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Introduction
This document captures what was found during the discovery phase of the We Are Affective
engagement with MarcusHealth. It is not a strategy document. It is not an interpretation of what
WorkingWeight could become. It is a record of what emerged when the product, the brand, and the
experience of using it were examined carefully, through structured sessions with the MarcusHealth
team, close analysis of existing designs and brand materials, and direct conversation with Marcus
and the people around him. Every observation here is grounded in that process. Nothing has been
hypothesised, inferred from category trends, or inserted because it seemed plausible. If it is in this
report, it surfaced from the work.

The purpose of this document is straightforward. Before any design decisions are made, every
person involved in making them, whether in design, product, or leadership, needs to be looking at
the same picture of what currently exists. Misaligned starting points produce misaligned outputs.
This report gives the full team a shared foundation. Not a shared opinion about what should change,
but a shared understanding of what is actually true right now. Design work built on that foundation
has somewhere real to stand. Design work that skips it tends to solve the wrong problem with great
conviction.

Good design begins with an honest picture of what exists. This is that picture.

What We Set Out To Understand
At the start of this engagement, we framed a set of questions that shaped every session, every
exercise, and every conversation that followed. Not questions about features or functionality.
Questions about the emotional reality of the people this product is trying to reach, and what is
currently standing between them and the thing that could genuinely help them.

The questions were these.

What does a busy professional actually feel in the first sixty seconds of encountering
WorkingWeight, and what specific conditions on the page are creating that feeling rather than
the one the product deserves?

Where exactly does the gap between who Marcus is and what the page presents him as cause
the most damage, and what would it take to close it before a visitor's decision to leave has
already been made?

What is the precise sequence of recognitions a sceptical, time-poor professional needs to
experience before they will take any action, and at which points in that sequence does the
current page break the chain?

What does the right voice for this brand sound like in practice, why does it matter to conversion
and not just to tone, and how far is the current page from it?
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These were not rhetorical questions. They were diagnostic ones, chosen because the answers would
determine where design effort would have the highest return. They shaped which exercises were run,
which dimensions of the experience were measured, and which findings were worth pursuing past
the surface.

This document contains the answers.

The Sessions
The discovery phase for MarcusHealth was conducted across fifteen structured workshop sessions
with the MarcusHealth team, supplemented by close analysis of existing designs, brand materials,
and direct conversation with Marcus. The sessions were designed to surface what is actually true
about the product, the audience, and the experience of encountering it as a stranger, before any
design decisions were made. What follows is a record of those sessions and what each one primarily
contributed to the picture.

Session Methodology Primary Output

The First 60 Seconds Emotional /
reflective

Entry experience, emotional first impression, design
requirements

Aspiration Gap Emotional /
reflective

Entry emotional state, gap dimensions, critical journey
moments

Heartbreak Scale Emotional /
reflective

Quantified trust, anxiety, delight, confusion, and pride
levels

The Identity Shift Emotional /
reflective

Before and after user identity, emotional arc, shift
conditions

The Voice Sort Tone / reductive Brand vocabulary, language in and out, formality register

Write It Wrong Brand / reductive Voice boundaries, contrast examples, copy principles

Opposite Ends Visual / spectrum Visual positioning across key design dimensions

Moodboard Speed
Dating

Visual / comparative Visual benchmarks, aesthetic references, directional
preferences

Design Principles
Builder

Strategy /
generative

Core design principles, measurable success signals

The Funeral Speech Emotional /
projection

Brand legacy, identity transformation, lasting user impact
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Session Methodology Primary Output

The Moment Test Strategy / reflective Key decision points, governing principles, compromise signals

The Rejection
Letter

Brand / reductive Brand boundaries, market positioning, non-negotiable values

The Anti-Principles Strategy /
generative

Failure modes, inverted principles, trust-critical behaviours

The Dinner Party Brand / projection Brand character, personality, human register

Read It Aloud Brand /
comparative

Rhythm rules, spoken voice, copy that lands versus copy that
stalls

Across fifteen sessions and a total of 197 individual responses, a picture emerged that was coherent
in a way that rarely happens by design. The same core finding surfaced through emotional exercises,
visual exercises, brand exercises, and strategic ones alike. That consistency is itself significant.
When independent methods arrive at the same place, the thing they are pointing at is real.

What We Found

Finding 1
The Entry Emotional State Is Not Neutral. It Is a Wall.

