Does Wellness Profit from Vulnerability?
Starting Question
If people already felt healthy, confident, and secure, would the wellness industry look different?
Or:
Would wellness become less about fixing problems and more about supporting human flourishing?

1. People usually enter wellness from a place of vulnerability
Most people do not seek nutrition support because life is going wonderfully.
They come because they are:
· Confused by conflicting information 
· Living with symptoms 
· Afraid of disease 
· Experiencing fatigue, weight gain, digestive problems, menopause, or aging 
· Looking for hope after feeling dismissed elsewhere 
Vulnerability itself is not wrong. In fact, healthcare and helping professions exist because people need support.
Question for discussion:
Is responding to vulnerability the same thing as exploiting vulnerability?

2. The entire healthcare system profits from illness
This isn't unique to wellness.
Hospitals, pharmaceutical companies, laboratories, therapists, fitness industries, supplement companies, and insurance systems all depend on people needing help.
Questions:
· Is earning money from helping people inherently unethical? 
· Or does ethics depend on the methods used? 

3. Empowerment versus dependency
One ethical dividing line may be:
Empowerment
Helping people:
· understand their bodies 
· make decisions confidently 
· eventually need less support 
versus
Dependency
Creating the feeling that:
· "You can never trust yourself." 
· "You always need another test." 
· "You need my protocol forever." 
Questions:
· Are we building confidence or creating reliance? 
· Would clients still value us if they felt capable on their own? 

4. Fear is a powerful marketing tool
Humans are biologically wired to pay attention to threats.
Messages such as:
· "You're inflamed." 
· "Your hormones are broken." 
· "Your gut is destroying your brain." 
· "Toxins are everywhere." 
often generate attention because fear motivates action.
But fear can also:
· increase anxiety 
· create hypervigilance 
· convince healthy people they are damaged 
Discussion question:
At what point does education become fear-based marketing?

5. Is there an "industry of insufficiency"?
Many wellness messages imply:
· You're not sleeping enough. 
· You're not detoxifying enough. 
· You're not optimizing enough. 
· You're aging incorrectly. 
· You're missing something. 
People may begin to feel they are projects rather than human beings.
Questions:
· Does wellness sometimes unintentionally reinforce the belief that people are never "enough"? 
· Are we selling health or perfection? 

6. The paradox of prevention
Prevention creates an unusual problem:
If prevention works, people may never know they avoided anything.
Because of this:
· Success is invisible. 
· Fear is easier to market than absence of disease. 
· Dramatic promises attract more attention than moderation. 

7. Social media amplifies insecurity
Research consistently shows that social media exposure can increase:
· body dissatisfaction 
· anxiety 
· comparison 
· reduced self-esteem 
A 2023 study found that reducing social media use by 50% improved body image in teens and young adults. 
Discussion:
Is wellness content sometimes helping people—or increasing the very insecurities that create demand?

8. Evidence that fear-based health marketing exists
A 2025 University of Sydney study (published in JAMA Network Open) found that social media influencers promoting certain health tests emphasized benefits while rarely discussing harms such as overdiagnosis or unnecessary anxiety. 
Questions:
· Where is the line between education and persuasion? 
· Should financial relationships always be disclosed? 

9. The wellness economy is enormous
The Global Wellness Institute estimates the wellness economy reached approximately $6.8 trillion in 2024 and has doubled since 2013. 
Questions:
· Does rapid growth encourage innovation? 
· Or does growth pressure industries to continually create new problems to solve? 

10. Perhaps the goal is not "fixing"
Maybe wellness at its best is not about:
· optimization 
· perfection 
· eliminating every symptom 
Perhaps it is about:
· resilience 
· self-awareness 
· nourishment 
· adapting to life 
· improving quality of life 
In this model, practitioners become guides rather than saviors.

Questions for the Group
Would people seek wellness if they already felt whole?
Is it possible to market without creating fear?
Can practitioners earn a living while actively working themselves out of a job?
Are clients purchasing information—or reassurance?
How do we know when support becomes dependency?
Should wellness focus less on "fixing" and more on helping people live well despite imperfection?
What does ethical marketing look like?
Is confidence itself a health outcome?

A Thought to End With
The highest form of helping may not be creating clients who need us forever, but creating people who trust themselves again.
That may be the uncomfortable tension at the heart of wellness:
Can we build sustainable businesses while simultaneously making ourselves less necessary?
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