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ABSTRACT 
We study the motives of regular and non-regular exercisers’ 
engagement with motivational text messages and the importance 
individuals attribute to visual presentation. A total of 160 
individuals were surveyed (80 regular exercisers and 80 non-
regular exercisers). We found regular exercisers use motivational 
text messages in order to encourage their exercise routine. Non-
regular exercisers use motivational text messages mainly to try 
to boost their exercise motivation. Individuals, independent of 
their exercise profile, prefer to see motivational text messages 
presented in a mixed way, sometimes as text-only and 
sometimes embedded in a visual presentation. Participants 
reported that an aesthetically appealing visual presentation helps 
instill a positive feeling regarding the text, and the visual 
presentation was considered as important as the textual content. 
We conclude with a number of implications for the design of 
activity trackers. 
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1 Introduction 
Nowadays, motivational text messages embedded in a visual 
presentation are quite common on the Internet [2,5].  The site 
brainyquote.com, for example, presents motivational text 
messages presented as text-only as well as embedded in a visual 
presentation. The commercial activity tracker Runkeeper 
regularly shares motivational quotes on their Instagram account. 

Activity trackers have the potential to leverage motivational 
text messages by tracking users' behavior patterns and thus 
helping personalize motivational text messages to the user’s 
behavior pattern. However, in the field of human-computer 
interaction, little attention has been paid to the impact of 
motivational text messages on exercise motivation, including 
their visual presentation.  

In this study, we explore (1) why individuals seek 
motivational text messages and how the messages support 
exercise motivation, and (2) what value individuals attribute to 
motivational text messages embedded in aesthetically appealing 
visual presentations.  

We first designed an exploratory survey to explore these 
aspects and tested it in 20 individuals who view and seek 
motivational text messages regularly. We then surveyed 160 
people who also see and seek motivational text messages 
regularly and classified them regarding their exercise habits.  

In this paper we address the following: (1) An empirical 
description of why regular and non-regular exercisers seek 
motivational text messages and how the messages support their 
exercise motivation; (2) What main types of exercise motivation 
and behavior regulations are present, in each of the groups, in 
those who regularly exercise (EX), and in those who do not (Not 
EX); (3) What value individuals attribute to aesthetically 
appealing visual presentations, and what is their value compared 
to the textual content of the message. 

We then discuss the broader implications of our findings for 
activity tracking services, considering how the development of 
motivational text messages features in activity trackers services 
can be influenced by the profile of individuals who actively seek 
motivational text messages. 
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2 Background 
This study builds on prior research in textual feedback in activity 
trackers, as well as visual aesthetics in human-computer 
interaction (HCI). 

2.1 Activity Trackers and Textual Feedback 
Text messaging (SMS) interventions focused on encouraging 
physical activity have shown that text messages can help 
increase physical activity exercise levels [1,3,8,34,39]. 
Characteristics of the text content (e.g., framing [17,40], tailoring 
[17,23], specificity [42]) can impact the persuasive appeal of a 
message. However, we are not aware of any research that has 
investigated why individuals seek motivational text messages, as 
well as what is the perceived value in seeing motivational text 
messages embedded in aesthetically appealing visual 
presentations. 

Exploring the impact of textual feedback in the context of 
physical activity tracking has received relatively limited 
attention [4,7,22]. Gouveia et colleagues [7] developed an 
activity tracker application that showed text messages to their 
users based on their present and past activity levels. The textual 
feedback was designed to support either reflection or persuasion. 
Messages to support reflection were designed to assist users in 
gaining better knowledge about their behaviors avoiding 
employing any form of recommendation or nudging. For 
example, "You are the second most active person at work." 
Persuasive messages, on the other hand, were designed to try to 
instigate behavior change by providing explicit 
recommendations.  For example, "Last week, you reached your 
daily walking goal 2 times, try updating it to 8km." 

Authors concluded that while persuasive messages led to 
greater time until re-engagement with activity trackers, users 
would take less time to start walking and walk for long 
distances. Following the authors, these findings support previous 
research: while persuasive messages tend to instigate action in 
the short-term, aversion and reactance also arise, potentially 
constraining long-term engagements. 