The professionals landing on WorkingWeight are not arriving with an open mind and a willingness to
be persuaded. They are arriving defended. The Aspiration Gap session mapped the emotional state
present at first open with a precision that is worth sitting with: guarded hope, scepticism, quiet
frustration, fatigue, low-level shame, defensiveness, resignation, distrust, mild desperation. These are
not the feelings of someone who needs a good headline. They are the feelings of someone who has
been here before and already half-expects to be disappointed again.

The Heartbreak Scale made this quantitative. Trust on arrival was scored at 1 out of 10. Not low. Not
below average. Effectively absent. The session noted that the question is not how to build trust from
neutral ground but how to dismantle an existing wall of suspicion before trust can even begin. That
framing matters because it changes the design task entirely. A page built to persuade a neutral
visitor will fail this one. A page built to dismantle suspicion before making any claim at all has a
chance.

What this audience brings with them is the accumulated experience of a fitness industry that was
never designed for them. Gym memberships unused because the hours did not work. Apps that
assumed a free morning and a kitchen to meal prep in. Programmes that made them feel invisible
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Who actually made this?

Is there a real person behind this or is it just a website?

How is this different from everything else I've tried?

Does this person actually understand what my days look like?

What's the catch?

These are not questions asked by someone who needs more information. They are questions asked
by someone who needs a reason to stay. The distinction shapes everything that follows. Providing
more information to someone in this state does not lower the wall. Only recognition does. The feeling
that whoever built this understood something true about them before asking anything in return.

The current page does not create that feeling. It responds to a defended visitor with claims,
statistics, and a call to action, exactly the sequence that confirms rather than dismantles the
suspicion they arrived with. The Aspiration Gap session named the biggest single risk clearly: if a
busy professional scrolls from top to bottom and does not encounter a single person, result, or piece
of copy that reflects their specific life, they leave with their original belief intact. That this is not for
someone like me. The entry state is not something to work around. It is the first design problem, and
everything else on the page depends on whether it is solved.

Finding 2
The Page's Single Most Powerful Trust Signal Is Absent From It

Every session in this discovery phase, approached from a different angle and using a different
methodology, arrived at the same observation. Marcus Cole is not a branding element. He is the
mechanism through which a sceptical, time-poor professional might become willing to believe that
this time is genuinely different. And he is not on the page.

The First 60 Seconds session was direct about the consequence: the headline creates an
expectation of something personal and specific. The page immediately breaks that promise. The
visitor whose curiosity was activated by the headline goes looking for the person behind it. They
want to know who Marcus is, what his story is, whether this is real. The response they find is generic
page structure, stock-level imagery, no name, no face, no story. The session named the precise
moment this becomes fatal: when they scrolled past the hero and went looking for the person behind
it. By the time they've reached the testimonials, whatever goodwill the headline created is gone.

The Identity Shift session put the underlying logic plainly. The page hides the one thing that would
make everything else believable. Marcus is the product. His story is the proof. His face is the trust
signal. Without him, the visitor has no human to believe in, no story to recognise themselves in, and
no reason to think this is anything other than another generic fitness template.

What makes this absence particularly costly is the quality of what is missing. The Aspiration Gap
session described the critical moment of first realisation in terms that leave no ambiguity about what
is required and why it works.
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The moment they read Marcus's story and recognise their own

The job, the hours, the weight creeping up, the failed attempts to fix it around a full calendar

That moment of "he was me" is when the wall comes down and everything else on the page
becomes worth reading

A former finance analyst who lost 22kg while working full-time, who built a business specifically
because nothing in the market served people with his schedule, is a story with genuine emotional
weight. It is not a manufactured brand narrative. It is the actual story. The Heartbreak Scale session
called Marcus's story the single biggest missed opportunity on the entire page: it is sitting unused in
a notes document somewhere while the page shows stock photography. Telling that story well, in his
own voice, would create a moment of real emotional connection that no design treatment can
manufacture.

The Funeral Speech session framed the brand truth that emerges from all of this in a single sentence:
when you can see the person behind the service, you can trust the service itself. That sentence is not
a creative proposition. It is a structural diagnosis. The rebuilt page does not need to invent Marcus. It
needs to place what already exists somewhere a stranger arriving cold can find it, before they have
been given any other reason to interpret the page as just another template.

Finding 3
Unverifiable Claims Do Not Just Fail to Persuade. They Make Everything Else Unreadable.

