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Sammanfattning  
Användarchurn  är  ett  stort  problem  för  mobile  applikationer,  och  speciellt  för  
hälsoapplikationer.  Eftersom  mobila  applikationer  är  en  så  ny  industri  finns  det  nästan  
ingen  forskning  om  churn  i  mobila  applikationer,  och  ingen  forskning  alls  om  fokuserad  
på  churn  i  hälsoapplikationer.  Syftet  med  den  här  studien  var  att  undersöka  vilka  
dimensioner  ett  företag  med  en  mobil  hälsoapplikation  måste  ta  hänsyn  till  för  att  
analysera  churn,  samt  att  ge  dem  verktyg  för  att  själva  analysera  churn  i  framtiden.    
Studien  gjordes  i  form  av  en  case-studie  på  företaget  Lifesum.  En  omfattande  
litteraturstudie  genomfördes  för  att  skapa  ett  initial  ramverk  för  att  analysera  churn  i  en  
hälsoapplikation.  Intervjuer  gjordes  med  både  användare  samt  anställda  på  Lifesum,  
med  frågor  baserade  på  det  initiala  ramverket.  Resultatet  av  intervjuerna  användes  sen  
för  att  förbättra  ramverket,  för  att  ge  en  mer  korrekt  bild  av  churn  i  en  mobil  
hälsoapplikation.  Resultatet  användes  också  för  att  skapa  en  sammanställning  av  churn  
på  case-företaget  Lifesum.  
Studien  resulterade  I  ett  ramverk  med  flera  olika  dimensioner,  med  flera  olika  
kopplingar.  De  dimensioner  som  främst  påverkar  churn  är  användarnöjdhet  samt  
bytesbarriärer,  och  de  är  i  sin  tur  influerade  av  andra  faktorer.    
Analyses  av  churn  i  Lifesum-applikationen  visar  att  churn  är  komplext.  Användare  har  
flera  olika  syften  med  att  använda  applikationen,  samt  ännu  fler  anledningar  till  varför  de  
slutar  använda  appen.  Ett  diagram  som  kartlägger  de  olika  användarna  presenteras,  
men  en  analys  om  hur  applikationen  behöver  förändras  för  att  passa  behoven  av  de  
olika  användargrupperna.  En  rekommendation  ges  också  till  företag  att  undersöka  
vilken  typ  an  användare  de  vill  fokusera  på,  baserat  både  på  vad  de  kan  göra  sam  
vilken  riktning  de  vill  att  applikationen  ska  ta.    
  
  
  
  
Nyckelord:  churn,  användarlojalitet,  mobila  applikationer,  hälsa  
     



  

  
Abstract  
User  churn  is  a  big  problem  for  mobile  applications,  and  in  particular  for  health  
applications.  Because  mobile  applications  is  such  a  new  industry  there  is  almost  no  
research  on  churn  in  mobile  applications,  and  none  at  all  regarding  health.  The  purpose  
of  this  research  was  to  explain  what  dimensions  a  mobile  health  application  company  
need  to  take  into  account  when  analyzing  churn,  and  provide  them  with  the  tools  to  
analyze  churn  in  the  future.    
The  study  was  done  in  the  form  of  a  case  study  at  the  mobile  health  company  Lifesum.  
An  extensive  literature  study  was  conducted  to  create  an  initial  framework  for  analyzing  
user  churn  in  a  health  application.  Interviews  were  conducted  with  both  users  and  with  
Lifesum  employees,  with  questions  based  on  the  initial  framework.  The  results  of  the  
interviews  were  then  used  to  augment  the  initial  framework,  to  represent  a  more  
accurate  image  of  user  churn  in  a  mobile  health  application.  The  results  of  the  
interviews  were  also  used  to  create  an  overview  of  churn  in  the  specific  case  study  of  
the  Lifesum  app.    
The  outcome  of  the  study  was  a  framework  with  many  different  dimensions,  with  
intricate  connections  between  them.  The  main  dimensions  influencing  user  churn  are  
user  satisfaction  and  switching  barriers,  and  they  are  in  turn  influenced  by  other  factors.    
The  analysis  of  churn  in  the  Lifesum  application  shows  that  churn  is  complex.  Users  
have  many  different  purposes  for  using  the  app,  and  even  more  reasons  for  why  they  
stop  using  the  application.  A  diagram  mapping  the  different  users  is  presented,  with  
analysis  regarding  how  the  app  needs  to  change  to  cater  to  the  different  user  groups.  A  
recommendation  is  also  given  for  companies  to  investigate  which  type  of  users  they  
want  to  cater  to,  based  on  both  what  they  can  do  and  what  direction  they  want  the  
application  to  go.    
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1 INTRODUCTION 
The introductory chapter aims to give a background to the research area and the industry. It gives a brief overview of the 

theoretic research the thesis aims to contribute to, and the problem it aims to solve. The problem formulation as well as the 

purpose and objective are presented.  

1.1 PROBLEM BACKGROUND 
Since the release of the smart phone in the beginning of the millennia, mobile applications have become 

more and more popular, and it is now a billion-dollar industry. The mobile application revenue generated 

by the iOS App Store in 2014 was $10 billion (Apple, 2015), and the projected by annual revenue for 

2017 is $77 billion dollars (Gartner, 2014). The app market is fiercely competitive with millions of apps 

competing for the user’s time and money. In 2014 the Apple App Store had 1.4 million apps (Apple, 

2015) and Google Play had 1.43 million (AppFigures, 2015). According to mobile intelligence company 

Quettra, 77% percent of users stop using the average app within the first three days of installing it. Within 

30 days, 90% of the users have stopped using it and within 90 days, the number is over 95% (Jain, 2015). 

Since it is such a new market, many of the companies creating apps are small and relatively new. The app 

is also often the only income source, and it is therefore vital that the app is profitable. These small 

companies do not have infinite resources to research and work with churn, and they also cannot hire a 

company to do so for them. They therefore need the tools to analyze churn themselves.  

Customer churn can be defined as the tendency of customers to stop doing business with a company in a 

given period (Yu, et al., 2011). In many industries, customer churn is a big challenge, and is therefore of 

critical concern (Abbasimehr, et al., 2013). Customer churning has a direct impact on the net result for 

every company (Kim & Yoon, 2004) and it is usually far less expensive to retain a customer than acquire a 

new one (Hair, 2007). The existing customer base might therefore be a company’s most valuable asset 

(Van den Poel & Buckinx, 2005). The identification of the customers prone to switching therefore carries 

a high priority (Burez & Van den Poel, 2007) and retaining existing and valuable customers is a core 

managerial strategy to survive (Tsai & Chen, 2010). 

A case study was performed at the mobile health company Lifesum. It is a small company founded in 

2007, and they provide a health app. The health app is focused on food, and the user inputs what they 

have eaten and then gets feedback regarding the healthiness of the meal.  

Although reports declare that online content providers represent a growing industry within e-commerce, 

they experience substantial customer churn (Samimi & Aghaie, 2010). Lifesum experiences a great user 

churn within the first few days, and it means having to find more and more new users to use the app. 

Because so few users stay with the app, there is a large need for new users in order to make the business 

profitable. In mobile service (m-service) industries, the high cost of acquiring customers can render many 

customer relationships unprofitable in the early years (Lin & Wang, 2006). Retaining customers is a 

financial imperative for any m-service, especially as attracting new customers is considerably more 

expensive than for comparable, traditional, brick-and-mortar stores (Lin & Wang, 2006). Understanding 

reasons behind customer churn is therefore a crucial management issue for all companies, but for mobile 

companies especially.  

An app with a health focus such as Lifesum, introduces yet another problem perspective: the service 

concerns the user’s health. A mobile lifestyle health service does not provide the user with something 

they cannot live without. A customer will probably have a phone subscription, and the problem for 

telecom companies then lies in making sure the customer does not switch from their service to a 

competitor’s. A user of a health app can switch to a competitor, but he or she can also just not use a 
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health app at all. Health is also, for many people, not something that is fun and that they necessarily want 

to think about. Many make New Year’s resolutions about being healthier, but later fail to keep that 

promise, through no fault of the tools provided. The app must therefore not only be better than the 

competitors, it must provide something new and beneficial to the user, and help the user take something 

challenging and sometimes boring and make it fun and easy. 

By understanding the likelihood of churn due to different reasons, an effective retention strategy can be 

developed by focusing on the probable causes of churn (Verbeke, et al., 2012). This creates a strong 

argument to examine why the users defect from an app (Chu, et al., 2007) and why the first step in 

minimizing churn and building up loyalty of the existing customers is to understand the causes of churn 

(Kim & Yoon, 2004). 

1.2 PROBLEM FORMULATION 
As previously stated, mobile applications have a very high churn rate, which means that these companies 

lose users very quickly. Reducing user churn is therefore vital for a mobile health company to stay 

profitable. To reduce user churn, the company has to have an understanding of the reasons for user 

churn, so that they can put in efforts to do something about it.  

For a mobile lifestyle health application there are many different dimensions that play into user churn, for 

example: general user loyalty behavior, a mobile app comes with certain expectations and perceptions, 

and also the fact that the app concerns health and lifestyle.  

Several studies have examined churn behavior and built churn prediction models for industries such as 

telecom, financial services, gaming and retail. In these industries, churn prediction models have been 

proven to effectively increase growth by decreasing churn. There are however very few studies on churn 

in a mobile service, and none at all regarding churn in a mobile health service. It is therefore interesting to 

see how the research in other industries apply to a mobile health service, and how the specifics in that 

industry interplay with more standard marketing research for user behavior.  

1.3 PURPOSE 
The purpose of this research was to explain what dimensions a mobile health application company need 

to take into consideration when analyzing churn. To do this the following research questions were asked: 

1. What dimensions influence user churn from a mobile health application? 

2. How are these dimensions connected and how do they affect each other? 

1.4 OBJECTIVE 
The objective of this research was to give the case company Lifesum an overview of churn in their app, 

and provide them with the tools to analyze churn in the future. This adds a third research question 

3. How to these dimensions affect user churn in the mobile health application Lifesum? 
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1.5 CONTRIBUTION 
The framework developed in this study was based on various previous studies regarding customer loyalty 

and customer churn, mainly the research done by Fornell (Fornell, 1992; Fornell, et al., 1996), and others 

who have built upon his research. The research regarding overall churn concepts are well-tested and 

researched, but concepts regarding churn in apps is less researched, and churn in health apps even less so. 

In this study research on churn was mixed with research on apps by e.g. Flurry (2016), and research on 

health by e.g.  Della Vigna & Malmendier (2006) and Boalsa, et al. (2011). This study provides a 

consolidation of current churn research, with an addition of mobile application and health parameters 

supported by empirical material.  

1.6 DELIMITATIONS 
This study has not taken into consideration whether the users were paying or not, but have handled all 

the users as one group. All the empirical data was collected in Sweden. As it is a case study, all the 

empirical data was also collected from the case company and no other companies were considered.  

1.7 DISPOSITION 

 

Figure 1 - Disposition of the report 
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2 METHODOLOGY 
In this chapter the methodology, e.g. how the study was conducted, is described. The chapter starts with a description of the 

overall research philosophy, and after that the methods of data collection and data analysis are described in detail. The 

chapter ends with a discussion about ethical aspects.  

2.1 RESEARCH PHILOSOPHY 
This study was done with abductive approach in the form of a case study. The abductive approach was 

chosen as it makes the data collection grounded in theory, but is not limited to it (Alvesson & Sköldberg, 

1994). As users might not necessarily know why they behave a certain way, having questions rooted in 

theory makes it easier to investigate reasoning, and find the way to the actual problem. Abductive 

reasoning implies that earlier theories are beneficial for creating relevant hypotheses, but one should not 

assume that the earlier theories contain the whole truth and that those hypotheses are the only 

possibilities (Alvesson & Sköldberg, 1994), and thus be open for the information from the empirical 

findings to direct and alter the theoretical framework. The abductive approach allowed to go back and 

forth between literature and empirical data collection, which was beneficial as the research area was new. 

The interviewees could identify areas that had not been in the initial literary study, and the researcher 

could then go back and research these new areas in more detail.  

An inductive approach could have been seemingly well suited as the purpose was to observe user 

behavior (Collins & Hussey, 2014). However, Alvesson & Sköldberg (1994) describes the inductive 

approach as risky as a collection of particulars can be considered as a common truth. They also discuss 

how inductive approach is highly subjective and will be colored by the researcher’s standpoint. Deductive 

research on the other hand is based in theory, and then tested by empirical observation (Collins & 

Hussey, 2014). The problem with deductive research is however that it can usually only confirm a 

hypothesis, and not explain it (Alvesson & Sköldberg, 1994). Thus, the abductive approach seemed the 

most fitting.  

A case study was chosen because it provides the researcher with the opportunity to delve into things in 

more detail and discover things that might not have become apparent through more widespread research, 

especially in research projects of a smaller scope (Denscombe, 2003), such as this one. It also gives the 

researcher the opportunity to investigate a naturally occurring phenomenon (Yin, 2009), and access to a 

variety of resources that might not have been easily accessible otherwise (Denscombe, 2003). However, 

the credibility of the generalizations derived from a case study are sensitive to critique, whereby the 

researcher must thoroughly state the context to which the findings applies (Denscombe, 2003). 

Yin (2009) states that a case study benefits from prior development of theoretical propositions to guide 

data collection and analysis, reinforcing the decision to combine a case study with an abductive research 

approach.   
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2.2 RESEARCH APPROACH 
The study was conducted in several different steps, which can be seen in Figure 2 below. The boxes 

describe the different steps, and the arrows order in which the steps were taken.  