Other factor authors evaluated was the novelty as opposed 
to the familiarity of the messages. Novel messages made users 
return to the application in a shorter period of time, compared to 
when a familiar message was presented. However, no differences 
were found in inspiring users to walk more. While novel content 
helped to intensify engagement with the tracker per se, this was 
not translated directly into a change of exercise behavior. 

In a previous article, in 2014, Consolvo et al. [4] highlighted 
some of the advantages of using textual feedback to present data 
findings, indicating as the strongest point of textual feedback the 
fact that it can "provide people with information about their data 
that they might not have discovered themselves," and 
highlighting that by providing feedback in everyday language 
"textual feedback can also overcome the problem of giving self-
monitoring feedback to users with low numeracy."  

Some of the advantages of using textual feedback were also 
noted by Villalonga et colleagues [41] in a 2017 paper where 
they presented an ontology-based approach to model 

personalizable motivational messages for promoting healthy 
physical activity. Their proposed ontology models the message 
intention and its components (e.g., argument, feedback or 
follow-up, as well it's content, such as action, place, time, action, 
or object required to perform the recommended activity). The 
goal was to find the "appropriate feedback using context 
information to prune irrelevant branches of the ontology." 
Following the authors, this model differs from others by the fact 
that most of these models only include information about the 
structure of the message or its intention. 

Researchers also explored text messages as a way to remind 
users of their plans [13,25] . Reminding users of their exercise 
goals through internet or mobile phone can help them to 
increase their physical activity [13,25]. Findings suggest that a 
combined implementation intention with text message 
reminders is more effective than either strategy alone in terms of 
increasing exercise [25]. However, pairing implementation 
intentions with SMS was only beneficial when a participant 
chose to receive reminders of their plans, which implies that 
reminding an individual of their plans drives the effects. This 
effect might happen, as the authors explain because "the 
intervention should increase the accessibility of the 
environmental cue (as the individual is reminded of this cue) or 
cue an individual to implement their plan (as the individual is 
reminded of the association between the cue and their desired 
action), or both" [25]. However, authors do not directly test these 
processes and additional explanations should be considered. 

2.1.1 Motivational Text Messages. Tseng et colleagues [39] 
developed a mobile application to deliver motivational text 
messages to adult office workers with sedentary jobs. They also 
provide monetary incentives to foster walking behavior. The 
creation of the motivational text messages was not detailed, 
although following participants’ opinions, these messages helped 
remind them to do some physical activity. This early-work found 
that motivational text messages can improve people's walking 
behavior only when their behavior is first influenced by 
motivational text messages, not through money.  

Participants who received the motivational text messages 
first, then the monetary reward, have increased identified 
behavior regulation levels after being intervened by motivational 
text messages. The extrinsic identified behavior regulation, in 
turn, has been linked to the initial adoption or short-term 
exercise adoption [33]. Motivational text messages seem to be 
able to impact this critical type of motivation to start exercising. 

2.2 Visual Aesthetics in HCI 
Visual aesthetics, in human-computer interaction, is viewed as 
the beauty or pleasing appearance of things [37], a non-
instrumental quality, that plays a significant role in the product 
appeal and experience [12]. Aesthetic appeal is often perceived 
before any other quality characteristics of the products (e.g., 
usability) [11], and aesthetic judgments are similar before and 
after users interact with a system [20,38].  

However, the positive results of studies regarding the 
existence of a positive correlation between visual aesthetics and 
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the assessment of other product characteristics (e.g. usability) 
[16,31,35,36], was not always confirmed [9,10,29].  

For Hassenzahl [11] inconsistencies in the findings related 
to the impact of visual aesthetics (beauty) can partially be 
explained by differences in the approaches of studying beauty.  

For Norman [24], the aesthetic experience seen as what is 
called the visceral design – the initial impact of a product, about 
its appearance, touch, and feel – might impact other product 
attributes since an aesthetic experience can lead to positive 
affect, and positive affect, in turn, can affect our cognitive 
processing [14,15].  

