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A vast majority of health and wellness influencers on social media recommended products Medicine & Health
or services at least once over a three-month period. In fact, 38% of these influencers’ posts
promoted some kind of product or service, according to a recent Pew R h Center Science News & Information
s In spring 2026. But what exactly do these influencers promote? And what do

MOST POPULAR
audiences do with these recommendations?
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and have tried a
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seminar
(63%) say they’ve tried a fitness,
diet or beauty routine because they
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Google users are less likely to click on
links when an Al summary appears in the

heard about it this way, while a bit
over half (55%) say they’ve bought a
product based on these
recommendations.
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Among those who get information from

health and wellness influencers, women are more likely than men to have tried a routine,
bought a product or encouraged others to try a product or treatment. And Black
consumers are more likely than White consumers to say they have bought a product or

encouraged others based on these recommendations.

Changes in consumer choices can go the other direction, too. A third of those who get
information from health and wellness influencers say they have stopped using a product or
treatment because of an influencer’s discussion of it.

Below, we'll take a closer look at the following questions:

What do health and wellness influencers promote?

h influencers are doing the promoting?

neers use?

About this research ®

‘What do health and wellness influencers promote?
Information

In health and wellness influencer posts that include a promotion, the most common
promotion category is informational resources (cited in 45% of these posts).

Thifs ey el mdlm il 45% of health and wellness influencer

posts with a recommendation promote

« 36% of these posts recommend a guide or other information

instructional resources like workout % of posts from health/wellness influencers with
a product or service recommendation that

promote ...

programs, nutrition guides and other
how-to materials.




« 11% direct audiences to mere general e

content, like books, YouTube videos or Instructional guides

podcast episodes. Other content

Physical products
About three-quarters of influencers who Supplements.
have shared a post with a promotion Personal care

recommended an informational resource e S

at least once, making it the most common UElEtETE

kind of prometion. Food and drink

Medication

Physical products Services

Direct senvicss/coaching [ 15
About a third of these posts (32%) Medical | B
promote physical products, with some Complementary medicine | 1

. Medical spas and wellness
products being more common than treatments |+

others: Events and communities

Other
11% promote supplements.

8% recommend personal care and

d such as

or haireare products.
79 promote apparel.
5% recommend health and wellness HEnE R

devices such as gym equipment. Chart  Data Download Image  Share

5% recommend food and drinks.

Physical product r dations are also wid d among these influencers. In fact,

around in-ten of themr ded

such products at least once.

Services

Nearly a quarter of these posts (22%) promote a serviee:

15% point audiences to non-medical services that tend to be directly provided by the

infl the lves, such as hing, consulting or other sessions.

5% promote medical serviees.
1% recommend complementary or alternative treatments.
1% promote medical spas and other wellness treatments.
About six-in-ten of influencers with promotions (58%) recommend these kinds of services.

Events and communities

Many health and wellness influencers build communities with their followers through
offline and virtual spaces, such as retreats, webinars and online groups.

Promotions for these kinds of communities and events appear in 9% of recommendation
posts, and four-in-ten influencers who run promotions include these kinds of

recommendations.

Connection in America

‘Which influencers are doing the prometing?
Top promoters

As shown in our i on health and wellness influencers, almost all of them
(929%) promoted goods or services of some kind at least once in our study period. But some
are unusually prolific. Among influencers who promote, 10% produced nearly half (46%)
of all posts with a1 dation. These infl promote something in most of their

posts: On average, 66% of their posts are recommendations, compared with an average of

389 for all other influencers who have posted a promotion.
Gender

Influencers who are men and women tend to promote things at similar rates, but there are
some differences in what they recommend. Women are more likely than men to promote
personal care and appearance products (10% vs. 4% of influencers who promote) and
apparel (8% vs. 5%). On the flip side, they are less likely to promote medical services than
men (3% vs. 10%).

Influencer background

Influencers with different backgrounds Among health and wellness
tend to recommend different products influencers, some healthcare

and services, and do so at different rates. P
more than others

This pattern shows up when looking at

B have each backgr
influencers who are healthcare T
professionals.
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funetional T s,
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among the most likely to.
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‘Which posts are most likely to have promotion in them?

Health and wellness influencers are more Two-thirds of posts mentioning

likely to include r dations in or over-the-counter

posts about healthy living topics or contain a p

medical topics than in posts abouthealth  Among posts that mention each topic, % of posts
from health fuwellness influencers that contain a
recommendation

All posts. - 38

policy or posts that are not about health
or wellness at all.

But there are wider differences by
subtopie. For instanee, roughly two-thirds ngD"';i:g‘i:"’”s or
of posts mentioning supplements include Men's health

a recommendation, as do half or more of [ p—
posts mentioning men’s health, personal ey
appearance, longevity, nutrition and
healthy habits.

Nutrition
Healthy habits

Women's health

‘Which calls to action do health
and wellness influencers use?

Health policy

Nt health or weliness

Influencers employ various calls to action

to monetize their content. These range

from free resources, such as guides, that

may capture future engagement to PEW RESEARCH CENTER

affiliate links and promo codes that give Chart Data Download Image ~ Share
them a commission on sales.

About one-in-ten posts with a recommendation (12%) promote free produets or services.
This is most common among posts that recommend informational products.

A smaller share of these posts (6%) include discount eodes or affiliate links to stores
selling the products they’re promoting. This is most common among posts that promote
physical products.

How common is direct collaboration with brands?

About a quarter of health and wellness influencer posts that promote something include a

direct sponsorship or collaboration with a brand. But no single brand makes up more than
1% of all posts with a recommendation.

The brands that appear in these posts most often are mostly clothing companies. Seven of
the top 10 sell activewear, such as Gymshark, DFYNE, Oner Active and Alo Yoga. Two sell

supplements, such as Transparent Labs and Raw Nutrition. The top 10 list also includes

the media company Biohack Yourself.

Note: Here are the s ons used for this analysis, the
and the methodo
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Regina Widjaya is a computational social scientist focusing on data science at Pew
Research Center.

Galen Stocking is an associate director focusing on science research at Pew
Research Center.
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