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Introduction
What follows is what emerged when we asked the right questions. Not hypotheses about who
WorkingWeight's users might be, or how they might feel, but a direct account of what we know to be
true, drawn from the people with the most knowledge of this product and the lives it is built to serve.
The Aspiration Gap captures the emotional distance between where a user is when they first
encounter WorkingWeight and where they need to reach before any meaningful action becomes
possible. That distance is not a problem. It is the territory where design has its most significant work
to do.

The gap exists in every product, but it is not the same gap in every context. In weight management,
and specifically in a service built for professionals who have already tried and failed elsewhere, the
distance is shaped by something more particular than ordinary scepticism. It is shaped by
accumulated disappointment, by an industry that has repeatedly made promises to a group of
people it never actually designed anything for, and by the quiet shame that accumulates when
someone capable in every other area of their life cannot seem to get this one thing right.
Understanding the specific character of that distance, not just its existence, is what makes it
possible to design something that closes it.

Everything in this document came from workshops and structured conversations between
MarcusHealth and We Are Affective. The emotional states described here are not imagined. The
internal questions are not constructed to sound plausible. The beliefs that need to shift, and the
moments where that shift is most likely to happen or fail, are what surfaced when the people closest
to this product were asked the questions that mattered. This is the foundation the design work builds
on.

Where Users Start
People are feeling guarded, sceptical, quietly frustrated, fatigued, curious, faintly ashamed,
defensive, reluctantly hopeful, resigned, self-doubting, impatient, wary, longing for something that
works, embarrassed, cynical, mildly desperate, distrustful, overwhelmed, and relief-seeking.

These feelings do not arrive in sequence. They coexist, which is what makes this entry point so
demanding. The visitor is not simply cautious in the way someone might be cautious about trying a
new restaurant. They are carrying the specific weight of previous attempts that seemed promising
and weren't. They have the gym membership receipts. They have the apps still installed on their
phone. They know what it feels like to arrive somewhere hopeful and leave disappointed, and that
knowledge is active in the room with them when they land on this page. The curiosity is real. So is
the armour around it.

What makes this entry state particularly consequential for WorkingWeight is that the product exists
precisely because of it. Marcus built this service for the person standing exactly here. But the current



The Aspiration Gap
Discovery & Strategy

© We Are Affective Ltd 2026. All rights reserved. Private and Confidential. 4

experience does not yet demonstrate that. It allows a visitor who arrived with genuine interest and a
genuine need to leave without ever finding the human recognition that would have made the
difference. The feelings they arrive with are not obstacles to design around. They are the conditions
the design must speak to directly, from the first second, before it asks for anything in return.

People are thinking "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 do I actually get for £99 a week?", "How much time is
this going to take?", "Will I have to overhaul my entire life to make this work?", "Have people like me
actually done this?", "What happens on the strategy call, is it just a sales pitch?", "Can my company
pay for this?", "Why should I trust these results?", "What's the catch?"

These are not the questions of disengaged people. Disengaged people do not ask questions. They
simply leave. The visitor generating this internal dialogue is still here, still looking, still willing to be
persuaded by the right evidence. That matters. Every one of these questions is answerable. Most of
them are answerable within the first two scrolls of a well-structured page. The problem is not that the
answers are unavailable. It is that the current experience does not provide them, which leaves a
motivated visitor with nowhere to take their curiosity except out of the door.

Read together, these questions reveal something specific about the emotional posture of someone
arriving at WorkingWeight. They are not asking whether fat loss is possible, or whether professional
coaching works in principle. They are asking whether this particular thing is real, built by a real
person, for people with lives like theirs. The doubt is targeted, not general. That is actually useful
information, because targeted doubt can be resolved by targeted evidence. A face. A story. A
number that adds up. A testimonial from someone who works the same hours they do. The internal
dialogue these visitors arrive with is, in effect, a brief for exactly the experience the rebuild is
designed to create.

Where Users Should End
Users need to feel seen before they are sold to, recognised as a professional first and a person
trying to lose weight second, safe enough to take a next step without feeling like they are entering a
process they cannot control, clear about what they are actually buying, relieved that the problem was
never their discipline, confident that someone with a life like theirs has already done this, and ready
to act without needing to talk themselves into it.