Studies using functional magnetic resonance imaging 
(fMRI) support the claim that aesthetic emotions are intertwined 
with aesthetic judgments [18,19]. Aesthetic experiences are 
associated with reflective thought as well as affective responses 
[44], that will impact the overall impression of a product.  

All in all, there is not a clear understanding of how beauty 
impacts the general impression of products and user experience 
[20,30,38], but as long “as beauty contributes to value and the 
overall liking of the product, this general ‘positivity’ is likely to 
spill over to other attributes” [11]. 

3 Study Design 
Researchers started by creating an exploratory pilot survey 
constituted mainly by open-ended questions and tested it with 20 
individuals from Amazon Mechanical Turk.  

All individuals reported seeing motivational text messages 
(messages that encourage people to exercise) regularly and 
actively seek them. Considering the answers from this pilot 
survey, researchers created then a final survey, in which, they 
transformed the open-ended questions into closed-ended 
questions. 

Participants. The target individuals for this study were 
individuals who see and seek actively motivational text messages 
on a regular basis. Within this general profile, we were 
interested in comparing similarities and differences between 
individuals who exercise regularly (group EX) and individuals 
who never exercise or do not exercise regularly (group Not EX).  

To recruit the same number of individuals for each group 
(EX and Not EX), we created two "hits" (surveys) in Amazon 
Mechanical Turk, both with screening questions. Both hits had 
the same three screening questions. The first two screening 
questions asked if the individuals frequently see motivational 
text messages and actively seek them out. Individuals had to 
answers “yes” to both questions to be considered.  

The third screening question required a different answer to 
be accepted and served the purpose to classify individuals within 
the general target profile (exercisers versus not-exercisers), as 
well to control the number of individuals recruited within each 
group. A total of 160 valid individuals were recruited, with 80 in 
each group.  

The hit that had as final target audience exercisers (the 
group EX) rejected individuals who reported being non-
exercisers. The hit that had as target audience non-exercisers 

(the group Not EX) rejected individuals who reported being 
exercisers.  

All participants were recruited from Amazon Mechanical 
Turk, and had to meet the qualification requirements: having 
location equal to the US, having a number of HITs approved 
greater than 500, and lastly, having a HIT approval rate greater 
than or equal to 99%.  

Individuals started by being informed that the survey had 
three closed-ended qualifying questions and that they will not 
get paid answering these. Participants acknowledged that their 
participation in the study was voluntary and they agreed not 
being paid answering the qualifying questions. Participants were 
informed that they can choose to terminate their participation in 
the study at any time and for any reason.  

Individuals who passed the screening questions were 
invited to complete the survey. Participants were compensated 
with $1.00 and the survey took on average 5 minutes and 50 
seconds to complete.  

IP addresses of participants were analyzed to detect 
multiple submissions. There were no instances of multiple 
submissions. 

The structure of the survey questions is as follows:  
(1) Exercise Profile. If the participant had stated that they 

exercise regularly in the screening questions, then they were 
asked how often they exercised and how long they gave been 
exercising regularly. If the participant stated they do not exercise 
regularly in the screening questions, they were asked if they 
were thinking of starting to exercise regularly in the next three 
months;  

(2) Messages View Habits. Participants were asked the 
following questions regarding their message view habits: (2.1) 
Participants were asked how long ago they began noticing 
motivational text messages, for what reasons, where and when 
they saw motivational text messages. (2.2) How participants saw 
the motivational text messages presented to them (e.g., as text-
only or embedded in a visual presentation), and how they 
preferred to see them. (2.3) Did having the motivational text 
messages be presented in an aesthetically appealing presentation 
instill a positive feeling? (2.4) Is the visual presentation of a 
motivational text message as important as what the message 
says? 

(3) Types of Exercise Motivation. BREQ3 scale [21,43];  
(4) Demographics. Age, gender, nationality, education. 
(5) Comments or suggestions (optional). 

