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Executive Summary

Something is broken in the way consumers buy wellness products.

The weliness industry has grown into one of the largest consumer categories in the world, fueled by a
generation of buyers who are more health-conscious, more willing to invest in preventive care, and more
skeptical of marketing claims than any before them. Supplement brands have responded with influencer
partnerships, polished product pages, and thousands of five-star customer reviews. And yet the
fundamental question facing every shopper has not changed:

Will this actually work, safely, for me?

Most of them do not know the answer. The sources they are relying on — customer reviews from
strangers, endorsements from social media creators, and brand-funded claims — are not providing the
kind of credibility these buyers are looking for. The result is a market where doubt is the default, where a
massive share of potential purchases never happen, and where the brands that figure out how to earn real
trust will have a structural advantage over those that don't.

In March 2026, an independent consumer-focused venture capital firm set out to quantify this problem.
They surveyed 322 verified, active supplement buyers across the United States — consumers who had
purchased dietary supplements, vitamins, or wellness products online within the past six months, spanning
ages 25 to 65, majority college-educated, spending meaningfully each month across every major
supplement category.

The findings tell a clear story, and four numbers frame it:

92%  81%

Say clinician validation would Have walked away from a
influence their purchasing supplement purchase due to
behavior safety or efficacy concerns

2% 607%

Trust a clinician's independent Would pay a premium for
review more than a typical clinician-validated products
customer review

What follows is an exploration of each of these findings and what they mean for the brands
competing for these consumers’ trust.
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O 1 Most Supplement Buyers Don’t Trust
What They're Buying

There is a quiet crisis of confidence running through the supplements market, and it is far more
pervasive than most brands realize.

Consider the position of the average wellness shopper. They are standing on a product page,
looking at a supplement that claims to support their sleep, their gut health, their energy levels,
or their skin. The product has hundreds of customer reviews, most of them positive. The brand’s
website is clean and professional. Maybe an influencer they follow has mentioned it. And yet,
somewhere in the back of their mind, a question lingers: how do | actually know this works?

Customer reviews can tell you whether a product shipped on time, whether the capsules were
easy to swallow, or whether someone felt a subjective difference after a few weeks. What they
cannot tell you is whether the ingredients are dosed at clinically effective levels, whether the
formulation is supported by peer-reviewed evidence, or whether there are interactions the buyer
should be aware of. For a product category where consumers are literally putting something in
their bodies, that gap between what reviews can tell you and what you need to

know is enormous.
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The data confirms that consumers feel this gap acutely. When asked whether they had ever
decided not to purchase a supplement because they were unsure about its safety or
efficacy, the results were overwhelming.

Q13: “Have you ever decided NOT to purchase a supplement or wellness product because you
were unsure about its safety or efficacy?” (n=322)

O Said they have decided to NOT purchase a product

O due to safety or efficacy concerns.

02

The Most Influential
Purchase Driver Is Already
Clinician Authority

There is a widespread assumption in the
supplement industry that the path to conversion
runs through customer reviews, influencer
partnerships, and brand storytelling. The data
tells a different story.

When consumers were asked to identify the single most influential factor in their most recent
supplement purchase — not a hypothetical, but the last product they actually bought — the
number-one answer was not a customer review, not a social media recommendation, and not a
promotion. It was their doctor or healthcare provider recommending it.
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Q5: “Thinking about the LAST supplement or wellness product you purchased online, what was the
single most influential factor in your decision?” (n=322)

Said a clinician recommendation was the

single most influential factor in their last
purchase — the #1 answer.

That means one in four supplement purchases is already being driven primarily by clinician
authority. It ranked ahead of personal recommendations from friends and family (18%), the
buyer's own ingredient research (16%), customer reviews (15%), and price or promotions (9%).
Influencer endorsements came in at under 5%, making them the least influential factor tested.

Think about what this means. Clinician authority is already the single biggest purchase driver in
this category, and it is happening organically — through scattered, one-off conversations
between individual consumers and their individual doctors. There is no infrastructure making this
accessible at scale. There is no product page equivalent. One in four buyers found their way to a
clinician recommendation through sheer chance, and it was still enough to be the top factor.

The implication is straightforward: if clinician authority is already the most powerful conversion
lever when it is hard to access, what happens when you make it available on every product page,

for every shopper?

03

Clinician Reviews Are Not
a Nice-to-Have — They
Change Which Product
Gets Bought
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Customer reviews have become ubiquitous in e-commerce. Every supplement product page has
them. Shoppers have been trained to look at the star rating, skim the top positive and negative
reviews, and form a gut impression. For most product categories — electronics, clothing,
household goods — this system works reasonably well. Customers can assess fit, quality, and
value from their own experience.