When the experience works, the shift is not gradual. It happens at a specific moment, and the
Aspiration Gap workshop named it precisely: when they read Marcus's story and recognise their
own. The job, the hours, the failed attempts fitted around a full calendar. That recognition does not
just make the page feel warmer. It removes the wall that was making everything else unreadable.
What follows that moment, the programme description, the testimonials, the price, lands differently.
Not because the information has changed, but because the person receiving it has. They are no
longer scanning for reasons to leave. They are looking for reasons to stay. The feelings they arrive
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with, the scepticism, the fatigue, the low-level shame, do not disappear. They are simply no longer in
charge. That is the destination this experience needs to create, and it is entirely achievable if the
design earns it in the right order.

The end beliefs, in users' own words are "This was built for someone exactly like me", "The
problem was never my willpower, nothing I tried was built for my actual life", "Someone who works
the way I work has already done this", "I know what I'm signing up for and it fits around my week",
"Being serious about my career and serious about my health are not in conflict", "I trust the person
behind this", "Booking a call feels like the obvious next step, not a commitment I'm not ready for."

These are not aspirational statements invented to give the design something to aim at. They are what
people actually feel when an experience earns the right to move them. Every one of them is about
the user, not the product. None of them say "WorkingWeight is excellent" or "this service is worth the
money." They say: I am the kind of person this works for. I am capable of this. I am ready. That
distinction is not incidental. It reflects something the Identity Shift work made explicit: the people
arriving at this page do not need to be persuaded that fat loss is possible in principle. They need to
be persuaded that it is possible for them, specifically, with the life they actually have. When the
experience succeeds, the belief that forms is about who they are, not about what the product
promises. That is the shift the design is working toward, and the measure of whether it has landed is
not what visitors think of WorkingWeight. It is what they think of themselves when they leave.

The Gap
Mapping the gap dimension by dimension makes visible what a single emotional arc cannot. It
shows not just how far the journey travels, but where the specific points of resistance sit and what
the experience needs to deliver at each one.

Dimension Where users start Where users should end

Trust Actively armoured, carrying the residue of
previous disappointments

Confident in the person behind the
service, not just the promise

Identity Capable professionally, quietly failing
personally, convinced the gap reflects
something about them

Someone whose career and health are no
longer in conflict

Recognition Invisible to an industry that was never designed
for their life

Seen precisely, named accurately,
understood before anything is asked of
them

Clarity Confused about what the programme involves,
what it costs, and what the call actually is

Clear enough to picture their own week
inside the programme before committing
to anything



The Aspiration Gap
Discovery & Strategy

© We Are Affective Ltd 2026. All rights reserved. Private and Confidential. 6

Dimension Where users start Where users should end

Evidence Surrounded by claims that cannot be
checked and numbers that do not add up

Holding specific, verifiable proof from
someone whose life resembles their own

Emotional
safety

Braced for shame, pressure, or the familiar
feeling of being sold at

Relaxed enough to take a next step
without feeling like they are entering
something they cannot control

Agency Suspicious that the strategy call is a process
designed to move them, not a conversation
designed to help them

In control of the decision, clear that
nothing is required of them except a
conversation

Self-belief Quietly convinced the problem is their
discipline, not the tools they have been given

Certain that the right system, built for their
actual life, changes everything

The Three Critical Moments
The gap does not close gradually. There is no slow accumulation of reassurance that eventually tips
a sceptical visitor into action. It closes at specific moments, each one either completing a step in the
sequence or collapsing it entirely. Miss one and the journey stalls. Get all three right and the path to a
booked call becomes, as the Aspiration Gap workshop described it, the obvious next step rather
than the reluctant one.

Moment 1: The recognition that someone here already understands their life

The first moment arrives before the visitor has read a single claim or considered a single result. It
arrives when they encounter Marcus. Not a brand voice speaking on his behalf, not a headline that
nods in his direction, but him: his face, his name, his story told in plain language that mirrors the
specific texture of their own situation. The workshop named this the critical first realisation, the
instant a visitor thinks "he was me," and described it as the moment the wall comes down and
everything else on the page becomes worth reading. That framing is precise. Until that moment, the
visitor is scanning for reasons to leave. After it, they are looking for reasons to stay.