 

Figure 2 - Research approach 

The study began with a literary study of the existing research within the area of customer loyalty. This was 

to gain a basic understanding of the topic, and investigate the level of the current research on customer 

churn. Both Denscombe (2003)and Collis and Hussey (2014) discuss the importance of including a 

literature study to gain an awareness of earlier work, general areas of concern, as well as providing the 

reader of the study with information of its origin, increasing its understandability and credibility. The 

result from the literary study was then consolidated into a theoretical framework.  

Interviews with both users and Lifesum employees were then performed. The interview guide was based 

on the research from the literary study, in order to gain clarity, relevance and depth from the interviews 

(Collins & Hussey, 2014). 

The results from the interviews were then summarized and used to both verify and augment the 

framework and to analyze the situation at Lifesum. The outcome of the study is a framework for 

analyzing churn, and recommendations for Lifesum concerning churn.  

2.3 DATA COLLECTION  
A qualitative approach with semi-structured interviews was chosen for the data collection in this study. 

When choosing the data collection method many parameters were considered: suitability concerning the 

research purpose, suitability concerning the time scope and the reliability, validity and generalizability of 

the collected data. A qualitative approach gives a less gives a less generalizable result than a quantitative, 

but can provide more depth and specific advice (Denscombe, 2003) (Collins & Hussey, 2014). As the 

study was largely explorative, the interviews gave the possibility to follow up and ask further questions on 

subjects coming from the users, that would have been lost in a stricter data collection method. A 

qualitative approach is also better for investigating relationships between topics (Denscombe, 2003). As 

one of the research questions aims to investigate relationships between dimensions, the qualitative 

approach would provide a better answer for that particular question. 

Reliability is inherently higher in quantitative studies as the amount of data gathered makes the data 

statistically representative of the investigated group, making the replicability of the study relatively high. 

However, it is also more important in quantitative data collection and less so in qualitative data collection 

(Collins & Hussey, 2014). In qualitative studies, no two interviews will be the same, making it unlikely to 

get the same result if the study was replicated. It does however not strive to be all inclusive, but to gain a 

deeper insight into the studied area (Denscombe, 2003). 
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Whether or not the result of the data collection method would be valid was one on the largest influences 

on the final choice. Validity refers to the extent to which a test measures what the researcher wants it to 

measure (Collins & Hussey, 2014). The problem with surveys is that they often have a very low response-

rate, and it is impossible to know if there is a non-response bias and whether those who did not respond 

were in some way different from those who did respond (Denscombe, 2003). Internet surveys are 

notorious for their low response rate (Denscombe, 2003). Choosing to participate in an interview may 

also provide a biased view, but the researcher can easier detect that bias take that into consideration when 

analyzing the results.  

2.3.1 LITERARY STUDY 
The study was initially focused on research articles on customer churn in various industries, though 

specifically on service industries. The sources used were mainly found and collected through Primo, a 

search tool provided by the library at Royal Institute of Technology. Search words such as “churn” , 

“customer churn”, “customer loyalty” were used to find the articles. Only peer reviewed journals were 

used. The reference lists of identified sources were also user to find further relevant sources.  

The study was then extended to include research regarding user behavior in mobile applications and 

health. For mobile applications, research about value perception and quality for software and mobile 

applications was read. Due the fast moving market, only articles on mobile applications published within 

the last five years were considered relevant. The fast technical advancement and the subsequent 

mainstreaming of the smartphone has made it so that people interact differently with their smartphones 

today than they did a few years ago. Research articles regarding churn in mobile applications was difficult 

to find, and therefore information from sources other than peer reviewed journals was used. Sources such 

as companies offering software for analyzing churn, and papers such as the Harvard business review. 

These sources are not as objective because they might have an agenda e.g. to promote a certain company, 

but that was taken into consideration when using the information. When researching health, a distinction 

was made between health care and health lifestyle. This study was concerned with health lifestyle. 

Therefore, keywords such as “healthy eating” and “exercise” were also used when searching the database 

for relevant articles. 

Main concepts from the literature study were then used to create a theoretical framework. The framework 

consists of a concept map explaining which dimensions influence user churn, and how they are connected 

and affect user churn. This framework was then used as a base for the data collection and analysis.  

2.3.2 INTERVIEWS 
Three rounds of interviews were made, two with user interviews and one with employee interviews. The 

user interviews were divided into two user groups: loyal users and churned users. The purpose of the user 

interviews was to gain insight into the users reasoning for either staying or churning, and to outline 

reasons for churn according to the users. The purpose of the employee interviews was to see Lifesum’s 

views and beliefs about user churn. A total of 19 interviews were conducted, 6 interviews with loyal users, 

7 interviews with churned users and 6 interviews with Lifesum employees.  

The interviews were semi-structured interviews, a model with open ended questions, and the participants 

are encouraged to elaborate and follow up questions are asked. The questions for the interviews were 

based in previous theory, according to the framework created from the literature study. This was done in 

order to gain clarity, relevance and depth from the interviews (Collins & Hussey, 2014). When the 

interviewees strayed from the subject, it was still considered relevant and they were encouraged to 

elaborate (to a certain degree). The strength of semi-structured interviews is that they provide a good 

insight into the interviewee’s actual opinions and thoughts (Denscombe, 2003). As the purpose of the 
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data collection was to investigate reasons behind user behavior, getting the users opinions and thoughts 

was essential to the research. When limited to a smaller sample, semi-structured interviews can be 

beneficial to obtain in-depth knowledge and information (Denscombe, 2003).  

The interviews were all recorded to minimize the risk of misunderstanding or something being missed. In 

addition, notes were taken during to interview to remark on comments of high significance, and also 

contextual characteristics such as body language and facial expressions. The benefit of recordings prior 

e.g. field notes, is the complete documentation provided and exclusion of researcher interpretation and 

forgetfulness (Denscombe, 2003). As the interviews were performed by a single interviewer, recording the 

interviews also made it possible for the interviewer to be fully focused on the interview, instead of 

focusing on making detailed notes. 

2.3.2.1 User interviews 

13 user interviews were conducted, 6 with loyal users and 7 with churned users. The interviews were 

approximately 20 minutes long, and 6 of the interviews were conducted in person, 4 were conducted over 

a video call and 3 over telephone. For convenience and accessibility all the subjects were residents in 

Sweden and the interviews were conducted in Swedish. They were offered the possibility of either coming 

to the Lifesum office for the interview, or have the interview over a video call. As incentive to do the 

interview they were offered gift card for a dinner. 

Two types of users were targeted; loyal users and churned users. The criteria for loyal users and churned 

users were decided in discussion with Lifesum, and limited by what could be collected from the database. 

The criteria for a loyal user was using the app at least 25 days within the last 30 days. The criteria for 

churned users were people who registered within the last month, had used the app at least 7 times, and 

been inactive for at least 14 days. 7 times was considered enough to have gained an insight into the app, 

and 14 days enough to have stopped using it relatively permanently.  

The loyal users were contacted first, and this was done in collaboration with Lifesum. Lifesum 

approached the users through a pop-up in the app asking them if they would be willing to do a user 

interview, and if they agreed they got an email and were asked to schedule an interview. 9 interviews were 

scheduled, but only 6 were performed as 3 of the users did either not show up or did not answer the call. 

It was convenient that Lifesum provided the interviewees, but the drawback was that it did not provide 

control over the users chosen, nor did it give the author the opportunity to communicate with the users 

before the interview. The purpose of the interviews could thus not be explained to them beforehand, nor 

could they be asked to do the interview over video instead of telephone. For the second round of 

interviews, with the churned users, it was therefore decided that the author should contact the users.  

To find the suitable users according to the criteria described above the Lifesum database were searched, 

and 296 users matching the description were found. Then an email was then sent to these users asking 

them if they wanted to do a user interview. 17 people answered this email and they were then contacted 

to schedule an interview. 10 interviews were scheduled and 7 interviews were in the end conducted.  

The gender and age of the users can be seen in the tables below Table 1 and Table 2. The users were very 

varying in age, ranging from 19 to 64 years of age. Both females and males were interviewed, though 

more women than men. That is however consistent with the Lifesum user base, which is dominantly 

female.  



 

 18 

Table 1 - Loyal users, gender and age 

Gender Age Interview type Subscription 

Male 31 In person Free 

Female 64 In person Free 

Female 24 Telephone Free 

Female 37 In person Gold 

Female 28 Telephone Free 

Male 24 Telephone Free 

 

Table 2 - Churned users, gender and age 

Gender Age Interview type Subscription 

Female 51 In person Free 

Female 43 Video call Free 

Female 42 In person Free 

Female 42 Video call Free 

Male 51 In Person Free 

Male 42 Video call Gold 

Female 19 Video call Free 

 

Both user groups were asked similar questions, but skewed slightly different. The loyal users were asked 

about why they stayed with the app, and the churned users why they left the app. The interview guide for 

the loyal users can be seen in Appendix I, and the interview guide for churned users can be seen in 

Appendix II.  

2.3.2.2  Employee interviews 
The interviewees were chosen strategically in collaboration with Lifesum to represent different parts of 

the company, and were all in leading positions within their area. The reason for this was to get insight 

into different areas of the company, how churn affected them and how they worked with it. The names 

and job titles of the employees can be seen in Table 3 below. 

Table 3 – Lifesum employees 

Name Job Title 

Martin Wählby Founder, Product Owner 

Charlotte Andersson Product Owner 

Peter Viksten CPO 

Henrik Torstensson CEO 

Joakim Hammer Head of Android Development 

Frida Harju Nutritionist, Content Provider 

 

The interview guide for them employee interviews can be seen in Appendix III.  
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2.4 DATA ANALYSIS 
To structure the data and aid the analysis the interviews were all transcribed from the recordings. The 

transcribing was time consuming, but considered because it provided a clearer overview, and made 

comparisons easier. The interview questions were formed from the theoretical framework, which made it 

easier to put the results into the categories of the framework. Due to the interviews being semi-

structured, not all questions were asked the same and in the same order, making the categorization tricky 

at times. In the categorization process the answers to the relevant questions were compared, and the 

answers were summarized and written down in the result chapter of the report. Quotes were also 

included to reinforce and validate the summaries. The ambition was that the result chapter should be as 

objective as possible, and no judgment was put into the text. However, because the information regarded 

semi-structured interviews, it is impossible to be completely objective. The user interviews were 

summarized in great detail, but the employee interviews were less specific and they were therefore 

summarized to give more of an overall idea of the answers.  

The results were then used to analyze and validate the framework, by checking that the interview answers 

corresponded to the parameters in the framework. The interviews and the framework were also used to 

analyze churn at the case company Lifesum, and to give recommendations to them about areas of 

improvement.  

2.5 ETHICAL ASPECTS 
During the research ethical issues had to be taken into consideration. Therefore, the work was designed 

in accordance with ethical principles presented by Collis and Hussey (2014). 

 All participation in the research was voluntary. 

 The participants were informed of the purpose of the study. 

 Anonymity and confidentiality were consulted with the participant and ensured if requested. 

 The dignity of the participants was reserved. 

 All participants were asked if they agreed to being recorded. 

The interviewed users decided themselves that they wanted to do an interview , they were not forced in 

any way to participate and they were offered compensation for their trouble. They were not asked to 

disclose any sensitive information, and they are anonymous in the report. Because health can be a 

sensitive subject, extra care was taken to not display any judgment regarding their health decisions.  

The names of the interviewed employees are disclosed with agreement from Lifesum. Information given 

in the report about Lifesum as a company and the mobile application has been approved by Lifesum.  
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3 THEORETICAL FRAMEWORK 
This chapter will include a walkthrough and summary of the essential concepts of the current relevant research within the 

area of churn and customer loyalty, and also health and mobile applications. Finally, the theory is consolidated and 

summarized to create an initial version of a framework for churn analysis.  

3.1 CUSTOMER CHURN 
Customer churn can be defined as: “the tendency of customers to stop doing business with a company in a given 

period” (Yu, et al., 2011).  In many industries, customer churn is a big challenge, and is therefore of critical 

concern (Abbasimehr, et al., 2013). Customer churning has a direct impact on the net result for every 

company (Kim & Yoon, 2004) and it is usually far less expensive to retain a customer than acquire a new 

one (Hair, 2007). The existing customer base might therefore be a company’s most valuable asset (Van 

den Poel & Buckinx, 2005). The identification of the customers prone to switching therefore carries a 

high priority (Burez & Van den Poel, 2007) and retaining existing and valuable customers is a core 

managerial strategy to survive (Tsai & Chen, 2010). 

Customer churn in the opposite of customer retention. Retention measures a customer’s tendency to 

continue using a product, and churn measures the customer’s tendency to stop using a product (Yu, et al., 

2011). 

Customer churn means different things for different industries. In a telecommunications setting, churn is 

usually defined as changing phone carrier. In financial services (banking and insurance), churn is usually 

seen as closing accounts (Miguéis, et al., 2012). For online services, churn refers to service discontinuance, 

where individuals try a service but subsequently decide to stop using the service category, or to customer 

service switching behavior, where customers continue to use the service category but switch from one 

service provider to another (Keaveney & Parthasarathy, 2001). Since customer preferences related to 

switching behavior differ between service industries, and switching behavior also differs according to the 

reasons for the switching (Roos, et al., 2004), the reasons for the specific industry needs to be 

investigated. 