Q7: "Imagine that a supplement product page included a detailed review written by a licensed
physician (MD) who had independently evaluated the product’s ingredients, dosage, and
evidence base. How much would you trust that review compared to a typical customer review?”
(n=322)

0 Said they would trust a clinician’s independent review more
than a typical customer review and would purchase
0 clinician-backed products as a result.

And this preference is not just attitudinal — it translates directly into purchase behavior. When
asked to choose between two similar products at the same price, one reviewed by a licensed
clinician and one with only customer reviews, nearly 70% said they would choose the clinician-
reviewed product. Only 12% leaned toward the customer-reviewed one.

Q11: “If two similar supplement products were available at the same price, but one had been
reviewed and rated by a licensed doctor while the other had only customer reviews, which would
you be more likely to purchase?” (n=322)

0 Said they would choose the clinician-reviewed product. A
majority would even pay up to 20% more if the product

0 was reviewed by unbiased clinicians.

This is not a marginal preference. This is a category where clinician validation changes which
product gets put in the cart. For brands, the message is clear: customer reviews are table stakes.
They are the cost of entry. But in a market where consumers are putting products in their bodies
and need to trust what they're taking, customer reviews alone are not a competitive advantage.
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O 4 Paid Endorsements Backfire — Independence
Is What Consumers Are Looking For

This is the finding that should give every brand pause: the number-one thing that would destroy
consumer trust in a clinician’s product review is learning the clinician was paid by the brand.

Not a lack of credentials. Not a poorly written review. Not even a conflict of specialty. The single
biggest trust killer, cited by nearly 70% of respondents, is financial compensation from the brand.
That is a direct repudiation of the paid medical advisor model, the clinician-influencer partnership,
and any arrangement where the brand is writing a check to the person evaluating its products.

@10: “What would make you DISTRUST a clinician’s product review?” (Select all that apply; n=322)

0 Say PAID clinician endorsements
are the #1 reason they would
PY 0 distrust a product review.

The second-biggest trust killer was the review reading like marketing copy rather than a clinical
assessment (57%). Consumers are not just wary of financial conflicts — they can detect when a
review has been shaped by a brand’'s messaging, even without explicit disclosure. The remaining
distrust triggers round out the picture: no scientific evidence referenced (42%), inability to verify
the clinician’s credentials (41%), no negative or cautionary information included (38%), and the
clinician only reviewing products from a single brand (30%).
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Now look at the mirror image — what builds trust. The number-one trust driver, cited by 62% of
respondents, is the clinician disclosing they have no financial relationship with the brand. After
that: specific references to clinical studies (53%), verified and displayed credentials (38%),
explaining who the product is and is not right for (38%), multiple clinicians reviewing the same
product (31%), and addressing potential side effects (23%).

Q9: “Which of the following would make you trust a clinician’s product review MORE?”
(Select up to 3; n=322)

0 Said a clinician disclosing no financial relationship

0 with the brand is the #1 trust driver.

Read those two lists side by side and a very specific model of credible clinician validation
emerges. Consumers want reviews from clinicians who are not paid by the brand, whose
credentials they can verify, who reference real evidence, who are honest about limitations and
side effects, and who are willing to say a product is not right for certain people. They want
multiple clinicians weighing in, not a single spokesperson. And they want it to read like a clinical
assessment, not a marketing endorsement.

For brands that have invested in paid medical advisory boards or clinician-influencer
relationships, the uncomfortable truth is this: the model consumers trust most is the precise
opposite of the model most brands are using. Every dollar spent on a paid doctor endorsement is
a dollar spent on a credibility structure that the majority of your target consumers have been
trained to see through and reject.

The reviews that move the needle are the ones that are structurally independent. That is not a
nice marketing message. It is a structural requirement.
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Consumers Will Pay
More for Products They
Can Trust

The trust gap is not just a conversion problem. It is a pricing problem.

In most consumer categories, premium pricing is earned through brand equity, product
differentiation, or scarcity. In supplements, there is another lever — one that most brands have
not yet learned to pull. When consumers believe a product has been genuinely, independently
validated by a clinician they can trust, they are willing to pay more for it. Not hypothetically.
Concretely.

Respondents were asked whether they would pay a premium for a supplement that had been
reviewed and recommended by a licensed clinician versus one without clinician review. Sixty

percent said yes.

Q12: “Would you be willing to pay more for a supplement that has been reviewed and
recommended by a licensed clinician versus one without clinician review?” (n=322)

O Would pay more for a supplement that had been
reviewed and recommended by a licensed clinician
0 versus one without a clinician review.