The emotional mechanics here are particular to this audience and this context. These are
professionals who have already been failed by the fitness industry, and they carry that history into
every new encounter with it. Their scepticism is not general wariness. It is targeted specifically at the
gap between what fitness products promise and what they actually understand about a life like
theirs. What Marcus offers, a former corporate finance analyst who lost 22kg while working full-time
and built the programme he could not find, is not another promise. It is proof that the gap these
visitors feel between their professional competence and their physical state is not a character flaw. It
is a design problem, and it has already been solved by someone who lived it. That recognition,
landed early and specifically, is the only thing that earns the rest of the page the right to be read.
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experience leads with outcomes before it establishes the human behind them, it inverts the
sequence the trust depends on. The fold must make a human promise, not a product claim.
Everything else in the experience builds on whether that moment lands.

Moment 2: The realisation that someone with their life has already done this

The second moment happens when the visitor finds a real person, named, with a real job title, a
specific outcome, and a timeframe that makes the result feel concrete rather than aspirational. The
Aspiration Gap workshop described it as the point where scepticism tips into possibility and
possibility tips into action, and the distinction between those two states matters. Possibility is
cognitive. Action is emotional. The evidence that creates the second moment does not just provide
information. It removes the last plausible reason to remain a bystander.

What makes this moment structurally different from the first is its function in the sequence. The first
moment establishes that the person behind the product understands their life. This one establishes
that the product works for people who live it. Both are necessary. The recognition that comes from
Marcus's story earns the right for the testimonials to land, but the testimonials themselves have to be
formatted in a way that this audience actually finds convincing. The workshop was specific about
what that means: not a volume of five-star reviews, not aggregate statistics, but a named
professional with a precise outcome and a working context that the visitor can map onto their own
week. "James, senior associate at a law firm in London, lost 11kg in 14 weeks without changing his
working hours" does what a hundred anonymous endorsements cannot, because it contains
something verifiable, and things that can be verified are things that get believed.

The emotional cost of this moment failing is not just a lost conversion. The visitor arrives already
carrying the weight of previous attempts. When the social proof they encounter is vague enough to
feel fabricated, it does not simply fail to persuade them. It confirms the belief they were hoping this
page would finally challenge: that programmes like this are built on claims rather than results, and
people like them are not in the results. If this moment lands, the visitor moves forward with a specific
person in mind who proves the thing is real. If it does not, they leave with their original cynicism
intact and slightly harder to shift.

Moment 3: The decision that this is something they can actually fit into their life

The third moment is the deepest and the most strategically consequential. It is the one that converts
interest into action, and it depends entirely on whether the visitor can picture their own week inside
the programme before they are asked to commit to anything. The Aspiration Gap workshop identified
the absence of this moment as a structural failure in the current experience: the page describes
outcomes without describing the process, makes promises without explaining the mechanism, and
asks for commitment before providing the information that would make commitment feel reasonable.

For this audience, ambiguity about what something involves day to day does not create curiosity. It
creates the assumption that the vagueness is concealing something inconvenient. A busy
professional who cannot answer the question "what would Tuesday look like?" before booking a call
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will not book the call. They will leave and tell themselves they might come back when they have
more time to think about it. The workshop described this as the moment the programme stops
feeling like a fitness product and starts feeling like something they could own, structured around their
week rather than around fitness concepts, described in the language of someone who works the
same hours they do. That shift in how the programme is framed is not cosmetic. It is the difference
between a commitment that feels disruptive and one that feels proportionate.

This is also the moment where the price lands as justified rather than expensive. The workshop was
clear about the sequence: show the price after the trust has been established, after the human
recognition has landed, after the programme has been made concrete enough to picture. When the
price appears in that order, it lands in context. The visitor is not evaluating a number against an
abstraction. They are evaluating it against a specific person, a specific process, and a specific
outcome that someone like them has already achieved. That is a completely different calculation,
and it is why the order of the experience is not a design preference. It is the mechanism by which the
gap closes.