4 Results 
The presentation of the results follows this order: demographic 
characterization, exercise profiles, motivational text messages - 
for what, where and when, motivational text messages presented 
as text-only or embedded in a visual presentation, and lastly, 
differences in the types of exercise motivation (amotivation, 
extrinsic identified behavior regulation, extrinsic introjected 
behavior regulation, extrinsic identified behavior regulation, 
extrinsic integrated behavior regulation, intrinsic motivation). 
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4.1 Demographic Characterization 
Age and gender. Individuals in the EX group were slightly 

older (the sample’s median age was 31 years [min. = 20, max. = 
63]) than those in the Not EX group (the sample’s median age 
was 29 years [min. = 19, max. = 58]).  

In both groups, there were more men than women. The 
number of men and women in the Not EX group was relatively 
similar (38 female [47%], 42 male [53%]). In group EX there was a 
difference of 20% between the genders of participants (32 female 
[40%], 48 male [60%]), which might have led to gender bias 
within this group. 

Education. None of the participants, in both groups, had less 
than a high school diploma. Most participants in both groups 
had a bachelor’s degree (48% in EX group, 66% in Not EX group), 
followed by those who reported having some college, but no 
degree in the case of the EX group (20% of the EX participants), 
and by those who reported having an associate’s degree in the 
case of the Not EX group (13% of the Not EX participants). 

4.2 Exercise Profiles 
The exercise profile of the groups EX (the regular exercisers) and 
Not EX (non-regular exercisers) is as follows:  

4.2.1 Group EX – Regular Exercisers. This group is 
characterized by individuals that exercise often, at least three 
times a week (Figure 1, point 5 and 6). They are long-term 
exercisers (the majority of the participants have been exercising 
more than 12 months) (Figure 2) and started seeing motivational 
text messages accordingly to the period they started to exercise 
(Figure 2).  

A Kendall's tau-b correlation was run to determine the 
relationship between how long EX participants have been 
exercising regularly and how long they had started seeing 
motivational text messages. There was a strong, positive 
association between how long they exercise and how long they 
started seeing motivational text messages, which was 
statistically significant, τb = .602, p = .001. 

4.2.2 Group Not EX (Non-Regular Exercisers). This group is 
characterized by individuals that typically only exercise 
occasionally (Figure 1, point 1 and 2).  

Most of the individuals have the intention to start 
exercising within a month Figure 3), and they started seeing 
motivational text messages mainly less than 6 months ago 
(Figure 3, points: Less than 1 month ago, between 1 month and 3 
months ago, and more than 3 months ago).  

There was not a pattern regarding how long they started 
seeing motivational text messages and their intention to start 
exercising (Figure 3), as confirmed by Kendall's tau-b correlation 
test.  

A Kendall's tau-b correlation was run to determine the 
relationship between how long Not EX participants started 
seeing motivational text messages and their intention to exercise 
in the next three months. There was an extremely weak, 
negative association between both variables, which was not 
statistically significant, τb = -.007, p = .939. 

 

Figure 1: How often participants exercise. 1= I never 
exercise, 2= Once in a while, 3= Once a week, 4= Twice a 
week, 5= Three times a week, 6= More than three times a 
week. (The point 1 and 2 correspond to the participants in 
the Not EX group. The point 3, 4, 5, 6 and seven correspond 
to the participants in the EX group). 

 

 

Figure 2: How long have participants in the group EX been 
exercising regularly clustered by how long they started 
seeing motivational text messages. 

 

 

Figure 3: Whether participants in the group Not EX are 
planning to start exercising regularly soon clustered by 
how long they started seeing motivational text messages. 
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4.3 Motivational Text Messages – For What, 
Where, and When 
The majority of the participants in both groups look for 
motivational text messages with the only purpose of trying to 
boost their exercise motivation (Figure 4, A). A considerable 
number of participants look for motivational text messages to try 
to boost their exercise motivation, remind them of their exercise 
goals and the benefits of exercising (Figure 4, ABC). However, 
groups differ in their third main reason to look for motivational 
text messages. In the Not EX group the third top reason to look 
for motivational text messages is to remind participants of their 
exercise goals. In the EX group, the third top reason to look for 
motivational text messages combine reasons B and A: remind 
participants of their exercise goals and try to boost their exercise 
motivation.  