The current page contains pricing in two different currencies at two different figures. It carries
statistics that describe a scale of operation implausible for a business that launched in 2023. Its
testimonials lack the professional context that would make any individual visitor feel genuinely seen.
Each of these failures is damaging in isolation. Together they produce an effect more serious than
confusion, because the audience this product most needs to reach is precisely the audience least
likely to extend benefit of the doubt past a single inconsistency.

The Heartbreak Scale session measured confusion at 4 out of 10 and identified the pricing
contradiction as the single most confusing element on the page. Two completely different numbers in
different currencies with no explanation means a visitor cannot answer the most basic question a
buyer needs to answer: what does this actually cost? But the deeper problem is not confusion. It is
what confusion signals to this particular visitor. The First 60 Seconds session described the
consequence in language that is worth quoting directly: by the time they've scrolled past the hero,
they've already decided it's a template someone forgot to fill in properly.

A stat that does not add up is not read as a mistake. It is read as a pattern. And a visitor who has
identified a pattern of this kind does not revise their view of the specific claim. They revise their view
of everything on the page. The Aspiration Gap session named this dynamic as one of the primary
emotional landmines on the current page: the assumption that they have tried nothing, when most of
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this audience has tried everything and failed, makes any overconfident promise land as insulting
rather than inspiring.

The Moment Test session named the governing principle that should have been applied throughout.
If you cannot prove it, it is not there. That principle produces an uncomfortable design direction. A
leaner page that can be believed is worth more than a complete page that cannot. The measurable
signal attached to this principle in the session was specific: bounce rate drops. Visitors stop leaving
in under thirty seconds. Not because the page has added more, but because what remains can be
stood behind without qualification.

The Aspiration Gap session described what specificity actually looks like in practice, and why it
works where vague claims fail.

Claim Type Example Why It Lands (or Doesn't)

Aggregate
statistic

"12 million satisfied clients" Implausible for a 2023 business;
signals fabrication

Vague testimonial Anonymous five-star review No context; cannot be related to; feels
planted

Specific claim "James, senior associate at a law firm in
London, lost 11kg in 14 weeks"

Specific enough to be verifiable; rare
enough to be believed

Contradictory
pricing

"$10/month in one place, £99/week in
another"

Fatal; reactivates all prior suspicion
simultaneously

Clear single price "£99/week. No contracts." Transparent; positions the business as
confident in its value

Specificity is the proof. Vague claims are everywhere. Precise ones are rare, and rare things get
believed. The rebuilt page does not need more claims. It needs fewer, better ones, each of which can
be stood behind completely.

Finding 4
Voice Is a Trust Mechanism, and the Current Voice Is the Wrong One

What emerged across the Voice Sort, Write It Wrong, and Read It Aloud sessions was not a set of
tonal preferences. It was a precise account of the specific voice that earns trust from this audience,
the mechanism through which it works, and the cost of using the wrong one instead. The word the
Read It Aloud session gave to the right version of the voice was sharp. The word it gave to the
current version was stiff.



Research & Insights Report
Discovery & Strategy

© We Are Affective Ltd 2026. All rights reserved. Private and Confidential. 9

The Write It Wrong session demonstrated the gap in practical terms. When given copy that read
"WorkingWeight represents a sophisticated approach to sustainable weight management, specifically
engineered for the demanding schedules of London's professional community," the response was
unambiguous. It performs credibility instead of earning it. It describes the brand from the outside
rather than speaking to the person on the inside. Nobody reads this and feels understood. They feel
processed. The rewrite that replaced it was the opposite of this in every structural choice.

The Read It Aloud session produced a set of rhythm rules from what landed well and what stalled in
the mouth.

Short sentences land. Long ones lose people.

One idea per sentence. Never two.

Specifics first. Context after.

The price needs its own sentence. Never buried inside another one.

Never stack three qualifiers in a row.

Leave space after something lands.

The best lines sound like something a real person would actually say out loud.

These are not stylistic guidelines. They are functional observations about how this specific audience
reads copy under conditions of low trust and high time pressure. The Voice Sort session described
the target formality register as authority without stiffness: informed enough to be trusted, relaxed
enough to be approachable, never talks down, never overshares, speaks to a professional as an
equal.

The Dinner Party session made the character behind the voice concrete. The brand at a dinner party
is the one people come to find. Not commanding the room. Not competing for it. Measured and
direct. No filler. Lets silence sit when something lands. Talks about the gap between knowing what to
do and being able to do it, what it actually took to change, not the highlight reel, the real version.
Laughs at the absurdity of wellness culture taking itself too seriously. Laughs at the thing, never at
the person struggling with it.