Emerging Themes
The cross-cutting themes that account for the majority of the emotional gap are not subtle. They
appear in every stage of the journey, from the first second on the page to the moment someone
decides whether to book a call or close the tab. Each one is structural. Fixing any single element of
the experience without addressing these themes would be the equivalent of repainting a room with a
broken window.

The absence of a real person is the absence of the entire product.

WorkingWeight is not a platform. It is not a methodology or a system. It is Marcus Cole, specifically,
coaching a specific kind of person through a specific problem he has already solved for himself. That
distinction is not a positioning choice. It is the factual nature of the service. And yet the experience,
until now, has treated Marcus as a supporting detail rather than the primary trust mechanism he
actually is. The Aspiration Gap workshop was unambiguous on this point: the single most important
moment in the entire journey is when a visitor reads Marcus's story and recognises their own. Not
when they see the results. Not when they understand the price. When they find the person. That
moment is the one that lowers the wall, and everything else on the page, the outcomes, the
testimonials, the call to action, can only land once it has happened.

The emotional consequence of his absence is not simply a missed opportunity for warmth. For an
audience already carrying the weight of previous attempts, the absence of a visible human being
behind a product is a confirmation of suspicion. It is one of the first things a sceptical professional
reads as evidence that something is not quite right. The Read It Aloud sessions reinforced what the
Aspiration Gap work made explicit: the copy that earns trust sounds like a specific person said it,
and the design that earns trust shows that specific person before it shows anything else. The
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solution is not to add a founder section somewhere on the page. It is to understand that Marcus is
the page, and every other element exists to contextualise him.

The gap between what is claimed and what can be verified is the engine of distrust.

The current experience is built on a fundamental mismatch. It asks visitors who are professionally
trained to evaluate evidence, who make high-stakes decisions at work every day, to accept claims
that cannot be substantiated. Contradictory pricing. Implausible statistics. Anonymous testimonials
formatted to look impressive rather than to be believed. The Heartbreak Scale workshop placed trust
at 1 out of 10, which is not a low score. It is the score of an experience that actively triggers the very
suspicion it needed to dissolve. The Aspiration Gap work named the pricing contradiction as fatal.
Not damaging. Fatal. Because a professional who encounters a number that does not add up does
not query it and move on. They apply it retroactively to everything else they have just read.

What makes this theme so consequential is not that the product lacks real evidence. It has real
evidence. Real clients with real outcomes, a founder with a verifiable story and a specific number
attached to it, a programme that has worked for people in demanding jobs. The problem is that the
experience is currently formatted to hide that evidence behind a layer of claims that look like
fabrication. The Write It Wrong sessions identified this precisely: the voice that earns trust in this
category is specific, verifiable, and willing to say less rather than claim more. One named person with
a real job title and a precise result will always outperform a wall of aggregate statistics, not because
specificity is more appealing, but because it is more checkable. And things that can be checked are
the only things this audience actually believes.

The experience asks for trust before it has done anything to earn it.

The sequence of the current experience is inverted. It leads with what the product has achieved
before establishing who built it and why. It shows social proof before it has earned the right for that
social proof to land. It presents a price before a visitor has been given the context that would make
the price feel proportionate. The Design Principles Builder workshop articulated this as a governing
principle: the fold is a promise, and the scroll is the proof. Progressive disclosure is not a layout
preference. It is the emotional logic of how trust actually accumulates in a person who has been
burned before. You earn the right to make a claim by first demonstrating that you understand the
person you are making it to.

The consequence of getting this sequence wrong is not just a lower conversion rate. It is that the
experience confirms the story the visitor arrived with. They came in guarded. They scrolled and
found nothing that addressed the guard before asking them to lower it. And so they left with the wall
intact. The Moment Test work described the design challenge as building for the moment of doubt
rather than the moment of confidence, and that framing is exactly right. Every structural decision
about what appears when, and in what order, needs to be made with the hesitant visitor in mind. The
visitor who is already convinced will convert regardless. The one the experience has to earn is the
one who almost left in the first thirty seconds and did not quite, who is still here, still looking, still
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willing to be persuaded if the right thing appears at the right moment. That is who the sequence is
built for.