Therefore, while participants in the EX group look for 
motivational text messages to boost their exercise motivation 
(present in the three top reasons to look for motivational text 
messages), individuals in the Not EX group might only look for 
motivational text messages to remind them of exercise goals, and 
not to boost their exercise motivation.  

Both groups visualize motivational text messages mainly on 
social media platforms and online forums (Facebook, Youtube, 
Instagram, Twitter, Reddit). In the case of the Not EX group, 
participants also reported to receive them from friends or family 
(Figure 5, AC). In the case of EX participants, they also reported 
to receive motivational text messages in apps and from friends 
and family (Figure 5, ABC). 

In total, two participants selected option D (Figure 5, D and 
BD) and reported finding motivational text messages in the gym. 

Individuals in the EX group, the regular exercisers, reported 
seeing motivational text messages primarily before working out, 
and when they check social media (Figure 6, AB). Individuals in 
the Not EX group, the non-regular exercisers, reported seeing 
motivational text messages mainly when they check social 
media. 
 

 

Figure 4: What are the main reasons for seeking 
motivational text messages in each group of participants. 
A= To try to boost my exercise motivation, B= Because 
they remind me of my exercise goals, C= Because they 
remind me of the benefits of exercising, D= Other. 

 

Figure 5: Where participants usually see motivational text 
messages. A= Social media platforms and online forums 
(Facebook, YouTube, Instagram, Twitter, Instagram, 
Reddit), B= Apps, C= Sent by friends or family, D= Other. 

 

Figure 6: When do participants usually see motivational 
text messages. A= When I check social media, B= Before 
working out, C= After working out, D= When I miss the 
motivation to go exercising, E= Other. 

4.4 Text Messages Presented as Text-Only or 
Embedded in a Visual Presentation? 
The majority of all participants (in groups EX and Not EX) 
usually see motivational text messages presented as text-only, as 
well, as embedded in a visual presentation (Figure 7). 

In both groups, individuals tend to have a preference to 
visualize motivational text messages presented as a "mix", 
sometimes as text-only and sometimes embedded in a visual 
presentation (Figure 8). 

The vast majority of the participants indicated that an 
aesthetically appealing visual presentation helps to instill a 
positive feeling relative to the text (Figure 9). 

Lastly, the visual presentation of a motivational text 
message was considered as being as important as the textual 
content in both groups (Figure 10), and only a very small part of 
the participants indicated that the visual presentation is more 
important for them than the textual content (Figure 10). 
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Figure 7: How participants usually see motivational text 
messages presented. 

 

 

Figure 8: How participants prefer to see motivational text 
messages. 

 
 

 

Figure 9: Would you say that visualizing a motivational 
text message embedded in an aesthetically appealing 
visual presentation helps to instill a positive feeling 
relative to the text? 

 

 

Figure 10: Would you say the visual presentation of a 
motivational text message is as important as the textual 
content? 

4.5 Differences in The Types of Exercise 
Motivation 
Following the different types of motivation individuals can have 
to perform a certain behavior, according to self-determination 
theory [6,28]), as well as previous findings related to exercise 
motivation and predicting exercise adoption and exercise 
compliance among adults [26,27,32,33], we measured the 
participants on their different types of exercise motivation, 
through the BREQ-3 scale [21,43]. The types and levels of 
motivation of the participants were then compared to the results 
of published literature.  

In self-determination theory [28], controlled and 
autonomous motivation designate the "quality" of motivation 
and varies from low-self-determined to self-determined.  

The terms amotivation, extrinsic motivation (from external 
factors to the activity), and intrinsic motivation (from internal 
factors) designate the type of motivation present in individuals. 