3.2 CUSTOMER LOYALTY 
Customer loyalty is the overall concept affecting churn, if a user is loyal to a product or service the user 

will not churn from the product. Oliver (1999) defines customer loyalty as  ‘‘A deeply held commitment to re-

buy or re-patronize a preferred product/service consistently in the future, thereby causing repetitive same-brand or same 

brand-set purchasing, despite situational influences and marketing efforts having the potential to cause switching behavior’’.  

Watson et al (2015) did an extensive literary study over how customer loyalty has been defined in research 

over the years, and they came up with the conceptual definition: “Customer loyalty is a collection of attitudes 

aligned with a series of purchase behaviors that systematically favor one entity over competing entities.” 

Chaudhuri and Holbrook (2001) suggests that there are two aspects of customer loyalty: behavioral and 

attitudinal. Behavioral loyalty consists of repeated purchases of the brand, whereas attitudinal loyalty 

includes a degree of dispositional commitment, in terms of some unique value associated with the brand. 

According to Oliver (1999) attitudinal loyalty addresses the psychological component of a consumer's 

commitment to a brand and may encompass beliefs of product/service superiority as well as positive and 

accessible reactions toward the brand. According to the author, the attitudinal loyalty will translate into an 

intention to buy and later into a loyal behavior. 
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Gerpott, et al. (2001) studied the connections between attitudinal loyalty and retention within the German 

telecommunication industry. The author used an attitudinal measure of loyalty as it was defined as the 

customer’s intention to reselect the network operator and their willingness to recommend their own or 

another network operator to friends or acquaintances. To measure retention customers were asked about 

their intention to terminate their contract (with the relevant network operator) as soon as possible. The 

results from the study were that customer retention and attitudinal loyalty was not to be equated but that 

attitudinal customer loyalty does have an effect on customer retention. 

According to Fornell (1992), there are two main dimensions that affect customer loyalty: customer 

satisfaction and switching barriers. He writes that: “Switching barriers make it costly for the customer to switch to 

another supplier (vendor, store, etc.). Customer satisfaction, in contrast, makes it costly for a competitor to take away another 

firm's customers.” 

Fornell (1992) discusses customer loyalty in terms of the sources of revenue. He separates a company’s 

overall business strategy into two parts, the offense and the defense, see Figure 3 below.  

 

Figure 3 - Customer loyalty in terms of the sources of revenue (Fornell 1992) 

He states that virtually all firms employ some combination of offensive and defensive strategy: the 

offense for customer acquisition and the defense to protect the present customer base. According to 

Fornell (1992), much more effort has traditionally been devoted to acquiring customers than to their 

retention as the annual expenditure on advertising and sales promotion in the U.S. is very high. Though 

much of the advertising portion is directed to present customers, most such expenditures are for the 

offense. In the face of slow growth and highly competitive markets, however, a good defense is critical. 

When company growth is accomplished at the expense of competing firms (i.e., by capturing market 

share), firms with weak defenses are the first to suffer. In many cases the attention paid to the defense has 

been too slow or insufficient. The result is typically an erosion of the customer base. Fornell (1992) 

continues to say that defensive strategy involves reducing customer exit and switching. The objective of 

defensive strategy is to minimize customer churn by protecting products and markets from competitive 

inroads. One way of accomplishing that objective is to have highly satisfied customers.  
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3.3 CUSTOMER SATISFACTION 
Satisfaction is a consumer’s post-purchase evaluation and affective response to the overall product or 

service experience (Lin & Wang, 2006). The key determinant for customer satisfaction is product or 

service quality (Fahy & Jobber, 2012; Churchill & Surprenant, 1982; ACSI, 2016). There are however a 

number of other factors that influence a customer’s satisfaction level (Oliver, 1980; Fornell, 1992; 

Deichmann, et al., 2006). In 2001, Szymanski and Henard (2001) conducted a meta-analysis considering 

50 empirical studies of customer satisfaction. The study shows that compared to other variables, the 

factor quality is not on its own significant for explaining satisfaction. Although, product performance or 

quality still influences satisfaction, it needs to be put in relation to customer specific factors such as 

customer expectations.  

Fornell (1992) developed a Customer Satisfaction Index stating that customer satisfaction is a function of 

pre-purchase expectations and post-purchase perceived performance (i.e. quality). This is well aligned 

with the study by Oliver (1980) who presented the “disconfirmation of expectation” model proposing 

that satisfaction is a function of disconfirmation of expectation. Fornell’s (1992) model was developed 

into the American Customer Satisfaction Index (ASCI) in 1994, which since then was used on a yearly 

basis to measure the satisfaction of 43 industries in the United States (ACSI, 2016). According to 

Deichmann, et al. (2006) the ASCI has been used as a base for several studies and has shown to be very 

stable and robust. 

As illustrated in Figure 4 the ASCI considers customer satisfaction to be influenced by perceived quality, 

perceived value and customer expectations (ACSI, 2016). 

 

Figure 4 - The American Customer Satisfaction Index Model (ACSI, 2016) 

Perceived value is a measure of quality relative to price paid. Although price (value for money) is often very 

important to the customer's first purchase, it usually has a somewhat smaller impact on satisfaction for 

repeat purchases (ACSI, 2016). As the customer perceived value increases, the levels of satisfaction 

should increase (Keaveney & Parthasarathy, 2001).  

Perceived quality is a measure of the customer's evaluation via recent consumption experience of the quality 

of a company's products or services. Quality is measured in terms of both customization, which is the 

degree to which a product or service meets the customer's individual needs, and reliability, which is the 

frequency with which things go wrong with the product or service. Perceived quality will be explained 

further the following section. 
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Customer expectations is a measure of the customer's anticipation of the quality of a company's products or 

services. Expectations represent both prior consumption experience, which includes some non-

experiential information like advertising and word-of-mouth, and a prediction of the company's ability to 

deliver quality in the future.  

3.3.1 PERCEIVED VALUE 
Perceived value means the perceived level of product quality relative to the price paid. A user will be less 

critical of the quality if the price is low, and more critical if the price is high. Incorporating price into 

customer satisfaction increases comparability across firms, industries, and sectors. Using value judgments 

to measure performance also controls for differences in income and budget constraints across customers, 

which enables comparisons between high- and low-priced products and services. (Fornell, et al., 1996) 

3.3.2 CUSTOMER EXPECTATIONS 
Davidow & Uttal (1989) eloquently describe why user expectations affect user satisfaction the the 

following quote: 

“Levels of expectation are why two organizations in the same business can offer far different levels of service and still keep 

customers happy, it is why McDonald's can extend excellent industrialized service with few employees per customer and why 

an expensive restaurant with many tuxedoed waiters may be unable to do as well from the customer's point of view” 

(Davidow & Uttal, 1989). 

Customer expectations are pretrial beliefs about a product that serve as standards or reference points 

against which product performance is judged. Customer assessments of service quality result from a 

comparison of service expectations with actual performance (Zeithaml, et al., 1993). In the service 

encounter in general, customer service arises when customers' perception of service performance (or 

quality) meets or exceeds their expectations (Oliver, 1980). The customer expectations are often based on 

prior knowledge of firms, either from non-experiential information (e.g., advertising or word-of-mouth) 

or experiential information (e.g., past experience) (Wong & Dioko, 2013). 

Ofir & Simonson (2007) argue that it is critical for marketers to find out about their customers' 

expectations in advance, because a failure to meet or exceed these expectations could lead to 

dissatisfaction and defection. In some instances, customers have well-formed expectations for example, 

when they have a great deal of experience with a particular service or product. In other instances, 

expectations may be ill-defined, in which case asking customers to state expectations might help 

formulate or even create them. 

The work of Zeithaml et al (1993), suggest that customer satisfaction does not necessarily occur as a 

direct consequence of the difference between expectations and performance. Rather, customers have a 

zone of tolerance; as long as performance of a service falls within the zone, customers feel gratified. 

3.3.3 PERCEIVED QUALITY  
Many researchers have developed systems for measuring product or service quality. An influential and 

much built upon system for evaluating service quality is SERVQUAL (Huang, et al., 2015) (Benlian, et al., 

2011) (Chou & Chiang, 2013), which was built by Parasuraman et al. (1988). It is a tool for assessing 

customer perceptions of service quality in service and retailing organizations, and measures quality 

according to five dimensions described in Table 4 below.  
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Table 4 - The SERVQUAL dimensions (Parasuraman, et al., 1988) 

Dimension Definition 

Tangibles Physical facilities, equipment, and the appearance of personnel 

Reliability The ability to perform the promised service dependably and accurately 

Responsiveness Willingness to help consumers and provide a prompt service 

Assurance Employees’ knowledge and courtesy and their ability to inspire trust and confidence 

Empathy The individualized attention the firm provides to its consumers 

 

The SERVQUAL tool was however developed with physical product in mind and in light of 

technological developments and the shifting of the service delivery channel from offline to online, it was 

later altered into an electronic service quality measurement scale (E-S-QUAL) to measure the service 

quality of e-commerce websites (Parasuraman, et al., 2005). This system was built upon by Huang, et al. 

(2015) to create M-S-QUAL, a tool designed to measure service quality in the mobile environment. The 

parameters for M-S-QUAL can be seen below in Table 5, and are relevant for virtual products.  

Table 5 - the M-S-QUAL dimensions (Huang, et al., 2015) 

Dimension Definition 

Contact The availability of telephone assistance and online representatives 

Responsiveness The effectiveness of the site’s problem-handling process and return policy 

Fulfillment 
The extent to which the site’s promises about order delivery and item availability 

are fulfilled 

Privacy 
The degree to which customers perceive the site to be safe and the extent to which 

their personal information is protected 

Efficiency Whether the site responds quickly and is easy to use 

 

However, all these systems are built upon the notion of a product delivery, virtual or physical. Benlian, et 

al. (2011) altered the SERVQUAL tool to measure Software-as-a-Service (SaaS) called SaaS-Qual. The 

dimensions of SaaS-Qual can be seen below in Table 6. 

Table 6 - The SaaS-Qual dimensions (Benlian, et al., 2011) 

Dimension Definition 

Rapport 
Includes all aspects of an SaaS provider’s ability to provide knowledgeable, caring, 

and courteous support as well as individualized attention. 

Responsiveness 

Consists of all aspects of an SaaS provider’s ability to ensure that the availability 

and performance of the SaaS-delivered application as well as the responsiveness 

of support staff is guaranteed. 

Reliability 
Comprises all features of an SaaS vendor’s ability to perform the promised services 

timely, dependably, and accurately. 

Flexibility 
Covers the degrees of freedom customers have to change contractual or 

functional/technical aspects in the relationship with an SaaS vendor. 

Features 
Refers to the degree the key functionalities and design features of an SaaS 

application meet the business requirements of a customer. 

Security 
Includes all aspects to ensure that regular (preventive) measures are taken to avoid 

unintentional data breaches or corruptions. 
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Customer satisfaction is however not the only thing determining if a user will stay or not. Several studies 

have identified satisfaction as a main driver for customer retention but many studies have also shown that 

retention is also dependent on constrictive forces, or switching barriers, that retain the customer with the 

service provider. According to Fornell (1992) and Jones, et al. (2002), customer loyalty relies on two 

foundations: customer satisfaction and switching barriers. 

3.4 SWITCHING BARRIERS 
Switching barriers are things that make it difficult or troublesome for a customer to stop using a product 

or service. Fornell’s (1992) defines switching barriers as barriers that make it costly for the customer to 

switch to another supplier. The higher the switching barrier, the more a customer is forced to remain with 

the current supplier (Kim & Yoon, 2004). Switching barriers might, however, also make the barrier for 

starting to use a product higher. If the customer is aware of the barriers at the time of the purchase, it 

might discourage them from using the product. (Fornell, 1992) 

A link has traditionally existed between perceived switching barriers and customer retention and 

switching behavior (Dick & Basú, 1994; Ganesh, et al., 2000; Jones & Sasser, 1995). However, the nature 

of these barriers can differ among different markets, and the general acknowledgement is that switching 

barriers are greater with more complex products and services (Fornell, 1992; Gremler & Brown, 1996; 

Jackson, 1985)  

Kim, et al. (2004) state that switching barriers are made up of switching cost, the attractiveness of 

alternatives, and interpersonal relationships. Switching cost means the cost incurred when switching, 

including time, money and psychological cost (Dick & Basú, 1994). Kim, et al. (2004) divide switching 

cost into loss cost, adaptation cost, and move-in cost. Loss cost refers to the perception of loss in social 

status or performance; adaptation cost refers to the perceived cost of adaptation, such as search cost and 

learning cost; and move-in cost refers to the economic cost, such as the purchase of a new device and the 

subscriber fee. Attractiveness of alternatives means the reputation, image and service quality of competing 

companies, which are expected to be superior or more suitable than those of the existing company. 

Attractiveness of alternative companies is intimately linked to service differentiation and industrial 

organization. If a company offers differentiated services that are difficult for a competitor to match or to 

provide with equivalents, or if few alternative competitors exist in the market, customers tend to remain 

with the existing company (Bendapudi & Berry, 1997). Interpersonal relationship means a psychological 

and social relationship that manifests itself as care, trust, intimacy and communication. The interpersonal 

relationship built through recurrent interactions between a company and a customer can strengthen the 

bond between them and finally lead to a long-term relationship. Companies are not alone in desiring a 

sustained relationship. Many customers wish to establish, develop and continue with a company an 

interpersonal relationship that provides value and convenience. Therefore, relationship-specific 

investment helps increase customers’ dependence, and thus magnifies the switching barrier (Gwinner, et 

al., 1998). 