The emotional landmines in this category are specific, and the experience must navigate them
without pretending they are not there.

The Aspiration Gap workshop identified a set of emotional sensitivities that are not edge cases for
this audience. They are close to universal. Body image and weight as a source of shame. The
implication that what has been missing is willpower or discipline. Before and after imagery that
reduces a person to their physical change. Language that signals this product is built for someone
with more time, more vanity, or a different kind of life. These are not sensitivities to be managed
delicately. They are the specific ways the fitness industry has repeatedly failed the people
WorkingWeight exists to serve, and the experience has to demonstrate that it understands them
before it can ask anything of the people who carry them.

The Anti-Principles work surfaced the deepest version of this: the worst thing the experience could
do is punish the absence of progress. For an audience that has already internalised failure as a
personal characteristic rather than a structural one, a product that uses guilt as a retention mechanic
would not just fail to help. It would confirm the belief that the problem was always them. The solution
direction is not to avoid mentioning difficulty, or to pretend the journey is easier than it is. It is to build
an experience that is consistently on the user's side. That means copy which addresses them as
capable professionals who have simply never been given the right system. Design that frames the
programme as something that fits inside their life rather than something that will demand they
become a different person. Proof that is structured around how people felt at work and in their life,
not just what the scales said. The emotional landmines in this category do not need to be avoided.
They need to be addressed directly and respectfully, because the audience has been living with them
long enough to know when something is dancing around them and when something is finally telling
the truth.

Root Causes
The gap is not caused by a weak product, a weak founder story, or a weak set of results.
WorkingWeight has all three in abundance. What it has lacked, until now, is an experience capable of
delivering any of them to someone who arrives with their guard up.

1. The founder is absent from his own product.

Marcus Cole is not incidental to WorkingWeight. He is the entire reason it is believable. A former
corporate finance analyst who lost 22kg while working full-time, who built the programme he could
not find, is not a brand asset. He is the primary trust mechanism. And yet the current experience
buries him, or omits him entirely, behind a layer of claims that have no human face behind them. For
an audience whose first question is "is there a real person behind this," the answer the page
provides is silence. That silence is not neutral. It is confirmation of the suspicion they arrived with.
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2. The claims the page makes are not formatted to be believed.

The current experience does not lack evidence. It lacks evidence in a form this audience will accept.
Contradictory pricing. Aggregate statistics attached to a business that launched in 2023. Anonymous
testimonials formatted to look impressive rather than to be verified. For professionals who evaluate
information under pressure every day, the response to a claim that does not add up is not confusion.
It is withdrawal. Every unverifiable number on the page does not simply fail to convince. It
retroactively undermines everything the visitor has already read. The result is an experience that
starts with a headline that earns genuine interest and then systematically destroys the credibility
required for that interest to go anywhere.

3. The experience asks for trust before it has done anything to earn it.

The sequence of the current experience is inverted. It leads with claims before establishing the
person behind them. It surfaces social proof before the visitor has been given any reason to find that
proof credible. It presents pricing before the programme has been made concrete enough for that
pricing to feel proportionate. Trust in this context does not accumulate passively as a visitor scrolls. It
builds through a specific sequence: recognition first, then credibility, then evidence, then the ask.
Break that sequence anywhere and the visitor reverts to the emotional state they arrived in. The
current experience breaks it immediately and never recovers.

4. The programme is never made concrete enough to picture.

A busy professional who cannot answer the question "what would Tuesday look like?" before
booking a call will not book the call. The current experience describes outcomes without describing
the process, makes promises without explaining the mechanism, and asks for commitment before
providing the clarity that would make commitment feel like a reasonable next step. For this audience,
ambiguity about what something involves day to day does not create curiosity. It creates the
assumption that the vagueness is concealing something inconvenient. The absence of a plain,
specific, week-in-the-life description of the programme is not a gap in the content. It is the reason
the third and most consequential moment in the user journey, when a visitor decides the programme
fits their actual life, never arrives.

None of these are permanent conditions. Each one has a specific, designable solution, and
collectively they form the brief for the work that follows.