Some of the behavior regulatory styles of extrinsic 
motivation are considered controlled motivation (external and 
introjected regulations) while the ones close to self-determined 
behaviors are already within autonomous motivation (identified 
and integrated behavior regulations). Intrinsic motivation is the 
prototype of self-determined motivation.  

As expected, individuals in the EX group, present high 
levels of intrinsic motivation (Figure 16), as well as, extrinsic and 
autonomous motivation (Figure 14 and Figure 15).  

Moreover, these individuals also present low levels of 
amotivation (Figure 11), as well as between small (external 
regulation) and medium levels (introjected regulation) of 
extrinsic and controlled motivation (Table 1, Figure 12 and 
Figure 13). Individuals in the Not EX group tend to present 
medium levels of all types of exercise motivation (Table 1), as we 
can see on Figure 11 (levels of amotivation), Figure 12 (external 
regulation), Figure 13 (introjected regulation), Figure 14 
(identified regulation), Figure 15 (integrated regulation), and 
Figure 16 (intrinsic regulation). 
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Table 1: The median for all types of exercise motivation 
(BREQ—3 scale, values from 0 to 4) in EX and Not EX 
groups. 

 Amotiv
ation 

Extern
al 

Introje
cted 

Identified Integrate
d 

Intrins
ic 

Not 
EX 

2.00 2.25 2.62 2.50 2.25 2.25 

EX 0.00 1.12 2.50 3.25 3.00 3.00 
 
 
4.5.1 Comparison of Motivation Levels Between Groups. Statistical 
tests have confirmed that there is significant differences between 
the levels of all types of behavior regulation, except in the 
introjected regulation, between EX and Not EX groups. 

The EX group present lower levels of amotivation, as well 
as external regulation, than the Not EX group. The EX group 
present higher levels of extrinsic and autonomous motivation, as 
well as intrinsic motivation than the Not EX group (Table 1). 
These results are in line with what was observed in previous 
research works [26,27,32,33]. Intrinsic and extrinsic as well as 
autonomous motivation is typically present in individuals who 
regularly exercise.  

Next, the results of the statistical tests that compared the 
levels of the different types of motivation between each group 
are presented. 

Amotivation. A Mann-Whitney U test was run to determine 
if there were differences in amotivation score between EX and 
Not EX groups. Median amotivation score was statistically 
significantly higher in Not EX (2.00) than in EX (0.00), U = 
1540.500, z = -5.789, p = .001. 

External Regulation. A Mann-Whitney U test was run to 
determine if there were differences in external regulation score 
between EX and Not EX groups. External regulation scores for 
EX (mean rank = 64.22) were statistically significantly lower 
than for Not EX (mean rank = 96.78), U = 1897.500, z = -4.463, p = 
.001.  

Introjected Regulation. A Mann-Whitney U test was run to 
determine if there were differences in introjected regulation 
score between EX and Not EX groups. Median introjected 
regulation score for EX (2.63) and Not EX (2.50), was not 
statistically significantly different, U = 3066.500, z = -.458, p = 
.647. 

Identified Regulation. A Mann-Whitney U test was run to 
determine if there were differences in identified regulation score 
between EX and Not EX groups. Identified regulation scores for 
EX (mean rank = 101.41) were statistically significantly higher 
than for Not EX (mean rank = 59.59), U = 4872.500, z = 5.740, p = 
.001. 

Integrated Regulation. A Mann-Whitney U test was run to 
determine if there were differences in integrated regulation score 
between EX and Not EX groups. Integrated regulation scores for 
EX (mean rank = 99.83) were statistically significantly higher 
than for Not EX (mean rank = 61.17), U = 4746.500, z = 5.300, p = 
.001. 

Intrinsic Motivation. A Mann-Whitney U test was run to 
determine if there were differences in integrated regulation score 

between EX and Not EX groups. Intrinsic regulations scores for 
EX (mean rank = 97.93) were statistically significantly higher 
than for Not EX (mean rank = 63.07), U = 4594.500, z = 4.776, p = 
.001. 