According to Bitner (1995) switching costs can be divided into three categories: monetary costs, psychological 

costs and relational costs. Monetary costs refer to the money a customer will lose from switching. It can be 

divided into two types (Barroso & Picón, 2012): the loss of benefits associated with giving up the current 

relationship (such as foregone commissions and/or the loss of benefits from loyalty schemes), and 

financial losses incurred in the short term when beginning a new relationship (such as deposits and other 

initial costs). Psychological costs, refer to the feelings and/or attitudes associated with a switch of supplier 

(such as frustration, dissatisfaction, risk, and uncertainty). This could be the inconvenience and effort of 

learning about a new supplier and the anxiety caused by the inability of customers to foresee the 

consequences of their choice (Aydin & Özer, 2005; Chen & Hitt, 2002; Wathne, et al., 2001). These 
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psychological costs include costs for: economic risk, search and evaluation, learning, adaptation and set-

up (Barroso & Picón, 2012). Close links also exist between the costs in the third category, relational costs, 

and psychological switching costs. Relational costs include those costs resulting from breaking bonds of 

affection with the supplier's staff (Patterson & Smith, 2003) and/or with the brand (Burnham, et al., 

2003). 

3.5 MOBILE APPLICATION 
Because this study regards a mobile app there are going to be problems that are specific to that industry. 

There is not a lot of research about churn in mobile applications but mobile app analytics firm Flurry 

released in 2016 a report which organized app category usage into a loyalty matrix, which can be seen in 

Error! Reference source not found. below. The matrix plots application categories by how often they 

are used compared to how long consumers continue to use them over time. The median 30-day retention 

rate of app categories is plotted on the x-axis against the median frequency of use per week on the y-axis 

by App Store. Each app category has different user engagement and loyalty characteristics. Understanding 

a given app audience based on the category to which it belongs can inform a company’s app acquisition, 

retention and monetization strategies.  

 

Figure 5 - Matrix of user loyalty 
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The results were broken into four quadrants: 

 Quadrant I includes apps that are used the most frequently and to which consumers are loyal 

over time. These apps have user bases that find value in the apps throughout the day and week. 

App such as Weather and Finance fall within this category. Users rely on these apps every day, 

many times a day, to get updates to the weather and stock quotes. For the first time since 2009 

when Flurry did the matrix for the first time, they found that Health and Fitness apps are very 

close to Quadrant I (Flurry, 2009) (Flurry, 2012).  

 Quadrant II is comprised of apps that are used intensely, but for finite periods of time. A 

number of Game sub-categories fall within quadrant II, as well as productivity apps. Although 

these categories may initially grab a user’s attention, it is becoming increasing ly more difficult to 

maintain their attention. Utilizing push notifications to re-engage users and iterating and 

enhancing frequently may allow apps in this quadrant more opportunity to maintain their 

audience.  

 Quadrant III is made up of apps that have high churn and infrequent use. A large majority of 

apps fall within this area. Although some of these app categories provide immediate benefits with 

little incentive to return, there are many things that app developers can do to increase adoption 

and move out of this quadrant. Improving user onboarding and the zero state of the app will 

encourage adoption. Apps are more social than ever before and building in social functions such 

as content sharing and promoting user driven community adoption may help to build an engaged 

audience.   

 Quadrant IV is made up of apps that have low frequency of use, but a loyal user base. These are 

apps that the user values a lot, but do not feel the need to use every day. News and Magazines 

categories fall within Quadrant IV. Users develop habits around utilizing the apps in these 

categories. If apps within Quadrant IV want to increase frequency, they can utilize alerting 

functions to engage users throughout the day. (Flurry, 2016) 

3.6 HEALTH 
The investigated app is a health app, and parameters related to health will probably also affect user churn. 

There is however an important distinction to make when researching health research, and that is health 

care and what in this study referred to as health lifestyle. Health care involves treatment of disease and 

health lifestyle involves the everyday things to keep the body healthy, such as healthy eating and exercise. 

This study is concerned with health lifestyle, which is the area relevant to Lifesum. 

Della Vigna & Malmendier (2006) made a study of how customers of health clubs choose from a menu of 

contracts, and found an overconfidence about future self-control and future efficiency. The members 

who choose a contract with a flat monthly fee of over $70 attend on average 4.3 times per month. They 

pay a price per expected visit of more than $17, even though they could pay $10 per visit using a 10-visit 

pass. On average, these users forgo savings of $600 during their membership. Second, consumers who 

choose a monthly contract are 17 percent more likely to stay enrolled beyond one year than users 

committing for a year. This is surprising because monthly members pay higher fees for the option to 

cancel each month. Overconfident agents overestimate attendance as well as the cancellation probability 

of automatically renewed contracts. They therefore suggest that making inferences from observed 

contract choice under the rational expectation hypothesis can lead to biases in the estimation of consumer 

preferences. This is because people are not always rational when making decisions, especially about their 

health. A study by Garon, et al. (2015) showed similar results. The study investigated the relationship 

between actual and expected attendance of a health club, and how these relate to a reported measure of 

self-control problems at the time of contract signing. They found that a vast majority of contract choices 
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are unlikely to be compatible with time-consistent behavior. For 56.83% of members, the actual cost per 

visit with the contract is higher than the pay-per-visit option. Nearly all members would have paid less 

with the long-term contract if they had exercised as often as they initially planned. They concluded that 

individuals with a large gap between expected and realized attendance have a lower probability of contract 

renewal which has implications for mechanism design to retain customers. 

Healthy eating can be seen as a delayed-cost dilemma as unhealthy foods give positive short-term 

consequences (it tastes good now), but negative long-term consequences (it is fattening). Exercise can be 

seen as a delayed-benefit dilemma; negative short-term consequences (perhaps tiring and boring now), 

positive long-term consequences (a strong and healthy body). Giner-Sorolla (2001) calls the first scenario 

a “guilty pleasure” and the second a “grim necessity”. In both cases the consequences of one’s actions are 

too far away to seem real, and the motivation for making the “right” choice diminishes the further away 

the consequences are.  

An important parameter when it comes to being healhty is self-control, as controlling one’s food 

consumption and exercise is a challenge many are faced with. Self-control is typically viewed as a battle 

between willpower and desire (Redden & Haws, 2013). According to a study by Boalsa, et al. (2011),  the 

trait self-control is related to a number of positive outcomes, including mental health, interpersonal 

success, academic success and health-related behaviors. Self-control refers to the likelihood that people 

will do something they do not want to do or not do something they want to do. Differences between 

people with high and low trait self-control may arise because people with high trait self-control are better 

able to inhibit undesired behaviors or exert self-control in the moments in which it is required. The study 

sought to explore the relationships between self-control, reports of mental and physical health symptoms 

and coping styles. The results revealed that higher self-control was related to fewer mental and physical 

health symptoms and less avoidance coping. There was not a significant relationship between self-control 

and problem-focused or emotion-focused coping styles. Furthermore, the relationships between self-

control and mental and physical health outcomes were partially mediated by avoidance coping style. 

Specifically, the data suggest lower self-control is associated with unhealthy coping strategies (avoidance 

coping), which in turn are associated with worse mental health outcomes and greater reports of physical 

health symptoms. Thus lower trait self-control can serve as an indicator, suggesting circumstances in 

which individuals’ tendencies to engage in unhealthy coping strategies are increased. These findings add 

to a growing body of literature underscoring the importance of trait self-control. 

Food and eating are often associated with ambivalent feelings: pleasure and enjoyment, but also worry 

and guilt. Guilt has the potential to motivate behavior change, but may also lead to feelings of 

helplessness and loss of control. A study by Kuijer & Boyce (2014) examined whether a default 

association of either ‘guilt’ or ‘celebration’ with a prototypical forbidden food item (chocolate cake) was 

related to differences in attitudes, perceived behavioral control, and intentions in relation to healthy 

eating, and whether the default association was related to weight change over an 18-month period (and 

short term weight-loss in a subsample of participants with a weight-loss goal). This study did not find any 

evidence for adaptive or motivational properties of guilt. Participants associating chocolate cake with guilt 

did not report more positive attitudes or stronger intentions to eat healthy than those associating 

chocolate cake with celebration. Instead, they reported lower levels of perceived behavioral control over 

eating and were less successful at maintaining their weight over an 18-month period. Participants with a 

weight-loss goal who associated chocolate cake with guilt were less successful at losing weight over a 3-

month period compared to those associating chocolate cake with celebration.  
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3.7 INITIAL FRAMEWORK BASED ON THEORY 
To create an accessible overview of the theory, and to have a framework to base the interviews and 

analysis on, the theory was consolidated into a concept map presented in Figure 6. This framework was 

created by taking all the churn research presented previously, and summarizing the most relevant 

concepts and removing the parts not relevant to a mobile health application. The ACSI model for 

evaluating customer satisfaction presented in chapter 3.3 was used as base for the framework, and other 

research and concepts were then added to the different parameters to make it more detailed and complex. 

The ACSI model references “customers”, but it was in this study changed to “users” as it was more fitting 

for a mobile application. 

 

Figure 6 – Framework of churn theory 

User loyalty was the focus of this study, and therefore also this for framework. It is the concept that all the 

other concepts contribute to. In this framework user loyalty was viewed as a holistic concept that includes 

both satisfied and unsatisfied users.   

The two main dimensions defining user loyalty are user satisfaction and switching barriers (Fornell, 1992) 

(Jones, et al., 2002). User satisfaction means how happy the user is with the app, and switching barriers 

involves how difficult or troublesome it would be for the user to switch to another product or service.  

The ACSI model (ACSI, 2016) states that there are two aspects that affect overall satisfaction: expectations 

and perceived quality. These two aspects go into what the model calls perceived value, moderated by the 

price. Perceived value is thus like a coefficient that either increases or decreases the overall satisfaction. 

This means that if the price is too high, the satisfaction will be low even if the expectations and perceived 

quality are perfect.  
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The expectations the user has before they start using the app affects the user’s overall satisfaction, because 

it sets the standard for what the user thinks app should be (Fornell, 1992). If the user has very high 

expectations, or thinks that the app will be something that it is not, the user will be disappointed even if 

the app is perfectly fine (Ofir & Simonson, 2007). Expectations on the app can for example be certain 

functionality or that it will be easy to use. The expectations depend on the user’s previous experience with 

apps and healthy living, and also if they have heard or read something about the app (Wong & Dioko, 

2013). 

Perceived quality includes opinions of the app whilst using it. For this study a combination of the 

frameworks M-S-QUAL (Huang, et al., 2015) and SaaS-Qual (Benlian, et al., 2011) was used for 

evaluating quality of a mobile application (see chapter 3.3.3). The M-S-QUAL framework was focused on 

mobile applications, but was not directly applicable to the focus of this study as the application is not 

used to sell products, the application is the product. The SaaS-Qual on the other hand concerns situations 

where the application is the product, but it is mainly aimed at web-based clients. A combination was 

therefore judged to be beneficial for this study to cover both the mobile aspect and the SaaS aspect. M-S-

QUAL and SaaS-Qual were combined into the following parameters.  

Table 7 - Parameters of quality chosen for the framework 

Dimension Definition 

Functionality 
The extent to which the application functionality corresponds to the needs or 

wants of the user. 

Usability How easy the application is to understand and use. 

Reliability How reliable the application is in terms of performance and accuracy.   

Privacy The degree to which customers feel safe to share their information.  

 

The expectations and the perceived quality are very tied together. The user’s perception of the quality will 

be affected by the expectations the user had before using the app. These dimensions were thus used to 

evaluate both the user expectations and perception of the quality of the app.  

The other dimension that influences user loyalty is switching barriers, which means things that make it 

difficult or troublesome for a customer to stop using a product or service (Fornell, 1992). There are a 

multitude of different types of switching barriers that affect user loyalty. Kim, et al. (2004) describe that 

switching barriers are made up of switching cost, the attractiveness of alternatives, and interpersonal relationships. 

Bitner (1995) further divides switching costs into: monetary costs, psychological costs and relational costs. 

Monetary costs are money already invested in the app, or costs to switch to another app. Psychological 

costs mean the time and effort invested in using the app. The relational cost described by Bitner (1995) 

was removed, because it was judged to be included in interpersonal relationships described by Kim, et al. 

(2004).   
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4 EMPIRICAL SETTING 
In this chapter the setting in which the research was conducted will be described. A description of the product the case study is 

concerned with, and then the company that makes it 

4.1 THE CASE PRODUCT 
Lifesum is a health app that provides digital coaching and feedback focused on diet choices. The users 

can with the help of the app log what they eat, and the app then gives feedback on how healthy the meal 

was. In the Apple App Store (2016) the Lifesum app is described as: 

“Lifesum helps you make better food choices, improve your exercise, and reach your health goals. Build healthy habits in 

small, sustainable steps and make health a part of your lifestyle, not another thing on your to-do list.”  

First the user chooses if they want to gain weight, lose weight or only stay healthy. The user can then 

input their current weight and their goal weight, and this will determine the amount of calories one is 

allowed per day.  

Figure 7 – Lifesum day view Figure 8 - Lifesum food rating 
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To log what they eat, the user searches for the food they have eaten. The search view can be seen in 

Figure 8 above. The app also has a barcode scanner, so that the user can simply scan the barcode of the 

food they ate to find it. The user can then see how many calories the food contains and also see a grade 

showing how healthy the food is. Clicking on the food gives more detailed information about what the 

food contains, such as the distribution of macro-nutrients, and one can also select the amount of the food 

that was consumed. The user can then add the food to their meal, and get a total calculation of how many 

calories they ate and the distribution of macro-nutrients. The user also gets collected grade for both the 

meal and also the day as seen in Figure 7 above. Exercise can also be added to the day, and that will alter 

the daily calories allowed in the day.  