But even the 60% headline understates the true impact. Among the remaining 40% who said
they would not pay a premium, the vast majority — 32% of all respondents — said that while
they wouldn’t pay more, clinician validation would still influence their purchase decision. Only

7.76% said clinician reviews would have no effect whatsoever.
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That means 92% of supplement buyers say clinician validation would influence their purchasing
behavior in some way — either through willingness to pay a premium or through product
preference. One in thirteen is completely unmoved. The other twelve are listening.

O Of supplement buyers say clinician validation would
0 influence their purchasing behavior

To put this in practical terms: on a $45 supplement, a 10% price lift is $4.50 per unit. Across a
brand's customer base, that is meaningful margin improvement. And unlike margin gained through
cost-cutting or operational efficiency, this is margin driven by trust — a competitive advantage
that brands without clinician validation cannot replicate through discounting or louder marketing.

What This Means
for Brands

The data in this report is not ambiguous. It points to a clear set of conclusions for any brand
selling supplements or wellness products directly to consumers.
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The trust gap is a revenue gap. Eighty-one percent of active supplement buyers have walked
away from a purchase because they were unsure about safety or efficacy, and nearly two-thirds
carry doubt even after they buy. This is not a perception problem that better copywriting will fix. It
is a credibility problem. Every product page that relies solely on customer reviews and brand
claims is leaving money on the table — both from first-time buyers who never convert and from
repeat buyers whose confidence erodes over time.

Clinician authority already drives more purchases than any other single factor. One in four
buyers says a clinician recommendation was the most influential factor in their last supplement
purchase — more than personal recommendations, customer reviews, price, or influencer
endorsements. And that is happening without any scalable infrastructure. The signal is already
the strongest one in the market. The opportunity is to make it accessible on every product page.

Customer reviews are necessary but they are not enough. Seventy-two percent of consumers
trust clinician reviews more, and nearly seventy percent would choose a clinician-reviewed
product over one with only customer reviews. In a category where safety and efficacy matter —
where consumers are ingesting what they buy — customer opinions are table stakes, not a
differentiator. Brands that treat five-star customer reviews as their primary trust signal are
competing with one hand tied behind their back.

Independence is non-negotiable. Nearly seventy percent of consumers say paid clinician
endorsements are the number-one reason they would distrust a review. The second-biggest trust
killer is the review sounding like marketing copy. Brands that invest in paid medical advisory
boards or clinician-influencer partnerships for the purpose of product endorsement are not
building credibility — they are spending money on a trust structure that the majority of
consumers explicitly reject. The validation has to be structurally independent, or it backfires.

Trust unlocks premium pricing. Sixty percent of consumers would pay more for clinician-validated
products, and ninety-two percent say validation influences their purchase behavior. This is not a
cost center or a compliance checkbox. It is a margin driver and a competitive moat. The brands
that build this trust infrastructure first will have a pricing advantage that competitors cannot
replicate through louder marketing or deeper discounts.

The supplement market is full of noise — influencer endorsements, star ratings, marketing claims,
paid testimonials. Consumers have heard it all, and the data shows they are not persuaded. What
they are looking for is something different: independent, evidence-based, transparent clinical

evaluation from credentialed professionals who are not being paid to say nice things.

The brands that figure this out fi rst will not just close the trust gap. They will own it.
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Methodology

This report is based on an independent online survey of 401 U.S. adults, commissioned by a
consumer-focused venture capital firm and fielded in March 2026. Respondents were screened
for active supplement purchasing behavior; 322 qualified as having purchased dietary
supplements, vitamins, or wellness products online within the past six months. All guestion-level
data reflects this qualified sample of 322 unless otherwise noted.

The survey included single-select, multi-select, and 5-point Likert-scale questions covering
purchasing behavior, information source preferences, trust drivers, willingness to pay, and
platform interest. The respondent pool spanned ages 25 to 65, was majority female (55%), with
62% holding a bachelor's degree or higher and 44% reporting household income of $100,000 or
above. Respondents were distributed across all major U.S. geographic regions.

This survey was designed and commissioned independently. It was not funded, reviewed, or
influenced by any supplement brand, retailer, or clinician validation platform.

See How Independent
Clinician Validation Works
in Practice

FrontrowMD connects wellness brands with a network
of 1,700+ licensed clinicians who independently
evaluate products and share them on patient discount
pages — building the kind of uncompensated,
evidence-based validation that consumers

in this survey said they trust most.

Schedule a Demo
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