 
 

 

Figure 11: Histogram of amotivation scores by groups. 

 

 

Figure 12: Histogram of external behavior regulation 
scores by groups 

 

 

Figure 13:Histogram of introjected behavior regulation 
scores by groups. 
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Figure 14: Histogram of identified behavior regulation 
scores by groups. 

 

Figure 15: Histogram of integrated behavior regulation 
scores by groups. 

 

Figure 16: Histogram of intrinsic behavior regulation 
scores by groups. 

5 Discussion 
Our exploratory surveys showed that individuals who exercise 
regularly and see motivational text messages regularly (the EX 
group) use motivational text messages with the general purpose 

of trying to boost their exercise motivation, as well as to remind 
themselves of their exercise goals, and the benefits of exercising. 
Goal reminders have shown to help individuals continue to 
pursue their goals [13,25]. Reminders can also help to conscious 
valuing an activity what might help to increase the identified 
behavior regulation [39] which is linked with the initial adoption 
of exercise [33].  

The regular exercisers reported they started exercising and 
started seeing motivational text messages in a similar period of 
time, and statistical tests, showed a positive correlation between 
both. This might suggest that this type of profile of individuals 
(regular exercisers) have been using motivational text messages 
to strengthen their exercise motivation, and not that 
motivational text messages triggered a change of behavior. 
However, follow-up contact with this population would be 
useful to confirm this finding.  

Individuals in the group Not EX, non-regular exercisers, 
tend to look for motivational text messages as a way to boost 
their exercise motivation. The assessment of the different types 
of exercise motivation showed that this group of individuals tend 
to present similar levels of self-determined and non-self 
determined exercise motivation, which might explain why there 
was no change in their behavior. These individuals tend to 
present relatively medium levels of all types of motivation (Table 
1). They are not particularly demotivated or controlled and 
extrinsically motivated, as well as not particularly intrinsically 
motivated.  

This might suggest that, in general, if the individuals do not 
have high levels of self-determined exercise motivation, the 
motivational text messages might not be enough to help 
individuals start having regular exercise habits. A notable 
number of individuals who do not exercise regularly reported 
seeing motivational text messages already more than three 
months ago and less than six months ago.  

Regarding the importance of the visual presentation, and in 
particular, the aesthetic appeal, both groups presented the same 
opinions. Both tend to see motivational text messages presented 
as text-only, as well as embedded in a visual presentation. Both 
prefer to see them in a mixed way, sometimes as text and 
sometimes embedded in a visual presentation, and not only 
seeing them as text-only or solely embedded in a visual 
presentation. However, we do not know why they prefer to view 
motivational text messages presented in a mixed way. We 
suggest exploring this question in future work. 

 It was found that, in both groups, participants felt that an 
aesthetically appealing visual presentation helps instill a positive 
feeling regarding the textual content. This result can be seen as 
being in line with HCI literature. Non instrumental qualities, 
such as aesthetically appealing, can contribute to a positive user 
experience or general impression about a product [9,11]. 
Regarding the importance of the visual presentation, the 
majority of the participants in both groups reported that for 
them the visual presentation is as important as the textual 
content. However, in our study, we did not explore why 
individuals say so. We suggest as future work, an in-depth 
exploration about this topic. 
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Finally, what is a motivational text message (their 
characteristics) was not defined to participants. This limitation of 
the study may have caused differences in their judgment of what 
is a motivational text message. 

6 Conclusions 
We contribute to an initial understanding of why different 
profile of exercisers, regular and non-regular, look for 
motivational text messages, how motivational text messages 
support exercise motivation, and in general, what is the 
importance of an aesthetically appealing visual presentation. 
Activity trackers services should support motivational text 
messages presented as text-only as well as with an appealing 
visual presentation. Using motivational messages that remind 
their users of their goals, as well as the benefits of exercising, 
might help regular exercisers engage with their service. On the 
other hand, future studies are needed to conduct further research 
to understand how motivational text messages could match the 
needs of non-regular exercisers, and thus hopefully help them to 
become regular exercisers. 
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