 

Healthy recipes are provided for inspiration, as can be seen in Figure 10 above. The app also has a water 

tracker that allows the user to track how many glasses of water they drink each day. The water tracker is 

displayed in Figure 9 above. It will give the user reminders during the day to drink more water, but the 

user can choose to turn it off if they do not like it. The app also provides an overview of nutrition and 

exercise habits and a body summary to show the progress (including weight and measurements).  

  

Figure 10 – Lifesum recipies Figure 9 – Lifesum water tracker 
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The app is a so called freemium service, where a lot of the functionality is free, but access to extra 

functionality requires payment. With a so-called Gold subscription, the user can;  

 Sync with fitness trackers and wearables to more easily track exercise 

 View meal information down to the very last detail with information on sodium, potassium, 

fiber, sugar, cholesterol, saturated and unsaturated fat 

 Choose one of the integrated diets, including 5:2, LCHF and High Protein, and get feedback 

according to the chosen diet.  

Payment is done through a subscription model with a monthly fee, paid upon the first purchase. There 

are three different Gold subscription types in 2016: 1 month costs £7.99, 3 months cost £14.99 and 12 

months cost £36.99.  

4.2 THE CASE COMPANY 
Lifesum is a Stockholm-based tech startup with about 40 employees from a multitude of nationalities. 

The company was founded in 2008 by the founders Tove Westlund and Martin Wählby, and has grown 

into a company of about 40 people in 2016. The growth has been rapid and the number of employees has 

doubled within the last two years.  

The company has only one product which is the Lifesum mobile application, and the company is 

therefore focused on around the development and maintenance of this product. The app is available on 

Android and iOS and has had over 14 million downloads to date. 

  



 

 34 

5 EMPIRICAL RESULTS 
In this chapter the results from the interviews are presented. First the results of the user interviews are described in detail and 

then the employee interviews are described in a more general sense.  

5.1 RESULTS FROM USER INTERVIEWS 
The user interviews have been summarized according to the theoretical framework, and the result can be 

read below.  

5.1.1 EXPECTATIONS 
Expectations means the thoughts and opinions the user has of the app before they start using it. Half of 

the interviewed users were recommended Lifesum by a friend, and the others found the app by 

themselves either through the app store or searching the web. The users who had found the app 

themselves reported only that they expected the app to function and have correct information regarding 

food. The users who had been recommended the app reported higher expectations than the users who 

had found the app themselves. They had been told by their friends that the app was pretty and easy to 

use, and thus expected that. All of the interviewees stated that their expectations had been met. The older 

users expressed that they had not known that an app could give as much help as it did, and were therefore 

pleasantly surprised. 

All of the loyal users had started using the app to lose weight, and had well defined health goals such as 

“lose 10 kilos before the new semester starts in the fall”. They expected the app to help them reach this goal, but 

also expressed that they were aware that the app was only a tool and not a miracle solution. Their health 

goals would only be achieved if they put in the work needed.  

When the churned users where asked about their expectations on the app all of them simply said a 

version of “I thought it would help me know more about what I should eat”. Some users stated that their 

expectations had not been met, others said their expectations had been met, and the rest said that the app 

had exceeded their expectations because one could get more information and help than they thought. 

When asked about their health goals in relation to the app, one user said “I want to feel good and have a 

functioning body”, and most of the users said similar things. Almost all later added that they would also, as 

one user expressed it, “like to lose a few kilos”. 

5.1.2 PERCEIVED QUALITY 
Perceived quality includes the user’s opinions of the app while using it. There were two basic parameters 

that the users said they got from the app, and that was (1) learning what foods are good or bad and how 

much one should eat (2) checking oneself to not go over the daily intake of food. All of the interviewed 

users described variations of those two parameters, and the loyal users were very happy with what the 

functionality provided for them.  

A majority of the loyal users had with the help of the app lost a significant amount of weight, from 10 to 

30 kg, and now used the app to maintain that weight. All of the loyal users stated that the app was helping 

them to live healthier, and achieve their life goals. One user said “as long as I’m honest with myself and input 

everything I eat I know I will get results”.  

A few of the churned users stated that the app had not really helped them at all with their health. One of 

them said that the app had only made her feel bad about herself, and had not provided any help. A 

majority stated that the app had helped them to be healthier, but half of those said that now they had 

learned what they needed and therefore did not need to use it anymore.  
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5.1.2.1.1 Functionality  
5 out of 6 loyal users expressed that they were happy with the offered functionality, and did  not wish for 

any additional functionality, “It has everything I need” as one user said. All of the loyal users used only the 

calorie counter, and ignored the food grading.  

A majority of the churned users mentioned that they would like extra functionality such as integration 

with other apps, easier tracking and more detailed information and help. The others said they were happy 

with the existing functionality. The users who were more informed about health in general, were more 

dissatisfied with the functionality. They said “calorie counting is not enough” or “calorie counting is an outdated way 

to look at health”. One user who expressed dissatisfaction with the functionality remarked “but how much can 

an app do”. One user said that she was not at all happy with the functionality because it had only made her 

“get depressed and feel bad about herself”.  

5.1.2.1.2 Usability 
All the loyal users and half of the churned users expressed that the app was easy to understand and use, 

saying thing such as it was “no problem at all” understanding or using the app. Several also remarked that 

the app has a nice design and is easy and pleasant to interact with. Half of the churned users thought it 

was a bit complicated and time-consuming to use. Several used the Swedish word “krångligt” to describe 

tracking, which means complicated and difficult.  

5.1.2.1.3 Reliability 

None of the users had experienced any problems concerning with the apps performance. Half of the loyal 

users remarked that they sometimes had problems when they had bad reception, but said that they were 

quick to remark that they understood that Lifeusm could not be blaimed for that, a user form example 

said said “I know that’s not Lifesum’s fault”. A majority of the users however remarked that they were 

annoyed sometimes when searching for foods because they would get several results for the same food, 

and it was difficult to know which one to pick, and that some of the foods had incorrect nutritional 

information. One user gave the example: “When you search for example banana, you get 10 different banana results 

to choose from, all with different nutritional values. How will you know which one is the correct one?”. However, the 

loyal users all said they knew this was because the database is created by users, thus lessening the blame 

upon the app.  

5.1.2.1.4 Privacy 
None of the users expressed any concern regarding sharing their health information with Lifesum, and 

several also seemed surprised that the question was even asked. Several said no problems with that at all, 

and one user said “well it benefits me so then I don’t care”. However, a few users remarked that if Lifesum 

started posting their personal health information to social media, they would not be happy.  

5.1.3 PERCEIVED VALUE 
Perceived value is the combination of expectations and perceived quality, compared to price. Despite 

having been loyal and satisfied users for some time, only one of the loyal users was a paying user. The 

others said that they did not think the paying features were something that they needed enough to pay for 

it. Several also expressed that they didn’t quite understand what they would get from paying. A user said 

“I’m happy with what I have, so I have not thought about what I would get from paying for it”. 

The paying loyal user said she had “not thought much about the price”, and thus thought the service was well 

worth the price.  
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Half of the users said that they have paid for apps in the past, while the other half said that they have 

almost never paid for an app. One user said “I like to not pay for things if I can avoid it”. All loyal users except 

the paying user, said that they would change app or method if Lifesum started charging for the service 

that today is free. They explained that although they like Lifesum the best, there are so many competitors 

that offer the same service for free, that they would simply change to one of those in that case.  

One of the churned users had been a paying customer for a month, and said that he had gotten a lot of 

value for the money he put in. But he also said that he had now learned what he needed, and d id not need 

to use it anymore. A few churned users said they would not pay for it because they were not happy with 

it, the other churned users had not understood what they would get for a gold membership and had thus 

not considered it.  

5.1.4 USER SATISFACTION 
All of the above chapters boil down to the overall user satisfaction. All of the loyal users said they were 

very happy with the app, and that they would give it highest remarks. They would also all recommend it 

to a friend, and most of them had already done so.  

Out of the churned users, 2 users were dissatisfied with the app, 3 were half-satisfied, and 2 were happy 

with the app. 3 of the churned users said they would recommend it to a friend, 1 said not at all, and 3 said 

they would recommend it only to someone who does not know a lot about health and needs a lot of help.  

5.1.5 SWITCHING BARRIERS 
Switching barriers are things that make it difficult of troublesome to stop using an app. All of the loyal 

users had used different methods for losing weight, but chose the Lifesum app because it fitted their 

lifestyle best. 4 of the loyal users had tried other similar apps for limited amounts of time, but thought the 

Lifesum app was the best one. Only 2 of the churned users had tried other similar apps, but all had tried 

different methods for losing weight and staying healthy. 

When asked what would make them change app or method to reach their health goals, all of the loyal 

users said that they would not change app. However, when asked if they would pay for the functionality 

they use now, all except the paying user said they would not pay, and thus not stay with the app.  

None of the churned users expressed any inconvenience or regret over the time they had invested in 

using the app. A few churned users expressed that they would likely start using the app again soon and 

another few said that they would maybe start using it again. But only if they felt that they were starting to 

lose their good habits. 2 churned users said that they would not start using the app again unless they 

added other functionality. 1 user said that because the Lifesum app had “made her depressed”, it was now 

“tainted with bad associations” and she would therefore never use it again.  

When asked how they would feel if the Lifesum app would not be accessible to them anymore and they 

would be forced to stop using the app, all loyal users said that they would be sad but it would not be the 

end of the world. One user said “I would probably go look for another app that looks exactly the same”. All of the 

users expressed that they were used to the app and had incorporated it into their life, and to stop using 

the app would be a break of habit. None of them expressed worry over having to learn using another app, 

simply that they liked the Lifesum app the best.  

3 of the loyal users expressed sadness when being asked about having to leave the app, the other 3 

expressed inconvenience.  
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5.1.6 USER LOYALTY 
User loyalty is the overall concept that includes all of the dimensions discussed above. Half of the loyal 

users said that they were using the Lifesum app continuously, and the other half said they were using it 

off and on. They stated that they used it when they thought they had started eating badly again and 

needed to check themselves.  

Half of the churned users said they would not use the Lifesum app again unless they changed the app, 

and the other half said they would maybe use it again at a later time, but one said she would never use the 

app again.  

5.1.7 HEALTH MOTIVATION 
A dimension that became apparent through the interviews was health motivation. When asked about their 

health goals all of the users said that their main goal was to be healthy and feel good, but when asked 

further almost all said that they wanted to lose weight. All of the loyal users were very committed to their 

health goals, and said that health had a high priority in their life. All 6 said that they worked on their 

health continuously, but when asked further all except one admitted to have more and less active periods. 

Two of the users were students and gave the time before an exam as an example of a time when health 

gets a lower priority. 4 of the 6 users had also lost a significant amount of weight, which shows 

motivation and commitment to their health goals.  

3 churned users said their health has a very high priority in their life, the rest said that it has a middle 

priority or high but not top priority. 5 churned users had specific health goals, and the other 2 were more 

general and unspecific when describing their health goals. 1 churned user had a high interest in health and 

was working on being healthy very continuously. With the other churned users, the impression was that 

they did not work continuously with their health, but had higher and lower periods in terms of health 

activities.  

5.2 RESULTS FROM EMPLOYEE INTERVIEWS 
Because the employee interviews were focused on what they believe about the users, it was not possible 

to be as specific as with the user interviews. This section therefore gives more of a general overview of 

Lifesum’s view on user churn, and does not follow the framework as faithfully 

5.2.1 EXPECTATIONS 
Most of the interviewed employees thought that the users have pretty high expectations of the app, which 

the Lifesum app then fails to live up to. “If they have been recommended by a friend they probably have super high 

expectations, as someone would only talk about it if it was super good. But if you find it though the app store I think you 

think it will be pretty and that you can track your food and get feedback” said the product owner Charlotte 

Anderson. 

They believe that users on the whole have too high expectations of the health result they will get from 

using a health app. Everybody is looking for a magical solution to make them easily achieve their health 

goals. A clear indicator of that is the following example given by Peter Viksten the CPO: “When we ask 

how much weight the user wants to lose we set half a kilo per week as the recommendation. Almost all users increase that, 

and we’re already pretty offensive with that number. A doctor would tell you 0.25 kilos per week.” 

When asked what they do to handle these expectations, several said that they had not really thought of it 

like that and that it is a very good question. They said that they do not really do that right now but they 

probably should. But they also expressed that it can be difficult as it is not only Lifesum that has a 

problem with high expectations, it is a problem for the health lifestyle industry as a whole. One employee 

gave the example “It’s not like Cosmopolitan strives to reduce people’s expectations when it comes to a healthy lifestyle. 
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They advertise: lose 10 kilos in a month with this new avocado diet. Taking a sane approach will then make the users very 

disappointed” Peter Viksten said.  

5.2.2 PERCEIVED QUALITY 
When asked about what the users use the Lifesum app for, several of the interviewees said that it 

probably gives them a sense of control. Founder Martin Wählby said “I think it gives them control, they know 

they’re on the right path”. A few also said that they can learn about what to eat or not to eat.  

They said that because retention numbers are very low, the users must find the Lifesum app not up to 

scratch. However, they said that this is an issue for all the apps in this segment, and that Lifesum might 

even be one of the better ones. Peter Viksten said “the big challenge is to figure out how to do this in a good way, 

and the ones who do will take over the segment”.  