The practical consequence of voice failure is more serious than a tonal miss. For an audience that
has been burned repeatedly by fitness marketing, language that sounds like a brand producing
content is the signal that tells them this is just another one of those. The Voice Sort session was clear
about what happens next: the moment the copy slips into brand-speak, the audience clocks it
instantly and leaves. The voice is the trust signal. If it sounds like a template, it reads like a scam.
That is not a failure of charm. It is a failure of trust, and the two are not equivalent problems.

Finding 5
The Emotional Sequence Is Inverted, and That Inversion Defeats Everything Downstream
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The four findings above are connected. They are symptoms of a single structural problem: the
current page delivers its content in the wrong order. It asks for trust before it has created the
conditions for trust to exist. It presents outcomes before it has established recognition. It provides
evidence before it has given the visitor a person through whom to interpret that evidence. The
sequence is inverted, and the inversion defeats everything that follows.

The Design Principles Builder session named this as a governing principle for the rebuild: the fold is
a promise and the scroll is the proof. The current page violates this at almost every point. Price,
claims, call to action, and statistics appear before the visitor has been given a single reason to care.
The visit is asking for commitment from someone who has not yet been recognised. The Aspiration
Gap session named the critical moment that makes this consequential: the first realisation, when
they read Marcus's story and recognise their own, is the moment when the wall comes down and
everything else on the page becomes worth reading. On the current page, that moment does not
exist.

The emotional arc the sessions described as the right one has a specific shape.

Stage Emotional State Condition Required

Arrival Guarded, sceptical, carrying prior
failure

Page must not confirm suspicion immediately

First scroll Cautiously curious Headline names their specific situation precisely

Recognition Surprised, then seen Marcus appears before any claim or statistic

Credibility Reassured Real clients, real names, real outcomes

Clarity Clear Programme described in plain language

Safety Low-risk readiness Strategy call framed as conversation, not
commitment

Action Ready Every question answered before any ask is made

The Anti-Principles session named the failure mode that results when this sequence is not honoured:
a landing page that makes people feel stupid for almost believing it. Takes someone who was finally
ready to try again and sends them away more cynical than when they arrived. That is not a neutral
outcome. It is an active harm to the people the product most needs to help, and it is what the current
experience produces.

The First 60 Seconds session described the desired emotional arc in one sentence that deserves to
be read as a design brief rather than a piece of copy. From "this probably isn't for someone like me"
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Recognition before credibility. Credibility before belief. Belief before action. The rebuild does not
need to create something from nothing. It needs to put what already exists in the right order, and
trust that the right order is enough.

Emerging Themes
The five findings documented in the previous section do not sit independently of each other. They
form a pattern. And the pattern, once you see it, explains almost everything about why the current
experience fails the people it most needs to reach.

The gap between who the visitor is and who the page thinks it is talking to is large enough to
lose almost everyone.

The professionals landing on WorkingWeight are not a general audience. They are a specific kind of
person: capable, time-poor, privately frustrated, and carrying the accumulated scepticism of a fitness
industry that has never once been designed around their actual life. They do not arrive open. They
arrive defended. What they need from the first few seconds is not a promise. It is recognition. The
feeling that whoever built this understood something true about them before asking anything in
return.

The current page does not do this. It leads with claims rather than recognition, with outcomes rather
than empathy, with a category voice rather than a human one. The visitor who arrived hoping this
might finally be different encounters something that confirms their original suspicion: that it is not.
The emotional consequence is not neutral. They do not simply leave unconvinced. They leave having
had their existing belief reinforced. That this, like everything else, was not built for someone like
them.

The solution direction is not about adding more persuasion to the page. It is about changing the
sequence. Recognition first. Everything else after. A visitor who feels genuinely understood in the first
thirty seconds will read the price differently, interpret the testimonials differently, and approach the
call to action with a different level of readiness. The same information, in a different order, produces a
different result. That order begins with Marcus, his story, and his voice, because those are the only
things on the page capable of creating genuine recognition in this audience.

The absence of a real person is not a gap in the design. It is the design problem.

Every session in this discovery phase, regardless of whether it was focused on emotion, voice, visual
language, or strategic structure, arrived at the same observation. Marcus Cole is not the face of a
coaching service. He is the reason a sceptical professional would trust a coaching service at all. A
former finance analyst who lost 22kg while holding down a demanding corporate job, then built a
business specifically because nothing he found at the time was designed for someone with his
schedule. That is not a brand story. It is the actual story. And it is sitting unused while the page asks
strangers to believe claims made by no one in particular.
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The emotional consequence of this absence is specific and consistent across the evidence. A visitor
whose curiosity is activated by the headline goes looking for the person behind the promise. They
want to know who Marcus is, what his story is, whether this is real. And there is nothing there. The
moment the expectation the headline created collapses is the moment the decision to leave is
effectively made. Everything the visitor encounters after that point is read through the lens of that
first disappointment.

