, 
Community, Motivational
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Partnerships and Influencers

REFERRAL PROGRAM

Local F.I.T. Leaders that teach group fitness classes in the Dane County area would be successful 
influencers for this particular campaign due to their strong networks and impact in their local com-
munity. By implementing a referral program, these F.I.T. Leaders would find a greater incentive to 
do what already comes naturally to them, promote the products and services they love. 

Nine referrals, get the 10th free. GETYOURMAP, posted via social.

COUPON PROGRAM

SAMPLE SOCIAL

• Engage with 
F.I.T. Leader social 
media outlets via 
reposting, liking, 
commenting and 

etcetera

• Include special-
ized coupon codes 

as a way to link 
referrals for F.I.T. 

Leaders
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Promotion Strategy

Place Distribution

F.I.T. Leaders use social media to find out about new trends 
and thens hare this new information with their F.I.T. Follow-
ers because word-of-mouth and recommendations are very 
important to them. Because of this, we feel that the following 
forms of promotion and distribution will be most profitable.

#1AD PLACEMENTS ON SOCIAL MEDIA OUTLETS
Facebook, Instagram and Twitter are three of the most used social me-
dia platforms among F.I.T. Leaders, and each offers paid advertisements 
for businesses.

#2PAID SEARCH TO GENERATE CONVERSIONS
Through Google AdWords, DEXAMAP’s website can appear above oth-
er search results on Google when users search for body composotion 
scanning. This will lead to a higher website view rate and more conver-
sions (purchase of scans).

#3ACTIVE SOCIAL MEDIA CHANNELS FOR DEXAMAP
In order to generate buzz around DEXAMAP, it is important that DEXA-
MAP’s personal social media channels are active and present in the dig-
ital sphere. More posts and connections will lead to a higher following 
and interest in the company.

Currently, DEXAMAP’s location within Dr. Rogerson’s office validates the accuracy 
and trustworthiness of the service, but there are other opportunities for DEXAMAP 
to create awareness outside of using social media.

1. Booths set up at various gyms and health clubs in Dane County. 

2. Continue attending expos in Dane County.

3. Have DEXAMAP employees independently immerse themselves within the fit-
ness communities in Dane County in order to form relationships with F.I.T. Leaders 
and their F.I.T. Follower communities and create a face for the brand.
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Pricing Strategy
Currently, DEXAMAP has a tiered pricing product line with an introductory scan for the first pack-
age, followed by an additional visceral fat scan as part of the second package and a bone density 
test for the third option. DEXAMAP also offers a nutrition counseling service, though it is rarely 
used by current consumers.

We believe that to improve the product line strategy the pricing strategy should be rearranged. 
The price strategy should be both condensed and bundled to simplify and improve the product 
line. By condensing the types of scans offered it will illustrate the accuracy of DEXA scanning. Be-
cause DEXAMAP’s brand difference is accuracy, the Visceral Fat Scan should be offered as the ini-
tial scan for 99 dollars. The second scan will be called the BMD-MAP and include the bone density 
scan for 129 dollars. The nutritional service should either be removed or offered at a lower price of 
59 dollars with follow-up scans of 29 dollars to make clients more interested in trying the service. 

Additionally, we believe that DEXAMAP should bundle their scans for a lower price to encourage 
returning customers to maximize the report potential. By selling multiple scans together custom-
ers will be more inclined to return for follow-up scans.

We believe that it is most crucial to advertise DEXAM-
AP year round with pulses during fitness-related events 
in Madison to attract F.I.T. Leaders in the community. 
Examples of these events include (but are not limited 
to) Ironman, races, wellness or fitness expositions and 
competitions. F.I.T Leaders are active 24/7 throughout 
the year but are most vulnerable around the time they 
are training or preparing for an event. The campaign will 
be a regional campaign within the Madison Metro Area, 
but it is still crucial to raise awareness of DXA technolo-
gy on a national level to generate local interest.
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• Betsy Osterberger for November Project pho-
tography

Primary Research
• Qualtrics Survey 
• Qualitative Data
• Interview with Andrea, Former Occupational 

Therapist
• Interview with Judy, Fitness Fanatic
• Interview with Mojan, Trainer
• Interview with Jamie, Trainer
• Interview with Kathleen, F.I.T. Leader
• Interview with Amanda, F.I.T. Follower
• Interview with Tim, F.I.T. Leader
• DEXAMAP Client Briefing
• Qualtrics Survey
• Qualtrics Survey
• Qualtrics Survey
• Qualtrics Survey
• Qualtrics Survey
• Focus Group with Dane County Fitness Instruc-

tors
• Focus Group with Dane County Fitness Instruc-

tors
• Simmons Oneview
• Simmons Oneview
• Qualtrics Survey
• Lecture Notes, March 7, 2017
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