The Lifesum employees stated that they believed the quality in terms of reliability and the fact that it 

looks nice is good. They said that the reliability has probably improved a lot the last few months as they 

have begun being more thorough when it comes to solving bugs.  

When it comes to usability though they said that the users are probably not very satisfied. It is easy to 

understand what to do, but it takes a lot of time and effort to actually use it. They also said that the 

feedback given today is probably not enough for the time it takes to use. Peter Viksten expressed that 

they strive to “find a way to make the feedback and the effort more equally matched. Maybe give simpler feedback, but 

then also easier tracking of your food”.  

5.2.3 SWITCHING BARRIERS 
When asked how difficult or stressful it would be for a user to stop using the Lifesum app, all employees 

gave answers like “not hard at all”. Most of them filled in later that maybe if the user had paid for a 

yearlong gold membership, they would lose that investment.  

The only investment that the user would lose is the data of the previously tracked food, and as Charlotte 

Andersson expressed it “that is terribly uninteresting”. It is therefore very easy for the user to stop using the 

Lifesum app, as they do not lose anything from doing so. 

A problem is also that the app is “self-fulfilling” as Charlotte Anderson put it. As the purpose of the app is 

to make people reach their health goals, as soon as they reach it, they will not need to use the app 

anymore. Charlotte Anderson continued with “the purpose of the app is that you won’t need the app anymore”.  

5.2.4 HEALTH MOTIVATION 
When asked why people stop using the app, almost all of the interviewees said that a common reason is 

probably because the users start out very motivated, but then life happens and health loses its priority. 

They explained that health is something very big, and one day just changing one’s entire life is very 

difficult. The users start out with the ambition to change everything, which quickly becomes too difficult, 

and they give up instead. Peter Viksten described it as: “It’s like we throw our users into the deep end of the pool 

without teaching them how to swim first”. What they are trying to do in the future is to split this big holistic 

approach to health into smaller, more achievable pieces.  

Several of the employees mentioned that Lifesum does not give motivation, but the user must have it 

already to achieve their health goals. The app does a lot of judging today, and not a lot of encouragement. 

Charlotte Andersson said “It is too hard to win. The only way to win today is to stay below one’s daily calorie goal, or to 

get good grades on every meal, but that is very hard to achieve.” Creating smaller pieces will make it easier to win, as 

it is easier to achieve one smaller thing than to “win” at being holistically healthy.  
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5.3 AVERAGE USER JOURNEY 
To give a brief overview of the results from the interviews, the results were summarized into an average 

user journey.  

The average user starts using the app because they want to be healthy and feel good, but they also actually 

want to lose a few pounds. They found the app either through searching in the app store, or got a 

recommendation from a friend. The expectation of the app is that it will help them learn about what they 

should eat in order to be healthy, and thus help them achieve their health goal. If they got a 

recommendation from a friend, they also expect the app to be well designed and easy to use. The user is 

on average happy with the functionality and thinks it has everything they need, but it could maybe 

provide more detailed information and help. Tracking food is a little time consuming, and searching for 

foods can be tricky as it is difficult to know which foods have the correct nutritional information. The 

user does not pay for the app as they are happy with what they get for free, and they also do not really 

understand what they would get if the pay for it. The user then stops using the app because they thought 

it was too time-consuming to use, or they did not get the health result they wanted, or they learned 

everything they needed and did not need to use the app anymore.   
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6 DISCUSSION 
The chapter starts with a discussion about and an update of the theoretical framework developed in previous chapters. The 

updated framework is then used to analyze the specific case at Lifesum. First the different dimensions are discussed one by 

one, and then an overall analysis of Lifesum user churn is presented.  

The purpose of this study was to explain what dimensions a mobile health application company need to 

take into consideration when analyzing churn, and the objective was to give the case company Lifesum an 

overview regarding churn in the Lifesum app, and provide them with the tools to analyze churn in the 

future. To do this an initial framework was created from previous research on churn, which was 

presented in chapter 3.7. With the empirical data collected, the framework could be augmented to better 

suit analysis of churn in mobile health applications. The interviews provided a deeper and more specific 

insight into Lifesum and mobile health applications, and the framework could therefore be augmented to 

represent a more accurate image of user churn in a mobile health application. To provide further analysis 

and fulfill the objective, the augmented framework, along with the corresponding theory, was then used 

to analyze churn at the case company Lifesum. The different dimensions in the framework, and how they 

relate to the empirical material is discussed below.  

6.1 AUGMENTED FRAMEWORK 
The augmented framework for analyzing churn can be seen in Figure 11 below. The adjustments made 

are the addition of the health dimension for both expectations and perceived quality. Health motivation 

has also been added as a separate dimension.  

 

Figure 11 - Augmented framework of churn in a mobile health application 

User loyalty was the focus of this study, and therefore also this for framework. It is the concept that all the 

other concepts contribute to. The two main dimensions defining user loyalty are user satisfaction and 

switching barriers (Fornell, 1992) (Jones, et al., 2002). User satisfaction means how happy the user is with 

the app, and switching barriers involves how difficult or troublesome it would be for the user to switch to 

another product or service. The ACSI model (ACSI, 2016) states that there are two aspects that affect 

overall satisfaction: expectations and perceived quality. Expectations means the thoughts and opinions the user 
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has before starting to user the app, and perceived quality means the thoughts and opinions while using 

the app. These two aspects go into what the model calls perceived value, moderated by the price. 

Perceived value is thus like a coefficient that either increases or decreases the overall satisfaction. This 

means that if the price is too high, the satisfaction will be low even if the expectations and perceived 

quality are perfect. The frameworks M-S-QUAL (Huang, et al., 2015) and SaaS-Qual (Benlian, et al., 

2011) were used for evaluating quality of a mobile application, resulting in the parameters: functionality, 

usability, reliability. The expectations and the perceived quality are very tied together. These dimensions 

were thus used to evaluate both the user expectations and perception of the quality of the app. The other 

dimension that influences user loyalty is switching barriers, which means things that make it difficult or 

troublesome for a customer to stop using a product or service (Fornell, 1992). Switching barriers are 

made up of switching cost and the attractiveness of alternatives (Kim, et al., 2004). Switching costs is further 

divided into: monetary costs and psychological costs (Bitner, 1995).  

Because it is a health app, the users will have expectations not only on the app itself, but also on the health 

result they want to achieve by using the app. These expectations might e.g. be losing 10 kilos in 3 months 

or to simply learn how to eat better. The interviews showed that users might have very high expectations 

on their health result, making these expectations difficult to match. People are often a bit overly 

optimistic when it comes to their health goals and their capability of sticking to them. This means that a 

user might install the app expecting that it will now be easy to lose weight, only to realize that they still 

have to do all the work losing weight requires. 

Meaning of perceived health result is if the user thinks that the app has actually helped them towards their 

health goals. It is important, because the sole purpose of using a health app is basically to gain a positive 

health result. If the user does not perceive that the app has helped them with their health goals, they have 

no reason to use it.  

When analyzing the data from the interviews regarding health result it became apparent that most users 

would either use the app to learn more about health and what they should eat, to check themselves to see 

that they were eating correctly, and/or to reach a specific health goal. This became the three parameters 

knowledge, control and goal. This will be further discussed in the next chapter, in the context of the case 

company Lifesum.  

When it comes to health, whether or not a user continues using an app has a lot to do with how motivated 

they are to put in the work to get healthy. The user has to have a certain amount of health motivation to 

use a health app in the first place, and even more to continue using it. A user may start out very 

motivated, but then the motivation declines over time. Or a user may stay equally motivated all the time. 

Health motivation is separate from perception of the app itself and something the user either has or has 

not when using the app. A health app can however influence the user’s health motivation in a negative or 

positive way, as indicated by the connection between the user satisfaction and the health motivation 

dimensions.  

Lastly, the dimension relationships affecting switching barriers was removed. The users of an app do not 

have an interpersonal relationship with the company, because they do not interact directly with the 

employees of the company.  

The different dimensions will now be discussed in more detail.  
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6.2 EXPECTATIONS 
The users had difficulty answering questions about their expectations. The answers were not very specific 

as the users had not before thought about what expectations they had when starting to use the app. For 

many of the users the expectations were also difficult to remember, because they had downloaded the app 

such a long time ago, sometimes even years ago. However, what the users said about the quality of the 

app does actually show what expectations they had of the app. In general, it seems like people have pretty 

low expectations when it comes to apps. Several users were surprised that the app could give as much 

information as it could. Some people who expressed dissatisfaction with the functionality remarked that 

they did not expect that an app could provide much help. 

But when a user has downloaded a health app, they must have the expectation (or at least the hope) that 

it will help them with their health goals. To what degree, however, is another matter. From what the users 

say, it appears like they did not have a very high expectation of the health result. This does however not 

correspond to what the Lifesum interviewees did say, they thought that their users have high expectations 

of their health result. Maybe the difference comes from the fact that people have a tendency to over-

estimate their ability to stick to their health goals. The expectations on the app itself are not very high, but 

the expectations people have on how easy it will be to be healthy, and how well they will be able to stick 

to their health goals, might be higher. This is in line with the study by Della Vigna & Malmendier (2006) 

about over-confidence when it comes to health, where they determine that people over-estimate how 

many times they will go to the gym when buying gym memberships. 

Ofir & Simonson (2007) argue that it is critical for marketers to find out about their customers' 

expectations in advance, because a failure to meet or exceed these expectations could lead to 

dissatisfaction and defection. It could be beneficial for Lifesum to think about the mindset the user has 

when they come into the app, especially in the onboarding process. The perceived quality must match the 

expectations, or the user will become disappointed and judge the actual quality of the app to be lower 

than it might be. If Lifesum has problems with users having unrealistic expectations about their health 

goals, maybe they could do something to moderate those expectations. If the users think the app is 

something that it is not, maybe the marketing and PR should be changed in some way.  

Olivier (1980) argues that a customer’s expectations should be met exceeded for real service quality to 

arise. The people who expect only a calorie counter are satisfied with the functionality. But the people 

who expect more are not. The interviewed employees at Lifesum state that they strive to make the app 

more than a calorie counter, and has changed the branding to fit that. The functionality of the app has 

however not changed in time with the branding change, which may result in a discrepancy between the 

expectations they set and the app the user actually encounters.  

6.3 PERCEIVED HEALTH RESULT 
The perceived health result is the reason people are using the app. The quality of the application simply 

needs to be up to a certain standard. Even if the app is functional and easy to use, a user will not continue 

to use the app if they do not perceive to meet their expected health result. Some users who are happy 

with the app for a period of time, stop when they have reached the health result they were looking for. 

Whether it be learning what to eat, or reaching a weight goal. When the user does not believe that the app 

will help them reach their health goal anymore, they will simply stop using it.  

Several people said that they stop using the Lifesum app for long periods of time, and then start using it 

again when they feel the need to. This is interesting as they are technically churning from the app, but 

keep coming back to the same app, making a type of loyalty. It seems then that they are happy with the 

app, and see a health benefit to use it, but only for a limited period of time.  
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Because being healthy is a delayed-benefit situation (Giner-Sorolla, 2001), the user might also not 

perceive the change to happen fast enough. They expect a result quickly, and if they do not get one they 

might think the app is not doing what it promised to do.  

6.4 PERCEIVED QUALITY OF APPLICATION 
The perceived quality is tightly connected to the expectations a user has on the app, which is in line with 

the ACSI framework for measuring satisfaction (ACSI, 2016) where both perceived quality and 

expectations are parameters. As stated earlier, the users who expect only a calorie counter are satisfied 

with the functionality, while the ones who expects more are not. 

A consolidation of two frameworks for measuring quality was made, to be able to measure quality in an 

app. The frameworks are M-S-QUAL (Huang, et al., 2015) made for measuring quality in m-commerce, 

and SaaS-Qual made for measuring quality in Software-as-a-service (Benlian, et al., 2011). The parameters 

for measuring quality in an app were thus: functionality, usability, reliability and privacy.  

Considering only the users who expect a calorie counter, whether or not a user is happy with the 

functionality seems to come down a lot to personality traits. The ones who are happiest with the app are 

the people who like numbers, and who like to be in total control of what they eat. And counting calories 

using Lifesum app is then a lot easier than doing it manually which would have been the alternative for 

these users.  

All of the users thought the app is easy to understand, but many thought that it is troublesome to use. 

These are two aspects of usability. Most of the users remarked that searching for foods was an issue, both 

when it comes to reliability and usability. Reliability because they did not trust that the information the 

app provided was accurate, and usability because they did not know which of the suggested foods to pick. 

The main problem however does maybe not lie with the Lifesum app, but in the fact that there is no easy 

way of tracking food without requiring a lot of time and effort from the user. 

None of the users were at all concerned with sharing information about their health, and thus not 

concerned with privacy. All of the users seemed surprised that the question was asked and even asked 

what the interviewer meant. But the users have not shared any identifying information about themselves, 

except optionally their email address, so maybe that is why the users feel safe to share information about 

their health. As the users had not even thought about privacy, one could argue that it is not a parameter 

that needs to be taken into consideration in the framework.  

Both according to the interviewees at Lifesum and according to the churned users, there is a discrepancy 

between how much effort it takes to use the Lifesum app, and how much feedback the user gets from the 

effort. The feedback is not informative enough for the effort it takes to get it. The functionality is not 

good enough for the lack of usability. The user either learns pretty quickly what feedback they will get, or 

they already knew it before. Lifesum should explore ways to make the input effort match the output.  