The solution direction does not require anything to be invented. The story exists. The results are real.
The person is compelling. The rebuild does not need to create a narrative from scratch. It needs to
place what already exists somewhere a stranger arriving cold can find it, before they have been given
any other reason to interpret the page as another generic fitness template.

Unverifiable claims do not just fail to persuade. They actively destroy the conditions
persuasion requires.

The current page contains pricing in two different currencies at two different figures, statistics that
suggest a scale of operation implausible for a business that launched in 2023, and testimonials
without enough context to make any individual visitor feel genuinely seen. Each of these failures is
damaging on its own. Together they are catastrophic, because the audience this product most needs
to reach is exactly the audience least likely to extend benefit of the doubt past a single inconsistency.

The emotional consequence is not confusion alone. It is the reactivation of every prior experience
that taught the visitor not to trust a fitness product's claims. A stat that does not add up does not
read as a mistake. It reads as a pattern. And a visitor who has identified a pattern is not recoverable
by anything else on the page. Credibility at first glance is cumulative on the way up and catastrophic
on the way down. The page that is caught in one contradiction is read as a page that cannot be
trusted at all.

The solution direction is counterintuitive but clear from the evidence. Less, not more. Remove what
cannot be verified. Replace it with nothing until real numbers exist to take its place. A leaner page
that can be believed is worth more than a complete page that cannot. The Moment Test framed this
as a governing principle: if you cannot prove it, it is not there. That is not a counsel of humility. It is a
strategic position based on a precise understanding of how this audience reads a page and what it
costs when they find a reason not to.

Voice is not a creative preference. It is a trust mechanism, and the current voice is the wrong
one.

What emerged across the Voice Sort, Write It Wrong, Dinner Party, and Read It Aloud sessions was
not a general direction for copy. It was a precise account of the specific voice that earns trust from
this audience, why it works, and what it costs when the wrong one is used instead. Short sentences
that land. One idea per sentence. The price on its own line, in its own moment. Copy that sounds like
a specific person said it, not like a brand produced it. The word the Read It Aloud session gave to
the right version was sharp. The word it gave to the current version was stiff.
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The emotional consequence of the wrong voice is not that the copy fails to charm. It is that it
confirms the visitor's prior suspicion. They have seen this language before. "Sophisticated
approach." "Evidence-based protocols." "Engineered for demanding schedules." They know what
this kind of copy signals: that the page was written for a brand, not for them, and that the brand is
more interested in performing credibility than in having it. The moment that recognition lands, the rest
of the page is read through it. Nothing recovers.

The solution direction is clear. Every word on the rebuilt page should survive the Read It Aloud test:
would a real person actually say this out loud? Copy that fails the test is not a matter of tone. It is a
trust failure, and should be treated as one. The Write It Wrong session drew the line precisely. "We
assume you work for a living" is the voice at its best. One sentence. No wasted words. Positions
without explaining. Respects the reader's intelligence. Sounds like something a specific person said.
That is the standard, and every piece of copy on the rebuilt page should be measured against it.

Root Causes
The problems documented in this report are not caused by the quality of the underlying service.
Marcus Cole has a real story, real results, and a real reason to exist in this market. What is failing is
the structure through which all of that reaches the people it could help.

1. The experience is built around what the brand wants to say, not what the visitor needs to
feel first.

The current page leads with claims, statistics, and a call to action before it has done the one thing
this particular audience requires before any of those elements can work: made them feel genuinely
recognised. The entry emotional state, measured in the Heartbreak Scale at a trust level of 1 out of
10, is not a neutral starting point. It is a wall. A page that responds to a wall with more persuasion
misreads the situation entirely. The structure needed here places recognition before credibility, and
credibility before belief. The current page delivers them in the wrong order, or skips the first two
altogether.

2. The product's single most powerful trust signal is not present anywhere on the page.

Marcus is not a branding choice. He is the mechanism through which sceptical, time-poor
professionals become willing to believe that this time is different. His story, a former finance analyst
who lost 22kg while working full-time and built a business because nothing in the market served
people with his schedule, is the one thing the page cannot manufacture from other materials. The
First 60 Seconds and Identity Shift sessions were consistent on this: without a real person to believe
in, the visitor has no frame through which to interpret the results, the price, or the call to action. The
page asks for trust it has not yet created the conditions for.