6.5 PERCEIVED VALUE 
When it comes to the gold subscription it seems like there is a problem with both communication and 

functionality distribution. The users do not understand what they will get from upgrading their account, 

and they also see no need to do so because they are happy with what they get for free.  
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As the price was zero for almost all of the users, the perceived value for the happy users great to them. 

But the value for them would quickly diminish if the price was raised, in accordance with the research by 

Fornell, et al. (1996), as the user’s demands for the app will increase with the price. Charging for an app 

seems generally difficult. Most of the users said they rarely pay for an app and most of the loyal users said 

they would change app if Lifesum started charging for the functionality they use today. It seems like 

people are reluctant to pay for apps in general.  

6.6 HEALTH MOTIVATION 
Health motivation is an important part of a user’s choice to use the app. Because tracking is such an 

effort, the user has to be very motivated about their health to think that the effort is worth the output. 

But users who are not very motivated will not continue using the Lifesum app even if the functionality is 

perfect. The problem is that being healthy requires a lot of work, and although an app can help the user 

on their way, the work still has to be done by the person using it. Using the Lifesum app does at the 

moment not necessarily make health more fun, or being healthy more achievable.  

Health motivation can be thought of as a mix of interest in health, and self-control. The user both has to 

actively prioritize health in their lives, and they also have to have the willpower to stick to their health 

plan. Self-control is typically viewed as a battle between willpower and desire, and it is an an important 

parameter when it comes to being healhty (Redden & Haws, 2013). Being healthy means foregoing 

instant pleasures now for a delayed benefit in the form of e.g. weight loss. Being able to see the benefits 

in the future makes the person more inclined to do the work now. But when it comes to health, the result 

is too far away for the user to really perceive it. Giner-Sorolla (2001) state that the consequences of one’s 

actions are too far away to seem real, and the motivation for making the “right” choice diminishes the 

further away the consequences are. Making the health result tangible within a short time period, and 

helping the user see the future health result better will thus help with motivation.  

From the interviews one can see that health motivation is not only something that exists separately from 

the rest of the framework. The app can both help and reduce a user’s motivation. A user who is 

competitive might get motivation from striving to reach their calorie goal for the day. But the problem is 

that the cases when a user gets motivation from the app are rare.  As a Lifesum employee said, it is too 

difficult to win, and the user then gets discouraged instead of motivated. Always failing to keep within the 

health standards of the app can make a user give up, instead of spurring them on. Another employee 

expressed that the users probably start out with the ambition to change everything, which quickly 

becomes too difficult, and they give up instead. This is in line with the study by Della Vigna & 

Malmendier (2006) about over-confidence when it comes to health, where they determine that people 

over-estimate how many times they will go to the gym when buying gym memberships. Both employees 

stated what they are trying to do in the future is to split this big holistic approach to health into smaller, 

more achievable pieces, and thus make it easier for the user to succeed and stay motivated.  

6.7 SWITCHING BARRIERS 
It seems like the switching barriers are in general very low. None of the parameters are a problem for the 

churned users, as none of them expressed any regret or inconvenience at leaving the app.  

Bitner (1995) describes monetary costs as money already invested in the app, or costs to switch to 

another app, and psychological costs mean the time and effort invested in using the app. The monetary 

cost was non-existent for almost all of the users, as they were not paying for the app and the 

psychological costs were low. The users had no difficulty learning how to use the app, and had thus not 

made a substantial psychological investment in that way. The investment they had made was all the data 

they had input over their eating habits. None of the churned users however expressed regret over losing 
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that data, and one employee said that they believed the saved data to not be interesting to the user. Habit 

might also be a psychological cost, when a user regards using the app as a part of their routine. Several 

users who have used it for a relatively long time have no problem stopping using it, making the habit 

parameter not very strong. Although one user who is using it every day, and has been for years, said it was 

part of her routine, and thus making it part of her habit. But that probably had more to do with her 

personality than with the Lifesum app. 

However, not one of the users said they had started using another app instead of Lifesum. They did not 

switch to a better alternative, they simply stopped using a health app altogether. The attractiveness of 

alternatives described by Kim, et al. (2004) does therefore not produce a hinder for Lifesum. On the 

other hand, several users said that they would start using another app if Lifesum started charging for the 

app, so it does potentially affect the user churn.  

Gwinner, et al. (1998) describe interpersonal relationships as included in the switching barriers, but with 

an app the user has very limited contact with the people at the company. As opposed to a store where the 

customer would interact with a sales person, a user of an app would only contact the app company if they 

had a problem or dysfunction of some sort.  

It is interesting how the very negative user expressed that the brand was now ruined for her. A negative 

emotional experience can taint a brand beyond repair, almost to a higher degree than a positive 

experience can endorse a brand. 

There is no reward for using the app continuously. The user will actually get a negative response for 

tracking every meal, as that means tracking the less healthy meals also. Unless they are extremely 

motivated about their health, they will eventually have a meal they do not want to track. Maybe some sort 

of bonus for using the app every day could be added. It could be something as easy as fun statistics.  

6.8 OVERALL LIFESUM CHURN ANALYSIS 
In this paragraph the concepts from the framework will not be discussed one by one, but used to create 

an overall analysis of user churn at Lifesum.  

6.8.1 PURPOSE FOR USING A HEALTH APP 
From the interviews it became clear that a user will use a health app for one or several of the following 

purposes: to learn about health, to gain control over their health or to reach a specific weight goal. Most of the time it is 

a combination of these, but one can be stronger that the others. Depending on which of these purposes 

is the strongest, the user will have a different experience with the Lifesum app.  

There is also a difference between the users who are looking for calorie counter, and those who want 

more than a calorie counter, as can be seen in the diagram in Error! Reference source not found.. How 

motivated the user is regarding their health is also a parameter that very much differentiates the users. 

The diagram in Figure 12 was created to give an overview of the outcome of a user journey depending on 

the purpose the user has for using the app (to learn about health, to gain control over their health or to reach a 

specific weight goal). The diagram is a consolidation of theory and the empirical results. The purpose can be 

seen on the left, creating the rows. The first column represents the users who are looking for a calorie 

counter and are satisfied with the app, the second column represents users that are looking for a calorie 

counter but are unsatisfied with the Lifesum app, and the third column represents users who want 

something more than a calorie counter and are thus also unsatisfied with the app. The color shows if they 

continue to use the app or not, and the text describes the reason. Another important aspect that is 
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strongly influencing the user churn is the health motivation of the users which is not explicitly shown in 

this diagram, but discussed more in the next sub-chapter. 

 

Figure 12 – Lifesum User Mapping 

As can be seen in the figure, there are both satisfied and unsatisfied users when it comes to the Lifesum 

app, but the problem is that also the majority of the satisfied users have fulfilled their purpose after a 

while and have thus no reason to continue using the app. How to best improve the app to decrease churn 

depends on what group of users Lifesum wants to cater to, as different solutions are required for the 

different problem areas. The outcome of the analysis of the interviews has shown that the users who are 

satisfied with the app are only the ones looking for merely a calorie counter. The unsatisfied users are of 

two different types, those who are looking for a calorie counter, and those who are not. The perception 

of the quality is affected by the expectations the user has before starting to use the app, as stated by 

(Deichmann, et al., 2006; Oliver, 1980; Fornell, 1992) 

When the user wants to learn about health, they are either satisfied with the app with what it can teach them 

or they are not. The unsatisfied users who want something more than a calorie counter think that the 

Lifesum app does not provide comprehensive enough information, and they can thus not fulfill their 

purpose of learning. The unsatisfied who are looking for a calorie counter think the effort of tracking is 

too great. The satisfied users learn a lot from the Lifesum app, but there is however only a limited 

amount of things one can learn from the app. They therefore eventually also stop using the app because 

they feel they have learned everything they can. To better please the unsatisfied users that want to learn 

about health, Lifesum has to make tracking easier and/or provide more comprehensive information so 

that even these users learn something. This would also make the satisfied users stay longer because there 

is more to learn. One has to be careful though with the amount of information thrown at the more 

inexperienced users, as too much might scare them away. 
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Using the Lifesum app to gain control over one’s health, is the only reason a user stays with the app for a 

longer period of time. The user then inputs everything they eat to see if they are within the limits of what 

is healthy. They do it to remind themselves of how to eat healthy, and to give themselves clear frames to 

move within to gain some structure. Some users do this continuously and others stop using the app for 

periods of time and then take it up again now and then when they feel they have fallen off the wagon 

health wise. There are however users who do not feel like they gain control from using the app. If they 

are unsatisfied with the calorie counter itself and/or think that the information provided by the app is not 

precise enough, they will quickly stop using the app. To cater to these users, Lifesum has to make sure 

their search function and database contains correct information, and help the user to be precise about 

their food tracking. There are also users who are looking for more coaching to reach their health goals 

and/or think the feedback the app gives them is too negative. These users then want more than a calorie 

counter, and to please them the Lifesum app has to provide additional and more complex functionality.  

The last category is the users who start using Lifesum because they want to reach a specific health goal. It can 

be something like lose 10 kilos, or eat less carbs. The user then either reaches their goal, or does not. In 

either case though, the user stops using Lifesum. If the user has not reached their goal, they have no 

reason to continue using the app. This category would probably be the one that is hardest to cater to. If 

the user has reached their health goal, their purpose for using the app has disappeared, and the app can 

no longer provide them with value. For these users, Lifesum has to find a way to make the users stay even 

after they have reached their goal. This could be done by eg e.g. providing functionality that would make 

it beneficial for them to continue to use the app although they do no longer have a specific goal. The 

users who do not see a health result are difficult to please because that can depend on a lot of things. 

Maybe they are using the app incorrectly, maybe they are underestimating everything they eat, or maybe 

counting calories just does not work for them. The first two reasons could be handled by providing more 

help and information on how to use the app. For the third category, functionality outside of a calorie 

counter must be provided. 

A problem with the app is that users stop using the app both if they are satisfied with it, and if they are 

not. One of the Lifesum employees stated that the app is self-fulfilling, that the purpose of the app is to 

not need it anymore. The goal of a health app is to make the user healthier, and then when the user has 

achieved the desired healthiness, they will not need the app anymore. Lifesum therefore has to offer 

something that makes it beneficial for the user to continue to use the app even if they have reached their 

health goal.  

6.8.2 HEALTH MOTIVATION 
The other important parameter influencing the user churn is the health motivation. The higher 

motivation a user has, the longer they keep using the app. This is in line with the research on self-control, 

and how people with high self-control are better at reaching their health goals (Redden & Haws, 2013; 

Boalsa, et al., 2011).  One can argue that motivation to be healthy is something that cannot be created, 

but the user has to have it themselves from the start. Motivation can however be taken away from a user, 

and also decrease over time. If an app is difficult or troublesome to use, the user might become less 

motivated because of that. They might also be discouraged because the app only tells them that they are 

doing badly. A user might also naturally become less and less motivated as other things in their life take 

priority. If it is easy to be healthy, a user with lower motivation is more likely to continue working on 

their health. The higher the motivation, the more effort the person will put into being healthy, and the 

more friction they will tolerate. Consequently, it is vital for any health app to reduce friction on the road 

to being healthy to keep people from losing their motivation, and try to help people keep up their initial 

motivation. 
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It seems like a lot of users are looking for coaching to help them reach their health goal, they want to be 

encouraged and get help on the way. Kuijer & Boyce (2014) found in their study that those who associate 

eating chocolate cake with a celebration rather than with guilt were more successful in reaching their 

health goals. Positive encouragement is therefore more beneficial than negativity and shaming. Today the 

app is more of a tool, and not a coach. Providing good coaching for a user is bit complex though, as the 

needs of a user depend a lot on their health motivation and knowledge. A diagram of this can be seen in 

Figure 13 below. 

 

Figure 13 - Coaching depending on motivation level 

The users that have low motivation does not start to use the app, or does fall of at the very start of the 

user journey. The users that have more motivation, but are not highly motivated to work on their health 

(called medium motivation in Figure 13), they need it to be simple and accessible. They need help to be 

healthy by getting basic knowledge to get started and a clear plan with simple instructions, so that it will 

be the least effort for them to be healthy. If the users have high motivation on the other hand, the 

problem is not staying healthy, but for the Lifesum app to stay relevant for them. These users need 

continuous value to be added so that they have a reason to continue using the app, which means more 

advanced functionality. These users already know how to stay relatively healthy, so the app needs to add 

other things they can learn and use. For a highly motivated user that means advanced knowledge that they 

do not already have, and the ability to fine tune their diet to fit their health goals.  

As motivation is so important, the diagram in Figure 12 with the map of the user journey was expanded 

to include motivation. Figure 14 maps the outcome of the user journey on user’s health motivation. The 

figure shows a chart with motivation on the x-axis and if they want a calorie counter or not on the y-axis. 

The boxes in Figure 12  representing user outcomes based on purpose, were moved into the new chart 

with the respective number of boxes.  
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Figure 14 - Outcome of a user journey depending on health motivation 

The different user journey outcomes have been divided into groups representing how motivated they are 

and if they are satisfied with at calorie counter.  

Group A: The users that are highly motivated, looking for a calorie counter and are satisfied with the 

Lifesum app. The users represented in this group are:  

  (1) Has learned everything they can learn, and stops using the app 

  (4) Checks themselves every day (or now and then) 

  (7) Reaches goal, and stops using the app 

This group includes the only users that use Lifesum for a longer period of time, and the only ones who 

might be willing to pay for it. However, as discussed before, even the satisfied users stop using the app 

after a while. To make these users stay longer, Lifesum has to investigate what would make the satisfied 

users stay and try to give them that, which might be more comprehensive information, content and 

advanced functionality. Adding functionality may also attract users that want more than a calorie counter.  
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Group B: Users with medium motivation that want a calorie counter, but are not satisfied with the 

Lifesum app. The users represented in this group are: 

  (2) Thinks the information is good, but the effort of getting it is too large 

  (5) Does not think the precision of the information is good enough 

These users are looking for a calorie counter, but is not happy with what the app offers them. To 

improve the experience for these users, the calorie counter itself has to be improved. Tracking should be 

made easier and less troublesome, and the food information should be checked to see that the nutritional 

data is correct.  

Group C: Medium to high motivated users that want more than a calorie counter and a more holistic 

approach to health, and are thus not satisfied with the Lifesum app. The users represented in this group: 

  (3) Does not think the information is comprehensive enough 

  (6) Thinks the feedback is too negative and wants more coaching 

The users in this group want and expect more than a calorie counter. Something else therefore needs to 

be added to make them want to use the app. Further analysis should be done to discover what would 

attract these users. What can be added on top of calorie counter to give a more holistic health approach? 

App improvements addressing Group A and B may also attract also these users. 

Group D: User with low motivation. These users will probably either stop using the app very quickly or 

not start using it at all. They were not represented Figure 12, and were therefore given the number (0) in 

the chart. The users in this group are very difficult to capture, as motivation cannot be given, and this 

group should probably not be catered for.  

Group E: Users that do not meet their goal. This group was not shown in Figure 14 above, because there 

are so many reasons a user might not reach their goal. The user could be using the app incorrectly, the 

data Lifesum provides might not be right, they might not follow what they put into the app, or maybe 

counting calories simply does not work for them. This group therefore needs to be further analyzed.   
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7 CONCLUDING REMARKS 
The final chapter includes a summary of the findings of the study, and the research questions answered. Recommendations for 

Lifesum are made and the objective of the research is explained. A discussion about the sustainability of the study is also 

included, as well as suggestions for future research.  

The purpose of this research was to explain what dimensions a mobile health application company need 

to take into consideration when analyzing churn. To do this the following two research questions were 

asked: 

1. What dimensions influence user churn from a mobile health application? 

2. How are these dimensions connected and how do they affect each other? 

To answer these questions an extensive literature study was made and a case study at the mobile health 

company Lifesum was conducted, where several interviews were performed. The outcome of the study is 

the following framework for analyzing churn, shown in Figure 15. The boxes represent the different 

dimensions and the arrows indicate how they are connected and how they affect each other. 

 

Figure 15 – Framework of churn in a mobile health application 

7.1 MANAGERIAL IMPLICATIONS 
The objective of this research was to give the case company Lifesum an overview regarding churn in the 

Lifesum app, and provide them with the tools to analyze churn in the future. To fulfill this objective an 

analysis specific to Lifesum was performed based on the churn framework developed and the results 

from the interviews. By understanding the likelihood of churn due to different reasons, an effective 

retention strategy can be developed by focusing on the probable causes of churn (Verbeke, et al., 2012). 

This creates a strong argument to examine why the users defect from an app (Chu, et al., 2007) and why 

the first step in minimizing churn and building up loyalty of the existing customers is to understand the 

causes of churn (Kim & Yoon, 2004). 
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From the interviews with Lifesum employees it seems like Lifesum is aware of many of the reasons for 

user churn, and are on the right path to do something about it. They are working on ways to make health 

more approachable and to provide additional value outside of only being a calorie counter.  

The key to minimizing churn is to create an app that the users want to keep using for a long period of 

time. Efforts to reduce churn should therefore be focused on improving the app to fit the needs the users 

have. When addressing problems with churn a company should think about the different types of users 

they have, and why that type of users stop using the app. As shown in Figure 16 the users of the Lifesum 

app use the app for many different reasons, and stop or continue using it for even more reasons.  

 

To minimize churn by getting the users to stay longer, different actions need to be taken to fit the needs 

of different users. If the user has the purpose to learn, to get control, to reach a specific goal or to get 

inspired they need different things from the app. For each of these groups one need to look closer at the 

purpose the user has for using the app, and how Lifesum can help them fulfill that purpose. The array of 

churn reasons all require different efforts to be addressed. Lifesum therefore has to choose what groups 

of users and problems they want to focus on solving. This has to be decided while taking into 

consideration both the direction Lifesum wants to go as a company, and also which problems can actually 

be fixed and require the least effort to do so.  

If Lifesum wants the app to be more than a calorie counter, they should think about how to provide 

coaching for the user to reach their health goals. However, they also need to decide which type of users 

they want to target, with low, medium or high motivation, and adjust the coaching to fit the specific 

needs of these users.  

Health motivation has a large effect on user churn, as a user who is not motivated will not use the app 

even if it is perfect. Lifesum competes not only with the many competitors, but also against the user’s 

own health motivation. The app must therefore not only be better than the competitors, it must provide 

something new and beneficial to the user, and help the user take something challenging and sometimes 

boring and make it fun and easy. Health motivation is probably the key to make users stay longer, and 

Lifesum should therefore do everything they can for the users not to lose their motivation.  

Expectations on the app affect the overall user satisfaction, and thus user churn. It could be beneficial for 

Lifesum to think about the mindset the user has when they come into the app, especially in the 

onboarding process. If Lifesum has problems with users having unrealistic expectations about their health 

goals, maybe they could do something to moderate those expectations.  

Figure 16 – Lifesum User Mapping 
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Both according to the interviewees at Lifesum and according to the churned users, there is a discrepancy 

between how much effort it takes to use the Lifesum app, and how much feedback the user gets from the 

effort. As usability is another parameter that affects churn, this becomes important. Lifesum should 

explore ways to make the feedback match the effort of tracking.  

Most of the users remarked that searching for foods was an issue, both when it comes to reliability and 

usability. Reliability because they did not trust that the information the app provided was accurate, and 

usability because they did not know which of the suggested foods to pick.  

The users do not understand what they will get from upgrading their account to gold. It should therefore 

be communicated more clearly what the user will get for buying a gold subscription.  

There is also no reward for using the app continuously, and making the users use the app continuously 

will directly reduce churn. The user will actually get a negative response for tracking every meal, as that 

means tracking the less healthy meals also. Unless they are extremely motivated about their health, they 

will eventually have a meal they do not want to track. Maybe some sort of bonus for using the app every 

day could be added. It could be something as easy as fun statistics.  

7.2 SUSTAINABILITY 
Since it is such a new market, many of the companies creating apps are small and relatively new. The app 

is also often the only income source, and it is therefore vital that the app is profitable. User churn in apps 

in general is very high. According to mobile intelligence company Quettra, 77% percent of users stop 

using the average app within the first three days of installing it. Within 30 days, 90% of the users have 

stopped using it and within 90 days, the number is over 95% (Jain, 2015). These small to medium 

enterprises do not have infinite resources to research and work with churn, and they also cannot hire a 

company to do so for them. They therefore need the tools to analyze churn themselves. This study 

therefore contributes to economic sustainability, by helping small to medium sized companies stay afloat and 

be profitable. 

As this study is concerned with health, it also contributes to social sustainability because it is concerned with 

the wellbeing of the population. Being healthy is a problem for a lot of people, and providing them with 

tools to help them be healthy is therefore beneficial. An app is also an inexpensive and accessible way to 

get help regarding health, making it accessible for the entire population. Not everyone can afford to pay 

for a nutritionist and a personal trainer to get help and coaching, but everybody can download an app. 

7.3 FUTURE RESEARCH 
This study has made a suggestion of health app specific concepts, and these concepts should be tested 

and researched further in other environments. As the chosen form of study was a case study, other 

mobile health companies should be researched to investigate if certain problems are specific to the case 

study or general problems of the industry.  

This study had a holistic approach to churn, and that means more of an overview, but less detailed. The 

individual areas, such as how health motivation affects user churn in a health app, should be researched in 

more detail.  
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9 APPENDIX I – INTERVIEW GUIDE LOYAL USERS 
 

Personlig info 

 Vad heter du? 

 Hur gammal är du? 

 Vad jobbar du med? 

Lifesum-användande 

 Hur länge har du använt Lifesum? 

 Är du guldmedlem eller gratismedlem? 

 Hur ofta använder du appen? 

Hälsa 

 Vad är dina mål när det kommer till hälsa?  

 Vad är dina erfarenheter av att leva hälsosamt?  

o Hur svårt tycker du att det är?  

o Brukar det bli kontinuerligt eller punktinsatser? 

o Hur prioriterar du hälsa gentemot andra saker i ditt liv? 

 Utöver Lifesum, på vilka sätt har du försökt att nå dina hälsomål?  

Erfarenheter av Lifesum 

Förväntningar 

 Hur hörde du om Lifesum för första gången?  

 Varför sökte du en hälsoapp från första början? 

 Vad hade du för förväntningar på: 

o Resultet? (Vad trodde du att Lifesum skulle ge dig?) 

o Appen? (Hur trodde du att appen skulle fungera?) 

 Gav Lifesum dig det som du hade förväntat dig? Varför/varför inte? 

Värde/kvalitet 

 Vad använder du Lifesum till idag?  

o Hur hjälper appen dig i ditt liv? 

o Vilka funktionaliteter använder du? 

 Är du nöjd med den funktionalitet som Lifesum erbjuder idag? 

 Saknas det någon funktionalitet du önskade fanns? 

 Är det något du inte tycker om eller blir frustrerad på? 

 Hur lätt var det att förstå hur appen fungerar?  

 Hur lätt är den att använda? 

 Hur tycker du att appen fungerar?  

 Hur känner du inför att du delar info om din hälsa till Lifesum?  

 Skulle du kunna tänka dig att uppgradera till Gold? / Varför valde du att uppgradera till Gold? 
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o Vad tycker du om prissättningen?  

o Vad du får för värde av den extra funktionaliteten? 

 Hur nöjd är du med Lifesum? 

 Hur sannolik är du att rekommendera Lifesum till en vän?  

Barriärer för byte 

 Provade du andra (metoder / appar?) innan du landade på Lifesum? 

o Vilka? 

o Hur länge använde du dem? 

 Varför valde du att stanna med just Lifesum? 

 Vad skulle få dig att byta till en annan metod / app?  

 Hur skulle du känna om du var tvungen att sluta med appen? 
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10 APPENDIX II – INTERVIEW GUIDE CHURNED USERS 
 

Personlig info 

 Vad heter du? 

 Hur gammal är du? 

 Vad jobbar du med? 

Hälsa 

 Vad är dina mål när det kommer till hälsa?  

 Vad är dina erfarenheter av att leva hälsosamt?  

o Hur svårt tycker du att det är?  

o Brukar det bli kontinuerligt eller punktinsatser? 

o Hur prioriterar du hälsa gentemot andra saker i ditt liv? 

 Utöver Lifesum, på vilka sätt har du försökt att nå dina hälsomål?  

Erfarenheter av Lifesum 

 Hur länge använde du appen? 

 När slutade du använda den? 

 Vad tyckte du om Lifesum? 

 Varför valde du att sluta använda appen? 

Förväntningar 

 Hur hörde du om Lifesum för första gången?  

 Varför sökte du en hälsoapp från första början? 

 Vad hade du för förväntningar på: 

o Resultet? (Vad trodde du att Lifesum skulle ge dig?) 

o Appen? (Hur trodde du att appen skulle fungera?) 

 Gav Lifesum dig det som du hade förväntat dig? Varför/varför inte? 

Värde/kvalitet 

 Vilka funktionaliteter använde du? 

 Vad tycker du om den funktionalitet som Lifesum erbjuder? 

 Vad för funktionalitet hade passat dig bättre? 

 Var det något du inte tycker om eller blev frustrerad på? 

 Hur lätt var det att förstå hur appen fungerar och använda den? 

 Hur tyckte du att appen fungerar? (Problem? Buggig?) 

 Funderade du på att uppgradera till Gold?  

o Vad tycker du om prissättningen?  

o Vad skulle du få för värde av den extra funktionaliteten? 

Barriärer för byte 

 Har du provat andra (metoder / appar?) för att nå dina hälsomål? 
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o Vilka? 

o Hur länge använde du dem? 

o Använder du någon annan metod eller app just nu? 

 Vad skulle få dig att börja använda Lifesum igen?  

 

  



 

 64 

11 APPENDIX III – INTERVIEW GUIDE LIFESUM EMPLOYEES 
 

 Varför tror ni att en användare börjar använda Lifesum? 

 Vilka förväntningar tror ni att användarna har innan de börjar använda Lifesum?  

o Hälsoresultat 

o Appen  

 Hur jobbar ni för att hantera dessa förväntningar? 

o Hälsoresultat 

o Appen  

 Hur tror ni  att användarna upplever Lifesums kvalité?  

o Hur bidrar Lifesum till deras liv, vad ger Lifesum dem? 

o Själva användandet av appen.  

 Hur jobbar ni för att förbättra den upplevda kvalitén för användarna? 

o Hälsoresultat 

o Appen  

 Hur tänker ni kring hälsomotivation, och hur det påverkar hur era användare beter sig? 

 Varför tror ni att användare fortsätter att använda Lifesum under en längre tid? 

 Varför tror ni att användare väljer att sluta använda Lifesum? 

o Är det svårt eller jobbigt för användaren att sluta använda Lifesum? 