3. Unverifiable claims have made the page structurally unbelievable, not just occasionally
doubted.
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Contradictory pricing in two currencies, statistics implausible for a business that launched in 2023,
and testimonials without enough professional context to make anyone feel genuinely seen: each of
these is damaging on its own. Together they trigger something more consequential than confusion.
For this audience, one inconsistency is not read as a mistake. It is read as a pattern. A visitor who
identifies a pattern of this kind does not revise their view of the specific claim. They revise their view
of everything on the page. The Moment Test named the governing principle that should have been
applied throughout: if it cannot be verified, it is not there.

4. The voice signals the wrong kind of product to exactly the people the product most needs to
reach.

What the Read It Aloud and Write It Wrong sessions made measurable is something that might
otherwise seem like a tonal preference: the current copy sounds like a brand producing content
rather than a person having a conversation. For an audience that has been burned repeatedly by
fitness marketing, this is not a minor register problem. It is the signal that tells them this is just
another one of those. The voice the sessions identified as right for this brand, direct, specific,
unhurried, human, is not simply more appealing. It is functionally different, because it removes the
automatic scepticism rather than trying to argue past it.

These are all solvable problems. None of them require the product to become something it is not.
Collectively, they form the brief for the work ahead: a rebuild that places Marcus first, sequences
trust before persuasion, removes what cannot be believed, and speaks in a voice that sounds like it
was written by a specific person for a specific person. That is the design task. Everything else
follows from it.

What This Means For The Work
The findings from this discovery phase are not abstract. They produce a specific, concrete brief for
the design work that follows. Not a set of preferences or directions to explore, but a defined account
of what the rebuilt experience must do and why, grounded in what surfaced across fifteen sessions
with the MarcusHealth team.

Every page section should earn the right to the next one. The sequence matters more than the
content of any individual element. Recognition before credibility. Credibility before belief. Belief
before action. A visitor who has not felt genuinely seen will not be moved by results, pricing, or
a call to action, however well those elements are designed. The fold makes a promise. Every
scroll either honours it or ends the journey.

Every trust signal must be specific enough to be verified. Aggregate statistics, unattributed
testimonials, and pricing that contradicts itself do not simply fail to persuade this audience.
They reactivate the scepticism the audience arrived with and make everything else on the page
unreadable. Real names, real job titles, real numbers, and a single clear price in GBP are not a
higher standard than the current page. They are the minimum condition for the page to function
at all.
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Every piece of copy must survive the Read It Aloud test before it is considered finished. If a real
person would not say it out loud, it does not belong on the page. This is not a tonal preference.
It is a trust mechanism. The moment the copy reaches for brand language, it confirms the
visitor's prior suspicion that this is just another one of those. Short sentences. One idea per
sentence. The price on its own line. Marcus's voice, not a brand's.

Every design decision should be made with the hesitant visitor in mind, not the confident one.
The visitor who is ready to book does not need convincing. The page exists for the person who
almost left. Where the face sits, where the price appears, where the testimonial lands, each of
these decisions should be made by asking what the person at the edge of leaving needs to find
there.

Every claim that cannot be verified should be removed, not softened. A leaner page that can be
believed is worth more than a complete page that cannot. Absence is more trustworthy than
fabrication. This is a discipline that will feel uncomfortable and will produce a page that looks
thinner before it looks more credible. That discomfort is the cost of being trusted.

Every notification, re-engagement moment, and point of friction in the app experience should be
designed to support progress rather than punish the absence of it. The audience using this
product already feels the pressure of not doing enough. The product should be the relief. Any
mechanic that adds to that pressure, streak counters, guilt-led re-engagement flows, loss-
framing, works against the reason the product exists.

The single most important insight from this discovery phase is also the simplest one: Marcus is the
product, and he is not on the page. Everything else that is wrong with the current experience, the
unverifiable claims, the wrong voice, the broken emotional sequence, either follows from that
absence or is made worse by it. A visitor who finds Marcus before they find any claim or statistic has
a person to believe in. A person to believe in changes what everything else on the page is capable of
doing. Put Marcus on the page, in his own voice, with his own story, before anything else is asked of
the visitor, and the conditions for trust exist for the first time. That is where the rebuild begins.


